
 
 
 
 
 
 

 
 

 
 
 

 
 

 
 
 
 
 
 
 

“LIVING DIFFERENT VALUES” 
 

- A content analysis of web-based CSR disclosure and relationship 
building between companies and ethical consumers 

 
Arzu Balkan & Malin Rindeskär 

Supervised by Peter Parker 

 

 

 

 

 

 

 

 

 

          

Social Entrepreneurship and Innovation 

Malmö University, 2010



 

 

Content
1 Introduction............................................................................................................................................ 4 

1.1 CSR as a broad concept .................................................................................................................. 5 
1.2 Why do companies engage in CSR? ............................................................................................... 6 
1.3 Understanding the ethical consumers ............................................................................................. 6 
1.4 The communication challenge of CSR ........................................................................................... 7 
1.5 Web-sites for CSR communication................................................................................................. 8 

1.5.1 Research Field.......................................................................................................................... 8 
1.6 Purpose and research question ...................................................................................................... 10 

1.6.1 The focus of the paper............................................................................................................ 10 
1.6.2 Research Questions .................................................................................................................11 

1.7 Methodology ..................................................................................................................................11 
1.7.1 Research Methods ...................................................................................................................11 
1.7.2 Validity and Reliability .......................................................................................................... 12 
1.7.3 Disposition ............................................................................................................................. 13 

2 Theoretical and conceptual framework................................................................................................ 13 
2.1 Conceptual issues.......................................................................................................................... 13 

2.1.1 Content of the message - how to promote value with social values ...................................... 13 
Social movements start with messages for involvement ........................................................... 14 
Words can give different associations ....................................................................................... 14 
Not only CSR activities but the communication itself must be seen as ethical........................ 14 

2.1.2 Internet provides a potential platform for transparency......................................................... 15 
2.1.3 Social media channels............................................................................................................ 15 

2.2 Theoretical Framework ................................................................................................................. 16 
2.2.1 Stakeholder theory ................................................................................................................. 16 

2.2.1.1 Definition of a stakeholder ........................................................................................... 16 
2.2.1.2 The importance of stakeholder involvement .............................................................. 17 
2.2.1.3 An overview of the three types of stakeholder relationships ..................................... 18 

The stakeholder information model ...................................................................................... 18 
The stakeholder response strategy ......................................................................................... 18 
The stakeholder involvement strategy ................................................................................... 18 

3 CSR web based disclosures of three companies .................................................................................. 19 
3.1 Ben & Jerry’s ................................................................................................................................ 19 

3.1.1 The structure of the home page.............................................................................................. 19 
3.1.2 The structure of the CSR page ............................................................................................... 20 
3.1.3 CSR themes approached ........................................................................................................ 21 
3.1.4 The Relationship and language usage between company and customers .............................. 21 
3.1.5 Examples of interactive platforms ......................................................................................... 22 

Do the world a flavour ............................................................................................................... 22 
Our flavour whirled.................................................................................................................... 22 

3.1.6 An example of social media utilization: Facebook ................................................................ 24 
3.2 The Body Shop.............................................................................................................................. 26 

3.2.1 The structure of the home page.............................................................................................. 26 
3.2.2 The structure of the CSR page ............................................................................................... 26 
3.2.3 CSR themes approached ........................................................................................................ 28 
3.2.4 The relationship and language usage between company and customers ............................... 28 
3.2.5 An example of interactive platform: “The Body Shop Foundation” ..................................... 29 
3.2.6 An example of social media utilization: Facebook ................................................................ 30 



 

 

3.3 TOMS Shoes ................................................................................................................................. 32 
3.3.1 The structure of the home page.............................................................................................. 32 
3.3.2 The structure of the CSR page ............................................................................................... 33 
3.3.3 CSR themes approached ........................................................................................................ 34 
3.3.4 The relationship and language usage between company and customers ............................... 34 
3.3.5 Examples of social media utilization: wall for photos, images, videos ................................. 35 

The Wall for photos, images, videos .......................................................................................... 35 
Youtube ....................................................................................................................................... 36 

3.3.6 An example of interactive platform: Forum for product related discussion .......................... 38 
4. Discussion ........................................................................................................................................... 38 

4.1 There are promising preconditions for CSR communication ....................................................... 38 
4.2 Both promotion of CSR strengths and transparency are needed .................................................. 39 
4.3 Stakeholder involvement - engaging ethical consumers............................................................... 40 

4.3.1 There are social media channels and messages for involvement........................................... 40 
4.3.2 Customers are to some extent involved as co-producers ....................................................... 41 
4.3.3 Further involvement demands change as a result of the communication .............................. 41 
4.3.4 Employees can play a significant role in the involvement of ethical consumers .................. 42 

5 Conclusion ........................................................................................................................................... 43 
Further Research ............................................................................................................................... 45 

References............................................................................................................................................... 46 
Appendix................................................................................................................................................. 48 

Guiding Questions for Company Analysis.......................................................................................... 48 
The company .................................................................................................................................. 48 
The stakeholders............................................................................................................................. 48 
The CSR disclosure ........................................................................................................................ 48 
The communication channel ......................................................................................................... 49 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 

4 

1 Introduction 
 

Ethical concerns have taken an increasingly important place in the relationship between companies and 

consumers. CSR as a concept takes up a significant place on the agenda of the current global market 

environment: Enterprises are investing more in various social initiatives while at the same time many 

consumers are expressing more concerns about companies’ CSR involvement. Companies engage in 

CSR activities for several reasons such as resource based motivations, external pressures, survival 

concerns and so on (Branco et. al., 2008).  

 
Setting out from the argument that rather than engaging in CSR or not, the highlight is likely to be on 

how best to communicate and market CSR in the near future (McElhaney, 2009). Therefore, the aim of 

this paper is to provide insights to the CSR communication problem between companies and 

consumers from the stakeholder theoretical perspective through the analysis of three company cases, 

namely the Body Shop, Ben and Jerry’s and TOMS Shoes. Accordingly, the question that is raised in 

this paper is:  

• How do companies build an involving relationship with ethical consumers in their CSR 

marketing communication process on their web-sites?  

 

It must be noted that there is a limited number of communication methods utilized by the companies 

(Jahdi & Acikdilli, 2009). For that matter, this paper intends to examine “web-based corporate social 

disclosure” and the utilization of social media as a CSR marketing communication tool. More 

specifically, this paper looks into the web-based relationship between the companies and the 

stakeholder who involves mainly consumers and to some extent employees within this communication 

relationship.  

 
The main argument of this paper is that developing “sophisticated two-way communication processes” 

(sense making and sense giving) requires creating a dialogue that is “genuinely adopted” alongside a 

respectful approach to ethical consumers. To this end, this paper has twofold suggestions: Web-based 

corporate social disclosures (utilizing online social networking tools) constitute an effective CSR 

marketing communications tool by involving stakeholders and this helps to create transparency and 

accountability on the side of the company. Besides, the involvement of the employees in this 
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communication process increases the chances for two way symmetric stakeholder involvement by the 

active presence of these employees as company representatives. Eventually, the image of an ethical, 

transparent and socially responsible organization is created as the very ambition of CSR 

communication. The outcome of this research displays that companies provide extensive information 

about their CSR values and involvement on their web-sites. However, they do not seem to involve 

customers enough to challenge company values and CSR activities. This shows that companies are still 

within “stakeholder response” stage of the theory, even though the utilization of social media 

platforms takes the companies closer to the “stakeholder involvement” stage of the theory. Practically 

TOMS can be argued to be the closest one in involving stakeholders in its CSR disclosure. However, 

to what extent a change on the company’s side regarding its CSR activities occurs as a result of this 

involvement is unknown to this research.   

 

1.1 CSR as a broad concept 
 

In spite of being analyzed across a wide range of literature, Corporate Social Responsibility (CSR) still 

remains a “broad, complex and continually evolving concept” that covers various ideas and practices 

(Sweeney & Coughlan, 2008).  To provide a broad definition of the concept, CSR could be considered 

as a “commitment to improve (societal) well-being through discretionary business practices and 

contributions of corporate resources” (Du et al., 2010).  

 

According to Kellie McElhaney (2009), CSR is defined as a business strategy which is blended with 

“core business objectives and competencies” of an organization and is designed to develop “business 

value” and “positive social change” and is integrated in daily business culture and operations. Khosro 

S Jahdi and Gaye Acikdilli (2009) define social responsibility as “the process of communicating the 

social and environmental effects of organisations’ economic actions to particular interest groups within 

society and to society at large”. In another study by Jū ratė Banytė and Agnė Gadeikienė (2008), CSR 

is taken as “equilibrium of corporate social responsibilities, principles and marketing activities” which 

enables satisfying or surpassing expectations of stakeholders and the community in general. As the 

concept takes up an increasingly important place on the agenda of the current global market 

environment, companies are investing remarkable resources in various social initiatives (Du et al., 

2010). 
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1.2 Why do companies engage in CSR? 
 

Companies engage in CSR activities for several reasons. For some companies being seen as socially 

responsible enables them better economic achievements and brings competitive edge as they develop 

better relations with their stakeholders. So it could be argued that those companies has resource-based 

motivations (Branco et. al., 2008). For some other companies, external pressures are the driving force 

for their engagement in CSR activities and disclosure. Such companies believe that not following what 

other companies are do to be seen as socially responsible would be harmful for their profit and 

survival.  

 

CSR activities and disclosure constitutes mechanisms these companies utilize in order to act and be 

seen acting within the bounds of what is acceptable to the expectations of stakeholders concerning how 

companied should conduct their operations. In other words, CSR activities and disclosure is an 

instrument used by companies to legitimize their operations in the eyes of stakeholders (Branco et. al., 

2008). As the public get to have increasing demand to know about firms standing behind the brands 

and products offered to them, they use their power to reward ‘good’ companies and punish the ‘bad’ 

ones (Lewis, 2001).  

 

It is not only the case that CSR has a prominent place in the global arena, but it is also the case that 

more and more companies are turning to CSR communications to be seen as such “good” companies. 

Lastly, “academics, corporate stakeholders, pressure groups and governments” push companies to 

embody a CSR perspective into their business, according to Bowd et al. (2006 as cited in Jahdi; 

Acikdilli, 2009). 

 

1.3 Understanding the ethical consumers 
 

Chris Arnold (2009), who has worked in the advertising industry for over 20 years with a focus on 

ethical marketing, states that many companies entered into ethical market “with little or no 

professional advice” or without understanding the ethical consumer. He furthermore warns for the risk 

to see people as numbers or letters. “If you think of people that way you are not a marketing person but 
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an accountant” (Arnold, 2009: 118, 250).  

 

Consumers have traditionally been expected to buy for personal reasons rather than societal ones and 

the most important purchasing criteria are often described as price, value, quality and brand familiarity 

(Carrigan & Attalla 2001: 565). Lately there has however been a tendency to talk about active or 

ethical consumers, who are aware of ethical issues and ready to set their money after moral concerns. 

Roger Cowe and Simon Williams (2000: 11) portray how “the rise of active consumerism brings 

together several stands of societal change: the decline of fixed social forms and structures, increased 

desire and opportunity for self-expression, the spread of markets, the growth of affluence and 

aspirations, and a greater opportunity to exercise choice.”  The issues of ethical consumerism have 

broadened over the last years and in order to get an overview Cowe and Williams (2000) have divided 

the consumers concerns into four mayor elements: 

• Human rights 

• Environmentalism 

• Animal rights 

• Consumer protection 

 

Today, we have a situation where global corporations have more power than ever and at the same time 

are under pressure from a constant growing number of civil society groups (Cowe & Williams 

2000:10). It is suggested that “firms, governments, the media and civil society may need to enter a 

dialogue together to develop a new story about the nature of prosperity and the role of the business 

community in promoting it” and that the initiative most likely will come from civil society (Michaelis, 

2003: 915).  

 

1.4 The communication challenge of CSR 
 

Whether driven from corporate ideology or from stakeholder obligations, global organisations face a 

complex set of issues in regards to how they communicate their CSR engagement (Polonsky & Jevons, 

2009). Even though some business leaders embrace the value of CSR, they still fail to communicate, 

which creates an image that they do nothing related to CSR. It is often the case that companies tend to 

invest huge amount of financial resources in “branding and messaging” their products and services, 
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thus their reputation. However, they fail to realize the importance of linking the ways in which their 

products and services carry a social value and contribute to a better world. For example, HP has long 

been committed deeply to recycling. When Dell promotes a printer and it make promises about 

planting trees for each unit purchased, it clearly communicates this activity to the customers. In the 

end, Dell all of a sudden gets a reputation for being an environmentally friendly company to HP’s loss. 

This example suggests that consumers can only make their purchase decisions according to what they 

know rather than what they do not know. According to McElhaney (2009), this is quite an important 

lost opportunity. CSR branding of a firm could be an “innovative and valuable business strategy” to be 

able to reach crucial stakeholders both inside and outside the company once the content is well 

developed and integrated into the corporation. 

 

1.5 Web-sites for CSR communication  
 

Previous research emphasized the growing significance of corporate web sites in the communication of 

CSR efforts of companies (Stuart & Jones, 2004; Fieseler et al, 2010). Accordingly, a web site is an 

effective communication tool for companies as it can be implemented to “persuade, inform, and 

educate” stakeholders besides being utilized to interact with them (Stuart and Jones, 2004: 85). The 

related problem about web sites is argued to be that most corporate sites are “static” in that there is no 

utilization of the full potential of “dialogue-based communication” (Fieseler et.al, 2010).  

 

1.5.1 Research Field 
 

One of the important means of communicating CSR activities is in the form of “social responsibility 

disclosure” through marketing communication tools such as advertising, the Internet and so on (Jahdi 

& Acikdilli, 2009). Among others, Internet has been shown an effective tool for communicating CSR 

activities by some previous studies (Aerts, 2006; Jahdi & Acikdilli, 2009; Pollach, 2005). And, World 

Wide Web (WWW) and corporate websites are suggested to be superior to the traditional mass media 

in several aspects. Accordingly, the WWW’s capacity to transmit a limitless amount of information to 

target audiences at large ( Pollach, 2005).  

 

Pollach (2005) further suggests the WWW to be like a “pull” medium in that audiences could have 
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more control over what they want to see as compared to the conventional media. For “active 

information seekers” processing the information made available to them via WWW is more effective 

and timely (Cho, et. al., 2009) than offered through conventional media. Also, transmitting messages to 

audiences does not have to be filtered by “gatekeepers” and instead controlled by the companies 

themselves. In this way, firms are able to learn more about their stakeholders through the interaction 

and dialogue provided by WWW. Another study by Cho et.al. (2009) argues that besides offering an 

“unlimited space”, web-sites offer companies the opportunity to “save costs”. 

 

In addition to the usability of the WWW, Pollach (2005) further suggests “credibility and value of the 

content” as benefits (Jahdi & Acikdilli, 2009). Also, the web is argued to be a “potentially” valuable 

tool for enhancing ”corporate transparency and accountability” about CSR related social and 

environmental issues (Cho et. al., 2009). However, there is also a challenge regarding the issues of 

trust, credibility and reliability. Without “media gatekeepers”, there are increasing concerns about the 

“quality” and “reliability” of web-based information. At this point, Pollach (2005) suggests that in 

order to increase credibility, firms utilize some “persuasive appeals” such as “third-party evidence” or 

“humanisation” of these web-based messages. Stakeholder involvement could be employed to remedy 

this problem (Jahdi & Acikdilli, 2009). 

 

The study by Fieseler et.al (2010), argues that stakeholders are becoming increasingly active in 

holding firms “accountable” for their behaviour. For this reason, companies need not only to 

communicate their CSR activities to these stakeholders but also to involve them. “Online 

communication platforms” such as corporate blogs which is a new form of “interactive online 

publication” offering a platform for idea exchange or comments on various issues is suggested to be an 

“ideal instrument” for corporations to involve stakeholders. Furthermore, many companies have 

started to communicate their CSR activities via, for example, blogs as shown in the analysis of 

“blogging strategies of the Fortune 500 companies” by Lee et al. (2006, as cited in Fieseler et.al., 

2010).  

 

One interesting research by Du et.al. (2010), emphasized that organizations should be “proactive in 

using social media” to involve consumers as their CSR advocates. For example, in order to recruit one 

million people to participate in an online network an online network, Timberland Company which is 
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known for “its environmental stewardship”, started the Earthkeeper campaign in 2008. Within this 

program, Timberland started an “innovative global network” of online social networking tools such as 

Facebook, YouTube (Earthkeeper Brand Channel) and a highly populated Earthkeeper blog among 

others. 

 

1.6 Purpose and research question 
 

1.6.1 The focus of the paper 
 

As McElhaney (2009) argues, in the future, the focus would be on how best to communicate and brand 

CSR rather than whether or not to engage in CSR. The aim of this study is to analyze the relationship 

between the enterprises and the consumers within this communication process, which in turn affects 

CSR marketing efforts of companies. Accordingly, the main argument of this paper is that developing 

“sophisticated two-way communication processes” (sense making and sense giving) requires creating a 

dialogue that is “genuinely adopted” and a respectful approach to ethical consumers.  

 

One limitation regarding this focus of this study is that despite seemingly broad agreement that global 

organizations should develop responsible behavior, there is only limited discussion about how the 

organization should develop its CSR activities, the degree to which these should be leveraged and/or 

how they are communicated. However, this challenge, at the same time, constitutes an opportunity for 

this paper to make a contribution into filling this gap by providing insights to the CSR communication 

problem between companies and consumers from both the stakeholder theoretical perspective and the 

analysis of various company cases.  Likewise, just like only a limited range of CSR activities were 

communicated to the stakeholders “as a whole”, only a limited number of communication methods 

were utilized by the companies (Jahdi & Acikdilli, 2009). Therefore this paper has the ambition to 

attract the attention to “web-based corporate social disclosure” and the utilization of social media as a 

CSR marketing communication tool. 

 

To this end, this paper has twofold suggestions: Web-based corporate social disclosures (utilizing 

online social networking tools) constitute an effective CSR marketing communications tool by 

involving stakeholders and this helps to create transparency and accountability on the side of the 
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company. Also, the involvement of the employees in this communication process increases the chances 

for two way symmetric stakeholder involvement by the active presence (response to the questions, 

comments and other posts of the consumers) of these employees as company representatives. 

Eventually, the image of an ethical, transparent and socially responsible organization is created as the 

very ambition of CSR communication. 

 

1.6.2 Research Questions 
 

The main question of the study is: 

• How do companies build an involving relationship with ethical consumers in their CSR 

marketing communication process on their web-sites?  

Sub-questions: 

• How is web-based CSR communication constructed? 

• To what extent are social media platforms utilized in this relationship building? 

• To what extent are ethical consumers involved as stakeholders? 

• What are the challenges faced in this process? 

 

1.7 Methodology 
 

1.7.1 Research Methods 
 

The purpose of this study is to describe and explain the relationship between companies and customers 

in the process of web-based CSR marketing communication. To this end, a multiple-case study based 

on the web-based CSR disclosure of three companies is designed and analysed in a qualitative manner 

(Bryman, 2008: 60). In order to be able to see different  business strategies and not to restrict ourselves 

to make only comparison between two companies, we have felt the need to extend our case study 

design to three companies, which would act as a springboard for theoretical reflections about similar 

and contrasting findings. All three companies are selected randomly but according to high 

sensitiveness towards CSR issues.  
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The research design and the collection of data are guided by some specific questions which derive 

from theoretical concerns. In this respect deductive approach is applicable to this paper. However, our 

strategy is qualitative rather than quantitative and this makes our approach inductive (Bryman, 2008: 

55). More specifically, the approach embodied in this paper is mostly qualitative content analysis with 

an aim to analyze visual texts rather than means of generating data and to some extent semiotics which 

is concerned with uncovering the hidden meanings existing in our visual texts. As our goal is not only 

a manifest content but latent one as well, we believe that it is necessary to look through the surface to 

get a deeper understanding of what is actually going on. Therefore, seeking for a more interpretive 

approach leads us to utilize thematic coding process based on the conceptual framework described 

earlier in this paper.  Some certain features of our approach to the data requires a further level of 

interpretation, which helped us to demonstrate some dispositions in the visual texts in terms of the 

positiveness, negativeness and descriptiveness of the editorial commentary of some specific items 

(Bryman, 2008: 274, 282, 531). Finally, sometimes we need to approach the data (especially in the 

analysis of the stakeholder relationship by the language use) through the perspective of semiotics in 

line with aim of seeing beyond and beneath the apparent manifestations of the visual texts. With 

regards to ethical considerations, due to the concerns of confidentiality, the names of consumers or 

employees are not revealed when we refer to their comments, questions and posts as examples (Patton, 

2002: 408). 

 

1.7.2 Validity and Reliability 
 

Objectivity and transparency are the two criteria of the content analysis to which we try to keep. Therefore, 

being aware of the importance of the transparency in the procedures for analyzing the raw material, the 

research questions are specified precisely in order to guide the selection of the visual text to be analyzed 

alongside the media itself and to be able to avoid any inappropriate text or media analysis (see appendix 1). 

In a similar pattern with most content analysis, we have developed several research questions that center 

around who (is communicated), what (is communicated), where (does the communication take place), why 

(does the issue communicated). Our aim is to be systematic which requires the application of the specified 

rules in a consistent manner in order to allow for personal biases’ intrusion as little as possible in the hope 

that anyone else could employ the same rules and reach the same results. However, in our case the guiding 

questions as rules reflect our interest and concerns in relation to the theoretical framework and therefore 
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these rules are a product of subjective bias. It should be noted, however, that “once formulated, the rules 

can be applied without the intrusion of bias (Bryman, 2008: 274-276). Besides, those guiding questions, the 

conceptual and theoretical framework revealed core meanings which consist of pattern recognition and 

theme analysis. Accordingly, in the content analysis of the company web pages, a pattern of descriptive 

findings - the ability to see patterns in seemingly random information - help to bring about the themes 

around which the web pages are analyzed (Patton, 2002:452-453).  

 

The data of this paper is mainly composed of visual texts, videos and pictures on the official web pages 

of the companies alongside the ones on social media platforms such as Facebook and Youtube. One of 

the challenges faced is the pace that web-sites can change. Whenever we want to return to the data on 

the websites, there is a risk that the web-site is updated and that specific data in the interest of the 

research is not there any more. We have therefore copied the images of important elements at the web 

pages we refer to.  

 

1.7.3 Disposition 
 

First, this paper outlines the conceptual and theoretical framework. Stakeholder theory as including three 

types of stakeholder relationship - namely, the stakeholder information, the stakeholder response and the 

stakeholder involvement strategies - with a focus on CSR communication constitutes the theoretical 

framework of this paper. Secondly, it describes and analyzes web-based CSR disclosure of three different 

companies - namely, Ben & Jerry’s, the Body Shop and TOMS Shoes - from the theoretical framework. 

Then the discussion around the company strategies regarding CSR marketing communications and 

relationship building with consumers is presented before concluding remarks.  

 

2 Theoretical and conceptual framework  
 

2.1 Conceptual issues 

 
2.1.1 Content of the message - how to promote value with social values 
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As Arnold (2009: 174) works with marketing towards ethical consumers, he suggests that “entering the 

world of ethical marketing requires being open to being challenged”. However, he argues that insight 

can be gained from traditional marketing and accordingly, following points are of important insights 

for this study: 

 

Social movements start with messages for involvement 

 

Arnold (2009: 208) argues that ethics “has added yet another layer” to the criteria customers have to 

choose from and emphasize “easy ethics” as the best way to market behavior change. Based on 

research by Interbrand and influenced by Nike, the following strategy has been developed for starting a 

social movement: Tell people what you want them to do by a simple message since “they need leader- 

ship”, communicate what can be achieved if many are joining the cause and make it part of anyone’s 

lifestyle even if they do not define themselves as ethical consumers (Arnold: 2009: 76, 81, 82).  

 

Words can give different associations 

 

A consumer friendly language are often important within CSR marketing communication, since CSR 

fields often are developed by researchers who use a formal and technical jargon. Moreover words 

come with values and associations and often have different meaning for different people. As guidance 

Arnold (2009) recommends the use of specific expressions, such as “organic” instead of “sustainable”, 

as well as “real images, not icons”. By being precise, companies avoid the risk of “bolting a few eco 

words” (Arnold, 2009: 93,163).  

 

Not only CSR activities but the communication itself must be seen as ethical 

 

Arnold (2009) argues that companies “doesn’t have to save a rainforest to be seen as ethical”, instead 

the reason for a company to be seen as ethical can be the CSR marketing communication in itself.  “An 

honest and fair brand that respects people” can be seen as ethical “even if it does fly planes”. He 

further suggest that “Instead of claiming that you’re green (when you’re not) tell people you’re not 

there yet but you’re working to get there” (Arnold, 2009:123, 139).  
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2.1.2 Internet provides a potential platform for transparency 
 

Without gatekeepers, there are concerns about the “quality” and “reliability” of information and 

several researchers have proposed that exposure of CSR is likely to attract critical attention (Morsing 

& Schultz, 2006: 323).  Stakeholder involvement could be a part of the solution to this problem (Jahdi 

& Acikdilli, 2009), especially since Cho et.al. (2009) argue the web to be a potentially valuable tool for 

enhancing “corporate transparency and accountability”. Thoger Christensen (2002), however 

highlights the complexity of “transparency” as a concept by asking the question if transparency is “a 

pre-existing condition or a considered strategy” since there seems to be no “clear distinction between 

cause and effect”. Instead organizations use the concept both for describing their communication 

environment and in terms of a managerial response where the traditional boundaries between openness 

and closure are challenged. “Although information is a precondition for knowledge and insight, the 

opposite is true as well” in the way that a framework of knowledge is needed to “test new bits of 

information.” The utilization of Internet and its communication tools makes corporations “feel more 

vulnerable and, in a sense, transparent than ever before” for the reasons that the technologies facilitate 

access to information and because organizations, “partly driven by these technologies” are expected to 

work towards transparency by making the relevant information accessible (Christensen, 2002: 163, 

166,167). Rindova (2000, as cited in Christensen, 2002) states the concept of “polished transparency”, 

which unfolds marketing aesthetics used to appeal to certain stakeholders rather than a strategy for 

genuine involvement.  

 

2.1.3 Social media channels 
 

In relation to the utilization of Internet in CSR communication, social media needs to be examined. 

Social media can be defined as online tools and platforms used to publish and share content (Burrows, 

2007, as cited in Dragger, 2009:3). Lately these tools have been utilized within the business field with 

a great impact particularly on marketing, given that social networking sites have millions of visitors 

(Dragger, 2009: 4). Companies are commonly hesitant to embrace social media into their marketing 

activities, since there is a fear to lose control of the company image, and there are also concerns about 

whom of the employees should produce the content of communication as  well as the time this might 

require (Montgomery et al., 2008; Dragger 2009: 3). 
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“As with more traditional forms of marketing, a company should engage in strategic planning to 

identify their goals and objectives, which will determine the tools and techniques that will best fit their 

needs” (Dragger, 2009:16).  Montgomery et al. (2004:87) state that “the nature of the Web itself has 

created an environment of rapid innovation, experimentation, and diffusion that further defies 

systematic examination. However, it is possible to take a series of snapshots in order to identify 

directions, illuminate trends, and highlight strategies and tactics.” Melanie Dragger (2009) emphasizes 

the necessity of studying the need of the market and particular customer groups, since “a firm cannot 

be all things to all people” and “social networking tools have different purposes and user 

demographics”.  Clay Shirky (2008: 265) states that “technology is not an infinitely elastic piece of 

fabric that can be stretched to cover any situation”. Instead a social tool must “be designed to fit the 

job being done, and it must help people do something they actually want to do.”  Caterina Fake, the 

founder of Flickr, states that you have to greet the first users of the tools and platforms personally. 

When Flickr was new she and the employees where investing a lot of time in commenting, “like a host 

circulating a party” (Shirky 2008: 265).  

 

2.2 Theoretical Framework 
 

2.2.1 Stakeholder theory 
 

2.2.1.1 Definition of a stakeholder 

 

A stakeholder is defined as “any group or individual who can affect or is affected by the achievement 

of the firm’s objectives” according to Freeman (1984: 25 as cited in Morsing; Schultz, 2006). Today, 

stakeholders of an organization consists not only of shareholders and officers, but also of customers, 

employees, creditors, suppliers and the community at large (Arias; Patterson, 2009). This paper is 

studying consumers as stakeholders, with focus on ethical consumers. Our focus within the stakeholder 

group is also to a certain extent on the employees based on the following reasoning: 

 

According to Du et.al., (2010), corporations should give importance to “informal” but “credible” 

communication ways such as “word-of-mouth” by stakeholders. Consumers are considered to serve as 

an “informal” but very “credible” CSR communication channel. “Internet communication media” such 
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as chat rooms, blogs, and social media sites (for example, Facebook, Twitter, My Space and the like) 

which are gaining increasing popularity as well as wider reach and therefore is argued to magnify the 

power of “consumer word-of-mouth”. For example, aforementioned campaign of the company 

Timberland not only stated to effectively communicate its “sustainability initiative”, but also involved 

consumers to spread the word about this initiative and most importantly about the company’s being 

socially responsible (Du et al., 2010). In addition, companies should not devalue the potential power 

and “reach” of employees for CSR communication. The social ties of employees - who are considered 

as “a source of credible information”- allows them to reach a wide range of people as most of them 

promote their company to other people as socially responsible. For this reason, companies should 

engage their employees and turn them into companies’ CSR advocates (Dawkins, 2004). 

 

2.2.1.2 The importance of stakeholder involvement 

 

It is argued that in 1980s most companies practiced only one-way of communication and not as many 

companies practiced two-way communication. Morsing and Schultz (2006) relate this to the theory of 

“sense making” with regards to “public information building” on sense giving process in which two-

way communication gradually add to processes of sense giving and sense making. Currently, the 

corporate communication process embodies public information (sense giving). Morsing and Schultz 

(2006) suggest that developing “sophisticated two-way communication processes” (sense making and 

sense giving) is highly needed especially when organizations communicate their CSR messages. One-

way information on “corporate CSR initiatives” is significant but not sufficient.  

 

There is in other words a shift from the perspective in which stakeholders´ being managed by 

companies to the one in which companies interact with their stakeholder on the basis of “relational and 

process-oriented view”. Within this relationship interactivity, mutual engagement, and responsive 

relationship allow to establish the ground for “transparency” and “accountability” which leads to doing 

“modern business”. So, the very notion of participation, dialogue and involvement is brought to the 

core of stakeholder theory. Stakeholder theory has also come to shift its focus on the significance of 

stakeholder engagement in “long-term value creation” recently rather than simply focusing on 

“immediate profit” (Andriof et al. 2002). Economic survival and profitability are still important 

however to be able to make profit and survive, firms should often interact with various stakeholders. 
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2.2.1.3 An overview of the three types of stakeholder relationships 

 

The stakeholder information model  

 

The stakeholder information model suggests that companies need to inform stakeholders about it 

actions and good values to obtain the support of these stakeholders because stakeholders are influential 

in two ways: Firstly, they provide companies with their support in terms of “purchasing habits, 

showing loyalty and praising the company”. Secondly, they could demonstrate, strike or boycott the 

actions of companies (Smith, 2003). Therefore one strategic task of companies who engage in CSR 

initiatives is to ensure effective communication of “favourable corporate CSR decisions and actions” 

to the stakeholders. 

 

The stakeholder response strategy  

 

The stakeholder response strategy is a ‘two-way asymmetric’ communication model which is different 

than “the two-way symmetric model” of the stakeholder involvement strategy. Accordingly, companies 

try to change public attitudes and behaviour by relating the corporate decisions and actions to them in 

order to ensure their engagement since companies are in need of “external endorsement from external 

stakeholders”. Within this perspective responding to stakeholders is “sender oriented” in the sense that 

it is mainly one-sided as companies need to convince the stakeholders about their being socially 

responsible. What is highlighted is passive responsiveness on stakeholders’ side rather than “pro-active 

engagement”. 

 

The stakeholder involvement strategy  

 

The stakeholder involvement strategy is based on a dialogue with stakeholders. This perspective 

includes “persuasion” on both sides in that stakeholders as well as companies try to persuade each 

other. Stakeholder relationship has been brought to an extreme by the stakeholder involvement 

strategy. Companies should invite “concurrent negotiation” with the stakeholders in order to know 

about their concerns regarding the company and welcoming changes when necessary rather than 

seeking to impose certain CSR initiatives on stakeholders. Accordingly, the stakeholder involvement 
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strategy suggests that companies develop frequent and systematic dialogue with their stakeholders in 

order to mutual benefits – based on the assumption that both parties involved in the dialogue are 

enthusiastic about change. 

 

3 CSR web based disclosures of three companies  
 

3.1 Ben & Jerry’s  
 

3.1.1 The structure of the home page 
 

 

 

 

 

 

 
 

Figure 1. Retrieved from www.benjerry.com on May 13th, 2010.      

 

When entering Ben & Jerry’s home page, a cow starts to water a field of flowers and Ben & Jerry’s ice 

cream pints are growing up (see figure 1). The main message is “New flavours have sprung!”. It is 

possible to click on different pints to read more about each product. Furthermore customers are 

encouraged to connect to Facebook to become fan of their flavours of choice as well as rating and 

commenting on them (see figure 2). CSR activities are not promoted at the home page, other than with 

the link “activism” in the head menu, which leads to a CSR web page.  

 
 

 

 

 

http://www.benjerry.com/
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Figure 2. Retrieved from www.benjerry.com on May 13th, 2010. 
 

3.1.2 The structure of the CSR page 
 

 
 

Figure 3. Retrieved from www.benjerry.com/activism on May 13th, 2010. 
 

At the CSR web page, called “Activism” (see figure 3), Ben & Jerry’s is communicating their mission 

statement based on three interrelated parts: the social mission, the product mission and the economic 

mission. The focus when working with these interlinked missions is stated to be on “children and 

families, the environment and sustainable agriculture on family farms.” Ben & Jerry’s is further 

communicating involvement in several CSR activities. The CSR web page present the different 

activities by the links “inside the pint”, “environmental” and “peace and justice” in connection to an 

image of the company’s product, the ice cream (see figure 4).  

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 

 

Figure 4. Retrieved from www.benjerry.com/activism on May 13th, 2010. 

 

http://www.benjerry.com/
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3.1.3 CSR themes approached 
 

Ben & Jerry’s is communicating involvement in several CSR activities (see figure 5). The company is 

for example approaching human rights by paying a “liveable wage” and by working for fair trade, 

environmentalism by recycling their waste and animal rights by sourcing cage free eggs and milk from 

sustainable farms. For consumer protection Ben & Jerry’s has a “comment and complaint box”.  

 

 

Figure 5. Retrieved from www.benjerry.com/activism/inside-the-pint on May 13th, 2010. 
 

3.1.4 The Relationship and language usage between company and customers 
 

The Swedish version of the Ben & Jerry’s web page states that Ben and Jerry are old friendly 

“hippies”. This is not explicitly expressed on the main official web page, but the same feeling are 

communicated by the often used slogan “Peace, love and ice cream!”. Ben & Jerry’s also 

communicates the friendship between the company’s two founders in the following way on Facebook: 

“Ben Cohen and Jerry Greenfield, friends since the 7th grade, opened their Ben & Jerry’s ice cream 

shop in a renovated gas station in downtown Burlington, Vermont, on May 5 1978.” The company has 

a similar friendly and informal approach to their customers. At the “consumer assistance page” at Ben 

& Jerry’s web page, the following is stated: “We strive to make every experience you have with Ben & 

Jerry’s all that you expect, pure euphoria. Anything less is simply unacceptable. If we have not 

exceeded your expectations for any reason, we are sorry and we want to know about it! We will do 

everything we can to fix it.” Consumers can leave eventual products complaints by phone or by filling 

in a form at the web page. At the end of the form the customers can chose between the options “Send 

me a coupon”, “Send me a refund” and “You don’t need to send me anything”.  
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3.1.5 Examples of interactive platforms 
 

Do the world a flavour 

 

Ben & Jerry’s informs about many of the CSR themes by text and videos, which is in line with the 

stakeholder information strategy (Morsing & Schultz 2006: 326). The customers can as well decide to 

be more interactive and involve not only their personal tastes in connection to the products but also 

their own opinions about CSR. One example of this is the application “Do the world a flavour” (see 

figure 6) where customers can make their own flavour and design of their Ben & Jerry’s ice cream, 

while they at the same time learn about the CSR decisions that have to be made when using different 

ingredients. This can be argued to be based on the stakeholder response strategy, since Ben & Jerry’s in 

an interactive way “demonstrate to stakeholders how the company integrates their concerns” in order 

to make “the corporate decisions and actions relevant to them” (Morsing & Schultz 2006: 326, 327). 

At the end, the online ice cream can be shared with friends through email and social media channels. 

 

 

 

 

 

 

 

 

 
 

Figure 6. Retrieved from www.benjerry.com/activism/inside-the-pint/do-the-world-a-flavoron May 13th, 2010. 
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Our flavour whirled 

 

Through “Our flavour whirled” (see figure 7), Ben & Jerry’s products interact with different farmers 

and producers on a world map. By clicking on an ice cream pint, its ingredients are exposed and 

connected to the corresponding producers, who tell a short story of how Ben & Jerry’s CSR activities 

affect them (see figure 8). The topics addressed are mainly concerning fair trade, but cage-free eggs 

and milk produced under the practice of sustainable farming are also addressed.  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

Figure 7. Retrieved from www.benjerry.com/activism/inside-the-pint/fair-trade on May 13th, 2010. 
 

The messages create transparency concerning the CSR activities and the application can to some extent 

also be seen as a way to create a dialogue between two of the company’s stakeholder groups, the 

customers and the producers. According to the stakeholder involvement strategy, a dialogue is 

necessary in order to explore mutually beneficial action and the challenge “becomes one of ensuring 

that the organization is capable of establishing an ongoing and systematic interaction with multiple 

stakeholders” (Morsing & Schultz 2006: 328). In this example the producers are only presented by Ben 

& Jerry’s description of them and this is not the same as if they would be present in person and 

communicate their concerns with their own voice. Nevertheless the customers are able to get a small 

insight of the producer’s interest as stakeholders. The application can therefore be seen as this 

facilitator of a dialogue and of a sense making process, where Ben & Jerry’s is “maintain an ongoing 

awareness towards themselves and their environment” (Morsing & Schultz 2006: 323). In turn Ben & 
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Jerry’s needs to be open to revise their conception of themselves, especially since it can be expected 

that the customers through their developed insight about the CSR issues also get more able to criticise 

the company (Ashfold & Gibbs 1990; Vallentin, 2001 as cited in Morsing & Schultz 2006: 323). 

 

 

 

 

 

 

 

 

 
 

 
 
 

Figure 8. Retrieved from www.benjerry.com/activism/inside-the-pint/fair-trade on May 13th, 2010. 
 

3.1.6 An example of social media utilization: Facebook  
 

Ben & Jerry’s has been present at Facebook since February 2008, where the official fan page Ben & 

Jerry’s Homemade, Inc has 1,231,529 fans (date: 11/05/2010). The page is used for events, polls, 

reviews and discussions, although people seem to be most fascinated by the number of fans and the 

activity of the wall. This is expressed in a comment by J. K. at January 16: “damn – and I wanted to 

reach the same amount of fans for KNORR – but Ben & Jerry’s is still ahead”. J.K. thereafter links to 

the fan page KNORR K. F. with its 164 fans (date: 11/05/2010).  

 

J.K.’s comment is a response to the following update by Ben & Jerry’s: “We know there are more 

important things going on in the world, but we wanted to thank you, our 1,000,000 + Facebook friends 

for your support. We are humbled with gratitude. Thanks, from all of us at Ben & Jerry’s. Peace, Love 

and Ice Cream!”. With this message Ben & Jerry’s is most likely referring to the earthquake in Haiti, 

which occurred four days before the status update were posted. In response 739 fans express that they 

“like” and give thumbs up for the update and 146 comments are done. Out of these comments, 105 are 

done the very same day. The first 28 comments are made within ten second after the update, and the 

last one is posted March 20, as the only comment for almost five weeks.  
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In many of the comments people are expressing their liking of ice cream and/or Ben & Jerry’s. Other 

comments have no connection either to the company or its products. As one example of this it can be 

mentioned that several persons are promoting their own causes and links. Out of these persons many 

just seem to spontaneously target a big group of followers, while a few can be seen to have a weak link 

to Ben & Jerry’s CSR activities on the grounds that the commentators are also expressing social 

concerns. A. B. is quickly posting a comment that is criticizing Ben & Jerry’s communication by 

wondering: “Is it really the time for such a message?”. S. K. states: “I think it’s the perfect time for this 

message. The situation in Haiti has shown life can change on a dime. What better time than now to tell 

people how much you love and appreciate them???”. A. S. suggests that Ben & Jerry’s “should make a 

Haiti ice-cream!”.  

 

Ben & Jerry’s is not commenting on these statements, which seem to respond to each other but at the 

same time are integrated in a stream of other comments, which are also left without any responses by 

the company. By their presence and numbers of fans at Facebook Ben & Jerry’s however seems to set 

off a sense making and sense giving process, developed by the fans “while in conversation with others, 

while reading communications from others, while exchanging ideas with others” (Nijof et al., 2006 as 

cited in Morsing & Schultz 2006: 323-324 ). Four hours and 25 minutes after the comments which 

questioned Ben & Jerry’s message, another fan named D. B. E. is addressing the discussion on behalf 

on the company by saying: “hey guys, I know u mean well but don’t have enough info. Ben & Jerry’s 

raised funds for people of Haiti. That’s what they r so thankful about. Their fans have a heart & care 

for needs of others.”  

 

This “heart and care” could be seen as one of the values communicated by Ben & Jerry’s at their fan 

page, since they put a lot of focus on CSR activities. By using photos and status updates Ben & Jerry’s 

is reporting about their support of everything from the legalization of same-sex marriages to the One 

Young World Summit on global issues. By using Facebook they add information that is not published 

at the web page and the two channels are also interlinked. One example of this is when Ben & Jerry’s 

states that they are in the Dominican Republic “where the Grand Prize winner of our Do The World A 

Flavour contest will be announced!” and is encoring the fans to “stay tuned for pics and stories”. 
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3.2 The Body Shop 
 

3.2.1 The structure of the home page 

 
The official web site of the Body Shop offers extensive information to its stakeholders about its CSR-

related activities. On the home page of the company (see figure 9), there is not any CSR related 

information. However, there exists a separate page for CSR values and activities under the title “Values 

& Campaigns” which can be easily found on the home page 

 

 

Figure 9. Retrieved from www.thebodyshop.com/_en/_ww/index.aspx on May 14th, 2010. 

 

3.2.2 The structure of the CSR page 
 

 

Figure 10. Retrieved from www.thebodyshop.com/_en/_ww/values-campaigns/index.aspx on May 14th, 2010. 

 

On the CSR page, called “Values & Campaigns”, the CSR slogan of the company is presented as 

“Living Our Values” preceded by another slogan as “We’re different because of our values”. In 

explaining the “values” protecting nature (the planet and the people in it) is highlighted. Likewise, five 

http://www.thebodyshop.com/_en/_ww/values-campaigns/index.aspx
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different CSR values (see figure 10) in total are presented to further communicate the CSR slogan: 

1.Human rights (Defend Human Rights) 2.Environmentalism (Protect Our Planet) 3.Animal rights 

(Against Animal Testing) 4.Fair trade (Support Community Trade) 5.Consumer Protection: (Activate 

Self-Esteem). All these five values are presented in detail on separate pages by clicking on them. The 

policies of Body Shop towards these values are backed up by the principle documents at the bottom 

corner on the right-hand side which contributes to strengthen the socially responsible standing of the 

company. 
 

 

 

Figure 11. Retrieved from www.thebodyshop.com/_en/_ww/values-campaigns/index.aspx on May 14th, 2010. 

 

The stakeholder response strategy is more prevalent than stakeholder involvement on this official 

company CSR page (see figure 11) which is based on a ‘two-way asymmetric’ communication model 

rather than the two-way symmetric model. Even though there is a communication flow to and from the 

public, the company is more interested in changing public attitudes and behaviour. So, there is an 

imbalance in the communication flow in favour of the company. However, except for the ”Campaign 

Page”, there is not visible contact possibilities between the company and its stakeholders. Therefore, 

stakeholder information model is also evident to the extent that there is much more ”telling” as 

opposed to too little ”listening” (Grunig & Hunt 1984: 23 as cited in Morsing & Schultz, 2006) and the 

communication, which aims to inform the public as objectively as possible, originates from the 

company itself. 

 

 

http://www.thebodyshop.com/_en/_ww/index.aspx
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3.2.3 CSR themes approached 

 

As mentioned, the company informs its stakeholders about its CSR values such as human rights, 

environmentalism, animal rights and consumer protection. In terms of animal protection, the company 

highlights that animals should not be used for cosmetic testing and adds not only that they have never 

tested their products on animals but also that they insist all their suppliers have not “tested their 

ingredients on animals for cosmetic purposes”. As for environment protection and reducing their 

carbon footprint, the company exemplifies how they are working towards reducing their energy use in 

their stores by utilizing “refits, new lighting” (store signs) or by providing energy-awareness training 

for their store staff and so on. One of the more concrete examples among others is that  in 2008 the 

company has  replaced all their carrier bags with 100 per cent recycled and recyclable paper bags and 

that it still offers its Community Trade Bag for Life made from 100 per cent organically grown cotton. 

When it comes to sourcing responsibly, the initiative of Community Trade launched in 1987 is stated 

to be one of the first examples of fair trade. It then continues with how “community trade” has several 

benefits for the company, its customers and suppliers. After explaining how devastating is the effect of 

palm-oil plantations on deforested land and relating it to the company’s membership to the Round 

table on Sustainable Palm Oil (RSPO), values of protecting natural biodiversity and workers’ rights, a 

concrete Body Shop product example is given: “All of our 7.5m soaps sold annually are now produced 

using palm oil sourced from a plantation that is successfully audited in line with RSPO regulations”.  

 

3.2.4 The relationship and language usage between company and customers 
 

Regarding the content of the language, the usage of strong words, adjectives and adverbs is quite eye-

catching. For example: “The Body Shop has always believed passionately that animals should not be 

used for cosmetic testing/ We have never tested our products on animals/ We insist that all our 

suppliers have not tested their ingredients on animals for cosmetic purposes”. These statements seem 

to be rather completely positive and almost “saintly” expression of CSR values and initiatives- which 

may evoke scepticism- than company efforts trying to act more socially responsible manner (Morsing 

& Schultz, 2006). 

 

 



 

29 

3.2.5 An example of interactive platform: “The Body Shop Foundation”   
 

On “Our Charity” page, there is a link to the “The Body Shop Foundation”, which is an external web-

page (see figure 12) related to company’s charity issues. Once accessed to the foundation page by 

clicking on the given link, in order to comment on the company event updates, blogs and so on, certain 

information such as the name, email address and website together with the comment text are required. 

Another way of further involvement is to complete a quick membership form in order to join the 

discussion groups about three main issues “animal protection, human rights and environmental 

protection” as the three pillars of the foundation. Through this membership, stakeholders can have 

their own accounts featured with blogging, wire posts and so on.  

 

 

  

 

 

 

 

 
 

Figure 12. Retrieved from http://thebodyshopfoundation.org/ on May 14th, 2010. 

 

This external page functions more towards stakeholder involvement. The company provides a platform 

where it could engage in a symmetric communication with its stakeholders which involves 

http://thebodyshopfoundation.org/
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“progressive iterations of sense making and sense giving processes” according to the stakeholder 

involvement strategy (Morsing & Schultz, 2006). However, the platform does not have a high level of 

interaction as there is very few comments (around 1-4 for each different discussion topic; 9 in total) 

and a few members (between 11 and 17 for each different discussion topic; 45 members in total; as for 

the date May 14th, 2010). Therefore, employee engagement - as there is no explicit involvement of 

employees - should be helpful to enliven and better activate the discussion boards. 

 

On the same page of the Body Shop Foundation web page, three ways of involving stakeholders are 

emphasized: 1. “Spread the word” which invites stakeholders to become active members by joining the 

social networking sites, or sharing the news they find interesting. This point is in line with the 

stakeholder involvement strategy as a dialogue with stakeholders is highlighted. As well as the 

company’s efforts to persuade its stakeholders in its CSR involvement, stakeholders are also expected 

to persuade the company to change. In this respect, Body Shop seeks to be influenced by stakeholders 

when necessary. 2. ”Donate” (financially). 3.”Volunteer” which encourages stakeholders to devote 

their time if not money for voluntary events. These different ways of stakeholder involvement reflect 

the concern of the company about diverse opinions on a variety of socially responsible issues.    

 

3.2.6 An example of social media utilization: Facebook 

Figure 13. Retrieved from www.causes.com/causes/274007 on May 14th, 2010. 

 

In terms of the utilization of the social media, the Body Shop invites its stakeholders to join its cause 

on Facebook group through the link under “Our Campaigns” title which is one of the eight titles on the 

main Social Values and Campaigns page. For this reason, it is not easy to find the access to the 

http://www.causes.com/causes/274007
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Facebook Group Page. Once reached to the causes page on Facebook (see figure 13), some 

information is available about the cause itself (around which there are 47,278 members – as for the 

date May 14th, 2010): The Body Shop is active in more than 60 countries to support the experts who 

want to stop global trade in children and young people for sexual purposes. The stores of the company 

work in collaboration with ECPAT International and Body Shop product “Soft Hands Kind Heart Hand 

Cream” is sold with proceeds going to their local ECPAT partner. For further information, the link for 

the company page is provided. This page is mostly for donation or promotion of the aforementioned 

hand cream. There is only one discussion topic about how to purchase the hand-cream online. This 

discussion topic is mainly for informing stakeholders about online purchases by someone called M. S. 

on behalf of the company. The main wall of the cause allows members to share their stories, post their 

photos, videos and links. However, the wall does not seem to have a very high level of interaction as 

there are 22 wall posts (as for the date May 14th , 2010), most of which are short statement related to 

the cause. Nevertheless, there is one long text shared by a member about “how Canadian authorities 

respond to cases of child sex tourism”. No questions or constructive feedback from the stakeholders is 

present. 

 

Likewise, another Facebook page for the same cause does not seem to succeed in creating an 

interactive platform either in the sense that there is only few comments (14 comments as for the date 

May 14th , 2010) about the cause and also unanswered questions of the members such as: “W. A. B.: I 

have a deeply sad and angry heart over this issue. I want to help, but money is sometimes hard to come 

by, is there other ways one can get involved?”. And some other members are promoting their own 

causes on this page. Theoretically, the features of this Facebook page provides a “dialogic loop” for 

organizations to respond to questions, concerns or problems of the stakeholders in the sense that it 

allows to establish relationships, dialogue and interaction between the Body Shop and its different 

stakeholders which fits more in the Stakeholder Involvement Model. However, this Facebook page has 

a very low level of interactivity as there seems to be a more unidirectional communication with the 

objective of diffusing information to influence the image that stakeholders have about the company 

(Morsing & Schultz, 2006). 
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3.3 TOMS Shoes 
 

3.3.1 The structure of the home page 
 

 

 

 

 
Figure 14. Retrieved from www.toms.com on May 12th, 2010. 

 

This symbiosis between the brand and the mission with its CSR values is the first element to be seen 

when scanning the home page of TOMS shoes (hereafter TOMS) and it is visible for the customers 

even while they are surfing other parts of the web page: “With every pair you purchase, TOMS Shoes 

will give a pair of new shoes to a child in need. One for One.” (see figure 14). The One-for-One-

message is the core of TOMS’ web-based disclosure, which often integrates CSR marketing 

communication with traditional marketing concerns like product information and brand image. 

Therefore, this message can be seen on the left-hand side of the web page’s top frame, next to the 

company’s logo (see figure 15). 

 

 

 

 

 

 

 

 

 

 

 
Figure 15. Retrieved from www.toms.com on May 12th, 2010. 

 

http://www.toms.com/
http://www.toms.com/
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3.3.2 The structure of the CSR page 
 

Among the CSR activities, TOMS has chosen the right to wear shoes as the main mission of its 

business. Moreover it is the reason behind its business model, which the company itself define as 

“giving-based”. This is summarized and communicated through the aforementioned “One-for-One” 

message. As a next step TOMS uses the One-for-One-message to involve the customers in the 

marketing and by that more of a two-way-communication is created, which is part of the stakeholder 

response strategy as well as the stakeholder involvement strategy (Morsing & Schultz 2006: 326). 

TOMS encourage customers to participate, which especially is seen under the headline “our 

movement”, placed at the main menu at the top of the web page (see figure 16). Here four options of 

how to get involved are presented. You can “TELL the TOMS story” by using social media, “SHARE 

the TOMS documentary” by screening and discussing it with a group in school, church or other 

locations used for gatherings, “HOST a Style Your Sole party” by inviting a group of people who want 

to customize their blank canvas TOMS or “UPLOAD your TOMS pictures” by using the TOMS’ wall. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

Figure 16. Retrieved from www.toms.com/our-movement on May 12th, 2010. 
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3.3.3 CSR themes approached 
 

All the CSR themes looked upon in this study are approached at the official web page of TOMS. In 

connection to human rights TOMS argues that it is a right to wear shoes, given that children do often 

need shoes for their school uniform in order to be allowed to attend school and that shoes are necessary 

for protecting oneself from sores and soiled-transmitted diseases. The project “Sustainable sols” is 

based on a group of interns and employees who is working for the environment by trying to make the 

office greener and TOMS vegan shoes is produced with extra care for animal rights. “TOMS 100% 

Happiness Guarantee” is an answer to consumer protection, where TOMS promise that customers can 

always contact them by “giving them a shout” through email, phone, live chat or twitter. As for the 

workers rights, TOMS has published information about their manufacturing practice. However, there is 

no link that leads to that particular web page and searching for “manufacturing” or “production” in 

TOMS’ search engine gives no result. In order to access the information, the customers therefore have 

to read through the frequently asked questions. 

 

3.3.4 The relationship and language usage between company and customers 
 

The relationship between TOMS and its customers are characterised by informal language and often 

encouraging word: “Who’s talkin’; lookin’ sharp in hand painted TOMS; THANK U!; We wanna hear 

about it.” This helps to develop a closer relationship to the consumers. This can also be seen when 

TOMS uplift customers as one of their primary stakeholders by arguing that their “customer-

philanthropists” are the ones making it possible to grow a sustainable business rather than being 

dependent on funds. TOMS states: “Thanks to the emotional rewards of conscious capitalism, 

customers cease being consumers and become heroes.” In turn many customers have incorporated 

TOMS’ product and the One-for-One-messages not only in their everyday lifestyle but also at special 

occasions. Under the menu “How we wear them” one bride has posted a picture of herself wearing her 

red TOMS shoes even at her wedding. In addition, the company thanks the consumers who have 

participated in the company events, campaigns and so on, which shows an enhancement in the respect 

to ethical consumers. 
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TOMS has in addition been giving quite extensive space for the employees on its official website by 

posting their randomly taken pictures, which are very casual, messages on the blogs or even dish recipes 

which illustrates a cosy and not distant relationship between the employees who are very much involved as 

company representatives. Even though this study cannot give insight on how these employees are involved, 

the example of how the company view interns is an important example in this respect. Accordingly, interns 

are seen as “agents of change who are critical in pushing forward a movement” as well as “driven and 

integral members of the TOMS family”. The presence of employees helps consumers relate themselves to 

the real company images (other than only invisible corporate position titles such as customer agents, 

community outreach manager and so on). Also, the company is actively present on Facebook in terms of 

the timely-responses provided to the questions of the consumers.  

 

3.3.5 Examples of social media utilization: wall for photos, images, videos 
 

The Wall for photos, images, videos  

 

 

 

 

 

 

 

 

 

 
Figure 17. Retrieved from www.toms.com/flag on May 12th, 2010.  
 

TOMS has a wall on their web site where customers can post texts, pictures and videos (see figure 17). 

At the wall the customers are not only present as receivers, but also as senders and co-producers of 

messages, which is important within the stakeholder involvement theory (Morsing & Schultz 2006: 

326). Participation is encouraged by TOMS with the following message: “Have a great TOMS photo 

or story to share? We want to see it! Upload photos of yourself travelling with TOMS, with your 
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TOMS flag, in your first pair, with friends in TOMS, or tell us your TOMS story here on the Wall. 

Share your post with friends and family and get them in on the fun too.” The theme of the wall usually 

changes with different campaigns and in that way people are encouraged to constantly post new 

material. Some of the campaigns are connected to CSR activities, which increase the number of post 

connected to that specific topic. As one example of this it can be mentioned that, according to TOMS, 

a quarter of a million participated in 1600 events during the previous implementation of the annual 

campaign One Day without Shoes. People around the world were encouraged to go barefoot with the 

purpose to “experience a life without shoes first-hand, and inspire others at the same time.” Many 

participants shared their stories through comments, photos and videos and the numbers of active 

participants could argue for the presence of a stakeholder involvement strategy. At the same time, as 

can be noticed in TOMS’ invitation, their use of the wall does not encourage complex discussions and 

critical views which the stakeholder involvement strategy also demand (Morsing & Schultz 2006: 

326). Furthermore there is no function that makes it possible to comment at the posts at the wall. This 

leads to a more asymmetric two-way-communication.  

 

Youtube 

 

The importance of TOMS’ One-for-One-message is stated by a Youtube video named “TOMS Shoe 

Drop: Argentina 2006” (see figure 18), published at the top of the home page. The 2:19 minutes long 

video begins with the written mission, before telling the background story based on one of TOMS’ 

shoe drops during the first year of business. The video includes Blake Mycoskie (the founder and 

manager), employees/volunteers and children from the community where the shoes where handed out 

by TOMS’ non-profit subsidiaries called Friends of TOMS. The main storyteller is a young woman not 

mentioned by name or position, who is sharing her insider view of the company. The young woman 

states: “People laughed at Blake when his idea was to start a shoe company basically where he gave 

away shoes for every pair that was sold. […] Look what happens… In the last six months we just gave 

8000 pairs of shoes. […] Everybody who has an idea, incorporate giving in what you do.” The video 

ends with pictures of different shoe models and the question “What style are your TOMS?”. The 

utilization of Youtube as a channel can here be seen as an attempt to give sense to the company’s 

mission through the stakeholder information strategy, which is based on one-way communication 

(Morsing & Schultz 2006: 326).  
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The video target potential customers with more information and the final question indicates that the 

target group are expected to give support by buying shoes, rather than engage in a two-way 

communication. There is a clear difference between TOMS as the sender and potential customers as 

receivers and no dialogue take place in between the two, especially since it is not possible to make 

comments when viewing the video on the home page, compared to when watching it at Youtube. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Figure 18. Retrieved from www.toms.com on May 12th, 2010.  
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3.3.6 An example of interactive platform: Forum for product related discussion 
 

Customers can rate TOMS products from one to five stars and make additional comments next to the 

company’s own product information, in order to advice each other in the purchase process. Many 

comments are concerning what to think about when choosing between different models, sizes and 

colours. A customer combines these product concerns with an ending statement about CSR: “[...] I do 

wish these shoes were made in the USA as opposed to China...that would make my purchase totally 

guilt free.” This indicates that customers do integrate CSR with the classic product concerns, instead of 

seeing CSR as something that should be addressed only in a specific forum. 

 

4. Discussion 
 

4.1 There are promising preconditions for CSR communication  
 

As seen in the background of this study, consumers have traditionally been expected to buy for 

personal reasons rather than societal ones. Several researchers now proclaim a growing group of 

customers who in addition have developed ethical concerns. This study also illustrates the concern 

about ethics among several customers. This can be seen in the fact that a quarter of a million people 

participated in 1600 events during the previous implementation of TOMS’ annual campaign One Day 

without Shoes. Furthermore Ben & Jerry’s has more than one million fans at Facebook, where the 

content of the communication to a large extent are concerning different CSR themes and values. The 

Body Shop has 47,278 members at Facebook as well. The results, besides the customers own 

comments, strengthen the belief that customers has started to consider ethics together with traditional 

purchasing criteria. One significant customer comment articulated these concerns in the following 

way: “[…] I do wish these shoes were made in the USA as opposed to China… that would make my 

purchase totally guilt free.” 

 

The results furthermore illustrate that there are companies today which have started to act according to 

McElhaney’s (2009) statement, saying the question is how best to communicate and brand CSR rather 

than whether or not to engage in CSR. All three companies approach the CSR themes looked upon in 
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this study and the communicated CSR values certainly play a mayor role at the official web pages. 

Thanks to this, the companies seize the opportunity of integrating social value and at the same time 

investing financial resources in traditional branding. According to McElhaney (2009), this form of 

included CSR branding could be an “innovative and valuable business strategy”, once the content is 

well developed and integrated. TOMS Shoes let similar arguments as well as profit-making goals lay 

the ground for their declaration of customers as “heroes”, with the main argument that ethical 

consumerism is what makes it possible to grow a sustainable business. Ben & Jerry’s also expresses 

how they are “humbled with gratitude” for their consumers support. According to Schultz and Morsing 

(2006), symmetric two-way communication does not allow imbalances in the relationship in favour for 

the company. By approaching the ethical consumers in a respectful way, like in these examples by 

viewing them as an irreplaceable stakeholder group, the companies can be seen to set a promising 

condition for customer’s involvement. However, it must be noted, dialogue may lead to cynicism and 

distrust if it is not “genuinely adopted” (Crane & Livesey 2003: 40). 

 

4.2 Both promotion of CSR strengths and transparency are needed 
 

As seen in the results, all three companies do approach the CSR themes pointed out by Cowe and 

Williams (2000): Human rights, environmentalism, animal rights and consumer protection. Body 

Shops practically let these themes lay the ground of the company’s web disclosure by communicating 

five values, each corresponding to one or two of the themes, which makes it easy to find information 

connected to the specific topics. Ben & Jerry’s also works with several CSR themes, but organize them 

in relation to the company’s product by the use of interactive applications which expose and relate the 

ice cream’s ingredients to different CSR values. TOMS mainly focuses on one mission and its One-for-

One-message, which in turn is interpreted by the customers. There are in other words various ways of 

how to build the CSR communication and promote your CSR strengths.  

 

The challenge all companies face is however that in order to be seen as social responsible the 

communication should not only promote CSR activities but also create an “honest and fair brand” 

(Arnold 2009:123), by being open with the company’s weaknesses. This question of transparency is 

crucial as several researches have proposed that too much exposure of CSR is likely to also attract 

critical attention from stakeholders (Morsing & Schultz 2006: 323). As an advice Arnold (2009:139) 
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therefore states: “Instead of claiming that you’re green (when you’re not) tell people you’re not there 

yet but you’re working to get there.” This put messages like Body Shop’s statement “We have never 

tested our products on animals” on the edge, since “never” leaves no room for different interpretations 

or excuses if it would be proven to be false. 

 

According to Christensen (2002: 163), today’s presence of Internet further intensify stakeholders’ 

expectations of the companies to meet the need of transparency. The challenge of transparency is 

present even in the cases when information is possible but difficult to find, as in the case of TOMS 

manufacturing practices regarding the difficulty in finding the information on the official web site. The 

question occurs if TOMS wants to publish the information or if the company has weaknesses within 

the specific theme and only feels pressured to publish it, especially since most other CSR activities are 

highly promoted (Morsing & Schultz 2006: 323). However TOMS disclosure the information and this, 

in turn, is crucial for the ethical consumers, who need to have sufficient and accurate information in 

order be able to get involved and negotiate identification of the CSR focus (Christensen, 2002:166).  

 

4.3 Stakeholder involvement - engaging ethical consumers     
 

4.3.1 There are social media channels and messages for involvement  
 

Several social media channels can be utilized to involve consumers, since the medium often allow two-

way-communication and is a tool for spreading information to even more people (Montgomery et al., 

2008; Dragger 2009). The findings of this study however demonstrates that social media does not 

automatically lead to an implementation of the stakeholder involvement theory. Youtube videos might 

have the potential to lead to following comments and discussions about the content of the videos when 

watching them at youtube.com. However, when the companies embed them into the corporate web 

page, the forum for comments is left behind. As a consequence the videos are at risk of only being 

utilized as a part of a stakeholder information strategy, if companies do not actively complement with 

additional channels. With Facebook, on the other hand, the potential to engage in two-way-

communication is still present. For the utilization of Facebook, the mayor challenge identified by the 

results is not to fall into a classic sender role, where the company only inform “about favourable CSR 

decisions and action” (Morsing & Schultz 2006: 326). Previous research emphasizes the importance of 
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commenting, in order to motivate the ones who decide to become part of the communication to stay 

active (Shirky 2008: 265). Two-way communication is, in other words, necessary not only to define 

communication activities at Facebook as an implementation of the stakeholder involvement theory, but 

also for keeping the very communication alive.  

 

4.3.2 Customers are to some extent involved as co-producers 
 

The stakeholder involvement strategy and its given emphasis of transparency push corporations to 

reflect upon the borders of their organizations by challenging the traditional boundaries between 

openness and closure (Christensen 2002:167). This process of change can be expected to acquire quite 

some hard work, but the findings of this study indicates that the first successful steps have the potential 

to set inspiring examples which others can follow and by doing so a positive spiral of progress is 

created. This can be seen in TOMS’ marketing strategy, where customers are involved as co-producers 

by interpreting the One-for-One-message. Nowadays the same basic message and strategy have created 

the ground for several different campaigns and as a result both the company and the customers have 

their very own examples of how it works, which probably support the working process when launching 

new campaigns. In a similar way, TOMS’ strategy can be used as an example by others companies who 

would like to develop ways of involving customers as co-producers, which the stakeholder 

involvement theory demands. The Body Shop and Ben & Jerry’s are two examples of companies with 

the potential to go in this direction in the future. 

 

4.3.3 Further involvement demands change as a result of the communication 
 

The challenge for all companies, no matter how far they have got in the process of involving customers 

as co-producers, is to constantly improve utilized methods for involvement. If looking at TOMS’ 

example again, the company collects customer’s own texts, photos and videos. From one perspective 

this is a way to communicate “real images”, meaning they do not hide behind “icons” (Arnold 

2009:93), which affects the customers’ experience of the company, the extent they relate themselves to 

this company and thus the company’s transparency. The customers are in addition present as co-

producers, as the stakeholder involvement theory clearly demands. At the same time it can be argued 

that the simple structure of the One-for-One-message and the interpretations already published, create 
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a framework for what can and can not be published. This leads to the concept of “polished 

transparency”, which unfolds marketing aesthetics used to appeal to certain stakeholders1 rather than a 

strategy for genuine involvement (Rindova, 2000 as cited in Christensen 2002: 167). The questions 

which needs to be highlighted are therefore if consumers are involved as a target group who are only 

expected to express support for a campaign message or as equal partners with the possibility to 

influence the focus of both messages and the CSR activities and if the companies in the future will be 

ready to let the involvement of the customers potentially change not only the communication, but the 

CSR activities and the company itself. 

 

4.3.4 Employees can play a significant role in the involvement of ethical consumers 
 

If there is a genuine interest in developing the CSR communication towards even further involvement 

of customers, the role of employees should be revised. The social ties of employees, who are 

considered as “a source of credible information”, allows them to reach a wide range of people as most 

of them promote their company to other people as socially responsible. For this reason, companies 

should engage their employees and turn them into companies’ CSR advocates (Dawkins, 2004). Based 

on this reasoning, employees have the potential not only to represent the companies on social media 

platforms but also to actively participate in the discussion going on among the consumers by at least 

providing responses to the questions raised by these consumers. In other words, thanks to the active 

presence of the employees on these online platforms together with the consumers, the company can 

stand for its socially responsible image by responding to any positive and negative statements and 

questions coming from the consumers. So, there is more chances for real dialogue with the consumers 

which in turn enhances the accountability and transparency of the company image. Therefore, 

companies should not devalue the potential power and “reach” of employees for CSR communication 

(Dawkins, 2004). Furthermore, arguments for involvement of employees can be based on the concern 

for resources in the form of time and human capital within the process of two-way-communication 

(Montgomery, 2008; Dragger 2009:3).    

 

TOMS has been giving quite extensive space for the employees and interns on its official website. 
 

1 At this point, representatives from the marketing industry further states that messages for social movements need leadership and suggest 
the following steps, characterised by an asymmetric form of communication: Tell people what you want them to do by a simple message, 
communicate what can be achieved if many are joining the cause, make it part of anyone’s lifestyle even if they do not define themselves 
as ethical consumers (Arnold, 2009:81-82). 
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Their presence is showed in pictures, messages and videos (one example of this can be seen in the 

Youtube video presented in this study) and they can therefore be argued to be involved as company 

representatives. TOMS describe their interns as “driven and integral members of the TOMS family” as 

well as “agents of change who are critical in pushing forward a movement”. On the contrary, Ben & 

Jerry’s and the Body Shop have not the same presence of employees in their web disclosures and the 

companies are more passive on social media platforms since the dialogue is mainly among consumers. 

When stakeholders have taken initiative to a dialogue, their need for such kind of dialogue has often 

not been met by the company. In cases of no response or delayed response to the questions, the 

chances for symmetric two way communication with stakeholders can become a loss. With support 

from more employees, the companies could be more active in two-way-communication. When there is 

an approach from consumers for involvement in the form of CSR questions and statements, companies 

get an opportunity to defend their socially responsible images, thus to create an accountable and 

transparent image.   

 

5 Conclusion  
 

Ethical concerns have got to take a larger place in the relationship between companies and consumers 

and many consumers are expressing their concern about CSR at the corporations’ official web pages. 

This study demonstrates that companies claim to value the presence of ethical consumers, which set a 

promising condition for the customer involvement. The companies work towards this objective by 

providing web-based disclosures with extensive information about their CSR values as well as 

messages for involvement.  

 

Concerning web-based disclosure, companies provide extensive information about their CSR values 

and involvement. However, besides informing they do not seem to involve customers enough to 

challenge company values and CSR activities. In this respect, companies do not want share the control 

they hold in their relationship with their stakeholders. This shows that companies are still within 

“stakeholder response” stage of the theory. Their utilization of social media platforms takes them 

closer to the “stakeholder involvement” stage of the theory. However, practically TOMS can be argued 

to be the closest one in creating a genuine dialogue with its stakeholders and achieving stakeholder 

involvement in its CSR disclosure to the extent that the company strives for engaging stakeholders in 



 

the CSR related campaigns and discussions. However, to what extent a change on the company's side 

regarding its CSR activities occurs as a result of this involvement is unknown to this research.  

 

Developing “sophisticated two-way communication processes” (sense making and sense giving) 

requires creating a dialogue that is “genuinely adopted” and a respectful approach to ethical 

consumers. Therefore, the balance between the need to promote CSR strengths and the call for 

transparency demands openness even about companies’ weaknesses. In order to achieve this, the 

findings suggest while companies are ambitious about covering a broad range of CSR issues, they 

should try to specific words, messages and pictures that they can stand for and live up to.  

 

In addition to the official web pages, companies utilize social media channels such as Facebook, 

Youtube and the like with the potential to facilitate two-way-communication in their CSR disclosure. 

The findings of this study however illustrate that social media does not automatically lead to an 

implementation of the stakeholder involvement theory, but are rather commonly used to inform “about 

favourable CSR decisions and action” (Morsing & Schultz 2006: 326), where the company takes a 

classic sender role. As for Youtube, the possibility of commenting are lost when the videos are 

embedded at the corporate web page and the companies often need to respond more to the customers’ 

comments at Facebook and in other forums in order to contribute to more of a symmetric two-way- 

communication. Customers are furthermore only to some extent involved as co-producers of CSR 

messages and campaigns, which the stakeholder involvement theory requires.  

 

To sum up, the results of the study therefore indicate that the companies are still within “stakeholder 

response” stage of the theory, even if their utilization of some particular social media platforms takes 

them closer to the “stakeholder involvement” stage of the theory, and the companies do not seem to 

involve customers enough to challenge company values and CSR activities. If there however is a 

genuine interest in developing the CSR communication towards further involvement of customers, the 

role of employees should be revised. Employees have the potential not only to represent the companies 

on social media platforms but also to actively participate in the discussion going on among the 

consumers by at least providing responses to the questions raised by these consumers. 
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Further Research 
 

The question for further research is to what extent companies are ready for symmetric two way 

communication. More specifically, will the companies in the future be ready to let the involvement 

of the customers potentially change not only the communication, but the CSR activities and the 

company itself? This takes us to the question concerning the motives behind customer involvement. 

If the objective not is to involve the customers in order to negotiate the CSR focus, some of the 

CSR communication activities exemplified as interactive in this study might be enough to 

implement. If there however is a genuine interest in developing the CSR communication towards 

even further involvement of customers, the following questions need to be further explored: From 

the view of the company, what does it really mean for the company to involve ethical consumers? 

Are ethical consumers involved as a target group who are expected to express support for a 

campaign message or as equal partners with the possibility to influence the company? To what 

extent should they be given control? How does it affect the company culture where there exists a 

hierarchical company structure?  

 

Finally, concerning the involvement of employees, there is also a need for additional studies which 

look beyond web-based disclosures and focus on the company and its organization: What would 

involvement of employees mean to a classic hierarchical organization? What happens to the power 

relations and control of the communication if employees are further involved? 
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Appendix  
 

Guiding Questions for Company Analysis 
 

The company 

 
1. What is the mission of the company? 

2. Who is the speaker (representative voice) of the company? 

- An anonymous voice of the company 

- Founder(s) 

- Manager(s) 

- Employees 

- Other? 

 
The stakeholders 
 
1. Do consumers seem to be the primary or secondary stakeholders? 

2. Does the company explicitly address to or involve their employees in their web-based CSR 

disclosure? 

 
The CSR disclosure 
 
1. What is the main CSR theme? How is it communicated? 

2. Which other CSR themes are approached and how are they approached in relation to the business of 

the company? 

 

- Human rights ( i.e. rights of workers, children, women ) 

- Animal rights 

- Environmentalism 

- Consumer protection 

- Others? 

 

3. What kind of language is used (i.e. Informal and formal language, words including colours and 

pictures)? 
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4. Are CSR values and activities integrated in the whole web-site or is there a separate page for only 

CSR disclosure? 

 

5. Are there any messages inviting stakeholders to act and get involved? If yes, in what ways? 

- By buying a specific product? 

- By spreading the word? 

- By getting involved in CSR activities? 

- Others? 

 

6. Is there any link to an external page such as campaign pages, other cooperating foundations’ pages 

and the like? 

 
The communication channel 
 
1.Does the company utilize social media? If so: 

2. What kind of social media is utilized? (i.e. Youtube, Twitter, Facebook) 

- What is the main (social) message communicated through this channel? 

- What seems to be the purpose behind the company’s utilization of this channel? 

3.How do the different forms of social media complement and connect with each other and the 

main CRS message communicated? 

4. Which stakeholder theory seems to be present? How?
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