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Abstract 

The rapid increase of corporate social responsibility (CSR) has led to a large 

numbers of programs that have failed to meet the expectations of stakeholders 

(McShane & Cunningham 2012). The reason being that stakeholders are becoming 

more sceptical about firms true purpose for engaging in CSR activities (Arendt & 

Brettel 2010). It may fuel worries that firms are acting in self-interest and trying to 

look good instead of doing good and not acting in line with the communicated CSR 

(Porter and Kramer 2011). Despite this downside, a well-executed CSR can lead to 

an increased company attractiveness and stakeholder identification. CSR is 

acknowledged as one of the most important tools for companies to use for creating 

corporate reputation (Arendt and Brettel 2010). 

This thesis wants to understand and evaluate the development of CSR, given that 

organizations must continuously look at both the tensions between profit seeking 

and the conflicting demands from different stakeholder groups. Authenticity can be 

seen as an appropriate view or perspective since stakeholders want to know if the 

communicated CSR is a reflection of the organization’s true self (Harvey et al. 

2006). 

The aim of this study is to investigate CSR as a marketing practice and to explore 

how authenticity is constructed in relation to internal CSR communication. By 

answering this aim, there will be an enhanced understanding of how authenticity 

can be constructed and how CSR can be communicated within organizations. 

A qualitative approach has been conducted for this thesis. The primary data has 

been collected from semi-structured interviews at Grant Thornton and the 

interviews consisted of eight respondents with different positions in the company. 

Five mechanisms have been developed, showing how the work of constructing CSR 

is carried out, as well as how Grant Thornton integrate CSR into the organisation. 

Furthermore, three features have been developed showing how authenticity can be 

created within organizations. 

Keywords: CSR, Internal CSR communication, CSR programs, Authenticity, CSR 

from a marketing perspective. 



5 

 

Sammanfattning 

Corporate social responsibility (CSR) har ökat kraftigt bland organisationer vilket 

har lett till ett stort antal CSR program som inte kunnat uppfylla intressenternas 

förväntningar (McShane & Cunningham 2012). Anledningen är att intressenterna 

blir allt mer skeptiska gällande vilket organisationers verkliga syfte är till att driva 

CSR program (Arendt & Brettel 2010). Intressenternas skepticism grundas i att 

företag kan välja att agera i eget intresse för att skapa en förbättrad image istället 

för ren välvilja. Därmed agerar inte företagen i linje med deras kommunicerade 

CSR (Porter & Kramer 2011). Däremot kan en välutvecklad CSR öka 

attraktionskraften och skapa samhörighet mellan organisationen och intressenterna. 

CSR har därför blivit erkänt som ett av de viktigaste verktygen för företag att 

använda för att förbättra företagens image (Arendt & Brettel 2010).  

Den här uppsatsen ämnar att skapa en förståelse för utvecklingen av CSR eftersom 

organisationer måste kontinuerligt välja mellan att följa vinstdrivande initiativ eller 

följa krav från olika intressentgrupper. För att avgöra om den CSR som 

kommuniceras är i linje med vad organisationer utger sig för att vara, kan 

autenticitet ses som ett lämpligt verktyg att utgå från (Harvey et al. 2007). 

Syftet med studien är att undersöka CSR ur ett marknadsföringsperspektiv samt hur 

autenticitet kan konstrueras inom intern CSR kommunikation. Genom att 

undersöka syftet kommer teori att skapas för att visa hur autenticitet kan alstras i 

intern CSR kommunikation samt hur CSR kan kommuniceras inom organisationer. 

Ett kvalitativt tillvägagångssätt har använts. Primär data har samlats in med hjälp 

av semi-strukturerade intervjuer som utfördes på företaget Grant Thornton. 

Respondenterna bestod av åtta individer med anställning på olika positioner inom 

företaget. Fem mekanismer har kunnat påvisas som beskriver hur företag kan arbeta 

med att integrera CSR i organisationen. Tre funktioner har också utvecklats som 

påvisar hur autenticitet kan skapas inom organisationer i samband med CSR.   

Nyckelord: CSR, Intern CSR kommunikation, CSR program, Autenticitet, CSR ur 

ett marknadsföringsperspektiv. 
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1. Introduction 

The attention towards corporate social responsibility (CSR) has grown rapidly, 

especially within the academic and business field. One reason for this, mentioned 

by Arendt and Brettel (2010) is that a well-executed CSR leads directly to increased 

company attractiveness and stakeholder identification. CSR has developed into a 

standardized concept that is applied and communicated across different industries 

and company sizes and is acknowledged as one of the most important tools for 

companies to use for creating corporate reputation. While having a strong corporate 

identity one can provide competitive advantage, but there is also a downside to the 

concept since stakeholders are becoming more sceptical about firms reasoning for 

engaging in CSR activities (Arendt & Brettel 2010). Porter and Kramer (2011) 

highlight the increased attention of CSR and the mistrust towards companies that 

try to achieve a win–win situation for the firm and society through CSR efforts. It 

may fuel worries that firms are acting in their self-interest and trying to look good 

instead of doing good (Ibid). Therefore, the consequence of the rapid increase of 

CSR has led to a large number of programs that have failed to meet the expectations 

of stakeholders (McShane & Cunningham 2012). 

One reason that CSR programs fail can be linked to a concept called authenticity. 

Generally speaking, the meaning of authenticity can be explained as behaviour and 

actions that are aligned with the core beliefs and values of an individual (Harvey et 

al. 2006). Authenticity can also be defined as a manifestation of an individual’s 

search for what is real (Leigh 2006). The concept are sometimes generalized as the 

ideas of truthfulness, genuineness, accuracy and reliability (Beckman et al. 2009; 

Beverland 2006). Despite these different definitions, individuals will judge 

authenticity by comparing the object of interest to a referent standard. When this 

judgement corresponds, authenticity occurs. An example of a referent standard can 

be that the image of CSR is aligned with the company's true identity (McShane & 

Cunningham 2012).  

Authenticity can be seen as an appropriate view or perspective for understanding 

and evaluating the development of CSR, given that organizations must continuously 

look at both the tensions between profit seeking and the conflicting demands from 
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different stakeholder groups. Stakeholders want to know if the CSR is a reflection 

of the organization’s true self (Harvey et al. 2006). Recent work have found that it 

is central with perceived authenticity when determining the acceptance and success 

of CSR programs among stakeholders due to their high level of scepticism 

regarding CSR (Beckman et al. 2009).  

1.1. Problem Discussion 

Despite understanding the importance of developing authentic CSR programs, the 

absence of literature is noticeable regarding how internal stakeholders within an 

organization perceives CSR programs to appear authentic (Beckman et al. 2009; 

Collier & Esteban 2007).  For this thesis, the meaning of internal stakeholders are 

both employees and managers that work within the organization. To understand 

how internal stakeholders perceive CSR programs to appear authentic, the 

construction of authenticity and its connection to CSR will therefore be investigated 

(McShane & Cunningham 2012). The expected role that authenticity plays 

regarding if an organization can achieve benefits through their CSR program is 

important for the understanding regarding how internal stakeholders form their 

judgments. Given that the internal stakeholders are fundamentally the face of their 

organization and are largely expected to act as ambassadors for the organization’s 

CSR program, more research regarding this phenomenon is essential (Collier & 

Esteban 2007). 

1.2. Aim 

The aim of this study is to investigate CSR as a marketing practice, and to explore 

how authenticity is constructed in relation to internal CSR communication. 

1.3. Research question 

How is authenticity constructed and how are both management and employees part 

of this construction process? 
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1.4. Case company 

For this thesis, employees and managers at Grant Thornton were interviewed. Grant 

Thornton is one of Sweden's fastest growing audit and consulting companies. They 

have over 1200 employees at 24 offices in Sweden and provide services in audit, 

financial services, tax and consulting. During one year, they support about 26000 

companies and organizations in Sweden regarding financial services (Grant 

Thornton 2017a). The reason for investigating Grant Thornton was because their 

openness with their sustainability development and they were awarded with being 

the second best employer in Sweden 2016. The award is based on employees voting 

for the best employer of their choice (Universum 2016). The argument can therefore 

be made that Grant Thornton are at the forefront when it comes to satisfy their 

employees and work actively with CSR development to construct authentic CSR 

among their employees. 

By conducting in depth interviews with different parties within the organisation, 

such as the head of sustainability, office managers and employees with different 

positions and work experience, there will be an increased understanding of how the 

head of sustainability work to construct authenticity and how employees perceive 

the CSR. The study will therefore show two different dimensions in the 

organization. Five different offices in Sweden were chosen in order to see how well 

the CSR has spread within the organization. Interviews was conducted at Grant 

Thornton’s headquarter in Stockholm, as well as offices at different locations in 

Sweden. 
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2. Theoretical Framework 

This chapter provides an overview of CSR’s connection to marketing and its 

implications. Thereafter, the concept of authenticity is presented in relation to CSR 

and how it affects employee perceptions of CSR programs. Lastly, the theory will 

present how authenticity is created in the context of CSR programs. 

2.1. CSR as a marketing practice 

CSR is described as having three important principles: environmental-, social- and 

economic principles. Combining these three principles builds the foundation that 

CSR rests upon. CSR stands for using environmental resources responsibly, treating 

everyone fairly and generating sustainable profits (Bansal 2002). Öberseder et al. 

(2013) describes the phenomenon as the voluntary integration of social concerns 

and practices into the everyday procedures of a company. However, in 2016 the EU 

commission passed a new law stating that all listed companies must conduct a 

sustainability report yearly (European Commission 2016). 

The link between marketing and CSR can be traced back to the 1960s. This was 

when there was a call for marketers to be more responsible with their marketing. 

Meaning that marketers should start to consider socially responsible goals and 

ethical standards in their marketing. Furthermore, it was not until the 1980s that 

scholars started to acknowledge the role of marketing within CSR (Eteokleous et 

al. 2016). Since then, CSR has become priority in management and marketing. 

Companies are using CSR as a reputation management tool in order to stand out 

from the decreasing brand differentiation of companies and media clutter (Sen et 

al. 2006). The recognition of how CSR affects company's reputation, identity and 

organizational success has become a key topic in marketing and sustainability 

research (Arendt & Brettel 2010; Sen et al. 2006). 

From a stakeholder perspective CSR can be seen as support to worthy causes. But 

they can also see it as a marketing practice that exists in order to create visibility 

rather than a social impact. This leads to stakeholders wondering whether CSR 

really is genuine or just a marketing tool in order to increase profits. The increased 

attention of CSR and the mistrust towards companies that try to achieve a win–win 
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situation for the firm and society through CSR efforts. It may fuel worries that firms 

are acting in their self-interest and trying to look good instead of doing good (Porter 

and Kramer 2011; Arendt & Brettel 2010).  

2.2. The connection between authenticity and CSR   

Authenticity is a possible way to follow the development of CSR. Given that 

organizations must continuously negotiate both the tensions between profit seeking 

and the conflicting demands from different stakeholder groups (McShane & 

Cunningham 2012). Devinney (2009) argued that CSR asks organizations to work 

against their main purpose, which is to generate profit. Because of this tension, 

McShane and Cunningham (2012) argue that authenticity is especially relevant to 

CSR judgments. 

Authenticity can be defined in different ways and is an elusive concept. In previous 

research, there are many views and definitions of the concept. Leigh (2006) defines 

it as a manifestation of an individual’s search for what is real. Other researchers 

have adopted a broader definition of the concept and generalized authenticity as 

ideas of truthfulness, genuineness, accuracy and reliability (Beckman et al. 2009; 

Beverland 2006). The idea regarding being true to oneself can be said to be the core 

of authenticity (Grayson & Martinec 2004; Liedtka 2008). Liedtka (2008) explains 

that organizations can create a more authentic self by promoting individuals to be 

emotionally engaged, have impact and actively participate in strategy-making 

processes. Driver (2006) on the other hand explains that authenticity of the 

corporate self, involves the organization recognizing that it’s implanted in a 

network of stakeholder relationships. The different views presented by Liedtka 

(2008); and Driver (2006) both recognize the central role of stakeholders in the 

structure of authentic organizational characters and they both make strong 

statements for the benefits of using authenticity as a view to understand the 

integration of CSR. 

The discussion about authenticity involves valuations of whether the object (in this 

case CSR) is of interest to your true self (Grayson & Martinec 2004). The existing 

literature proposes that people link their own perceptions of the relevant object’s 

characteristics to those of a socially constructed standard of comparison (Beverland 
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2006; Fombrun & van Riel 2004; Grayson & Martinec 2004). Many authors argue 

that authenticity will be reached when the perceived objects characteristics are in 

line with the established outline. Some research implies that this outline is static, 

which mean that individuals can measure authenticity based on the link between 

the two objects (Grayson & Martinec 2004). In contrast, other research expresses 

authenticity as ‘a process of continually becoming’, proposing that the referent 

standard by which to assess authenticity is dynamic and evolving (Liedtka 2008). 

Despite these different views of authenticity, the basic assumption that people will 

judge authenticity by comparing the object of interest to a referent standard still 

stands (McShane & Cunningham 2012). 

Since the global economic crisis and the loss of trust emerging, authenticity has 

become more relevant for discussion (Alexander 2009). The loss of trust is based 

on corporate dissonance, since there is a lack of connection between an 

organizations stated goals and its actual actions and achievements. This 

disconnection harms the reputation of the organization and enhances lack of trust 

(Leitch & Davenport 2011). Organizations that are seen to be authentic make 

defined core values that are in line with the business actions. This increases trust, 

which has a significant impact on a company’s bottom line (Eggers et al. 2013). 

Which means that authenticity can be reached (Ibid). 

Another important factor for creating authenticity is presented by Deegan and 

Unerman (2011) which explains that organizations continuously seek to ensure 

their legitimacy, which can be described as companies operating in the bounds of 

norms of their respective societies. Companies attempt to ensure that their activities 

are perceived by stakeholders and outsider parties as being legitimate. These norms 

and bounds change over time and are therefore requiring companies to be 

responsive to the ethical environment in which they operate (Ibid). Strategies aimed 

at gaining or maintaining legitimacy can include collaborating or controlling other 

parties who are perceived by society as being legitimate. It is therefore not the actual 

conduct of the organization that is important, it is what society collectively knows 

or perceives about the organizations conduct that shapes legitimacy (Deegan & 

Blomquist 2006). 
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2.3. Creating authenticity among employees 

McShane and Cunningham's (2012) study focused on employees (internal 

stakeholders) and their perceptions of when CSR is authentic. They explained that 

judgments of authenticity might influence employees’ relationships with their 

organizations, as well as the organization’s capacity to optimize the potential 

benefits of their CSR program. Since employees are expected to act like 

ambassadors for the organization's CSR, Collier and Esteban (2007) state that more 

research in the area of authenticity in connection to CSR is necessary. McShane and 

Cunningham (2012) apply authenticity into the context of CSR, this work of 

forming judgement among employees shows that employees use specific ‘cues’ to 

compare the characteristics of the organization’s CSR to a socially constructed 

standard.  

According to (McShane & Cunningham 2012), there are reasons to believe that 

employees would be motivated to engage in their organization's CSR, since the 

employees share close relationships with their organization. Since employees are 

members of their organization, their self-concepts can be to be influenced by what 

‘‘they believe others infer about them from their organizational membership’’ 

(Dutton et al. 1994, p. 240). If these impressions are bad, employees can feel 

threatened (Dutton et al. 1994). Therefore, McShane and Cunningham (2012) argue 

that it is reasonable to say that employees will have a solid interest in determining 

the extent to which their organization’s CSR is authentic because of the potential 

threat to their self-concept. Employees can seek to determine the authenticity of 

their organization’s CSR program to determine their value to the organization. 

Unlike external stakeholders, who are less connected and have only limited 

information about a firm’s CSR initiatives, employees have more information and 

are embedded in an internal social network. As part of this network, employees are 

more likely to assess business initiatives within the context of the organization’s 

culture. There is a strong foundation to believe that employees may rely on different 

cues to judge authenticity (Rowley 1997). According to McShane and Cunningham 

(2012) CSR can contribute to benefits such as increased organizational 

attractiveness to potential future employees. It can also enhance employee pride, 

commitment and morale (Peloza & Hassay 2006; Rodrigo & Arenas 2008). An 
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unspoken assumption in much of this research is that CSR are typically well-

received by stakeholders. However, focusing specifically on employees, McShane 

and Cunningham (2012) argue that perceptions of authenticity are not as well-

defined, which is central in defining whether their CSR are well-received by 

employees. 

In the context of employees’ relationships to the organization, the perception of 

authenticity can play a big part in determining how well the CSR is received by the 

employees, and if the organization is likely to optimize the positive outcomes of 

their CSR actions (McShane & Cunningham 2012). An example on positive 

benefits includes loyalty, pride and organizational identification (Berger et al. 2006; 

Peloza & Hassay 2006; Rodrigo & Arenas 2008; Sen et al. 2006). The importance 

of these benefits and the anticipated role that authenticity plays regarding if an 

organization can achieve these benefits through their CSR. Means that it's important 

for organizations to understand how employees form these judgments (McShane & 

Cunningham 2012). 

2.4. Creating authenticity in CSR programs 

Alhouti et al. (2016) examined what creates authenticity in company CSR programs 

from a customer perspective. Although this thesis focus on the employees and the 

organizational view, Alhouti et al. (2016) is included in order to give more 

analytical depth since some similar characteristics can be found between customers 

and employees. Corporate communication of CSR is often targeted toward 

customers. If customers endorse a company’s message of CSR, employees in the 

organisation will want to positively identify with the company. In order for 

companies to seem authentic companies must market their CSR as genuine, not just 

because it’s good for business. By doing so, companies can emphasize that their 

CSR initiatives are benefitting society rather than originating from a marketing 

concept. Alhouti et al (2016) also found that customers experienced that 

authenticity increases when companies do not spend excessively on marketing their 

CSR. 
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However if customers negatively assess the CSR message, employees will feel 

uncomfortable to identify with the organisation. Therefore organizations need to 

bring employees closer to their CSR activities. This can be done through using clear 

and open communication throughout the company. This is necessary in order to 

keep employees informed of the CSR program. Keeping the employees informed 

and up to date offsets any eventual employee cynicism. This leads to an increase in 

employees identifying with the firm (Chaudhri 2016). 

Beckman et al. (2009) revealed two different factors that were important for 

employees to create authenticity within their CSR programs. The first was 

transparency and the other was consistency. Consistency means that employees 

state that companies must integrate CSR in all aspects of their organisation in order 

for the CSR to be authentic. An example was provided stating that if a company 

donates computers to children schools but at the same time exploit bad subgroup 

contractors, authenticity is not created. Lastly, Beckman et al. (2009) concluded 

that authenticity is created when companies make a meaningful impact. CSR should 

be manifested through tangible actions not just words and promises. 

2.5. Summary of theory 

The theory shows that CSR has been a part of marketing for a long time and it is 

considered as priority in marketing and management for its influence on reputation, 

identity and organizational success (Arendt & Brettel 2010; Sen et al. 2006). The 

theory shows that many companies are adopting CSR programs which has led to 

companies failing in meeting stakeholder demands and expectations. CSR 

programs can therefore be seen by stakeholders as a tool to pacify them while other 

programs are more successful and appear to be authentic (McShane and 

Cunningham 2012; Laufer 2003). 

The theory has provided many explanations of how authenticity can be created. 

Deegan and Unerman (2011) highlights the importance of ensuring legitimacy, 

which can be described as operating in the bound of norms of their respective 

societies. These norms and bounds change over time and therefore require 

companies to be responsive to the ethical environment in which they operate. 

Strategies aimed at gaining or maintaining legitimacy can include collaborating or 
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controlling other parties who are perceived by society as being legitimate. Leigh et 

al. (2006) defines authenticity as an individual's search for what is real. Other 

researchers has defined authenticity as ideas of truthfulness, genuineness, accuracy 

and reliability (Beckman et al. 2009; Beverland 2006). Central for the concept of 

authenticity is the individual's values and core beliefs. They will judge authenticity 

by comparing the object of interest to a referent standard. This evaluation is done 

by using personal ‘cues’ that acts as authenticity judgements (McShane & 

Cunningham 2012). Grayson and Martinec (2004) describes this process as; 

authenticity will be created when the perceived object are in line with the 

established outline. 

Employees are affected by the authenticity in their company's CSR program. 

Chaudhri (2016) explains that even though CSR programs are often targeting 

customers, employees are affected as well. If customers endorse a company’s CSR 

program, employees will positively identify with the company (Ibid). This in turn 

leads to a higher satisfaction and increased motivation among the employees 

(Berger et al. 2006). Lastly, in order to construct authenticity in CSR organisations 

have to be consistent, genuine and the CSR must consist of tangible actions 

(Beckman et al. 2009; Alhouti et al. 2016).  

This theory chapter has created an understanding of CSR and highlighted the 

concept of authenticity and its role in connection to CSR. The theory has 

furthermore created an understanding for how authenticity can be created in CSR 

programs. The gathered knowledge will be useful later on in the thesis as the 

foundation on which the research is based.  

  

 

  



18 

 

3. Method 

The beginning of this chapter introduces the methodological assumptions made by 

utilizing a qualitative research approach. The second part of the chapter gives a 

recount for how the study was conducted and the chapter ends with a discussion 

regarding trustworthiness and transparency. 

3.1. Research approach 

For this thesis a case study design was selected with a qualitative approach. The 

case study therefore has an inductive view on the creation of theory, which means 

that this research will expand the research area regarding authenticity. The focus of 

this thesis is thus interpretivist of the social world of Grant Thornton by 

interviewing respondents and interpreting their answers. The process of interpreting 

the respondents will consist of analysing the interviews in order to make 

abstractions from the data and illustrations of the respondents.  

Authenticity has many different meanings and interpretations and are defined based 

on different social norms and principles considering what is authentic or not. By 

studying the complex concept of authenticity the ontological positioning for this 

thesis are therefore considered to be social constructionist. The constructionist view 

of creating epistemological theory means that  theory are considered to be created 

and decided by the social actors active in the social setting where a study takes 

place. Constructionism therefore views reality as being continually constructed and 

revised by the actors. Having a constructionist view in this thesis, means that the 

theory created will be a specific version of the social reality being studied and can’t 

be considered as a definitive one (Bryman & Bell 2011). The constructed theory 

will therefore be a reflection of how Grant Thornton socially has built their view of 

authenticity. Since this study wants to gain a greater understanding of how 

authenticity is constructed, the collected theory were therefore not constrained to 

one single theoretical framework. The research approach have been rather 

exploratory as the research had to be able to change direction if new insights were 

found (Saunders et al. 2009).       



19 

 

3.2. Research design 

This study examines Grant Thornton on several different levels, from top-

management to newly recruited employees. Since a single organisation was chosen, 

a case study design was seen as the most appropriate choice of method (Bryman & 

Bell 2011). A case study is also an appropriate choice since this study wants to 

understand how authenticity is constructed, it can therefore be said to still be in the 

theory-constructing phase (Eisenhardt 1989). This study can be categorized as an 

intrinsic case, since it’s undertaken primarily in order to gain insight to a specific 

situation (Stake 1995).  

3.2.1. Selecting a case company 

In Sweden, the Grant Thornton has a total of 1200 employees in 24 offices (Grant 

Thornton 2017a). Grant Thornton provides services in audit, financial services, tax 

and consulting (Grant Thornton 2017b). Before selecting Grant Thornton a few 

criteria were set up in order to find an appropriate company to collaborate with. The 

company needed to be classified as a company with a well-functioning CSR 

activity. 

Grant Thornton’s CSR program can be considered as being well developed. 

According to Grant Thornton (2017c) the CSR is founded on Grant Thornton’s core 

vision and their business model. The United Nations ‘global compact’ principles 

are also a founding element. Grant Thornton's sustainability work is divided into 

three main principles; economic, social and environmental responsibility. Which is 

the same foundational principles of CSR mentioned by Bansal (2002). From the 

economical principle, Grant Thornton aims to be a market-leading advisor to 

companies and promote a prosperous business community in Sweden. The second 

principle considers the social aspect of their CSR which is to offer a proper 

workplace which promotes equality, diversity and respect. From the environmental 

principle, Grant Thornton aim to use sustainable products, services and suppliers in 

order to create a sustainable supply chain to decrease negative environmental 

impact that the company otherwise would contribute to (Grant Thornton 2017a). 

Lastly, CSR for Grant Thornton is about the daily decisions taken in the business 

(Grant Thornton 2017d). Grant Thornton seems to genuinely invest in their CSR 
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with a will to live up to their three principles. Most recently the company received 

two awards for their work. Grant Thornton were awarded with being the second 

best employer in Sweden, and therefore the best employer within their branch in 

Sweden (Universum 2016). The other award was in 2015 where they were awarded 

with being the best future agency called “Årets framtidsbyrå” (Grant Thornton 

2015). Furthermore, a ‘head of sustainability’ was recently recruited in order to 

strengthen their sustainable development, which shows that Grant Thornton have a 

high commitment to CSR. This shows that Grant Thornton are considered to be an 

attractive employer that conducts their CSR in a significant manner. Based on the 

2016 and 2015 awards and Grant Thornton’s well established CSR program the 

company was seen as qualified to give appropriate information regarding their 

internal communication, which is an important starting point to understand how 

authenticity can be constructed (Chaudhri 2016).  

3.2.2. Selecting respondents 

The strength of this case study is that the study was conducted on several different 

levels and locations within Grant Thornton. This meant that the research would 

create a fair image of how authenticity is viewed and constructed in Grant Thornton. 

The spread of respondents ranged from top-management to newly recruited 

employees. A total of eight interviews were conducted and the spread of 

respondents ranged from partners, office managers, head of sustainability, 

employer brand manager, authorized accountants and associate outsourcing service, 

the least experienced employee had been working for three months. The 

respondents were located at five different offices in Sweden which means that the 

study also has a geographical spreading of respondents. Since the research question 

of this study is to research how authenticity is constructed and how both 

management and employees are a part of the construction process, the study had to 

interview both managers and employees on different levels and on different 

geographical locations at Grant Thornton. Bryman and Bell (2011) states that 

ethnographic research wants to ‘see through the eyes of the people being studied’. 

Analysing this wide spread range of respondents at many different offices in 

Sweden will arguably form an understanding of how employees on different levels 

and locations within the organisation work in unison to construct authenticity. 
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However, as eight interviews were conducted it is not possible to state that the 

results of this study are applicable on the whole international Grant Thornton 

organization. 

3.3. Data collection 

The data collection for this study is gathered by semi-structured interviews with 

random sampling, and the secondary data has been a compliment in form of publicly 

available information on websites. 

3.3.1. Primary data 

As the aim is to investigate how CSR is used as a marketing practice, and to explore 

how authenticity is constructed in relation to internal CSR communication, the 

choice to interview both the head of sustainability and employees at Grant Thornton 

at different locations and different positions in Sweden were made. The different 

locations were Karlstad, Kristianstad, Örebro, Malmö and the head office in 

Stockholm. The reason for interviewing the head of sustainability was due to 

gathering insight regarding how the CSR work was created and maintained in the 

organization. According to Saunders et al. (2009), interviewing experts can be a 

favourable way in order to conduct exploratory research. The other respondents 

were chosen in order to collect data on what they thought constructed authenticity 

in the context of CSR. In addition to the head office in Stockholm, other Grant 

Thornton offices were interviewed to see if the CSR had spread in line with the 

vision from the head office. 

To find an approach that let the respondents explain their own opinions and 

interpretations, a qualitative approach was chosen since it’s important to capture 

the respondents’ perspectives of how authenticity is constructed, which a qualitative 

approach is meant to do (Yin, 2015). Choosing a qualitative method meant that the 

interviewers could depart significantly from any guide being used. It was therefore 

allowed for the interviewers to ask follow up questions and being generally flexible 

in their interview. Since this study has a fairly specific topic, semi-structured 

interviewing seemed to be an appropriate fit. Semi-structured interviews allow the 

researchers to have a list of questions based on fairly specific topics that form the 
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base line of the interview which means that the researchers can be as flexible they 

need to be (Bryman & Bell 2011).  

Interviewing process    

When choosing Grant Thornton, a pre-interview was first conducted with the head 

of sustainability and employer brand manager to validate if they were a good fit for 

the research. Through the pre-interview the decision was made that Grant Thornton 

would be a suitable organizations for this study since the aim and research questions 

could be researched and studied with the help of a collaboration with Grant 

Thornton. After the method for interviewing had been decided an interview guide 

was created. The guide was written in order to function as guidance during the 

interview. One guide was created for the head of sustainability (see appendix 1). 

The other guide was constructed for the employees (see appendix 2). The guides 

were constructed with easier questions first and harder questions towards the end. 

The questions were designed to flow well during the interview. The language and 

questions in the guide were made in order to be easy to understand and did not 

contain any leading questions (Bryman & Bell 2011). The interview was divided 

into four different categories based on the theoretical chapter and the aim of this 

thesis. The four categories were: General CSR knowledge, Authenticity, 

Communication and Marketing. Before conducting the interviews with the help of 

the interview guide, a pilot study was done in order to determine any negative 

aspects of the guide (Bryman & Bell 2011). After the pilot study was conducted the 

interview guide was revised to a small extent. The questions were made more open 

and the language of the questions was simplified. 

Four interviews were held in person and four interviews were conducted via phone. 

The respondents had the choice to be anonymous if they wanted to but all 

respondents accepted to disclose their identities. With the consent of the 

respondents, the interviews were recorded in order to be transcribed. In order for 

the respondents to feel as comfortable as possible the interviews were held in 

Swedish. This also allowed the respondents to express themselves fully and not be 

hindered by any language barriers. 
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The sample selection can be considered to be a type of random sample (Bryman & 

Bell 2011). Any employees within Grant Thornton could be interviewed regarding 

their perceptions of authenticity in relation to CSR. In order to select interview 

respondents besides the head office in Stockholm the 23 remaining Grant Thornton 

Offices was given a number between 1 and 23. Using a random number generator 

an office was selected to call in order to ask for a personal interview or a phone 

interview. If an office would decline a new number would be generated in order to 

call a new office. The offices in Stockholm and Karlstad were not selected at 

random because Karlstad was deemed convenient in order to provide personal 

interviews. Stockholm was selected because the head of sustainability was 

positioned there. 

3.3.2. Secondary data 

In addition to primary data, secondary data was used in forms of information 

produced by the company via their official website. This was done to enhance the 

understanding of the company's communication and marketing of their CSR. Other 

information regarding collaborations with different CSR-projects was also 

explored. The material was gathered in an early stage of the research to gain insight 

of how the chosen company market and communicates their CSR. 

3.4. Analysis of data  

The method of transcription was chosen to find reoccurring patterns and themes 

that could be used in order to conduct the analysis. Therefore, all interviews were 

recorded, which is a common method for qualitative studies. When having all 

interviews recorded, it is possible to retell the exact answers from the respondents 

(Bryman & Bell 2011). The four major themes for the interviews were: General 

CSR knowledge, Authenticity, Communication and Marketing. Collected data was 

coded into these four different themes in order to show any trends formed by the 

opinions of the respondents. This simplified the process of analysing the data. The 

four themes used in the literature guide was also presented in the theory. The themes 

were a form of starting point of categorization since they were the focus for 

analysing the study. As mentioned earlier, the interviews were held in Swedish, 

which was all of the respondents’ first language. This allowed the respondents to 
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answer more freely. Quotations in the empirical data were therefore translated into 

English. This increased the risk of absolute accuracy in the translation but the 

benefit of allowing the respondents to speak in Swedish outweighed the 

disadvantages of translation barriers. Before the transcriptions were analysed and 

used in this thesis they were first sent by email to the respondents so that they could 

give their consent. The transcripts were printed out and placed on a desk. Each 

question were then analysed in order to find certain trends and keywords that the 

respondents had in common based on the interview questions. Certain quotations 

were picked out in order to help present the empirical data (Bryman & Bell 2011). 

3.5. Transparency and trustworthiness 

In order to enhance the transparency of this study the method chapter has been clear 

about the research procedure by providing as much information as possible on the 

process of how this study was conducted (Bryman & Bell 2011). For this study, 

keywords have been written down and the search engines that have been used are 

listed. Furthermore, all questions from the interviews are linked in the appendix in 

order to increase the transparency. Since it’s impossible to fully recreate a certain 

ethnographic setting in order to make an entire replicable study, in the context of 

Grant Thornton, this would mean that if a researcher was to replicate this study on 

Grant Thornton or any other company the results might not be exactly the same. 

The reason for this is that different organisations have different individuals and 

different organisational cultures. The perception of authenticity in one organisation 

can be different in another organisation which is in line with the constructionist 

understanding of reality (Bryman & Bell 2011). The trustworthiness is explained as 

being dependent on credibility, which entails that research, is carried out in good 

practice and that research findings is submitted to interviewees in forms of 

respondent validation (Bryman & Bell 2011). In order to ensure that the study’s 

findings and interpretations corresponded with the respondents’ perspectives and 

views, the transcriptions were sent to the respondents in order to be validated before 

being analysed (Bryman & bell 2011). 

In order to comment on the category of transferability the findings are not 

considered possible to generalize (Bryman & Bell 2011), the reason being that this 
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study is not extensive enough to show the whole organization's full view. It's 

important to remember that this thesis interviewed eight respondents, and this thesis 

reflects their personal thoughts and beliefs. However, the interviews in this study 

have been performed on many different levels at Grant Thornton and it is therefore 

possible that similar answers could be found in other companies, at least to some 

extent.  
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4. Empirical material and results 

This chapter will present data on how the head of sustainability work in order to 

integrate CSR into the core of the organisation. Thereafter, the different 

organizational views regarding CSR will be presented. The chapter ends with 

presenting how Grant Thornton perceives authenticity.   

4.1. Integration of CSR 

Since the European Commission implemented a new law that require all listed 

companies within EU to create a yearly sustainability report (European 

Commission 2016), the head of sustainability was recruited to develop the yearly 

sustainability report and work with Grant Thornton’s sustainable development. The 

head of sustainability has established a control group that is part of the management 

team that works together in order to prepare the yearly sustainability report. After 

that, a stakeholder dialogue takes place where the employees are included in the 

process of decision-making regarding Grant Thornton's work with sustainable 

development. The employees are allowed to affect and influence decisions 

regarding the sustainability in forms of prioritizing. The starting point when it 

comes to prioritizing is that all stakeholders are allowed to include themselves in 

the process of choosing what to prioritize. It can be owners, authorities or 

employees. The head of sustainability explained that it's important that employees 

are a part of the change in order for them to stand behind and integrate the changes. 

“In 50 years the audit profession might not exist as it is today and we might do 

something else entirely if we allow it and if we still want to exist as a company” - 

Head of sustainability, Stockholm. 

The head of sustainability also explains the importance with long-term goals and 

long-term milestones in order to create long-term sustainability. An example of this 

is that Grant Thornton practises responsible investing. The head of sustainability 

works to implement this sustainable mind-set regarding decision-making 

throughout the organisation. “I try to make individuals think about the decisions 

that is being made and what those principles are based upon” - Head of 

sustainability, Stockholm.  
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The long-term goals and milestones support and steer Grant Thornton in the desired 

direction. All employees should work towards the same goals so there can be 

harmony in what the organization is trying to achieve. Since Grant Thornton aims 

to maintain an ethical and sustainable business environment, they do not accept 

customers that are considered risky or unethical. The head of sustainability further 

explains that for the organisation to survive long-term, the company has to adapt to 

changes and the board of directors cannot decide those changes by themselves. The 

change lies in the norms of society, new employees being recruited and the 

continuous changing environment. “It is important that we shape our sustainability 

efforts based on what our stakeholders think, of course we have our own will, but 

it must meet with our different stakeholder groups” - Head of sustainability, 

Stockholm. 

4.2. Organisational view on CSR 

Grant Thornton's sustainability work is divided into three main perspectives; 

economic, social and environmental responsibility (Grant Thornton 2017c). When 

the respondents were asked about their general CSR knowledge within Grant 

Thornton, most respondents answered that they think about the environmental 

perspective first and foremost. Two aspects were later prominent which was the 

social aspects and lastly the economic aspect. CSR for Grant Thornton is about the 

daily decisions taken in the business (Grant Thornton 2017d).  “...then it is up to us 

that we, every day, at every decision have this with us. No matter if we are 

employing a new colleague or whatever it is.” - Office manager, Örebro. 

4.2.1. Economical  

Grant Thornton's vision is to be a market-leading advisor to dynamic companies 

and promoting a prosperous business community in Sweden. The business idea is 

to sell financial services that contribute to successful business and business owners 

(Grant Thornton 2017a). The office manager at Karlstad highlighted the 

responsibility regarding the whole supply chain, the suppliers but also the 

customers. Some customers were turned away due to unethical behaviour. “We 
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have actively taken decisions to say no to potential customers that can generate a 

lot of money because of unsustainable behaviour like aggressive tax planning” - 

Employer brand manager, Stockholm. The office manager in Karlstad mentioned 

that everyone have to take responsibility in order for the world to be sustainable, 

and therefore Grant Thornton feels obligated to take their responsibility as well. 

“From our perspective, it's definitely working for customer development that they 

comply with laws, rules, etc. It's not just economic, but it's also social with equality 

and diversity and, you name it. That's where we must be, it is where we can do the 

big, the biggest benefit for society” – Office manager, Örebro. 

4.2.2. Social  

Grant Thornton has a social responsibility towards their employees that have the 

right to a safe and healthy working environment. The workplace is characterized by 

gender equality, diversity and respect for the individual employee (Grant Thornton 

2017a). The head of sustainability stated that the employees are an important 

stakeholder group in the decision process of how Grant Thornton work with CSR. 

The employer brand manager gave an example of the involvement of the 

employees. It was mentioned that all employees have worked together in order to 

establish five success factors that everyone in the Swedish organization shall follow 

during their daily work. This was nothing the board of directors had produced or 

pushed down in the organisation. This was something that the employees had 

established together. One of the five success factors were called ‘joy at work’ which 

was an important part in order to have sustainable employees and to make sure that 

they were able to enjoy the environment at work. 

We have a lot of personal contact when we work with customers daily. We 

create relationships, and I believe that, when employees feel good and enjoy 

their workplace and enjoy their colleagues and the business in which they 

work. I believe that they are performing better, which means that we will 

get satisfied customers, which in turn will bring profitability to the company 

and achieve business goals, it creates a spiral of it all. I think it's beneficial 

to all parties if you invest in this - Authorized accountant, Kristianstad. 
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 Many respondents talked about ‘work - life balance’ which implied that the 

employees were able to take a break when it was needed, work flexible hours and 

have many other tools to make the everyday life more sustainable. The importance 

of sustainability for employees was highlighted among all respondents. All 

respondents also mentioned a big conference that they have every other year that's 

called ‘get together’. The knowledge week with ‘get together’ is a recurring event 

for Grant Thornton, who chooses to place their internal education in the same week 

and place for environmental and efficiency reasons. During this week, employees 

spend the whole weekend with joint business activities. The theme for 2016 was 

how the company will grow together with its employees, customers and society in 

a sustainable way (Grant Thornton 2016). 

4.2.3. Environmental  

All respondents referred to how the work with digitalization was carried out to 

reduce negative effects on the environment. The authorized accountant in 

Kristianstad mentioned that there are always information on the internal network 

regarding which offices that are printing the least papers regarding Grant Thornton's 

digitization project. Also, the office in Kristianstad helps the environment by 

sending bills electronically, use bicycles instead of taking the car for visiting 

customers and they use video conferences to decrease traveling. “That's 

[Environmental principle] where we work in a variety of ways. First, we work with 

digitalizing as much as possible to keep paper consumption down, but we also work, 

for example, with measuring energy consumption and such, so we work with 

several different channels there” – Office manager, Malmö. 

Respondents also mentioned that Grant Thornton do not serve any red meat on 

events hosted by them. The respondents explained that the organisation view other 

types of food as more sustainable and better for the environment.  Grant Thornton 

is striving to protect the environment for present and future generations by limiting 

negative environmental and climatic impacts as much as possible by using 

appropriate products and services, complying with laws and regulations, and have 

demands on their providers (Grant Thornton 2017a).  
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4.2.4.  Communication 

There are different channels of communication for the employee’s voices to be 

heard. There is an internal network where information regarding sustainability is 

shared among employees in the company. There are also workshops, short films, 

different types of lunch meetings and seminars and large meetings called ‘get 

together’.  Many of the respondents mentioned the lunch meetings and the internal 

network as the main sources used in order to provide information. Another way for 

communication occurs by direct interaction at the local offices. Grant Thornton is 

a flat organization where fast decisions can be made. All respondents in the study 

stated that they are more than welcome to submit different suggestions regarding 

improvements in Grant Thornton’s work with CSR. The large ‘get together’ of 

employees happens every other year in different cities in Sweden and the major 

topics discussed at these events are CSR, diversity and environmental 

sustainability. The head of sustainability stated that when it comes to evaluating 

these types of projects, a feedback culture has been implemented throughout the 

organisation. The office manager in Karlstad mentioned that every Grant Thornton 

office receives a goal image that has to be achieved, but the process on how to 

complete it is up to the office manager together with colleagues to decide. 

“We don’t have many requirements from the headquarter actually, we are 

handling a lot by ourselves locally and it is up to us to decide what we want 

to do and how we do it. We are given a goal image that we have to fulfil but 

we are allowed to decide for ourselves how to fulfil them” - office manager, 

Karlstad. 

The office manager in Karlstad continues to explain that whenever an employee has 

visited a sustainability project called ‘hand in hand’ there is a lot of pictures and 

videos in circulation around it. “There is concrete physical evidence that we are 

actually doing this” - office manager, Karlstad. The office manager in Örebro stated 

that during the year Grant Thornton has a lot of workshops and lunch seminars in 

order to communicate the company CSR to employees. Also, once every year Grant 

Thornton International has an event called ‘GT in the community’. On this event 
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all employees at Grant Thornton use an entire day in order to discuss CSR and 

interact with other international colleagues through chat forums. 

4.2.5. Marketing 

The head of sustainability stated that in order to create trustworthiness when it 

comes to marketing, a company have to communicate what they do, as well as 

keeping their communicated promises. There is no marketing of CSR in forms of 

campaigns or anything in that nature. After interviewing all respondents, there were 

three themes that reoccurred regarding how Grant Thornton market themselves. 

They use projects, sponsorship and awards to market their CSR.  

When the respondents were asked about projects that Grant Thornton participate in, 

most respondents mentioned a public welfare project called ‘Hand in Hand’. The 

project aims to fight poverty with creating entrepreneurship for women in India. 

The employer brand manager explained that they are passionate about equality and 

Grant Thornton is the first in the branch with a female chairman of the board and 

now their CEO is also a woman. The head of sustainability and the employer brand 

manager stated that one reason for choosing the project ‘Hand in Hand’ was because 

of Grant Thornton’s passion for gender equality. Helping women to start businesses 

therefore fits in line with Grant Thornton’s core values. Grant Thornton’s work with 

CSR has been recognized by customers. “I believe that sustainability is very 

important for some of our customers. Our external sustainability expert told me that 

one customer came to us because of our work with sustainability” - Head of 

sustainability, Stockholm. 

Grant Thornton provides sponsorships to different organizations at a local level as 

well. When they decide which organization to sponsor, they think about equality 

between the genders. For example in Kristianstad, they sponsor a boys’ team right 

now, next time they will sponsor the girls’ team. At the Kristianstad office they also 

have something called “Spin of hope” where the employees are collectively 

exercising for 12 hours and the money is collected to help children with cancer. The 

project or organizations at the local level is chosen due to request from the 

organization that asks if Grant Thornton wants to sponsor them. Another way can 

be that an employee recommend an organization that the employee want to help 
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and submits the proposal. In accordance with the other employees and the manager, 

the most relevant organizations or projects is selected.  

Information gathered from Grant Thornton’s website present that they received an 

award where they were named the second best employer in Sweden during 2016, 

and the best employer in their branch (Universum 2016). Besides this, in 2015 

where they were awarded with the best future agency called “Årets framtidsbyrå” 

(Grant Thornton 2015). The price was awarded on the basis that Grant Thornton 

has reached their goals because of their strong commitment and modern leadership 

skills. Furthermore it is stated that Grant Thornton is a well-developed role model 

for the rest of the branch to follow. Both these awards are presented at the company 

website.  

The office manager in Örebro highlighted the fact that Grant Thornton is an auditing 

firm, therefore they have to be very careful about what is being communicated in 

their marketing so they are unbiased. Until 1989 audit companies were not allowed 

to market themselves by law. 

When it comes to marketing we could market ourselves more than we do. 

We don’t really market ourselves that much. Sometimes there’s a post on 

social media regarding it. But we do not push everything out in order to be 

able to pat ourselves on the shoulder and say how good we are. - Employer 

brand manager, Stockholm. 

Despite these positive outcomes of marketing, many of the respondents agreed on 

the negative aspects regarding CSR. All respondents interviewed in the study 

highlighted the risk of marketing something that the company can't live up to. 

Therefore the company have to keep their promises and truly live up to their 

marketing. Most respondents also mentioned that it's important to monitor and 

follow-up the projects that Grant Thornton are active in. Another negative aspect a 

respondent mentioned is that too much marketing of sustainability can distort the 

picture that Grant Thornton communicates. The stakeholders can get the idea that 

the company only communicate their CSR due to a marketing purpose instead of 

genuinely wanting to make a change. 
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4.3.  Authenticity  

During the interview the respondents were asked to answer questions regarding 

what they perceive as authentic and how they believe authenticity is constructed for 

them in relation to Grant Thornton's CSR. Recurring themes is that all employees 

talk about receiving some sort of evidence, feedback, or to be shown results in order 

to perceive something as authentic. The associate outsourcing service in Karlstad 

mentioned that specific facts or a presentation of the outcome of a specific project 

constructed authenticity. The respondent further noted that authenticity increases 

when the same information comes from multiple different sources. For example if 

the office manager gave information that also could be found at the internal 

network, the information was considered to be authentic. In order to summarize the 

authenticity the respondent said that “If one feels that something permeates the 

organisation, it becomes authentic” - associate outsourcing service, Karlstad. 

The authorized accountant in Kristianstad noted that a project needed to feel 

practically feasible in order to feel authentic. Preferably projects would be 

conducted in small steps in order to increase in authenticity. The respondent noted 

that authenticity increased as the focus of sustainability spread in different areas at 

Grant Thornton. The same respondent stated that that Grant Thornton had focused 

on digitization for a while and had now switched focus to create sustainable 

traveling, this constructed authenticity for this particular respondent. 

When asked if the authorized accountant in Kristianstad felt that Grant Thornton’s 

CSR program were authentic the employee at Kristianstad stated that Grant 

Thornton has put a lot of effort into it, and therefore it feels trustworthy. Many 

respondents said that authenticity is constructed if a company fully executes 

something and also follows up on it with reports on the progress. The head of 

sustainability highlighted the importance of communicating what the company does 

and also make sure that the company acts in line with the communicated statements. 

When asked about what forms authenticity when receiving information the office 

manager in Karlstad said that the authenticity is connected to the company itself. 

This was a recurring theme, many respondents stated that any information they 

received from within the organisation was authentic and trustworthy. “I assume that 
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the information is trustworthy, otherwise we do not live based on our goals” - office 

manager, Örebro. 
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5. Analysis 

A general analysis of how authenticity is constructed and its role in CSR is 

presented. Secondly an analysis of how Grant Thornton are implementing CSR by 

constructing authenticity into their organization. Thereafter, authentic ways to 

market CSR will be presented and the chapter ends with five extracted mechanisms 

for creating authenticity as well as a concluding discussion. 

5.1. Authenticity and its construction 

The attention towards CSR and sustainability has led to an increased importance of 

the work to be seen as authentic. Porter and Kramer (2011) describe the increased 

importance as stakeholders having mistrust towards companies’ true purpose of the 

communicated CSR. The dilemma lies between firms acting in self-interest instead 

of wanting to do well for the sake of sustainability. McShane and Cunningham 

(2012) means that in the context of organisational relationships, the perception pf 

authenticity can play a big part in determining how well the CSR program is 

received by the members in the organization and if the organization is likely to 

optimize the positive outcomes of their CSR actions.  

5.1.1. Increased focus on CSR 

CSR is described as having three important principles: environmental, social and 

economic (Bansal 2002). At Grant Thornton these three principles are integrated 

within the company and presented at their official website (Grant Thornton 2017c). 

The implementation of CSR has developed rapidly in the last years. A sign of the 

increased focus on CSR is the new law that was established by the EU commission 

that all listed companies must conduct a yearly sustainability report (European 

Commission 2016). This law led to a new employment for Grant Thornton, in form 

of a ‘head of sustainability’. The tasks includes creating environmental analysis and 

preparing the sustainability report for Grant Thornton. It can be argued that Grant 

Thornton do many things to create a well-developed CSR in their organization. 

From the environmental aspect, they try to use suppliers with shorter transportation 

distance. The organizations travel system has been improved as well. Instead of 

flying between meetings, they take trains or use video conferences, which leads to 
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a reduced amount of negative environmental impact. From the social aspect, Grant 

Thornton does many things to satisfy their employees. The employer brand 

manager talked about “balance in life” and highlighted the importance of well-

functioning employees. Grant Thornton has been awarded as the second best 

employer 2016 in Sweden (Universum 2016), which also shows that they have a 

solid and well-functioning personnel policy. From the economical point of view 

Grant Thornton's vision is to be market-leading advisor to dynamic companies, thus 

promoting a prosperous business community in Sweden. Grant Thornton’s work 

with sustainability has been successful, they have also won an award in 2015 where 

they were awarded with being the best future agency called “Årets framtidsbyrå” 

(Grant Thornton 2015). The price was awarded on the basis that Grant Thornton 

has reached their goals because of their strong commitment and modern leadership 

skills and should be considered as a role model in the branch. All these steps and 

awards implies that Grant Thornton actively work with creating a well-functioning 

CSR. 

5.1.2. Different views of the construction 

For the CSR to be seen as authentic, previous researchers have come up with 

slightly different theories. Liedtka (2008) suggest that the work of CSR are 

perceived as authentic when organizations create an authentic self by promoting 

employees to have an impact and actively participate in the strategy making 

process. Driver (2006) explains authenticity of the corporate self, as the 

organization recognizing that it’s implanted in a network of stakeholder 

relationships. These different views presented by Liedtka (2008); Driver (2006) 

both recognize the central role of stakeholders in the structure of authentic 

organizational characters and they both make statements for the benefits of creating 

authenticity. In the context of Grant Thornton, both these perspectives are 

prominent. The head of sustainability stated that it's important to shape their 

sustainability efforts based on what their stakeholders think. The company have 

their own will, but it must meet with their different stakeholder groups. It can 

therefore be argued that Grant Thornton's CSR is integrated in the core of the 

organisation since stakeholders are included in the decision-making process 

regarding how the organization should develop and continue their future sustainable 
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development. This can be a sign of authenticity, which is in line with the study made 

by Liedtka (2008) who states that authenticity can be constructed when employees 

have an impact and actively participate in the strategy making process. 

To construct authenticity, the perceived objects characteristics should be in line 

with the established outline (Grayson & Martinec 2004). Some research implies 

that this outline is static, which shows that individuals are measuring authenticity 

based on the link between the two objects (the perceived objects characteristics and 

the established outline) (Grayson & Martinec 2004). Other research explains 

authenticity as something that always changing, proposing that the referent standard 

by which to assess authenticity is dynamic and continuously evolving (Liedtka 

2008). The head of sustainability stated that Grant Thornton has to adapt to changes 

and the board of directors cannot make those decisions. The change have to be in 

line with the continuously changing surroundings and within the norms of the 

society. The head of sustainability also mentioned that in 50 years the audit 

profession might not exist as it is today. Therefore Grant Thornton might do 

something else in the future if they still want to exist as a company. Grant Thornton 

can therefore be seen as using a dynamic view since the importance of changing 

with society and being observant to market change is highlighted multiple times 

during the interviews. 

5.1.3. Creating organizational commitment 

Creating participation, commitment and involvement in the organization is 

something that both the head of sustainability and the employer brand manager 

discussed during the interviews. An example of the involvement was that the 

employees came up with five success factors that they should follow during their 

daily work. As Beckman et al. (2009) has explained, integrating employees leads 

to authenticity. The office manager in Karlstad mentioned that every Grant 

Thornton office receives a goal image that has to be achieved, but the process on 

how to complete the goal is up to the local office where the manager and colleagues 

collectively decide how to structure their work. This can be considered to be a proof 

of integrating employees since everyone is a part of the decision making process. 

The respondents explained that Grant Thornton is a flat organization where 
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employees can express their ideas and be part of the decision-making process. 

Furthermore, the workplace is characterized by work-life balance, gender equality, 

diversity and respect. This is yet again a sign of the CSR mind-set pervading Grant 

Thornton. An interesting aspect was that all offices interviewed had one thing in 

common; they voluntarily supported different causes in their surrounding 

community presumably as a direct cause of the integration of CSR. Every office 

can decide what's important for their specific community, and what projects to 

sponsor as long as they are in line with Grant Thornton's values. The sponsorship 

that occur at the local offices, beyond what's required from the head office, shows 

that the work with CSR is permeated throughout the company which in turn makes 

the employees believe in the authenticity. One can argue that the result of this 

authentic CSR permeation has led to the creation of some type of organisational 

culture that is present in the company which all of the employees and managers are 

part of.  

An employee from Kristiansand mentioned that there is always information on the 

internal network regarding which offices that are printing the least papers. There is 

also information regarding which offices that are investing in bikes instead of cars 

in order to visit their customers. All respondents in this study stated that they are 

more than welcome to come with different suggestions regarding improvements in 

Grant Thornton's work with sustainable development. From this information it's 

possible to draw the conclusion that CSR is a subject that is vibrant and alive in the 

organization.  

According to the head of sustainability, the process of integrating sustainable 

development into the organization has more steps than just including the 

employees. It was stated that long-term goals and long term milestones support each 

other in order to steer the company's CSR towards a desired direction. Furthermore, 

it can be argued that a sustainable mind-set is encouraged in the organisation which 

adds to the organisational culture of authenticity regarding CSR. Examples of this 

are that all investments are made in responsible ways with the company CSR in 

mind. The employer brand manager also mentioned that Grant Thornton have 

actively taken decisions to say no to assignments that can generate a lot of money 

because of unsustainable behaviour like aggressive tax planning. One can argue that 



39 

 

all these steps taken by Grant Thornton shows that they work to construct 

sustainable business, which leads to the construction of authenticity. One can also 

argue about the negative aspects of denying potential customers. According to 

Devinney (2009), CSR asks organizations to work against their main purpose, 

which is to generate profit. By denying potential customers, potential profit can 

therefore be lost. It can also be argued that the reason for denying customers can be 

a fuzzy subject when it comes to CSR. There is not an exact line regarding if a 

potential customer is sustainable or not. It's rather a choice of judgement. Since 

CSR recently have given a lot of attention, some companies can have trouble 

keeping up with the recent changes. For example the new law from the European 

commission (2016) that have been implemented. 

5.1.4. Communication as an important tool 

The head of sustainability stated that when it comes to communicating internally 

and externally, a feedback culture has been implemented in the organisation. A 

large focus is set on understanding the employees’ opinions and thoughts. One can 

argue that this should offset any employee cynicism against Grant Thornton's CSR 

and can be seen as a sign of authenticity. This argument is based on Chaudhri (2016) 

who explains that to avoid employee cynicism towards CSR, companies have to 

use clear and open communication regarding their CSR and bring employees closer 

to the company’s CSR activities which is exactly what Grant Thornton is doing.  

All employees that were interviewed during this study mentioned the same 

communication channels as the head of sustainability. This implies that the 

communication channels regarding CSR are well developed. The office manager in 

Örebro stated that Grant Thornton had an international event called ‘GT in the 

Community’. On this event, the whole organization used an entire day in order to 

discuss CSR and interact with other international colleagues through chat forums. 

This shows that Grant Thornton truly cares about CSR and sustainability and aims 

to implement it throughout the organisation and create a genuine interest among all 

parties in the organization. This coordinates with Chaudhri (2016) who explains, in 

order to offset employee cynicism towards CSR the employees have to be brought 

close to organisations CSR activities. This should lead to an increase in employees 
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identifying with the firm (Ibid). One can argue that by having events like ‘get 

together’ and ‘GT in the Community’ CSR is promoted and the sustainable mind-

set is further embedded into the organisational culture (Chaudhri 2016). One can 

speculate that this form of CSR activities is a great expense for the company that 

does not generate direct short term profit. One can argue that the profit lies in 

sustainable and satisfied employees, content customers and a sustainable 

environment. This argument was also highlighted by the authorized accountant in 

Kristianstad when the respondent spoke about employees feeling well in the 

workplace. However, these expenses can be seen as they work against the 

company's true purpose, which is to create profit (Devinney 2009).  

5.2. Organizational cues for judging authenticity 

The different views of authenticity mentioned by Grayson and Martinec (2004); 

Liedtka (2008) still have one thing in common, which is the assumption that 

comparing the object of interest to a referent standard will make a judgement of 

authenticity. McShane and Cunningham (2012) write that individuals use specific 

‘cues’ that is used in order to analyse if the object matches the referent standard. 

After interviewing the respondents at Grant Thornton some specific characteristics 

stands out regarding how the respondents form their own authenticity cues. 

Beckman et al. (2009) states that authenticity in CSR should be manifested through 

tangible actions not just words and promises. The office manager at Karlstad 

mentioned that there is concrete physical evidence that Grant Thornton actually are 

doing what they promise. Evidence comes from pictures of different projects and 

continuous follow-ups that are presented and communicated. Reoccurring themes 

is that most respondents talked about receiving some sort of evidence, reports, 

feedback, or to be shown results in order to view something as authentic. The 

associate outsourcing service from Karlstad mentioned that specific facts or a 

presentation created authenticity. The same respondent also noted that authenticity 

increases when the same information comes from different sources. 

This is shared with the view of Beckman et al. (2009), authenticity in CSR is created 

CSR when it is integrated into all aspects of an organisation. Therefore one can 

argue that when something pervades the organisation authenticity is constructed. 
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Other cues that have been identified from the authorized accountant in Kristianstad 

is that a project needed to feel practically feasible and conducted in small steps in 

order to feel authentic. Authenticity also increased as the focus of sustainability 

shifts between different areas at Grant Thornton. An interesting topic was that when 

asked about what forms authenticity when receiving internal information, the two 

partners that were interviewed in Karlstad and Örebro had similar answers. They 

both stated that authenticity is connected to the company itself. When information 

is being communicated in the organization they view it as trustworthy because they 

trust their organization. Otherwise they would not be living by their goals. This is 

interesting because one can argue that the organisational culture regarding CSR is 

inflicted with being authentic. This has lead to the office managers automatically 

placing their trust in the information as they trust their organisation.  

5.3. Marketing of CSR 

Beckman et al. (2009) states that in order for a company to be seen as authentic its 

CSR should be manifested through tangible actions. After interviewing the 

respondents at Grant Thornton about their marketing, this study found three 

different characteristics in their marketing that could be determined. The three 

characteristics were public welfare projects, sponsorship and awards. These can be 

seen as tangible actions and add to the perceived authenticity in Grant Thornton's 

CSR. 

The first characteristic is that Grant Thornton supports different public welfare 

projects which purpose are to help society. The most recurring project mentioned 

by the respondents are called ‘Hand in Hand’ which was mentioned amongst almost 

all the respondents. The head of sustainability and the employer brand manager 

stated that ‘Hand in Hand’ was selected because the project is considered as a strong 

connection to Grant Thornton’s core beliefs. This is interesting since the idea 

regarding being true to oneself is at the core of authenticity (Grayson & Martinec 

2004; Liedtka 2008). This is yet again evidence that CSR is integrated in the 

organisation and lays a foundation on which decisions are made in form of an 

organisational culture. 
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The second characteristic in Grant Thornton's marketing was sponsorships. This 

form of marketing originates from each office on their own initiative. The office in 

Malmö supports a project in Rosengård. In Örebro and Karlstad local sports teams 

are sponsored. Stated by many of the respondents is also that equality is a 

considered aspect when selecting teams to sponsor, both boys and girls teams are 

sponsored. When selecting teams to sponsor it is either an employee that suggests 

it or Grant Thornton's local offices are contacted by the organisations themselves. 

The employees and managers then decide together on what to sponsor. This can yet 

again be connected to the organisational culture regarding CSR that is a part of 

Grant Thornton. 

The third characteristic was that Grant Thornton are marketing their awards. One 

of the awards that Grant Thornton is currently marketing is the award granted to 

them by Universum (2016).  The award states that Grant Thornton is the second 

best employer in Sweden and also the best employer in their branch. It can be argued 

that awards are an authentic form of marketing since it's an external company that 

have granted Grant Thornton the award. 

Authentic marketing 

One can argue that by marketing awards and their sponsorships for local sports 

teams and public welfare projects Grant Thornton creates legitimacy in their 

marketing because society probably praises these types of projects. This argument 

is based on Deegan and Blomquist (2006) when they state that strategies for gaining 

legitimacy includes collaborations with other parties that are perceived by society 

as legitimate. One can argue that this kind of legitimacy marketing adds to the 

authenticity in Grant Thornton's CSR. The reason for this is that the type of 

marketing that is in line with the company's core beliefs leaves little room for 

stakeholder suspicion regarding if the company CSR is genuine as described by 

Arendt and Brettel (2010); McShane and Cunningham (2012); Alhouti et al. (2016). 

A concrete example of this is the “Hand in Hand” project that support women, Grant 

Thornton also support women in their own organization since they have women in 

high positions in the company. CSR-marketing can therefore be argued as having a 

positive effect when it appears to be genuine which seems to attract stakeholders. 
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A concrete evidence of this was that the head of sustainability mentioned a customer 

that chose to work with Grant Thornton because of their work with sustainability. 

Another interesting topic regarding Grant Thornton’s marketing is that the office 

manager in Örebro stated that until 1989 audit companies could not market 

themselves by law. It was also stated that audit firms therefore has the least 

experience in marketing. Furthermore according to the office manager in Örebro 

Grant Thornton has to be careful in their marketing because they have to be 

unbiased and the branch is regulated by a lot of rules. One can argue that Grant 

Thornton's marketing is conducted in the three categories mentioned above because 

Grant Thornton is a regulated audit firm and therefore has to remain unbiased. 

Although, another point of view is that the organisational culture regarding CSR 

affects the marketing so that it is conducted in a stakeholder-suspicion safe way. 

An interesting aspect is that the employer brand manager stated that Grant Thornton 

does not market themselves a lot, they could market their CSR more but have 

chosen not to. This shows that Grant Thornton perhaps has realised that when it 

comes to marketing CSR they need to be careful in order to not create any public 

suspicion regarding authenticity as explained by Porter and Kramer (2011). 

5.4. Extracted mechanisms for creating authenticity 

In the case of Grant Thornton and their sustainable development, it's reasonable to 

argue that authenticity is constructed on the basis of five mechanisms. These 

mechanisms are considered to answer our research question, which is: How is 

authenticity constructed and how are both management and employees part of this 

construction process? With help of these five mechanisms, this thesis explains the 

organizational view of how Grant Thornton collaborates to construct authenticity. 

1. Integration and commitment: By integrating employees in the company's CSR 

program, one can argue that Grant Thornton is collaborating in order to form an 

organisational commitment. Ways of including the employees is first and foremost 

by letting the employees be a part of the prioritization process. This means that the 

CSR is partly founded on the ideas and visions of the employees. By including them 

in the decision process Beckman et al. (2009); Liedtka (2008) states that 

authenticity is being constructed. The employees are also being integrated into 
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company CSR by actively participating in events like ‘get together’ and ‘GT in the 

community’, as well as seminars that address CSR. The commitment created in 

unison in the organisation has effects both on the inside and the outside of the 

organisation as it forms an organisational culture. Employees and management are 

actively making decisions together in order to sponsor local sports teams, not eat 

red meat at invitational events and fund public welfare projects. As Chaudhri (2016) 

states that employee cynicism can be avoided by integrating employees, the 

argument for an organisational commitment is supported. One can argue that there 

is an organisational culture that has developed based on the integration of CSR. 

Managers as well as employees are working together to find new ways in order to 

promote sustainability in the three areas of CSR which seems to be allowed by the 

organisational culture that is based in Grant Thornton’s CSR.  

2. Communication: The integration of CSR is supported by communication that 

provides information surrounding the work of sustainability and CSR. According 

to the head of sustainability Grant Thornton has implemented a feedback culture to 

evaluate and develop the sustainability development even further. As Chaudhri 

(2016) stated that in order to make employees identify with their organisation, clear 

and open communication is necessary as this counteracts employee cynicism. 

3. Long-term goals: Another way of integration is that the company's CSR is aimed 

for long-term survival. Long-term goals and milestones therefore support the 

sustainable development in order to steer the company in the desired direction. The 

office manager in Örebro stated that the company’s sustainable development should 

influence the daily business decisions. 

4. Evaluation: The employees are continually evaluating the company's CSR 

projects and activities in forms of feedback. These facts have been considered to be 

important for the employees when they are forming their authenticity judgements 

(McShane & Cunningham 2012). 

5. Legitimate marketing: Grant Thornton’s marketing is a reflection of the 

company's CSR. One can argue that Grant Thornton’s marketing portrays them as 

legitimate and good for society. This is because Grant Thornton are giving back to 
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society in forms of public welfare projects, sponsorships and marketing their 

awards which coincides with the legitimacy theory (Deegan & Blomquist 2006). 

5.5. Discussion 

The aim of this thesis is to investigate CSR as a marketing practice, and to explore 

how authenticity is constructed in relation to internal CSR communication. This 

study has gained insight regarding the complexity of the construction of authenticity 

in the context of CSR. When completing this study, the realisation came that 

authentic CSR is not a top-down or a down-top type of structure. This type of 

separation was far too simple. The need for another approach to explain the 

complexity of this situation was therefore highlighted and investigated. This study 

has shown a slightly different perspective than Liedtka (2008) and Driver (2006) 

since authentic CSR communication relies on more than promoting employee 

commitment and acknowledging stakeholders. The concept of authenticity is far 

more complex than that.  

Based on this analysis and studying previous research, this thesis can suggest three 

features for strengthening the cooperation and commitment in organisations, which 

contributes to organizational cohesion and the construction of authenticity. This 

study shows that an authentic organizational culture is a key for a well-functioning 

CSR. These features are strengthening the argument and is in line with Liedtka 

(2008), who explains that organizations can create a more authentic self by 

promoting people to have impact, be emotionally engaged and actively participate 

in strategy-making processes. By implementing the three features into organisations 

there is a chance that an authentic organisational culture will be created.  

1. Feedback: A well-developed feedback culture that helps the organization to 

perform better and develop their future sustainability in a desirable direction. For 

example, at Grant Thornton the employees are welcome to submit any types of 

suggestions for improvement and the decision making process is quick regarding 

the suggestions. Furthermore, organisations should always aim to follow up on their 

projects with statistics, facts or evaluations. 
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2. Permeation: Importance of looking at the CSR as a natural integrated part of the 

organization, not as a separate unit. For example, shifting of focus to cover different 

CSR areas. Organisations should use similar events to ‘GT in the community’ and 

‘get together’ which are great ways to include employees in the organisational 

culture and increases the permeation of CSR. As well as including employees in the 

decision making process of designing CSR. Using a CSR that permeates the 

organisation allows for authenticity to be created (Liedtka 2008; Beckman et al. 

2009). Which seems to be the key for the creation of an authentic organisational 

culture. 

3. Transparency: To openly communicate what the company does, as well as 

communicate what the company does not engage in. As stated by many of the 

respondents it is important to keep what you promise when it comes to marketing. 

Another view of transparency is that there is always information available on the 

internal network regarding how different Grant Thornton offices are applying their 

own ideas when it comes to voluntarily working with sustainable development. 

Organisations should follow these examples in order to increase their own 

transparency.  
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6. Conclusions 

In the beginning of this thesis, the research regarding how the head of sustainability 

worked to integrate CSR into the organisation and how the employees perceived 

authenticity in the context of CSR were in focus. After investigating, there was an 

insight that the integration of CSR and the construction of authenticity was far more 

complex. When completing this study, the realisation came that authentic CSR is 

not a top-down or a down-top type of structure. This type of separation is far too 

simple. There need to be another approach to explain the complexity of this 

situation. This study has proven a more complex point of view regarding how 

authenticity is constructed. Three features are suggested that organizations can 

apply to construct authenticity. These are feedback, permeation and transparency. 

These three features are strengthening the argument by Liedtka (2008) that explains 

that organizations can create a more authentic self by promoting people to have 

impact, be emotionally engaged and actively participate in strategy-making 

processes. 

Another important conclusion that can be drawn from this study was the 

investigation regarding how Grant Thornton currently work to integrate their 

sustainable development. The integration of authentic CSR in the organisation can 

be summarized as five mechanisms to construct an authentic integration. The five 

mechanisms consists of (1) Integration and commitment, (2) Long term goals, (3) 

Communication, (4) Evidence and (5) Legitimate marketing. The purpose of these 

mechanisms are to integrate CSR into an organisations core and at the same time 

build authenticity since this is interlinked, which also is in accordance with 

Beckman et al. (2009) that mention that authenticity is created when CSR is 

integrated in all aspects of an organization.  

Since Grant Thornton is marketing their sustainable development with help of 

awards, their sponsorship of local sports teams and public welfare projects. It is 

possible to state that Grant Thornton’s marketing consists of three different kinds 

of legitimate marketing (Deegan & Unerman 2011). The reason for this is that the 

type of marketing that is in line with the company's core beliefs leaves little room 
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for stakeholder suspicion regarding if the company CSR is genuine as described by 

Arendt and Brettel (2010); McShane and Cunningham (2012); Alhouti et al. (2016).  

6.1. Academic contributions 

By choosing Grant Thornton with a well-established CSR, good insights regarding 

their success stories have been shared and analysed. This thesis has highlighted the 

importance of CSR to be perceived as authentic. The thesis have given suggestions 

in forms of three features that can create organisational cooperation and 

commitment in order to construct authenticity. It can therefore be stated that the call 

for further research in this business field have somewhat been answered.  

Regarding CSR as a marketing practice, earlier research has pointed to the negative 

aspects of CSR-communication. This study also highlight the negative aspect of 

marketing the CSR, but in the case of Grant Thornton, three ways have been found 

to market CSR in an authentic way. This in turn can lead to reputational benefits. 

Furthermore, this study have contributed with theory in the field of authenticity. 

Suggestions in forms of how authenticity can be constructed in the context of CSR 

have been elevated. This study has shown a slightly different perspective than 

Liedtka (2008); Driver (2006) since CSR communication cannot be authentic if it's 

structured as a top-down or down-up type of communication. It's more complex 

than that. When employees are part of the decision making process and forms an 

authentic organisational culture, it enhances the possibility for the CSR to appear 

authentic. 

6.2. Managerial implications 

By examining this study, managers can create an understanding of what is important 

when integrating CSR in companies. For example ‘the five mechanism’ can be an 

appropriate way for managers to use in order to integrate authentic CSR in the 

organization. Furthermore, the suggested ‘features’ can be a help for creating 

cooperation within organizations that are struggling with constructing authenticity. 

Furthermore, managers can form an understanding on how to market their CSR in 
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an authentic way by using the three different types of legitimate marketing 

approaches.  

6.3. Limitations and future research 

First and foremost, this study is built on eight respondents with different values and 

beliefs. This can be considered as a limitation since Grant Thornton consist of 

thousands different people, all with their own personal beliefs and values, and this 

study only presents eight of them. This study can therefore not be generalized for 

the whole organisation. Since this study investigates one single company with a 

specific organisational culture it is hard to claim that the study would apply to other 

companies or business fields. The CSR program at Grant Thornton has been 

integrated well in the organisation which made it hard to find any major negative 

aspects. This made it harder to have a critical reflection or to find critical aspects to 

elaborate on.  

Future research could replicate this study in other organisations in order to create a 

wider and more generalizable understanding on how companies can construct 

authenticity in their CSR. Furthermore a quantitative approach can also be applied 

to this study in order to increase the amount of uncovered cues used for judging 

authenticity by using questionnaires. 
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8. Appendix 

8.1. Appendix 1 

 

Theme 1: Sustainable development 

 

1. How is CSR being communicated to employees? 

 

2. Do you discuss CSR in the organization between your employees? 

→ Is there an opportunity for employees to influence your CSR? 

→ If so, how does the employee influence? 

→ If employees are not involved, why not? 

 

3. Do you evaluate CSR projects?  

→ if yes, how?  

→ If no, why not? 

 

Theme 2: Authenticity 

 

1. What do you think characterizes a good CSR? (Generally? Within GT?) 

 

2. What do you think CSR should contain in order to be perceived as trustworthy? 

→ How do you make the information feel trustworthy when its being 

communicated? 

→ Can you give any examples? 

 

3. How do you work to achieve long-term CSR work?  

(Example: integrated from the core) 

 

4. How does the selection process take place when there are suggestions from other 

companies / customers who want you to be involved in a specific CSR project? 

→ How is the selection judged? 

 

Theme 3: Communication 

 

1. What is highlighted most in CSR communication towards employees, what is the 

focus on? (E.g. some projects?) 

 

2. How would you like communication of CSR to be trustworthy/ reliable? 

→ Why should it be in this way? 

 

3. How do you intend to create trustworthiness / genuineness when communicating 

CSR? 

 

 

 

Theme 4: Marketing 



 

 

1. Is CSR used by your organization for marketing purposes?  

→ If yes, in what way? 

→ Is it too much or too little marketing? 

→ Why do you think like this? 

 

2. Do you think marketing affects the trustworthiness / authenticity of the company? 

 

3. Can marketing of CSR be positive / negative for the company? 

 

4. Are there any parts of your CSR that you do not market or inform about? 

→ Why not? 

 

Is there anything you want to add beyond these questions? 

  



 

8.2. Appendix 2 

 

Theme 1: Sustainable Development 

 

1. When we mention the concept of sustainable development, what do you think 

about? 

→ How do you notice your work on sustainable development from the (1)social-, 

(2)environmental- and (3)economic perspective? 

 

2. Do you think that work on sustainable development is "generally known" within 

the organization? 

→ Why / Why not? 

→ do you discuss sustainable development in the organization between your 

colleges? 

 

3. Do you consider it to be important to work with sustainable development? 

→ Do you think it's important to work with trustworthiness regarding sustainable 

development? 

 

4. What do you know most about the company's work with sustainable 

development? 

→ Why? 

→ Do you think it's trustworthy? 

→ What is it that makes you believe in it? 

 

5. Do you think sustainable development is integrated into your daily work? 

→ In what way? 

 

Theme 2: Authenticity / trustworthiness 

 

1. What do you generally think characterize good work with sustainable 

development? 

 

2. How would you like the sustainability work within GT to develop in long-term? 

→ Examples of this / Why? 

 

3. How does GT make relevance in its sustainability work, how does it make it 

trustworthy and relevant in the organization and its employees? 

→ Can you give an example of what you think makes something trustworthy? 

 

4. If you chose any part or project in GT's sustainability work that you would like 

to highlight as extra good / relevant, what is it? And why do you choose it? 

 

5. How does GT work to create engagement among its employees in the context of 

sustainable development? 

 

 

 



 

Theme 3: Communication 

 

1. If you get information about sustainable development, what do you need to know 

to believe in the information? 

→ Will there be follow-ups where you see results? 

2. How is the information about sustainable development being communicated 

among the employees? 

→ Are the information communicated to you? 

→ How? 

→ Through which channels? 

 

3. When information reaches you from above (higher positions), do you perceive it 

as trustworthy then? 

→ Is there any difference if the information comes from someone in the same 

position as you? 

 

4. What do you think most commonly occurs in communication on sustainable 

development? (E.g. some projects highlighted?) 

→ What do you think about this? 

→ Why should it be like this? 

 

5. Can you and your co-workers influence how Grant Thornton works with 

sustainable development? 

 

Theme 4: Marketing 

 

1. Do you know what is highlighted in your marketing about Grant Thornton's 

sustainability work towards customers? 

→ Is it too much or too little marketing? 

→ Why? 

 

2. What do you generally think of marketing sustainable development? 

 

3. Are there any negative aspects of marketing sustainable development? 

 

4. Are you doing something on your own initiative regarding sustainable 

development? 

 

Is there anything you want to add beyond these questions? 

 


