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Extended abstract

Today, the field of corporate social responsibility (CSR) seems to be as hot as ever, and
in most media it is reported both stories of success as well as stories of failure. CSR is,
without doubt, an important strategic matter in the retail sector and is argued to be some-
thing that can create sustainable competitive advantages for retailers as well as other or-
ganizations (Porter and Kramer 2006). CSR is an important tool for a retailer when de-
veloping good relationships with other stakeholders (Elg, Deligonul, Ghauri, Danis and
Tarnovskaya 2012). Research also suggests that consumers prefer socially responsible
retailers that act as good citizens (Luo and Battacharaya 2006). There are many groups
that contribute with voices in the debate, all from companies themselves, over
government and society, to consumers and consumer organizations and NGOs (Non
Governmental Organizations).

Retail organizations are performing CSR activities in an increasingly structured way, and
some are also signed up to a variety of networks, including a membership in the UN
Global Compact. Members of networks such as UN Global Compact have to work with
sensegiving activities in cooperation with their various stakeholders, in creating and
sending messages about their activities in the area of CSR, and in so try to influence the
sensemaking processes of their stakeholders, and here Gioia & Chittipeddi (1991) bring
up the importance of symbols and symbolic contructions. In reaching a position of
advantage, firms, as for example retailers, have to consider the interests of their
stakeholders, and sometimes also cooperate with them. It is here interesting to note how
Weick (1995) states the importance of making sense and produce meaning, and that this
is done more favourably with shared experiences instead of shared values.

It has been argued that CSR can only be meaningful in an organization if the organization
also walks the talk (Nijhof, Cludts, Fisscher & Laan, 2003). In this paper, the aim is to
dwell deaper into the sensegiving and sensemaking of the principles and activities being
required from a member of the UN Global Compact. A potential explanation for the gap
1


mailto:jorgen.wettbo@fek.lu.se
mailto:jens.hultman@fek.lu.se

between CSR-rhetoric and CSR-reality include the difficulties managers have in making
sense of the CSR-concept (Nijhof & Jeurissen, 2006), as well as making it operational
(Grayson & Hodges, 2004). Most often questions concerning content - what CSR is - and
drivers - why CSR should be a subject for business - as well as measurement of CSR-in
form of audits, compliance programmes etc., are approached in CSR-research
(Herrnstadt, 2001; Frynas, 2005; Porter & Kramer, 2006; Scherer & Palazzo, 2007).

In this paper, our intention is to provide empirical evidence that supports description and
analysis of the process of advancing towards sustainable business practices in ICA, a firm
participating in the UN Global Compact (UNGC) since year 2004. The empirical
materials include observations, document studies and semi-structured interviews with a
varity of respondents at different levels of ICA and also respondents from various
stakeholders. Our aim is to find voices that depict interests and agendas, in order to
increase the knowledge of how a membership within the UN Global Compact is handled
and perceived. When approcaching various types of stakeholders, we seek voices that
describe how ICA and its stakeholders make sense of a membership in the UNGC, and
also including the possible impact of the membership.

The paper contributes with increased knowledge about how various stakeholders to ICA
have perceived ICAs membership in the UN Global Compact, including visually in
brochures and on internet, as well as audible through speeches and presentations, and it is
interesting to notice the difference of the awareness between such stakeholder groups as
for example owners, suppliers and authority-contacts. An important observation is that
representatives from the owners seem to be more aware than authority contacts and
suppliers. Regarding the sensemaking process of stakeholders, it is also interesting to
notice differences, and that can come out from the degree of awareness of CSR in general
as well as ICAs work within the field. Suppliers to ICA seems to face more impact of the
membership than stakeholders as for example authority-contacts, and it is interesting to
notice how some NGOs put assign value in ICA being a member of a structured CSR-
network like the UN Global Compact.

Key words: CSR, retail, Sweden, ICA, sensemaking, sensegiving,
References

Elg, U., Deligonul, S.Z., Ghauri, P.N., Danis, W. & Tarnovskaya, V., (2012), Market-
driving strategy implementation through global supplier relationships, Industrial Marke-
ting Management, 41(6), 919-928.

Herrnstadt, O.E. (2001). Voluntary Corporate Code of Conduct: What’s Missing? The
Labor Lawyer, 16(1), 349-370.

Frynas, G.J. (2005). The false development promise of Corporate Social Responsibility:
evidence from multinational oil companies. International Affairs, 81(3), 581-598.
2



Gioia, D. A., & Cittipeddi, K. (1991). Sensemaking and Sensegiving in Strategic Change
Initiatition. Strategic Management Journal, 12, 433-448.

Grayson, D. A., & Hodges, A. (2004). Corporate social opportunity! Seven steps to make
corporate social responsibility work for your business. Sheffield, UK:Greenleaf
Publishing.

Luo, X., & Bhattacharya, C. B. 2006. Corporate Social Responsibility, Customer Satis-
faction, and Market Value, Journal of Marketing, 70(4): 1-1.

Nijhof, A., Cludts, S., Fisscher, O., & Laan, A. (2003). Measuring the Implementation of
Codes of Conduct. An Assesement Method Based on a Process Approach of the
Responsible Organisation. Journal of Business Ethics, 45(1-2), 65-78.

Nijhof, A., & Jeurissen, R. (2006). A sensemaking perspective on corporate social
responsibility: Introduction to the special issue. Business Ethics: A European Review,
15(4), 316-322.

Porter, M. E., & Kramer, M. R. (2006). Strategy & Society: The Link Between
Competitive Advantage and Corporate Social Responsibility. Harvard Business Review,
12, 78-92.

Scherer, A.G., & Palazzo, G. (2007). Toward A Political Conception of Corporate
Responsibility: Business and Society Seen From A Habermasian Perspective. Academy of
Management Review, 32(4), 1069-1120.

Weick, K. E. (1995). Sensemaking in Organizations. Sage Publications Inc, USA.



	Walk the talk of sustainable business practices? – the case of ICA and its UN Global Compact membership
	Extended abstract for the 4PthP Nordic Retail and Wholesale Conference (NRWC 2014)
	Jörgen Wettbo (Corresponding author) & Jens Hultman
	Center for Retail Research
	Lund University, Sweden
	E-mail: 2TUjorgen.wettbo@fek.lu.seU2T & 2TUjens.hultman@fek.lu.seU2T
	Tel: +46 (0) 46 222 00 00
	Extended abstract

	The paper contributes with increased knowledge about how various stakeholders to ICA have perceived ICAs membership in the UN Global Compact, including visually in brochures and on internet, as well as audible through speeches and presentations, and i...
	Key words: CSR, retail, Sweden, ICA, sensemaking, sensegiving,
	References
	Elg, U., Deligonul, S.Z., Ghauri, P.N., Danis, W. & Tarnovskaya, V., (2012), Market-driving strategy implementation through global supplier relationships, Industrial Marketing Management, 41(6), 919-928.
	Luo, X., & Bhattacharya, C. B. 2006. Corporate Social Responsibility, Customer Satisfaction, and Market Value, Journal of Marketing, 70(4): 1-1.

