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Abstract 
 

Introduction: One way to differentiate in a highly competitive market is by engaging in CSR. 

However, it is difficult for a company to know what activities to engage, in order to perform 

CSR. The stakeholders have an important role in CSR. The study therefore focuses on 

examining how stakeholders influence CSR activities in a successful small-sized company. 

 

Theoretical Framework: The initiative to engage in CSR comes from the company itself. 

Previous research has found several activities that may be regarded as CSR. The variety of 

activities implies that different CSR activities concern different types of stakeholders in 

different ways. What is common among the CSR activities is that they influence the 

stakeholders‟ perception of the company. It is therefore the stakeholders that decide the 

outcome of a specific CSR activity. 

 

Method: This is a qualitative study with an abductive approach. The study is a single case 

study of Oppigårds Bryggeri AB, a Swedish craft brewery. Eight respondents with a 

relationship to the brewery participated in the study. The empirical study contains of 

interviews with the respondents. 

 

Empirical Data: The Brewery states that they take responsibility for their stakeholders in any 

way they can. However, The Brewery does not explicitly engage in CSR. Nevertheless, the 

Brewery engages in several activities that relate to the stakeholders in different ways. The 

stakeholders are very positive towards the brewery as well as their activities. 

 

Analysis: Nine activities are found to be CSR activities. These activities are influenced by the 

stakeholders in different ways. There is a frequent communication between the brewery and 

the stakeholders. This communication can be the source of a CSR activity. 

 

Conclusion: This study shows that stakeholders can influence the CSR activities through 

communication with the company, for example about their needs and appreciation. 

 

Keywords: CSR, Corporate Social Responsibility, Stakeholders, Craft Brewery 
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1 Introduction 
 

1.1 Problem Background 
During the past decade, the interest for craft beer has grown immensely in Sweden. The 

number of Swedish craft breweries increase for every month and so far there are no signs of 

stagnation in the industry. Despite the high interest in craft beer and the entrance of many new 

competitors, there is no drastic rise in total sales volume of beer at Systembolaget 

(Systembolaget, 2015). This implies that the competition in the Swedish craft beer industry is 

very high. In a highly competitive industry it is important to differentiate from the competitors 

in order to survive (Porter & Kramer, 2006). A number of researchers argue that one way to 

differentiate is by engaging in corporate social responsibility (i.e. CSR; e.g. McWilliams & 

Siegel, 2000; Porter & Kramer, 2006; Zhu, Su & Leung 2014). Companies today are even 

encouraged by multiple stakeholders to invest in CSR (Boulouta & Pitelis, 2014; McWilliams 

& Siegel, 2000). This means that Swedish craft breweries have potential to gain advantages 

by investing in CSR activities. 

 

During the recent years more and more focus has been put on CSR, both by society at large, 

but also in research. It is mostly the larger companies that encounter extensive pressure from 

different stakeholders to engage in CSR (e.g. Boulouta & Pitelis, 2014; Jenkins, 2009; Paul & 

Siegel, 2006). If the company does not engage in CSR, the stakeholders might withdraw their 

support for the company (McWilliams, Siegel & Wright, 2006). Activities that can be 

considered as CSR range from global to local (Blombäck & Wigren, 2009). Larger companies 

tend to engage in global activities (Yoon & Lam, 2013), while smaller companies engage in 

local activities (Dincer & Dincer, 2013; Jenkins, 2009). A common activity that many claim 

are CSR is how to minimize the negative impact the company has on the environment (e.g. 

Paul & Siegel, 2006; Perrini, Russo & Tencati, 2007; Zhu et al., 2014). A common activity 

among breweries is responsible drinking (Jones, Hillier & Comfort, 2013; Yoon & Lam, 

2013). However, there are no templates regarding which activities are considered as CSR 

(Blombäck & Wigren, 2009; Porter & Kramer, 2006). Thus, it is difficult for a company to 

know which activities to perform, in order to engage in CSR. 

 

1.2 Problem Discussion 
CSR is a concept with growing importance. One definition of CSR is activities that a 

company performs in order to take responsibility for its stakeholders (McWilliams et al., 

2006; Suryanarayana & Rao, 2012). However, there are no templates regarding which 

activities are considered as CSR (Blombäck & Wigren, 2009; Porter & Kramer, 2006). Thus, 

it is difficult to know which activities can be considered as CSR. Suryanarayana and Rao 

(2012) and McWilliams et al. (2006) explain that one way to determine if an activity really is 

CSR is to conclude if the activity goes beyond what is stated by law or ethical codes in 

society. This means that if the stakeholders expect or demand that a company perform a 

certain activity, it cannot be considered as CSR. However, Porter and Kramer (2006) state that 

companies today have a growing pressure from stakeholders to engage in CSR activities. This 

actually means that the boundary to where law and ethical codes end and CSR begin is in 

constant movement. Thus, it is important to study CSR in order to fully grasp the 

development of the concept. 

 

Some authors suggest that there are differences regarding CSR. The type of CSR activities 

performed depends both on the region where the company operates, as well as the industry in 

which the company operates (e.g. McWilliams et al., 2006; Paul & Siegel, 2006; 

Thanetsunthorn, 2014). There is also evidence suggesting that different industries prefer 
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different CSR strategies (Cuganesan, Guthrie & Ward, 2010; Perrini et al., 2007). This means 

that different companies, despite many similarities, can perform very different CSR activities 

depending on the surrounding context. Kechiche and Soparnot (2012) emphasizes that there is 

limited research that highlights CSR in certain business sectors. It is therefore important to 

examine CSR a specific industry. 

 

Much focus is put on large companies regarding CSR (Blombäck & Wigren, 2009; Dincer & 

Dincer, 2013). However, there is no significant linkage between CSR and company size 

(Kechiche & Soparnot, 2012; Ting et al., 2010). Most of the existing companies in the world 

are SMEs (Blombäck & Wigren, 2009; European Commission, 2005). Blombäck and Wigren 

(2009) therefore argue that SMEs have an important role for societal and environmental 

issues. This means that SMEs all together have potential to have a large impact if they engage 

in CSR. Galbreath (2009) describes that it has become growingly important for companies to 

engage in CSR today. He says that CSR should not only be something that a company does in 

order to please the stakeholders, but should be part of the firm strategy and used to gain a 

competitive advantage. There are studies that show companies can use CSR as a 

differentiation strategy and therefore gain competitive advantage (e.g. McWilliams & Siegel, 

2000; Ting, Ramasamy & Ging, 2010; Zhu et al., 2014). However, SMEs are seldom aware of 

their CSR potential, even though they are often already engaged in CSR (Gelbmann, 2010; 

Perrini et al., 2007). This might be due to a lack of managerial tools developed for SMEs 

(Inyang, 2013; Kechiche & Soparnot, 2012). It is therefore important to develop managerial 

tools regarding CSR specifically for SMEs. 

 

Extensive research has been done on the relationship between CSR and financial 

performance. However, the findings linking CSR and financial performance are inconsistent 

(e.g. Arthur, Cato, Keenoy & Smith, 2007; Aupperle, Carroll & Hatfield, 1985; McWilliams 

& Siegel, 2000). The study by McWilliams and Siegel (2000) show that some managers argue 

that investments in CSR even are conflicting with the company‟s hunt for profit. The 

contradictive findings regarding CSR imply that more research has to be done on a deeper 

level in order to fully understand the relationship between financial performance and CSR. 

Galbreath (2009) also argues that the more a company grows, the greater the probability that 

they engage in CSR. Thus, it will be fruitful to examine CSR in a growing financially 

successful company. 

 

Previous research regarding the source of CSR in SMEs has focused most on the owners 

influence on CSR. Looking at SMEs, it is evident that they are not pressured from their 

stakeholders to engage in CSR the same way that larger companies are (Kechiche & Soparnot, 

2012). Yet, SMEs often work with CSR, without even realizing it (Gelbmann, 2010; Perrini et 

al., 2007). According to Blombäck and Wigren (2009) SMEs do not necessarily present an 

activity that they perform as CSR, but the activity might still be considered as CSR according 

to the definition that McWilliams et al. (2006) and Suryanarayana and Rao (2012) present. 

The main reason why SMEs engage in CSR is personal reasons among the managers (Dincer 

& Dincer, 2013; Jenkins, 2009; Kechiche & Soparnot, 2012). However, owners of SMEs are 

often found to be influenced by local stakeholders (Quaak, Aalbers & Goedee, 2007; Wigren, 

2003). This clearly shows that stakeholders indeed could be an underlying motive for a 

company to engage in CSR. However, the research regarding how stakeholders influence 

CSR is limited, since there are no templates with CSR activities to follow (Blombäck & 

Wigren, 2009). Hence, it is important to explore the influence stakeholders have on a 

company‟s CSR activities. 

 



3 

 

There have been research regarding stakeholders and CSR. However, the research regarding 

stakeholders is unevenly distributed (Rodrigo & Arenas, 2008). Much focus has been put on 

stakeholders of larger companies (Blombäck & Wigren, 2009; Dincer & Dincer, 2013). 

Blombäck and Wigren (2009) also explain that there has been much focus on global 

stakeholder, rather than local stakeholders. Aguinis and Glavas (2012) also claim that most 

studies are of quantitative nature. This is evident in for example the research by Perrini et al. 

(2007), who investigated over 3600 Italian firms, and Zhu et al. (2014), who investigated near 

200 firms. Quantitative studies cannot grasp the underlying motives of a phenomenon 

(Bryman & Bell, 2011). Hence, a qualitative study cannot grasp the underlying motives of 

CSR and the influence that the stakeholders might have on CSR. Therefore, it is necessary to 

approach CSR with a qualitative nature, where only one company is in focus from several 

stakeholders‟ perspective. 

 

To summarize, the stakeholders has had an important role in previous research regarding 

CSR. However, previous research has not emphasized the influence that stakeholders might 

have on specific CSR activities. In order to grasp the influence the stakeholders have on CSR, 

it is necessary to approach the subject with a qualitative study. This way, it is more likely to 

find out how specific stakeholders of a specific company in a specific industry influence CSR.  

 

1.3 Research Question 
The previous problem discussion has resulted in the following research question: 

 

How do stakeholders influence CSR activities in a successful small-sized company? 

 

1.4 Purpose 
This study will develop a framework for stakeholders influence on CSR. This means it will be 

possible to see the relationship between the stakeholders of a company and the CSR activities 

performed by that company. By doing this study, it will also be possible to see implications 

on the development of the definition of CSR. Altogether, the study will add value to the 

literature of CSR and stakeholder theory. The framework will be significant both to other 

companies similar to the company included in this study, as well as to other researchers 

interested in CSR and stakeholder theory. 

 

1.5 Delimitations 
This study only focuses on the influence stakeholders have on CSR activities in a financially 

successful small-sized craft brewery in a growing industry. Hence, the study can only be 

applicable in a similar context. 

 

1.5.1 Key Concepts 

There are some concepts that have to be defined in order to fully grasp the study. 

 

Corporate Social Responsibility (CSR) 

CSR is activities that a company performs in order to take responsibility for its stakeholders 

(McWilliams et al., 2006; Suryanarayana & Rao, 2012). For an activity to be considered as 

CSR it has to go beyond what is stated by law or ethical codes in society (Suryanarayana & 

Rao, 2012; McWilliams et al. (2006). 

 

Micro, small and medium-sized enterprises (SMEs) 

In research, micro, small and medium-sized enterprises are often grouped together to SMEs. 

The definition by the European Commission (2005) state that a micro enterprise employs 
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fewer than 10 persons and have an annual turnover or balance sheet that does not exceed 2 

million euro. A small enterprise employs fewer than 50 persons and has an annual turnover or 

balance sheet that does not exceed 10 million euro. A medium-sized enterprise employs fewer 

than 250 persons and has a, annual turnover that does not exceed 50 million euro or an annual 

balance sheet that does not exceed 43 million euro. 

 

Small-sized company 

In this study the definition of a small-sized company follows the definition stated by the 

European commission (2005). A small company employs fewer than 50 persons and has an 

annual turnover or balance sheet that does not exceed 10 million euro. 

 

Stakeholders 

Stakeholders are groups of people that have a closer relationship with the company 

(Blombäck & Wigren, 2009). 

 

Successful company 

In this study a successful company refers to a financially successful company, which has had 

a positive turnover for the last few years and capital to invest further into the company.  
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2 Theoretical Framework 
 

The theoretical framework is developed in order to support the research question. The 

important parts in the research question are Stakeholders and CSR. The first part of the 

research question emphasizes stakeholders. Therefore, the first part of the theoretical 

framework is Stakeholders. This gives an explanation on what stakeholders are and why they 

are important to the company. The second part of the research question emphasizes CSR. 

Therefore the second part of the theoretical framework is focused on CSR. This gives an 

explanation on what CSR is, the source of CSR and how it relates to resources. The third part 

combines Stakeholders and CSR Activities. This part focus specifically on how CSR relates to 

stakeholders and what CSR activities can be. The fourth part of the theoretical framework 

focus on what research has shown can be the Outcomes of CSR. Last in this chapter a 

summary of the theoretical framework and an analysis model is presented. 

 

2.1 Stakeholders 
Stakeholder theory is the idea that the company has several stakeholder groups that has an 

interest in the company. The company has to understand and balance the different interests of 

the stakeholders in order to maintain their business (Castelo Branco, Delgado, Sá & Sousa, 

2014; Maak & Pless, 2006). The demands of different stakeholders are often in conflict with 

each other. One action that benefits some stakeholders may affect others negatively (Ditlev-

Simonsen & Wenstøp, 2013; Yukl, 2005). It is therefore assumed that companies are 

influenced in different ways, depending on which stakeholder groups are more important for 

the company in question (Ditlev-Simonsen & Wenstøp, 2013). Stakeholder groups might be 

owners, customers, employees, creditors, the management team, suppliers, community 

groups, government and nongovernmental organizations (i.e. NGO; Castelo Branco et al., 

2014; Paul & Siegel, 2006; Ting et al., 2010). With so many possible stakeholder groups, it is 

difficult for the manager to handle the different interests of the stakeholders, and at the same 

time bear in mind the best interest of the company (Yukl, 2005). Thus, to handle different 

stakeholders can be very complex. 

 

Previous research has tried to identify different stakeholder groups that a company might 

have. An important stakeholder group for SMEs is the employees (Kechiche & Soparnot, 

2012; Quaak et al., 2007; Zhu et al., 2014). Another important stakeholder for SMEs is the 

local community (Dincer & Dincer, 2013; Kechiche & Soparnot, 2012; Quaak et al., 2007). 

The government has a strong influence as a stakeholder for the company (Quaak et al., 2007; 

Spence & Lozano, 2000). NGOs can also have an influence on the company (Quaak et al., 

2007). Another stakeholder group is owners. In larger companies the owners can consist of 

shareholders, but SMEs often have other types of ownership structure (Kechiche & Soparnot, 

2012). In SMEs, the owner is often the manager (Blombäck & Wigren, 2009). In SMEs it is 

often the manager that has a great influence in how the company works (Quaak et al., 2007). 

These stakeholder groups are commonly mentioned in the literature. However, what 

stakeholders the company has may vary between companies. Thus, there are no templates that 

list exactly which stakeholders a certain company has. 

 

Previous research has tried to identify why certain stakeholder groups are important for the 

company. Employees are important, for example since the implementations of CSR activities 

require higher employee involvement (Perrini et al., 2007). Kechiche and Soparnot (2012) 

state that the local community is important since the majority of the SMEs have a strong local 

bond. This is why the manager of the company has to make sure that the ethics of the 

company is in line with the local community. The government has the authority to regulate 
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and set up laws that can influence ethical decisions in a company (Quaak et al., 2007; Spence 

& Lozano, 2000). NGOs can demand transparency into the business (Quaak et al., 2007). If 

the company is not straight with what they are doing, they will be questioned. According to 

Quaak et al. (2007), this especially applies to larger breweries. SMEs are not obligated to 

shareholders regarding financial performance like larger companies often are. This liberates 

the manager to work more freely with all stakeholder groups (Kechiche & Soparnot, 2012). 

As seen, the stakeholders of the company can affect the company in different ways. 

 

2.2 Corporate Social Responsibility 
Corporate Social Responsibility (i.e. CSR) is a concept of growing importance. This is 

because companies today have a growing pressure from stakeholders to engage in CSR 

(Porter & Kramer, 2006). Blombäck and Wigren (2009) explain that CSR is about the 

company contributing to society, both locally and globally. Several authors describe CSR as a 

concept about the relationship between a company and its stakeholders (e.g. Jones et al., 

2013; Suryanarayana & Rao, 2012; Zhu et al., 2014). Thus, one definition of CSR is activities 

that a company performs in order to take responsibility for its stakeholders (McWilliams et 

al., 2006; Suryanarayana & Rao, 2012). 

 

CSR is performed through a variety of activities. However, there are no templates regarding 

which activities are considered to be CSR (Blombäck & Wigren, 2009; Porter & Kramer, 

2006).  Blombäck and Wigren (2009) state that there is no unanimous agreement about what 

kind of activities that is in fact CSR. CSR is not merely activities related to the company‟s 

core business (Blombäck & Wigren, 2009; Porter & Kramer, 2006). Porter and Kramer 

(2006) for example describe that pharmaceutical companies were expected to respond to the 

AIDS pandemic in Africa, even though it was far away from their product lines and markets. 

Blombäck and Wigren (2009) explain that CSR activities range from locally to globally. It 

can be all from paying the bills and following the laws to improve society at large. One way 

argued to help determine if an activity can be considered as CSR it has to go beyond what is 

stated by law or ethical codes in society (McWilliams et al., 2006; Suryanarayana & Rao, 

2012). However, as Galbreath (2009) implies, the social constructions can vary greatly 

throughout the world. This means that CSR can in fact look very different depending on the 

surrounding context. Yukl (2005) explain that in order for an action to be ethical the action 

must not mean any harm and respect the rights of all affected stakeholders. This means that 

any activity can be regarded as CSR, as long as it is not demanded by any regulations or cause 

harm to any stakeholder. 

 

It is the company‟s use of resources that determine how CSR looks like. Internal resources are 

those that the company can easily control, while external resources are those that the company 

cannot control (Ting et al., 2010). External resources may be those in the local community, 

such as infrastructure and workforce (Kechiche & Soparnot, 2012). Internal resources can be 

assets, capabilities, organizational processes, firm attributes, information and knowledge 

(Barney, 1991). It is the internal resources that are commonly used by the company to engage 

in CSR (Ting et al., 2010). Galbreath (2009) argues that by strategically allocating specific 

resources to CSR activities, the company can not only fulfill their social responsibility, but 

also gain exclusive benefits that can be of strategic value against other firms in the industry. 

Thus, CSR may be seen as an investment for the company (Arthur et al., 2007; Zhu et al., 

2014) that can be used as a business strategy to differentiate from competitors (e.g. 

McWilliams & Siegel, 2000; Ting et al., 2010; Zhu et al., 2014). However, Blombäck and 

Wigren (2009) argue that CSR may look very different depending on what resources are 

available to the company. Larger companies generally have more resources to invest in CSR 
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(Perrini et al., 2007; Quaak et al., 2007) and tend to engage in global activities (Yoon & Lam, 

2013). SMEs might have difficulties to support larger CSR activities (Dincer & Dincer, 2013; 

Quaak et al., 2007) and therefore seems to engage more in local activities (Dincer & Dincer, 

2013; Jenkins, 2009). However, global versus local CSR activities are not dependent on the 

firm size (Blombäck & Wigren, 2009; Galbreath, 2009). A common activity that many claim 

are CSR is how to minimize the negative impact the company has on the environment (e.g. 

Paul & Siegel, 2006; Perrini, Russo & Tencati, 2007; Zhu et al., 2014). A common activity 

among breweries is responsible drinking (Jones, Hillier & Comfort, 2013; Yoon & Lam, 

2013). Although, there are no templates regarding which activities are considered as CSR 

(Blombäck & Wigren, 2009; Porter & Kramer, 2006). Smaller companies have scarce 

resources that can be allocated to CSR (Ting et al., 2010). When the company‟s resources 

combined is rare, difficult to imitate and not possible to substitute a sustained competitive 

advantage arise (Barney, 1991). Thus, CSR can be used to achieve a competitive advantage 

(e.g. McWilliams & Siegel, 2000; Ting et al., 2010; Zhu et al., 2014). Therefore, how a 

company use their resources are important in terms of what CSR activities they conduct. 

 

The allocation of resources towards CSR is an ethical consideration all businesses must take 

(Dincer & Dincer, 2013). Ting et al. (2010) argue that a company must devote a considerable 

amount of resources into the CSR activities. Paul and Siegel (2006) state that it is enough if 

the benefits of the CSR action at least correspond to the cost of resources that must be 

allocated to the action. Managers that believe that they do not have enough financial resources 

are less likely to engage in CSR (Kechiche & Soparnot, 2012). Some managers also argue that 

investments in CSR are conflicting with the company‟s hunt for profit (McWilliams & Siegel, 

2000). Managers that believe that the investment in CSR will not pay off are less likely to 

engage in CSR (Kechiche & Soparnot, 2012). Although, Galbreath (2009) argues that CSR is 

more likely to evolve into a business during its growth and development, rather than being the 

foundation of the business. Hence, it is not necessarily all companies that in fact engage in 

CSR, but it is more likely to occur in a company that has been around for some time. 

 

It is the owner of the SME that decides if the company should engage in CSR or not. SMEs 

does not use CSR as part of a strategy, but as a way to strengthen the company (Jenkins, 

2009). The major cause for SMEs to engage in CSR is personal reasons among the managers 

(Dincer & Dincer, 2013; Jenkins, 2009; Kechiche & Soparnot, 2012). Dincer and Dincer 

(2013) found that many small business managers go beyond the legal minimum. Thus, the 

motivation for CSR in SMEs is more ethical than economical (e.g. Dincer & Dincer, 2013; 

Jenkins, 2009; Kechiche & Soparnot, 2012). SME managers see CSR as a natural part of the 

business (Dincer & Dincer, 2013; Jenkins, 2009). Leaders that lean toward ethical leadership 

may regard CSR in the same way as normal business decision (Zhu et al., 2014). Ethical 

leadership can show itself in employee welfare (Brown, Treviño & Harrison, 2005; Maak & 

Pless, 2006). It can also be evident when the company engage in environmental issues and 

encourage active engagement in the local community (Maak & Pless, 2006). These activities 

are similar to CSR activities. Thus, ethical leadership is an important determinant of CSR 

(Zhu et al., 2014). It is the single owner‟s vision that influences how the company works 

(Majumdar, 2008; Mintzberg, 1987; Quaak et al., 2007). Therefore, the owner has a great 

influence on the way CSR is defined within a SME (Quaak et al., 2007). Thus, the CSR 

strategy of the company reflects the owner‟s personal vision. 

 

2.3 Stakeholders and CSR Activities 
Stakeholder theory implies that the company can benefit to engage in CSR activities. Porter 

and Kramer (2006) explain that companies today have a growing pressure from stakeholders 
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to engage in CSR activities. Thus, if the company does not engage in CSR the stakeholders 

might withdraw their support from the company (McWilliams et al., 2006). Although, 

Blombäck and Wigren (2009) argue that different stakeholder groups put different types of 

pressures on the company. They mean that CSR is not a result of the pressure from 

stakeholders, but a result of a hierarchical classification of the stakeholder groups at a specific 

point in time. This hierarchy is not static. Therefore, Blombäck and Wigren (2009) state that it 

is difficult to make any generalizations of stakeholder theory. 

 

The reason why companies decide to engage in CSR varies. In a study by Jones et al. (2013) 

leading alcohol producers argued that by integrating CSR in all levels of the company they 

were better placed to provide long-term growth for all stakeholders of the company. Thus, as 

argued by several other authors, CSR may be seen as an investment for the company (Arthur 

et al., 2007; Zhu et al., 2014) that can be used as a business strategy to differentiate from 

competitors (e.g. McWilliams & Siegel, 2000; Ting et al., 2010; Zhu et al., 2014). However, 

research suggests that stakeholders‟ pressure is not very effective in SMEs. Stakeholders are 

not the catalyst to implement CSR in SMEs (Kechiche & Soparnot, 2012). Yet, local 

stakeholder groups are found to have more influence on SME breweries than stakeholder 

groups further away (Quaak et al., 2007). Individuals that have developed a long-term 

commitment to the company establish positive views toward the company‟s CSR engagement 

(Rodrigo & Arenas, 2008). Thus, it is plausible to believe that SMEs benefit in CSR activities 

that affect stakeholder groups that are close to them. 

 

All companies can engage in CSR. However, the activities are different depending on the size 

of the company (Jenkins, 2009; Perrini et al., 2007). Matten and Moon (2008) argue that CSR 

activities can be divided in explicit and implicit CSR. Explicit CSR being what a company 

explicitly does as CSR activities, while implicit CSR is what a company does without 

promoting it as CSR. SMEs are often uncomfortable with promoting their activities as CSR 

(Jenkins, 2009). They might not even be aware of that they engage in CSR (Gelbmann, 2010; 

Perrini et al., 2007). It is therefore more likely that a SME engage in implicit CSR. 

 

CSR activities can be conducted in many ways. One common activity is environmental 

activities, i.e. to minimize the negative impact the company has on the environment (e.g. Paul 

& Siegel, 2006; Perrini et al., 2007; Zhu et al., 2014) The interest for environmental 

performance in SMEs has increased during the past few years (Blundel, Monaghan & 

Thomas, 2013). The research by Dincer and Dincer (2013) also show that small business 

managers engage in environmental activities. Environmental activities might be to reduce 

biodegradable waste and reliance on fossil fuels (Blundel et al., 2013), as well as developing 

sustainable products (Quaak et al., 2007). However, Lepoutre and Heene (2006) claim that 

stakeholder pressure for environmental activities are not always present. Another common 

CSR activity is employee welfare (e.g. Arthur et al., 2007; Spence & Lozano, 2000; Zhu et 

al., 2014). Employee welfare includes a fair salary, benefits and good working conditions 

(Matten & Moon, 2008; Rodrigo & Arenas, 2008). Employee welfare can increase employee 

commitment (Brown et al., 2005; Lepoutre & Heene, 2006). A common CSR activity among 

larger breweries is responsible drinking (Jones et al., 2013; Yoon & Lam, 2013). Yoon and 

Lam (2013) explain that responsible drinking mean that the brewery try to educate the 

consumers about the risks with alcohol. They also question this so called CSR activity, since 

they indicate that large breweries use CSR as a way to put the responsibility to drink 

responsible on the consumer. Others CSR activities can be protecting shareholder rights 

(Maak & Pless, 2006; Zhu et al., 2014), engaging in public activities (Arthur et al., 2007; 

Jenkins, 2009; Zhu et al., 2014), giving to charity (Spence & Lozano, 2000), supporting local 
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businesses and communities (Arthur et al., 2007; Spence & Lozano, 2000). The varieties of 

activities that can be regarded as CSR imply that different CSR activities concerns different 

types of stakeholders. 

 

The stakeholders can influence the company in different ways. The customer, and the 

consumer, can influence the company through their product selection (Aguinis & Glavas, 

2012; Sen & Bhattacharya, 2001). Research has shown that high research and development 

activity have a positive relationship with CSR (McWilliams & Siegel, 2000). This means that 

SMEs may use CSR as a strategy in order to develop products and services that the consumers 

value (Jenkins, 2009; Kechiche & Soparnot, 2012). However, as seen in the research by 

Quaak et al. (2007), breweries did not see a demand for organic products back then. The local 

stakeholders can also influence the company. Arthur et al. (2007) state that CRS is more 

likely to be successful when the company has strong local bonds. The majority of SMEs have 

strong local bonds (Kechiche & Soparnot, 2012) and SME managers also seem to prefer local 

CSR activities (Dincer & Dincer, 2013; Jenkins, 2009). Some managers of SMEs believe that 

they are social responsible just by being profitable and employing people, since this support 

the local economy and community (Jenkins, 2009). The owner of a SME is often strongly 

influenced by local stakeholders (Wigren, 2003). Therefore, the manager has to make sure 

that the activities of the company fit the values and expectations of the local community 

(Kechiche & Soparnot, 2012). Thus, it is plausible to believe that the local CSR activities a 

company engages in are similar to the activities that the local stakeholders believe to be 

important. 

 

2.4 Outcomes of CSR 
There are many studies that promote CSR as a positive act for companies to engage in. Some 

potential benefits are increased employee commitment (Jones et al., 2013; Kechiche & 

Soparnot, 2012), firm reputation (e.g. Jones et al., 2013; Kechiche & Soparnot, 2012; 

McWilliams & Siegel, 2000), good relationships with stakeholders (Jones et al., 2013; Perrini 

et al., 2007), corporate image (Dincer & Dincer, 2013; Kechiche & Soparnot, 2012), brand 

value (Jones et al., 2013) and even reduced costs, by for example working with wastage 

reduction and recycling (Jenkins, 2009; Kechiche & Soparnot, 2012). These benefits can for 

example influence the productivity among the employees or lead to increased financial 

performance. The link between CSR and financial performance is however highly discussed 

and the results are varying (e.g. Aupperle et al., 1985; McWilliams & Siegel, 2000; Zhu et al., 

2014). This implies that CSR alone may not be responsible for a company's success. 

 

Despite all the positive aspects of CSR there is also critique. This is especially evident in 

industries that are considered controversial or unethical, such as the tobacco, weapon or 

alcohol industry. CSR can be considered to disguise irresponsible behavior and appear good 

in society (Luo & Bhattacharya, 2009; Yoon & Lam, 2013; Zhu et al., 2014). Therefore, Jones 

et al. (2013) argue that the intent regarding CSR must be true. Otherwise the company 

jeopardizes their creditability. Luo and Bhattacharya (2009) explain that if CSR is used to 

increase visibility, rather than make an impact of society, the company may lose their 

customers. This may jeopardize the financial performance. Jones et al., (2013) state that 

alcohol producers‟ commitment to CSR may be driven by the obligation because they are 

dealing with unethical products. Likewise, within the tobacco industry the companies are 

questioned regarding their involvement in CSR (Palazzo & Richter, 2005). The study by 

Cuganesan et al. (2010) implies that companies that are highly involved in CSR are more 

likely to possess products with negative associations and they find it difficult to change this 
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perception. Thus, it is plausible to believe that a company that produces unethical products is 

more likely to engage in CSR. 

 

2.5 Analysis Model 
As seen in the existing literature, it might be difficult for the company to handle different 

stakeholders. Different stakeholders have different demands. However, in order for an activity 

to be regarded as CSR, the activity has to be voluntary. Thus, the initiative for a CSR activity 

comes from the company itself. It is not necessarily all companies that engage in CSR. 

However, SMEs might engage in CSR without realizing it. The CSR activities that a SME 

engages in are therefore likely to be implicit, rather than explicit. Therefore, the CSR 

activities performed by the company reflect the company‟s perception of CSR. Previous 

research has found several activities that may be regarded as CSR. The variety of activities 

implies that different CSR activities concern different types of stakeholders in different ways. 

What is common among the CSR activities is that they influence the stakeholders‟ perception 

of the company. The stakeholders then decide the outcome of the specific CSR activity. The 

outcome is then reflected towards the company, thus completing the circle. 

 

 

 
Figure 1- Analysis Model 
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3 Method 
 

3.1 Research Design 
In this thesis a single case study design is used. This means that a single organization in a 

specific context is thoroughly examined in order to deepen the understanding of a specific 

event (Bryman & Bell, 2011). The event in this thesis is the CSR of the company, which, as 

discussed in 1.2, needs to be researched further. The case study design is preferable when 

there is a need to understand the dynamics within the specific context (Eisenhardt, 1989; Yin, 

2014). This is why several stakeholders of the company will be involved in this thesis. The 

relationship between the company and its stakeholders represent a specific dynamics in this 

specific context, which, as discussed in 1.2, needs further research. Bryman and Bell (2011) 

say that by conducting a case study, there is a possibility to find new factors that have an 

influence on the organization. Thus, new frameworks can be developed, which can be the 

basis for further research. Since the purpose of this thesis is to develop a framework, the case 

study design is appropriate. However, by conducting a single case study the result may not be 

generalized to a larger population (Bryman & Bell, 2011). This means that the validity and 

reliability of the study might be questionable. The specific context of a case makes the case 

study so complex that it is difficult to limit the research only to the subject of the study 

(Jacobsen, 2002). This means that there is a possibility that the collecting of data in a case 

study might yield data that was not expected, but is yet interesting and important findings for 

other research. The complexity of the case study also makes it difficult to repeat the same 

study with the exact same conditions (Bryman & Bell, 2011), thus lowering the reliability of 

the study (Yin, 2014). 

 

3.2 Research Approach 
A research approach can be inductive, deductive or abductive. An inductive approach is when 

empirical data is collected in order to come up with new theory (Jacobsen, 2002; Saunders, 

Lewis & Thornhill, 2007). A deductive approach is when theory is used in order to come up 

with hypotheses to test when collecting empirical data (Bryman & Bell, 2011; Jacobsen, 

2002). Bryman and Bell (2011) explains that a deductive approach is more suitable for a 

quantitative study, while an inductive approach is more appropriate for a qualitative study. As 

explained in 3.1, this study is a single case study which aims to examine the dynamics in a 

specific context. Jacobsen (2002) describes that a qualitative approach is preferable for a 

study that aims for a deeper understanding of a specific context. Therefore, this study should 

have an inductive approach. However, an inductive approach demands a higher need of 

knowledge about the subject of the study in beforehand (Bryman & Bell, 2011). For me, this 

was not possible. In this study I initially did not have a lot of knowledge about CSR. 

Therefore, I had to collect theory in the initial stage of the study in order to develop an 

interview guide for the collection of empirical data. This method of collecting data is known 

as a deductive approach. However, the empirical data revealed a need to complement the 

theory. Thus, an inductive approach was needed in order to fulfill the study. Saunders et al. 

(2007) describes a third approach, called an abductive approach. An abductive approach is a 

combination between an inductive and deductive approach. Thus, this study has an abductive 

approach. An abductive approach gives the possibility to complement the theory with more 

data in order to achieve a more accurate study (Bryman & Bell, 2011; Kvale & Brinkman, 

2014). By conducting the study with an abductive approach, there is a risk that my 

objectiveness has been affected. I have guided the respondents to specific themes in the 

interview guide, and thereby some important data might be lost. In order to avoid losing data I 

have not asked the respondents specifically about CSR in the beginning of the interviews. 

Bryman and Bell (2011) explain that another risk with an abductive approach is that the new 
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theory added in a later stage in the study can influence the interpretation and result of the 

collected data. However, an abductive approach makes it possible to add theory in order to 

analyze the empirical data. Thus, the most suitable approach for my study is an abductive 

approach. 

 

3.3 Literature Study 
Theory was collected during the whole process of the study. The theory contains books and 

scientific articles. Articles used in this thesis were obtained online, via Google Scholar and 

the database Summon in the library at Halmstad University. The books used in the study were 

obtained at the library at Halmstad University. 

 

The keywords used in the literature study were; Ethical Leadership, CSR, Corporate Social 

Responsibility, Stakeholder Theory, Controversial Industries, SME, Financial Performance, 

Sweden, Breweries, Craft Breweries and Microbreweries. Most keywords were searched 

separately as well as combined with each other. Some articles were also found in previous 

personal works. This is indicated in the list of references, where e.g. Majumdar (2008) and 

Wigren (2003) are found. To complement the literature study and reach a theoretical 

framework that reflected the current status of the research field, the snowball method was 

applied. The snowball method is based on the assumption that there is a connection between 

the initial samples and others within this target group (Berg, 1988). By using this method 

there is a possibility to find interesting and important pieces of data (Potter, 1996).  More 

articles were thus found by searching for references in the articles found in the initial 

literature search. These references were picked out if they had significance for the thesis, or if 

they were mentioned in several articles. 

 

After conducting the first interviews with respondents, a need to complement the theoretical 

framework emerged. The empirical findings indicated that the theoretical framework needed 

to focus on some specific parts. The theoretical framework was therefore restructured and 

narrowed in order to be more specific. In order to complement the new structure of the 

theoretical framework, more literature was required. The theoretical framework was 

complemented with literature mostly focusing on CSR activities and resources. Keywords 

used in the second literature study were: CRS activities, SME, Local community, CSR, 

Resources, Implicit CSR, Employees and Products. This search resulted in similar results as 

the initial literature search. Thus, some of the previous found articles were read through again 

in order to primarily complement the theoretical framework. 

 

By conducting the literature study like described above, there is a possibility that significant 

literature was turned away. If the study were to be conducted again, there is a chance that the 

literature search would not assemble the exact same literature. There is also the possibility 

that there are search engines that are more appropriate in finding articles related to this thesis. 

For this study only two search engines for articles were used. A larger number of search 

engines or using search engines targeting specifically business administration could yield 

another search result. Thus, the validity of the study might be questioned. Another problem 

using secondary sources, such as articles, is that they are subjective (Bryman & Bell, 2011). 

Therefore, the interpretation of the articles in this study might not be accurate with the 

purpose of the article. Thus, the reliability of the study is decreased. On the other hand, when 

multiple sources of data describe the same phenomenon, the reliability increases (Bryman & 

Bell, 2011; Jacobsen, 2002). Therefore, by crosschecking different articles to find similarities, 

as well as differences, affect the reliability of this study.  
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3.4 Empirical Study 
The empirical study in this thesis consists of data collection from sources that are specifically 

chosen to fit the research question. Both primary and secondary data was used in this study. 

The secondary data was primarily used in order for me to get knowledge of some of the 

activities that the company performs. That way I was able to ask the respondents‟ follow-up 

questions when and if they started taking about one specific activity. I was also able to ask 

about specific activities if the respondents‟ did not know what to say or if I felt that the 

respondents‟ had some connection to a specific activity. I realize that asking about specific 

activities lowers the reliability of the study. However, the questions in the interview guide 

could be interpreted as a bit vague, making it more difficult for the respondents‟ to answer 

them. Therefore, it was important for me to have some prior knowledge about activities that 

could be of importance to the different respondents. Thus, the primary data was collected 

from respondents specifically chosen to fit this study. Primary data is preferable because it 

will make a better fit to the actual study and research question (Jacobsen, 2002). A case study 

design triggers the need of triangulating multiple sources of data since it increases the 

reliability of the study (Saunders et al., 2007). Therefore, it was important to get the 

respondents to talk about the same activities. That way several perspectives of one activity 

could be collected. The primary data was collected through face-to-face and telephone 

interviews. Both Jacobsen (2002) and Kvale and Brinkmann (2014) explain that face-to-face 

interviews are preferable. Although they are time-consuming, it is much easier to read the 

body language of the respondent. To read the body language is important in order to know if 

the respondent is open for further questions. According to Bryman and Bell (2011) one 

benefit of telephone interview are that it allows the researcher to collect a relatively large 

amount of data during a limited period of time. The researcher does not have to spend time 

traveling between different respondents, but have the possibility to spend that time on 

collecting more data. 

 

3.4.1 Operationalization 

There are two concepts that had to be operationalized for this study. These concepts are found 

in the research question. The first concept is Stakeholders. Stakeholders are individuals that 

have an interest in the company (Castelo Branco et al., 2014; Maak & Pless, 2006). However, 

there are no templates that list what specific stakeholders a specific company has. The 

literature only indicates some possible stakeholders that are found to be important for 

companies at large, such as the employees (e.g. Perrini et al., 2007). Thus, not all stakeholders 

that were needed for this study are evident in the literature. This means that the initial 

respondents of this study, such as the owner and the employee, were chosen with the help of 

the theoretical framework. Other important stakeholders were captured in the interviews with 

the respondents. Thus, the stakeholders were partly chosen through the snowball method. As 

explained before, Berg (1988) describes the snowball method as an assumption that there are 

connections between the initial samples and others in a target group. That way, important 

respondents can be captured with the help of the initial respondents. See 3.4.3 Respondent 

Selection for detailed information about the respondents participating in this study. 

 

The other concept found in the research question is CSR. CSR is considered as activities that a 

company does in order to take responsibility for its stakeholders (McWilliams et al., 2006; 

Suryanarayana & Rao, 2012). However, there is a lack of templates that list what specific 

activities may be considered as CSR for a specific company. Some activities are mentioned in 

the literature, such as giving to charity (Spence & Lozano, 2000). Other activities are grouped 

together as a whole, such as environmental activities (e.g. Zhu et al., 2014). This makes it 

difficult to determine what specific activities a certain type of company, if any, engages in 
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that can be considered as CSR activities. Theory states that SME might not be aware of that 

they are working with CSR (Gelbmann, 2010; Perrini et al., 2007). Therefore, the respondents 

could not be asked about specific CSR activities since they might not consider or be aware of 

that the company works with CSR. Because of this, the questions in the interview guide were 

formulated in a way so that they may capture activities that the company performs in general 

that are connected to the company‟s stakeholders. Because of the fact that I could not ask 

about specific CSR activities, there is a possibility that I have been less objective when 

analyzing the empirical data. Thus, the reliability of the study is decreased. However, during 

the writing process I have received a lot of feedback of my material which I have tried to 

embrace. This feedback has been important for my study and has also influenced the final 

result of this thesis. 

 

In order to capture the previous mentioned concepts, two semi-structured interview guides 

were created for the collection of primary data (see Appendix 1 and 2). The semi-structured 

interview is preferable when searching for new influencing factors (Bryman & Bell, 2011; 

Jacobsen, 2002). The interview guides are founded on the theoretical framework. An 

operationalization scheme can be found in Appendix 3 and 4. The main questions are in bold. 

These are supposed to answer the follow-up questions. This means that the follow-up 

questions were only asked if they were not answered during the main questions. One 

interview guide was specifically created for the owner (see Appendix 1). The reason for this is 

that it is the owner who possesses knowledge about all the activities in the company 

(Majumdar, 2008). By interviewing the owner possible CSR activities and stakeholders could 

be captured. Therefore, it was important to interview the owner first in order to get a grip of 

all the activities that the company performs. This way it was possible both to pick out relevant 

stakeholders as well as which activities could be connected to which stakeholders. Thus, the 

initial interview with the owner was meant to create a template of activities connected to the 

stakeholders of the company that could be used in the interviews with the following 

respondents. The second interview guide was created for the stakeholders of the company (see 

Appendix 2). The main purpose of the interview guide for the stakeholders was to determine if 

the activities that the owner already had talked about was in fact CSR activities. It also aimed 

to capture activities that the owner had not already talked about. 

 

The first question in the interview guide intends to determine which stakeholder group the 

respondent represents. The second question in the interview guide for the owner was the most 

extensive question. It aimed to capture CSR activities. As previous research does not list 

specific CSR activities there was no way to tell in advance what type of activities that could 

be expected in the interview. SMEs also might not be aware of that they work with CSR 

(Gelbmann, 2010; Perrini et al., 2007). It was therefore necessary to ask the respondent about 

activities in general. The following questions in the interview guide for the owner are about 

the relationship between the stakeholders and the company. This was to capture specific 

activities that the company performs which relates to the stakeholders. The questions in the 

interview guide for the stakeholders are focused on what it is that the respondents demand 

from the brewery. This was to rule out activities that could not be considered as CSR 

activities. To conclude the interview guide, a specific question for CSR was developed. This 

was to make sure that the respondents did not forget to mention any activity that could be 

regarded as an explicit CSR activity. In the operationalization scheme (Appendix 3 and 4) the 

interview questions are listed and connected to relevant theory. 
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3.4.2 Case selection 

The case has been selected to fit the criteria of the research question. I have a personal interest 

in the craft brewery industry and I have also had contact with some craft breweries in a 

previous study (see Borodji & Rizzoll, 2014). This made the selection process for this study 

easier. However, because of the established relationship with the industry, my objectivity is 

affected. I have already made an image of the craft beer industry and several of the breweries 

that I have been in contact with. Thus, the reliability of the case study might be questioned. 

However, when doing a single case study it is most fruitful to choose a case that has the most 

available data sources (Yin, 2014). Therefore, I believe that it is an advantage to have some 

knowledge of the industry when choosing a company for a study. Having knowledge about 

the craft beer industry I am aware of that many craft breweries are very open about their 

business. According to Bryman and Bell (2011) the chosen case should be the one where the 

learning will be highest. Therefore, the focus on CSR and the criteria of available data sources 

limit the suitable cases. The chosen brewery must share information that does not focus only 

on the core business, i.e. the brewing process and the core products. From the previous study I 

participated in (see Borodji & Rizzoll, 2014) and the interest in the craft brewery industry, I 

knew of a company that openly communicates about activities that not only focus on the core 

business. This company is also one of the most financially successful craft breweries in 

Sweden at this time. This statement can be supported by the company‟s annual reports, which 

is summarized in short in Appendix 5. Thus, the company preferred for this study was 

Oppigårds Bryggeri AB, later called the brewery. Because of the previous contact with the 

brewery, where I personally met the owner at the brewery, it felt secure to send the owner of 

the brewery an e-mail through to ask for permission to perform a case study with Oppigårds 

Bryggeri AB in focus. It did not take more than an hour for the owner to respond, giving me 

permission to make a case study with the brewery Oppigårds Bryggeri AB in focus. 

 

3.4.3 Respondent Selection 

The selected respondents had to fit to the criteria of being stakeholders to the brewery. As 

argued in 3.4.1 Operationalization, all stakeholders are not evident in the literature. Thus, all 

the respondents were not selected in beforehand. The initial respondent selection was 

performed by using the literature. The other respondents were selected due to other 

respondents with the help of the snowball method, as previously mentioned. Only one 

respondent was selected to represent each group. The downside of using a single respondent 

to represent a specific group is that it only yields one perspective of the subject (Bryman & 

Bell, 2011; Jacobsen, 2002). Thus, there is a possibility that additional respondents within a 

stakeholder group could have different views of the same subject. Therefore, the reliability 

may decrease. Even though only one respondent was chosen to represent each stakeholder 

group it was clear that one activity affected several stakeholder groups. For example, in the 

case of the waste water treatment plant, not only the internal stakeholders as the owner and 

employees were affected, but also the local community and the municipality. Bryman and 

Bell (2011) argue that one single respondent representing a target group can be beneficial 

since a larger amount of respondents can be examined. However, they also state that one 

single individual might not know everything about an organization. This is evident with the 

respondent that represents the municipality. Thus, the reliability of the study may decrease. 

Looking back, it would be preferable to look for another respondent representing the 

municipality. However, by doing so I would affect the diversity of the study. I would have to 

choose if I would delete the first respondent‟s interview from the study or give one 

stakeholder group the benefit of having two perspective of the company. Either way, my 

objectivity would have been affected by the previous interview with the respondent 

representing the municipality. The municipality was also difficult to know which respondent 
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was most suitable to include in this study due to the size and structure of the organization. 

Interviewing a respondent from the municipality with a closer connection to the company 

would yield a different perspective, and possibly more subjective perspective, than the more 

distant perspective that I got. Therefore, I choose to keep the initial respondent. There were 

two respondents that were initially contacted via internet. Yin (2014) state that internet should 

always be used with caution. There are no guarantees that the information stated online is 

really true. Therefore, I posted ads where I stated I was searching for respondents for a case 

study with Oppigårds Bryggeri AB in focus in two specific Facebook groups that target 

similar individuals as was needed for the study. I did not explain what the subject of the study 

was, more than that I was interested in different stakeholders‟ views of Oppigårds Bryggeri 

AB. A number of consumers of the brewery‟s products quickly responded and was eager to 

participate in the study. A local resident was more difficult to find though. This is probably a 

result of the size of the Facebook groups. The number of members in the group for local 

residents is significantly less than the group for the consumers. More information about the 

Facebook groups is provided in the relevant paragraphs describing the selection of the 

respondents. The chosen respondents for this study were thoroughly evaluated to ensure that 

they had a relationship with the brewery. For instance, the local resident regularly posts in the 

Facebook group for the local community. The consumer was asked about his relationship with 

the brewery in beforehand, to ensure that he regularly consume the brewery‟s products. The 

consumer is the only one that self-selected. One risk with self-selection is that the respondent 

that self-select might do so because of the feelings or opinions about the subject of the study 

(Saunders et al., 2007). Therefore, it is possible that the consumer‟s view of the brewery is far 

too positive. However, if the consumer had a negative view of the brewery, he would not 

consume the brewery‟s products. Hence, the consumer would not be a stakeholder in that 

sense. 

 

Table 1 contains information regarding the interviews and what stakeholder group the 

respondents belong to. Every respondent has been given a pseudonym. This is in order for the 

reader to clearly see what type of stakeholder the respondent represents. The pseudonyms are 

used throughout the thesis. 

 

Table 1 – Respondent selection 

Name Company Stakeholder 

Group 

Pseudonym 

Björn 

Falkeström 

Oppigårds Bryggeri 

AB 

Owner The Owner 

Henrik Ingo Oppigårds Bryggeri 

AB 

Employee The Employee 

Allan 

Holgersson 

- Local community The Local Resident 

Fredrik 

Janpers 

Janpers Lantbruk AB NGO The Farmer 

Jörgen 

Johansson 

- Consumer The Consumer 

Inger Wilstrand Hedemora Näringsliv 

AB 

Local government The Municipality 

Per Sundqvist Fox and Anchor, 

Halmstad 

Distributor The Beverage Manager 
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The owner – Björn Falkeström 

It is the owner‟s vision that influences how the company works (e.g. Mintzberg, 1987). Thus, 

Björn Falkeström, the owner of the brewery, was a given choice selected through the 

theoretical framework of this study. I have had previous contact with B. Falkeström in a 

previous study (see Borodji & Rizzoll, 2014). In that study I personally met with him at the 

site of the brewery. Therefore, it felt secure to set up initial contact with him via e-mail. B. 

Falkeström quickly responded to my e-mail ensuring me that he was willing to participate in 

the study. Since I had contact with B. Falkeström about one year prior to this study, I did 

notice a change when contacting him. One year earlier it was more difficult to get hold of 

him, as well as others in the industry. Because of the quick responses from B. Falkeström it 

felt as if he really had time and wanted to participate in this study. 

 

The Employee – Henrik Ingo 

Employees are important stakeholders (e.g. Quaak et al., 2007). Thus, Henrik Ingo, the 

employee, was a given choice selected through the theoretical framework of this study. As 

seen in Appendix 5 the brewery has employed a number of employees only the last few years. 

In order to get a deeper insight from the stakeholder group of the employees it felt important 

to select a respondent that have had a longer relationship with the brewery. Therefore, it was 

necessary to choose an employee that had worked for the brewery for a longer time. In order 

to reach an employee that suited that criterion, the owner of the brewery was asked to pick an 

employee that had worked for the company for a number of years as a respondent for this 

study. To let the owner select a respondent is not optimal. Letting someone else select 

respondents for the study can result in a respondent that has a desired perspective of the 

picker (Bryman & Bell, 2011; Jacobsen, 2002). Thus, there is a possibility that the owner 

chose an employee for me to include in this study that had a far too positive view of the 

company. Therefore, the reliability of the employee may be questioned. However, it is 

difficult for an outsider, like me, to know about the employees of the company in the degree 

necessary to be able to choose a suitable respondent. I was given H. Ingos telephone number 

by the owner. I called H. Ingo and he was willing to participate in this study. 

 

The Local Resident – Allan Holgersson 

The majority of SMEs have strong local bonds (Kechiche & Soparnot, 2012). Therefore, 

Allan Holgersson, the local resident, was a given choice selected through the theoretical 

framework. In order to reach a local resident an ad was posted in a Facebook group for the 

local community
1
 where the brewery is located. The Facebook group for the local community 

had approximately 160 members. That could be a reason why nobody volunteered to be a 

respondent. The only one answering to the ad was the owner of the brewery, who suggested 

the admin of the group, A. Holgersson, to be a respondent. The thought to ask A. Holgersson 

to participate in this study had occurred to me, although I at least wanted to try to reach 

several possible respondents. However, as the owner suggested A. Holgersson and the fact 

that I could see that he was very active regularly in the Facebook group, I decided to contact 

him through a private message on Facebook. It was clear that A. Holgersson hesitated about 

participating in the study. As it turned out, he was a bit worried that he would not understand 

my dialect, due to the fact that I lived about 600km away from him in a county were the 

dialect can be a bit hard to understand if you are not used to it. He did however agree to 

participate in this study despite his hesitations. A. Holgersson was therefore obviously 

relieved when he understood that I in fact came from the same county as him, as well as 

having a similar dialect as him. 

                                                 
1
 https://www.facebook.com/groups/602257446544905/ 
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The Consumer – Jörgen Johansson 

The consumer can influence the company through their product selection (e.g. Sen & 

Bhattacharya, 2001). Therefore, Jörgen Johansson, the consumer, was a given choice selected 

through the theoretical framework. The most important factor when selecting the consumer 

was that the consumer had to have a strong bond to the brewery, i.e. regularly consume the 

brewery‟s products. If the consumer did not consume the brewery‟s products, the consumer 

would not be a stakeholder of the brewery. In order to reach a consumer, an ad was posted in 

a Facebook group for home brewers
2
. The members of the group were often beer enthusiasts 

and consumed craft beer. Thus, it was more likely to find a suitable respondent in this 

Facebook group that regularly consumed the brewery‟s products. At the time the Facebook 

group had several hundred members and perhaps that is the reason why several possible 

respondents quickly responded to the ad. I did not thoroughly examine the volunteers, but 

chose a respondent that answered the quickest and could adjust to my schedule. J. Johansson 

was the one that best suited my schedule. I sent J. Johansson a private message on Facebook, 

just to ensure that he was a regular consumer of the brewery‟s products. J. Johansson quickly 

responded that he was a regular consumer of the brewery‟s products and that he was happy to 

be a part of this study. 

 

The Municipality – Inger Wilstrand 

The government has a strong influence on the company (e.g. Spence & Lozano, 2000). The 

governmental organization with the closest connection to the brewery is in this study the 

municipality, which represents the local government. Therefore, Inger Wilstrand from the 

local municipality was a given choice selected through the theoretical framework of this 

study. The municipality consists of multiple companies. Thus, it was difficult to know in 

which company to find a suitable respondent. I. Wilstrand was reached by calling the 

municipality and asking for someone that had knowledge about the relationship between 

municipality and the brewery. I. Wilstrand was contacted in an early stage of the study, before 

the first interview, but the interview with her was scheduled as the last of the interviews. She 

was easy to reach and was willing to participate in this study. Looking back, I. Wilstrand 

should not have been chosen for representing the municipality before the interview with the 

owner. I. Wilstrand did not have deeper knowledge about specific activities that the brewery 

engaged in. Thus, the reliability of the municipality can be questioned. However, the 

municipality consists of multiple companies. This means that every activity the brewery 

engage in might concern a different company within the municipality. Thus to reach a 

respondent within the municipality that had specific knowledge about all the activities that the 

brewery engage in that also concerns the municipality was not likely to be possible. Still, 

another respondent could yield another perspective from the municipality. 

 

The Farmer – Fredrik Janpers 

During the interview with the owner, Fredrik Janpers, the farmer, emerged as an obvious 

stakeholder. The company that F. Janpers partially owns collaborates with the brewery on a 

regular basis. Thus, the owner was asked for contact information to F. Janpers. F. Janpers was 

easy to reach through telephone and was happy to participate in the study. 

 

The Beverage Manager– Per Sundqvist 

As said before, the consumer can influence the company through their product selection (e.g. 

Sen & Bhattacharya, 2001). One link to the consumers is via distributors. One distributor of 

                                                 
2
 https://www.facebook.com/groups/190226964410623/ 
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beer is restaurants. The restaurant had to have a relationship with the brewery. Therefore, a 

restaurant which specializes on craft beer in their assortment in my local vicinity was 

contacted. I sent an email via their website asking for someone who had insight in the 

brewery‟s products and was directed to Per Sundqvist who was responsible for the beverages 

in the restaurant. P. Sundqvist quickly responded to my email and was willing to participate in 

this study. 

 

The Governmental Liquor Store – Staffan Adin 

During the interview with the owner, the Governmental Liquor Store emerged as an obvious 

stakeholder. The Governmental Liquor Store is a large distributor of alcoholic beverages in 

Sweden. Because of the size of their organization, an e-mail was sent to their purchase 

department in order to find a suitable respondent. The respondent had to have knowledge 

about craft breweries and the brewery. I was given contact information to Staffan Adin, 

purchaser at the Governmental Liquor Store. He was easy to reach and he was willing to 

participate in this study. 

 

3.4.4 Data Collection 

Both primary and secondary empirical data has been used in this study. It is important not to 

draw conclusions from document studies alone (Yin, 2014). Thus, the purpose of the use of 

secondary data was to describe the company and find specific activities to ask about during 

the interviews. Information about the brewery and their activities were collected at the 

brewery‟s website, Oppigårds Bryggeri AB (2015). Annual reports from the brewery were 

collected at Retriever Bolagsinfo (2015). 

 

The primary data collection consisted of interviews with eight respondents. The interviews 

were held in Swedish. The majority of the interviews were telephone interviews. The reason 

for this was that the locations of the respondents were too spread out for me to manage at this 

time. My initial thought was to interview as many respondents as possible face-to-face. 

Unfortunately it was not possible for me to make such a trip through the country due to time 

and money. One of the disadvantages with face-to-face interviews is that they are money and 

time consuming (Wiedersheim-Paul & Eriksson, 2011). Thus, telephone interviews were 

favorable in order to gain access to more primary data. This is one of the advantages with 

telephone interviews (Bryman & Bell, 2011; Jacobsen, 2002; Saunders et al., 2007). Another 

advantage is that telephone interviews can lessen the interviewer effect (Bryman & Bell, 

2011). One interview included in the study was held face-to-face. There are several 

disadvantages with telephone interviews compared to face-to-face interviews. For instance, 

Bryman and Bell (2011), Jacobsen (2002) and Saunders et al. (2007) all state that the 

interviewer cannot observe the respondents reaction to a question and adapt to the 

circumstances. This can lead to the respondent closing up and not wanting to give more 

information. The interviewer cannot control the environment that surrounds the respondent. 

Thus, there is a possibility that disturbing objects may interfere with the respondent. 

Although, all respondents in this study explicitly stated that they sat down in a place where 

they were not to be disturbed at a location where they were comfortable. This is something 

that Jacobsen (2002) argues to be important in order for the respondents not to be affected by 

the context. There is also a possibility for malfunctioning technology, such as bad telephone 

connection. In this study, there was one time that the technology malfunctioned. The call 

broke in the end of the interview with the Owner. However, there were only a few finishing 

questions left, so the interruption did not cause any major problems. One advantage in this 

study is that all respondents had the opportunity to be at their normal environment. That is 

according to Jacobsen (2002) an advantage. However, I could not confirm that this was 



20 

 

actually the case, but had to trust the respondent‟s word as they said it. Bryman and Bell 

(2011), Jacobsen (2002) and Saunders et al. (2007) all advocates face to face interviews 

before telephone interviews. Since the majority of the empirical data has been collected 

through telephone interviews, I realize that the reliability of the study can be questioned. 

 

All respondents, but the farmer, were contacted before the actual interview in order to 

schedule a time for an interview. When I called the Farmer, I could tell that he was eager to 

talk right away. Therefore I performed an interview right away. The reason for the Farmers 

eagerness might be due to his profession. I have some personal experience from the 

profession of farming. Therefore I know that farmers have a lot to do during some specific 

hours of the day, while other periods are very flexible. I did call the farmer at a time during 

the day that I believed he would be able to talk uninterrupted. This could have affected the 

Farmers answers, since he, unlike the other respondents, did not get a chance to think about 

his participation in beforehand. All other respondents had a more nonflexible schedule and 

had to book a specific time for the interview. Each interview was recorded with a smartphone. 

Wiedersheim-Paul and Eriksson (2011) argue that recording the interview strengthen the 

repeatability, which in turn affect the reliability of the study in a positive way. The 

respondents were informed about the recordings and given the opportunity to request 

anonymity. By recording the interview, Jacobsen (2002) argue that the researcher can focus 

more on the respondent‟s answers, rather than writing down important keywords. A 

disadvantage with recording the interviews though is the possibility that the respondent 

freezes when they can see that they are being recorded. This could be avoided because of the 

telephone interviews and the interviews could be more relaxed. The time of the interviews 

varied from approximately 20 minutes to 1 hour and 50 minutes, as seen in Table 2 below. 

According to Jacobsen (2002) an open interview should be approximately 1-1½ hours long. 

Since most of the interviews are shorter than one hour, the reliability of the study can be 

questioned. The length of the interviews is also evident in the chapter for empirical data. The 

interviews that were about 20 minutes long, such as the Farmer, yielded far less data than the 

longest interview with the Owner. The reason for the varying lengths of the interviews could 

be a result of the relationship between the respondents and the different activities that the 

brewery performs. The respondents simply does not have a relationship to a larger number of 

activities that the brewery performs, thus, they cannot offer more relevant data to the study. 

This is also evident in the empirical data. It is possible though that a face-to-face interview 

could have yielded more empirical data. However, as I noticed in the interview with the 

Beverage Manager, it was easier to slip into subjects that did not entirely relate to the study. 

This can be a sign of the interviewer effect that Bryman and Bell (2011) informs about. 

 

Table 2 - Interview information 

Name Interview type Date Length of interview 

Björn Falkeström Telephone 150409 1h 47min 

Henrik Ingo Telephone 150410 30min 

Allan Holgersson Telephone 150410 27min 

Fredrik Janpers Telephone 150410 21min 

Jörgen Johansson Telephone 150410 23min 

Inger Wilstrand Telephone 150421 51min 

Per Sundqvist Face to face 150421 37min 

Staffan Adin Telephone 150423 45min 

 

Table 2 shows the most essential information about the interviews with the respondents 

included in this study. The respondents are listed in the order in which they were interviewed. 
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As seen, the Owner of the brewery was interviewed before all other respondents. This was 

deliberately, in order to capture stakeholders and activities that might be important for this 

study. This means that the interview with the Owner has had a large influence on the 

following interviews. 

 

The interview guides were used during each interview. The interview guides were not sent to 

the respondents before the interviews. Wiedersheim-Paul and Eriksson (2011) argues that the 

researcher can get more consistent responses when the interview guide is sent to the 

respondents previous to the interview. Although, there is a risk that interesting aspects might 

be lost, since the respondent does not answer spontaneously. In this study it is not explicitly 

stated that the brewery engage in CSR. The theory also implies that CSR is not a common 

term among SMEs. Therefore, it was essential not to put the respondents in a position where 

they were forced to categorize the brewery‟s activities in beforehand. Thus, there was an 

obvious high risk that interesting aspects of the study would be lost if the interview guide 

were to be sent to the respondents in beforehand. The questions in the interview guide are 

constructed as open questions. This gives the respondent a chance to talk about the requested 

concepts without restrictions (Jacobsen, 2002). The questions from the interview guide were 

asked in a similar pattern in all interviews. The initial and finishing questions were always the 

same, i.e. the questions regarding the relationship between the respondent and the brewery, as 

well as the questions explicitly mentioning CSR. The questions in between were partly from 

the interview guide. The respondents were also asked several questions outside the interview 

guide. These were mainly about specific activities that had come up during the current or 

previous interviews or to clarify what the question aimed to capture. Thus, not all questions 

were asked to all respondents. This depended on the answers that the respondents gave on the 

questions. A question could be answered through a previous question. According to Jacobsen 

(2002), an open interview should be somewhat structured in the sense that it has previous 

decided subjects, but not fixed alternative answers. Therefore, in a qualitative study, an 

interview guide with previous decided subjects should be established in order to secure that 

they are captured. 

 

In order to capture the dynamics in the interviews Kvale and Brinkmann (2014) says that 

transcription is preferable. Thus, each interview was transcribed in order to get a better 

overview of the data. By transcribing Jacobsen (2002) explains that the researcher more easily 

can manage and categorize the data. He also argues that quoting is a way to give the study 

more weight. Presenting quotes correctly gets easier if the data is transcribed. One 

problematic issue with this study is that all empirical data was collected in Swedish and 

translated into English. Since my native language is not English, but Swedish, there is a 

possibility that I have mistranslated some empirical data. This means that I primarily might 

have angled or misinterpreted the data collected from the respondents. Kvale and Brinkmann 

(2014) also highlight the risk that the researcher might interpret the recorded data, which in 

turn can affect the reliability of the study. Thus, the reliability of this study might be 

questioned. 

 

3.4.5 Data Analysis 

The analysis model has been used in order to analyze the empirical data. The first part of the 

analysis started in the process of completing the chapter with empirical data. The empirical 

data was divided with the foundation from the analysis model, with a slight modification. This 

was due to the fact that the brewery does not explicitly claim to engage in CSR. In order not 

to lose the dynamics of the CSR concept, no CSR activities could be decided to be CSR 

already during the process with the empirical data. In order to analyze the empirical data, a 
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categorization of the activities was done. By categorizing the data, Bryman and Bell (2011) 

explain that it will be easier to get an overlook of the data and find important implications. 

They warn though that it is important not to lose the context of the data. Thus, the analysis 

model was filled with possible CSR activities. By doing this I was able to find similarities in 

the empirical data which could help me determine whether the activities were CSR or not. 

This was an essential part of the analysis, since the analysis model include the stakeholders‟ 

perspective of the CSR activities as well as the outcomes of them. In order to determine if an 

activity was CSR or not, the definition of CSR described in 2.2 was used. The activity was 

examined whether it was voluntary, what the purpose of it was and what the consequences 

were for both stakeholders and the company. A table was put together to see witch activities 

that were voluntary, i.e. CSR, and which were demanded by the circumstances. Categorizing 

the data also made it easier to categorize the empirical data in accordance to the analysis 

model. The first step in this stage was to analyze the brewery‟s perspective on the 

stakeholders. Then the stakeholders‟ perspective on each CSR activity could be analyzed. 

This was to see what influence the stakeholders had on specific CSR activities. Last, the 

outcomes of each CSR activity was summed up and discussed. After doing these steps, a 

concluding model was created in order to answer the research question. 

 

3.5 Research Ethics 
There are some ethical considerations that have been made in this study. All respondents were 

asked if they wanted to participate in the study and given the opportunity to request 

anonymity in the study. The respondents were also told that the interview would be recorded 

and that the final thesis will be uploaded online. The respondents were not told about the 

complete purpose of the study in beforehand. The information shared regarding the study was 

that it aimed to examine the stakeholders‟ relationship with the brewery, not that the subject 

was about CSR. By limiting the information about the study, the respondent can feel deceived 

(Kvale & Brinkmann, 2014; Saunders et al., 2007). However, since SMEs might not know 

that they work with CSR (Gelbmann, 2010; Perrini et al., 2007), it was necessary not to 

mention that the study aimed to examine the stakeholders influence on CSR. Mentioning CSR 

might have restricted the respondents‟ answers. This is also evident in the empirical data. 

Most stakeholders did not know about the term CSR. Thus, asking about CSR in specific 

would not yield any answers. All respondents were however explicitly asked about CSR at the 

end of the interview and given the possibility to share their view in the subject. In the 

interviews the respondents were asked about activities that were mentioned in previous 

interviews. However, no personal information regarding an actual respondent was shared with 

other respondents. When putting the chapter empirical data together, the respondents were 

objectified. This was to put focus on the role as a stakeholder of the brewery that the 

respondent has. It was also done in consideration of the reader due to the number of 

respondents. It would simply be easier to understand the dynamics of the study. 
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4 Empirical Data 
 

The chapter starts with a short presentation of the brewery. Thereafter, each respondent‟s 

empirical data is presented according to the analysis model. Since the brewery does not 

explicitly state that they work with CSR, a minor adjustment of the analysis model has been 

made in this chapter. The term CSR has simply been taken away from the analysis model.  

This is because the activities included in this chapter are not determined to be CSR. Thus the 

content of the chapter is as follows; The Company’s Perception of Stakeholders, Activities 

Performed by the Company, Stakeholders Perception of the Company’s Activities and The 

Outcomes of Activities. 

 

4.1 Presentation of the Brewery 
The Brewery is one of the most financially successful craft breweries in Sweden at this time. 

It is located in a small village in a sparsely populated area. The vicinity to a large extent 

consists of farmland. The production started in 2004 and the first years were not very 

profitable, but already in 2006 they needed to find an employee (B. Falkeström, personal 

communication, 2015-04-09). As seen in the annual reports (see Appendix 5) the brewery has 

grown steadily the last few years in terms of employees and profit. Today the brewery has 14 

employees, soon 15. The brewery had a net turnover for 2014 that exceeded 50MSEK and the 

profit exceeded 6MSEK. This was an increase by over 40% compared to the previous year. B. 

Falkeström (personal communication, 2015-04-09) explains that they reinvest all capital into 

the business. The Governmental Liquor Store is the brewery‟s major sales channel. 

 

4.2 The Owner – Björn Falkeström 
The Owner of the brewery started working with the brewery in 1997. He worked alone with it 

for about nine years, before hiring the first employee. It is only the last few years that he does 

not regularly work in the production of the brewery.  

 

4.2.1 The Company’s Perception of Stakeholders 

 

Sometimes I feel like it is always me who has to please everyone else. 

(B. Falkeström, personal communication, 2015-04-09) 

 

The Owner describes that he has to take on different roles depending on both the situation and 

the stakeholder. It has taken time to learn this, but he believes it is important to show 

consideration and respect towards all stakeholders. The Owner claims that consideration and 

respect is more difficult regarding rule-based stakeholders, such as governmental authorities. 

There is no room for mistakes towards governmental authorities, as it is among other 

stakeholders. He declares that it is easier to work with stakeholders whom you can develop a 

personal relationship with. This is something that is missing among nonlocal governmental 

authorities. Maintaining a personal relationship is also difficult to achieve while expanding 

the business. For example, the Owner explains that it is an advantage to use distributors in 

order to reach consumers because of their location. On the other hand, they do not have the 

resources to build a personal relationship with everyone.  

 

If all companies took some responsibility, there would be no need for 

policies such as CSR. 

(B. Falkeström, personal communication, 2015-04-09) 
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The Owner‟s view on CSR is the view that permeates the brewery. The brewery does not 

explicitly state that they engage in CSR. This derives from the owner, who believes that CSR 

is a buzzword that is used as green-washing among the larger companies. Larger companies 

have other preconditions than smaller companies, e.g. regarding price or marketing. 

Therefore, smaller companies have to work with those things that the large company cannot 

steal. Regarding the environment, he states that they do not operate a brewery in order to save 

the world, because they cannot. However it is great that they can affect environmental issues 

that are closely connected to the brewery. The Owner states that they work with CSR in 

practice. Not by fabricating fancy documents. They take responsibility for their stakeholders 

in any way they can. This way he believes that the brewery takes enough responsibility by 

remaining in the village they started in and not leaving in order to chase higher profitability or 

please certain stakeholders. He believes that he can influence the local community. This, he 

states, is really awesome. The Owner describes that if you take simple and straight decisions, 

and take responsibility for your actions, it is also easier and more positive when 

communicating about it towards the stakeholders. 

 

4.2.2 Activities Performed by the Company 

The brewery has a large number of activities going on in the organization. They have started 

working actively with marketing, such as social media, fairs and brewery tours. They also 

work with increasing the efficiency on shipments. The Owner explains that they have chosen 

to work towards a niche market. This means that their target customer is a limited share of the 

total population. The result of this is that the brewery does not have a large local market. 

Instead they have to reach a national and in a small scale even international market. Because 

of this market situation, the expansion of the brewery has resulted in an increase of 

transportation to and from the brewery. Due to the limited storage area there is a need to 

coordinate shipments more efficiently. Higher efficiency regarding shipments means 

decreased impact of the environment. Another activity that the owner describes is that they 

have been part of starting up a brewery association. There are several purposes of this 

association. One is to be a voice towards governmental authorities. The Owner describes that 

the association have written proposals to governmental authorities regarding improvements in 

the production process which consume large amounts of energy. Another purpose of the 

brewery association explained by The Owner is to exchange experience between colleagues 

or have equals to grab a beer with when the opportunity arise. 

 

The Owner describes that they work with several product related activities. They continuously 

strive to improve the quality of their products. To work with this is a motivating factor for the 

brewery. The Owner describes that their products were a bit shifting in the beginning. 

Therefore, they focused on a few important quality parameters. The Owner states that 

nowadays the quality is consistent and they have personnel with high competence in biology 

and chemistry who works with this. He also declares that they have been very clear in 

communicating to the stakeholders that they can keep track on these parameters. Another 

product related activity is that the brewery regularly launches new products. Not as much as 

many other breweries, but perhaps one or two every year. The Owner explains that they try to 

follow the trends on the market and recently they launched an organic beer, which is only sold 

in kegs at some restaurants for now. The brewery aims to offer a high quality beer and the 

Owner implies that the product itself is an act of responsible drinking. It does not compete in 

the same industry as the products from larger breweries. 

 

The brewery also works with a number of employee related activities. The Owner explains 

that the employees at the brewery have a high basic salary. They have also received a bonus 
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since a few years back. The Owner explains that the bonus is not connected to any goals, but 

to the financial success of the brewery. He believes that some employees may find the bonus 

stressful if it was connected to any goals. Instead, the bonus system, as well as the salary, is a 

way to show that the employees are appreciated. If the company goes well, the employees 

should also take part in the result. The Owner also describes that the brewery follows all 

regulations from governmental authorities regarding the work environment. They also have 

their own regulations on top in order to protect the employees physically. During the years 

much investments has gone to machines improving the work environment. The brewery 

continuously strives to remove monotonous work tasks. They also strive to improve work 

tasks that have negative effects on the employees‟ health. One example of this is the handling 

of malt, which generates a large amount of dust. Another example is to change the filtering 

solution in the brewery since the old one generated stone meal. Stone meal is bad for the 

lungs and had to be transported to landfill. 

 

The brewery strives to reduce their impact on the environment, both locally and globally. The 

Owner describes that they try to think about the environment in all decisions, such as 

consumption and choice of chemicals for cleaning. They strive to use renewable sources of 

energy when this is possible, such as green power, which means that the energy they use 

originates from renewable energy sources, such as hydropower. He also describes that 

producing beer results in large amounts of byproducts and waste. Instead of throwing it away, 

the majority of the byproducts and waste is used as animal feed at some farmers in the region. 

Spent grain is a major part of these byproducts and is collected twice a week by a local 

farmer. However, there are a lot of regulations from governmental authorities regarding the 

environment, such as the use of chemicals and water pollution. The Owner explains that there 

is currently a discussion going on with the Governmental Liquor Store, who wants to push 

breweries into switching to lightweight bottles. Today the brewery fills their beer in 

disposable bottles. The bottles are bought from a glass factory in Germany. The brewery uses 

about 4.5 million bottles every year. Heavy bottles are a heavy load on the shipments, which 

affect the environment. In order to reduce the environmental impact on shipments, the Owner 

describes that the Governmental Liquor Store wants to insert a penalty fee for those breweries 

who does not deliver their products in lightweight bottles. The Owner explains that the 

brewery does not want to pay any penalty fees, therefore they will adapt to these pressures. 

They also do not want to appear as a company that does not care about the environment. The 

Owner explains that these types of fees may affect small breweries that does not want to or 

cannot change to a lightweight bottle. It may be due to an explosion risk of bottle-fermented 

products. Luckily for the brewery, their glass bottle supplier has offered to develop a 

lightweight bottle suitable for their needs. The Owner describes that this means that it 

therefore is not necessary to make any large changes or investments in the brewery regarding 

the issue. This would not have been possible only five years ago.  

 

Government decisions are complicated and based on that one is 

criminal and cannot use common sense. 

(B. Falkeström, personal communication, 2015-04-09) 

 

There are several activities that are regulated by governmental authorities, especially 

regarding environmental issues. For instance, the Owner explains that the wastewater is the 

largest environmental impact from a brewery. Therefore, a brewery‟s business is considered 

by the county administrative board as environmentally hazardous. The Owner says that the 

brewery previously was connected to the municipal sewage system. When the brewery grew, 

the local municipal waste water treatment plant did not support the capacity that the brewery 
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demanded. Therefore, when the brewery applied for an enhanced manufacturing license also 

the waste water treatment plant needed to be taken into consideration. Because of the size of 

the production, the license required to be authorized by the county administrative board. On 

this level, the brewery has to make an environmental impact assessment. The Owner explains 

that if they wanted to produce the amount they applied for at the county administrative board 

they were no longer allowed to be connected to the municipal sewage system. The brewery 

then started to discuss improvements or expansions of the local municipal waste water 

treatment plant with the municipality. However, the county administrative board does not 

have any good experience from this kind of shared investment. Therefore the county 

administrative board stated that they would not handle the case. The Owner describes that he 

wanted to expand the brewery at the pace demanded by the market at their specific location as 

it gives resource advantages to gather all parts of the business at one place. This resulted in 

that their only option in the matter was to build a new waste water treatment plant by 

themselves, which only they are connected to. By doing this they did not have to wait for 

governmental authorities to respond to their case. Today the brewery is the only brewery in 

Sweden with one of the most modern waste water treatment plant. The Owner explains that 

even though the waste water treatment plant was a big investment, it is fun to work with 

environmental issues more concrete. He does not care if it is regulated by any certificate, such 

as ISO 14000. These types of issues should be natural for everyone. 

 

The Owner explains that he is keen on keeping the local community alive. Therefore the 

brewery engages in activities concerning the local community. He explains that financial 

resources have been used for several local activities. For instance, the Owner was a driving 

force in a fiber network association in the local community. The purpose of the association 

was to connect the local community to the fiber network in the municipality. The Owner 

explains that the project was funded with 70% governmental allowances. The brewery funded 

the operation capital and helped administrate the project. They also lent money to the 

association, before it was paid by the governmental authorities. The Owner also explains that 

the increased amount of shipments to and from the brewery has resulted in an increase of the 

burden of the roads in the local area. The increased shipments have been used as an argument 

in order to put pressure on the transport administration to improve the roads in the local area, 

which have succeeded. However, a lot of the brewery‟s activities are a consequence of them 

being located in a sparsely populated area surrounded by farmlands. Therefore, a lot of the 

activities sound very good, but they are in fact a result of the context.  

 

4.2.3 Stakeholders Perception of the Company’s Activities 

 

It feels like you have contributed to something that is good for the 

local community. 

(B. Falkeström, personal communication, 2015-04-09) 

 

The Owner states that they have received a lot of positive feedback from local stakeholders. 

There were some neighbors that opposed a building permit, since they felt that the building 

was too big to have outsider their window. However, the site of the building was moved a bit 

and the issue was resolved. There has also been some negative response from governmental 

authorities regarding collaborations between the municipality and the brewery. This is based 

on the authorities‟ previous experience of similar collaborations, such as the construction of 

the waste water treatment plant. The Owner explains that some activities are expected from 

some stakeholders, such as working with environmental issues. To work with employee issues 

in the degree that the brewery does is however not demanded, but yet very appreciated. 
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4.2.4 The Outcomes of Activities 

As a result of the activities the brewery performs, several outcomes can be accounted for. As 

a result of the pressure from the Governmental Liquor Store, the brewery‟s glass bottle 

supplier has offered to develop a product suitable for the brewery‟s needs. As a return, the 

glass factory probably wants to write a contract for a few years forward. This is because it is 

an investment to develop new products for them. The collaboration between the farmer and 

the brewery has decreased the overall costs of the brewery. The brewery does not have to pay 

anything for transporting the spent grain out of their care. Since the amount of spent grain is 

very large, this is a huge saving for the brewery. The Owner also explains that instead of 

throwing the spent grain away, the brewery can contribute to other organizations in the local 

community. Further, the Owner says that a local resident had his house valued by a broker not 

too long ago. The resident said that the broker valued his house higher than before. This was 

partly because of the brewery‟s presence in the local community. The broker claimed that the 

brewery creates potential for the survival of the local community, thus increasing the value of 

the houses. 

 

4.3 The Employee – Henrik Ingo 
The Employee started for the brewery in 2006. At first he was an intern while studying 

brewing technology, but about one year later he was hired. He has learned a lot during the 

years, such as improvement of methods, new equipment and machines. Today he works in 

several parts of the production, as well as advertising and the brewery‟s website. 

 

4.3.1 The Company’s Perception of Stakeholders 

The Employee says that the Owner takes a lot of input from the employees into account. They 

are for example involved when developing new products or construction work. The 

expectations on the brewery from the Employee are to be part of the business. As the brewery 

grows, some organizational changes might occur, such as hiring of new employees. This 

might lead to other employees taking over some task that an old employee used to perform. 

However, the Employee does not see any problems with this. 

 

It is a natural development, but I believe there is plenty of interesting 

work tasks to go around. 

(H. Ingo, personal communication, 2015-04-10) 

 

4.3.2 Activities Performed by the Company 

The main focus for the Employee is the brewery as an employer. The Employee states that the 

brewery performs a lot of activities in order to take responsibility for the employees. First of 

all, they follow all regulations from governmental authorities. They also perform other 

activities to take responsibility for the employees. For example, the working environment has 

improved with the help of robots. The Employee explains that the work in the brewery is very 

physical. Therefore much financial resources have been invested in the work environment. 

Several minor improvements of the workflow have been done in the brewery. The Employee 

states that it is relatively easy to get support from the owner of ideas that might improve the 

work environment. Of course, not all ideas are supported. The employees also get common 

benefits, such as health care contributions and bonuses. They also get a higher salary than the 

average in the industry. 

 

The Employee describes that the brewery support the local community. They have supported 

local associations and put pressure on governmental authorities to improve communications to 
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the local community. For example improvements of the roads and getting a fiber network to 

the local community. The Employee explains that even though the brewery needed the fiber 

network, it was natural that they would include other local residents in the project as well.  

Further, he believes that responsible drinking is the foundation of the business. 

 

I think that may be somewhat social contributing which I believe is 

built into our business, or foundation. 

(H. Ingo, personal communication, 2015-04-10) 

 

4.3.3 Stakeholders Perception of the Company’s Activities 

The Employee is very positive towards the brewery as an employer. The employees are 

allowed to get involved in the business, which is indeed appreciated. Although, the main 

focus is on the brewery as an employer. However, he can see that many of the activities 

performed by the brewery are cherished by the local community. When asked explicitly about 

CSR the Employee states that CSR is interesting for the brewery to engage in, perhaps even 

more in the future. However, he is not sure if they would explicitly call it CSR. 

 

4.3.4 The Outcomes of Activities 

The Employee explains that the investments in work environment have led to more time to 

focus on the quality of the products. He also states that he values the salary that is higher than 

average in the industry, as well as the bonus. However, he does not take it for granted. 

 

It is a nice gesture, you feel appreciated. 

(H. Ingo, personal communication, 2015-04-10) 

 

4.4 The Local Resident – Allan Holgersson 
The Local Resident is a senior citizen that has lived in the local community for many years. 

He lives close to the brewery and knows who the Owner of the brewery is. He has a lot of 

knowledge about the history of the local community. The Local Resident is very keen on the 

survival of the local community. He is also the driving force in a Facebook group for the local 

community as well as an accountant in some local associations. 

 

4.4.1 The Company’s Perception of Stakeholders 

The Local Resident says that the brewery is very open with what they are doing. He explains 

that the Owner is very keen to contribute to the local community. He believes that the brewery 

takes responsibility by staying in the local community and thereby increasing the employment 

rate in the municipality. They have even employed some local residents from the local 

community. 

 

4.4.2 Activities Performed by the Company 

The Local Resident explains that the brewery has performed several activities in order to 

affect the local community. Due to the increased traffic on the roads, the brewery has put 

pressure on authorities to improve them. The improvement is not large, but larger than if the 

brewery had not been located in the area. Another thing the brewery has affected is the fiber 

network in the local community. The Local Resident explains that the Owner was one of the 

initiators of the project. 

 

Of course they had partly a self interest in it as well, but they helped 

the others to get it to. 

(A. Holgersson, personal communication, 2015-04-10) 
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The Local Resident is certain that the project would not have happened if the brewery had not 

needed a stable internet connection. He believes that many of the activities would probably 

not be possible without the brewery‟s presence. He also says that many of the activities have 

come the past few years, as the brewery has grown. 

 

4.4.3 Stakeholders Perception of the Company’s Activities 

The Local resident only sees positive aspects of the brewery‟s presence in the local 

community. However, he knows that some people right across site of the brewery‟s new 

facilities had some opinions on the location of ´new facilities. The brewery agreed to move 

the facility a bit further away and the issue was resolved. When asked about CSR, the Local 

Resident does not acknowledge the term. However, when described, he believed that the 

brewery already engage in CSR. 

 

I believe that is what they are doing when they are doing this of which 

I speak, supports businesses and associations in the village. I think 

that is one of those responsibilities. 

(A. Holgersson, personal communication, 2015-04-10) 

 

4.4.4 The Outcomes of Activities 

The Local Resident describes several outcomes of the brewery‟s activities that have affected 

the local community. The roads have improved, local businesses and associations have been 

gained and the employment rate has increased. He believes that the brewery contributes to 

keeping the local community alive. 

 

4.5 The Farmer – Fredrik Janpers 
The Farmer owns one of the largest dairy farms in the region and has collaborated with the 

brewery for about four years. The Farmer heard about the brewery from another farmer. He 

then decided to call the brewery and offered to collect their spent grain. It took a few days and 

then the Owner called him back and closed the deal.  

  

4.5.1 The Company’s Perception of Stakeholders 

The Farmer has a local connection to the brewery and has some insight in the activities that 

the brewery engages in. The brewery is involved with the municipality and they create jobs. 

However, he has only deeper insight in the collaboration between him and the brewery. The 

one thing that the Farmer expects from the brewery is that they do their part of the deal. 

 

4.5.2 Activities Performed by the Company 

The main focus for the Farmer is the collaboration where he collects spent grain at the 

brewery. It is important for the Farmer that the spent grain is high quality on order to avoid 

diseases among the cattle. This is achieved by adding formic acid to the spent grain during the 

hot seasons. The formic acid prevents the spent grain to spoil and is added by the brewery. 

The Farmer says this is the only procedure that the brewery has to perform. In addition to the 

formic acid, the brewery has helped out with some maintenance of the farm‟s truck. 

 

4.5.3 Stakeholders Perception of the Company’s Activities 

The Farmer has a very positive view of the brewery overall. He hears a lot of positive things 

about them. He believes that they have a fighting spirit that they know how to use in order to 

build a company. 
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They show that it is possible to get forward, despite the fact that they 

are small and located in the middle of nowhere. 

(F. Janpers, personal communication, 2015-04-10) 

 

When asked explicitly about CSR, the Farmer did not recognize the term. When explained, he 

did however believe that the brewery already engage in CSR, since they already takes great 

social responsibility. 

 

4.5.4 The Outcomes of Activities 

The Farmer does not see any negative aspects of the collaboration. They have gotten more 

runs with their truck and higher maintenance costs of the truck. This might lead to The Farmer 

having to hire another truck driver. However, the spent grain is given for free. This means that 

the overall costs for The Farmer has gone down. 

 

They do not see spent grain as a byproduct that you throw away. 

(F. Janpers, personal communication, 2015-04-10) 

 

The Farmer appreciate that the brewery does not see spent grain as waste, but as something 

that can be used by others. This is why they will continue to work with the brewery for as 

long as possible. 

 

4.6 The Consumer – Jörgen Johansson 
The Consumer is a dedicated beer drinker and home-brewer. He first came in contact with the 

brewery‟s products in 2005 at a fair. It was the intense taste from hops and malt that attracted 

him to the brewery‟s products.  

 

It felt right and above all in taste, I've always been looking for flavors. 

(J. Johansson, personal communication, 2015-04-10) 

 

The Consumer‟s first impression of the brewery was that they were really good. He also states 

that it was the first beer he ever tasted with more characteristic taste. Today he regularly 

consumes the brewery‟s products and uses them as a reference when trying other breweries 

products.  

 

4.6.1 The Company’s Perception of Stakeholders 

The focus for the Consumer is the products, not the organization behind them. Therefore, he 

cannot say much about the brewery per se. He expects a high quality product and this is what 

he gets when drinking the brewery‟s products. Although, in general the Consumer believes 

that the brewery takes responsibility for the local community by creating job opportunities. 

However, the one thing the Consumer expects from the brewery is that they produce uniform 

products and continuously develop new products. 

 

4.6.2 Activities Performed by the Company 

The Consumer does not have deeper insight about the brewery‟s activities. He has no insight 

if the brewery works with environmental activities or recycling of byproducts. The Consumer 

believes that the expansion of the brewery has put more focus on economic factors, but 

emphasizes that he might be wrong. Although, in a way the Consumer believes that the 

brewery takes responsibility for their products by operating in the craft beer industry. 
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4.6.3 Stakeholders Perception of the Company’s Activities 

Since the Consumer does not have a deeper insight in the brewery‟s activities, he cannot 

express a clear opinion about them. When talking explicitly about CSR, the Consumer says 

that it is great if the brewery can spend a few pennies on every bottle on such activities. 

However, he does not know if the brewery already engages in any CSR activity. 

 

4.6.4 The Outcomes of Activities 

The Consumer feels that he have much influence on the brewery. One thing that the 

Consumer states he can do for the brewery is to spread the message that they have a quality 

beer. He can market their products for free. He also believes that he has the possibility to 

influence the brewery by for instance giving feedback on the products. 

 

All companies with a moral organization will appreciate it, even if it 

is negative. It is all about development. 

(J. Johansson, personal communication, 2015-04-10) 

 

4.7 The Municipality – Inger Wilstrand 
The Municipality is represented by the CEO of Hedemora Näringsliv AB. They work with 

business development issues. They are often a link to other organizations that the brewery 

might need. The Brewery has contact with several departments within the municipality. The 

municipality and the brewery have had discussions in order to solve several issues through the 

years. The Municipality has an obligation to monitor that companies complies with current 

laws and regulations. 

 

4.7.1 The Company’s Perception of Stakeholders 

The representative for the Municipality states that the brewery has a strong commitment for 

the development of the area. The brewery invests a lot in the development of their local 

community and has had regular contact with several parts of the municipality‟s organization. 

However, she states that it can be difficult to reach the right person to talk to within the 

municipality, due to the size of the organization. 

 

4.7.2 Activities Performed by the Company 

The representative for the Municipality does not have deeper insight in the brewery‟s 

activities. What she can say is that the brewery is a typical rural business, which has started 

out small and grown big. It is locate a bit remote, far away from infrastructure. This has put 

some pressure on the municipality to improve for instance the infrastructure in the brewery‟s 

local community. For instance the roads, power supply and fiber network are activities that 

the municipality has helped out with. 

 

4.7.3 Stakeholders Perception of the Company’s Activities 

The representative for the Municipality believes that the brewery is important for the 

municipality since they create jobs and market the municipality. She believes that all 

companies in the local area are important for the municipality. 

 

These are the ones that create jobs and fund public services. 

(I. Wilstrand, personal communication, 2015-04-21) 

 

When talking explicitly about CSR the representative for the Municipality says that she 

believes that the brewery engages in CSR. She might not have knowledge about all their 

activities, but she acknowledges them as social responsible. For example, she says that the 
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initiative to get fiber network into the local community is partly a social responsibility. It 

might have been a necessity for the brewery, but it contributed to the development of the local 

community. 

 

4.7.4 The Outcomes of Activities 

 

Oppigårds has put Hedemora on the map with their world class beer. 

(I. Wilstrand, personal communication, 2015-04-21) 

 

The Representative for the Municipality explains that the brewery benefit the local 

community in the long run. They contribute to a more living countryside. As the brewery 

grows, they will also need to hire more employees. This means that the brewery contributes to 

increased employment in the municipality, as well as more people moving to the municipality. 

This will result in increased tax revenues, which in turn funds public service. She also 

explains that because of the brewery, there is also a ground that supports the extension of 

public services in their area. The brewery has also invested a lot of their resources in the 

infrastructure. Because of this the municipality have not had to put financial resources on 

some of the activities that otherwise might end up on their table. 

 

4.8 The Beverage Manager – Per Sundqvist 
The Beverage Manager has worked in the restaurant industry for 25 years. He has worked 

with beverages all his working life, as a bartender, beverage expert and with tasting sessions. 

Now he works at a restaurant that that specializes in beer. He has worked at the restaurant 

since they opened nine years ago and the brewery‟s products have been in their assortment 

since the start. The products are bought through a subcontractor. The Beverage Manager has a 

high interest in beer, regularly goes to beer fairs and is also a home-brewer. 

 

4.8.1 The Company’s Perception of Stakeholders 

The focus for the Beverage Manager is the products. He states that the brewery‟s products 

appeals to a wide audience. Therefore the brewery has a well-established consumer base 

today. Many of the consumers at the restaurant are beer enthusiasts. The one thing the 

Beverage Manager expects from the brewery is that they deliver high quality products and 

new products on a regular basis. Otherwise the consumers get tired of having to drink the 

same beer for a longer period. He does not expect a lower price, since he is aware of that craft 

breweries cannot negotiate about price like a larger brewery is able to. 

 

I have their beer because they have a good beer; a good product and 

a good standard. 

(P. Sundqvist, personal communication, 2015-04-21) 

 

4.8.2 Activities Performed by the Company 

The Beverage Manager does not have any deeper insight in the brewery‟s activities. He only 

expects a high quality beer and new products on a regular basis. He also state that the brewery 

has achieved high quality products during the last few years. The Beverage Manager explains 

that the restaurant have not had the brewery‟s organic beer in their assortment. Neither do 

they consider taking it into their assortment. The demand for organic products is too low at 

the restaurant. However, they have had some organic products in their assortment, but this is 

not because there is a demand for the products. The quality of the beer is the key factor, where 

the organic part is simply a lucky coincidence. The brewery‟s organic beer is too similar to 

competitors‟ products to be considered. The Beverage Manager is explicitly asked about CSR 
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he immediately starts talking about responsible drinking. He believes that the brewery‟s 

choice of positioning on the market, with a high quality, more expensive product, is a way to 

take responsibility. If someone wants to destroy their life with alcohol, they do not choose a 

craft beer, but a cheap beer. This is something that smaller breweries cannot offer. 

 

I feel that by having a higher price and a sensible product, you take 

responsibility compared to the major manufacturers, which goes on 

volume. Smaller breweries do not do that; it is quality that applies. 

 (P. Sundqvist, personal communication, 2015-04-21) 

 

4.8.3 Stakeholders Perception of the Company’s Activities 

Since the Beverage Manager does not have a deeper insight into the brewery‟s activities, he 

cannot say anything explicitly about them. However, he explains that what control the 

restaurants product assortment are mainly the current trends on the market, but also his 

personal taste. He says that the trends are very much influenced by the American market and 

that the brewery produces beer that fits the current trend very well. When explicitly asked 

about CSR the Beverage Manager states that he believes that the brewery takes responsibility 

for their products by their positioning on the market. 

 

4.8.4 The Outcomes of Activities 

The Beverage Manager does not feel he have a large influence on the brewery. He is aware of 

that he might be able to influence the brewery by sending them feedback and requests from 

the consumers. However, it is up to the brewery what kind of products they chose to 

manufacture. The Beverage Manager states that it is easier to work with smaller local 

breweries, as the restaurant is currently doing. If the brewery had been in the vicinity of the 

restaurant, perhaps the relationship would be different.  

 

4.9 The Governmental Liquor Store – Staffan Adin 
The Governmental Liquor Store is represented by a purchasing manager of small-scale and 

locally produced beverages. The Governmental Liquor Store is a governmental authority that 

provides the citizens with alcoholic beverages. Their assignment is to be a messenger of laws 

and regulations from governmental authorities. Their role is to be a neutral sales channel for 

alcoholic beverages in order to give everyone an equal chance on the market. The one who 

ultimately decides what is put on the shelves in the stores is the consumers. The 

Governmental Liquor Store regularly sends requests for proposals to their suppliers. However, 

the brewery has not won any of these proposals for several years. Instead, the brewery‟s 

products have qualified to a place on the shelves by demand from the consumers. 

 

4.9.1 The Company’s Perception of Stakeholders 

The brewery has regular contact with the Governmental Liquor Store. The representative for 

the Governmental Liquor Store says that it might be difficult for their suppliers, such as the 

brewery, to know who to talk to, due to the large organizational size of the Governmental 

Liquor Store. It is also difficult for the suppliers to know how to reach the shelves in the 

stores, due to all regulations from governmental authorities. 

 

4.9.2 Activities Performed by the Company 

The representative of the Governmental Liquor Store does not have a deeper insight in the 

brewery‟s activities. What the Governmental Liquor Store expects from the brewery is a high 

quality product. They do not expect the brewery to launch new products. However, he 

describes that by coincidence the brewery and the Governmental Liquor Store have a joint 
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vision regarding the products. Craft beer competes in a completely different industry than 

larger industries. The smaller breweries have an ambition to produce high quality beer, which 

automatically leads to a considerably higher price than the average beer. This indirectly leads 

to that people drink less beer, but with a higher quality. 

 

Our ambition is to decrease the damaging effect of alcohol in society, 

while the breweries want people to drink better beer. By coincidence, 

our goals combined have a joint effect. 

(S. Adin, personal communication, 2015-04-23) 

 

The representative of the Governmental Liquor Store says that the demand for organic 

products is on the rise. More and more breweries are talking about it and certifies for organic 

production. The sales for organic products in total have also increased the past few years. He 

also explains that the Governmental Liquor Store can push the suppliers to changes, such as 

demanding that a box of products does not exceed a certain weight in order to ease the work 

load on the employees at the Governmental Liquor Store. Recently they have started pushing 

their wine suppliers to change their bottles to lightweight bottles. This will decrease the 

environmental impact in transportations. They are currently discussing with brewery 

associations to implement these changes on beer bottles as well. The representative for the 

Governmental Liquor Store says that they regularly meet with some brewery associations. In 

the meetings they discuss about proposals and changes on the Governmental Liquor Store‟s 

agenda. The members of the associations are welcome to give feedback and propose ideas.  

 

4.9.3 Stakeholders Perception of the Company’s Activities 

The representative for the Governmental Liquor Store does not have insight in the activities 

performed by the brewery, other than the ones demanded by governmental authorities, such as 

themselves. Therefore, he cannot say anything about the brewery in particular. When asked 

explicitly about CSR he describes that the Governmental Liquor Store can push their suppliers 

to work more with environmental issues, such as switching to lightweight bottles. 

 

4.9.4 The Outcomes of Activities 

The representative for the Governmental Liquor Store speaks about activities that originate 

from themselves. The largest issue is the environmental impact their organization has and 

what they can do in order to be responsible. About the project with lightweight bottles he 

explains that it means if a glass bottle exceeds a certain weight, a penalty fee is charged for 

every bottle that is delivered to the Governmental Liquor Store. The penalty fees are used for 

climate compensation. Pushing suppliers to switch to lightweight bottles is something they 

can do to affect the environment, as an explicit CSR activity. 

 

It's something we see that we can do, because packaging and how they 

are transported has a large environmental impact. 

(S. Adin, personal communication, 2015-04-23) 

 

4.10 Summary 
The empirical data shows that the brewery engages in a number of activities. The activities 

have been initiated because of several reasons. Some activities have been demanded by the 

circumstances and several activities have been completely voluntary. The empirical also 

reveals that there is a distinct difference between the local and nonlocal stakeholders. The 

local stakeholders have a stronger relationship to the brewery. However, most stakeholders 

does not have knowledge about CSR or if the brewery engages in it.  
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5 Analysis 
 

The analysis model presented in 2.5 is the foundation of this chapter. The first part, The 

Company’s Perception of Stakeholders analyzes the relationship between the brewery and the 

stakeholders. The second part, CSR Activities Performed by the Company includes an analysis 

of the activities performed by the brewery. The third part, Stakeholders Perception of the 

Company’s CSR Activities, focus on each stakeholder that the respondents represent. This part 

is about the stakeholders‟ relation to relevant CSR activities and the outcome of these to each 

stakeholder. The fourth part, The Outcomes of the CSR Activities presents the outcomes of the 

CSR activities listed in the chapter. Last, a summary is made, alongside a developed model 

for stakeholders influence on CSR activities. 

 

5.1 The Company’s Perception of Stakeholders 
The company has to understand and balance the different interests of the stakeholders in order 

to maintain their business (Castelo Branco et al. 2014; Maak & Pless, 2006). Thus, it is 

evident in the empirical data that the Owner has taken the time to understand the different 

interests of the stakeholders that the brewery has. 

 

Sometimes I feel like it is always me who has to please everyone else. 

(B. Falkeström, personal communication, 2015-04-09) 

 

The Owner states that they want to show consideration and respect towards all stakeholders. 

This is also evident in many of the activities that the brewery engages in. Several stakeholders 

agree that the brewery takes great responsibility, thus strengthening the argument by 

Blombäck and Wigren (2009), which state that CSR is about the company contributing to 

society. The Owner also claims that the brewery takes responsibility for their current 

stakeholders by remaining in the village they started in. This statement can be linked to 

Jenkins (2009) who explain that some SME managers believe that they are social responsible 

just by being profitable and employing people. The local community is listed as a common 

important stakeholder (Dincer & Dincer, 2013; Kechiche & Soparnot, 2012; Quaak et al., 

2007). Being profitable and employing people supports the local economy and community, 

which is clearly the case with the brewery. Perhaps, what Jenkins (2009) meant was not that 

the company supports the local economy and community by taking over activities that 

governmental authorities otherwise pays for. However, the representative for the Municipality 

states that they have even escaped costs that they would otherwise be responsible for when the 

brewery engages in some of the local activities. Although, it is evident that governmental 

authorities are more difficult for the brewery to handle as stakeholders. The Owner explains 

that it is easier to work with stakeholders that they can develop a personal relationship with. 

The Owner describes that the expansion of the brewery for example has led to a need to use 

distributors. This has led to an increased distance between the brewery and some of the 

stakeholders. Thus, the empirical data indicate that the stakeholder setting may change over 

time. Therefore, the demands and expectations from the stakeholders might also be changing. 

This means that the arguments by Blombäck and Wigren (2009) may be true. They argue that 

CSR is not a result of the pressure from stakeholders, but a result of a hierarchical 

classification of the stakeholder groups at a specific point in time. However, as the Employee 

describes when talking about the brewery‟s growth: 

 

It is a natural development, but I believe there is plenty of interesting 

work tasks to go around. 

(H. Ingo, personal communication, 2015-04-10) 



36 

 

 

Local stakeholder groups are found to have more influence on SME breweries than 

stakeholder groups further away (Quaak et al., 2007). Yet, it is evident that the stakeholders 

which the brewery has a more distant relationship with, such as the Consumer and the 

Beverage Manager, are still very important. This strengthens the theory that state that 

different stakeholder groups put different types of pressures on the company (Blombäck & 

Wigren, 2009). The brewery continuously works with the quality of their products. Thus, they 

are aware of the importance of stakeholders that are product oriented. 

 

I have their beer because they have a good beer; a good product and 

a good standard. 

(P. Sundqvist, personal communication, 2015-04-21) 

 

The brewery does not explicitly claim that they work with CSR. However, it is evident among 

the activities listed in the empirical data that some activities are CSR activities. The Local 

Resident explains that the number of activities has increased during the years. Thus, it is 

evident that the arguments by Galbreath (2009) are true. CSR is more likely to evolve into a 

business during its growth and development. The initiative to engage in CSR is not pressured 

from the stakeholders. Thus, previous research is supported (Kechiche & Soparnot, 2012). 

The Owner clearly sees CSR as a natural part of the business. This strengthens existing 

literature (Dincer & Dincer, 2013; Jenkins, 2009). The motivation for CSR in The Brewery is 

therefore more ethical than economical. Thus, existing literature is supported (e.g. Dincer & 

Dincer, 2013; Jenkins, 2009; Kechiche & Soparnot, 2012). The linkage between ethical 

leadership and CSR, suggested by Zhu et al. (2014), is also strengthened. However, the 

Employee and the Owner seem to agree that the brewery will never explicitly claim that they 

work with CSR. This supports the existing literature, which states that SMEs often are 

uncomfortable with promoting their activities as CSR (Jenkins, 2009). Thus, it is evident in 

the empirical data that the brewery‟s perception is consistent with previous research. 

 

If all companies took some responsibility, there would be no need for 

policies such as CSR. 

(B. Falkeström, personal communication, 2015-04-09) 

 

Since the owner is the key to whether the company engages in CSR or not (Dincer & Dincer, 

2013; Jenkins, 2009; Kechiche & Soparnot, 2012), it is evident that the ethics within the 

brewery is in line with the local community. According to Kechiche and Soparnot (2012), this 

is very important. It is evident that The Owner has a strong relationship with local 

stakeholders. This is very common (Wigren, 2003). However, the owner is also a local 

resident. Thus, it can be discussed whether the owner always puts the best of the company 

first, or if he sometimes uses the company to be a voice towards the owner‟s role as a local 

resident. Wigren (2003) clearly states that the owner of a SME is often strongly influenced by 

local stakeholders. This implies that it is difficult to clearly separate stakeholders into 

different stakeholder groups. 

 

5.2 CSR Activities Performed by the Company 
It is clearly evident in the empirical data that the brewery wants to work with several activities 

that are listed as CSR activities in previous research. However, all activities cannot be 

regarded as CSR, such as increased efficiency on shipments. This is because the foundation of 

the activity descends from a need of the brewery so that they can handle the increased 

shipments. However, to start up a brewery association is a voluntary activity that they did not 
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have to engage in. As stated by the Owner, one purpose of the brewery association is to be a 

voice towards governmental authorities. Thus, governmental stakeholders, such as the 

Governmental Liquor Store, have affected the origin of the activity. By engaging in the 

brewery association, the brewery has the possibility to affect the demands from the 

Governmental Liquor Store. The Owner also describes that the brewery association has been 

used in order to put pressure on other breweries to engage more in environmental activities, 

through the Governmental Liquor Store. Thus, to engage in associations can be regarded, at 

least partially, as CSR, depending on the issues they urge. This implies that a CSR activity 

conducted by a company has the possibility to inhibit other companies CSR activities, despite 

the fact that the activity might be a CSR activity engages by the initiating company. Either 

way, the Owner clearly shows that he wants to go beyond the legal minimum. Thus, previous 

literature, such as Dincer and Dincer (2013) is supported. 

 

It is evident in the empirical data that the brewery use internal resources, as described by 

Barney (1991), in order to perform CSR activities. This supports the statement by Ting et al. 

(2010), which state that it is often the internal resources that are used for CSR activities by the 

company. SMEs might have difficulties supporting larger CSR activities (Dincer & Dincer, 

2013; Quaak et al., 2007). However, a lot of the brewery‟s financial resources have been 

devoted to, not only, CSR activities. This shows that even small companies can support larger 

CSR activities. Yet, despite the insensitivity of resources, the brewery tends to engage in local 

activities rather than global activities, thus strengthening the arguments by Blombäck and 

Wigren (2009) and Galbreath (2009) that firm size is not a determinant for global versus local 

CSR activities. The amount of financial resources put on each of the brewery‟s CSR activities 

are varying. Thus, neither Paul and Siegel (2006) or Ting et al. (2010) are right about the 

amount of resources that must be devoted to CSR. It is also implied that the amount of 

resources devoted to CSR is not important. 

 

The brewery works with several product related activities. One activity is to improve the 

quality of their products. Several stakeholders can certify that the quality has improved during 

the years. To improve the quality is not demanded by any stakeholder. However, the 

Consumer, the Beverage Manager and the Governmental Liquor Store all expect a product of 

quality. Hence, the activity cannot be regarded as a CSR activity. Another activity is that the 

brewery regularly launches new products. This is also expected from some stakeholders with 

relations to the products. Thus, it cannot be regarded as a CSR activity. However, the brewery 

has developed an organic beer. To produce organic products is listed as a common CSR 

activity (Quaak et al., 2007). However, the development of an organic product was not meant 

to be used as a strategy, such as Jenkins (2009) and Kechiche and Soparnot (2012) argue. To 

produce organic products is not only a product activity, but also an environmental activity. 

Organic products are not expected from any stakeholder, even though the representative for 

the Governmental Liquor Store states that organic products are on the rise. Thus, the research 

by Quaak et al. (2007) is supported, which states that the consumers do not expect organic 

products. The origin of the activity is from a trend among the society as a whole. Since it is 

voluntary to produce organic products, producing organic products can be regarded as a CSR 

activity. To encourage responsible drinking is also a voluntary activity. Responsible drinking 

is listed as a common CSR activity for larger breweries (Jones et al., 2013; Yoon & Lam, 

2013). However, the way the activity is performed is diverged from the responsible drinking 

activities described in the literature. 
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Our ambition is to decrease the damaging effect of alcohol in society, 

while the breweries want people to drink better beer. By coincidence, 

our goals combined have a joint effect. 

(S. Adin, personal communication, 2015-04-23) 

 

Yoon and Lam (2013) describe responsible drinking as a way to educate the consumers about 

the risks with alcohol. The empirical data does not show any signs of activities like these. 

However, regardless of the way towards the goal, the result of the activity is the same. Several 

stakeholders agree that it is the product itself that encourage to responsible drinking.  

 

I think that may be somewhat social contributing which I believe is 

built into our business, or foundation. 

(H. Ingo, personal communication, 2015-04-10) 

 

The consumers can influence the company through their product selection (Aguinis & Glavas, 

2012; Sen & Bhattacharya, 2001). Thus, it is the brewery‟s choice of positioning on the 

market that unintentionally has led to the encouraging of responsible drinking. The financial 

success of the brewery implies that there is an interest among the consumers to drink more 

responsibly. Thus, the origin of the activity is encouraged by the consumers. 

 

Several activities concern the employees. Employees are listed as a common important 

stakeholder (Perrini et al., 2007). It is clearly evident that the Owner of the brewery wants the 

employees to feel appreciated. This is achieved by giving the employees possibilities to 

influence their work, improving their work situation and giving them economic appreciation. 

The activities are linked to employee welfare, which is listed as a possible CSR activity (e.g. 

Arthur et al., 2007; Spence & Lozano, 2000; Zhu et al., 2014). To improve the work 

environment more than demanded by law is a voluntary activity for the brewery to perform. 

Good working conditions are listed in the literature as a potential CSR activity (Matten & 

Moon, 2008; Rodrigo & Arenas, 2008). Hence, this is a CSR activity that the brewery 

performs. A lot of the brewery‟s resources have been devoted to improve the work 

environment. The employees have the possibility to suggest ideas for improvements in the 

brewery. Thus, the origin of the activity is among the employees. Another activity that the 

brewery performs is that they have implemented a bonus system. This is a voluntary activity. 

The bonus system is not connected to any goals and can therefore be seen as a CSR activity. 

A bonus system is a benefit, which is stated in the literature as a potential CSR activity 

(Matten & Moon, 2008; Rodrigo & Arenas, 2008). The activity is a way for the Owner to 

show his appreciation towards the employees. Thus, the origin of the activity is among the 

employees. To offer a higher salary than the average is also a voluntary activity. A fair salary 

is listed in the literature as a potential CSR activity (Matten & Moon, 2008; Rodrigo & 

Arenas, 2008). The high salary links back to the Owner wanting the employees to feel 

appreciated. All of the above listed activities related to the employees can be seen as CSR 

activities. The source of the activities lies among the employees. 

 

The Owner explicitly states that they work with environmental activities. Environmental 

activities are common CSR activities (e.g. Paul & Siegel, 2006; Perrini et al., 2007; Zhu et al., 

2014). To work with environmental activities is derived from the Owner‟s interest. Thus, the 

research by Dincer and Dincer (2013) is also supported, that states small business managers 

often engage in environmental activities. One environmental activity that the brewery 

performs is that they strive to use renewable sources of energy. Reducing the reliance on 

fossil fuels is listed as a common CSR activity (Blundel et al., 2013). Since using renewable 
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sources of energy at the brewery is a voluntary activity it can be seen as a CSR activity. 

However, the Owner clearly states that there is a trend towards choosing renewable options 

when this is possible. Thus, the origin of the activity is among a trend in society as a whole. 

Porter and Kramer (2006) state that companies today have a growing pressure from 

stakeholders to engage in CSR activities. Hence, the Owner has responded to a request from 

the society. However, there is no stakeholder in this study that explicitly relate to the activity. 

This support previous research, that state stakeholder pressure for environmental activities is 

not always present (Lepoutre & Heene, 2006). Thus, it is only the Owner‟s mere will for the 

brewery to appear as environmental friendly that urges the brewery to engage in 

environmental issues. This means that the motivation for the activity is ethical. Thus, previous 

literature is supported, that states that the motivation for CSR in SMEs is more ethical than 

economical (e.g. Dincer & Dincer, 2013; Jenkins, 2009; Kechiche & Soparnot, 2012). To give 

away byproducts and waste is also a voluntary activity. This is an environmental activity, 

since it regards recycling, but it is also an act of supporting local businesses, which can be a 

CSR activity (Arthur et al., 2007; Spence & Lozano, 2000). The purpose is derived from the 

brewery‟s desire to cherish the local food production. The origin of the activity was initiated 

from the Farmer. Although, the empirical data shows that there are a lot of regulations from 

governmental authorities regarding the environment. Thus, activities that the brewery 

performs that are executed due to governmental authorities cannot be seen as CSR activities, 

despite being environmental activities. One example that the owner highlights is that the 

Governmental Liquor Store wants to put pressure on breweries to switch to lightweight 

bottles. This is an example of a growing pressure from a stakeholder to engage in CSR, as 

explained by Porter and Kramer (2006). However, from the Governmental Liquor Store‟s 

point of view, this is a way for them to highlight an environmental issue with large impact 

that they are able to work with. However, by inserting a penalty fee for those suppliers that do 

not deliver their products in lightweight bottles, the Governmental Liquor Store complicates 

for breweries to engage in a possible CSR activity. This clearly shows that governmental 

authorities can influence ethical decisions in the company, as described in previous research 

(Quaak et al., 2007; Spence & Lozano, 2000). 

 

Government decisions are complicated and based on that one is 

criminal and cannot use common sense. 

(B. Falkeström, personal communication, 2015-04-09) 

 

The empirical data reveals that there are several activities that are regulated by governmental 

authorities, especially when it comes to environmental issues. One example evident in the 

empirical data is the case with the waste water treatment plant. The Owner explains that he 

initially wanted to improve the municipal waste water treatment plant. This way, the local 

community would benefit from the activity. However, governmental authorities put a stop of 

the issue. This means that governmental authorities in fact prohibited a potential CSR activity. 

It also supports the theory stating that the government has a strong influence as a stakeholder 

for the company (Quaak et al., 2007; Spence & Lozano, 2000). 

 

The brewery works with several local activities. The motivation for engaging in local 

activities derives from the Owner‟s will to keep the local community alive. This is consistent 

with previous research, which state that SME managers prefer local activities (Dincer & 

Dincer, 2013; Jenkins, 2009). To start up a fiber network association was a voluntary activity.  
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Of course they had partly a self interest in it as well, but they helped 

the others to get it to. 

(A. Holgersson, personal communication, 2015-04-10) 

 

The fiber network was obviously needed for the brewery to continue their business. However, 

there is nothing that says that the brewery had to share the fiber network with the local 

community or put financial resources into the activity. There were limited options regarding 

an internet connection in the local community. Thus, the origin of the activity emerged from a 

need in the local community. To support the local community is listed as a CSR activity 

(Arthur et al., 2007; Spence & Lozano, 2000). This is only one of all activities in the 

empirical data that concern the local community. Another activity that has affected the local 

community is the improvement of the roads. This activity is due to the increased shipments to 

and from the brewery. The Owner explains that a lot of the activities are a consequence of the 

brewery being located in a sparsely populated area. Thus, by not moving to a more suitable 

area regarding infrastructure, but to remain where it all started, the Owner implies that he 

believes that the brewery is responsible just by staying where they are and investing in the 

local community. This further strengthens the theory that state SME managers prefer local 

activities (Dincer & Dincer, 2013; Jenkins, 2009). 

 

The brewery evidently engages in CSR. However, they do not promote the activities as CSR. 

This is something that Jenkins (2009) argues SMEs are uncomfortable with. The Owner 

clearly states that he sees CSR as a word that larger companies use in order to green-wash 

their business. However, the Owner does have knowledge about CSR, thus making the CSR 

activities performed by the brewery more implicit rather than explicit. 

 

5.3 Stakeholders Perception of the Company’s CSR Activities 
Previous literature states that stakeholders‟ demands are often in conflict with each other 

(Ditlev-Simonsen & Wenstøp, 2013; Yukl, 2005). However, the stakeholders included in this 

study do not have anything negative to say about the brewery or other stakeholders. The 

difference between theory and empirical data might be derived from the ethics of the brewery. 

The brewery evidently does a lot more than necessary according to laws and regulations, and 

they devote a lot of resources to different activities that affect the stakeholders. Managers of 

SME tend to go beyond the legal minimum (Dincer & Dincer, 2013) and the Owner states that 

he wants to take responsibility towards all stakeholders. Thus, the activities the brewery 

engages in are a way to take responsibility to the stakeholders. 

 

The empirical data shows that there is no explicit pressure from any stakeholder for the 

brewery to engage in any of the above listed CSR activities. This strengthens previous 

research (Kechiche & Soparnot, 2012). The CSR activities have risen due to a need among the 

stakeholders and/or a will from the owner to make an impact on the stakeholders. Thus, the 

literature stating that the major cause for a SME to engage in CSR is the manager‟s personal 

reasons (Dincer & Dincer, 2013; Jenkins, 2009; Kechiche & Soparnot, 2012) is supported. It 

is evident in the empirical data that a lot of focus is put on the local community. 

 

It feels like you have contributed to something that is good for the 

local community. 

(B. Falkeström, personal communication, 2015-04-09) 

 

This quote proves that the brewery have a strong local bond. Thus, previous research is 

supported (Kechiche & Soparnot, 2012). The Owner states that he has received a lot of 
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positive feedback from local stakeholders. CSR is more likely to be successful when the 

company has strong local bonds (Arthur et al., 2007).  There are two issues the Owner 

mentions that can be interpreted as negative. One is about an opposition towards a building 

permit, which was quickly resolved. The other is about negative responses towards 

collaborations between the brewery and governmental authorities. Thus, CSR can be initiated 

by the owners will to make an impact on the stakeholders.  

 

The Employee has the internal context of the brewery in focus. Looking at the CSR activities 

it is evident that the employees are important for the brewery. This strengthens existing 

literature (Kechiche & Soparnot, 2012; Quaak et al., 2007; Zhu et al., 2014). The activities 

include implementing a bonus system, improving the work environment more than demanded 

by law and offer a higher salary than the average. The CSR activities regarding the employees 

are derived from the Owners will to show appreciation towards the employees. This is indeed 

appreciated by the Employee. Thus, CSR can be a way for the company to show appreciation 

towards the stakeholders. The Employee does not acknowledge the term CSR, but believes 

that it is interesting for the brewery to work with. However, he is not sure if they would 

explicitly call it CSR. This shows that the Employee has a similar mindset as the Owner. 

 

The focus for the Local Resident is the local community. It is evident among the activities that 

the brewery engages in that a lot of resources have been devoted on activities concerning the 

local community. This is derived from the Owner‟s will to keep the local community alive. 

Since this will is shared with the local resident, it is indicated that the activities the brewery 

engages in reflects the values and expectations of the local community. This is stated in the 

literature as very important (Kechiche & Soparnot, 2012). It is indicated in several activities 

listed, such as the improvements of roads or increased value of homes, that the brewery 

indeed has taken a responsibility towards the local community just by remaining in the village 

they started in. This is very much appreciated by the Local Resident. The Local Resident also 

believes that several of the activities, such as the improvement of the roads, would not have 

been possible if the brewery had not remained in the village. However, in this study, only one 

of the CSR activities concern the local community, namely starting up a fiber network 

association. This CSR activity is indeed appreciated by the Local Resident. However, this 

activity is not the only reason for the positive attitude from the local resident. This shows that 

CSR is not the only thing that influences a stakeholder‟s perception of the company. It is also 

evident that the needs of a stakeholder can encourage a company to engage in CSR. When 

asked explicitly about CSR, the Local Resident responded: 

 

I believe that is what they are doing when they are doing this of which 

I speak, supports businesses and associations in the village. I think 

that is one of those responsibilities. 

(A. Holgersson, personal communication, 2015-04-10) 

 

The focus for the Farmer is the CSR activity to give away byproducts and waste. This activity 

was initiated from the Farmer. This shows that a stakeholder can encourage a company to 

engage in CSR. The Farmer overall also has a positive view of the brewery. He describes the 

brewery as a role model with a fighting spirit, which already takes great responsibility. 

 

They show that it is possible to get forward, despite the fact that they 

are small and located in the middle of nowhere. 

(F. Janpers, personal communication, 2015-04-10) 
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The Consumer and the Beverage Manager clearly have the product in focus. They both state 

that it is difficult to influence the brewery. The have a positive view of CSR, but does not 

know whether the brewery engage in CSR or not. The Beverage Manager explains that the 

relationship with the brewery could have been different if they were located in the same area. 

Thus, if another restaurant with a closer relationship with the brewery had been included in 

the study there is a possibility that the restaurants perception of the brewery could have been 

different. However, the Consumer can influence the company through their product selection 

(Aguinis & Glavas, 2012; Sen & Bhattacharya, 2001). Thus, the major influence these 

stakeholders have on the brewery‟s CSR activities is the encouragement to drink responsibly. 

This is also something that both the Consumer and the Beverage Manager believe to be 

positive. The Consumer does not crave for organic products at the moment. This is consistent 

with the research by Quaak et al. (2007). However, the representative for the Governmental 

Liquor Store indicates that the trend to consume more organic products is on the rise. Due to 

the high competition in the industry, this might lead to a higher pressure on the brewery to 

produce more organic products in the future. 

 

The Municipality is also very positive towards the brewery. The representative for the 

Municipality believes that the brewery engages in CSR. The representative for the 

Municipality believes that the brewery has gained the local community as well as the 

municipal as a whole. 

 

These are the ones that create jobs and fund public services. 

(I. Wilstrand, personal communication, 2015-04-21) 

 

Another governmental authority is the representative for the Governmental Liquor Store. He 

describes that the focus for the Governmental Liquor Store is the products and has not any 

insight in the activities that the brewery engages in. This shows that stakeholders that have a 

more distant relationship with the company may not be aware of the CSR that a business 

partner engages in. 

 

5.4 The Outcomes of the CSR Activities 
It is evident that the CSR activities have affected the brewery. Although, none of the negative 

aspects of CSR discussed in the theoretical framework can be found in this study. All of the 

CSR activities are seen as positive among the stakeholders. Especially the stakeholders with a 

closer relationship, such as the Local Resident and the Municipality, have a very good 

relationship with the brewery. This is one of the potential benefits of CSR (Jones et al., 2013; 

Perrini et al., 2007). It is evident that the brewery‟s CSR activities have gained the local 

community. Roads have improved, houses are valued higher and local businesses are 

supported. The representative for the Municipality also believes that the brewery gains the 

local community in the long run. 

 

Oppigårds has put Hedemora on the map with their world class beer. 

(I. Wilstrand, personal communication, 2015-04-21) 

 

However, the Municipality has also prohibited the brewery to perform CSR activities. The 

activity regarding switching to lightweight bottles is also an example of where a governmental 

organization prohibits the brewery to perform a CSR activity. Despite this, the representative 

for the Governmental Liquor Store does not seem aware of that they are in fact performing a 

CSR activity that prohibits others to perform CSR. 
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It's something we see that we can do, because packaging and how they 

are transported has a large environmental impact. 

(S. Adin, personal communication, 2015-04-23) 

 

Several of the CSR activities have a financial impact on the brewery. All CSR activities 

related to the employee and work environment have a negative impact on the financial status 

of the brewery. Hence, they cost money for the brewery to execute. However, the Employee 

clearly states his appreciation for the CSR activities.  

 

It is a nice gesture, you feel appreciated. 

(H. Ingo, personal communication, 2015-04-10) 

 

Thus, it is plausible to believe that these activities have an influence on the staff commitment. 

CSR activities concerning employee welfare can increase employee commitment (e.g. Brown 

et al., 2005; Jones et al., 2013; Lepoutre & Heene, 2006). Starting up a fiber network 

association also has a negative impact on the brewery‟s financial status. However, this activity 

has helped to build good relationships with the local community. This is also a potential 

benefit from CSR (Jones et al., 2013; Perrini et al., 2007). There are several CSR activities 

that have a positive effect on the brewery‟s financial status though. For example giving away 

byproducts and waste has an impact on the brewery‟s financial status. The Farmer appreciates 

the collaboration with the brewery. 

 

They do not see spent grain as a byproduct that you throw away. 

(F. Janpers, personal communication, 2015-04-10) 

 

This means that by engaging in an activity such as recycling, the brewery has achieved not 

only to perform an environmental CSR activity, but also the CSR activity to support local 

businesses. By answering to the Farmer‟s request to treat the spent grain, they have also 

succeeded to strengthen the relationship with this stakeholder. Good relationships with 

stakeholders are a possible outcome of CSR activities mentioned in previous research (Jones 

et al., 2013; Perrini et al., 2007). To give away byproducts and waste result in the brewery not 

having to pay for transporting it to landfill. Thus, this CSR activity has a positive effect on the 

financial status. In previous research it is stated that working with wastage reduction and 

recycling may reduce costs for the company (Jenkins, 2009; Kechiche & Soparnot, 2012), 

which is clearly the case. The CSR activity to encourage responsible drinking also has a huge 

impact on the brewery‟s financial status. This CSR activity is the core of the business. Thus, 

every beer the brewery sells yields revenues for the brewery, at the same time as it encourages 

responsible drinking. Thus, there is a possibility that some stakeholders might see the brewery 

as more responsible as other larger breweries. This is also implied by the representative for 

the Governmental Liquor Store who says that their goal is to get people to drink less. It is 

evident in the annual reports of the brewery, that they indeed are affected positively 

financially by this CSR activity. If the brewery had produced another type of beer, this CSR 

activity would not be possible. All this means that the findings regarding the linkage between 

CSR and financial performance are still inconclusive. However, this study indicates that there 

will never be a definite answer to how CSR affect the financial performance of the company. 

Not as long as the researchers gather all CSR activities together and look at the total impact 

on financial performance. As seen in this study, different CSR activities can affect the 

financial performance in different ways. 
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All stakeholders included in this study have a positive attitude towards the brewery. The CSR 

activities apparently make an impression on the stakeholders. This indicates that several 

outcomes that are beneficial for the brewery can emerge. The Consumer states that he is 

willing to market the brewery‟s products for free. Thus, firm reputation (e.g. Jones et al., 

2013; Kechiche & Soparnot, 2012; McWilliams & Siegel, 2000), corporate image (Dincer & 

Dincer, 2013; Kechiche & Soparnot, 2012) and brand value (Jones et al., 2013) can be 

affected. The Consumer also states that he has the ability to give the brewery feedback, which 

will help them in their development. 

 

All companies with a moral organization will appreciate it, even if it 

is negative. It is all about development. 

(J. Johansson, personal communication, 2015-04-10) 

 

This quote implies that stakeholders have the possibility to influence a company and it might 

be wise for the company to listen, since the stakeholder who gives feedback might be a key 

stakeholder. It is also evident in the empirical data that the type of product chosen by the 

Consumer might not have any significant effect on the brewery. There is no demand for 

organic products. Therefore, despite producing organic products is seen as a CSR activity, it 

does not have any significant outcome for the brewery. 

 

The nature of the CSR activities clearly shows that it has strengthened the brewery. This is 

consistent with previous research that states SMEs do not use CSR as part of a strategy, but as 

a way to strengthen the company (Jenkins, 2009). It is evident that the CSR activities, as well 

as several other activities, has been used as an investment for the company, as suggested in 

previous literature (Arthur et al., 2007; Zhu et al., 2014). CSR can thereby be seen as a 

business strategy to differentiate from competitors (e.g. McWilliams & Siegel, 2000; Ting et 

al., 2010; Zhu et al., 2014). By allocating resources to CSR activities Galbreath (2009) argues 

that the company can gain exclusive benefits that can be of strategic value. However, it is 

difficult to speculate if the investments in CSR have led to a competitive advantage, as 

previous researchers suggest (e.g. McWilliams & Siegel, 2000; Ting et al., 2010; Zhu et al., 

2014). In order to make such an assumption it would be necessary to have other companies to 

compare the brewery against. However, it is indicated that the CSR activities alone are not the 

source to a possible competitive advantage. 

 

5.5 Developed Analysis Model 
As seen in this study, CSR can be used for several reasons. CSR can be used to show 

stakeholders appreciation, as well as improving their situation. Above all, CSR in this study 

has been found to be a voice of the owner. This is one of the reasons why it is difficult to 

categorize stakeholders. As seen in this study, a stakeholder can have several stakeholder 

roles, such as the owner who also is a local resident. It is also evident that the hierarchy of the 

stakeholders might change over time, thus, making categorization of stakeholders even more 

difficult. It is therefore important to highlight that the concept of CSR is in constant 

movement. Since the settings of stakeholders change over time, it might be impossible to keep 

an activity as a CSR activity for eternity, as in the case of producing organic products. The 

CSR activities in this study have proven to affect the brewery in several ways. The employee 

commitment has been improved and the financial performance of the brewery has been 

affected. Some CSR activities are even found not to affect the brewery at all. The variety of 

the CSR activities shows that the amount of resources devoted to CSR is not important. It also 

shows that even small companies can support larger CSR activities. It is evident in this study 

that the stakeholders have influenced the brewery in several ways. There is a frequent 
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communication between the brewery and the stakeholders. This communication can be the 

source of a CSR activity. The summary of the analysis of this study has revealed that a slight 

modification of the analysis model is needed in order to fully understand the stakeholders‟ 

influence of a company‟s CSR activities. 

 

 
Figure 2- Developed Analysis Model 
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6 Conclusion 
 

This last part of the study aims to answer the research question formulated in 1.3 Research 

Question. The research question was How do stakeholders influence CSR activities in a 

successful small-sized company? The answer to this question yields theoretical, empirical and 

practical Contributions. The Limitations to the study are discussed and several suggestions to 

Future Research are presented. 

 

6.1 Contributions 
The concept of CSR is in constant movement, thus, making it difficult for companies to know 

which activities they should perform in order to engage in CSR. This is implied in the study. 

Thus, the theoretical contribution to this study is a model with a potential influencing factor 

which can help future research on the development of the CSR concept. This study reveals 

that one influencing factor for CSR is the communication between the stakeholders and the 

company that can be crucial in determining which activities can be regarded as CSR. Thus, 

this study has provided a model over the influence that the stakeholders have on a company‟s 

CSR activities.  

 

The empirical contributions from this study are many. First of all, this study gives some 

examples of what CSR activities a company can engage in. Also, this study for example has 

indicated that CSR activities can be inhibited by both governmental stakeholders and other 

companies. This study also proves that different CSR activities can affect the company in 

different ways. Thus, it is difficult to sum up the outcomes of CSR in only one way. This 

study has also indicated that a stakeholder can have several roles towards a company. This 

makes the situation more complex when determining the specific stakeholder‟s relationship 

towards a company. All these empirical findings can be a source for future research. 

 

There are several practical contributions that a company can use in order to grasp how they 

can work with CSR. There cannot be a complete template with different CSR activities, 

because every situation is different. However, there can be a template with a mindset that a 

company can use when striving for CSR. Below are some important mindsets that have come 

up during this study: 

 

 Choose your products with care – The product of your choice can be a CSR activity by 

itself. 

 Show appreciation towards your employees – To show the employees that you care 

about them makes them more positive towards the company. 

 Strive to be as environmental friendly as possible – No matter how small your 

company is it cannot be too small to work with environmental issues. 

 Support local businesses and the local community – To show the local stakeholders 

that you care about them makes the stakeholders more positive towards the company. 

 Be open to changes – The stakeholder settings can change over time. It is therefore 

important to continuously overlook the activities that the company performs.  

 

6.2 Limitations 
This study has several limitations. As seen in this study, there is a distinct relationship 

between the CSR activities and the outcomes of CSR. There is also a distinct relationship 

between the company‟s perception of the stakeholders and the stakeholders‟ perception of the 

company‟s CSR activities. However, the theoretical framework in this thesis did not 
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emphasize on these relationships. Thus, more focus could have been put on this. There are 

also several methodological limitations to this study. Only one company is investigated. Thus, 

a study including several companies could have strengthened the findings. The stakeholders 

that the respondents represent were picked out strategically. Thus, a more randomly selection 

of respondents could have yielded another set of empirical data. Another limitation to this 

study is that the respondents were not asked about specific CSR activities. This means that 

there might be CSR activities that were not included in this study, but still are important. 

 

6.3 Future Research 
This study has resulted in several indications for further studies. Of course, the CSR concept 

needs further investigation. This is due to the fact that it is in constant movement. Perhaps 

there are other angles that can be investigated in order to truly understand the concept. One of 

the most interesting results in this study was that governmental authorities CSR activities 

actually may inhibit an activity at the company to be CSR. In this study, no indications have 

been made in the included literature that this is possible. Thus, more research is needed to 

examine the relationship between governmental authorities CSR activities and companies 

CSR activities. This study also suggests that the link between CSR and financial performance 

has to be approached in a different way. Previous research tends to gather all CSR activities 

together and look at the total impact on financial performance. However, this study indicated 

that different CSR activities can affect the financial performance in both positive and negative 

ways. Thus, future research should emphasize on the financial performance of specific CSR 

activities. This study also shows that there is a difficulty to categorize stakeholders. The 

owner of the brewery is also a local resident. Thus, he may be included in two different 

stakeholder groups; the owner and the local community. It is evident in previous literature that 

the owner of a SME is strongly influenced by local stakeholders (Wigren, 2003). The local 

community is a local stakeholder. It is also evident in this study that the mind of the owner 

and the local resident is alike. This makes it difficult to know when the owner acts like the 

owner and when he acts like a local resident, through the brewery. Thus, future research needs 

to emphasize on categorizing stakeholders. 
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Appendix 1 - Interview Guide: The Owner 
This is an interview for a thesis on master level. The interview will be recorded and saved for 

future reference. Everything you say can be used in the thesis and the thesis will be published 

in an online public database. Do you understand the consequences of your participation? 

 

Can you tell me a little bit about yourself and your role in this company? 

- What stakeholder group do you represent? 

- What is it that you want from this company? 

 

Can you tell me about actions or decisions you have done that influenced this company? 

- Why did you do this action or take this decision? 

- What was the purpose of this action? 

- What was the response of this action? 

- What were the consequences of this action, for this company and different stakeholder? 

- Are these actions regulated by law or something else? 

 

Can you tell me about the stakeholders of this company? 

- Who are the stakeholders for this company? 

- Which stakeholder group is the most important for this company? 

- What do the stakeholders expect from this company? 

- What influence do the stakeholders have on this company? 

- What does this company do to satisfy its stakeholders? 

- Are these actions regulated by law or something else? 

 

Can you tell me how you balance the different interests from the stakeholders? 

- Does this company prioritize some stakeholder groups? 

- Is the financial performance more important than the stakeholders? 

 

Can you tell me about actions or decisions influenced by stakeholders? 

- What influence do stakeholders have on this company? 

- Which stakeholder group is the most important for this company? 

- What do the stakeholders want from this company? 

- How does this company meet the expectations of its stakeholders? 

- Are these actions regulated by law or something else? 

 

Can you tell me how the company takes responsibility for its stakeholders? 

- What actions does this company do in order to be responsible? 

- How is this company affected by these responsible actions? 

- How is this company affected financially by these responsible actions? 

- Are these actions regulated by law or something else? 

 

What is your opinion on Corporate Social Responsibility? 

- What pressure does this company have from the stakeholders to conduct in CSR? 

- What actions does this company explicitly do in order to conduct in CSR? 

- How is this company explicitly affected by CSR? 

 

Do you have anything to add?



 

 

  



 

 

Appendix 2 - Interview Guide: The Stakeholders 
This is an interview for a thesis on master level. The interview will be recorded and saved for 

future reference. Everything you say can be used in the thesis and the thesis will be published 

in an online public database. Do you understand the consequences of your participation? 

 

Can you tell me a little bit about yourself and your relationship to the company? 

- What stakeholder group do you represent? 

- What is it that this stakeholder group wants from this company? 

 

Can you tell me what this company does in order to satisfy you as a stakeholder? 

- What does this company do to satisfy this stakeholder group? 

- Are these actions regulated by law or something else? 

 

Can you tell me what you expect from this company? 

- What does this stakeholder group expect from this company? 

 

Can you tell me how you can influence this company? 

- What influence does this stakeholder group have on this company? 

- Are these actions regulated by law or something else? 

 

How do you consider that this company takes responsibility for you as a stakeholder? 

- What actions does this company do in order to be responsible? 

- How is this company affected by these responsible actions? 

- How is this company affected financially by these responsible actions? 

- Are these actions regulated by law or something else? 

 

What is your opinion on Corporate Social Responsibility? 

- Do you consider that this company should conduct in CSR? Why? 

- What actions do you consider this company already does in order to conduct in CSR? 

- What CSR actions do you consider this company should do? 

- How can you influence this company to conduct in CSR? 

- How would conducting in CSR affect you as a stakeholder? 

 

Do you have anything to add? 

 



 

 

  



 

 

Appendix 3 - Operationalization Scheme: The Owner 
 

Question Theory 

Can you tell me a little bit about yourself 

and your role in this company? 

- What stakeholder group do you represent? 

- What is it that you want from this 

company? 

Stakeholders are individuals that have an 

interest in the company (Castelo Branco et 

al., 2014; Maak & Pless, 2006). 

Can you tell me about actions or decisions 

you have done that influenced this 

company? 

- Why did you do this action or take this 

decision? 

- What was the purpose of this action? 

- What was the response of this action? 

- What were the consequences of this action, 

for this company and different stakeholder? 

- Are these actions regulated by law or 

something else? 

SMEs might not be aware of that they work 

with CSR (Perrini et al., 2007; Gelbmann, 

2010). 

 

For the activity to be considered as CSR it 

has to go beyond what is stated by law or 

ethical codes in society (Suryanarayana & 

Rao, 2012; McWilliams et al., 2006). 

 

The owner has a great influence on the way 

CSR is defined within a SME (Quaak et al., 

2007). 

Can you tell me about the stakeholders of 

this company? 

- Who are the stakeholders for this company? 

- Which stakeholder group is the most 

important for this company? 

- What do the stakeholders expect from this 

company? 

- What influence do the stakeholders have on 

this company? 

- What does this company do to satisfy its 

stakeholders? 

- Are these actions regulated by law or 

something else? 

Stakeholders are individuals that have an 

interest in the company (Castelo Branco et 

al., 2014; Maak & Pless, 2006). 

 

For the activity to be considered as CSR it 

has to go beyond what is stated by law or 

ethical codes in society (Suryanarayana & 

Rao, 2012; McWilliams et al., 2006). 

Can you tell me how you balance the 

different interests from the stakeholders? 

- Does this company prioritize some 

stakeholder groups? 

- Is the financial performance more important 

than the stakeholders? 

The company has to understand and balance 

the different interests of the stakeholders in 

order to maintain their business (Castelo 

Branco, Delgado, Sá & Sousa, 2014; Maak & 

Pless, 2006). 

Can you tell me about actions or decisions 

influenced by stakeholders? 

- What influence do stakeholders have on 

this company? 

- Which stakeholder group is the most 

important for this company? 

- What do the stakeholders want from this 

company? 

- How does this company meet the 

expectations of its stakeholders? 

- Are these actions regulated by law or 

SMEs might not be aware of that they work 

with CSR (Perrini et al., 2007; Gelbmann, 

2010). 

 

For the activity to be considered as CSR it 

has to go beyond what is stated by law or 

ethical codes in society (Suryanarayana & 

Rao, 2012; McWilliams et al., 2006). 



 

 

something else? 

Can you tell me how the company takes 

responsibility for its stakeholders? 

- What actions does this company do in order 

to be responsible? 

- How is this company affected by these 

responsible actions? 

- How is this company affected financially 

by these responsible actions? 

- Are these actions regulated by law or 

something else? 

CSR is considered as activities that a 

company does in order to take responsibility 

for its stakeholders (Suryanarayana & Rao, 

2012; McWilliams et al., 2006). 

What is your opinion on Corporate Social 

Responsibility? 

- What pressure does this company have 

from the stakeholders to conduct in CSR? 

- What actions does this company explicitly 

do in order to conduct in CSR? 

- How is this company explicitly affected by 

CSR? 

CSR is considered as activities that a 

company does in order to take responsibility 

for its stakeholders (Suryanarayana & Rao, 

2012; McWilliams et al., 2006). 

Do you have anything to add?  

 

 

  



 

 

Appendix 4 - Operationalization Scheme: The Stakeholders 
 

Question Theory 

Can you tell me a little bit about yourself 

and your relationship to the company? 

- What stakeholder group do you represent? 

- What is it that this stakeholder group wants 

from this company? 

Stakeholders are individuals that have an 

interest in the company (Castelo Branco et 

al., 2014; Maak & Pless, 2006). 

Can you tell me what this company does in 

order to satisfy you as a stakeholder? 

- What does this company do to satisfy this 

stakeholder group? 

- Are these actions regulated by law or 

something else? 

CSR is considered as activities that a 

company does in order to take responsibility 

for its stakeholders (Suryanarayana & Rao, 

2012; McWilliams et al., 2006). 

 

For the activity to be considered as CSR it 

has to go beyond what is stated by law or 

ethical codes in society (Suryanarayana & 

Rao, 2012; McWilliams et al., 2006). 

Can you tell me what you expect from this 

company? 

- What does this stakeholder group expect 

from this company? 

CSR is considered as activities that a 

company does in order to take responsibility 

for its stakeholders (Suryanarayana & Rao, 

2012; McWilliams et al., 2006). 

 

For the activity to be considered as CSR it 

has to go beyond what is stated by law or 

ethical codes in society (Suryanarayana & 

Rao, 2012; McWilliams et al., 2006). 

Can you tell me how you can influence this 

company? 

- What influence does this stakeholder group 

have on this company? 

- Are these actions regulated by law or 

something else? 

CSR is considered as activities that a 

company does in order to take responsibility 

for its stakeholders (Suryanarayana & Rao, 

2012; McWilliams et al., 2006). 

 

For the activity to be considered as CSR it 

has to go beyond what is stated by law or 

ethical codes in society (Suryanarayana & 

Rao, 2012; McWilliams et al., 2006). 

How do you consider that this company 

takes responsibility for you as a 

stakeholder? 

- What actions does this company do in order 

to be responsible? 

- How is this company affected by these 

responsible actions? 

- How is this company affected financially 

by these responsible actions? 

- Are these actions regulated by law or 

something else? 

CSR is considered as activities that a 

company does in order to take responsibility 

for its stakeholders (Suryanarayana & Rao, 

2012; McWilliams et al., 2006). 

 

For the activity to be considered as CSR it 

has to go beyond what is stated by law or 

ethical codes in society (Suryanarayana & 

Rao, 2012; McWilliams et al., 2006). 

What is your opinion on Corporate Social 

Responsibility? 

- Do you consider that this company should 

conduct in CSR? Why? 

CSR is considered as activities that a 

company does in order to take responsibility 

for its stakeholders (Suryanarayana & Rao, 

2012; McWilliams et al., 2006). 



 

 

- What actions do you consider this company 

already does in order to conduct in CSR? 

- What CSR actions do you consider this 

company should do? 

- How can you influence this company to 

conduct in CSR? 

- How would conducting in CSR affect you 

as a stakeholder? 

 

For the activity to be considered as CSR it 

has to go beyond what is stated by law or 

ethical codes in society (Suryanarayana & 

Rao, 2012; McWilliams et al., 2006). 

 

Do you have anything to add?  

  



 

 

Appendix 5 - Compilation of Annual Reports From Oppigårds Bryggeri AB 
 

 2010 2011 2012 2013 2014 

Number of 

Employees 

6 7 7 8 14 

Net 

Turnover 

16 399 660 19 740 614 25 750 624 35 921 476 51 541 152 

Annual 

Profit 

2 639 228 2 949 146 3 434 684 4 184 395 6 050 750 
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