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Abstract 
The purpose of the study is to map the current situation of Corporate Social Responsibility in 
the Estonian textile and clothing industry. As the importance of the Estonian textile and clothing 
industry is decreasing, CSR is becoming more important to implement as it is argued to increase 
competitiveness. The study investigates how CSR is perceived by the biggest textile and 
clothing companies in Estonia through analysing the understanding, attitudes, activities, drivers 
and barriers of CSR. A qualitative research strategy and multiple-case study research design 
was used when conducting the study. Six representatives of Estonian textile and clothing 
companies were interviewed using a semi-structured interview type. The data was analysed 
using a pattern-matching technique. In order to draw cross-case conclusions, a cross-case 
analysis was performed as well. The understanding of CSR is fairly extensive among the 
participating companies. CSR is perceived to be important for improving a company’s 
competitiveness and reputation. The activities that are considered most important to engage in 
include activities to improve the well-being of employees and contribute to the society and 
community. The strongest barrier to implementing CSR is its cost and lack of governmental 
support.  The main drivers are considered to be attracting the best employees and improving 
the satisfaction of existing ones, improving reputation and gaining a competitive advantage. 
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1 Introduction 
The Introduction chapter explains the background of the topic and narrows it down to the 
specific problem at hand. Next, the purpose of the study is explained and the research questions 
are introduced. Finally, the delimitations of the study are explained.   

1.1 Background 
Estonia has a long history in textile and clothing industry, having been the location for some of 
the biggest textile factories in Europe in the 20th century (Kello & Laos, 2011). In the 1980’s, 
while Estonia was still a part of the Soviet Union, the textile and clothing industry was the 
biggest industrial sector in Estonia, providing a quarter of industrial production and employing 
approximately 40 000 people (Kello & Laos, 2011). By 2000, the textile and clothing industry 
employed 19 000 people and accounted for 13% of industrial production (Kello & Laos, 2011). 
Nowadays, the industry consists of more than 230 textile and about 500 clothing companies 
(Ministry of Economic Affairs and Communication and Ministry of Finance, 2016). However, 
it only employs about 2% of the industrial workforce (Statistics Estonia, 2016a) with a share of 
4% of the overall industrial production (Statistics Estonia, 2016b) and making up about 2% of 
Estonian exports (Statistics Estonia, 2016d).  
 
Thus, it can be seen that the significance of the sector has declined rapidly since the 1980s. In 
1991, when Estonia regained its independence, a “shock-therapy” transition from a planned 
socialist economy to a capitalist market economy was applied (Hoag & Kasoff, 1999). The 
clothing industry was one of the most successful industries in Estonia to cope with the new 
economic situation thanks to factors such as the already existing production capacities, highly 
qualified, yet low-paid labour as well as qualified executives and specialists (Kilvits, et al., 
2003). Many of these factors were dependent on the fact that the Estonian textile and clothing 
industry was developed to a high level in the Estonian Soviet Socialist Republic (Kello & Laos, 
2011). The main competitive advantage for the manufacturing industry since the re-
independence lied in low wages, especially in the garment industry, which is considered a very 
labour-intensive industry (Kilvits, et al., 2003). While the textile industry is not as labour-
intensive, it had its own significant competitive advantage - the relatively cheap electricity in 
Estonia (Kilvits, et al., 2003). However, both of these factors are no longer cause for 
competitive advantage as the electricity prices have increased significantly and Estonia is no 
longer a country with low wages when compared to Asian countries. Hence, one of the reasons 
for the sector’s decline is that it is difficult for Estonian textile and clothing industry to compete 
with manufacturers in Asian countries where labour costs are lower and production capacity is 
bigger (Estonian Clothing and Textile Association, 2004). Therefore, action is needed for 
strategically increasing the industry’s competitiveness in a global context through defining and 
developing sources of increased competitive advantage.  
 
Since the Estonian textile and clothing industry is largely dependent on foreign markets with 
approximately 84% of all textile and 67% of clothing products manufactured being exported 
(Statistics Estonia, 2016c), appealing to foreign brands and consumers is crucial for the 
industry’s success. One of Estonia’s advantages lies in its proximity to the European Union’s 
market leading to shorter lead times (Ministry of Economic Affairs and Communication and 
Ministry of Finance, 2016; Estonian Clothing and Textile Association, 2004). Estonia’s 
closeness to the European Union’s market is becoming more relevant as more and more 
companies are reconsidering their outsourcing decisions in favour of reshoring or near-
shoring/proximity sourcing and consumers are becoming more concerned with where their 
clothes are manufactured. While reshoring applies to Estonia’s branded manufacturers, the 
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near-shoring/proximity sourcing concept is relevant for Estonian clothing and textile suppliers. 
The usefulness of these concepts to the Estonian textile and clothing industry is explained 
further in the following paragraphs.  
 
Fratocchi, et al. (2014) define reshoring as “a voluntary corporate strategy regarding the home-
country’s partial or total relocation of (in-sourced or outsourced) production to serve the local, 
regional or global use.” Reshoring can be beneficial for companies in comparison to global 
sourcing in several aspects such as reducing logistics costs, sourcing costs, delivery time and 
the company’s carbon footprint while mitigating risks in terms of quality of products, cultural 
differences between the company and the manufacturer, intellectual property and currency 
(Fratocchi, et al., 2016; Gray, et al., 2013, Ellram, et al., 2013). A recent study by Brandon-
Jones, et al. (2017) showed that reshoring announcements led to a positive stock price reaction, 
suggesting that taking into account the full costs of off-shoring, producing in higher cost regions 
might sometimes be economically advantageous for companies. Since reshoring is argued to 
improve the company’s image in the eyes of consumers (Grappi, et al., 2015), Estonia’s textile 
and clothing manufacturers producing their own branded goods can benefit from reshoring by 
promoting the fact that the items are produced in Europe in order to appeal to consumers. 
Moreover, taking into account previous research referred to in this paragraph, the companies 
can also benefit from reduced lead times and logistics costs, increased flexibility to the demand 
of the market, reducing risks and attracting investors through producing in the home-country.  
 
Reduced lead times and logistics costs, reducing risks and being more responsive to the 
customers’ needs are also some of the benefits of nearshoring/proximity sourcing (Fratocchi, et 
al., 2016). Kvedaravičienė (2008) argues that cultural differences, different time-zones, long 
lead-times and lack of control, deriving from lack of proximity, are factors that complicate a 
company’s outsourcing processes. However, these issues can be avoided when production 
locations are located close to the home-country (Kvedaravičienė, 2008). The Economist (2005) 
defines near-shoring as “the business of moving production, research and business processes to 
countries that are quite cheap and very close rather than very cheap and far away.” This concept 
is especially relevant for Estonian textile and clothing suppliers looking to attract foreign 
brands. Previously, post-soviet countries, such as Estonia, were considered a good production 
country for companies looking for cheaper wages, less governmental regulations and lower tax 
burdens (Slepniov, et al., 2013). However, the situation has changed since due to wage inflation 
and technological and environmental upgrades, thus these factors are not as valid anymore 
(Slepniov, et al., 2013; The Economist, 2005). Nonetheless, Estonia’s wages are still relatively 
low when compared to western countries (The Economist, 2005) and its cultural similarity to 
western countries as well as its geographical location are key benefits for the Estonian textile 
and clothing industry.  
 
Slepniov, et al. (2013) argue that even though the main drivers for outsourcing companies are 
cost minimisation, market proximity and strategic asset seeking, suppliers should also give a 
higher priority to environmental issues and Corporate Social Responsibility (CSR). Therefore, 
companies who behave in a socially responsible and sustainable way, might have a competitive 
advantage both in their Business-to-Business as well as Business-to-Consumer transactions 
through attracting business partners interested in near-shoring their production as well as 
consumers interested in buying textiles and clothing that are produced in a responsible way. 
Therefore, Estonia’s geographical proximity as well as possibilities for good Corporate Social 
Responsibility (CSR) performance could favour the Estonian textile and clothing industry. 
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According to the European Commission’s (Commission of the European Communities, 2001) 
definition, CSR is “a concept whereby companies integrate social and environmental concerns 
in their business operations and in their interaction with their stakeholders on a voluntary basis.” 
Several benefits of adopting CSR have been identified in research literature such as an increased 
competitive advantage through enhanced reputation (Vilanova, et al., 2009; Cooke & He, 
2010), reduced operating costs, improved customer satisfaction (Cooke & He, 2010), increased 
innovativeness (Vilanova, et al., 2009; Battaglia, et al., 2014) as well as attracting the best 
quality workers (Perry & Towers, 2013). Implementing CSR in business activities is important, 
especially due to external pressure from governmental agencies as well as the rising importance 
of ethical consumerism influencing companies to engage in CSR (Cooke & He, 2010).  
 
Companies can become socially responsible through the integration of social, environmental, 
ethical, consumer, and human rights concerns into their business strategy and operations and 
following the law (European Commission, 2017). CSR issues, especially regarding labour 
rights, in the textile and clothing industry gained widespread attention after the deadliest 
disaster in the history of the garment industry in 2013 when the Rana Plaza, housing garment 
factories producing clothing for Western brands, collapsed, killing 1137 people (Institute for 
Global Labour and Human Rights, 2014). After the catastrophe, governments, businesses and 
activists became more concerned with the labour rights and transparency in supply chains 
(Chandran, 2016). Even though the disaster directed attention to the problems in the clothing 
and textile industry with several activists’ groups such as the Clean Clothes Campaign and 
Fashion Revolution actively fighting for solving the problems in the industry, the situation is 
still worrisome not only in Asian countries, but in Europe as well. For example, in 2016, BBC 
found child refugees producing clothing for Western brands in Turkey (BBC, 2016). 
Furthermore, workers in some of the textile factories in Britain were found to be paid less than 
half of the minimum legal wage in 2015 (Hoskins, 2015).  
 
In addition to the social impacts of businesses, according to the European Commission’s 
definition of CSR, it is also concerned with environmental sustainability issues. This is also a 
big problem in the clothing and textile industry as it is considered to be an industry with a large 
environmental impact driven by mass-consumption (Hermes, 2014). From the negative 
environmental impact starting from the beginning of the supply chain with producing fibres, to 
the end of the product life-cycle as fashion is becoming more and more disposable, the industry 
is considered to be one of the most polluting industries in the world (Conca, 2015).   
 
As demand for transparency and businesses taking responsibility for their whole supply chain 
is increasing, companies cannot ignore CSR if they wish to be competitive. CSR is a relatively 
new topic in Estonia, but the importance of it has been growing in recent years, mostly thanks 
to European Union policies and national frameworks for promoting CSR (Ministry of Economic 
Affairs and Communications, 2016). The start of CSR development in Estonia is considered to 
be the year 2004 when a NGO called the Responsible Business Forum was founded (European 
Commission, 2013). In 2012 a European Cohesion Fund project started, marking the start of 
government involvement in promoting CSR in Estonia (European Commission, 2013). It can 
be seen from this, that CSR is not a topic with a long history in Estonia. However, this can be 
considered as a missed opportunity in terms of increasing the competitiveness of businesses. 
As can be seen from previous literature, the benefits of strategic CSR implementation are 
versatile and could be useful for the Estonian textile and clothing industry in order to attract 
business partners and appeal to their customers.  
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Estonia’s geographical position can be considered one of its main competitive advantages due 
to its proximity to the European Union market. This provides the chance to attract foreign 
brands interested in near-shoring. Furthermore, Estonian branded manufacturers producing in 
Estonia can use their location for appealing to consumers interested in where their products are 
manufactured. However, as several outsourcing brands are still only taking into account the 
direct costs of outsourcing (Slepniov, et al., 2013), Estonia still might not be attractive enough 
of a production location when compared to cheaper production taking place in Asian countries. 
Also, as consumers, activists’ groups, the European Commission and the Estonian government 
are increasingly interested in which conditions products are produced in and pressuring 
companies to pay attention to their social responsibilities, considering location as a sufficient 
factor of competitive advantage is not economically sustainable. Hence, geographical position 
alone is not enough to tackle the problem of the decline of the textile and clothing industry in 
Estonia.  However, geographical proximity to the European Union’s market, the rising 
popularity of reshoring and near-shoring activities and strategic CSR implementation 
combined, could contribute to increased global competitiveness of the Estonian textile and 
clothing industry.   
 
In order to evaluate this possibility, more information on how Estonian textile and clothing 
companies perceive and implement CSR might prove useful. This information would help 
analyse whether or not engaging in CSR is a beneficial strategy for increasing the 
competitiveness of Estonian textile and clothing companies, offering a starting point for future 
studies analysing the link between CSR activities and competitiveness more in depth. 
Furthermore, it can help identify the problems and barriers towards implementing CSR, how 
CSR issues are perceived and what actions are taken, therefore providing an input for 
institutions seeking to promote CSR. 

1.2 Purpose 
The purpose of this study is to investigate Corporate Social Responsibility practices in Estonian 
clothing and textile companies in order to map the current situation through investigating 
awareness, adoption rate and drivers and barriers of CSR.  
 
In order to achieve the purpose of the study, a multiple-case study is conducted in order to 
address the following research questions:  

1. What is the level of understanding of CSR among managers in the Estonian textile and 
apparel enterprises?  

2. What are the attitudes towards CSR among the managers in the Estonian textile and 
clothing industry? 

3. What are the most important CSR issues for the Estonian textile and clothing companies 
and what practices do they adopt?  

4. What are the drivers for Estonian textile and clothing companies to engage in CSR?  
5. What are the perceived barriers for Estonian textile and clothing companies to adopting 

CSR practices in their companies?  

1.3 Delimitations 
The scope of this study is the textile and clothing companies in Estonia. Therefore, the results 
are not applicable to other industries in Estonia nor textile and clothing companies in other 
geographical locations. Furthermore, the study is specifically focused on the biggest textile and 
clothing companies in Estonia, thus the results do not portray the CSR awareness, adoption rate 
and drivers of barriers of small and medium-sized enterprises within the same context. Also, 
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the study focuses on the perceptions of the managers of the companies, therefore, the 
information presented is from a managerial point of view.  
 
This is a descriptive study, hence it is only concerned with describing the current state of 
Corporate Social Responsibility in Estonian textile and clothing companies, without studying 
the causality of any events.    

2 Literature Review 
A literature review is conducted to study the relevant findings in literature in accordance with 
the research questions. The purpose of the literature review is to: 

- Study the different approaches to Corporate Social Responsibility and compare 
researchers’ understandings of CSR to determine the most widespread understanding;  

- Understand what attitudes companies and managers have towards CSR according to 
previous literature; 

- Determine the kind of CSR activities companies engage in and what factors influence 
their decisions on which practices to implement; 

- Identify the drivers of CSR, especially its influence on a company’s competitive 
advantage and 

- Look into the barriers of implementing CSR. 

2.1 CSR as an Academic Research Area 
Corporate Social Responsibility has a long history. According to Carroll (1999), the ‘modern 
era’ of CSR started already in 1953, when Howard Bowen published the book “Social 
Responsibilities of the Businessman” providing the first definition of CSR. After Bowen’s 
publication, there have been several other definitions and approaches to CSR with different 
terms being used, for example social issues management, public policy and business, 
stakeholder management, corporate accountability (Garriga & Melé, 2004). There have also 
been different ways that companies implementing CSR, but since the 1990, it has been argued 
in research that CSR has evolved into a strategic management tool used to improve the bottom 
line performance of the corporation (Lee, 2008).   
 
Baron (2001) proposes that companies mainly incorporate CSR in their business strategy for 
three reasons: (1) believing CSR will increase profits, (2) altruistic reasons or (3) avoiding 
external pressure from activists and pressure groups that have the power to decrease a 
company’s market performance. Wood (1991) argues that the society and businesses are 
connected to each other, therefore, the society has a say in how a corporation should behave 
and what its outcomes should be. Porter and Kramer (2006) say that even though companies 
are already contributing to the society every day by providing jobs, purchasing goods and being 
a part of creating a prosperous economy, building shared value through CSR may become an 
important factor of competitiveness. By applying its resources, expertise and management 
talent to causes the corporation has a stake in, it can have a vast influence on society (Porter & 
Kramer, 2006). Polonsky and Jevons (2006) argue that integrating CSR is becoming 
increasingly important for companies in order to gain acceptance by stakeholders. 
 
A theory based on the interrelationship of the society and corporations providing an explanation 
to why companies should engage in CSR is the stakeholder theory. According to Donaldson 
and Preston (1995), the stakeholder theory suggests that companies need not only take into 
account their shareholders in developing their business, but every person and organization 
directly or indirectly affected by the company. Therefore, the moral requirement for a legitimate 
management is to acknowledge that the government, investors, political groups, suppliers, 
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customers, trade associations, employees, and communities have a stake in supporting their 
business and recognize that the interests of all of the stakeholders are equally important and 
need to be reacted to (Donaldson & Preston, 1995).  
 
Due to the wide range of CSR definitions being used in research, a distinction between 
definitions is made in this literature review, based on whether or not the researchers consider 
both social and environmental concerns to be a part of CSR as the European Commission’s 
definition suggests. The different articles reviewed during this study are compiled in a table 
(Appendix 1). There, the different conceptualizations and definitions of CSR are also brought 
out. It can be seen from the table, that most articles reviewed, that provide an explanation of 
their approach to CSR (27), regardless of the definition of CSR they use, include a company’s 
activities targeted at improving the environment to be a part of CSR.  
 
Four articles referred to in this review (Bhattacharya, et al., 2008; Valentine & Fleischman, 
2008; Vanhamme & Grobben, 2009; Werther Jr. & Chandler, 2005) do not make a clear 
distinction if they consider both social and environmental aspects in the study. For example, 
Valentine & Fleischman use Carroll’s (1979) definition of CSR which explains that CSR 
involves the expectations that the society has of corporations at a given point in time. These 
expectations may be environmental as well as societal. As Smith (2007) argues, since the 
concern for the environment grows amongst the society, societal concerns are increasingly 
linked with environmental protection.  
 
Only four articles consider only social activities to be a part of CSR (Lii & Lee, 2012; Perry & 
Towers, 2013; Schons & Steinmeier, 2016; Longo, et al., 2005) and one article provided no 
definition as the author argues that CSR means different things to different people (Frankental, 
2001).  
 
Although there are several different approaches to CSR, after the Commission of the European 
Communities published its “Green Paper: Promoting a European framework for Corporate 
Social Responsibility” in 2001, more and more articles are using the European Commission’s 
definition of CSR (e.g Blombäck & Scandelius, 2013; Cooke & He, 2010; Vilanova, et al., 
2009; Johansen & Nielsen, 2012; Weber, 2008; Vuontisjärvi, 2006). According to the 
definition, CSR is “a concept whereby companies integrate social and environmental concerns 
in their business operations and in their interaction with their stakeholders on a voluntary basis.” 
“Voluntary” in this case, means going beyond obeying the law. Therefore, according to this 
definition, paying the employees on time, for example, is not a part of CSR as this is required 
by law. However, the European Commission also says that in addition to involving concerns 
for social, environmental, ethical, consumer and human rights in business operation, companies 
can also become socially responsible by following the law (European Commission, 2017). This 
makes sense, as for example, a company that offers financial support to the local education 
system, yet does not pay their employees on time, or uses child labour cannot be considered 
socially responsible. Thus, in this paper, voluntary CSR activities in conjunction with abiding 
by the law, are considered Corporate Social Responsibility. 
 
After analysing the studies used in the literature review in terms of their approach to CSR and 
seeing that most of them consider a company’s responsibilities towards the environment to be 
a part of CSR as the definition of the European Commission implies, this study is based on the 
European Commission’s approach to CSR.  The main concepts and perceptions discussed in 
this chapter are summarized in Table 1.  
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Table 1. Understanding of CSR 

Conceptualization Reference 
CSR is a strategic management tool used to 
improve the bottom line performance of the 
corporation. 

Lee, 2008 

The society and businesses are intertwined, 
therefore, the society has a say in how a 
corporation should behave and what its 
outcomes should be. 

Polonsky & Jevons, 2006 
Porter & Kramer, 2006 
Wood, 1991 

Every person and organization directly or 
indirectly affected by the company needs to 
be taken into account. (Stakeholder theory) 

Donaldson & Preston, 1995 

CSR consists of social and environmental 
concerns. 

Commission of the European Communities, 
2001 

CSR implementation consists of voluntary 
activities in addition to obeying the law. 

European Commission, 2017 

 

2.2 Attitudes Towards CSR 
A study on the attitudes towards CSR of managers of different organizations showed that 
managers consider CSR to extend beyond the purpose of profit-making and believe that the 
foundation of CSR consists of being ethical and having integrity (Athanasopoulou, 2012). The 
author argues that for successful CSR implementation, an organization’s leaders need to 
sincerely commit to the values that CSR represents. Furthermore, CSR attitudes differ from one 
person to another and are influenced by different factors such as job type and a person’s position 
in the organization’s hierarchy (Athanasopoulou, 2012). Therefore, there is no common 
perception of CSR among managers and every organization needs to take into account the 
unique attributes that their organization has in accordance with the values of their leader in 
order to be able to successfully engage in CSR and gain from it (Athanasopoulou, 2012). 
 
When looking into the factors influencing the formulation of an individual’s attitudes, 
Waldman, et al. (2006) found that managers in wealthier countries have a more positive attitude 
towards CSR and are more concerned with it (Waldman, et al., 2006). Furthermore, in cultures 
that value institutional collectivism, managers value most aspects of CSR in order to benefit the 
larger collective or the society in general (Waldman, et al., 2006). However, managers in 
cultures with a big distance among people in terms of power are more likely to be more self-
centred in their decisions, not considering the influence that their business has on their 
stakeholders, shareholders and the community (Waldman, et al., 2006). Thus, it can be seen 
that managers’ cultural background has a significant influence on their attitudes towards CSR.   
 
In addition to this, Waldman, et al. (2006) also found that managers’ values and attitudes 
towards CSR influence how important their followers consider CSR to be. Hemingway and 
Maclagan (2004) also propose that through reflecting their personal values, managers are able 
to inspire employees to believe they can also make a change in the organization. This is in line 
with the findings of Groves and Larocca (2011), who argue that the attitudes of various 
stakeholders towards CSR are dependent on the attitudes of the leader of an organization. 
Followers of transformational leaders with strong ethical values are inspired to look beyond 
self-interest and are more inclined to believe in CSR’s ability to increase organizational 
effectiveness and benefit the community (Groves & LaRocca, 2011).  Similarly, Choi, et al. 



 

 - 8 - 

(2015) argue that an ethical work-climate, created by ethical leadership, influences employees’ 
perceptions of CSR. More specifically, they found that ethical work-climate is a mediator and 
a moderator between ethical leadership and employees’ attitudes towards CSR. An ethical 
work-climate helps employees embed CSR values and enhance an organization’s ethical 
decision making and collective interests (Choi, et al., 2015). A leader reflecting ethical values 
inspires its followers to consider the wider influence of their actions as well. Hence, according 
to Choi, et al. (2015), an organization’s overall attitudes towards CSR are dependent on the 
manager’s ability to generate positive attitudes in employees towards the well-being of the 
organization and its stakeholders.   
 
Therefore, organizations interested in CSR implementation need to take into account the values 
and characteristics of the leader (Groves & LaRocca, 2011). A manager’s personal values and 
attitudes are what really determine the formulation, adoption and implementation of CSR 
policies in an organization (Hemingway & Maclagan, 2004). The attitudes influencing an 
organizations CSR implementation, discussed in this chapter, are compiled in Table 2. 
 
Table 2. CSR Attitudes 

Attitude Reference 
CSR implementation depends on the values 
of the leader 

Athanasopoulou, 2012 
Choi, et al., 2015 
Groves & LaRocca, 2011 
Hemingway & Maclagan, 2004 
Waldman, et al., 2006 

CSR is focused on being ethical and having 
integrity 

Athanasopoulou, 2012 

CSR attitudes are dependent on job type and 
a person’s position in the company 

Athanasopoulou, 2012 

 

2.3 CSR Activities 
There are different approaches to which activities CSR includes. As mentioned in the 
“Theoretical Perspectives of CSR” chapter, there are various conceptualisations of CSR and 
depending on which perspective a company takes, the approach to which activities CSR should 
include can differ. Furthermore, as seen from the previous chapter, CSR activities need to vary 
when compared to competing companies in order to offer differentiation and thereby increase 
competitiveness. Also, CSR activities should reflect the values of a particular company in order 
to appeal to their particular target group. Therefore, there is no “one size fits all” approach in 
CSR and every business needs to figure out the CSR activities most suitable for them.  
 
However, it can be seen from previous research that there are some categorizations of CSR 
taking place. For example, Perry & Towers (2013) categorize CSR activities into three groups: 
wages, working hours, and working conditions. Therefore, they only take into account the social 
perspective and focus on CSR activities focused on employees. According to the categorization 
by Lii and Lee (2012) CSR activities can be divided into philanthropic activities, cause-related 
marketing and sponsorship. These categories imply that CSR is mostly concerned with issues 
that can be used in the company’s communication to their stakeholders. Vilanova, et al., (2009) 
recognize five dimensions of CSR: vision, community relations, workplace, accountability and 
marketplace activities. As seen from these examples, what is considered to be a part of CSR 
activities varies significantly, based on the approach to CSR that is taken by the researchers. 
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This applies to business managers as well. The activities that are considered to compose CSR 
depend on how the company defines CSR.  
 
As this study is based on the European Commission’s (2001) definition of CSR, their approach 
to what activities CSR includes is also the one taken here. In 2005, the European Commission 
published an Awareness-Raising Questionnaire. The purpose of the questionnaire is to offer a 
tool for companies to analyse their CSR activities by raising questions on different areas of 
socially responsible activities (European Commission, 2005). Answering the questions helps 
companies identify activities requiring improvement and further actions that could be taken. 
The questionnaire divides CSR activities into five categories which can be seen and are 
explained in Table 3.  
 
Table 3. CSR Activities (European Commission, 2005) 

Activity Description 
Workplace Policies § Eliminating discrimination;  

§ Encouraging skill development;  
§ Taking the employees’ opinion into 

account when making business decisions;  
§ Ensuring sufficient health protection and 

offering a good work-life balance; 
Environmental Policies § Considering and reducing the company’s 

environmental impact;  
§ Reducing costs by reducing energy 

consumption, recycling, etc.;  
§ Providing clear and accurate 

environmental information to 
stakeholders and thinking of ways to 
improve sustainability efforts; 

Marketplace Policies § Honesty and quality in contracts, dealings 
and advertising;  

§ Providing accurate information about the 
products;  

§ Providing an opportunity for stakeholder 
to offer feedback, having a dialogue with 
the company;  

§ Having a system for registering and 
resolving complaints;  

§ Collaborating with other organisations 
for solving CSR issues; 

Community Policies § Offering training opportunities to people 
of the community, having an open 
dialogue with the community;  

§ Local purchasing;  
§ Participating in community activities; 
§ Providing financial support to the local 

community; 
Company Values § Having clearly defined values and rules 

of conduct;  
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§ Communicating values to stakeholders, 
training employees in the company’s 
values and rules of conduct 

 

2.4 Drivers for Adopting CSR 
One of the main benefits for engaging in CSR that is mentioned in literature, seems to be 
treating CSR as a means of increasing a company’s competitiveness through improved 
reputation (e.g. Lewis, 2003; Vilanova, et al., 2009; Porter & Kramer, 2006; Laudal, 2011; 
Smith, 2007; Hillestad, et al. 2010). Although it is difficult to measure the outcomes of CSR, 
since it does not have widely acknowledged indicators, it is still considered an important issue, 
especially in terms of non-tangible factors such as brand equity, corporate reputation as well as 
generating internal and external relationships (Vilanova, et al., 2009).  Similarly, Longo, et al. 
(2005) identified that improved reputation through brand image, customer loyalty and 
relationships with employees and the local communities are the main drivers for Italian SMEs 
for engaging in CSR. Therefore, they found that CSR is not only considered the “right thing to 
do” by companies, but additionally carries business advantages (Longo, et al., 2005). Hillestad 
et al. (2010) argue that the improved reputation will be gained through CSR-related attributes 
such as the brand’s values, culture, history and communication. Perry and Towers (2013) 
propose engaging in CSR can help decrease risks of facing bad publicity, consumer boycotts 
and a decrease in brand value, therefore, increasing brand equity. In order to be implemented 
throughout the whole company, CSR requires shared managerial vision and commitment 
(Polonsky & Jevons, 2006). Genuinely implementing CSR in business strategy leads to 
consumers perceiving the brand as more trustworthy which, in turn, provides differentiation 
from competitors (Hillestad, et al., 2010). In turn, ignoring CSR may lead to decreased 
reputation as Hellsten and Mallin (2006) argue that business executives and investors 
increasingly need to take into account the demand of social responsibility deriving from 
growing public and legal demands for CSR, in order to ensure long-term loyalty to their 
business (Hellsten & Mallin, 2006).  
 
Cooke and He (2010) share the view, that CSR is driven by the hope of increased reputation. 
In addition to this, the results of their study on textile and apparel enterprises in China revealed 
that the main drivers for firms to engage in CSR improving customer satisfaction and reducing 
operating costs (Cooke & He, 2010). Furthermore, legal compliance was the main driver for 
adopting CSR activities and was seen as more relevant than ethical and voluntary 
responsibilities for the companies participating in the study (Cooke & He, 2010). 
 
Werther Jr. and Chandler (2005) see CSR as a strategic tool for global brand insurance that 
should be implemented thoroughly across every operation of a company. With this in mind, 
decisions that a company makes, need to be analysed from the perspectives of suppliers, buyers, 
stakeholder groups and CSR activities must be enforced in every decision (Werther Jr. & 
Chandler, 2005). A CSR mind-set reduces a brand’s vulnerability to internal mistakes as well 
as external attacks and increases internal compliance and communication with external 
stakeholders (Werther Jr. & Chandler, 2005). Battaglia, et al., (2014) also emphasise the 
importance of networking with stakeholders in order to increase competitiveness through 
developing innovative products in collaboration with them, thereby increasing the firm’s 
organizational and technical innovation. Additionally, implementing CSR can transform 
business values and processes as a tool for identifying risks or generating new products and 
services (Vilanova, et al., 2009). 
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Another way CSR can improve a firm’s competitiveness is through attracting customers whose 
values coincide with the company’s. Sen and Bhattacharya’s (2001) found that customers 
express their personal values through their purchases. Consequently, if a brand’s CSR activities 
are directed at problems that the consumer feels strongly about, increased trust and loyalty 
towards the brand is built (Sen & Bhattacharya, 2001). Additionally, Hillman and Keim (2001) 
also recommend identifying CSR issues that benefit or affect stakeholders the most, proposing 
that this may lead to financial value as well as increased competitiveness. Lewis’ (2003) argues 
that different stakeholder groups are demanding businesses to implement CSR. This can be 
seen, for example from the Fashion Revolution movement (Fashion Revolution, n.d), 
encouraging consumers to ask brands “Who made my clothes?” Lewis (2003) highlights that 
as consumers are increasingly driven by self-actualisation, their consumer choices will be 
defined more and more by choosing brands whose values coincide with their own. Pérez’s 
(2009) findings concur with Sen and Bhattacharya’s (2001) and Lewis’ (2003) saying that a 
CSR-based positioning is able to facilitate consumers identifying the brand’s values to their 
own and is a very useful instrument for satisfying consumers’ personal definition needs which 
they can express through purchases.  
 
Perry and Towers (2013) argue that implementing CSR helps employers attract the best 
workers, therefore increasing the company’s competitive advantage in the labour market. 
Furthermore, it has been found that in addition to attracting new employees, CSR activities can 
also help keep the existing ones and improve their job satisfaction. When studying employees’ 
perception of CSR, Valentine and Fleischman (2008) found that CSR can be used as a tool 
through which a company can express its ethical values to both internal and external 
stakeholders, thereby improving the work context and culture and increasing employees’ trust 
in the firm. This, in turn, may lead to enhanced legitimacy, improved organizational 
attentiveness to public responsibility and more satisfied workers (Valentine & Fleischman, 
2008). Similarly, Bhattacharya, et al. (2008) propose that employees should be considered 
internal customers and their expectations should be fulfilled the same way as external 
customer’s expectations are fulfilled. Involving employees in CSR activities helps engage them 
in the company’s core values and ethics, thus, employees’ feelings of pride towards the 
organization they work for are enhanced. Moreover, when employees are involved in planning, 
designing and implementing CSR programs, their performance increases, they are more 
customer-focused are more loyal to the company (Bhattacharya, et al., 2008). Brammer, et al. 
(2007) also found that CSR increases a company’s reputation both internally and externally. 
They argue that CSR activities significantly improve employees’ organizational commitment. 
As a matter of fact, not only internal commitment to CSR, but also external policies, which do 
not necessarily influence employees directly, improve their commitment to the organization 
(Brammer, et al., 2007). Therefore, implementing CSR can considerably increase employees’ 
job satisfaction, trust and pride towards their employer, performance, loyalty and organizational 
commitment. Lewis (2003) argues that employees of companies are the most powerful 
influencers of stakeholder groups. This is mainly because the employees’ perception of the 
organization they work at, is a trustworthy source of information for consumers (Lewis, 2003). 
Consequently, it is important for a firm to make sure that its employees are satisfied and believe 
in the firm’s values. Companies’ commitment to CSR initiatives is one of the factors 
significantly affecting how ethical employees perceive their employer to be (Lewis, 2003). 
 
The financial benefits of CSR are subject to controversy and conflicting findings in research 
literature. For example, McWilliams and Siegel (2001) investigated the financial benefits of 
CSR and found that the relationship between CSR and the company’s financial performance is 
generally neutral. However, Hillman and Keim (2001) found that CSR activities that are 
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specifically associated with the company’s stakeholders may lead to increased shareholder 
wealth as well as benefit stakeholders. Becker-Olsen, et al. (2006), propose that as consumers 
are increasingly expecting companies to be socially responsible, they are also willing to reward 
companies who are considered responsible. Contrastingly, Sen and Bhattacharya’s (2001) 
results showed that CSR-generated trust does not necessarily lead to purchases. Nevertheless, 
Smith (2007) argues that the investments in CSR can be returned through invaluable 
relationships with employees, competitors, consumers and suppliers as well as being 
increasingly attractive to investors. Hillestad, et al. (2010) agree, saying that it is possible to 
implement CSR as an important part of business strategy without making compromises to invest 
in CSR and eventually benefiting as a result of employee trust and positive recognition by 
stakeholders (Hillestad, et al., 2010). 
 
However, Hillman and Keim (2001) argue that participating in social issues that do not affect 
the direct stakeholders, may negatively impact shareholder wealth (Hillman & Keim, 2001). 
Becker-Olsen, et al.’s (2006) agree and add that not only do the companies’ CSR activities need 
to be aligned with the values and beliefs of their target customers, but with their own corporate 
objectives as well, otherwise, CSR may become a cause for decreased reputation for a firm 
(Becker-Olsen, et al., 2006). Therefore, the causes a firm engages with, have to be carefully 
chosen through what issues it is able to tackle and which issues concern their stakeholders the 
most (Becker-Olsen, et al., 2006).  
 
Schons and Steinmeier’s (2016) findings show that businesses can take advantage of low-
proximity stakeholders such as consumers or the society as they are not able to tell if a 
company’s CSR communications are based on substantive or symbolic actions. Therefore, the 
authors argue that in some cases green-washing is rewarded by consumers. However, Schons 
and Steinmeier (2016) warn that general awareness of green-washing is increasing and 
consumers are becoming more sceptical towards CSR communication. Therefore, in the long 
run, businesses cannot ignore implementing CSR, since doing so may significantly decrease a 
company’s competitive advantage. Moreover, communicating non-existent CSR activities 
leads to a high risk of detection, which may result in very bad publicity (Schons & Steinmeier, 
2016). Furthermore, companies can’t really afford to ignore CSR issues anymore, as in addition 
to rewarding businesses who are doing good in CSR, consumers are also willing to punish the 
ones who are not by boycotting them (Becker-Olsen, et al., 2006). Creyer and Ross (1997) and 
Sen and Bhattacharya (2001) warn that dishonesty in CSR actions is oftentimes revealed, 
leading to consumer distrust for the company. Unethical actions by corporations gain significant 
attention in the media and will dominate the reputation of a company for a long time (Creyer & 
Ross Jr., 1997). 
 
By evaluating how companies and financial analysts describe firms, CSR and its relationship 
to competitiveness, Vilanova, et al. (2009) argue that the initiative for adopting CSR approaches 
is usually derived from the need to improve a company’s reputation after a reputation conflict. 
Therefore, CSR is used as a reactive tool. Vanhamme and Grobben (2009) show that indeed, 
CSR communication can be used as a means for countering negative publicity for companies 
who have a history of CSR activities. However, if a company starts CSR activities and 
marketing themselves as a socially responsible business as a response to a crisis without having 
previous history of implementing CSR, they will face consumer scepticism which in turn 
creates more negative reputation (Vanhamme & Grobben, 2009).  
 
Hemingway and Maclagan (2004) argue that a company’s manager’s personal values are what 
determine and drive the company’s approach to CSR, how it is adopted and which policies are 
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implemented. However, CSR can also be driven by the company’s wish to attract socially 
responsible investors. Cheah, et al. (2011) showed companies looking to attract investors should 
take into account their values, and adjust their CSR activities accordingly. Socially responsible 
investors are argued to be willing to accept a lower return rate in order for the company to be 
able to promote its CSR activities which in turn, can lead to a lower capital cost thereby 
increasing the company’s value (Cheah, et al., 2011).  As Cheah, et al. (2011) found that in 
most cases, women are more likely to be concerned with investing in a socially responsible 
companies, they argue that as companies direct their efforts to attracting these investors, they 
are likely to also gain female representation at different levels of the company, leading to higher 
diversity and an increased sensitivity to discrimination. 
 
When studying CSR in the Asian context, Moon and Chapple (2005) found that companies who 
have expanded or are interested in expanding to foreign markets, are also more inclined to 
implement CSR in their business. Their results indicate that there is a positive relationship 
between a company’s foreign ownership and a focus on international sales to a higher level of 
CSR adoption. They explain this through a stakeholder multiplier effect, meaning that as a 
company increases its international presence, its range of stakeholders increases (Chapple & 
Moon, 2005). Therefore, the driver for a company to engage in CSR to appeal to its various 
stakeholders (Chapple & Moon, 2005). 
 
As seen from this chapter, there are several benefits that can be gained from implementing CSR 
and drive a company to take CSR concerns into account when making business decisions. The 
drivers of CSR implementation, discussed here, are compiled in Table 4.  
 
Table 4. Drivers of CSR implementation 

Driver Reference 
Gaining a competitive advantage through 
improved reputation 

Becker-Olsen, et al., 2006 
Brammer, et al., 2007 
Cooke & He, 2010 
Hellsten & Mallin, 2006 
Hillestad, et al., 2010 
Laudal, 2011 
Lewis, 2003 
Longo, et al., 2005 
McWilliams & Siegel, 2001 
Porter & Kramer, 2006 
Schons & Steinmeier, 2016 
Smith, 2007  
Valentine & Fleischman, 2008 
Vilanova, et al., 2009 

Attracting customers and improving 
customer satisfaction 

Cooke & He, 2010 
Becker-Olsen, et al., 2006 
Hillestad, et al., 2010 
Hillman & Keim, 2001 
Lewis, 2003 
Longo, et al., 2005 
Pérez, 2009 
Sen & Bhattacharya, 2001 

Increasing employee trust and organizational 
commitment 

Bhattacharya, et al., 2008 
Brammer, et al., 2007 
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Driver Reference 
Hillestad, et al., 2010 
Lewis, 2003 
Longo, et al., 2005 
Valentine & Fleischman, 2008 

Generating internal and external 
relationships 

Battaglia, et al., 2014 
Longo, et al., 2005 
Smith, 2007 
Vilanova, et al., 2009 
Werther Jr. & Chandler, 2005 

Brand equity Hillestad, et al., 2010 
Perry & Towers, 2013 
Vilanova, et al., 2009 

Manager’s personal values Hemingway & Maclagan, 2004 
Attracting investors Cheah, et al., 2011 
Internationalisation Chapple & Moon, 2005 
Legal compliance Cooke & He, 2010 
Reducing operating costs Cooke & He, 2010 
Brand insurance Werther Jr. & Chandler, 2005 
Reduced vulnerability Werther Jr. & Chandler, 2005 
Increased innovation Battaglia, et al., 2014 
Attracting the best employees Perry & Towers, 2013 
Financial benefits Hillman & Keim, 2001 

 

2.5 Barriers to Adopting CSR 
Shen, et al. (2015) studied the barriers of CSR implementation in the Indian textile sector. Their 
findings reveal that the strongest barrier in that context was financial constraints – 
implementing CSR requires initial investments, which might not have immediate financial 
returns. This barrier is in conjunction with one of the obstacles for CSR identified by Arlbjørn, 
et al. (2008) who studied Corporate Social Responsibility in the European context and also 
found that companies find it difficult to find the financial resources necessary for CSR 
activities. 
 
According to Shen, et al. (2015), a lack of customer awareness is another barrier, since 
implementing CSR will increase product cost which the customers might not be willing to bear 
if they are more concerned with the product’s cost rather than its social impact (Shen, et al., 
2015). This leads to the barrier discussed by Lantos (2001) - the trade-offs among stakeholder 
groups as a barrier to CSR implementation. It is very difficult to create a win-win situation in 
CSR. For example, creating innovative, sustainably produced products and selling them with 
an attractive price to consumers, might reduce the opportunity to raise employees’ wages 
(Lantos, 2001). 
 
Furthermore, since governmental regulation is a big driver of CSR, lack of it becomes a barrier 
and reduces managers’ incentive to engage in CSR (Shen, et al., 2015). This barrier is connected 
to another important barrier identified by Shen, et al. (2015), which is concerned with the lack 
of management support to CSR deriving from an expectation by the managers that governments 
should provide funding for CSR activities. This barrier is in line with the findings of 
Hemingway and Maclagan (2004) who argue that the manager’s values are a crucial driver for 
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engaging in CSR. Arlbjørn, et al. (2008) also found that lack of support from the management 
of an organization is an inhibitor of successful implementation of CSR.  
 
Lee (2008) argues that as more and more corporations implement CSR, the more the value of 
it decreases as having a great CSR policy will not be a differing factor between competitors 
anymore. Furthermore, as businesses choose causes that they are able to solve or that their 
stakeholders empathize with the most, more difficult and expensive causes needing to be solved 
will be ignored (Lee, 2008).  
 
Smith (2003) identified the fact that the outcomes of CSR are very difficult to measure to be 
one of the barriers for companies. Lantos (2001) also considers the difficulty in measuring CSR 
outcomes to be one of the major barriers of engaging in CSR.  He argues that companies cannot 
know for sure if implementing CSR influences their performance in comparison to companies 
who put no efforts in CSR.  
 
CSR is often seen as a marketing strategy that does not necessarily have anything to do with 
actually considering and improving the social and environmental impact of businesses, but a 
way of building a responsible façade (Frankental, 2001). Due to this, consumers are often 
sceptical about the truthfulness of CSR communication (Jahdi & Acikdilli, 2009). Smith (2003) 
argues that the difficulty of proving that the company’s CSR efforts are legitimate, thereby 
consumer scepticism is very difficult, therefore becoming a barrier of CSR implementation.  
 
This leads to the barrier identified by Yeh, et al. (2014) who found that a lack of human 
resources is the main obstacle of implementing CSR in Taiwanese companies. As CSR requires 
quite a lot of effort and has intangible outcomes, it is dismissed by companies as there is no 
employees that could be spared for implementing CSR. The findings of Arlbjørn, et al. (2008) 
coincide with Yeh, et al.’s (2014) in this respect, as they also found that a lack of human 
resources is an important barrier for companies in engaging in CSR.  
 
The barriers discussed in this chapter are summarised in Table 5. 
 
Table 5. Barriers of CSR implementation 

Barrier Reference 
Cost of implementation Arlbjørn, et al., 2008 

Shen, et al., 2015 
Lack of customer awareness Shen, et al., 2015 
Lack of governmental regulation Shen, et al., 2015 
Lack of management support Arlbjørn, et al., 2008 

Shen, et al., 2015 
The uniqueness of CSR implementation 
disappears as it becomes more popular 

Lee, 2008 

Difficult to measure the outcomes Lantos, 2001 
Smith, 2003 

Consumer scepticism Frankental, 2001 
Jahdi & Acikdilli, 2009 
Smith, 2003 

Shortage of human resources Arlbjørn, et al., 2008 
Yeh, et al., 2014 
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Barrier Reference 
Balancing the trade-offs among stakeholder 
groups 

Lantos, 2001 

 

3 Task Specification 
In order to investigate the adoption of CSR practices in Estonian clothing and textile companies, 
research questions have been designed with the purpose of guiding the research to a 
comprehensive understanding of the current situation of CSR from a management perspective. 
The topics discussed in the “Literature Review” chapter, regarding different approaches to CSR, 
attitudes towards it, CSR activities as well as drivers and barriers to implementing CSR lead to 
the research questions of this study and help explain and analyse them. 
  
As mentioned earlier, Corporate Social Responsibility is a complex term with various 
approaches and definitions. The approach taken, determines the company’s CSR activities and 
what elements are taken into consideration. Therefore, the informants’ understanding of CSR 
and what elements they consider to be a part of it, needs to be considered. For example, do the 
managers only consider CSR to focus on social aspects as Lii & Lee (2012) do, or do they 
consider a company’s concern for its ecological footprint to also be a part of CSR? Also, which 
stakeholder groups should be taken into account by a company? The main concepts in terms of 
the conceptualisation of CSR can be seen in Table 1. To understand, how aware the managers 
are of CSR, how they understand and define it, the following research question needs to be 
addressed:  

RQ1: What is the level of understanding of CSR among managers in 
the Estonian textile and apparel enterprises? 

It can be seen in the chapter on Attitudes towards CSR, that successful CSR implementation is 
dependent on the manager to a great extent (Table 2). Consequently, the causes that a company 
focuses on, are oftentimes determined by a manager’s personal values and attitudes. Therefore, 
looking into the attitudes a manager has towards CSR is crucial in order to analyse the CSR 
implementation of a company. Hence, the next research question is concerned with the 
managers’ attitudes:   

RQ2: What are the attitudes towards CSR among the managers in the 
Estonian textile and clothing industry? 

The European Commission’s Awareness-Raising Questionnaire (2005) provides a helpful tool 
for analysing the different activities of CSR a company engages in (Table 3). In order to find 
out what kind of CSR activities are implemented in the company and to what extent, the next 
research question is concerned with what kind of CSR activities, if any, the company engages 
in. Furthermore, which practices they perceive to be the most important and necessary and how 
valuable do they perceive the different categories of activities to be, from a business 
perspective. These questions will be addressed by the following research question:  

RQ3: What are the most important CSR issues for the Estonian textile 
and clothing companies and what practices do they adopt? 

Researchers have found several business benefits derived from CSR implementation. These 
include for example, increased reputation, attracting the best employees and keeping the 
existing ones, increased innovation, attracting customers (Table 4). Overall, it can be said that 
implementing CSR increases a company’s competitiveness in several aspects. Gaining these 
benefits and being driven by for example, the company manager’s personal values or legal 
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compliance, are the main drivers for companies to engage in CSR, according to research 
literature. In order to understand why textile and clothing companies in Estonia engage in CSR, 
it is necessary to know what drives them to do it and to analyse whether these coincide with 
drivers identified in previous research. This leads to the next research question:   

RQ5: What are the drivers for Estonian textile and clothing companies to engage in 
CSR? 

Also, the barriers to CSR implementation are necessary to understand the companies’ CSR 
efforts. Some of the barriers identified in literature include for example the cost of 
implementation and lack of management support (Table 5). In order to analyse the perceptions 
that managers have towards CSR, hindrances towards it are important information. Therefore, 
the next question is concerned with what the barriers to implementing CSR are: 

RQ6: What are the perceived barriers for Estonian textile and 
clothing companies to adopting CSR practices in their companies?  

4 Methodology 
The Methodology chapter aims to describe and explain the research method of this study. First, 
the research strategy and design of the study are explained. Next, the case selection as well as 
the method of the process of data collection is explained. Lastly, the data analysis method is 
described and the quality of the research is assessed.  

4.1 Research Strategy 
This research is based on a qualitative strategy. This approach is selected since the study does 
not measure the outcomes of CSR in a quantitative way, but rather is concerned with analysing 
managers’ perceptions of CSR and describing them. Therefore, a qualitative approach is useful 
as it provides an opportunity to analyse the perspective of those being studied (Bryman & Bell, 
2011). Furthermore, an emphasis on description and context is important when using a 
qualitative research strategy (Bryman & Bell, 2011). As in this case, CSR is studied in a very 
specific context of the Estonian textile industry, this approach is best for the purposes of this 
study.  
 
Bryman and Bell (2011) argue that qualitative research is usually associated with an inductive 
approach to the connection between theory and research. This means that the data collection 
and analysis provides a foundation for an emerging theory. An inductive approach is often used 
when exploring a new phenomenon or looking at an existing one in a new context (Bryman & 
Bell, 2011). Although CSR has been studied extensively, the author of this paper has not found 
a study of CSR in the context of Estonian textile and clothing industry. Therefore, this 
descriptive study is conducted, using an inductive approach where the aim is to identify patterns 
and trends, but not the causal links between them (Web Finance Inc., 2017). More specifically, 
the study is focused on describing the opinions, understanding and attitudes of managers in the 
Estonian textile and clothing industry and how useful of a strategy do they consider CSR to be.  

4.2 Research Design 
The research design of this study is a multiple-case study. Yin (2003) considers a case study 
and a multiple-case study to be variants of the same methodological framework, therefore 
including both when talking about the case study method. Bryman and Bell (2011) also describe 
a multiple-case study as an extension of a single-case study where instead of intensively 
analysing one case, several cases are analysed. Yin (2003) argues that a case study is preferable 
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for examining contemporary events within a context where the relevant behaviours cannot be 
manipulated.  
 
Yin (2003) lists five applications of case studies: (1) explaining the causal links between 
interventions; (2) describing an intervention in a real-life context; (3) illustrating certain topics 
within an evaluation; (4) exploring situations in which interventions did not have a clear set of 
outcomes and (5) studying an evaluation study (Yin, 2003). This study is characterised by the 
third of Yin’s (2003) applications – illustrating topics within an evaluation in a descriptive 
mode.  
 
A multiple-case design has several advantages when compared to a single-case design, one of 
them being the fact that a multiple-case study allows for comparisons of cases in order to find 
out the similarities and differences among them (Bryman & Bell, 2011; Yin, 2003). For this 
purpose, Bryman and Bell (2011) also suggest that a cross-sectional design can be used. 
However, since the focus of this research is on the specific context of Estonian textile and 
clothing companies, it does not provide results that could be widely generalised in other 
geographical regions nor industries as a cross-sectional design could (Bryman & Bell, 2011). 
As Bryman and Bell (2011) describe it, a case study is focused on examining a particular setting. 
Case studies are generalizable to theoretical propositions and not to populations or universes, 
therefore the purpose of doing a case study is to expand and generalize theories (analytic 
generalization) (Yin, 2003). 

4.3 Case Selection 
Yin (2003) proposes that instead of using a sampling logic, when conducting multiple-case 
studies, the researcher should instead use a logic of replication. This means that a logic similar 
to conducting experiments is applied, where each case is carefully selected in a way that either 
predicts similar results provided by a literal replication of cases or predicts contrasting results 
for predictable reasons provided by a theoretical replication (Yin, 2003). This approach does 
not allow the researcher to generalize the population since the cases are selected based on their 
relevance to understanding a social phenomenon. Therefore, the most important criteria for 
cases, in order to study CSR in the Estonian textile and clothing industry, is that they are a part 
of the textile and clothing industry in Estonia. Respondents meeting these criteria are most 
likely assumed to have similar perceptions and experiences, as they are influenced by similar 
factors, therefore providing a logic of replication.  
 
The biggest textile and clothing companies in Estonia were chosen as the cases for this study. 
The argument for this is that, firstly, as the European Commission argued, CSR is mainly 
promoted by large and multinational enterprises CSR (Commission of the European 
Communities, 2001). Secondly, in 2015, more than a quarter of the total sales of the textile 
industry was contributed by one big textile company and a third of the total sales of clothing 
was contributed by one fashion company (Ministry of Economic Affairs and Communication 
and Ministry of Finance, 2016). It can be seen from this, that even though the industry consists 
of more than 230 textile companies and approximately 500 clothing companies (Ministry of 
Economic Affairs and Communication and Ministry of Finance, 2016), the largest ones make 
up a considerable part of the overall sales of textile and clothing.  
 
The biggest companies were determined with the help of the Estonian Ministry of Economic 
Affairs and Communication and Ministry of Finance’s report “Economic Overview 2015.” 
Since no official ranking of different clothing and textile companies has been made for 2015, a 
list of 15 biggest textile and clothing companies identified in the report was used as the basis 
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for determining the biggest companies. In order to rank the companies and check if data 
represented in the report was accurate at the time of writing this paper, the companies’ annual 
reports of 2015 were retrieved from the E-Business Register of the Estonian Centre of Registers 
and Information Systems (Centre of Registers and Information Systems, n.d). One of the fifteen 
companies had gone out of business, leaving 14. The annual reports of those companies were 
then compared. Next, information on the total sales of textiles and clothing in Estonia was 
retrieved from Statistics Estonia database. This information includes the sum of sales of 
clothing and textiles in current prices (Statistics Estonia, 2016c).  In order to compare the and 
rank the companies, the percentage of their annual sales from the annual sales of the whole 
industry were calculated.  
 
According to the data, the seven biggest clothing companies account for 61% of the total sales 
of clothing, while 52,3% of the sales of textiles in 2015 comprised of the sales of textiles by 
seven textile companies. Therefore, the focus on large companies in this study is justified as 
they make up a considerable part of the whole industry. Choosing large companies as 
participants is also in line with the replication logic proposed by Yin (2003) since, as mentioned 
earlier, it is more likely that companies having a similar role in the industry, are influenced by 
the same conditions, therefore the cases are more likely to replicate each other. All of the 14 
companies were contacted via an e-mail which consisted of a description of the study and a 
request for participation in the study. Follow-up e-mails were sent to companies who did not 
reply. Of the seven clothing companies, three refused to participate, one did not answer and 
three agreed to take part in the study. From the seven textile companies, three did not answer, 
one refused and three agreed to an interview. The final group of study cases and their share of 
the whole industry can be seen in Table 6.  
 
Table 6. Percentage of total sales of clothing and textile production of Estonia in 2015 (Statistics Estonia, 2016c). 

Clothing companies Percentage of 
total sales of 

clothing 
production 

Textile companies Percentage of 
total sales of 

textile 
production 

Case 1 36,7% Case 4 27,1% 
Case 2 4,7% Case 5 6,9% 
Case 3 3,4% Case 6 4,8% 

4.4 Research Method 

4.4.1 Literature Review 
For collecting information on previous studies on CSR to find out what is already known, a 
literature review was conducted. Bryman and Bell (2011) describe two types of literature 
reviews – the systematic and the narrative review. The systematic review is a type of review 
that adopts explicit procedures and describes them in order to make the process of conducting 
the review as clear as possible so that the process could be repeated and the same results would 
be found (Bryman & Bell, 2011). Systematic reviews are mostly used in evidence-based 
approaches and are valuable to decision-makers to provide a foundation for determining the 
best way of doing things (Bryman & Bell, 2011). The problem with the systematic review in 
the context of this study is, that there is no consensus among scholars on their understanding of 
CSR nor the business benefits of it. Especially the benefits of CSR are dependent on several 
factors, for example, which activities are engaged in and how they are communicated to 
stakeholders. Therefore, there is no definite understanding and common approach to it. Also, 
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the systematic review is mostly conducted within quantitative research strategies (Bryman & 
Bell, 2011), which is not the case here. Therefore, the second type – the narrative review – was 
conducted during this study. Bryman and Bell (2011) argue that the narrative review is more 
concerned with generating understanding rather than accumulating knowledge. In this case, the 
literature review is seen as a process of gaining an initial impression of the topic which is then 
further studied in the research (Bryman & Bell, 2011). As this research is concerned with 
understanding the companies’ understandings, perceptions and attitudes towards CSR within 
the context of Estonian textile and clothing companies, the narrative review approach provides 
a good way to gain understanding on previous literature in this area.   
 
The literature review was concerned with identifying the most relevant findings in literature in 
accordance with the study’s research questions. Therefore, the purpose of literature review was 
to (1) study the different theoretical perspectives of CSR; (2) understand the attitudes 
determining organisations’ approach CSR; (3) identify different CSR activities that 
organizations engage in; (3) determine what drives companies to implement CSR and (4) what 
factors inhibit them from doing so.   
 
The process of conducting the literature review started with identifying key words. These 
included:  

- Corporate Social Responsibility/CSR,  
- Attitudes towards Corporate social responsibility/CSR,  
- Corporate Social Responsibility/CSR activities,  
- Corporate Social Responsibility/CSR and competitiveness,  
- Benefits of Corporate Social Responsibility/CSR, 
- Drivers of Corporate Social Responsibility/CSR,  
- Barriers of Corporate Social Responsibility/CSR. 

 
University of Borås’ database Summon was used for searching literature. Each article found, 
was read in full text, their relevance to the current study was evaluated and the findings of the 
most relevant sources were summarized. After reading and summarizing the articles that were 
found using these keywords, those articles’ reference lists were checked in order to find more 
relevant sources. These were then retrieved, read and summarized and the process was repeated. 
The criteria for evaluating the relevance of the articles included (1) choosing articles with a 
managerial/corporate perspective as this is the focus of this study; (2) filtering the results to 
peer-reviewed articles; (3) finding articles with specific findings derived from a clear 
methodological process. The articles referred to in the Literature review, their scope and 
definition of CSR can be found in Appendix 1.  

4.4.2 Interviews 
In addition to conducting a literature review, empirical data for the study was collected. The 
research method for collecting data in this study was conducting interviews. Interviews are an 
essential source of case study information (Yin, 2003). The interviews conducted during a case 
study are semi-structured rather than structured questionnaires, therefore the process is 
conversational in nature with the interviewer guiding the interview towards topics that are 
important to the research (Yin, 2003). The open-endedness of case study interviews allows the 
researcher to ask informants about facts as well as their opinions about them. This way, it 
provides a chance to have a flexible interaction in which the researcher can probe deeper into 
certain insights of the respondent (Yin, 2003). In this study, the focused interview type was 
used, where the length of the interview is approximately an hour. This way, the interview is still 
conducted in a conversational manner, but follows a certain set of questions (Yin, 2003). 
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As Yin (2003) says, interviews are an essential source of information when conducting case 
studies. A well-informed respondent can provide insights into specific situations (Yin, 2003). 
Therefore, for this study, the interviewee was chosen on the basis of how well-informed s/he 
would be. One person from every company was interviewed, preferably the CEO, general 
manager, owner or CSR manager in order to make sure that the informant is very well-informed 
of the company’s activities, allowing for in-depth information. The informants were approached 
by e-mail introducing the study and asking if they would be able to participate. Contacting the 
companies via e-mail was decided with the purpose of allowing the informants to read through 
and focus more thoroughly on the information before answering and setting a time for the 
interview. When the e-mail was not answered within a week, a follow up email was sent. 
 
The interviews consisted of both a structured part with the purpose of acquiring quantitative 
data as well as a semi-structured part meant to provide a more in-depth analysis of the 
managers’ perceptions and attitudes. Therefore, the interview consisted of both closed and 
open-ended questions. This approach was selected in order to provide an opportunity to explain 
the questions to the informant when needed. Also, the quantitative questions lead to specific 
answers that can then be discussed by asking qualitative questions in order to provide an 
opportunity to make inquiries for an explanation of an answer. The interview questions were 
designed in English and translated to Estonian.  
 
The interview questions were sent to the informants a day prior to the interview in order to give 
them an opportunity to familiarize themselves with the questions. Five of the six interviews 
were held in Estonian. The reason for this was to provide the respondents the opportunity to 
speak in their native language, therefore making sure that they can express what they want to 
say and reducing the chance of a language barrier. These interviews were later transcribed and 
translated to English. One of the interviews was held in English, as the respondent is Swedish 
and felt more comfortable speaking either in Swedish or English. English was chosen, as the 
interviewer did not speak Swedish. The interviews lasted from 40 minutes to 90 minutes.  
 
After collecting general information about the informant, the questions were divided into six 
categories based on the research questions: 

1.  Understanding of CSR  
2. Attitudes towards CSR 
3. CSR Activities;  
4. Drivers of implementing CSR 
5. Barriers of implementing CSR.  

 
The “CSR Activities” section involved sub-categories and questions in accordance with the 
European Commission’s (2005) Awareness Raising Questionnaire. These categories involved 
workplace activities, environmental activities, marketplace activities (relationships with 
suppliers and customers), community activities; and company values and rules of conduct. 
Some of the questions on the drivers and barriers of CSR implementation in the interview were 
in accordance Cooke & He’s (2010) study on CSR in China and Battaglia, et al.’s (2014) study 
on CSR in France and Italy. Furthermore, questions were in accordance with the Literature 
Review, therefore when it came to evaluating drivers and barriers for instance, the informants 
were asked to evaluate the importance of factors identified in accordance with previous 
literature.  
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4.4.3 Annual Reports 
As Yin (2014) argues that a case study design is stronger when multiple sources of evidence 
are used, secondary sources of data used in the study are the participating companies’ annual 
reports. According to the Accounting Act of Estonia, companies are required to publish a 
Management Report as a part of their annual report (Riigikogu, 2013). The Management 
Report, among other things, needs to include a description of “significant environmental and 
social impacts resulting from the activities of the accounting entity” for companies whose 
annual reports are audited or who, pursuant to law, have to be audited (Riigikogu, 2013). This 
includes all of the companies included in this research as all of them meet the criteria for 
auditing. As at the time of conducting the study, annual reports for the year 2016 were not 
published yet for most of the cases, the annual reports of 2015 were retrieved from the E-
Business Register of the Estonian Centre of Registers and Information Systems (Centre of 
Registers and Information Systems, n.d). 
 
Using documents in case study research in order to corroborate and augment evidence from 
other sources is advisable (Yin, 2014), hence, information from the Management reports was 
useful for comparing it to what interviewees had said during interviews as well as providing a 
source of additional information on the CSR activities of the companies that might not have 
been mentioned during the interviews. However, the requirements for what the Management 
Report section of an annual report needs to include are relatively general and open to 
interpretation by the companies, increasing the likelihood of the information presented to be 
subjective. Therefore, the annual reports were reviewed in a critical manner. 

4.5 Data Analysis 
Strauss (1987) argues that a researcher analysing qualitative data needs to appreciate the 
complexity and with this in mind, try to make sense of it. He goes on to say that in order to do 
this, interpretations of data need to be constantly evolving, the researcher needs to take into 
account several concepts and appreciate the linkages between them and data needs to be 
examined intensively, in a detailed manner that appreciates the complexity that lies beyond the 
data (Strauss, 1987).  
 
Yin (2014) suggests “Relying on theoretical propositions” as a general strategy for analysing 
case study data. This strategy is used when the collection of empirical data is based on 
propositions and specific research questions derived from previous literature (Yin, 2014). 
Therefore, as the research questions of this study as well as the interview questions are based 
on the findings explained in the Literature Review chapter, this strategy is best suited for this 
study.  
 
The general approach to data analysis leads to a more specific technique. Two techniques of 
analysis are used in this study. First, in order to analyse each case separately, the pattern 
matching technique is used. Secondly to compare and evaluate the differences and similarities 
between the cases, a cross-case synthesis is performed. These are described in the following 
chapters.  

4.5.1 Pattern Matching 
Yin (2003) describes the most desirable technique of analysing data from case studies to be 
pattern-matching. In this case, the pattern is “an arrangement of occurrences, incidents, 
behavioural actions or the outcomes of interventions apparent in the raw data” (Almutairi, et 
al., 2014). The main idea behind this technique is to compare an empirically based pattern with 
a predicted one (Yin, 2003). When using the pattern matching technique, the researcher needs 
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to specify the variables that represent the relevant outcomes of the study, based on either 
previous literature, theory or the researcher’s experience (Almutairi, et al., 2014). In a 
descriptive case study, such as this, the predicted pattern of variables needs to be defined ahead 
of data collection (Yin, 2003). Then, the pattern of the findings can be compared to the predicted 
pattern (Almutairi, et al., 2014). The researcher, however, needs to keep in mind that the 
purpose of comparing the patterns is not to confirm or dispute the proposition, but rather provide 
an analysis as to how and why the patterns matched or did not match, thereby contributing to 
an increased validity of the study (Yin, 2003).  
 
The first step of pattern matching is developing a proposition or a hypothesis (Almutairi, et al., 
2014). In this study, the predicted patterns for each of the research questions, are based on 
previous literature and compiled in tables under the different sub-headings in the Literature 
Review chapter.  
 
The research questions and their respective tables, presenting the predicted patterns, are as 
follows: 
RQ1 What is the level of understanding of CSR among managers in the Estonian 

textile and apparel enterprises? 
Table 1  

RQ2 What are the attitudes towards CSR among the managers in the Estonian 
textile and clothing industry? 

Table 2 

RQ3 What are the most important CSR issues for the Estonian textile and 
clothing companies and what practices do they adopt?  

Table 3 

RQ4 What are the drivers for Estonian textile and clothing companies to engage 
in CSR? 

Table 4 

RQ5 What are the perceived barriers for Estonian textile and clothing companies 
to adopting CSR practices in their companies?  

Table 5 

 
After conducting the interviews, they were transcribed and compared to existing patterns. This 
was done to each interview separately. The process included compiling the patterns in a 
document and using them as codes under which the different topics discussed during the 
interviews were categorized. Therefore, the process of analysis was similar to “Selective 
Coding” described by Strauss (1987), which consists of delimiting the interview data to core 
codes, or patterns.  

4.5.2 Cross-Case Synthesis 
In order to explore whether the six cases replicate or contrast each other, a cross-case synthesis 
is conducted (Yin, 2014). This technique is especially useful for studies involving more than 
two cases such as this one (Yin, 2014). When using this technique, each case is treated as a 
separate study, therefore findings and conclusion are accumulated across a series of separate 
cases (Yin, 2014). Yin (2014) suggests the first step of performing a cross-case synthesis to be 
creating word tables compiled of data from each individual case according to a systematic 
framework. These were created from the analysis of each of the six cases of the study. The 
systematic framework consisted of the pre-existing patterns. The table allowed to compare the 
analyses and evaluate their similarities and differences to the pre-existing pattern as well as to 
each other. This cross-case analysis of the cases allows for the ability to draw cross-case 
conclusions (Yin, 2014). 
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4.6 Quality of the Research 

4.6.1 Validity 
There are three types of validity that are tested in order to evaluate the quality of an empirical 
social research (Yin, 2009). These include construct validity, internal validity and external 
validity (Yin, 2009). As this is a descriptive, not an exploratory or causal study, internal validity 
is not a concern, since it refers to trying to establish a causal relationship where one 
phenomenon causes another one. Therefore, internal validity will not be discussed in this study. 
However, construct validity as well as external validity will be discussed in detail in the 
following paragraphs.  
 
Construct validity refers to whether the researcher has identified measures for the concepts 
being measured. Yin (2009) proposes three tactics to increase construct validity of a case study 
which include using multiple sources of evidence, establishing a chain of evidence and having 
key informants review the draft of the case study report (Yin, 2009). In this case, the multiple 
sources of evidence are previous literature, data from interviews as well as data from annual 
reports. Establishing a chain of evidence means providing the reader a chance to trace the 
derivation of evidence either from conclusions back to research questions or vice versa (Yin, 
2009). Therefore, there cannot be any evidence lost due to carelessness or bias (Yin, 2009). In 
order to attend to the third point of increasing construct validity – having key informants review 
the draft of the case study report – this will be done during this study. The study will be sent to 
the informants for reviewing. The purpose of this is to confirm the essential facts and evidence 
that is presented in the study (Yin, 2009).  
 
The concern of whether the findings of a study are generalizable to a wider context is referred 
to as external validity (Yin, 2009). As the results of this study are based in the context of the 
Estonian textile and clothing industry, the findings cannot be generalized to larger samples such 
as for example other industries of countries. However, as Yin (2009) argues, the purpose of 
case study research is not to provide statistical but analytic generalization, meaning that the 
investigator’s purpose is to generalize a specific set of findings to a broader theory. Bryman 
and Bell (2011) argue that the purpose of case study analysis should be to develop a deep 
understanding of a phenomenon in a particular context. However, in order to increase the 
external validity of a multiple-case study can be increased by using a replication logic (Yin, 
2009). Therefore, in this study, several companies from the same industry in the same 
geographical location are chosen as participants in order to improve external validity.  

4.6.2 Reliability 
The objective of reliability is to make sure that the study can be replicated by another researcher 
and the same findings and conclusions can be found (Yin, 2009). Therefore, errors and biases 
need to be minimized (Yin, 2009). One way to do this is to document every step of the research 
process, therefore the use of a case study protocol and the development of a case study database 
are useful for increasing the reliability of the study (Yin, 2009).  
 
For this study, reliability is increased by presenting a detailed description of what has been done 
in the Methodology chapter. This includes a description and explanation of the research strategy 
and design, a detailed description of how and why the cases for the study were selected, an 
explanation of which research method was used and what it included as well as which approach 
to data analysis was taken in the study. In addition to this, the Interview Guide is presented in 
Appendix 2. Furthermore, in order to allow the reader to have an overview of all of the scientific 
articles used during this study, these are presented in Appendix 1. All of these steps lead to 



 

 - 25 - 

greater transparency in regards of what procedures were enforced when conducting the study 
as well as an understanding on how and why they were implemented, therefore resulting in a 
stronger reliability of the study.  

5 Results and Findings 
This chapter presents the results and findings of the interviews and data from annual reports. A 
case-by-case analysis is presented that presents findings from each case separately. The results 
are divided into five topics for every case: (1) understanding of CSR, (2) attitudes towards CSR, 
(3) CSR activities, (4) drivers for adopting CSR and (5) barriers to adopting CSR. 

5.1 Case 1 
Case 1 is an international clothing company whose main activities include the design and 
production of clothing collections, supply chain management, logistics, wholesale and retail for 
its five brands. The company employs about 1100 people, its main office is located in Tallinn, 
Harju county. The informant is the communication manager of the company.  

5.1.1 Understanding of CSR 
CSR is understood as consisting of ethical conduct in activities, complying with existing 
regulations, transparency in operations, commitment to employees, commitment to the public, 
communities and overall society and environmentally friendly activities. In addition to these, 
complying with the textile industry’s regulations is also an important part of CSR for Case 1. 
The company recognizes that as the global textile industry has a very big ecological footprint, 
a great emphasis is put on what they are able to do, but it is difficult to implement a large-scale 
change, since the industry as a whole is very polluting.  

“It’s about what we can give back to the society and the environment that we’ve 
taken away. To keep the balance. We’re not looking to profit from it.” 

Corporate Social Responsibility is not a strategic management tool to improve the bottom line 
of the company, but rather a way to contribute to the society and reduce the negative impact of 
the textile and clothing industry. CSR consists of activities targeted at contributing to both 
environmental as well as social issues. The company has a CSR policy which is also included 
in its annual report and hence, has been made public. The communication manager is the 
coordinator of CSR in the company, but several departments are involved, one of the main ones 
being the department of purchasing and supply chain management. The company’s 
shareholders are considered to be all groups of society directly or indirectly influenced by its 
activities, hence stakeholder groups consist of shareholders, owners, employees, marketplace 
stakeholders, government, pressure groups as well as more specifically categorized groups of 
society, such as educational institutions and specialty associations. 

5.1.2 Attitudes Towards CSR 
The most important aspects of CSR are considered to be economic, legal, ethical, philanthropic 
and environmental responsibility. All of these are considered to be equally important for the 
company, however, due to the industry the company is a part of and its environmental impact, 
special emphasis is put on reducing its ecological footprint. Overall, the company is quite 
concerned with CSR, yet improvements could be made in terms of integrating CSR into its 
everyday activities in a bigger scale. The informant personally is extremely concerned with 
CSR issues, mostly due to concerns about the clothing industry’s impact on the environment. 
The main factors that establish a company’s attitude towards CSR is the overall pressure from 
different stakeholder groups who are increasingly recognizing the importance of the social 
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responsibility of businesses. In order to remain competitive in the global textile and fashion 
market, attract partners and customers, CSR is an unavoidable part of doing business. 

5.1.3 CSR Activities 
The factors that determine decisions on the CSR activities that a company incorporates are type 
of industry, company size, financial performance of the company, its suppliers and the personal 
values of management. Type of industry is an important factor that determines how the industry 
affects its surroundings while company size is considered an important factor because the 
bigger the company, the bigger its environmental and social impact. Personal values of 
management influence whether and to what extent CSR is engaged in, while financial 
performance determines how much finances can be allocated into CSR activities. Furthermore, 
Case 1 is a stock exchange enterprise, therefore, it has a big responsibility to be committed to 
issues of CSR because they have a lot of shareholders who are directly affected by the 
company’s activities. CSR topics have been divided into (1) employee activities, (2) risk 
management, (3) health and safety, (4) involvement and development of staff, (5) customer 
experience management, (6) human rights, (7) community activities and sponsorship, (8) 
environmental impact management, (9) production and supply chain management, (10) 
products and quality, (11) material and resource management and (12) corruption. The company 
engages in employee, environmental and community related activities the most. A Social 
Responsibility Report is included in their annual report. The report explains and describes all 
CSR activities being engaged in. 
 
The informant finds it essential to provide a good working environment. Therefore, workplace 
policies include such activities as, for example, supporting employees acquiring a degree with 
a scholarship and organizing events, for instance, a summer picnic, New Year’s party, health 
week and sports events. Long-term employees are remembered and given bonuses and an 
Employee of the Year is selected. There are also different projects for employees, for example, 
office staff is provided a chance to work in a retail store for a day and vice versa. The company 
also organizes trainings for employees, such as an introduction of every new collection. 
Furthermore, reunions are organized for retired employees. Feedback is collected from 
employees in order to identify what aspects of the work environment they are happy with and 
what should be improved. The aspect that got the highest score in the latest feedback survey 
were employees’ knowledge of their work-related goals. However, when analysing whether 
employees would recommend working in the company to their friends and acquaintances, it 
was revealed that this indicator could be higher. Overall, the feedback shows that the 
productivity and motivation level of employees is good with some room for improvement. 
 
The company’s environmental impact is reduced in terms of energy conservation, waste 
minimization, recycling, pollution prevention, protection of the natural environment and using 
sustainable transport options. The main document that covers different regulations and 
requirements for reducing the company’s environmental impact is the Supplier Manual. The 
main environment related requirements are reducing use of water and waste; managing waste 
and waste water in an environmentally friendly way; optimising use of energy and natural 
resources; considering air noise and smell levels in production facilities and reducing the use 
of chemicals. Additionally, the company reuses packaging and furniture when developing store 
concepts, donates surplus clothing, gives fabric samples to schools or kindergartens and is using 
sustainable materials in items more and more while increasing its efforts in educating the 
consumer in terms of the environmental impact of garments.  
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“We have a lot of room for development and we are aware that we do. However, 
all these activities require investments. But we recognize that we have room for 
development.” 

The company has a policy to ensure honesty and quality in all of its contracts, dealings and 
advertising. These are mostly defined in the company’s Rules of Procedure.  The satisfaction 
about the consideration that customers and suppliers have about the company is not measured, 
but considered to be good based on the length and quality of relationships. Suppliers are 
informed of the company’s social and environmental requirements through the supplier manual. 
Work is currently in process to update the company’s web site and dedicating a section to these 
issues as well as putting together a newsletter for partners which has a part that is focused on 
CSR topics. 
 
The company’s community policies have been established over a long period of time and their 
main purpose is to ensure the stability of the Estonian fashion community by educating the next 
generation of the fashion community. The company is a unique enterprise in the Baltics since 
it has a vertically integrated business model that involves the creation of collections, production, 
supply chain management, logistics, wholesale and retail. Therefore, they are able to provide a 
good and versatile training base for students. Intense collaborations take place with the Estonian 
Academy of Arts, Tallinn University of Technology, Tallinn University of Applied Sciences 
and Tallinn Industrial Education Centre. Additionally, Case 1 participates in the work of several 
industry associations. Events and projects that coincide with the company’s values and interests 
are sponsored and supported, for example, different fashion contests for young designers. 
Sports are sponsored through providing clothing for sports teams. When it comes to charity and 
supporting health care, donations have been made in these areas. The intensity and quality of 
relationships between the company and its local stakeholders is considered very good, 
especially when evaluating the relationship between the company and the local fashion 
community. 
 
Case 1 has clearly defined values and rules of conduct. Company values are communicated to 
all employees through workshops. Rules of conduct are communicated to all employees through 
internal communication channels and these are introduced to new employees. CSR standards 
are included in the annual report where, as mentioned before, activities targeted at reducing its 
environmental impact, contributing to the society and valuing employees are explained in-
depth. 

5.1.4 Drivers for Adopting CSR 
Since it is considered crucial for a modern enterprise wishing to remain competitive, to focus 
on its social responsibilities, this is considered the main driver for implementing CSR. It is an 
essential part of business today. Implementing CSR is driven by giving back to the society and 
environment and therefore, the benefits a company gets from CSR activities are a secondary 
outcome, as the main goal is to make voluntary contributions. However, being a transparent 
and socially responsible company is also driven by having a reputation as a responsible 
company, which in turn is reflected to customers and partners. 

5.1.5 Barriers to Adopting CSR 
The main aspect considered to make engaging in CSR more difficult is considered to be the 
difficulty of measuring the outcomes. However, cost is not considered a barrier since if CSR is 
implemented as something the company believes in and considers necessary, cost might make 
it more difficult, yet it is not a barrier. An issue with CSR that is mentioned is that it would be 
good to be able to exchange experience and knowledge in the area with other companies. 
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5.2 Case 2 
Case 2 is a clothing manufacturer whose main activities is supplying a Swedish company with 
workwear. Additionally, Case 2 is a supplier of garments for other companies as well. The 
company employs about 240 people and is located in Kiviõli, Ida-Viru county. The informant 
is the plant manager of the company. 

5.2.1 Understanding of CSR 
CSR is understood by the respondent as consisting of ethical conduct in activities, complying 
with existing regulations and commitment to the public, communities and overall society. 
Ethical conduct in activities is also considered to include transparency in operations since when 
the company has strong ethical values and acts in accordance with these, it is also transparent 
in conducting its activities according to the law and in good faith. Complying with existing 
regulations mostly covers the efforts made towards improving the well-being of employees. At 
least it is said to provide a direction of what to strive for and which extra activities to engage 
in. Commitment to the public, communities and overall society mostly consists of contributing 
to the local community. The company is located in a small town whose population has 
decreased since the 1990’s by approximately 50%. Therefore, finding employees is becoming 
increasingly difficult for the company. This is one of the reasons it is crucial for the company 
to contribute to the local community – to be visible, to have a good reputation and to work on 
educating members of the local community with the purpose of training good employees. 
Therefore, CSR is not necessarily considered a strategic management tool to improve the 
bottom line of the company, but rather a tool to increase visibility and contribute to the 
community.  

“In a small town, you have a bigger responsibility. Responsibility towards the local 
community. […] You need to ensure that people trust you.” 

Commitment to the community is also an aspect that is emphasised in the company’s annual 
report. Additionally, commitment to the environment and the company’s efforts to reduce its 
environmental impact are mentioned. Hence, CSR consists of both environmental as well as 
social concerns for Case 2. 
 
The company does not have a separate CSR policy, but it’s aspects are covered by the 
requirements in the three certificates they have – ISO 9001 (quality management), ISO 14001 
(environmental management) and OHSAS 18001 (health and safety). The quality manager is 
the person responsible for implementing activities required by the standards as well as CSR 
activities. Case 2’s main stakeholders are shareholders, owners and employees. Since the 
company is a subsidiary enterprise of an international corporation, they do not have direct 
contact with their customers. Therefore, customers are also stakeholders, yet all communication 
takes place through the parent company. Every person directly or indirectly affected by the 
company is taken into account and the society and business are considered to be intertwined. 

5.2.2 Attitudes Towards CSR 
The most important aspect of the social responsibility of business is its economic responsibility. 
This is considered the basis for every other aspect of social responsibility such as legal, ethical 
and philanthropic responsibility. The company is very concerned with CSR, mainly because it 
is considered a topic that cannot be ignored in the current business environment. Another reason 
is the aforementioned location of the company – in a small place, the company gets more 
attention, therefore it needs to be careful to be responsible and have a good reputation. The 
manager herself is also concerned with CSR, but mostly in aspects related to the community 
the company is a part of and areas related to education. The main factors determining a 
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company’s attitude towards CSR are considered to be who owns the company and who are its 
partners. For companies who are owned by foreign enterprises and operate in different 
countries, CSR is more of an issue and emphasis is put on a wider range of topics than for 
companies who only operate in one small place. CSR is important to engage in because it is 
becoming a “must have” topic in a business sense.  
 

“Without it, you won’t be able to get employees in the future. Everything has to be 
connected. It’s the same as it was with labour unions 10-15 years ago. Some 
employers frowned upon labour unions. But now we see that big enterprises can’t 
operate without them. Labour unions not only protect the interests of employees, 
but they also draw attention to other topics, not directly connected to people, but 
the environment that people are in – social environment, health and well-being at 
work, etc.” 

5.2.3 CSR Activities 
The financial performance of a company is what is said to be the main determinant of which 
CSR activities are engaged in. A company’s main purpose is to be financially sustainable. The 
main activities that Case 2 engages in include employee activities, environmental activities and 
activities in line with company values and rules of conduct. 
 
The main workplace activities include improving the work environment. The facilities are 
considered relatively dust-free for a textile producer. A big emphasis is put on health and safety 
issues and training the employees on those. The company has a bus driving workers to and from 
work in order to save them from worrying about how to get to work safely.  

“Through our company values and culture we try to make them (employees) behave 
in a more environmentally friendly way as well.” 

Since the town that the company is located in has a large population of Russian-speaking 
citizens, Case 2 provides Estonian and English language classes for its employees which they 
can take during working hours. The management tries to provide support, have a constant 
discussion with employees and be open to ideas targeted at improving their well-being and 
working environment. This includes, for instance, being as supportive as possible to employees 
who have to take a leave of absence to take care of their children and involve families in some 
of the company’s activities, organizing drawing competitions for children and giving them a 
gift on Christmas.  

“We are also a company that cares about family. […] There is no person without a 
family. If we are their family during the day, in the evening they go home to their 
other family. I’ve tried to combine the two. For example, a lot of women take a 
leave of absence to be at home with their sick child. But there’s nothing to do about 
it. Rather, […] to give them support so that they’re not stressed at home because 
they’re worried that their employer is mad. […] That, I believe, is a contribution to 
the social aspect.” 

The productivity and motivation of the staff is considered to be good. The average time 
employees have worked in the company is approximately 10 years, meaning that organizational 
commitment is relatively high. The motivation level and commitment to the company can be 
seen from several smaller projects taking place in the company initiated by the workers. For 
example, recently employees initiated a project to support a nearby animal shelter with food. 
Other, similar projects are supported by management. The company’s facilities also include 
recreational areas for the staff.  
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Organizational innovation is considered to require some improvements, for example the 
company does not have a human resources manager, but a proposal draft has been made to 
reorganize work so that this position would be filled. A human resource manager is considered 
necessary in order to be able to provide more activities targeted at improving the well-being of 
staff and create extra value. 
 
The company minimizes its environmental impact in terms of energy conservation, waste 
minimization, recycling, protection of the natural environment and sustainable transport 
options.  

“Just this year we reorganized our transportation. […] We tried to reduce pollution 
by rearranging transport. We have sub-contractors in Estonia, Latvia, Lithuania. 
[…] And transportation used to be organized differently but now we reorganized it 
and thanks to this, we’ve reduced the cost of fuel by 35%.” 

The environmental activities that the company can implement are largely dependent on their 
cost and their financial influence on the price of products since the price is still the most 
important factor for customers when choosing suppliers. When it comes to raw materials, 
environmental activities are dependent of the customers to an extent, since the customers supply 
the raw materials of which garments are produced. However, it can be seen that the materials 
sent to production are increasingly more sustainable having used for instance dying methods 
with a smaller environmental impact. Waste is minimized by using materials as efficiently as 
possible. For example, patterns are placed on fabrics in a way that ensures that fabric is used 
efficiently. Items that are not needed in production such as thread cones are given to local 
kindergartens for crafts projects. Materials that can be recycled are given to partner enterprises 
who are able to recycle them. Leftover materials are pressed and given to the local boiler house 
so that they can produce heat from them. Warmth produced by mechanisms is used and lighting 
systems are updated to be more energy efficient. 
 
In order to ensure quality and honesty in the company’s contracts, dealing and advertising the 
parent company has a separate department. For analysing the satisfaction that the company’s 
customers and suppliers have, feedback surveys are conducted annually. The feedback survey 
as well as processes ensuring that the company’s partners follow laws and requirements are in 
accordance with the ISO standard. Since the company is not in direct contact with its customers, 
being attractive is difficult to evaluate. The company itself does not advertise itself and it is not 
their priority to be attractive since this is mostly done by the parent company. For Case 2, it is 
more important to be attractive in the local community. 
 
Training and internship opportunities are offered to students as well as people from the local 
community. Interns are very welcome and Case 2 is interested in providing a good place for 
interns to work at. More in terms of education – the company has partnership agreements with 
local Estonian and Russian schools as well as with a nearby trade school. The trade school is 
planning to open a new course which is focused on teaching sewing machine mechanics, since 
there is a lack of specialists in this area and great interest for them by sewing companies. Some 
of the students involved in the course come from the trade school and additionally the 
Unemployment Insurance Fund sends people interested in educating themselves.  

“We are very interested in a generation of young people who we could help and 
direct from a young age and show them that a sewing machine mechanic can be a 
very valuable and successful employee. At the moment there just aren’t any 
mechanics like that. […] So at the beginning of this year there was this project that 
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we were involved in […] and in the middle of June we’ll know if they (the trade 
school) are able to open the course or not. So we’re doing good in one way, but at 
the same time I’m hoping we’ll gain from it as well. Not even in a financial way, 
but to have a working process. To give jobs to people.” 

As for charity, the causes the company has and would like to contribute to are mostly connected 
to the local community. They do not sponsor sports events, but support the local football team 
when for example, embroidery is needed on their uniforms. Additionally, local initiatives such 
as students asking for waste material for a sewing project they were conducting. There is no 
strategical planning of donations, sponsorships or supporting different events or projects, but 
the company is open for suggestions and willing to help when asked.  

“About donations… I’d rather donate my time, donate my staff’s time and 
collaborate on a project than donate money. […] I’d rather work, organize. If some 
children want to go to the theatre, I’m ready to contribute by providing 
transportation, for example. Always. If the project is good and it makes a child 
happy or I can see sparkle in the eyes of more children, then of course.” 

The relationship between the local community and the company is not considered intense, but 
rather good meaning that they are well informed of what is going on in the community and are 
given a chance to contribute or interfere but not too intense to get in the way of the company’s 
business activities. 
 
The company’s values and rules of conduct are clearly defined and based on the requirements 
of their certificates and management principles.  

“We try to be a modern enterprise who satisfies the needs of its customers and the 
environment through product development and production.” 

Values are communicated to customers, business partners, suppliers and other interested parties 
through every presentation that the company gives to their visitors in their own facilities to their 
visitors or in presentations held elsewhere. There is no separate written standard of CSR, but it 
is communicated in the different standards, such as the ISO 14001 environmental standard. 

5.2.4 Drivers for Adopting CSR 
The main driver for implementing CSR is increasing employee trust and organizational 
commitment. Gaining a competitive advantage through improved reputation is considered an 
influential driver for implementing CSR as well. This not necessarily in terms of gaining a 
competitive advantage as a supplier amongst other companies operating in the same field, but 
rather in the labour market. Attracting investors, or rather, keeping existing investors 
economically prosperous is the main goal of the company but also what drives the company to 
implement CSR. Other drivers considered very important include attracting customers and 
improving customer satisfaction, using CSR as tool for brand insurance, reduce vulnerability 
and gain financial benefits.  

5.2.5 Barriers to Adopting CSR 
The main barriers to CSR implementation are lack of governmental regulation and lack of 
human resources. Lack of governmental regulation as a barrier is explained through a need for 
a more intense governmental involvement in promoting CSR. Not necessarily in the form of 
mandatory regulations, but rather suggestive directions for companies to follow. This would 
improve the popularity of engaging in CSR in Estonia.  
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“You need to have a plan. You need to have a trigger that makes you think about it 
(CSR). At the moment, there is no obligation, you don’t have to do it. But if there is 
an expectation that you’ll do it, I’m sure it would be more widely implemented. […] 
I think then we’d have more companies able to discuss this topic.” 

The lack of governmental support for companies was also mentioned earlier during the 
interview from the perspective that an employer can have difficulties to find time and human 
resources to engage in CSR since there are several things besides the main activities that the 
company has, that need attention. For example, employees get support from the government 
when they are diagnosed with an incapacity to work. However, Case 2 has examples of people 
coming to work knowing that they have a disability, but failing to notify the employee of it at 
the time of employment and applying for support at a later time when they have been working 
in the company for some time. For instance, an asthmatic person coming to work in the textile 
industry is bound to have difficulties with their job. This in turn, puts pressure on the employer 
who needs to put more time and energy into meeting the requirements of the law in this case. 
Another area that becomes an obstacle, is a lack of competent human resource and a need to 
engage in more training and educating of staff in order to ensure competent workforce. 
Therefore, time and human resource is allocated into other activities which make it more 
difficult to engage in CSR in a larger extent.  
 
Cost of implementation is not considered a barrier at all, as the informant argues CSR is not 
necessarily costly and can sometimes even be free. 

5.3 Case 3 
Case 3 is a clothing manufacturer whose main activities include garment development and 
production. In addition to this, they describe themselves as an innovation driver and partner in 
developing smart textile solutions and are able to provide development services and mass 
production of smart textile. The company employs about 240 people and has its main office in 
Tallinn, Harju county. Production takes place in the company’s facilities in Tallinn and Pärnu, 
Pärnu county. The company is family owned. The interviewee found this to be an advantage, 
as it makes them independent from stockholders and allows them to act in accordance with the 
values of their owners, make long-term investments and not being dependent on the next annual 
report or quarterly thinking. The informant is the managing director of the company.  

5.3.1 Understanding of CSR 
The informant has heard about CSR and understands the three most important aspects of CSR 
to be (1) ethical conduct in activities, which also includes treating employees in an ethical way; 
(2) transparency in operations and (3) commitment to the public, communities and overall 
society. For this company, CSR involves both social as well as environmental activities. The 
interviewee does not find that complying with existing regulations is a part of CSR as she 
believes that is a given, something that all companies need to do anyway. 
 
As Case 3 is quite an expensive supplier, yet they believe that by adding extra value through 
CSR-related activities, their become a reliable, trustworthy partner to their customers.  

“[…] we believe that by adding this extra value: by being personal, by being 
transparent, by being a partner more than a sub-contractor or producer, we can tie 
the clients tighter to us.” 

Therefore, implementing CSR activities helps the company to attract and retain their clients. 
However, while CSR has influenced the company’s performance to some extent, in its core, 
CSR does not seem to be that much of a strategic management tool, but rather a way to create 
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a better working environment and create meaning and value to the employees’ efforts. Hence 
for Case 3, CSR more of an ideological concern, something that they believe in and implement 
in order to give back to the society and feel that they are contributing in a positive way.  

“It makes us a proud organization. We feel like we have an impact on the society 
and it matters what we do.” 

Owners, employees, customers, suppliers, trade unions, local communities, the press and the 
media are considered to be the company’s stakeholders. Therefore, the company is concerned 
not only with stakeholders that have a direct impact through their everyday activities such as 
the employees, customers and owners but also with indirect stakeholders. The informant 
explains that this is due to the external orientation of the company, meaning that they are 
interested in every group of society who is either directly or indirectly influenced by the 
company’s activities. 

5.3.2 Attitudes Towards CSR 
When it comes to discussing what determines a company’s approach to CSR, the informant 
believes it is dependent on the values of the management and owners of the company to a large 
extent.  

“I think it is very much the attitudes that the owners have and also the management. 
If there is a commitment and understanding about CSR on ownership and 
management level, I think that’s one of the most important things.” 

The manager personally is very interested in CSR.  

“I am very much concerned with CSR and I have been so basically since I 
graduated university. It started when I was a student that I was involved in different 
kinds of student organisations.” 

This can also be seen from her personal activities. She is one of the founders of a charity 
organization in Estonia, called “Minu Unistuste Päev (My Dream Day),” which is an 
organization dedicated to fulfilling the dreams, helping and supporting sick children being 
treated in Estonian hospitals (Minu Unistuste Päev, n.d). 
 
The informant believes that CSR is focused on being ethical and having integrity. She considers 
a company’s ethical responsibility to be the most important aspect of the social responsibility 
of business. She explains that in order for CSR to be useful for a company, it needs to be 
genuinely implemented. Therefore, if a company behaves ethically, its legal, philanthropic and 
economic responsibilities will be a result of its ethical behaviour.  

“[…] things need to be real. And if you only do CSR to earn more money, then it’s 
not genuine. So I would say, if you’re taking it seriously and prioritise your ethical 
responsibility, those other things will come as a consequence.” 

As the company’s owners are Norwegian and manager Swedish, it can be argued that their 
attitudes towards CSR are influenced by their cultural background as CSR is very well evolved 
and important in the management culture in these countries. 

5.3.3 CSR Activities 
The informant believes that the main factors that determine which activities a company engages 
in are the financial performance of the company and the personal values of management. This 
is explained by the personal values of management being the determinant of how important 
CSR is perceived to be in an organization, therefore determining if any CSR activities are 
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implemented in the first place. Financial performance, however, determines the potential to 
allocate human and financial resources to CSR activities which would be difficult to do in a 
company in financial difficulties.  

“As explained before, the personal values of management. And also the financial 
performance of a company, because for example, if your company is in a very bad 
financial situation, then management and all employees will spend all their time 
trying to turn the company around. So I think to think about CSR, you already have 
to have some kind of foundation.”  

The main activities that the company engages in are environmental activities and community 
activities. Case 3 tries to minimize its environmental impact in terms of energy conservation, 
waste minimization and recycling. As the fabrics are usually provided by the customers, the 
company does not have a big say in which fabrics to use. However, as the clients oftentimes 
share the values of their supplier regarding the social responsibility of businesses, the manager 
also emphasises that more on more customers have started to use Oeko-Tex and other certified 
materials for their products. The company is ISO 14001 certified and follows the environmental 
requirements of the standard. 
 
When it comes to community activities, the informant says they try to help as much as they can. 
The intensity and quality of the relationship with local stakeholders is considered to be very 
good. The projects that they are participated in or organized are carefully selected in order to 
choose the causes that fit into the company’s identity and values. Therefore, Case 3’s 
community activities are directed at educational and innovative entrepreneurial endeavours. 
They are involved in projects in collaboration with Estonian start-ups, for example, the manager 
was recently in the jury of a hackathon, and the company has agreed to sponsor the next one in 
August. In terms of education, internships are offered to students from vocational schools and 
universities and company tours are organized for students. The company’s specialists 
collaborate with Tallinn Technical University, with supervising theses and being part of the 
grading commission of theses. In order to reduce waste and contribute to the education of 
younger children, leftover fabrics are given to kindergartens or schools. 
 
As for workplace policies, examples of these include daily gymnastics for the seamstresses, a 
health bonus and tokens of appreciation on holidays. The company also contributes to a good 
aesthetic work environment, organizes company retreats in the summer and encourages the 
employees to take part in sports events (for example, Maijooks, an annual running event for 
women). The informant considers the productivity, participation and motivation of staff to be 
good. However, when it comes to seamstresses, there are several external factors that influence 
their productivity such as previous work experience. For example, as the company produces 
smaller batches in different sizes and colours, seamstresses who have previously worked in 
mass-production for a long time, need time and support to adjust to the new work environment. 
This is one of the issues that the management is trying to solve. The main goal of workplace 
activities is to provide a good and safe working environment that includes both a comfortable 
working area as well as comfortable recreational areas, according to the company’s annual 
report. In addition to activities directly connected to fulfilling this main purpose, it can be seen 
that several smaller activities are devised in parallel to the company’s every day activities and 
are dependent on current activities. Thus, the well-being of the employees is thought of daily 
and several contributions are made in order to increase it. For example, when the company is 
having busy times, employees are shown that their work is appreciated, for example, recently, 
the employees had had quite a lot to do, so the owners came by and personally thanked and 
gave a small token of appreciation to every employee. 
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When asked about the technical innovativeness of the company, the informant believes that the 
level of it is quite high since they are involved in several different projects. The company is 
moving in a technical direction, trying to come up with new solutions, for example producing 
Smart Textile items.   
 
Regarding marketplace activities, the company signs a contract with every customer in order to 
give a guarantee that they follow the law, the workers have good working conditions and 
everything is in order. The company has a Code of Conduct that is presented to every customer 
and involves their commitment to the environment, work relations, human rights and 
corruption. Even though there is no particular training of employees on values, they are 
constantly reflected upon in the day-to-day activities of the company. In addition to the values 
described in the Code of Conduct, the company has a policy that no client nor employee should 
be left alone. Therefore, the communication between the company and its clients is quite 
intense, developing a personal relationship with customers is very important. In order to analyse 
the satisfaction that their customers have with them, they conduct a customer survey every year. 
The results of these surveys are positive, for example, the latest results showed that 94% of the 
customers are very happy with the company. 

“[…] we have to offer our customers something else. And that something else is 
intangible things. So it’s CSR, it’s values. Not necessarily how we communicate our 
values with a PowerPoint, but actually how we act towards our customers, towards 
employees, how we live our values.” 

5.3.4 Drivers for Adopting CSR 
The main driver of implementing CSR for Case 3, as mentioned earlier, are the personal values 
of the manager as well as the attitudes of the owners, as the informant says they are also very 
concerned with CSR and support the steps that are taken in order to be a very socially 
responsible company. This provides a strong basis for CSR as there is a commitment to it on 
the management level.  
 
Gaining a competitive advantage through improved reputation is considered a driver for 
implementing CSR. Interestingly, improving not only the reputation of the company, but as the 
industry as a whole.  

“The textile industry has a bad reputation so we are passionate about changing 
that reputation and showing what we are doing, because I don’t agree, and all 
textile companies don’t need to be bad.” 

As the company provides quite an expensive service compared to other clothing producers in 
the area, gaining a competitive advantage is reflected through offering customers something 
that other companies do not. Furthermore, a competitive advantage in the labour market is an 
additional driver and outcome of CSR. Therefore, increasing employee trust and organizational 
commitment as well as attracting the best employees is also a driver and have a significant 
effect on the company’s performance. 

“[…] it’s a strong competitive advantage. Both towards getting new clients and 
towards getting the kind of employee that we would like. And also, I would like to 
work in a company, which is involved in its impact in a society. You want to have a 
greater meaning with what you do. So I think it’s important for everyone.”  

The informant believes that as long as CSR implementation is in its early stages in Estonia, it 
is a very strong competitive advantage. However, she also explains that if Estonia and the 
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Baltics as a whole realised the importance of CSR, a competitive harbour region of clothing 
and textile production could be created, giving a competitive advantage to the region. 
Furthermore, a competitive advantage is also in the labour market 
 
Reducing operating costs is not considered a driver, rather the opposite as implementing CSR 
has initially increased costs for the company. However, the informant argues that these costs 
are earned back through for instance increased efficiency and attracting talented employees. 
Financial benefits are not a driver for CSR activities, but rather an outcome of CSR attracting 
customers who are willing to pay more for ordering products from a socially responsible 
company. For these clients, CSR is one of the main determinants of selecting a supplier, 
therefore if their demands are not met, they change suppliers. The financial benefits, therefore, 
are a result of increased competitive advantage that lead to attracting talented employees and 
customers.   
 
Therefore, attracting customers and improving the satisfaction of existing ones is considered a 
driver, as several customers who approach the company, ask about their CSR efforts while 
existing clients consider it to be important as well. The company’s main clients are from 
Scandinavia. Therefore, internationalisation is not considered to be a particular driver, as 
Scandinavian companies have very high expectations when it comes to CSR and the company 
has been able to keep up with the demands so far. Hence, when taking its business to other 
regions, the manager does not see the need to have an even stronger focus on CSR. 
 
The main benefits that the company has already gained from implementing CSR are more 
customers, attracting new talents and an increased meaning and value of the company’s 
operations.  

5.3.5 Barriers to Adopting CSR 
The biggest barriers for CSR implementation for Case 3 are cost of implementation and a 
shortage of human resources. The manager would like to have an employee specifically 
dedicated to CSR issues, yet at the moment, resources cannot be spared for a position like this, 
therefore, it is one of the responsibilities of the manager.  
 
As the customers of the company are very much aware of CSR, lack of customer awareness is 
not a barrier in this case. However, regardless of awareness, there are customers who are more 
price sensitive and might not appreciate their suppliers CSR activities as much as they care 
about the price. Therefore, the informant proposes, it is very much dependent on the particular 
customer and their values.  
 
For Case 3, lack of governmental involvement is not a barrier, as obeying the law is not a part 
of CSR for them. However, in general, the manager believes that if the government would play 
a bigger role in helping companies implement CSR, the process would be faster.  
 
For the uniqueness of CSR, the manager does not believe that it could disappear when it 
becomes more popular nor does she consider it a barrier since for this company, it is considered 
a critical success factor for the culture inside the company.  

“[…] it doesn’t matter if your competitors have it or not. I want to have it as a tool 
for motivation, for meaning. So it doesn’t matter if other companies have it or not 
[…]” 
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As for the difficulty of measuring the outcomes, in line with the previous results, since the 
company is not so much concerned with measuring any tangible outcomes of CSR, it is not a 
barrier for them. 

5.4 Case 4 
Case 4’s main activities include manufacturing and selling home textiles. The company has 
subsidiaries in Estonia, Sweden, Germany, Russia and China. The company employs 
approximately 665 people, and is located in Pärnu, Pärnu county. The informant is the 
managing director of the company.  

5.4.1 Understanding of CSR 
The informant defines CSR to consist of ethical conduct in activities, environmentally friendly 
activities and a company’s commitment to the public, communities and overall society. Thus, 
CSR includes both social as well as environmental concerns. Ethical conduct in activities seems 
to be the over-arching consideration that ensures other aspects of social responsibility are taken 
into account. Case 4 is ISO 9001 certified and its social responsibility activities are included in 
what is required by the standard. Additionally, the ISO 14001 certification that the company 
has, directs the company’s efforts in activities targeted at improving the environment. The 
company received the silver level Quality Label in the Estonian Responsible Business Index in 
2015 and 2016, therefore has been acknowledged as a company implementing CSR in a high 
level.  It is important for the company to be a part the society it is located in and involves its 
shareholders, owners, employees, marketplace stakeholders as well as governmental and other 
pressure groups to be its stakeholders. Efforts towards higher levels of CSR implementation are 
also acknowledged and valued by the company’s customers, who are highly concerned with 
CSR.  

“We’ve always wanted to be a socially responsible company, but it has become a 
very actual topic by the customer as well. How we operate and manage to be 
responsible across the whole supply chain from where we get raw materials […] to 
how we operate in our own facilities. To make our impact on the environment as 
minimal as possible, to be a part of the society as a whole.” 

The company does not have a person working full-time on CSR concerns, but there is a 
management system administrator who is responsible that all requirements by the customers 
and the certificates are followed. This person is also mainly responsible for CSR activities in 
co-operation with other departments. The Human Resources department is also very involved 
in implementing CSR activities. Corporate Social Responsibility consists of voluntary 
activities. The company’s annual report does not include CSR information.  

5.4.2 Attitudes Towards CSR 
The most important aspect of the social responsibility of business is a combination of economic 
and ethical responsibilities – the goal is to be financially sustainable in an ethical way. The 
company is very concerned with CSR, yet acknowledges that the concern for CSR is oftentimes 
blown out of proportion and should not be exaggerated with – the company’s main activities 
should not be forgotten in the midst of implementing CSR. The manager personally is also very 
concerned with CSR, and explains that this is due to the fact that he is also very interested in 
the company’s reputation amongst its stakeholders and considers it important for a company to 
give back to the society. The main factor determining a company’s approach towards CSR is 
considered to be a sense of what is right. Being responsible is a necessary factor to ensure a 
company’s long-term success. The attitude towards CSR in the company is dependent on the 
values and attitudes of the owner, the manager as well as the customers. However, while the 
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manager is supportive of CSR, he does not consider his personal values to be the determinant 
of the company’s approach to CSR. 

5.4.3 CSR Activities 
The main factor determining a company’s approach to CSR is its financial performance. A 
company cannot contribute more than it is financially able to. Additionally, legal requirements 
need to be considered and followed. Moreover, the customers’ wishes and finding a balance of 
what the company is able to do and what the customers would like to see them do are important 
determinants of which activities a company engages in. The informant considers the company 
to engage in all types of CSR activities in an equal measure. This includes employee, 
environmental, marketplace, community activities and activities in accordance with the 
company’s values and rules of conduct. 
 
Workplace activities that are implemented include constantly improving the working conditions 
of the workers. One of the main improvements that will be implemented in the foreseeable 
future is improving the work schedule so that there would no longer be any night shifts as there 
are now. Therefore, production facilities will be developed in a way that both improves physical 
working conditions as well as allows to eliminate night shifts. An area that is constantly 
improved and invested in is the safety of employees. These improvements also include 
employing a person responsible for making suggestions for improvement with regard to health 
and safety of employees. In addition to activities targeted at workplace well-being, several extra 
activities are engaged in, such as sponsoring employee participation in sports events as well as 
organizing Christmas and summer events for staff. The families of employees are also involved 
in some of the activities. For example, children are given gifts during Christmas and an event 
is organized for children who start school. The productivity and motivation level of staff is 
considered to be good and there is a belief that constant improvements have a positive effect on 
the well-being of employees. The level of organizational innovation is also considered to be 
quite good as can be seen from hiring a person in charge of health and safety issues and being 
on the lookout for areas that need improvement and might require a separate position to be 
created or some restructuring to take place. 
 
Environmental impact is reduced in terms of energy conservation, waste minimization and 
recycling, pollution prevention, protection of the natural environment and using sustainable 
transport options. The leftover material from production is used in different products that have 
been developed specially for using waste materials. The company has also invested in 
technology that shreds waste material so that it can be used as a filling material in interior 
pillows. Waste is sorted and taken to either partners who are interested in the leftover materials, 
or taken to waste treatment plants. The company is actively trying to find ways for reducing 
energy. For example, a new plant is being built and has been designed to have solar panels on 
its roof. Additionally, old facilities have been renovated in order to reduce their energy 
consumption as well. The company has also ordered an environmental audit in order to identify 
the areas where energy could be saved. Environmental activities are engaged in both for reduced 
costs as well as reducing the company’s environmental impact. 
 
For marketplace activities, these are mostly covered by the requirements of the ISO 9001 
standard. The level of attractiveness to customers and suppliers is considered to be good, 
especially in terms of CSR. The company informs suppliers of its social and environmental 
requirements through contracts where suppliers can state that they meet the company’s 
requirements. Feedback from customers, suppliers and other people the company does business 
with, is collected mostly through personal communication. Salespeople for example, are 
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required to present analyses of their relationships with customers and which areas need more 
attention. 
 
The company does not have a specific internship program, but offers internships and 
traineeships on a case by case basis. Interns mostly come from the local trade schools and 
universities. In addition, the company contributes to education by supporting employees who 
study and congratulating graduating employees at an annual event. Collaboration is engaged in 
with the local trade school. Additionally, the company is engaged in different sector skills 
councils in order to form educational policies and map the need for educational courses and 
programs. When it comes to charity, the company is involved in several projects, the biggest of 
which ended recently but consisted of giving a pillow and a quilt to every new-born in Estonia. 
Additionally, the company supports different causes, mostly by donating its products, but 
occasionally making financial contributions as well. The company also gives out an annual 
Education and Culture Prize and sponsors several sports events. The relationship between the 
company and local stakeholders is considered to be good and mutually beneficial. 
 
The company’s values and rules of conduct are defined as required by its ISO certificates. These 
are communicated to staff through a training day for new employees that gives an overview of 
the company as well as its values and rules of conduct. These are also communicated to the 
company’s partners when they are interested. 

5.4.4 Drivers for Adopting CSR 
The main driver for engaging in CSR is gaining several benefits in the long term. The risks of 
a company are considered to be lower when CSR is implemented. Therefore, CSR is driven by 
increasing brand insurance and equity. Secondly, an important driver is reputation and gaining 
a competitive advantage as it makes a company a more attractive partner to all of the company’s 
stakeholders.  

“If a company is integrated into its surrounding society, I think that the company 
is also viewed a bit differently. I think partners and clients want to do business with 
a company that has a good image, who is successful, positive, cares about the 
different aspects of the society. It is something that is difficult to measure, and we’ll 
never know at what point an activity benefits us and whether it does. Maybe in 
several years. […] It’s a complex thing. And rather a question of a long-term point 
of view.” 

5.4.5 Barriers to Adopting CSR 
A lack of resources is considered the most important barrier of CSR. Firstly, a lack of human 
resource and secondly, financial resources. Therefore, the informant finds it is important to find 
a balance where CSR is implemented while keeping in mind the needs of all interested parties, 
financial and human resources. It is crucial to evaluate a company’s capabilities in a realistic 
way and not make too ambitious plans for CSR.  

“[…] You need to remain realistic. It’s difficult to make the world spin the other 
way overnight. And if you over-do it, the outcomes might be contrary to what was 
hoped for. Everything must be done within reason, and based on intuition. […] It 
(CSR) shouldn’t be sold too aggressively. Everything should be reasonable – a 
reasonable pace and reasonable expectations.” 
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5.5 Case 5 
Case 5’s main activities include producing nonwovens and tufting, plain and moulded carpet 
products for the automotive industry. Additionally, the company supplies products and services 
such as exhibition carpets, technical felts and lab tests. The company employs approximately 
280 people and is located in Raasiku, Harju county. The informant is both the owner as well 
the as managing director of the company.  

5.5.1 Understanding of CSR 
The informant has heard of CSR and considers the most important aspects of it to be ethical 
conduct in activities which includes transparency in operations, commitment to employees and 
commitment to the public, communities and overall society. Both social an environmental 
concerns are considered to be part of CSR. However, there is a greater emphasis on social issues 
and the environmental issues are mostly covered by the requirements of the ISO standards that 
the company has. The company does not have a specific CSR strategy, however CSR-related 
topics are covered in different policies, mostly related to the ISO standards that the company 
has and is audited on. These standards include ISO 14001, an environmental management 
standard and ISO/TS 16949, a quality management standard of the automotive industry. CSR 
issues are the responsibility of the quality management department in the company. Overall, it 
seems that CSR is not used as a strategic management tool but rather a way to give back to the 
society. 

“The number one driver is that if you are located in this small place, you have to 
think about the fact that you need to contribute to the local community somehow.” 

The informant feels that the society and businesses are intertwined, and businesses should 
contribute to the community they are a part of. Owners, employees, customers, suppliers, local 
communities and the media are considered to be the main stakeholders of the company. Since 
the motivation of the company to get involved in CSR issues seem to be largely based on the 
wish to attract the best employees as well as give back to the local society, the activities that 
are considered to be a part of CSR are voluntary and not dependent on following the law. 

5.5.2 Attitudes Towards CSR 
Since the respondent is both the owner as well as the managing director of the company, the 
company’s approach to CSR is very dependent on him. Therefore, both him as well as the 
company is very concerned with CSR issues, particularly since he argues it is a crucial success 
factor especially due the geographical location of the company.  

“If our company would be located in Tallinn […], we could be in the same field, 
have the same values… Everything could be the same, but in a bigger city, we would 
behave in a completely different way from how we behave here, in our small 
community. In a small community you must understand that you need to give 
something back to this community.” 

Since the company employs people from several surrounding municipalities, the “giving back 
to the society” is dependent on the fact that the tax money from wages goes to the municipality 
that a person is registered in. Therefore, for people who come to work from the surrounding 
areas or are registered elsewhere, their tax money does not contribute directly to the local 
municipality. Thus, in order to be more involved in the community and contribute to the local 
society, social responsibility is very important to this company. 
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The most important element of CSR is considered to be ethical responsibility. The informant 
argues that behaving according to ethical values also leads to attending to also taking into 
account a company’s economic, legal and philanthropic responsibilities.  

“If your values are ethical and you understand that one day you’ll have to - not 
only as a company, but as a person as well – give back to the society. […]. If you 
don’t consider your ethical responsibilities, I don’t believe you are behaving 100% 
legally responsibly while being economically profitable.” 

The personal values of the manager also seem to determine the company’s approach to CSR. 
The manager keeps social responsibility in mind in the everyday activities of the company as 
well as in his personal life. For example, he mentioned during the interview that he is a 
voluntary rescuer, a fact from which it can be seen that contributing to the society concurs with 
his personal views as well as his attitudes when managing the company. 

5.5.3 CSR Activities 
The financial performance of the company and the personal values of management are 
considered to be the main determinant of the CSR activities that a company incorporates. More 
specifically, first of all the personal values of management are considered to determine whether 
the company engages in CSR and secondly, the extent to which a company can implement CSR 
is dependent on its financial performance. 

“[…] It all begins with attitudes and after that the questions is, how much (can you 
contribute)?” 

The main activities that the company incorporates are employee and community activities. 
These areas are also mentioned in its annual report. However, since activities in accordance 
with the company values and rules of conduct are argued to involve employee and community 
activities, it can be said that these are also in engaged in. 
 
The workplace activities that the company implements consist of two directions – a material 
and a moral one. The material direction is focused on improving the physical working 
environment and includes a good aesthetic environment as well as a safe and comfortable one 
that for example, is not too hot nor too cold. The safety part of the working environment also 
involves a work safety specialist who advises and trains the employees on safety matters. The 
moral direction consists mostly of after-work activities such as sponsoring employees who want 
to participate in a local sports event or helping organize a summer retreat for employees. When 
it comes to evaluating the productivity of the staff, there are several external factors that seem 
to influence this, such as education level and one’s overall quality of life. The educational level 
influences the employees’ productivity as some of them need further training from the 
employer. Overall, the informant mentions that it is difficult to find specialists to hire. Much 
the same to productivity, the level of motivation is dependent on external factors as well. 
However, the workplace-related activities that the company implements influence the 
motivation level of employees who are interested in participating in the activities that are 
targeted at improving their well-being. 
 
The automotive industry requires companies involved in it to have ISO 14001 and 
ISO/TS16949 standards. These standards also include several environmental requirements. 
Therefore, Case 5’s environmental activities are based on what the standards require them to 
do. The main directions of environmental activities include considering how to use waste in the 
most efficient way possible. For example, cardboard, paper and metal are sorted and taken to 
different collection points. Plastic waste is shredded and recycled to be used again in 
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manufacturing. Waste that cannot be recycled is taken to waste treatment plant or fuel stations 
to be used for heating. As for energy, since prices for energy are relatively cheap, the informant 
does not consider it would be economically advantageous for the company to invest in 
renewable energy, or reconstruct the facilities to make them more energy-efficient or use 
different heating systems. However, investment into new technology that take less energy and 
recycling is done. 
 
The company is mostly a supplier and is audited by its customers. Therefore, the company itself 
does not have a specific policy to ensure honesty and quality in relationships with its 
stakeholders, but follows the rules their customers stipulate. These requirements are also a part 
of the ISO standards, therefore no extra activities regarding marketplace relationships are 
implemented since these activities are covered by the law, customer requirements and 
requirements derived from ISO standards. The informant does not believe that extra CSR 
activities would be beneficial or attractive to potential customers as this would probably 
increase the price of products. However, it is crucial to meet the needs of the industry, for 
example, by meeting the requirements of ISO standards in order to be a trustworthy partner. 
Informing the customers of the company’s social and environmental as well as the procedures 
for ensuring feedback and dialogue with the clients are also based on the standards. 
 
The company has training and internship collaborations mainly with three different schools. 
First of them is the local school, where the manager gives economics classes to the students. 
The second school that the company has collaborations with is located about 20 kilometres from 
the company and students from that school have the opportunity to take some classes on for 
example mechanics or robotics. In order to complement the theoretical knowledge from school 
with seeing how it is used in practice, the students have tours in Case 5’s facilities. 

“So they can see the next step of robotics - how it’s used in manufacturing. And 
they see that if they go and study robotics, this is where you can work at. […] they 
understand that this knowledge can be applied in real life.” 

For the third school, another one located in a neighbouring municipality, the company sponsors 
their handball team. Case 5 contributes to local disaster relief initiatives, charity and sponsors 
sports teams. However, since the company is mostly concerned with contributing to the local 
community, the initiatives they support are local rather than nation-wide projects. 
 
One way the company’s values are communicated to its stakeholders is through its web site. 
Another one is the media. Whenever the company wins an award, such as “Supporter of the 
Year” or “The Education-Friendliest Company,” thanks to behaving according to its values, 
these achievements are usually covered by the local news outlets which are then picked up 
nation-wide media channels and presented in those. 

5.5.4 Drivers for Adopting CSR 
Gaining a competitive advantage through improved reputation is a crucial driver for 
implementing CSR. However, competitiveness not necessarily among potential customers, but 
rather in the labour market. In fact, attracting new customers and improving customer 
satisfaction wasn’t considered a great driver, since as long as the company has the required ISO 
standards and meets the customers’ needs, extra activities are not considered necessary. Yet, 
when it comes to attracting the best employees, CSR is considered very important.  

“Reputation, because it influences the labour market. […] We need to be visible, 
because if we weren’t, nobody would come here. Nobody in Estonia would know 
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we’re here, we wouldn’t get the people we need. We wouldn’t even get the local 
people, because nobody would know we exist.” 

For example, the CSR-related stories of the company that are portrayed in the media, contribute 
to the overall image of the company as a potential employer. In addition to the media, word of 
mouth is also important as existing employees who are happy with the company that they work 
in, might share this with their friends and acquaintances who are looking for a job. Therefore, 
keeping increasing employee trust and organizational commitment as well as attracting new 
employees are crucial drivers for engaging in CSR. 

“Maybe this (CSR) will be the factor that persuades a local looking for a new job. Not 
for someone in Tallinn, but for a local. […]. Maybe they know someone working here 
who talks about the things we do, or their son is in the handball team that we sponsor and 
they know us, or have heard good things about us. […]. Or when looking for specialists. 
Maybe this is where they think: “This seems like a great place to work at, so why not, I’ll 
try and ask.” This is really important.” 

Another important driver, as mentioned before, are the attitudes and values of management. 
These are considered to be what determine a company’s approach to CSR. Legal compliance is 
not considered a driver, as CSR is considered to be something extra and not dependent on law. 
Nor is reducing operating costs a driver since on the contrary, operating costs increase due to 
implementing CSR. However, CSR is considered very important for increasing brand equity, 
brand insurance, reducing vulnerability and creating internal and external relationships. Yet, it 
is argued not to provide any financial benefits. 

5.5.5 Barriers to Adopting CSR 
The main barriers to implementing CSR for Case 5 are cost and lack of governmental 
regulation. The other barriers suggested were not considered to be barriers. Since engaging in 
CSR can be quite costly, the lack of governmental regulation becomes a barrier, because there 
is an absence of support from governmental agencies. This is mainly caused by taxes. 
According to the Estonian tax system, income tax (20%) needs to be paid on every gift and 
donation unless the organization getting the donation is not listed in the List of Non-profit 
Associations, Foundations and Religious Associations Benefiting from Income Tax Incentives. 
Since Case 5 mostly focuses on making a contribution to local initiatives that are relatively 
small, they most likely are not a part of this list. If the gift is given to an employee, social tax 
(33%) needs to be paid in addition to the income tax. Therefore, for example financing the 
summer retreat for employees, the company needs to pay income tax on the sum spent and then 
additionally social tax on the sum including income tax. (Estonian Tax and Customs Board, 
2011) 
 
Furthermore, contributing to the community by purchasing something for a local organization 
or initiative requires the company to pay 20% of value-added tax (Estonian Tax and Customs 
Board, 2016). For example, Case 5 was approached by the local church who asked for the 
company’s contribution for a new church door which required the company to pay 20% in taxes 
in addition to the price of the door.  

“I would like to contribute 100% to the local community rather than 80% to the 
local community and 20% to the government. So something to think about.” 

5.6 Case 6 
Case 6 is a manufacturer of home textiles, mattresses and nonwovens. In addition to being a 
branded manufacturer, the company also supplies for their customers’ private labels. The 
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company employs approximately 290 people and is located in Viljandi, Viljandi county. (Toom 
Tekstiil AS, 2012). The informant is the Chairman of the Board.  

5.6.1 Understanding of CSR 
The respondent says he understands CSR fairly clearly and considers it to consist mainly of 
ethical conduct in activities, commitment to employees, the public, communities and overall 
society and making profits, since without profits it is not possible to implement CSR. The 
company does not have a specific CSR policy, but claim that the laws in Estonia and in the 
European Union regulate areas that are connected to CSR fairly well. This includes labour 
practices, health and safety issues and waste management.  

“I think these things are so well regulated in Estonia that I the company doesn’t 
have much to regulate. […] The question is rather who follows the law and who 
doesn’t.” 

The person most involved with CSR issues in the company is the health and safety 
representative. This person ensures that all employees have been properly trained on health and 
safety issues, they have the proper equipment and the work environment meets the required 
standards. 
 
CSR is not a strategic management tool in the company but rather something that means 
obeying the law, being ethical and improving working conditions. The company does not seem 
to implement CSR as an extra strategy, but rather a principle that is embedded in the company’s 
activities and not thought of specifically. CSR includes both environmental as well as social 
aspects for Case 6. 
 
All members of society, either directly or indirectly influenced by the company’s activities such 
as shareholders, owners, employees, customers, suppliers as well as governmental and other 
pressure groups are considered the stakeholders of the company. The company’s annual report 
does not include its CSR efforts.  

5.6.2 Attitudes Towards CSR 
The manager personally is very concerned with CSR. This is because he personally would like 
to be certain that the things he consumes are safe to use and produced in a way that does not 
harm anyone. This idea is transferred to the company’s values, of which one of the most 
important ones seems to be that the company needs to make sure that the employees are safe at 
all times. However, these activities are mostly dependent on the law. 

“[…] The law is meant to fixate what the society expects of businesses.” 
The most important aspect of the social responsibility of businesses is considered to be 
economic responsibility, since without this, a company is not able to create a good working 
environment for the employees nor contribute to the society. 

5.6.3 CSR Activities 
The main factor that influences which CSR activities the company engages is said to be what 
is required by law and what its customers ask for. Although the company engages in employee, 
environmental, marketplace and community activities as well as activities in line with the 
company’s values and rules of conduct, employee activities are said to be focused on the most. 
The reason for a stronger emphasis on employee related activities is that the labour resource in 
Estonia is limited and in order to achieve the stability of the workforce in the company, it is 
important to provide a very good working environment. One of the main things that is done in 
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order to improve the workplace is keeping the equipment up to date. The machinery is said to 
be relatively new and the facilities are properly ventilated. The productivity of the staff is 
evaluated to be medium, but largely influenced by the working environment – the better the 
environment, the higher the productivity of staff. The motivation and participation of employees 
as well as the level of organizational innovation in the company is considered to be good. 
 
When it comes to the environmental activities that the company implements, these include 
energy conservation, waste minimization and recycling, pollution prevention and protecting the 
natural environment. Most of these activities are connected with modern machinery and making 
production as efficient as possible. All of the company’s products and raw materials are 
certified by OEKO-TEX®, meaning that they do not contain harmful substances above the limit 
values set by the standard. The company also has equipment necessary for recycling industrial 
textile waste. Therefore, they are able to recycle their own textile waste as well as waste from 
other textile producers in Estonia into non-woven materials. As seen from this, the level of 
technical innovation in the company is also good, as modern equipment is used and new 
solutions for reducing the company’s ecological footprint are considered. 
 
For marketplace activities, the company mostly follows laws and regulations in order to be a 
trustworthy partner. The satisfaction that customers and suppliers have, is considered to be good 
which can be seen from the stability of customers. Since the company mostly produces for 
different retailers, their customers set the social and environmental requirements. Therefore, 
when it comes to marketplace policies, the company rather meets the expectations of its 
customers than sets their own rules. There is no specific process to ensure feedback, 
consultation and/or dialogue with customers and partners, however, this process is considered 
to be covered by declaring to the customers that their demands have been met as well as the 
stable customer base that the company has. 
 
Internship and training opportunities are offered to students from universities and trade schools. 
The company would be willing to do this even more than it currently does, but finds that the 
problem is rather a lack of interest in internship positions. Furthermore, they support 
recreational activities of the local general education schools, for example sponsoring the 
teachers’ theatre festival, or different activities organized by the students as well as sponsor 
different sports event. Contributing to charity causes such as SOS Children’s Village or the 
reality TV show “Kodutunne (Home Feeling)” whose aim is to help renovate the homes of 
families in financial difficulty, is another community activity the company takes part in. When 
asked about the intensity and quality of the relationship with local stakeholders, the informant 
says that whenever the stakeholders need anything, the company tries to participate as much as 
possible and vice versa. Therefore, the company tries to be a valuable member of the 
community. 
 
Case 6 does not have clearly defined values and rules of conduct, but these topics are 
communicated to the employees through the labour agreement as well as the company’s bylaws. 
A specific document for presenting the company’s values and rules of conduct is also not 
considered to be important by the informant, as Estonian legislation is said to be strong enough 
and by following the law, the company presents its rules of conduct as well. 

5.6.4 Drivers for Adopting CSR 
The main driver for implementing CSR is following the law, attracting the best employees and 
reducing operating costs.  
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“We update technology to improve the working environment. And also to reduce 
costs. The newer the technology, the smaller the operating costs. And also reducing 
waste – we do that too. From one side to be responsible, but on the other hand also 
to reduce the company’s operating costs.” 

Other important drivers include an increased level of innovation and gaining financial benefits. 

5.6.5 Barriers to Adopting CSR 
The main barrier of implementing CSR was considered to be the cost of implementation. Most 
of the barriers, listed based on previous literature, were not barriers for Case 6. For example, 
the barrier “The uniqueness of CSR implementation disappears as it become more popular” was 
not considered a barrier at all since being socially responsible should be normal rather than 
unique according to the respondent. 
 
When asked about other concerns regarding CSR, the informant brought out how difficult it is 
to implement more CSR activities in light of the Estonian government raising taxes which 
makes it difficult for companies to have enough resources to contribute to for example the 
community or the environment.  

“Our aim is to run the company in a sustainable way so that we are able to fulfil 
our commitments. If we do this successfully and have money left over, we can help 
different causes. If not, we can’t contribute.” 

6 Cross-Case Analysis and Discussion 
This chapter analyses the findings and discusses them. The purpose of the chapter is to propose 
answers to the study’s research questions by comparing the cases to each other with regard to 
the reviewed literature.  

6.1 Understanding of CSR 
RQ1: What is the level of understanding of CSR among managers in the Estonian 
textile and apparel enterprises? 

All of the respondents are familiar with the concept of Corporate Social Responsibility. What 
CSR is considered to consist of differs from case to case. One of the aspects that all respondents 
agree on is that ethical conduct in activities is an important part of CSR. This is in line with the 
findings of Athanasopoulou (2012), who found that CSR is centred around being ethical and 
having integrity. Ethical behaviour is also considered to create a basis for other activities, 
meaning, if a company behaves in an ethical manner in every activity, this leads to other aspects 
of CSR, such as treating employees in an ethical way, being transparent, and trying to reduce 
one’s environmental impact.  
 
Another aspect all participants perceive CSR to involve is commitment to the public, 
communities, and overall society. To what extent this commitment takes place and to whom 
differed from case to case. For example, for one case it mostly involved the Estonian fashion 
community, while for companies located in small towns there was a great tendency to contribute 
to their local communities, consisting of the population of the geographical area in which they 
are located in. Hence, the cases acknowledge that society and businesses are intertwined as 
claimed by Polonsky & Jevons (2006), Porter & Kramer (2006) and Wood (1991). In addition 
to finding that contributing to the society is important, most of the cases included shareholders, 
owners, marketplace stakeholders as well as governmental and other pressure groups to be their 
stakeholders. Two of the six cases excluded governmental and other pressure groups from their 
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stakeholders. Therefore, overall, the respondents’ perception of their stakeholders is in line with 
the stakeholder theory according to which every person and organization influenced by a 
company’s activities needs to be taken into account (Donaldson & Preston, 1995).  
 
According to the European Commission’s definition of CSR, it involves both social as well as 
environmental concerns (Commission of the European Communities, 2001).  In this study, two 
respondents included environmental concerns as part of CSR, while four did not. This could be 
because during the interview, informants were asked to choose the three most important aspects 
of CSR and environmental activities were not considered to be amongst the top three elements. 
Especially since most of the companies are ISO 14001 certified, their environmental activities 
are dependent on the requirements of the standard and implemented according to it, therefore it 
can be considered separate from other CSR related activities. Another reason could be that CSR, 
for the remaining four companies is not believed to involve environmental activities. As seen 
from the literature review, CSR is a concept that has been difficult to define and there is no 
common understanding among researchers as to whether it involves a company’s activities 
towards contributing to the society or to the environment as well. Therefore, it might be that for 
some companies, CSR does not involve environmental aspects. However, further on in some of 
the interviews, environmental activities were also mentioned as part of a company’s social 
responsibilities. As Smith (2007) argues, the society’s demands are increasingly in line with 
environmental concerns, one is dependent on the other, therefore it might be that environmental 
activities per se are not considered a part of CSR, yet it is recognized that the social activities a 
company implements are also connected to the environment.  
 
When it comes to whether CSR involves only voluntary activities or if obeying the law should 
also be considered a part of it, as the European Commission (2017) suggests, most of the 
companies do not perceive obeying the law to be a part of CSR. One company explains that this 
is because obeying the law is a given and something that needs to be done anyway, while CSR 
consists of voluntary activities done in addition to following regulations. However, another 
informant says that due to the industry the company is a part of, regulations determine the 
direction the company should take when deciding on which CSR activities should be 
implemented. On the other hand, one informant claims that since the laws and regulations in 
Estonia are strict enough, obeying these should be enough and no extra activities are needed. 
However, further along the interview, it turned out, that the company does implement voluntary 
activities as well, but does not categorize these as CSR activities. Whether the company 
considers acting in accordance with laws and regulations to be a part of CSR or not, all 
informants acknowledge that the law must be obeyed and most consider efforts taken in addition 
to this to be CSR.  
 
Lee (2008) argues that in research, CSR is considered as a strategic management tool that is 
meant to improve the bottom line performance of the company. This means that CSR should be 
implemented with the purpose of increasing profits. This might be true for the cases 
participating in this study in an indirect way. For example, CSR is argued by some of the 
informants to attract the best employees and increase the organizational commitment of existing 
ones. Furthermore, for some cases, implementing CSR has helped to reduce operational costs. 
However, improving the bottom line performance was not considered a driver or a main 
motivator for any of the companies and none of them have measured the financial benefits of 
CSR efforts. Therefore, in the case of Estonian textile and clothing companies, CSR is not 
necessarily used as a strategic management tool, but rather a way to for example, contribute to 
the society, improve reputation, be more competitive either in the labour market or amongst 
competitors.   
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6.2 Attitudes Towards CSR 
RQ2: What are the attitudes towards CSR among the managers in the Estonian 
textile and clothing industry? 

In previous studies, it was found that a company’s attitude towards CSR is dependent on the 
values of its leader (Athanasopoulou, 2012; Choi, et al., 2015; Groves & LaRocca, 2011; 
Hemingway & Maclagan, 2004; Waldman, et al., 2006). Since all of the informants of the study 
belonged to management, they were asked how important they personally perceive CSR to be. 
All of them considered it to be extremely important and from the explanations of most of the 
informants, this was connected to their personal values. For example, one manager had started 
a charity foundation, another is involved in a voluntary rescue team and the third explained that 
he personally would like to be sure that the products he consumes are produced in an ethical 
way, therefore he finds it important to offer other consumers the same opportunity. On the other 
hand, one informant explained that he personally is extremely concerned with CSR because he 
recognizes it is important for his company. This was supported by other respondents who 
explained that in order to be a competitive business in today’s business world, CSR is a topic 
that cannot be ignored. It is demanded by the company’s stakeholders, such as customers and 
business partners.  Moreover, two participants emphasised the importance of engaging in CSR 
when a company is located in a small community. Whether driven by the manager’s or owners’ 
personal values, the location of the company or by believing their business could benefit from 
CSR implementation, the six cases of this study believed that in order for CSR to be 
implemented genuinely and successfully, management and owners need to consider a 
company’s ethical responsibilities to be important. Furthermore, although a managers’ personal 
values were argued to determine whether CSR is engaged in at all, it is also determined by the 
customers’ and partners expectations of the company.  
 
Athanasopoulou (2012) found that attitudes towards CSR are dependent on job type and a 
person’s position in the company. The participants of this study included three Managing 
Directors, one Plant Manager, one Communications Manager and one Chairman of the Board. 
As explained in the previous paragraph, CSR was perceived to be an important aspect of 
business for them. The study did not involve informants from other job type or positions in the 
company, therefore it is difficult to analyse and compare the attitudes of people from different 
job types. 
 
The aspects of a company’s social responsibility considered most important by the informants 
were ethical responsibility and economic responsibility. Most of the informants found that 
economic responsibility should be a business’ main goal, yet being economically prosperous 
should be achieved in an ethical way. The ethical considerations were said to determine a 
company’s approach to CSR while economic responsibility influences to what extent CSR 
investments can be made. Therefore, as mentioned in the previous chapter, the findings of this 
study coincide with Athanasopolou’s (2012) results that CSR is focused on being ethical and 
having integrity.  

6.3 CSR Activities 
RQ3: What are the most important CSR issues for the Estonian textile and clothing 
companies and what practices do they adopt?  

When asked what are the main factors determines which CSR activities a company implements, 
all respondents agreed one of the main factors is the financial performance of the company 
since a company in financial difficulty is focused on getting through a crisis and does not have 
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enough resources to implement voluntary activities, such as CSR. This was the only factor all 
the respondents agreed on. Personal values of management were considered important by half 
of the informants who explained that if management is not interested in implementing CSR and 
allocate resources for it, it will not be done. Other elements that were mentioned were type of 
industry and size of the company, for evaluating one’s influence and determining how to reduce 
its negative impact on the society and environment. The textile industry as a whole is considered 
to be a problematic industry when it comes to waste, labour issues and pollution. Therefore, 
more effort from textile companies was argued to be necessary in order to improve the 
reputation of the industry and a company’s negative impact. On the other hand, one respondent 
argued that the main factor determining a company’s CSR activities is the law and what it 
requires.  
 
Employee activities are engaged in as one of the most important issues for most companies. 
The main reason for this is to attract new employees and make sure that existing ones are happy 
and are interested in staying in the company and committing to their job. Other activities 
involved in to a large extent include community activities in order to contribute or give back to 
the society the company is located in, educate a future generation of potential employees. 
Environmental activities were also implemented to reduce a company’s environmental impact 
and operating costs. Activities focused on company values and rules of conduct were considered 
to involve all other CSR activities as well, according to some participants. More specifically, a 
company whose values involve contributing to issues such as the community, employees or the 
environment is a company that pays attention to all aspects of CSR. The reason for companies 
to focus mostly on workplace and community activities is that for five of the participating 
companies, their environmental, marketplace and company values activities are regulated by 
ISO standards. Therefore, when it comes to voluntary activities of contributing to the well-
being of employees or the community, the companies have a bigger say in what activities to 
engage in, and what they would like to do for the community or employees.  

6.3.1 Workplace Policies 
Health and safety issues are the main focus of workplace policies for most cases. This includes 
providing employees with proper equipment such as safety shoes, improving facilities to reduce 
amount of dust and harmful substances in the air, purchasing new machinery and providing 
opportunities for physical activity for employees constantly in a sitting position. In addition to 
providing a healthy and safe work environment, effort is put on providing employees with 
recreational areas within the companies’ facilities. Additionally, the companies have different 
bonus systems, for example, electing Employee of the Year and giving scholarships to 
employees who study. Different events are organized for employees, sometime including 
families as well, such as Christmas parties, Summer retreats or sponsoring employees’ 
participation in events. Furthermore, in order to encourage skill development, companies offer 
different training opportunities for staff. Specific activities vary from case to case, yet all the 
above mentioned categories of activities are implemented in all companies. As can be seen from 
this, all companies have processes in place to ensure health protection and offer a good work-
life balance.  
 
The participation and motivation level of employees is considered to be good, but it is 
acknowledged that it is difficult to evaluate and a complex topic as an employee’s participation 
and motivation level can be affected by various elements independent of the employer. Factors 
that were mentioned included education level, previous work habits and personal ambitions. 
However, it was mentioned that employees who are interested in initiating different projects 
and events in the company or want to participate more intensely, are encouraged and supported 
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by management. Therefore, taking employees’ opinion into account when making business 
decisions was considered important in most of the companies.  
 
When it comes to eliminating discrimination, the topic was not specifically discussed during 
the interviews, but is done in law abiding companies, since according to the Estonian 
Constitution “No one may be discriminated against on the basis of nationality, race, colour, sex, 
language, origin, religion, political or other views, property or social status, or on other 
grounds” (Riigi Teataja, 2015). 
 
The companies also considered their organizational innovativeness to be at a good level with 
re-structuring and re-organizing the company’s work done according to necessity. In one case, 
according to one informant, the company was in the process of re-organizing work in order to 
fill the position of a Human Resource Manager. On the other hand, others had hired people to 
work with health and safety issues. None of the companies had a person working only with 
CSR activities, but rather had an employee or several employees who were responsible of 
different aspects of CSR.  
 

6.3.2 Environmental Policies 
The environmental activities that are engaged in, are mostly dependent on certifications for five 
of the cases. These companies are ISO 14001 certified, meaning that their efforts towards 
improving the environment and reducing their environmental impact are done according to what 
is required by the standard and audited accordingly. Energy conservation and waste 
minimization and recycling seem to be the areas that the companies contribute in most. Energy 
conservation is done by updating machinery, equipment and production facilities, using heat 
from machinery and exchanging light bulbs with LED-bulbs. Waste management involves 
partners from waste management companies to kindergartens and schools. It mostly involves 
reducing waste, recycling as much as the company is able to on its own, giving scrap materials 
to someone who can use them, such as kindergartens, or to a partner who has the equipment to 
recycle it.  
 
Other activities, that are not done as extensively, involve activities such as re-organizing 
transportation to make it more efficient and reduce fuel costs or using sustainable materials in 
production. Overall, all cases consider and try to reduce their environmental impact as they 
recognize, it is beneficial for them to do so in order to reduce costs as well as their 
environmental impact. Environmental information is presented to stakeholders through 
companies’ web sites and the ISO 14001 certificate for companies who have it. The Case that 
does not, has an extensive chapter about its environmental impact and their efforts in reducing 
it, in their annual report.  

6.3.3 Marketplace Policies 
As with environmental activities, marketplace activities are also regulated by the certificates 
companies have. Four companies are ISO 9001 certified and one has a TS16949 certification, 
meaning that the most marketplace policies are regulated by the standards. Therefore, honesty 
and quality in contracts, dealings and advertising is mostly ensured by the standards or a 
company’s Code of Conduct. The level of satisfaction that customers and suppliers have of the 
companies, is considered to be good. One informant said it is crucial to have certifications, as 
this is the main thing partners and potential customers are interested in and can rely on when 
making decisions on which company to do business with.  
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Information about the company and about the products is usually presented to each interested 
party separately. Some information is also communicated in presentations, the companies’ web 
sites and annual reports. Requirements that the companies have to their suppliers are either 
specified in a contract or communicated through a Supplier Manual.  
 
Most companies have procedures in place to provide an opportunity for stakeholders to offer 
feedback. Various procedures are used, for example, some companies conduct a feedback 
survey while others prefer to collect feedback in an unstructured way that mostly involves 
analysing information that sales agents have collected from their communications with 
stakeholders. Since most of the companies’ customers are other businesses, this way of 
collecting feedback is possible, as the number of customers is limited and each problem and 
complaint can be approached and handled individually.  

6.3.4 Community Policies 
Community Policies is an extensive area that all cases were strongly involved in. The main 
activities are targeted at educational endeavours by all companies. This includes offering 
training and internship positions to students from vocational schools and universities as well as 
other individual activities done by each Case, that are dependent on their location and company 
values. These activities include partnerships with vocational schools, general education schools 
and being a part of sector skills councils. The motivations for this are different, yet overlapping 
to an extent. For example, for several companies it is important to contribute to the education 
of a future generation of fashion and textile specialists, while some focus on developing and 
supporting their local community as well by being involved in the education of children. All 
companies are trying to find the causes that most coincide with their company values in line 
with Hillestad, et al.’s (2010) who argued that successful CSR implementation requires a 
genuine approach and Sen & Bhattacharya’s (2001) who found that company’s expressing their 
own values through CSR activities are more likely to increase their competitiveness and 
improve reputation.  
 
All companies participate in local community activities. This is usually done either by financial 
sponsorship, donating products, organizing events or allowing use of the companies’ facilities. 
The relationship with local communities is considered to be good by all informants. Financial 
support to the local community is provided on a case-by-case basis. Some of the companies 
have specific charities they contribute to, but mostly all informants are open to new ideas and 
causes in which they can contribute.  

6.3.5 Company Values 
As with marketplace activities and environmental activities, efforts regarding company values 
and activities related to communicating them, are regulated by the ISO 9001 management 
standard for most of the companies. Most companies have clearly defined values and rules of 
conduct. As for written CSR standards, these are said to be mentioned in different documents. 
Two cases have a written CSR policy and one of them published their first CSR report as a part 
of their annual report recently.  For other cases, most of them have a Code of Conduct that also 
involves CSR issues.  
 
When it comes to communicating the company values to the public, most participants also have 
a section on their web site that communicates their values and policies to the public. This is also 
done with presentations to partners and other stakeholders who visit the companies. 
Communicating and training employees on the company values takes place through 
introduction days for new employees as well as on a daily basis, since, as one informant 
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expressed, rather than focusing on presenting the values to employees and training them on 
them, it is more important that people live the values and act according to them. 

6.4 Drivers for Adopting CSR 
RQ4: What are the drivers for Estonian textile and clothing companies to engage 
in CSR? 

Attracting the best employees as well as increasing employee trust and organizational 
commitment turned out to be the main drivers for CSR implementation across cases (Figure 1). 
The companies acknowledge that their employees are their greatest asset. This is valued very 
highly especially in places where qualified labour is becoming increasingly difficult to find. 
Therefore, companies find it important to be known as a good employer and place to work, in 
order to be attractive to new employees as well as be a genuinely good employer in order to 
keep existing employees loyal to the firm. This is in line with increasing reputation and gaining 
a competitive advantage perceived as important drivers as several participants considered a 
company’s reputation and competitiveness in the local community and labour market as a 
strong motivator for engaging in CSR. Moreover, this coincides with the finding that generating 
internal and external relationships is a driver for the companies. Therefore, increasing one’s 
reputation in the eyes of different stakeholders and gaining a competitive advantage within the 
industry was also considered important, but the main stakeholders that the companies feel the 
need to increase their attractiveness to, are employees, potential employees and the local 
communities.  
 
Internationalisation was considered a very important driver by some companies, yet not a driver 
at all for others. A company that did not consider it to be a driver explained that their foreign 
partners are mainly only interested in the ISO certificates they have and not in any voluntary 
activities. Another respondent argued that since most of their partners and customers at the 
moment are located in Scandinavia, where standards for CSR are relatively high, expanding to 
other countries will not be a problem as the company already meets high demands when it 
comes to CSR. However, another informant argued that their foreign partners require CSR 
demands to be met, therefore internationalisation is a strong driver for them.  
 
Furthermore, when it comes to attracting customers and increasing the satisfaction of existing 
ones, most participants agreed that this is a driver for them. Once more, increasing reputation 
and gaining a competitive advantage as well as the importance of generating external 
relationships are an integral part of the driver concerned with attracting customers.  
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Figure 1. Drivers for Adopting CSR 

Informants had contrasting views regarding the financial benefits and reduced operating costs 
as drivers for engaging in CSR. For financial benefits, the answers were not as versatile since 
most found that CSR does lead to financial benefits whether it is through attracting new 
customers, creating extra value to a company’s services or increasing the productivity of staff. 
However, when asked to evaluate reducing operating costs is a driver, the participants were 
split in opinions with half saying that this is a driver while others argued that it is not and found 
that CSR rather increases operating costs, therefore cannot be considered a driver. On the other 
hand, it was argued that CSR implementation should not be driven by gaining financial benefits 
or reducing costs, as it should mostly be about giving back to the society and environment. One 
way CSR was found to reduce operating costs was through increased innovativeness meaning 
that through investing in innovative technology that for example, is more efficient and uses less 
energy, costs will be reduced. Therefore, increased innovation was also perceived to be a driver 
by the participants.  
 
Another driver receiving contrasting evaluations was legal compliance. There were cases that 
found that as obeying the law is something a company must do, it is not a part of CSR nor a 
driver for engaging in it. However, some participants found that laws and regulations provide a 
direction of which activities to focus on, hence, it is a driver. Another participant agreed, but 
reasoned it with legal compliance being an essential component of CSR activities in the 
company.  
 
The personal interest of CEO/manager was mostly considered a driver, as informants found that 
without the manager’s interest there would be no support to engaging in CSR and it could not 
be done. Others said that as the manager is concerned with the success of the company, their 
personal interest should be aligned with the interests of the company, thus if CSR is an 
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important element of a company’s success, the manager’s acknowledgement of this is perceived 
to be a driver.  
 
As some of the companies do not have investors, attracting investors is not a driver for them. 
However, for those who are dependent on investors, it is an important driver that coincides with 
the driver of improving a company’s reputation, thereby being more attractive to investors. It 
was also mentioned that in order for existing investors to be more satisfied with a company’s 
activities, CSR needs to be involved in its operations. An informant whose company did not 
have investors, yet considered the company’s owners as investors, found that the importance of 
CSR implementation to the company’s owners is a crucial driver. 
 
Reduced vulnerability, increasing brand equity and using CSR as a tool for brand insurance 
were all considered drivers, yet no extensive explanation was given on these by the informants. 
It was agreed that CSR is a useful tool for risk management for the companies.  
 
During the interviews informants mentioned, that the over-arching driver and motivator for 
engaging in CSR is because it cannot be avoided. It as an essential part of a company that wants 
to remain successful and competitive within the industry it is involved in. For some cases, it 
was also a question of personal views, rather than business strategy. Therefore, CSR is 
implemented in order to contribute to the society, to give back to the environment and make a 
company trustworthy organization in the eyes of its owners, management as well as staff.  

6.5 Barriers to Adopting CSR 
RQ5: What are the perceived barriers for Estonian textile and clothing companies 
to adopting CSR practices in their companies? 

Cost of implementation seems to be the greatest barrier for implementing CSR for the 
companies participating in the study (Figure 2). However, one respondent argued that even 
though cost might be an issue, it cannot be an obstacle if a company believes it needs to act 
according to its social responsibilities and contribute to the society. Another respondent said 
cost is not necessarily an issue when engaging in CSR, as there are several contributions that 
can be made without any cost. However, others saw CSR as something that requires quite an 
extensive amount of human and financial resources.  
 
This leads to another barrier, which half of the respondents agreed with, the shortage of human 
resources. For example, one informant said a person working with CSR issues, would be a 
preferred addition to the company but here, a lack of finances for this becomes a barrier. 
Furthermore, for one informant a general lack of competent labour was an obstacle since in that 
company, the management contributes a lot of time and energy to finding labour and training 
people in order to become more qualified, not leaving enough time and resources to focus on 
CSR issues as much as they would like to.  
 
Consumer scepticism and lack of customer awareness were not perceived as barriers by most 
cases. This could be because most of the companies supply other businesses with products and 
are not in direct contact with the end-consumer. Therefore, their customers are other businesses 
and among these, scepticism and lack of awareness of CSR is not considered an issue. 
  
When it comes to evaluating whether the uniqueness of CSR implementation disappears as it is 
implemented by more companies, this was not considered a barrier by any of the informants. 
Rather, it was believed that the more companies implement CSR, the better and in terms of 



 

 - 55 - 

differentiating oneself from competitors, if CSR becomes more popular new levels of it will be 
developed. Since neither of the companies had an exactly the same approach to CSR, it can be 
seen that the uniqueness aspect of it was dependent on the values and beliefs of a particular 
company rather than the number of companies engaging in CSR.  
 
Most informants agreed that CSR outcomes are difficult to measure, yet they did not think this 
could be a barrier to engaging in it. Therefore, they found it difficult to say, but were mostly of 
the opinion that CSR brings returns through intangible outcomes as well as indirect financial 
outcomes. However, none of the participant expressed the need to measure CSR outcomes. The 
same was thought of balancing the trade-offs between stakeholder groups. Most participants 
did not think of this as an issue, since it has not been difficult for them to balance these trade-
offs and satisfy all their stakeholder groups through their CSR activities. One participant argued 
that it is not an issue because it is not their purpose to please everyone, but rather focus on 
putting effort and energy in to the causes they feel strongly about.  
 

 
Figure 2. Barriers to Adopting CSR 

 
As for evaluating whether lack of governmental regulation is a barrier to adopting CSR, 
respondents again, had contrasting views. Some did not think this is a barrier at all since CSR 
implementation should not be dependent on governmental regulations. However, others felt 
some of the government’s regulations make it more difficult for companies to engage in CSR. 
Overall, it seemed that rather than a lack of regulations, informants find there is a lack of support 
from the government and rather too many regulations that become an obstacle when 
implementing CSR activities. Furthermore, governmental regulations keep companies’ hands 
full so that there is no time left for thinking of voluntary activities.  

7 Conclusion 
Corporate Social Responsibility is an extensive research area with conflicting and contrasting 
findings. However, as implementing Corporate Social Responsibility is increasingly popular, 
researchers argue that a company’s social responsibilities need to be taken account and attended 
to in order to remain competitive in the modern business world. Although the Estonian textile 
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and clothing industry has been extensive in history, its influence has decreased significantly. 
Corporate Social Responsibility might be an area that is useful for the companies in the industry 
to implement in order to improve their competitiveness in the industry. The purpose of this 
thesis was to investigate Corporate Social Responsibility practices in Estonian textile and 
clothing industry through a descriptive multiple-case study in order to study awareness of CSR, 
adoption rate, drivers and barriers of CSR. Six of the biggest clothing and textile companies in 
Estonia participated in the study.   
 
The findings show that all cases involved in the study have implemented CSR and engage in it 
on a daily basis. Conceptualizations of the term somewhat vary from case to case, but the overall 
understanding across cases is that Corporate Social Responsibility is mainly focused on ethical 
conduct in activities, commitment to the public, societies and overall community as well as 
commitment to employees. Corporate Social Responsibility is perceived to involve both social 
and environmental aspects while rather consisting of voluntary activities. As for the attitudes 
towards Corporate Social Responsibility, the participants believed it to be useful, mainly due 
to allowing companies to be contributing member of the society and a good place to work at. 
Corporate Social Responsibility was mostly considered to be about being ethical and having 
integrity while being economically responsible. Most of the participating companies do not 
have a specific CSR policy nor do they publish a CSR report. CSR activities are engaged in on 
a need base or are dependent on requirements of ISO standards. 
 
The main factor determining the Corporate Social Responsibility activities a company engages 
in is the company’s financial performance. The main areas that the companies focus on in their 
Corporate Social Responsibility activities are activities targeted at improving the well-being of 
employees and endeavours to contribute to the society and community they are a part of.  
 
Attracting the best employees and improving the well-being of staff was considered the biggest 
driver to engage in Corporate Social Responsibility. As companies are struggling to find 
qualified labour, they are interested in targeting their Corporate Social Responsibility activities 
to increase their competitiveness in the labour market. Furthermore, increasing competitiveness 
through improving the company’s reputation was considered an important driver as well. 
Moreover, a crucial driver mentioned extensively during the interviews, was the clients’ 
demand for certain ISO standards that ensure that the company takes care of its social and 
environmental responsibilities. When it comes to factors that are perceived as barriers to 
adopting Corporate Social Responsibility, the biggest one was considered to be the cost of 
implementation. Another barrier was a lack of governmental support to engage in Corporate 
Social Responsibility.  
 
In sum, when it comes to using Corporate Social Responsibility as a tool for increasing a 
company’s competitiveness through improved reputation whether in the eyes of existing or 
potential employees, partners, customers or local stakeholders, the study’s results showed this 
is an important driver for engaging in Corporate Social Responsibility.  

7.1 Practical Implications 
Corporate Social Responsibility is an area that is considered to be good for both the society as 
well as businesses. Therefore, knowing which factors to contribute to in a larger extent and 
analysing one’s impact is important for businesses. This study describes Corporate Social 
Responsibility within the context of Estonian textile and clothing industry and provides a look 
into how it is perceived by these companies. This information is useful for textile and clothing 
companies in order to evaluate whether Corporate Social Responsibility is a useful tool for 
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increasing reputation and competitiveness in the industry. Furthermore, the barriers identified 
in the study and the descriptions of how Corporate Social Responsibility is perceived and how 
it is implemented provide an input of what to focus on for institutions seeking to promote it.  

7.2 Future Research 
This study was descriptive, set out to describe the current situation of Corporate Social 
Responsibility in Estonian textile and clothing industry and did not study any causal links. 
Therefore, in future research, the causes behind attitudes, drivers and barriers could be 
identified. This could also involve analysing whether a manager’s age, gender or nationality 
has an effect on how Corporate Social Responsibility is perceived, which was not studied in 
this context. Additionally, whether Corporate Social Responsibility implementation is 
dependent on the cultural context of the company or company ownership (whether the company 
is owned by, for example, private owners, a corporation or stockholders). 
 
Moreover, this study only included informants from upper or middle management. In future 
research, more people from one company could be interviewed in order to compare whether 
job position influences a person’s understanding and attitudes towards Corporate Social 
Responsibility and to evaluate if people from the same company perceive the company’s 
Corporate Social Responsibility efforts in the same way. What’s more, a similar study could be 
conducted among SMEs from the textile and clothing industry as big enterprises with several 
foreign partners are likely to understand CSR thoroughly and have policies in place, yet SMEs 
might be less involved in Corporate Social Responsibility, therefore it would be interesting to 
analyse their understanding of Corporate Social Responsibility, adoption rate, drivers and 
barriers.   
 
Furthermore, during the interviews, it was seen that Corporate Social Responsibility 
implementation and the activities that are engaged in, seem to be dependent on the company’s 
geographical location. To analyse whether this is the case a comparative study could be 
performed with companies located in differently populated areas. This study involved 
participants with different main activities, suppliers and branded retailers, textile producers and 
clothing producers, clothing suppliers and fashion companies. In a future study these could be 
compared and their differences and similarities evaluated in order to see if Corporate Social 
Responsibility is perceived or implemented differently depending on a company’s main 
activities.  
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Appendix 1 – Literature Overview 
 

Author/year Title Scope Definition of CSR Findings 
Athanasopoulou, 
2012 

“Managers’ 
Corporate Social 
Responsibility 
Perceptions and 
Attitudes across 
Different 
Organizational 
Contexts within 
the Non-Profit–
For-Profit 
Organizational 
Continuum” 

A study about managers’ 
personal values as a key 
determinant of successful 
CSR implementation 

Does not define CSR 
as one of the 
purposes of the study 
is to find out how the 
informants would 
define CSR. 

Attitude:  
 
CSR implementation 
depends on the 
values of the leader. 
 
CSR if focused on 
being ethical and 
having integrity 
 
CSR attitudes are 
dependent on job 
type and a person’s 
position in the 
company 

Baron, 2001 “Private politics, 
Corporate Social 
Responsibility, 
and integrated 
strategy” 
 

“Provides a theory of private 
politics in which an activist 
seeks to change the 
production practices of a firm 
for the purpose of 
redistribution to those whose 
interests it supports. The 
paper also addresses the issue 
of corporate social 
responsibility by 
distinguishing among 
corporate redistribution as 
motivated by profit 
maximization, altruism, and 
threats by the activist.” 

“A profit-maximizing 
strategy that some 
may view as socially 
responsible.” 
 
The author 
recognizes 
environmental 
activities to be a part 
of CSR. 

Companies mainly 
incorporate CSR in 
their business 
strategy for three 
reasons: believing 
CSR will increase 
profits, altruistic 
reasons or avoiding 
external pressure 
from activists and 
pressure groups. 

Battaglia, et al., 
2014 

“Corporate Social 
Responsibility and 
Competitiveness 
within SMEs of 
the Fashion 
Industry: Evidence 
from Italy and 
France” 

The study is based on a 
survey amongst 213 fashion 
SMEs in Italy and France.  

“Actions that appear 
to further some social 
good, beyond the 
interests of the firm 
and that which is 
required by law 
(McWilliams & 
Siegel, 2001).” 
 
The authors consider 
environmental 
concerns to be a part 
of CSR. 

Driver of CSR 
implementation: 
 
Generating internal 
and external 
relationships 
 
Increased innovation 

Becker-Olsen, et 
al., 2006 

“The impact of 
perceived 
corporate social 
responsibility on 
consumer 
behaviour” 

The study is based on two 
investigations manipulating 
consumers’ perceptions of fit, 
motivation, and timing of 
corporate social initiatives 
embedded within promotions. 

Do not define CSR 
but list CSR 
activities in the study 
as (1) environmental 
preservation, (2) 
early childhood 
education, (3) 
domestic violence, 
(4) homelessness, (5) 
cancer screening, and 
(6) voting. 

Driver of CSR 
implementation: 
 
Improved reputation 
 
Attracting customers 
and improving 
customer satisfaction 

Bhattacharya, et 
al., 2008 

“Using Corporate 
Social 
Responsibility to 
Win the War for 
Talent” 

A two-part study including 
in-depth interviews and eight 
focus groups with employees 
of a major consumer-goods 
company, followed by a 
global employee survey 
(10,000-plus responses) was 
conducted. 

“CSR refers 
essentially to a 
company’s 
commitment to 
improving societal 
well-being through 
discretionary 
business practices 

Driver of CSR 
implementation:  
 
Increasing employee 
trust and 
organizational 
commitment 
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and contributions of 
corporate resources” 

Blombäck & 
Scandelius, 2013 

“Corporate 
heritage in CSR 
communication: a 
means to 
responsible brand 
image?” 

A research model with three 
hypotheses was created and 
tested through linear multiple 
regression analysis, including 
199 brands. The dependent 
variable, responsible brand 
image, was obtained from a 
Swedish consumer survey. 
The independent variables 
were measured through 
content analyses of the 
brands’ webpages. 

“CSR is a concept 
whereby companies 
integrate social and 
environmental 
concerns in their 
business operations 
and in their 
interaction with their 
stakeholders on a 
voluntary basis. 
(Commission of the 
European 
Communities, 2001)” 

A company’s 
heritage influences 
how genuine their 
CSR efforts are 
perceived by 
consumers.  

Brammer, et al., 
2007 

“The contribution 
of corporate social 
responsibility to 
organizational 
commitment” 

The impact of three aspects 
of socially responsible 
behaviour on organizational 
behaviour is investigated 
within a model that 
distinguishes between 
genders. The analysis is 
based on a sample of 4,712 
employees drawn from a 
financial services company. 

Distinguish between 
three types of CSR: 
external CSR 
(including 
environmental 
preservation); 
procedural justice 
and training.  
“External CSR 
encompasses 
philanthropy and 
community 
contributions and 
also reflects the way 
in which the firm 
interacts with the 
physical environment 
and its ethical stance 
towards consumers 
and other external 
stakeholders (Carroll, 
1979).” 

Driver of CSR 
implementation: 
 
Improved reputation 
 
Increasing employee 
trust and 
organizational 
commitment 

Brandon-Jones, et 
al., 2017 

“The impact of 
reshoring 
decisions on 
shareholder 
wealth” 

The study analyses the 
shareholders’ wealth effects 
of 37 reshoring decisions of 
U.S firms.  
 

- Reshoring 
announcements lead 
to a positive stock 
price reaction, 
therefore producing 
in higher cost regions 
might sometimes be 
economically 
advantageous for 
companies. 

Carroll, 1999 “Corporate Social 
Responsibility: 
Evolution of a 
Definitional 
Construct” 

The evolution of the 
conceptualization of CSR is 
described in this paper.   

- The ‘modern era’ of 
CSR started already 
in 1953, when 
Howard Bowen 
published the book 
“Social 
Responsibilities of 
the Businessman” 
providing the first 
definition of CSR. 

Chapple & 
Moon, 2005 

“Corporate Social 
Responsibility 
(CSR) in Asia: A 
Seven-Country 
Study on CSR 
Web Site 
Reporting” 

The researchers set out to 
find if CSR varies among 
countries, is influenced by 
globalization and that 
multinational corporations’ 
CSR is structured by national 
business systems. An 
analysis of web site reporting 
of 50 companies in seven 

“We do not impose a 
strict definition of 
CSR onto the 
analysis; rather, we 
use the investigation 
to elicit the different 
meanings and 
practices of CSR in 

Driver of CSR 
implementation:  
 
Internationalisation 
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Asian countries is performed 
to test the hypotheses.  

the seven different 
countries.” 

Cheah, et al., 
2011 

“Drivers of 
Corporate Social 
Responsibility 
Attitudes: The 
Demography of 
Socially 
Responsible 
Investors” 

The study analyses what 
characteristics socially 
responsible investors have, 
using questionnaire responses 
of 2464 socially responsible 
investors from 20 countries.  

“CSR is defined as 
the philosophy and 
practice of 
voluntarily 
integrating social and 
environmental 
concerns into 
companies’ 
operations (Jamali, 
Safieddine and 
Rabbath, 2008) and 
mobilizing 
companies’ resources 
to benefit society 
beyond basic 
economic and legal 
concerns (Carroll, 
1991).” 

Driver of CSR 
implementation:  
 
Attracting investors 

Choi, et al., 2015 “Ethical leadership 
and followers’ 
attitudes toward 
corporate social 
responsibility: the 
role of perceived 
ethical work 
climate” 

Based on a study of 313 
employees of 5 large financial 
and banking service firms in 
Korea the role of perceived 
ethical work climate as a 
mediator and moderator of the 
relationship between ethical 
leadership and followers’ 
attitudes toward CSR is 
studied. 
 

Do not define CSR, 
but their approach 
includes the 
environmental aspect 
of CSR.  
 

Attitudes:  
 
CSR implementation 
depends on the 
values of the leader. 

Cooke & He, 
2010 

“Corporate social 
responsibility and 
HRM in China: a 
study of textile 
and apparel 
enterprises” 

This study investigates how 
managers of textile and 
apparel firms perceive CSR 
issues, what actions they are 
taking through analysing 
survey data from 20 
companies and interview data 
from managers of 11 textile 
and apparel companies. This 
data is complemented by data 
from company reports and 
websites of government and 
professional bodies. 

“CSR is a concept 
whereby companies 
integrate social and 
environmental 
concerns in their 
business operations 
and in their 
interaction with their 
stakeholders on a 
voluntary basis 
(Commission of the 
European 
Communities, 
2001).” 

Driver of CSR 
implementation: 
 
Improved reputation 
 
Attracting customers 
and improving 
customer satisfaction 
 
Legal compliance 
 
Reducing operating 
costs 

Creyer & Ross 
Jr., 1997 

“The influence of 
firm behaviour on 
purchase intention: 
do consumers 
really care about 
business ethics?” 

Creyer and Ross study if 
business ethics have an 
influence on consumer 
behaviour and what this 
influence includes.  

- Dishonesty in CSR 
actions is oftentimes 
revealed, leading to 
consumer distrust for 
the company. 

Donaldson & 
Preston, 1995 

“The stakeholder 
theory of the 
corporation: 
concepts, evidence 
and implications” 

An analysis of the 
stakeholder theory – where it 
originated from and what it is 
about. 

- Every person and 
organization directly 
or indirectly affected 
by the company 
needs to be taken into 
account.  

Ellram, et al., 
2013 

“Offshoring and 
reshoring: an 
update on the 
manufacturing 
location decision” 

Factors affecting 
organizations’ manufacturing 
location decision are 
explored by analysing data 
from a survey.  

- Reshoring helps 
companies reduce 
costs, increase 
profitability and 
create extra value.  

Frankental, 2001 “Corporate social 
responsibility – a 
PR invention?” 

This article considers the 
paradoxes inherent in the 
phrase “corporate social 
responsibility'' such as 

Does not define CSR 
as he argues that 
“CSR is a vague and 
intangible term, 

Barrier to 
implementing CSR:  
 
Consumer scepticism 
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procedures of corporate 
governance, the market's 
view of organizations' ethical 
stances, the lack of clear 
definition, acceptance or 
denial, the lack of formal 
mechanisms for taking 
responsibility and the placing 
and priority that most 
organizations give to social 
responsibility. 

which can mean 
anything to anybody, 
and therefore is 
effectively without 
meaning.” 

Fratocchi, et al., 
2016 

“Motivations of 
manufacturing 
reshoring: an 
interpretative 
framework” 

The authors present a 
framework for analysing 
reshoring and apply it to 
analyse motivations for 
reshoring.  

- Provides a definition 
of reshoring: “a 
voluntary corporate 
strategy regarding the 
home-country’s 
partial or total 
relocation of (in-
sourced or 
outsourced) 
production to serve 
the local, regional or 
global use.” 

Fratocchi, et al., 
2014 

“When 
manufacturing 
moves back: 
Concepts and 
questions” 

Investigating the magnitude 
of the reshoring phenomenon 
and its motivations.  

- Reshoring is more 
convenient and 
efficient for 
companies as off-
shoring is no longer a 
way to reduce costs. 

Garriga & Melé, 
2004 

“Corporate Social 
Responsibility 
Theories: Mapping 
the Territory” 

Investigating the origins and 
evolution of Corporate Social 
Responsibility.  

- The evolution of 
CSR has involved 
several definitions 
and approaches to 
with different terms 
being used, for 
example social issues 
management, public 
policy and business, 
stakeholder 
management, 
corporate 
accountability, etc. 

Grappi, et al., 
2015 

“Consumer 
stakeholder 
responses to 
reshoring 
strategies” 

The researchers study 
consumer reactions to 
corporate reshoring by testing 
whether reshoring 
announcements influence 
consumer behaviour. 

- Reshoring improves 
a company’s 
reputation in the eyes 
of consumers. 

Gray, et al., 2013 “The reshoring 
phenomenon: what 
supply chain 
academics ought 
to know and 
should do” 

A number of assertions about 
reshoring are made to define 
reshoring and explain why it 
should be studied as a 
reversion of previous 
offshoring decisions.  

- Reshoring might 
prove financially 
beneficial for a 
company. 

Groves & 
LaRocca, 2011 

“An Empirical 
Study of Leader 
Ethical Values, 
Transformational 
and Transactional 
Leadership, and 
Follower Attitudes 
Toward Corporate 
Social 
Responsibility” 

Data from 122 leaders and 
458 of their followers was 
analysed to see if the ethical 
values of organizational 
leaders affect their followers’ 
attitudes towards CSR. 

Does not provide a 
definition of CSR. 

Attitudes:  
 
CSR implementation 
depends on the 
values of the leader.  

Hellsten & 
Mallin, 2006 

“Are ‘Ethical’ or 
‘Socially 

The study is concerned with 
whether it is financially 

“The term corporate 
social responsibility 

Driver of CSR 
implementation: 
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Responsible’ 
Investments 
Socially 
Responsible?” 

beneficial to invest ethically 
and examines CSR from 
philosophical, moral and 
practical points of views.  

is often understood in 
two different but 
partly overlapping 
senses: first, it 
implies corporate 
policies which 
demand 
organizational 
performance beyond 
the minimum 
required by law in 
areas such as 
consumer protection, 
environmental 
stewardship, 
occupational health 
and safety, 
discrimination and 
other labour relations 
practices.” 

 
Improved reputation 
 

Hemingway & 
Maclagan, 2004 

“Managers’ 
Personal Values as 
Drivers of 
Corporate Social 
Responsibility” 

The paper investigates the 
motives for CSR.  

“Corporate Social 
Responsibility 
requires companies to 
acknowledge that 
they should be 
publicly accountable 
not only for their 
financial performance 
but also for their 
social and 
environmental 
record. More widely, 
CSR encompasses the 
extent to which 
companies should 
promote human 
rights, democracy, 
community 
improvement and 
sustainable 
development 
objectives throughout 
the world 
(Confederation of 
British Industry, 
2001a).” 

Attitudes:  
 
CSR implementation 
depends on the values 
of the leader. 
 
Driver of CSR 
implementation: 
 
Manager’s personal 
values 

Hillestad, et al., 
2010 

“Innovative 
corporate social 
responsibility: the 
founder’s role in 
creating a 
trustworthy 
corporate brand 
through “green 
innovation”” 

An explorative research 
method is used to study how 
environmental awareness can 
function as a specific CSR 
activity, how environmental 
awareness can impact the 
corporate brand and the role 
of personal leadership in 
development of an 
environmentally responsible 
company. The findings are 
based on qualitative 
interview data. The 
interviews were held in a 
Norwegian company. 

“CSR is the 
management of 
stakeholder concern 
for responsible and 
irresponsible acts 
related to 
environmental, 
ethical and social 
phenomena in a way 
that creates corporate 
benefit (Vaaland, et 
al., 2008)” 

Driver of CSR 
implementation: 
 
Improved reputation 
 
Attracting customers 
and improving 
customer satisfaction 
 
Increasing employee 
trust and 
organizational 
commitment 
 
Brand equity 

Hillman & Keim, 
2001 

“Shareholder 
value, stakeholder 
management, and 
social issues: 

The relationship between 
shareholder value, 
stakeholder management and 
social issue participation is 
tested by evaluating data 

“Corporate social 
Performance is a 
multi-dimensional 
construct defined by 
Carroll (1979) as 

Driver of CSR 
implementation:  
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what’s the bottom 
line?” 

from S&P 500 firms 
(Standard & Poor's 500 
Index). 

having four 
components: 
economic 
responsibility to 
investors and 
consumers, legal 
responsibility to the 
government or the 
law, ethical 
responsibilities to 
society, and 
discretionary 
responsibility to the 
community.” 
 
Take into account the 
environmental aspect 
of CSR. 

Attracting customers 
and improving 
customer satisfaction 
 
Financial benefits 

Hoag & Kasoff, 
1999 

“Estonia in 
Transition” 

The paper analyses 
institutional change for the 
Estonian economy during the 
period of transition from a 
planned socialist economy to 
a capitalist market.  

- - 

Johansen & 
Nielsen, 2012 

“CSR in corporate 
self-storying – 
legitimacy as a 
question of 
differentiation and 
conformity” 

To address corporate social 
responsibility (CSR) as a 
form of corporate self-
storying, a theoretical 
framework was constructed 
incorporating CSR and 
corporate identity literature. 
The paper draws on a 
discourse perspective to 
analyse the legitimation 
strategies applied by a single 
organisation storying its CSR 
involvement. 

“CSR is a concept 
whereby companies 
integrate social and 
environmental 
concerns in their 
business operations 
and in their 
interaction with their 
stakeholders on a 
voluntary basis 
(Commission of the 
European 
Communities, 
2001).” 

Findings not 
applicable to this 
study. 

Kilvits, et al., 
2003 

“Competitiveness 
of Estonian 
Textile and Metal 
Industries” 

A study analysing the 
competitiveness of Estonian 
Textile and Metal industries.  

- The main 
competitive 
advantage for the 
manufacturing 
industry since the re-
independence lied in 
low wages, especially 
in the garment 
industry, which is 
considered a very 
labour-intensive 
industry. While the 
textile industry is not 
as labour-intensive, it 
had its own 
significant 
competitive 
advantage - the 
relatively cheap 
electricity in Estonia 

Kvedaravičienė, 
2008 

“Development of 
nearshoring in 
global outsourcing 
market” 

Discussing the origin of the 
nearshoring concept and 
identify its advantages.  

- Cultural differences, 
different time-zones, 
long lead-times and 
lack of control, 
deriving from lack of 
proximity, are factors 
that complicate a 
company’s 
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outsourcing 
processes. However, 
these issues can be 
avoided when 
production locations 
are located close to 
the home-country 

Laudal, 2011 “An Attempt to 
Determine the 
CSR Potential of 
the International 
Clothing 
Business” 

To analyse how drivers and 
barriers of CSR vary with 
regard to stages in the 
transformation process from 
a SME to a MNE a literature 
survey of 47 journal articles 
was conducted. The results of 
the survey were validated 
through a limited survey of 
managers in the Norwegian 
clothing business. 

“Companies engage 
in CSR when they 
integrate social 
and environmental 
concerns in their 
business operations 
and thereby improve 
human well-being 
and fulfil or 
exceed requirements 
in international CSR 
standards” 

Driver of CSR 
implementation: 
 
Improved reputation 
 

Lee, 2008 “A review of the 
theories of 
corporate social 
responsibility: Its 
evolutionary path 
and the road 
ahead” 

Investigating the evolution of 
theories on CSR and 
reflecting on the implications 
of its development.  

- Understanding of 
CSR:  
 
CSR is a strategic 
management tool 
used to improve the 
bottom line 
performance of the 
corporation. 
 
Barrier to CSR: 
 
The uniqueness of 
CSR implementation 
disappears as it 
becomes more 
popular 

Lewis, 2003 “Reputation and 
corporate 
responsibility” 

In this paper the author tracks 
the rise of corporate social 
responsibility (CSR) 
as a concern and an ever-
growing factor in stakeholder 
expectations by analysing 
MORI data 
from a range of stakeholder 
audiences. 

Does not define CSR, 
but includes both 
social as well as 
environmental 
aspects to be a part of 
corporate 
responsibility.  

Driver of CSR 
implementation: 
 
Improved reputation 
 
Attracting customers 
and improving 
customer satisfaction 
 
Increasing employee 
trust and 
organizational 
commitment 

Lii & Lee, 2012 “Doing Right 
Leads to Doing 
Well: When the 
Type of CSR and 
Reputation 
Interact to Affect 
Consumer 
Evaluations of the 
Firm” 

This study investigates the 
efficacy of three corporate 
social responsibility (CSR) 
initiatives—sponsorship, 
cause-related marketing 
(CRM), and philanthropy— 
on consumer–company 
identification and brand 
attitude and, in turn, 
consumer citizenship 
behaviours by studying 492 
undergraduate students from 
business-related classes in a 
large university in the 
Midwest region of Taiwan. 

“CSR includes 
corporate social acts 
that satisfy social 
needs beyond the 
legal obligations of a 
firm (Angelidis and 
Ibrahim 1993; 
Enderle and Tavis 
1998 ).” 

Not applicable in this 
study. 
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Longo, et al., 
2005 

“Corporate social 
responsibility and 
corporate 
performance: the 
case of Italian 
SMEs” 

Studying understanding of 
CSR amongst SMEs through 
analysing a survey conducted 
among different industries in 
Italy.  

“‘‘Socially 
responsible’’ 
companies are those 
whose objective is to 
satisfy, in terms of an 
integration, the 
expectations of its 
interlocutors, by 
means of the 
voluntary adoption of 
various kinds of 
behaviour and 
instruments suitable 
for the achievement 
of social value.” 

Driver of CSR 
implementation: 
 
Improved reputation 
 
Attracting customers 
and improving 
customer satisfaction 
 
Increasing employee 
trust and 
organizational 
commitment 
 
Generating internal 
and external 
relationships 

McWilliams & 
Siegel, 2001 

“Corporate Social 
Responsibility: a 
theory of the firm 
perspective” 

The authors outline a supply 
and demand model of CSR, 
create hypotheses, based on 
the model and test the 
hypotheses in order to 
identify whether there is an 
ideal level of CSR which can 
be determined through a cost-
benefit analysis.  

“We define CSR as 
actions that appear to 
further some social 
good, beyond the 
interests of the firm 
and that which is 
required by the law.” 
 
The researchers list 
some examples of 
CSR such as non-
animal testing 
procedures, 
recycling, abating 
pollution and 
supporting local 
businesses. 
Therefore, they 
include 
environmental 
activities as part of 
CSR. 

Driver of CSR 
implementation: 
 
Improved reputation 
 

Perry & Towers, 
2013 

“Conceptual 
framework 
development: CSR 
implementation in 
fashion supply 
chains” 
 

Investigating CSR in the 
fashion supply chain, with 
the specific aim of 
identifying the inhibitors and 
drivers for CSR 
implementation in global 
fashion supply chains. 

The authors do not 
provide a clear 
definition of CSR, 
but bases the research 
on ISO26000 which 
emphasises the 
importance of it. The 
researchers list three 
areas of CSR: wages, 
working hours and 
working conditions 

Driver of CSR 
implementation: 
 
Brand equity 
 
Attracting the best 
employees 

Polonsky & 
Jevons, 2006 

“Understanding 
issue complexity 
when building a 
socially 
responsible brand” 
 

To discuss the importance of 
understanding corporate 
social responsibility (CSR) 
by analysing the issues that 
comprise CSR. Without this 
understanding it will not be 
possible for organisations to 
develop responsible brands. 

This study does not 
refer to a definition 
of CSR, but 
recognizes that 
environmental 
concerns are part of 
CSR. 

Understanding of 
CSR: 
 
The society and 
businesses are 
intertwined, 
therefore, the society 
has a say in how a 
corporation should 
behave and what its 
outcomes should be. 

Porter & Kramer, 
2006 

“Strategy and 
Society: The Link 
Between 
Competitive 
Advantage and 

The purpose of this article is 
to analyse the link between 
CSR and competitive 
advantage by reviewing 
literature.  

“Broadly speaking, 
proponents of CSR 
have used four 
arguments to make 
their case: moral 

Driver of CSR 
implementation: 
 
Improved reputation 
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Corporate Social 
Responsibility” 

obligations, 
sustainability, licence 
to operate, and 
reputation.”  

Pérez, 2009 “Effects of 
Perceived Identity 
Based on 
Corporate Social 
Responsibility: 
The Role of 
Consumer 
Identification with 
the Company” 
 

The paper focuses on the 
mediating role of consumer 
identification with a company 
in the effect of corporate 
social responsibility-based 
perceived identity on 
consumer behaviour.  For 
this, a literature review was 
conducted and an empirical 
study involving interviews, 
was carried out. After the 
literature review that supports 
the hypotheses, an empirical 
study was consisting of 
interviews and questionnaires 
administered in Spain.  

CSR is not defined in 
the article, but the 
authors recognize 
environmental 
aspects to be part of 
CSR. 

Driver of CSR 
implementation:  
 
Attracting customers 
and improving 
customer satisfaction 

Schons & 
Steinmeier, 2016 

“Walk the Talk? 
How Symbolic 
and Substantive 
CSR Actions 
Affect Firm 
Performance 
Depending on 
Stakeholder 
Proximity” 

The link between a firm’s 
corporate social 
responsibility (CSR) actions 
and its financial performance 
is examined with a sample 
based on CSR performance 
data from Thomson Reuters’ 
Asset4ESG database. 
 

“We focus on the 
stakeholder and 
social dimension of 
CSR. Thus, in line 
with Luo and 
Bhattacharya (2006) 
and Sen and 
Bhattacharya (2001), 
we refer to the 
concept of CSR as a 
firm’s actions toward 
its perceived societal 
or stakeholder 
obligations.” 

Driver of CSR 
implementation: 
 
Improved reputation 
 

Sen & 
Bhattacharya, 
2001 

“Does Doing 
Good Always 
Lead to Doing 
Better? Consumer 
Reactions to 
Corporate Social 
Responsibility” 

This article examines when, 
how and for whom specific 
CSR initiatives work by 
studying the effects of a real 
company’s CSR and new 
product information on 
subjects C-C congruence 
perceptions and their 
evaluations of this company 
and its products.  

Socrates: The 
Corporate Social 
Ratings Monitor 
(Kinder, Lydenberg, 
Domini & Co. Inc. 
1999), reduces CSR 
initiatives undertaken 
by 600 companies in 
to six broad domains: 
(1) community 
support; (2) diversity; 
(3) employee 
support; (4) 
environment; (5) 
non-U.S. operations 
and (6) product.” 

Driver of CSR 
implementation:  
 
Attracting customers 
and improving 
customer satisfaction 

Shen, et al., 2015 “Evaluation of 
Barriers of 
Corporate Social 
Responsibility 
Using an 
Analytical 
Hierarchy Process 
under a Fuzzy 
Environment—A 
Textile Case” 

This study reveals the factors 
that are resisting the 
implementation of CSR in 
the textiles industry in 
southern India. Among the 
identified common barriers, 
the essential barrier was 
identified with the assistance 
of the case industrial 
manager through an 
Analytical Hierarchy Process 
(AHP) under a fuzzy 
environment. 

“CSR is a concept 
whereby companies 
integrate social and 
environmental 
concerns in their 
business operations 
and in their 
interaction with their 
stakeholders on a 
voluntary basis 
(Commission of the 
European 
Communities, 
2001).” 

Barriers to CSR: 
 
Cost of 
implementation 
 
Lack of customer 
awareness 
 
Lack of 
governmental 
regulation 
 
Lack of management 
support 

Slepniov, et al., 
2013 

“Nearshoring 
practices: And 

The purpose of the study is to 
analyse nearshoring practices 

- Previously, post-
soviet countries were 
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exploratory study 
of Scandinavian 
manufacturers and 
Lithuanian vendor 
firms” 

and their influence on the 
Baltic region by conducting 
case studies in Swedish and 
Danish as well as a survey of 
55 Lithuanian vendors.  

considered a good 
production country 
for companies 
looking for cheaper 
wages, less 
governmental 
regulations and lower 
tax burdens. 
However, the 
situation has changed 
since due to wage 
inflation and 
technological and 
environmental 
upgrades, these 
factors are not as 
valid anymore.  
Even though the 
main drivers for 
outsourcing 
companies are cost 
minimisation, market 
proximity and 
strategic asset 
seeking, suppliers 
should also give a 
higher priority to 
environmental issues 
and corporate social 
responsibility. 

Smith, 2007 “Making the case 
for the competitive 
advantage of 
corporate social 
responsibility” 

As the author of the article 
argues that a firm harming 
the environment in which it 
operates, cannot sustain, the 
purpose of the article is to 
argue that CSR increases the 
competitive advantage of a 
company, based on previous 
literature. 

“Companies have an 
obvious obligation to 
serve their 
shareholders. Human 
and regional 
developments are 
certainly matters of 
CSR. Ultimately, 
responsibility to 
society links with 
environmental 
protection as concern 
for the earth grows 
among the public.” 

Driver of CSR 
implementation: 
 
Improved reputation 
 
Generating internal 
and external 
relationships 

Valentine & 
Fleischman, 2008 

“Ethics Programs, 
Perceived 
Corporate Social 
Responsibility and 
Job Satisfaction” 

The purpose of this study is 
to empirically investigate 
various linkages related to 
employees’ perceptions of 
CSR through a survey 
conducted in a sample of 
3400 people.  

CSR involves the 
“economic, legal, 
ethical, and 
discretionary 
expectations that 
society has of 
organizations at a 
given point in time 
(Carroll, 1979).” 

Driver of CSR 
implementation: 
 
Improved reputation 
 
Increasing employee 
trust and 
organizational 
commitment 

Vanhamme & 
Grobben, 2009 

““Too Good to be 
True!” The 
effectiveness of 
CSR History in 
Countering 
Negative 
Publicity” 

The study investigates 
whether the length of 
company’s involvement 
in CSR matters when it uses 
CSR claims in its crisis 
communication as a means to 
counter negative publicity 
using a sample of 125 Dutch 
consumers. 

“Similar to Maignan 
et al. (1999), we 
define CSR as the 
extent to which 
organizations meet 
the legal, economic, 
ethical, and 
discretionary 
responsibilities 
placed on them by 
various 
stakeholders.” 
 

CSR communication 
can be used as a 
means for countering 
negative publicity for 
companies who have 
a history of CSR 
activities.  
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The authors 
recognize the 
environmental 
dimension of CSR. 

Vilanova, et al., 
2009 

“Exploring the 
Nature of the 
Relationship 
Between CSR and 
Competitiveness” 

The question of what are the 
critical competitiveness 
factors is answered by 
looking at how companies 
and financial analysts 
describe and evaluate a firm.” 

“CSR is a concept 
whereby companies 
integrate social and 
environmental 
concerns in their 
business operations 
and in their 
interaction with their 
stakeholders on a 
voluntary basis 
(Commission of the 
European 
Communities, 
2001).” 

Driver of CSR 
implementation: 
 
Improved reputation 
 
Generating internal 
and external 
relationships 
 
Brand equity 

Vuontisjärvi, 
2006 

“Corporate Social 
Reporting in the 
European Context 
and Human 
Resource 
Disclosures: And 
Analysis of 
Finnish 
Companies” 

The purpose of this paper is 
to utilise the European 
framework in order to 
explore reporting practices in 
a particular Finnish 
companies. 

“CSR is a concept 
whereby companies 
integrate social and 
environmental 
concerns in their 
business operations 
and in their 
interaction with their 
stakeholders on a 
voluntary basis 
(Commission of the 
European 
Communities, 
2001).” 

Not applicable in this 
study.  

Waldman, et al., 
2006 

“Cultural and 
leadership 
predictors of 
corporate social 
responsibility 
values of top 
management: a 
GLOBE study of 
15 countries” 

The paper examines cultural 
and leadership variables 
associated with CSR values 
that managers apply to their 
decision-making by 
analysing data from 561 
firms located in 15 countries 
in five countries. 

“We describe CSR as 
actions on the part of 
the firm that further 
the needs or goals of 
an identifiable 
stakeholder group, or 
a larger societal 
collective.” 
 
Recognize the 
environmental aspect 
of CSR. 

Attitudes:  
 
CSR implementation 
depends on the 
values of the leader 
 
Attitudes towards 
CSR are dependent 
on job managers’ 
cultural background 
 
Managers in 
wealthier countries 
are more concerned 
with CSR. 

Weber, 2008 “The business case 
for corporate 
social 
responsibility: A 
company-level 
measurement 
approach for 
CSR” 
 

This paper thus focuses on 
the question how to measure 
the business impact of CSR 
activities from a company 
perspective. Using a 
theoretical approach, a multi-
step measurement model is 
developed that allows 
managers to evaluate their 
company-specific business 
case for CSR. 

“CSR is a concept 
whereby companies 
integrate social and 
environmental 
concerns in their 
business operations 
and in their 
interaction with their 
stakeholders on a 
voluntary basis 
(Commission of the 
European 
Communities, 
2001).” 

No applicable in this 
study. 

Werther Jr. & 
Chandler, 2005 

“Strategic 
corporate social 
responsibility as 
global brand 
insurance” 

The article focuses on steps a 
company should take in order 
to integrate CSR in its 
activities with the purpose of 
creating brand insurance. 

“CSR is about 
incorporating 
common sense 
policies into 
corporate strategy, 

Driver of CSR 
implementation: 
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culture, and day-
today decision 
making to meet 
stakeholders’ needs, 
broadly defined. It is 
about creating 
strategies that will 
make firms and their 
brands more 
successful in their 
turbulent 
environments.” 

Generating internal 
and external 
relationships 
 
Brand insurance 
 
Reduced 
vulnerability 

Wood, 1991 “Corporate Social 
Performance 
Revisited” 

The article defines corporate 
social performance and 
reformulates the CSP model 
to build a coherent, 
integrative framework for 
business and society 
research. 

“CSR is the 
deliberate inclusion 
of public interests 
into corporate 
decision making, and 
the honouring of a 
triple bottom line – 
people, planet, and 
profit” 

Understanding of 
CSR: The society and 
businesses are 
intertwined, 
therefore, the society 
has a say in how a 
corporation should 
behave and what its 
outcomes should be. 
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Appendix 2 – Interview Guide 
 
Corporate Social Responsibility in the Estonian textile and 

clothing industry 
 
The purpose of this study is to investigate Corporate Social Responsibility (CSR) practices in 
Estonian clothing and textile companies in order to map the current situation. Therefore, 
interview questions have been developed in order to gather empirical data on the understanding, 
attitudes, activities, drivers and barriers of Corporate Social Responsibility from the biggest 
textile and clothing companies in Estonia.  
 
The interview consists of seven sections: (1) Company Demographics, (2) Respondent 
Demographics, (3) Understanding of CSR, (4) Attitudes Towards CSR, (5) CSR Activities, (6) 
Drivers to Adopting CSR Practices and (6) Barriers to adopting CSR practices.  
 
In order to ensure that there is no researcher bias when analysing the data at a later stage of the 
study, the interview will be recorded.  
 

Company Demographics 
1.  Age of the company 

o Less than 10 years 
o 10-20 years 
o 20-30 years 
o More than 30 years 

2.  Number of employees 
o Less than 100 
o 100-499 
o 500-999 
o 1000 or more 

3.  Company ownership 
o State-owned enterprises 
o Private enterprises 
o Sino-foreign joint ventures 
o Collectively owned enterprises 

4.  What are the main activities of your company? 
 

Respondent Demographics 
5.  Level of job position 

o Upper management 
o Middle management 
o Lower management 

6.  Number of years in current position 
o Less than 3 years 
o 3-6 years 
o 6-10 years 
o 10 years or more 

7.  Gender 
o Male 
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o Female 
8.  Age 

o 20-29 
o 30-39 
o 40-49 
o 50 and above 

 
Understanding of CSR 

9.  Have you heard about CSR? 
o No, never heard of 
o Yes, I have heard of, but don’t understand 
o Yes, I have heard of and understand a little 
o Yes, I have heard of and understand fairly clearly 

10.  How do you define the social responsibility of your company? (choose three most 
important answers) 
If you have not heard about CSR, what would you consider to be part of a 
company’s social responsibility? 

o Ethical conduct in activities 
o Complying with existing regulations 
o Transparency in operations 
o Making profits 
o Environmentally friendly activities 
o Commitment to employees 
o Commitment to the public, communities and overall society 

11.  Does your company have a CSR policy? 
o Yes 
o No 

12.  Does your company have a specific department/employee devoted to CSR issues? 
o Yes 
o No 

13.  Who are your company’s stakeholder groups? 
o Shareholders and owners 
o Employees 
o Marketplace stakeholders (customers, suppliers, etc.) 
o Governmental and other pressure groups (trade unions, local 

communities, the press and the media) 
 

Attitudes Towards CSR 
14.  What is the most important aspect of social responsibility of business? 

o Economic responsibility 
o Legal responsibility 
o Ethical responsibility 
o Philanthropic responsibility 

15.  Could you elaborate, why? 
16.  How much is your company concerned about CSR? 

o Extremely concerned 
o Quite concerned 
o Neutral 
o Not very concerned 
o Extremely unconcerned 
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17.  Could you elaborate, why? 
18.  How much are you personally concerned with CSR? 

o Extremely concerned 
o Quite concerned 
o Neutral 
o Not very concerned 
o Extremely unconcerned 

19.  Can you elaborate, why? 
20.  What do you think are the factors that determine a company’s attitude towards 

CSR?  
21.  How important do you think implementing CSR is?  
22.  Why do you think so? 

 
CSR Activities 

23.  What are the factors determining decisions on the CSR activities that a company 
can incorporate? 

o Type of industry 
o Company size 
o Financial performance of company 
o Products 
o Suppliers 
o Location 
o Personal values of management 

24.  Please elaborate, why? 
25.  Which are the types of CSR activities engaged in the most in your company? 

o Employee activities 
o Environmental activities 
o Marketplace activities 
o Community activities 
o Company values and rules of conduct 

26.  Why these activities? 
Workplace activities 

27.  What kind of activities designed to improve the well-being of your employees do 
you engage in? 

28.  How do you consider the productivity of staff (i.e., staff skills, quality of work 
performed, level of not absenteeism, turnover trend, etc.)? 

29.  How do you consider the motivation and participation of company staff (i.e., 
satisfaction demonstrated by the workers, employees’ suggestions to the firm, level of 
work integration between employees, etc.)? 

30.  How do you consider the level of organizational innovation of your company 
(i.e., new internal figure in charge of areas, such as environment and safety, planning 
tools and training of personnel, etc.)? 

Environmental activities 
31.  Does your company minimize the environmental impact of all your company’s 

activities in terms of:  
o energy conservation 
o waste minimization and recycling 
o pollution prevention 
o protection of the natural environment 
o sustainable transport options 



 

 - 80 - 

32.  If yes, please give an example of how 
this is done? 

If no, why not? 

33.  How do you consider the level of technical innovation in terms of taking 
environmental concerns into account when making business decisions (i.e., 
development and launch of new products, use of environmentally sustainable raw 
materials or auxiliary products, innovative acquisition of technologically advanced 
equipment for production, new technologies for abatement of pollutants, new 
materials to be more energy-efficient, etc.)? 

Marketplace activities 
34.  Does your company have a policy to ensure honesty and quality in all company’s 

contracts, dealing and advertising (e.g. fair purchasing policy, provisions for 
consumer protection, etc)? 

35.  If yes, please give an example? If no, why not? 
36.  How do you consider the level of satisfaction about the consideration that your 

customers and suppliers have of you? 
37.  Does your company inform suppliers of the company’s social and environmental 

requirements in the following areas; the environment, work relations, human 
rights, and corruption 

38.  If yes, please give an example on how 
this is done? 

If no, why not? 

39.  Does your company have a process to ensure effective feedback, consultation 
and/or dialogue with customers, suppliers and the other people you do business 
with? 

40.  If yes, please give an example on what 
this process consists of? 

If no, why not? 

Community Activities 
41.  Does your company offer training/internship opportunities to people from the 

local community? 
42.  If yes, please elaborate on how this 

process works? 
If no, why not? 

43.  Does your company give support to local community activities in aspect of: 
o Education 
o Disaster relief 
o Charity 
o Sports, art, culture 
o Healthcare support and sponsorship 

44.  If yes, please give an example of how 
this has been done? 

If no, why not? 

45.  How do you consider the intensity and quality of relationships with local 
stakeholders (public authorities and control bodies, associations and local 
communities, representatives of categories and trade unions, etc.)? 

Company values and rules of conduct 
46.  Does your company have clearly defined values and rules of conduct? 
47.  If yes, please give examples of those? If no, why not? 
48.  Does your company communicate your company’s values to customers, business 

partners, suppliers and other interested parties (in sales presentations, marketing 
material or informal communication)? 

49.  If yes, please an example how this has 
been done? 

If no, why not? 
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50.  Does your company train employees on the importance of its values and rules of 
conduct? 

51.  If yes, how is this done? If yes, why not? 
52.  Does your company have written standards of CSR? 
53.  If yes, what do these consist of? If no, why not? 

 
Drivers to Adopting CSR Practices 

54.  What are the factors motivate your company to engage in CSR? (Please evaluate 
on a scale of 1-5, where 1 – Strongly disagree; 2 – Rather disagree; 3 – Difficult to 
say; 4 – Rather agree; 5 – Strongly agree) 

 1 2 3 4 5 
Improving reputation      
Gaining a competitive advantage      
Attracting customers and improving 
customer satisfaction 

     

Increasing employee trust and organizational 
commitment 

     

Generating internal and external 
relationships 

     

Increasing brand equity      
Personal interest of CEO/Managing Director      
Attracting investors      
Internationalisation      
Legal compliance      
Reducing operating costs      
Brand insurance      
Reduced vulnerability      
Increased innovation      
Attracting the best employees      
Financial benefits      

 

55.  Please elaborate, why you evaluated the factors this way. 
56.  Can you name any other factors driving companies to engage in CSR? 
57.  What do you consider the main benefits of implementing CSR to be? 
58.  Has your company already gained any benefits from implementing CSR 

 
Barriers to adopting CSR practices 

59.  What do you consider the barriers/obstacle to adopting CSR practices? (Please 
evaluate on a scale of 1-5, where 1 – Strongly disagree; 2 – Rather disagree; 3 – 
Difficult to say; 4 – Rather agree; 5 – Strongly agree) 

 1 2 3 4 5 
Cost of implementation      
Lack of customer awareness      
Lack of governmental regulation       
The uniqueness of CSR implementation 
disappears as it becomes more popular 

     

Difficult to measure the outcomes      
Consumer scepticism      
Shortage of human resources      
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Balancing the trade-offs among stakeholder 
groups 

     
 

60.  Please elaborate, why do you think so? 
61.  Could you give an example of how these factors have influenced your company? 
62.  Can you name any other barriers that have influenced your company’s CSR 

implementation? 
 
63.  Do you have any other comments or concerns regarding the implementation of 

Corporate Social Responsibility that you would like to share? 
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