
 
 
 

Abstract 

A review of past literature has highlighted that the incorporation of corporate social 

responsibility (CSR) values in brand communications is difficult to get right. In particular, 

limited prior research has examined the evolving nature of CSR and how it is enacted within 

brand heritage and authenticity. In addressing this gap, this research examines the CSR 

reporting of two organisations and seeks to interpret how CSR initiatives are enacted within 

their individual brand heritage and authenticity. A programme of qualitative enquiry was 

adopted; initially 26 semi-structured interviews were designed to gain insight into the actual 

experience of a range of respondents of social responsibility ideas, messages and associations 

as they pertain to UK retailers. In phase two, a critical discourse analysis (CDA) proved an 

effective means to deconstruct the CSR reporting strategies that link to brand representations 

over an extensive time period for both UK brands. The findings from the study highlight how 

symbolic brand heritage references were significant in explaining brand-specific distinctions 

between CSR messages. High levels of brand-specific trust were linked to recollected 

memories for some consumers, but this contrasted with distrust by younger respondents. 

Notable findings from the CDA of Marks and Spencer reports were threefold, demonstrating: 

a) evidence of evolution in the nature and structure of CSR brand narratives; b) patterns 

showing strong interlinking of CSR reporting with components of brand heritage, (track 

record and core values); and c) attempts to create relational and experiential values that 

conjured forms of brand authenticity directed at stakeholders i.e. customers and employees. 

Conversely, for the Co-operative CDA offered a) less evidence of evolution in CSR brand 

narrative; b) limited patterns of interlinking of CSR reporting with elements of brand heritage 

in the early years, with stronger emergent patterns from the 2000s; and c) a formal reporting 

structure that offered a progressive evolution in CSR reporting but low evidence of brand 

authenticity. The study contributes to an increase in theoretical knowledge in the CSR and 

branding literature, and offers some original perspectives on the evolution of the producer 

narrative (central to CDA) of CSR messages over a lengthy time period (over 100 years). 

Methodologically, this study argues for the use of a CDA as an effective modus operandi to 

deconstruct the framing of CSR reporting strategies for organisations. From a marketer 

perspective, this study suggests that brand heritage and authenticity should be viewed more 

holistically– that it is perceived brand authenticity as it relates to CSR that may or may not be 

acknowledged by customers; and that the interpretation of brand authenticity may impact the 

degree of engagement with CSR messages.  
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Chapter One 

 Introduction to Research 

1. Introduction 
 

The focus of this thesis is an examination of the portrayal of corporate social responsibility 

(CSR) for two UK heritage brands and a deconstruction of the framing of CSR messages, 

with particular emphasis on how such messages are interlinked with brand heritage and 

authenticity over time. This chapter presents an overview of the thesis as a whole. Initially in 

section 1.1 the theoretical background and background information to the research study is 

presented. Section 1.2 presents the research problem, the research questions and overall 

research objectives. Finally Section 1.3 outlines the organisation of the entire thesis, with a 

brief overview of the literature review, research context, the chosen methodology, findings, 

discussion and the potential research contributions are stated in Section 1.4. 

1.1 Theoretical Background 

1.1.1 Brief Overview of development of CSR  
 

The concept of corporate social responsibility has been up for discussion for over 70 years, in 

particular, from the 1950s onwards, scholars have provided a diverse range of definitions 

relating to the concept of CSR and associated concepts such as corporate citizenship and 

corporate social responsiveness (Bowen, 1953; Wood and Jones, 1995). Social responsibility 

is not a new notion for organisations; early writing from Adam Smith (1776) makes reference 

to the ‘invisible hand’ of the market place- a metaphor to indicate unintended wealth for 

society. Later writing by Clark (1926) stated that “business has obligations to society” 

(Freeman and Housani, (2010, pg. 420).  A well regarded perspective of CSR was presented 

by Carroll (1979) who recognised the need to broaden the definition of CSR to include 

economic, legal, ethical and discretionary factors. Interestingly, no universal definition of 

CSR has been agreed and it is suggested that the term CSR has multiple meanings – common 

terms include, corporate citizenship, sustainability, corporate responsibility and corporate 

social performance (Freeman and Hasnaoui 2010). Dahlsrud (2008) and Van Marrewijk 

(2003), highlight problems with the number of definitions, suggesting that they lean towards 

particular interests that cannot be easily reconciled.  
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In spite of the lack of universal agreement on the essence of CSR, it has become core both to 

corporate identity and strategy and to management practice. In essence an organisation that 

invests in CSR addresses its commitment to a wide range of stakeholders. Therefore the 

incentive to invest in CSR programs has grown significantly and can be linked to the need for 

organizations to match the needs and expectations of several stakeholders (Argandona, 1998; 

Freeman, 1984; Harvey and Schaefer, 2001; Post, 2003). The notion of stakeholder theory 

was first linked to CSR by Johnson (1971) where he stated that organisations must 

acknowledge their duties to employees, dealers, local communities and suppliers (echoing 

Carroll, 1999). This principle was later developed by Freeman, who defines stakeholders as 

“those  groups  without  whose  support  the organization  would  cease  to exist”  (Freeman,  

1984, pg. 31). 

In order for CSR to be successfully incorporated into the corporate identity of a brand, 

organisations must take into consideration their relationship with stakeholders (Russo and 

Perini, 2010). Molleda (2010) argues that organisations are increasingly being pressured by 

stakeholders who demand greater transparency. In seeking to maintain relationships with 

stakeholders, organisations now attempt to conduct their CSR practices as a means to 

generate trust (Berens et al 2002). Furthermore, CSR has also been implemented internally 

by organisations to address issues such as employee relations, health and safety, and also to 

ensure that employees have sound working conditions. Freeman (1984) notes active 

participation from stakeholders is necessary for successful CSR implementation and Lantos 

(2001) identifies customers and employees as two key stakeholder groups whose welfare, 

needs and wants should be given priority.  

However, it is argued that socially responsible organisations are not adequately 

communicating their activities to their wider publics (Wilkinson and Balmer, 1996). 

Organisations which fail to inform consumers are at risk of CSR puffery, as outlined by 

Lewis (2003), which exists when brands do not support their core brand attributes, therefore 

fuelling concern amongst consumers (Mayer, Scammon and Zick, 1993). Research by Shrum, 

McCarty and Lowrey (1995) highlighted the cynicism of consumers towards organisations in 

relation to CSR brand communications. Further research found that an overwhelming 

percentage of the public feel that firms are not sufficiently concerned about the importance of 

environmental issues (Davis, 1994). This is supported by a survey conducted by Mintel 

(2010) who found that consumers did not fully appreciate how environmental issues impact 
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their lifestyles and further believed the responsibility should lie with the manufacturer. 

Furthermore, a study also found that 63% of respondents asked are cynical about the efforts 

of companies to prove their green credentials, agreeing that ‘companies are just using these 

issues to try to make themselves look good’ (Mintel, 2007). Pitt (1991) believed that 

consumer cynicism exists as consumers feel organisations simply jump on the green 

marketing bandwagon without considering the full ramifications of their actions.   

Other research draws attention to how consumer are now negotiating their own set of ethical 

boundaries and adopting CSR initiatives when it is personally convenient (Bedford, 2007). 

Stakeholders can be stringent of claims if CSR initiatives are embarked on only as a form of 

compliance following key stakeholder pressure (e.g. environmental groups). Such vigilant 

scrutiny of how CSR claims are communicated to publics (Mia and Mamum, 2011) is now a 

fact of corporate life. How the corporate brand is perceived and assessed by internal and 

external audiences is an ongoing concern for many organizations, as evident in research in 

the US and UK (Robertson and Nicholson, 1996) which revealed that companies tend to 

formulate their plan of social behaviour to align with specific stakeholder groups. 

1.1.2 CSR and Brand Heritage 
 

This fundamental link between CSR activities and the brand is also identified by Kitchin 

(2003) who integrates corporate social responsibility into the branding definition; stating that 

brands are designed to embody the core values of a product. Thus, if CSR is a core part of the 

brand, then associated CSR activities communicate these brand characteristics in some way. 

At a time where consumer cynicism towards socially responsible behaviour exists, Gilmore 

and Pine (2007) argue that brands with a recognizable heritage, offering an experience that is 

perceived as authentic, appear to be a significant source of meaning for customers, a view 

echoed by Loveland, Smeesters and Mandel, (2010).  Brands with an identifiable heritage, it 

is suggested, are better prepared to engage with their customers at a symbolic and emotional 

level (Ballantyne, Warren and Nobbs, 2006).  

Where CSR links strongly to brand identity is through brand heritage; Urde, Greyser and 

Balmer (2007) define brand heritage as a dimension of a brand’s identity which is found 

within its track record, longevity, symbols, core values and history. Track record relates to 

demonstrated performance and core values are the values which guide corporate behaviour 

(Urde, 1997). Lencioni (2002) argues that core values may act as a code of beliefs and 
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become integral to brand identity and to establishing the brand’s heritage. The reflection of a 

company’s past in symbols (logos and design) can be influential, as can the organisation’s 

history, whereas longevity may not result in brand heritage, but may be an influence on how 

the brand operates (Urde, 1997). Penaloza (2000) notes that marketers are now turning back 

to their brand histories and original brand associations to authenticate their market value – 

this was particularly evident with the Co-operatives “Join the Revolution” campaign.  

1.1.3 Challenges in CSR Representation 
 

Where the representation of brand heritage becomes noteworthy is when a company seeks to 

parallel their CSR commentary with their corporate brand discourse. It can be argued that 

CSR exemplification has become more complex, with multiple focus points; and stakeholders 

are now more vigilant towards organisations and their social responsibility claims. Many 

organisations in the food and drinks sector have made conscious efforts to incorporate 

corporate social responsibility into their brand identity e.g.  Marks and Spencer have 

integrated CSR into a key organisational objective, which is to become the world’s most 

sustainable retailer by 2015 (Marks&Spencer); Volvic have included CSR messages as part 

of their advertisements (e.g. on water bottles with message “1LT here means 10LT for 

Africa”- a campaign that not only informs consumers what they are achieving but also 

demonstrates the link with World Vision. Lantos (2001, pg.623) advises against “public 

relations fluff to look good in employees and the public’s eyes”; instead he advocates 

reinforcement of CSR commitments through statements that outline the organisation’s 

philosophy, brand values and social responsibilities in a public forum. While Quick and 

Stephenson (2008) suggest organisations should be wary of implementing linguistic features 

in reporting such as absolute assertions. The authors suggest that certain words such as must, 

need, have and to can provoke the feelings that inhibit consumers behaviour towards 

organisations and their claims of behaving in a socially responsible way (Quick and 

Stephenson, 2008, pg.222). A number of academic studies have concentrated on the CSR 

orientation of UK retailers, (Jones, Comfort, Hillier, 2007; Strong 1995) and in recent years 

literature surrounding brand heritage has explored how the past, present and future merge as 

part of a corporate brand (Weidmann et al, 2011).  

However, there is limited research on the link between CSR commentary and brand 

discourse. Little research has examined the evolving nature of CSR commentary and how it is 

enacted within a brands heritage and authenticity. In particular, there is lack of real insight 
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into the evolving nature of CSR messages within established brand footprints and only a 

vague understanding of how customers interpret the socially responsible messages of firms. 

This research addresses this in two domains. First, through focusing on two retailer brands 

with distinct but differentiated and identifiable brand footprints (Marks and Spencer and the 

Co-operative), the study can offer deeper insights into the nature of CSR brand discourse in 

brand portrayal over an extended time period. Second, this research can uncover the nature of 

textual structures that underpin the CSR commentary and identify how the CSR dimensions 

evident in the discourse relate to evolving theoretical perspectives on CSR   

1.2 Research Aims, Key Questions and Objectives  
 

Thus, the research aims to investigate how CSR commentary is manifest in brand portrayal 

and to deconstruct how the CSR discourse is framed, how it interlinks with brand heritage 

and authenticity and to evaluate how this has evolved since the 1920s. The research also aims 

to distinguish the stakeholder elements visibly incorporated within CSR reporting for specific 

organisations. 

Taking into account the aim of this research, several research questions and research 

objectives have been formulated in order to develop a more coherent approach to the research 

investigation. The research questions are as follows: 

1. In what way is CSR as part of brand heritage and authenticity interpreted by 

customers? 

2. In what way has the evolution in corporate social responsibility dimensions filtered 

into organisational brand portrayal? 

3. How are stakeholder elements visibly incorporated in CSR reporting? 

4. In what way is the CSR discourse for two organisations framed and how does this 

interlink with brand heritage and brand authenticity? 

The research objectives for this study are set out as follows: 

a) To draw together the key strands of thinking on CSR and identify the range of CSR 

dimensions that have emerged across the time period of the study 

b) To investigate through discourse analysis the portrayed characteristics of CSR (in 

selected company documents) of two UK retail organisations over an extended time 

period 
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c)  To investigate through discourse analysis the portrayed elements of brand heritage 

and brand authenticity that form part of the CSR discourse of two UK retail 

organisations over an extended time period 

d) To identify, through discourse analysis, the framing of CSR brand narratives in the 

selected company documents of two UK retailers  

e) To explore respondent perceptions (customers) of how CSR is portrayed  by selected 

UK retailers 

f) To identify key challenges that face marketers in their contemporary efforts to achieve 

authentic brand discourse around CSR    
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1.3 Organisation of Thesis 
                  

Figure 1- A: Thesis Outline 
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1.3.1 Chapter Two: Literature Review 
 

Chapter two, the literature review examines existing research around the key concepts that 

surround this study; the evolution around corporate social responsibility (CSR), brand 

heritage and brand authenticity. It critically reviews current knowledge and identifies the 

gaps which the study hopes to fulfil and where it seeks to contribute. The chapter concludes 

by presenting a conceptual framework where both brand heritage and authenticy are viewed 

as a holistic integrated  notion. 

1.3.2 Chapter Three: Research Context  
 

In chapter three, contextual information on both Marks and Spencer and the Co-operative is 

articulated. The purpose of this chapter is to review the history of both organisations in order 

to establish the founding principles of the firms and how they have developed and evolved 

over time.  

1.3.3 Chapter Four:  Methodology 
 

The purpose of this chapter is to outline and justify the research methodology that is applied 

for this research study. Initially the philosophical considerations are outlined and the 

philosophical stance underpinning this study is stated and justified. Rationalisations into the 

implementation of a qualitative inquiry are outlined and the critical role of sampling is 

conveyed. Furthermore, the methodology outlines the methods and approaches adopted by 

which the data for this study were collected, justifying how each method is suitable within the 

overall methodological framework applied. As this study reports on two perspectives the 

customer and organisation perspective, the research methodology most suitable was applied 

and justified. Initially exploratory research was carried out to inform the main phase of data 

collection; thus twenty six semi structured interviews were carried out to explore the 

customer perspective and from the company viewpoint, a critical discourse analysis of annual 

reports was carried out following the guidelines of Fairclough (1989). The chapter concludes 

with a critical review of the methodology which assesses the research design, data analysis 

and reviews the limitations of the research approach.  
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1.3.4 Research Findings 
 

Chapter five outlines key patterns that emerged in the discourse that reflect the most pertinent 

CSR narratives that are interlinked with elements of brand heritage across both organisations. 

Within this chapter the findings uncovers a multi-layered CSR discourse for both brands. 

Four key patterns were notable (i) a dynamic yet discontinuous evolution in CSR reporting; 

(ii) varying illustrations of experiential and relational values that are interlinked with socially 

responsible brand narratives; (iii) attempts to address specific stakeholders (customers and 

employees) through experiential and relational values and (iv) interlinking of CSR with brand 

heritage and authenticity. From both the evaluation of the annual reports and the insights 

gained across a range of respondents it is clear that the challenges of generating an authentic 

CSR discourse need to be clearly acknowledged.  

1.3.5 Chapter 5: Discussion 
 

Within chapter six the major findings from the research study are drawn out with reference to 

previous research and theory. Throughout this chapter several major findings are discussed. 

Initially the chapter discusses how the alignment of CSR narratives through stakeholder 

orientation appeared to reflect social concerns. Furthermore, the chapter centres on how both 

brands attempted to create a stakeholder orientated discourse through the priming and 

framing of CSR brand narratives. Additionally, this PhD study highlighted how certain brand 

heritage elements were often interlaced with CSR messages in order to convey the 

organisations credentials to salient stakeholders, therefore the discussion chapter outlines 

how both brands attempted to create stakeholder dialogue through an authentic discourse. 

With this in mind, the chapter highlights the importance of the relationship to brand 

authenticity in CSR discourse and for managers to consider how the text production in annual 

reports links to the nature of brand heritage and authenticity over time.  
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1.3.6 Conclusion and Contribution 
 

The thesis concludes with a summary of how the research objectives were addressed 

throughout this study. The chapter outlines the distinct stages of the research process and how 

each stage aided the objectives. Subsequently, a discussion of the theoretical, empirical and 

methodological contributions made to the CSR, brand heritage and authenticity literature. 

Research implications are also stated; firstly challenges in creating an authentic discourse and 

secondly, the requirement for a multi-layered presentation of CSR initiatives. The chapter 

concludes by outlining the research limitations and future research recommendations. 

1.4 Potential Research Contribution  
 

This research aims to contribute to the literature in the areas of CSR, brand heritage and 

authenticity through the implementation of a conceptulisation where both brand heritage and 

authenticy are viewed as a holistic integrated concept. In examining the evolving nature of 

CSR messages within a brands heritage over time this research study aims to offer insights 

into  a) the evolving theoretical perspectives of CSR b) exploring the textual structures 

implemented to target key stakeholders. Furthermore, taking the recommendation of 

Bloomblack and Brunniage (2009) who suggest that future research should pay special 

attention to older than average brands, this research explores the evolution of CSR messages 

interlinked within brand heritage and authenticity for two retail organisations – that have 

distinct and differentiated brand footprints. 
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Chapter Two 

Literature Review  

2 Introduction 

This chapter provides an extensive overview of the literature on corporate social 

responsibility (CSR), brand heritage and authenticity. Key theories and perspectives on CSR 

are discussed with a view to developing the conceptual framework of this study. 

 
Figure 2- A: Overview of Literature Review 
 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

Figure 2-A, above, highlights the three main areas of literature that are explored within this 

chapter. Firstly, in Section 2.1, 2.2 and 2.3 an extensive overview of CSR is explored 

conveying the well-established perspectives on CSR and its evolution– highlighting the 

multiple outlooks that are argued in the literature. Thereafter, CSR is explored in line with 

stakeholder theory (see Section 2.4) and finally, Section 2.5 and 2.6 present an overview of 

2.1: Well Established Theoretical Perspectives of CSR 

- Theoretical Perspectives 

2.2: Tracing the theoretical development in relation to properties, 

functions and dimensions of CSR 1920 - 2010 

 -     Evolution Constructs 

 
 2.3: Key Patterns to emerge regarding CSR Concept from literature 
search 
 - Multi-layered Perspectives 
 
2.4: Stakeholder Scrutiny and CSR Portrayal 

- CSR Portrayal and Stakeholder Perspective 

2.5: Branding 
- Emotional and Relationship Branding 

2.6: Brand Heritage  
- Brand Heritage and Related Concepts 

2.7: Brand Authenticity 
 

2.8: Branding and the link to CSR: The Challenge 
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branding and brand heritage. Finally, Section 2.7 and 2.6 examines a review of brand 

authenticity and the link between branding and CSR. 

In order to appreciate the depth and breadth around CSR and its competing perspectives, it is 

interesting to view the evolution of publications in CSR and related areas. A study carried out 

by Montiel (2008) highlights the number of articles published since 1970 within management 

journals surrounding the area of CSR and its competing perspectives: 

 

Figure 2- B: Historical Trends in Publishing 

 

 

 

 

 

 

 

 

 

Figure 2-B above highlights how Montiel (2008) found that CSR research has a longer 

publishing history in comparison to other related topics such as corporate social performance, 

corporate sustainability and environmental management. Corporate social responsibility 

research began to be published in the 1970s; while corporate sustainability and social 

performance came later. It is important to state, that the above historical trends only correlate 

to ‘general management journals’ (Montiel, 2008).  However, Figure 2-B above presents a 

relatively narrow view of the breadth of CSR thinking – with a focus on bounded categories 

(i.e. corporate sustainability and environmental management) and a lack of broader strands of 

thinking from sociology and economics and a failure to bring in community –oriented theory 

and voluntarism aspects of  CSR. Furthermore, Figure 2-B only considers the publications 

until the year 2000. A key challenge when investigating the evolution was to decide how far 

back into the literature the author should delve into exploring the concept of CSR.  Carroll 

(1979, pg. 268) argues that researchers when exploring the concept of CSR should go back 

around fifty years, as much as occurred since that time that has shaped theory, research and 
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practice.  Therefore, as reporting of CSR extends back to fifty years plus and has remained a 

significant concept for academics and practitioners (Carroll, 1999) – this study will focus on 

CSR as an underpinning theory and examine it its competing perspectives.  

In view of these limitations, the researcher felt that other search strategies were needed. This 

was taken forward in two ways- by identifying what might be regarded as well-established 

theoretical perspective on CSR (this is addressed in Section 2.1; and by undertaking a more 

detailed examination of CSR properties and specific CSR dimensions with view to tracing 

how such dimensions evolved between the 1920s and 2010s, thus extending the literature 

search beyond the year 2000. Section 2.2 traces the theoretical development of CSR by 

identifying CSR properties, functions and the key dimensions.  Finally, the researcher sought 

to bring together some of the key patterns that characterised CSR thinking and to link those 

patterns to the research context of retailing in Section 2.3.   

2.1 Well-established Theoretical Perspectives on CSR  
 

A search of the literature highlighted a proliferation of theoretical perspectives on CSR (for 

example, social contract theory, legitimacy theory, normative ethics theory, agency theory, 

political theory and stakeholder theory). Moir (2001, pg.8) argues that three dominant 

theories have been used to examine and explain CSR; stakeholder theory, legitimacy theory 

and social contracts theory.  The discussion of this section will explore the three theories 

presented by Moir (2001) with a view to establish the relevant positioning for this study.  

Social contracts, legitimacy and stakeholder theory are discussed as they focus upon how 

organisations undertake CSR – particularly focussing on an active engagement.  

2.1.1 Legitimacy Theory  

Legitimacy is defined as a “generalised perception that the actions of an organisation are 

desirable, proper and appropriate within some socially constructed system of norms, values 

and beliefs” (Suchman, 1995, pg. 574). Furthermore, Suchman (1995) suggests that 

legitimacy management for organisations is heavily dependent on communications, therefore 

any attempt to involve legitimacy theory organisations need to carefully observe some forms 

of corporate communications. According to legitimacy theory, organisations do not have a 

natural right to exist but manage to by the authorisation of society (Ratanajongkol et al, 

2006). Expressed differently, Wadhwa and Pansari (2011) argue that an organisation is an 
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integral component of a broader social construct whose expectations must be met if the 

organisation wants to maintain its position without ‘extreme societal sanctions’ being forced. 

Expressed differently, legitimacy theory interlinks with the external context by suggesting 

that an organisation’s involvement with CSR is fuelled by demands from various 

stakeholders, and when these demands are met a firm is rewarded with legitimacy 

(Hooghiemestra, 2000). Taking this further, it can be suggested that the reward of legitimacy 

enhances the reputation of a brand. Lindblom (1994) observes that legitimacy is not always a 

compassionate process for organisations who aim to obtain legitimacy from society. 

Lindblom (1994) propose that organisations may need to utilize four divergent legitimation 

strategies to obtain or maintain legitimacy – educate and inform, change perceptions, 

manipulate expectations and change external expectations. Therefore, it is suggested that 

there is a need to examine particular behaviours of organisations within its context (Moir, 

2001), thus legitimacy may be viewed as a key reason for undertaking corporate social 

behaviours and using such activities as a form of publicity (Moir, 2001).  

 An opposite view suggested by Davis (1973, pg. 314) argues that “society grants legitimacy 

and power to business - in the long run, those who do not use power in a manner which 

society considers responsible will tend to lose it”. Davis (1973) views legitimacy as a 

societal-level notion and portrays the responsibilities of organisations as a social 

establishment that must avoid exploitation of the power granted to them from society. Moir 

(2001, pg. 12) argues against this perspective suggesting that “in effect this is a re-statement 

of the concept of social contracts theory between a firm and society”.  

The brief overview of legitimacy theory suggests that the implementation of this theory by 

organisations can take two directions; firstly, actions relating to CSR should be desired and 

appropriate taking into consideration society as a whole. Secondly, the perspective of ‘power’ 

– this is that society grants organisations power and in doing so expects organisations to 

operate responsibly. With both perspectives aiming to enhance the legitimacy of an 

organisation – elements of legitimacy can therefore be included within this study in order to 

decipher whether organisations implement CSR as a core part of their philosophy or whether 

the integration of CSR is more strategic by enhancing the legitimacy of the firm to different 

stakeholders. 
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2.1.2 Social Contract Theory 

Social contract theory was introduced to describe the relationships between organisations and 

society (Aras and Crowther, 2008) and the social responsibilities of organisations with 

respect to society in particular (Hasnas, 1998).  Gray et al (1996, cited by Moir 2001, pg. 10) 

define society as a “series of social contracts between members of society and itself”. Moir 

(2001) takes this definition further – arguing that organisations may not behave in a socially 

responsible manner because it has reputational or commercial interest, but because it is how 

society expects them to operate  

Donaldson and Dunfee (1999) propose an integrated social contracts theory as a means for 

managers to take decisions in an ethical context. The authors differentiate between macro-

social and micro-social contracts. They propose that a macro-social contract in the context of 

communities requires organisations to offer support to its local community and the specific 

form of involvement would be the micro-social contract (Donaldson and Dunfee, 1999, pg. 

20).  Garriga and Mele (2004) suggest that the micro-social contracts show explicit and 

implicit agreements that are binding within particular identified communities. Donaldson and 

Dunfee (1999, pg.17) further argue that micro social contracts in time generate “authentic 

norms” that are based on the attitudes and behaviours of stakeholders. It can be suggested that 

while organisations may claim to partake in fulfilling societal expectations through the social 

contract theory, there appears to be no measure to explain how much involvement 

organisations have. 

2.1.3 Stakeholder Theory 

Stakeholder theory began to gather interest during the mid-1980s (Freeman, 1984; Freeman 

and Reed, 1983) when Freeman (1984) argued that stakeholder theory is used to analyse the 

groups of individuals to whom the organisation should be responsible. However the 

emergence of stakeholder theory first began to materialise by Johnson (1971, pg.50) who 

drew emphasis on the requirement for organisations to consider “employees, suppliers 

dealers, local communities and the nation”. The notion of stakeholder theory was then 

notoriously pioneered by Freeman in 1984. Freeman (1984) advocates that organisational 

managers withhold a fiduciary relationship with their stakeholders; stakeholders are defined 

as “those  groups  without  whose  support  the organization  would  cease  to exist”  

(Freeman,  1984, pg.31). Freeman’s (1984) perspective on stakeholder theory encouraged 
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organisations to consider other stakeholders beyond the traditional, shareholders, customers, 

employees and suppliers. Research by Greenley and Foxall (1998) and Padanyi and Gainer 

(2004) highlighted that organisations often realise that additional stakeholders are of 

significant importance for their behaviour and performance. Simmons (2004) suggest that 

organisations who share the stakeholder theory outlook are expected to manage an extended 

set of stakeholder interests, acknowledging a duty of care towards traditional stakeholders as  

well as silent stakeholders, such as local communities and the environment.  Thus by 

suggesting that the needs of shareholders cannot be met without satisfying the needs of other 

stakeholders, this perspective focused organisations’ attentions beyond direct profit 

maximisation (Jamali, 2008).  Foster and Jonker (2005) and Hawkins (2006) suggest that 

when organisations seek to serve shareholders as a primary concern, its success in meeting 

shareholder expectations is also likely to be affected by other stakeholders.  

Research on stakeholder theory has focused on three dimensions – instrumental, normative 

and descriptive (Donaldson and Preston, 1995). The authors argue that each dimension is 

different but ‘mutually supportive’, with the normative base serving as the underpinning for 

the theory (pg.66). Jones and Wicks (1999) argue that these theories overlap and are difficult 

to define. The descriptive theory seeks to outline the views of managers, firms and 

stakeholders in relation to specific corporate characteristics and behaviours.  The instrumental 

stakeholder theory is used to identify connections or lack of connections between 

stakeholders (Donaldson and Preston, 1995). While Garriga and Mele (2004) suggest that 

instrumental theories of CSR are viewed as a strategic tool to achieve economic prosperity 

and eventually, wealth creation. Finally, the normative stakeholder theory outlines 

philosophically based moral obligations towards stakeholders (Brickson, 2007), with 

particular attention on the ethical requirements that reinforce the relationship between 

business and society (Garriga and Mele, 2004). 

Stakeholders provide organisations with a range of resources that inevitably allow firms to 

conduct their business for example, customers, employees, capital, materials and legitimacy 

(Deegan, 2002). Therefore, highlighting a mutual obligation between organisations and 

stakeholders, as stakeholders provide organisations with the relative resources they require to 

operate; and in turn for the provision of socially acceptable practices (Dowling and Pfeffer, 

1975; Gutherie and Parker, 1990; Suchman, 1995) - this relationship forming a social 

contract enabling organisations to continue their operations (Deegan, 2002). 
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Section 2.1 has identified some key perspectives of CSR and has explored the stance taken in 

each perspective on what CSR is deemed to be.  The three perspectives are based on different 

theoretical bases; what they have in common is the identification of actions involved in CSR 

and their social consequences.  However, looking only at these established perspectives is 

less useful as a means to address the plurality of the CSR concept- the several distinct and 

sometimes contradictory properties of CSR may not be clear if presented through one lens 

only. When seeking to address the key research objective in this study – examining how CSR 

commentary has been constructed, it is necessary to identify, with greater clarity the more 

specific CSR properties and dimensions that characterise CSR thinking. If we can identify 

some of the key properties of CSR, it should offer insight into the evolution of CSR concepts 

over an extended time period. This is addressed in Section 2.2.  

2.2 Tracing the theoretical development in relation to properties, 
functions and dimensions of Corporate Social Responsibility 1920 - 
2010 

 

In this section, an in-depth examination of the evolution in CSR dimensions is offered in 

Section 2.2.1 and Section 2.2.2 articulates how CSR is a multi-layered concept. 

 

2.2.1 The Evolution of Definitional Constructs in CSR  

The literature highlights a noteworthy history associated with the evolution of corporate 

social responsibility (CSR). Formal writing surrounding the area of corporate social 

responsibility has grown significantly during the 20th century; however the discipline itself is 

not a new concept for organisations. In the late 17th century, Adam Smith, in The Wealth of 

Nations, promotes the concepts of free trade and the free market on which the classic market 

economy was based (Myint, 1958, pg. 322). Smith (1863) argued that business owners, in the 

pursuit of profit, will ultimately produce the utmost social good because of the ‘invisible 

hand’ of the market place. Smith (1863) uses the ‘invisible hand’ as a metaphorical 

representation to demonstrate how capitalists unintentionally brought domestic affluence to 

society benefiting the common good, even though their real objective was the pursuit of self-

interest and self-gain. Corporate social responsibility in the form of corporate philanthropy 

has been carried out by organisations since the 1800s (Sethi, 1975) and any organisation who 

donates a portion of its resources to societal causes is seen to engage in corporate 

philanthropy (Ricks, 2005). This aspect of social responsibility has existed across two or 
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more centuries, with Kotler and Lee (2008) arguing that an organisation giving monetary 

donations to charities or social causes is the most traditional form of social responsibility 

performed by companies.  

 

The nature of responsibility within CSR has been the subject of debate for over 70 years: an 

early outline of this responsibility can be traced to Clark (1926), who stated that “business 

has obligations to society”. Arguing in a similar vein, Donham (1927, pg. 406) noted, that 

men can do more to rehabilitate the social forces of the community and to create a 

background which is essential to a more idealistic working philosophy in the community. 

Doham (1927) further suggests; 

 “the period of time thus offered should be used by thinking men interested in the orderly 

evolution of civilization in the effort to reconstruct a working philosophy which has an 

idealistic basis far away from what Stevenson called “the truly quaint materialism of our 

view of life”; and this should be particularly used by the business group and those interested 

in business education in working toward methods of doing business which are socially 

sound” (Donham, 1927, pg.419) 

While early considerations acknowledge the responsibilities of businessmen to members of 

the community (Donham 1927, 1929), more specific focus on social responsibility examined 

the responsibilities of employees within organisations as trustees in providing “safety, 

security, or means of support for that part of the community”, as noted in the work of Berle    

(1932, pg.1365). This was part of several efforts by managers from the mid-1860s through to 

the post-war years, who encouraged social ideas (Boswell and Peters, 1997). Research carried 

out by Marinetto (1999) explored the forms of social responsibility within the post war years, 

outlining the relevant social actions carried out by business leaders from 1945 to the late 

1980s, in order to demonstrate that their responsibilities extend beyond commercial 

obligations. In particular, Marinetto (1999) found evidence to suggest that it was business 

leaders with religious conviction, particularly Christian business leaders, who promoted 

concerns regarding the social responsibilities of business and the need for ethical 

considerations in the post war years. Other early studies include the work of Barnard (1938) 

and Kreps (1940) who both focused their studies on the inclusion of social responsibilities as 

key obligations of businesses.  Kreps (1940) argues that the Great Depression amplified 
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concerns for outcomes relating to corporate social performance. Table 2-A below - highlights 

the key properties that emerged in this early period from 1863 to 1950. 

Since 1950, the term corporate social responsibility has aroused significant academic interest. 

In 1951, Frank Abrams, a former executive of an oil company, raised concerns about 

management’s broader responsibilities in a complex world (Abrams, 1951). He argued that as 

management were becoming more affluent, organisations had to take into consideration their 

employees, customers and the wider public. Bowen (1953, pg.6) defines social responsibility 

as: “the obligations of businessmen to pursue those policies, to make those decisions, or to 

follow those lines of action which are desirable in terms of objectives and values to society 

(Bowen, 1953, pg.6). Further evidence of the expectation of businesses to actively adopt 

social responsibility is evident in Heald’s (1957) view that “the recognition on the part of 

management of an obligation to the society it serves not only for maximum economic 

performance but for humane and constructive social policies as well” (Heald, 1957, pg.375). 

While Heald does not offer a definition of social responsibility, he provides a succinct 

summary of the policy aspect – the need to address human and social need.  Heald’s (1957) 

approach to social responsibility is consistent with Bowen (1953), both discussions refer to 

the obligations businesses have to society. Subsequent articles refer to the terms 

‘philanthropy’ and ‘prudent management’ of ‘corporate support payments’ (Eells, 1958, pg. 

42). Eells (1958) argues that the term corporate support payments are preferable to ‘corporate 

philanthropy’ and ‘corporate giving’ as it carries a certain prudential realism. Furthermore, 

Eells (1958) suggests that these payments support the call for organisational support of CSR 

activities.  

A contrasting perspective can be noted in Levitt’s (1958) view that “Business will have a 

much better chance of surviving if there is no nonsense about its goals – that is, if the long-

run profit maximisation is the one dominant objective in practice as well as in theory. 

Business should recognise what government’s functions are and let it go at that...” (Levitt, 

1958, pg. 49). Levitt (1958) reviewed the social responsible actions of businesses, but 

remained adamant that the economic perspective was critical; emphasising that the only 

objective of an organisation should be to make a profit, and any other obligations outside of 

that objective should be a governmental concern. 
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In Table 2-A, we can see how CSR had a relatively narrow focus with just two CSR 

properties dominant in the earliest period from 1863 to 1950. This might signify that social 

responsibility was an emerging area for most organisations, but might also reflect that there 

was low pressure from stakeholders to integrate social responsibility within business 

practices. The 1950s was a period where a focus on obligations within business decisions was 

often noted in CSR commentary, as noted in Table 2A, which portrays the CSR properties 

which emerged within the period of 1950 – 1960:  

Table 2- A: CSR Properties and Functions 1863 - 1960 

CSR Properties Author  Key CSR Actions/Functions noted 

1863 to 1950   

Within this period the pursuit of 

profit is noted as a key CSR function 

however, a shift beyond this emerged 

with the recognition of the need: 

 

 To include community and 

societal needs 

 To continue philanthropic 

donations to local social 

causes  

 To recognize internal 

stakeholder welfare – 

responsibility of employees 

within organisations 

 

Pursuit of profit 

 

Smith (1863) 

Societal issues namely 

supporting communities 

Donham (1927,1929); 

Berle (1932); Marinetto, 

(1999); Clark (1926) 

1950 to 1960  

Profit orientation Heald (1957); Levitt 

(1958) 

Societal issues i.e. 

community welfare 

Heald (1957); Bowen 

(1953) 

 

Philanthropy  

 

Eells (1958) 

 

In the 1960s period, some new thinking emerged in relation to CSR, with several alternative 

views on CSR thinking and an overall greater focus on CSR contribution to the social system. 

Reich (1996) argued that community involvement and stakeholder responsiveness practices 

extended from the post-war era well into the 1960s. However, not all authors view this as 

central to the firm, for instance, Davis (1960) set his own definition of social responsibility 

defining it as: “Businessmen’s decisions and actions taken for reasons at least partially 
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beyond the firms’ direct economic or technical interest” (Davis, 1960, pg. 70). His main 

argument was that social responsibility was quite a ‘nebulous idea’, which would only be 

important if viewed in an executive setting and could only be justified by some economic 

gain to the firm- thus proposing it as operating within a limited range of 

responsibility. Conversely, according to Fredrick (1960), social responsibility exists primarily 

beyond the firm:  

“A public posture towards society’s economic and human resources and a willingness to see 

that those resources are used for broad social ends and not simply for the narrowly 

circumscribed interests of private persons and firms” (Fredrick, 1960, pg. 60) 

The above suggests that businessmen should engage in economic systems that aim to fulfil 

the expectations of society (Fredrick, 1960). Furthermore, Fredrick argued that the means of 

production should be employed in a way that production and distribution should enhance 

socio economic welfare (Fredrick, 1960). While the above definition implies that 

organisations should go beyond the pursuit of self-interest with regards to economic gain, 

Fredrick fails to specify what he refers to as ‘social ends’ A lesser-known contributor to the 

CSR debate was McGuire, who proposed that “the idea of social responsibility supposes that 

the corporations have not only economic and legal obligations but also certain 

responsibilities to society which extend beyond these obligations” (McGuire, 1963, pg. 144) 

In comparison to other definitions suggested within the literature, this definition is more 

specific with particular reference to the organisational role extending beyond economic and 

legal obligations (Carroll, 1999). While reference to ‘beyond these obligations’ remains 

vague within the definition, McGuire elaborates by suggesting that businesses must consider 

politics, welfare of the community, education, the happiness of its employees and interest in 

the whole social world (McGuire, 1963, pg. 144). A later contribution from Davis, in contrast 

to his early thinking, accepts that social responsibility should consider the ramifications of 

their decisions upon individuals in or outside of the business (Davis and Blomstorm, 1966). 

This perspective was supported by Walton (1967) who recognised the need for organisations 

to consider relationships between the corporation and society; “the concept of social 

responsibility recognises the intimacy of the relationships between the corporation and 

society and realises that such relationships must be kept in mind by top managers as the 

corporation and the related groups pursue their respective goals” (Walton, 1967, pg.16) 
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Walton, in his explanation, endorsed the need for voluntarism within organisations. Thus, in 

the 1960s period, while CSR properties emerged as functionally relevant in decision-making, 

a broader remit for CSR was mooted that interlinked with wider social forms.   

The 1970s experienced a surge in CSR definitions, with multiple dimensions of CSR being 

explored. Friedman (1970), in line with Levitt (1958), presented a definition of social 

responsibility with a strong emphasis on profit maximisation; 

“Social responsibility of a business is to use its resources’ and engage in activities 

designed to increase profits so long as it stays within the rules of the game, which is 

to say, engages in open and free competition without deception or fraud” (Friedman, 

1970, pg.6) 

This perspective of the role of CSR is narrow and suggests a limited function for social 

responsibility. The use of the word ‘competition’ linked to social responsibility might suggest 

that social responsibility may play a strategic role – gaining competitive advantage by 

reaping benefits from their actions that outperform competitors. Johnson (1971) presented 

several different perspectives of social responsibility.  

Johnson’s (1971) contribution was extensive- in offering a critique of existing definitions of 

social responsibility, he stated; 

“A socially responsible firm is one whose managerial staff balances a multiplicity of 

interests. Instead of striving only for larger profits for its stockholders, a responsible 

enterprise also takes into account employees, suppliers, dealers, local communities and the 

nation” (Johnson, 1971, pg.50) 

Interestingly, within the above definition, the reference to ‘multiplicity of interests’ highlights 

a stakeholder view that management need to strive beyond profit making and acknowledge 

other duties to employees, suppliers, dealers and local communities (Carroll, 1999). Johnson 

(1971) then elaborated on this by identifying the link to the social system, stipulating:  

“In the pursuit of socioeconomic goals through the elaboration of social norms in prescribed 

business roles: or, to put it more simply, business takes place within a socio-cultural system 

that outlines through norms and business roles particular ways of responding to particular 

situations and sets out in some detail the prescribed ways of conducting business affairs” 

(Johnson, 1971, pg.51) 
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Johnson (1971) presented a somewhat contradictory view to this, by proposing that “Social 

responsibility states that businesses carry out social programs to add profits to their 

organisation” (Johnson, 1971, pg.54). In this view, he appears to offer a similar evaluation to 

Levitt (1958) and Friedman (1970) that organisations should carry out CSR programs for 

long term profit maximisation. The third view presented by Johnson, which is known as 

‘utility maximisation theory’ assumes that organisations are interested in various goals rather 

than profit maximisation only; and he asserts that “A socially responsible entrepreneur is one 

who has a utility function of the second type, such that he is interested not only in his own 

well-being but also in that of the other members of the enterprise and that of his fellow 

citizens” (Jonhson, 1971, pg.68). His final definition, known as the ‘lexicographic view of 

social responsibility’ stated that:  

 

“The goals of the enterprise, like those of the consumer, are ranked in order of importance 

and that targets are assessed for each goal. These target levels are shaped by a variety of 

factors, but the most important are the firm’s past experience with these goals and the past 

performance of similar business enterprises; individuals and organisations generally want to 

do at least as well as others in similar circumstances. (Johnson, 1971, pg. 73)” 

Furthermore Johnson stated that “lexicographic utility theory suggests that strongly profit 

motivated organisations may engage in socially responsible behaviour. Once they attain their 

profit targets, they act as if social responsibility is important – even though it isn’t” (Johnson, 

1971, pg. 75). Finally, Johnson argues that while his definitions appear to challenge each 

other, they are essentially complementary ways of viewing the same reality (Johnson, 1971, 

pg.77). While it can be argued that the definitions presented by Johnson are contradictory and 

complementary, each definition has a sole core focus. For example, the stakeholder 

perspective recognises the need for managers to take into account their stakeholders needs; 

the profit maximisation theory proposes a strategic focus – emphasising the importance of 

self-interest, while the lexicographic theory views social responsibility subjectively, arguing 

that profit motivated organisations may wish to part take in social responsibility once their 

financial objectives are fulfilled.   

The Committee of Economic Development (CED) contributed to the debate in 1971 with a 

definition observing social responsibility from the quality of life perspective; 
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“Business is being asked to assume broader responsibilities to society than ever before and to 

serve a wider range of human values. Business enterprises, in effect, are being asked to 

contribute more to the quality of American life than just supplying quantities of goods and 

services. In as much as business exists to serve society, its future will depend on the quality of 

management’s response to the changing expectations of the pubic” (Committee of Economic 

Development, 1971, pg. 16) 

In addition to the above definition suggesting the quality of life perspective, the CED 

articulated three concentric circles of defining social responsibility, they are, inner circle, the 

intermediate circle and the outer circle. The CED state;  

“The inner circle includes the clear-cut basic responsibilities for the efficient execution of the 

economic function – products, jobs and economic growth. 

The intermediate circle encompasses responsibility to exercise this economic function with a 

sensitive awareness of changing social values and priorities: for example, with respect to 

environmental conservation; hiring and relations with employees; and more rigorous 

expectations of customers for information, fair treatment and protection from injury.” 

The outer circle outlines newly emerging and still amorphous responsibilities that business 

should assume to become more broadly involved in actively improving the social environment 

(for example, poverty and urban blight)”  

(Committee of Economic Development, 1971, pg. 15) 

 

The above classification reflects how the emergence of new areas of social responsibility 

were poised to be of particular interest to government regulations. Steiner (1971) proposed a 

similar economically oriented concept:  

“Business is and must remain fundamentally an economic institution, but…it does have 

responsibilities to help society achieve its basic goals, and does, therefore, have social 

responsibilities. The larger a company becomes, the greater are these responsibilities, but all 

companies can assume some share of them at no cost and often at a short-run as well as a 

long-run profit. The assumption of social responsibilities is more of an attitude, of the way a 

manager approaches his decision-making task, than a great shift in the economics of decision 

making. It is a philosophy that looks at the social interest and the enlightened self-interest of 

a business over the long-run as compared with the old, narrow, unrestrained short-run self-

interest.” (Steiner, 1971, pg.164) 
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The above perspective provided by Steiner (1971) shares some commonalities with 

Fredrick’s and Davis’s definitions of CSR, by considering the wider perspective of CSR but 

situating it strongly as starting with economic interests. This and other, more complex 

definitions to emerge in the 1970s share a common interest in breaking down CSR and 

identifying the fundamental function it may have, for some at firm level, for others at the 

level of the economy or society. Manne and Wallich (1972) structured their perspective on 

SR in a similar way by arguing that in order to qualify as a socially responsible organisation, 

three elements are required: “To qualify as socially responsible corporate action, a business 

expenditure or activity must be one for which the marginal returns to the corporation are less 

than the returns available for some alternative expenditure, must be purely voluntary, and 

must be an actual corporate expenditure rather than a conduit for individual largesse”  

(Manne and Wallich, 1972, pg. 4-6). The three elements which Manne and Wallich consider 

social responsibility to be are, voluntariness, the inclusion of other actors and the awards and 

returns being more than those from other expenditures (Freeman and Hasnaoui, 2010). Davis 

(1973), in revisiting the CSR discussion, contended that a firm’s social responsibility extends 

to actions beyond economic, legal and technical requirements. “It (CSR) refers to the firm’s 

consideration of, and response to, issues beyond the narrow economic, technical and legal 

requirements of the firm” (Davis, 1973, pg. 132). “It is the firm’s obligations to evaluate the 

effects of its decisions on the external social system in a manner that will accomplish social 

benefits along with traditional economic gains which the firm seeks. It means that social 

responsibility begins where the law ends. A firm is not being socially responsible if it merely 

complies with the minimum requirements of the law, because this is what any good citizen 

would do” (Davis, 1973, pg. 313). Interestingly, Davis (1973) notes that corporate social 

responsibility begins “where the law ends” (pg.313), perhaps suggesting a strategic 

perspective of CSR, as Davis argues that complying with the minimum requirements of law 

does not mean that an organisation is socially responsible. Instead, organisations would need 

to go beyond legal obligations to obtain a socially responsible status and acceptance.  

Research carried out by Eilbert and Parket (1973) observed CSR from a more sociological 

standpoint, noting a ‘good neighbourliness’ perspective: “Perhaps the best way to understand 

social responsibility is to think of it as ‘good neighbourliness.’ The concept involves two 

phases. On one hand, it means not doing such things that spoil the neighbourhood. On the 

other, it may be expressed as the voluntary assumption of the obligation to help solve 

neighbourhood problems.” (Eilbert and Parket, 1973, pg.7) 
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The authors further argue: “…social responsibility means the commitment of business or 

business, in general, to an active role in the solution of broad social problems, such as racial 

discrimination, pollution, transportation, or urban decay.” (Eilbert and Parket, 1973, pg.7). 

On the one hand, this suggest CSR acts as a means of organisations correcting the damage 

they have incurred on the environment; on the other, it suggests that CSR involves adapting 

the behaviours of the organisation to meet broader social problems, such as discrimination, 

pollution, transportation or urban decay (Eilbert and Parket, 1973). In 1974, Eells and Walton 

(1974) addressed CSR by examining the evolution of the concept, they observed: “Corporate 

social responsibility represents a concern with the needs and goals of society which goes 

beyond the merely economic. Insofar as the business system as it exists today can only 

survive in an effectively functioning free society, the corporate social responsibility 

movement represents a broad concern with business’s role in supporting and improving that 

social order” (Eells and Walton, 1974, pg.247). 

While the above definition provides no new outlook of what CSR is deemed to be, it does 

however provide a brief amalgamation of earlier opinions of CSR by other authors, into one 

notable perspective.  Similarly, Backman (1975) defines CSR as; 

“Employment of minority groups, reduction in pollution, greater participation in programs to 

improve the community, improved medical care, improved industrial health and safety – 

these and other programs designed to improve the quality of life are covered by the broad 

umbrella of social responsibility” (Backman, 1975, pg. 2-3) 

 

The definition provided by Backman reinforces several examples of CSR which are 

consistent with other definitions provided, such as environmental issues, community 

involvement and employee welfare.  

Also in this period, some distinctiveness in CSR language and its’ meaning begin to emerge.  

Sethi (1975) discusses the dimensions of corporate social performance, and highlighted 

differences between corporate behaviour that might be referred to as social obligation, social 

responsibility and social responsiveness. Sethi (1975) proposes that social obligation, social 

responsibility and social responsiveness are three stages forming the adaptation of corporate 

behaviour to social responsiveness. In this conceptualisation, CSR is a dynamic form of 

behaviour.  Social obligation refers to the “response to market forces or legal constraints” 

(pg.70), in comparison to social responsibility which involves taking corporate behaviour up 
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to a level where it is on par with social norms and expectations (Sethi, 1975, pg. 62). The 

final stage is social responsiveness which suggests that it is not important for corporations to 

respond to social pressures, but instead it is important to consider what their long term role in 

the social system is (Sethi, 1975, pg. 58-64). 

Arguing in a similar vein to Eilbert and Parket (1973), Fitch (1976) see CSR as a means for 

organisations to actively engage in rectifying the problems the organisation has created. Thus, 

CSR has a redress function. Fitch (1976) further proposed “Corporate social responsibility is 

defined as the serious attempt to solve problems caused wholly or in part by the corporation” 

(Fitch, 1976, pg.38). Fitch (1976) thus presents a problem solving perspective to CSR. Fitch’s 

perspective of CSR is that in order for a firm to be socially responsible they must identify a 

social problem, and then from the problems to identify and prioritise which one the 

organisation should endeavour to reduce or eliminate first. In light of previous definitions this 

concept of ‘problem solving’ remains vague and fails to capture the essence of CSR and what 

it entails.  

A prominent perspective on CSR is proposed by Carroll (1979), advocating that organisations 

should be judged on both economic and non-economic criteria, proposed a well-regarded four 

part definition: “The social responsibility of business encompasses the economic, legal, 

ethical and discretionary expectations that society has of organisations at a given point in 

time” (Carroll, 1979, pg.500). Evidently, the definition proposed by Carroll also includes an 

economic responsibility; it is argued that the economic component is what the organisation 

does for itself i.e. make a profit, while the other features (legal, ethical and discretionary) are 

components of philanthropy - what organisations do for others.  

In the 1970s the range of definitions grew, Rahman (2011) argues that businesses within this 

period were strongly engaged in furthering community relations. A summary of the key  

definitions in this period appear to stress the inclusion of stakeholders, the implementation of 

CSR as a means to long term benefits for society and the identification of different CSR 

functions. Table 2B below highlights the key CSR properties that emerged from the 

definitional constructs; 
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 Table 2- B: CSR Properties and Functions 1960 to 1980 

CSR Properties Author  Key CSR Actions/Functions noted 

1960 to 1970  This period saw the development of 
several stands of thinking on CSR that 
have strongly influenced the view of 
CSR and its implementation in 
business right up to 2010s.  
 
 Emergence of strategic 

thinking on CSR (problem 
solving linked to communities) 

 Particular emphasis on a 
relationship between business 
and society. In considering this 
relationship, ‘responsiveness’ 
emerged as a key CSR function 
– to respond to the needs and 
requirements of individuals 
inside and outside the business. 

 Initiatives designed to reach a 
wider range of stakeholders. 

 CSR and its contribution to 
social system  

 Consideration of ramifications 
of organisational decisions 
upon individuals 

 
Contrasting view  of CSR 
responsibility also apparent – with a 
narrower outlook on CSR: 
 Operating within a limited 

range of responsibility (Davis 
1960) 

 CSR primarily is driven by 
financial goals and 
discretionary factors should be 
met after profits have been 
achieved (Friedman 1970) 

Profit orientation Friedman (1962); Davis 

(1960); Frederick (1960); 

McGuire (1963) 

Societal issues i.e. 

community welfare 

Frederick (1960); 

McGuire (1963); Walton, 

(1967) 

Stakeholders (namely 

employees)  

McGuire (1963) 

Legal Obligation McGuire (1963) 

Voluntarism  Walton (1967) 

Philanthropy  Eells (1958) 

1970 to 1980s  

Economic perspective Friedman (1970); 
Johnson (1971); Steiner 
(1971); Davis (1973); 
Carroll (1979) 

Societal issues i.e. 
community welfare 

Johnson (1971); Steiner 
(1971); Eells and Walton 
(1924); Backman (1975); 
Carroll (1979) 

Stakeholder Welfare  Johnson (1971); CED  
(1971); Steiner (1971); 
Backman (1975) 

Legal Obligation Davis (1973); Eilbert and 
Parket (1973); Carroll 
(1979) 

Voluntarism  Manne and Wallich 
(1972); Eilbert and 
Parket (1973) 

Environmental Backman (1975) 
Ethical Carroll (1979) 

 

 

40 
 



 
 
 
The 1980s and 1990s saw fewer distinctive or new definitions of CSR being proposed in the 

literature. Jones (1980) offered a notable definition that moves CSR beyond the legal 

expectation “CSR is defined as the notion that corporations have an obligation to constituent 

groups in society other than stockholders and beyond that prescribed by law or union 

contract (Jones, 1980, pg. 59-60). With his emphasis on CSR as a process rather than a set of 

outcomes, Jones (1980) argues that it is difficult to research a universal definition of what 

constitutes socially responsibility but illustrated it as a process of responsible corporate 

decision making that should be part of CSR behaviour of an organisation (Jones, 1980 pg. 

66). While this perspective of CSR is not significantly different to earlier definitions, it 

addresses the implementation issues within CSR. Drucker (1984), looking at the 

opportunities for competitiveness that CSR offers, took a different angle, arguing that 

organisations should “convert” its social responsibilities into business opportunities: “…the 

proper ‘social responsibility’ of business is to tame the dragon, that is to turn a social 

problem into economic opportunity and economic benefit, into productive capacity, into 

human competence, into well-paid jobs and into wealth” (Drucker, 1984, pg. 62). 

A few unusual perspectives also surfaced. For instance, Donaldson (1982) placed emphasis 

on the relationship between firm and society where certain rights in exchange for certain 

responsibilities are held. A second interesting perspective to CSR was presented by 

Tuzzolino and Armandi (1981) who linked CSR to Maslow’s hierarchy or needs. The authors 

argue that CSR is the achievement of the organisation’s “internal and external self-

actualisation needs” which are situated on top of the organisational needs pyramid (Tuzzolino 

and Armandi, 1981, pg. 24). Expressed differently, organisations adopt CSR after they have 

achieved the earlier layers of needs identified by Maslow. This ‘layered’ or ‘target driven’ 

approach to CSR takes a similar view to Johnsons ‘lexicographic utility theory” (1971) - that 

suggests that organisations may engage in CSR once they have achieved their economic 

targets.  

If the 1970s could be regarded as the period in which the most intense discussion of CSR 

definitions emerged, what characterises the 1980s is the aggregation of elements into more 

integrated representations of what CSR is.   

One important contribution in the 1980s and 1990s was that of Carroll (1983, 1991), who 

further extended his four part definition of CSR: “CSR involves the conduct of a business so 

that it is economically profitable, law abiding, ethical and socially supportive. To be socially 
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responsible the means that profitability and obedience to the law are foremost conditions to 

discussing the firms ethics and the extent to which it supports the society in which it exists 

with contributions of money, time and talent. Thus, CSR is composed of four parts: economic, 

legal, ethical and voluntary or philanthropic” (Carroll 1983, pg.604). Notable in this is the 

reorientation of one of the properties from discretionary to voluntary/philanthropic. Carroll 

(1999, pg.286) justified the reorientation on the basis that “this seemed to be the arena from 

which the best examples of discretionary activities came”. 

Taking a similar aggregate view, Epstein (1987) proposes that “CSR relates primarily to 

achieving outcomes from organisational decisions concerning specific issues or problems 

which (by some normative standard) have beneficial rather than adverse effects on pertinent 

corporate stakeholders. The normative correctness of the products of corporate action have 

been the main focus of corporate social responsibility” (Epstein, 1987, pg.104). Within this 

perspective Epstein combines social responsibility, responsiveness and business ethics 

together into what he referred to as the “corporate social policy process” – echoing Jones 

(1980) above.  Furthermore, Epstein added; “The nub of the corporate social policy process 

is the institutionalisation within business organisations of the following three 

elements….business ethics, corporate social responsibility and corporate social 

responsiveness” (Epstein, 1987, pg.106) 

Definitions within the 1980s extended previous ideologies by reiterating the composite nature 

of CSR and reinforcing the broader scope of responsibility that was perceived to embody 

CSR. A strong focus on responsiveness to societal problems and categorising organisational 

obligations was apparent; with alternative contributions from Epstein and Drucker, who 

viewed social responsibility as a process and an opportunity. Overall, definitions to emerge in 

within the 1980s pushed the conception of CSR further towards a) considerations of the 

strategic link to profitability and b) more functional considerations of the relationship 

between the business and the community (e.g. ideas on process from Epstein (1987); on 

exchange of rights and duties from Donaldson (1982).    

In the 1990s, theoretical CSR developments occurred in three areas: through a consolidation 

of definitions; through an emergent view social responsibility cannot be viewed as a private 

activity but as a socially-oriented set of actions and through a more specific focus on 

environmental responsibility. In terms of consolidation, The 1990s was a period where the 

ideas of Carroll (1991) were refined and became very influential- he revisited the four part 
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definition and sought to give more contexts: “For CSR to be accepted by the conscientious 

business person, it should be framed in such a way that the entire range of business 

responsibilities is embraced. It is suggested here that four kinds of social responsibilities 

constitute total CSR: economic, legal, ethical and philanthropic. Furthermore, these four 

categories or components of CSR might be depicted as a pyramid. To be sure, all of these 

kinds of responsibilities have always existed to some extent, but it has only been in recent 

years that ethical and philanthropic functions have taken a significant place.” (Carroll, 1991, 

pg.40). The economic category of the pyramid represents the foundation on which the other 

properties, legal, ethical and philanthropic, are built upon (Carroll, 1991, pg.42). 

Furthermore, Carroll argues that these categories do not need to be fulfilled in a sequential 

fashion, but that each one should be fulfilled at all times. A shorter version was subsequently 

reduced to the idea that: “The CSR firm should strive to make a profit, obey the law, be 

ethical and be a good corporate citizen” (Carroll, 1991, pg. 43). Following on from the 

relationship dimension noted by Donaldson, Wood (1991) argued that the basic principle of 

CSR is that business and society are interwoven rather than divergent entities. Similarly, 

Cannon (1992) illustrated the interdependence within CSR thinking: citing Lord Sieff, the 

former chairman of Marks and Spencer, who stated “Business only contributes fully to a 

society if it is efficient, profitable and socially responsible”. (Cannon, 1992, pg.33) This is 

echoed in the obligation within CSR to minimise any harmful effects and maximising its long 

run beneficial impact on society (Petkus and Woodruff, 1992). 

Reder (1994), in the tradition of both Carroll and Epstein, defines CSR as : “An all-

encompassing notion, corporate social responsibility refers to both the way a  company 

conducts its internal operations,  including the way it treats its work force, and its impact on 

the world around it” (Reder, 1994). This definition conveys stakeholder and social 

considerations, however it could be interpreted that Reder (1994), incorporates a new element 

to CSR, the environment, through particular reference to “impact on the world”. Similarly 

Khoury et al (1999, cited in Kumar and Sharma 2014. pg. 25) propose that: “Corporate social 

responsibility is the overall relationship of the corporation with all of its stakeholders. These 

include customers, employees, communities, owners/investors, government, suppliers and 

competitors. Elements of social responsibility include investment in community outreach, 

employee relations, creation and maintenance of employment, environmental stewardship 

and financial performance”. Khoury et al’s (1999) focus on CSR activities is interesting- 
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placing emphasis on the relationship between an organisation and its stakeholders, linking 

profits to performance, environmental issues and societal considerations.  
 

The view that social responsibility cannot be viewed as a private activity but as a socially-

oriented set of actions gains credence in the 1990s, with academics identifying the collective 

benefits that organisations may reap from CSR (Fredrick, Post and Davis, 1992; Freeman, 

1984). This argument has similarities with Freeman (1984), who claims that a firm is not only 

responsible to its shareholders but also to those stakeholders, whose input or influence on the 

firm enables legitimacy and may be essential for the firm’s success. Fredrick et al (1992) 

argues that CSR means that an organisation should be held accountable for any actions that 

influence people, communities and the environment. Naylor (1999) argues that CSR is the 

obligation of managers to choose and act in a way that benefits the interests of two parties: a) 

the organisation and b) society as a whole. This is supported by Roberts (1992. pg.595) who 

argued that CSR has been defined as ‘policies or actions that identify companies as being 

concerned with society-related issues’, these issues include employee rights, the environment 

and poverty. Finally, an emphasis on the environmental component of CSR was notable, as 

authors began to stress the need for organisations to consider the communities in which they 

trade. Key developments in CSR theory from the 1990s are illustrated below in Table 2C.  
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Table 2- C: CSR Properties and Functions 1980 to 1990 

CSR Properties Author  Key CSR Actions/Functions noted 

1980 to 1990   

This period saw a consolidation of 

many definitions such as Carroll’s 

(1979) view that CSR should consider 

legal, ethical, economic and 

discretionary factors. However within 

this period further development in 

CSR thinking evolved: 

 

 Consideration of impact on the 

environment and communities 

 Tendency to form corporate 

social policies  

 Emphasis on accountability 

and transparency 

 Some inclusion of ethical 

responsibility of business 

 Greater inclusion and active 

engagement of stakeholders 

within CSR programs 

 

 

 

 

 

 

 

Economic perspective Carroll (1983); Drucker 
(1984) 

Societal issues i.e. 
community welfare 

Jones (1980); Donaldson 
(1982); Carroll (1983) 

Stakeholder Welfare  Jones (1980); Epstein 
(1987) 

Legal Obligation Jones (1980); Carroll 
(1983) 

Voluntarism/ 
Philanthropic 

Carroll (1983) 

Ethical Carroll (1983); Epstein 
(1987) 

1990 to 2000  
Economic perspective Carroll (1990); Khoury et 

al (1999) 
Societal issues i.e. 
community welfare 

Wood (1991); Frederick 
et al (1992); Pektus and 
Woodruff (1992); 
Angelidis and Ibrahim 
(1993); Khoury et al 
(1999); Naylor (1999); 
Roberts (1992) 

Stakeholder Welfare  Cannon (1992); 
Frederick et al (1992); 
Reder (1994); Khoury et 
al (1999) 

Legal Obligation Carroll (1990); 
Voluntarism/ 
Philanthropic 

Carroll (1990); 

Ethical Carroll (1990); Roberts 
(1992) 

Environmental Frederick et al (1992); 
Reder (1994); Khoury et 
al (1999); Roberts (1992) 
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A review of CSR definitions since 2000 reveals a continuation in theoretical perspectives, 

notably a) through authors who reinforced the work of Friedman in the neo-classical 

perspective (with focus on self-interest of the firm as primary responsibility of CSR) and 

further consolidation of certain aggregate perspectives from authors such as Carroll who 

extended their four part framework that addresses several dimensions simultaneously. In 

thematic terms, greater focuses on definitions that emphasize responsibility to the community 

were apparent. The notion of organisations ‘going beyond’ their commercial obligations was 

evident in the work of McWilliams and Siegel (2001), defined CSR as:  “actions that appear 

to further some social good, beyond the interests of the firm and that which is required by 

law” (McWilliams and Siegel, 2001, pg.117).  

 

Many studies were critical of the lack of social accountability of firms in the 2000s period. 

Flores (2001) argued that organisations solely focus on their product offering and markets 

while neglecting the social impacts of their activities. Lantos (2001) noted that organisations 

are neglecting their social impacts because the concept of CSR is ‘a fuzzy one with unclear 

boundaries and debatable legitimacy’ (pg.595).  From this critical view of CSR theory, 

Lantos (2001) proposed three types of CSR: ethical, altruistic and strategic: “for any 

organisation ethical CSR (avoiding societal harms) is obligatory, for a publicly-held business 

altruistic CSR (doing good works at possible expense to stockholders) is not legitimate, and 

that companies should limit their philanthropy to strategic CSR (good works that are also 

good for the business)” (Lantos, 2001, pg.595). Whilst this definition is descriptive of what 

Lantos assumes CSR to entail, the key properties which emerge from this description 

are voluntary or philanthropic, ethical and strategic CSR. Lantos (2001) coincides with 

Milton Friedman arguing that altruistic CSR is not a legitimate role of the organisation and as 

a result strategic CSR is more realistic and is healthy for both business and society. 

Moreover, Post et al. (2002, pg. 23) defined CSR as the organisations responsibility which 

they should be held account for with regards to their activities which affect their people, 

communities, and environment in which they operate in. 

 

Van Marrewijk (2003) presents CSR from a context specific perspective; two contexts are 

apparent within the definition below. Firstly, the definition looks at the specific CSR issues 

which need to be addressed by the organisations and secondly, the interactions between the 

organisation and stakeholders: “corporate sustainability and CSR refer to company activities 

voluntary by definition – demonstrating the inclusion of social and environmental concerns 
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in business operations and in interactions with stakeholders” (Van Marrewijk, 2003, pg. 

102).  

The definition stipulated by Van Marrewijk (2003) appears to provide a broad ‘all 

embracing’ notion of CSR  as a result it can be suggested that a vague definition provides 

little insight into the academic debate surrounding CSR but also for corporations looking to 

implement CSR. In contrast to Waddock (2004) who argues that organisations should 

acknowledge their responsibilities and irresponsibility’s to their stakeholders and the 

environment: “Corporate responsibility is the degree of (ir) responsibility manifested in 

a company’s strategies and operating practices as they impact stakeholders and the natural 

environment” (Waddock, 2004, pg. 10) 

Waddock (2004, pg.10) further elaborates and suggests that CSR is the ‘subset of corporate 

responsibilities that deals with a company’s voluntary and discretionary relationships with its 

societal and community stakeholders’. Mohr and Webb (2005) suggest that socially 

responsible organisations must therefore be managed according to stakeholder theory. Jones, 

Comfort and Hillier (2007) argue that stakeholder theory suggests that it makes sense for 

organisations to understand the needs and aspirations of all their stakeholders, whether they 

are investors, governments, employees, communities, customers or suppliers and that these 

needs and aspirations should be reflected in corporate strategy. In a similar vein Smith (2003) 

argues that stakeholder theory is based on the principle that organisations needs to consider 

the effect of their actions on all constituencies, for example shareholders, customers, 

employees, suppliers, the environment and the community. Kitchin (2003) makes a clear 

distinction between direct and indirect stakeholders, arguing that direct stakeholders are those 

who are directly concerned in the business web of the organisation. In contrast, an indirect 

stakeholder centres on the ‘mediated’ influencers such as families of customers, business 

communities or customers of resellers (Kitchin, 2003). 

 

The mid 2000s saw an interesting development in the CSR debate, definitions began to imply 

a stronger sense of pro-activeness from organisations aiming to improve communities and the 

citizens within communities, as evident in Godfrey and Hatch’s (2007) definition: “CSR 

represents action that appears to further some social good, extends beyond the explicit 

economic interests of the firm and is not required by law” (Godfrey and Hatch, 2007, pg. 88). 

Arguing in a similar vein argue Kotler and Lee (2008) argue: “CSR is a commitment to 
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improve community well-being through discretionary business practices and contributions of 

corporate resources” Kotler and Lee (2008, pg.3).  

 

The notion of supporting communities was extended by Freeman and Hasnaoui (2010), who 

argue that organisations should actively create programs for deprived communities.  This 

focus on ‘deprived’ coincides with Robert’s (1992) definition of CSR, where he argues that 

organisations should be concerned with society-related issues such as employment rights, the 

environment and poverty: “CSR looks at the firms’ responsibility in providing activities and 

programs for deprived communities” (Freeman and Hasnaoui, 2010, pg. 429).  Table 2-D 

below highlights key developments in CSR thinking from 2000 onwards. 

 
Table 2- D: CSR Properties and Functions:  2000 - 2010 

CSR Properties Author (s) Key CSR Actions/Functions 
noted 

Economic 

perspective 

Quazi and O’Brien (2000)   

Developments in CSR actions 
within this period include: 
 
 Inclusion of 

environmental concerns 
within business 
operations 

 Creation of community 
programs  

 Statements on  
responsiveness to societal 
needs 

 Consideration of 
company practices and 
procedures and the impact 
on a wider range of 
stakeholders and the 
environment. 

 

Societal issues i.e. 

community welfare 

Post et al (2002); Van Marrewijk 

(2003); Godfrey and Hatch 

(2007); Kotler and Lee (2008); 

Freeman and Hasnaoui (2010) 

Stakeholder Welfare  Post et al (2002); Van Marrewijk 

(2003); Waddock (2004) 

Legal Obligation McWilliams and Siegel (2001) 

Voluntarism/ 

Philanthropic 

Lantos (2001) 

Ethical Lantos (2001) 

Environmental Post et al (2002); Van Marrewijk 

(2003); Waddock (2004) 
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2.2.2 Summary of CSR Progression over time 
 

An extensive review of academic literature relating to CSR has provided depth of   

understanding on what CSR actually is. This exploration into different interpretations of CSR 

highlights the depth and breadth of the subject area whilst also identifying an absence of a 

jointly agreed definition of CSR. There appears to be no universal accepted definition and 

some commentators might agree with Frankental (2001, pg. 20) argues that “CSR is a vague 

and intangible term which can mean anything to anybody, and therefore is effectively without 

meaning.”    

However, as noted above in Tables 2A to 2D, we can draw some common understanding of 

what CSR represents and how it has evolved over the past eight decades. The evolution above 

highlights the complex nature of CSR, reinforcing the long history surrounding the concept 

and its definition. In addition, the evolution is illustrative of how CSR has grown from a one 

dimensional and narrow concept into a multifaceted notion that has increasingly become a 

central to the operation of many organisations. This can be seen in Figure 2-C below, where 

portrays the evolution of CSR properties over time. When looking at CSR theory in the 

2010s, at first sight, it might appear to only match ideas that emerge from legitimacy theory; 

but the above review has identified that a diverse range of thinking within CSR now reflects 

combined theoretical strands from social contract, legitimacy and stakeholder theory, as 

noted in Section 2.1 above. We have also seen a shift in the focus of CSR issues from 

primarily benevolent initiatives to a broader range of activities that bring in ethical 

campaigns, environmental expectations and strong stakeholder-oriented engagement. 

Recently, Rani and Khan, (2015, pg. 114) have argued that CSR initially originated from 

charitable and philanthropic motivations but has now become more of an expected behaviour, 

whereby organizations are expected to do something better for society and therefore 

organisations typically are broadening their CSR remit. A few common interpretations of 

CSR are currently accepted. Fundamentally, for many experts, CSR is perceived as the 

organisation’s obligation to protect and improve the firm and to consider the welfare of 

society (Staples, 2006). For other commentators, organisations are expected to practice CSR 

activities through various business and social actions (Sen and Bhattacharya, 2001; Turban 

and Greening, 1997). However, Carrigan and Attalla (2001, pg. 560) argue that academics 

have been constantly reviewing CSR because of its “inherently controversial” nature. 
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 Figure 2- C: CSR Progression over time 
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Profit; Societal issues; Stakeholders; Legal; Voluntary; 
Environmental; Ethical 

 

Profit; Societal issues; Stakeholders; Legal; Voluntary; 
Environmental; Ethical 

 

Profit; Societal issues; Stakeholders; Legal; 
Voluntary; Ethical 

 
Profit; Societal issues; Stakeholders; Legal; 

Voluntary; Environmental; Ethical 

 

Profit; Societal issues; Stakeholders; 
Legal; Voluntary 

 
Profit; Societal issues; 

Philanthropy 

 
Profit and Societal issues 

At first sight, appears to match legitimacy theory; but diverse range of 
thinking reflects combined theoretical strands from social contract, 

legitimacy and stakeholder theory 

 Implementation of CSR programs designed to encourage active 
engagement from stakeholders (wider range) 

 Tendency to form corporate social policies 
 Emphasis on accountability and transparency 
 Responsiveness to broader CSR issues  

 

Elements of social contract theory in 1960s and early 1970s. From mid 
1970s  onwards presents a powerful adoption of stakeholder theory – with 

the emergence of wider stakeholders 

 Contribution to social system 
 Wider responsibility to stakeholders inside and outside the 

organisation 
 Strategic thinking (problem solving for community issues) 
 Relationship between organisations and stakeholders (e.g. 

voluntary organisations) 

Primarily linked to social contract theory 

 Philanthropic donations (mainly to local organisations) 
 Benevolent actions     

Theoretical Orientation, CSR Actions, Focus and Dimensions CSR Properties Identified in Literature 

Source: This Study 
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Arguing in a similar vein Reverte et al (2015) suggest that much confusion around the CSR 

debate exists as the interpretation of the concept is unclear. Consequently, this has resulted in 

overabundance of definitions, theories, perspectives and opinions which has caused 

‘confusion’ (Lantos, 2001, pg. 625) when attempting to understand the CSR construct 

(Alcaniz, Herrera, Perez and Alcami, 2010). Tracing the properties, dimensions and actions 

relating to CSR within each decade has been useful. We have been able to trace the common 

roots of CSR thinking in addition to the controversies. Without knowing this rich background 

to the CSR concept and CSR dimensions, it would be difficult to investigate the framing of 

CSR information and how it is interlinked with brand within discourses- a key research 

objective of this study. 

 

2.3 Key Patterns to emerge regarding CSR Concept from literature 

search  
 

2.3.1 Multi-layered Concepts on Corporate Social Responsibility 

Competing, complementary and overlapping concepts have emerged when defining CSR 

(Carroll and Shabana, 2010). Van Marrewijk (2003) argues that the debate surrounding CSR 

has taken place amongst academics, scholars, consultants and executives, resulting in many 

diverse definitions and related concepts such as Sustainable Development (SD), Corporate 

Citizenship (CC), Sustainable Entrepreneurship (SE), Triple Bottom Line, Business Ethics 

(BE), Corporate Social Responsiveness, Corporate Social Performance (CSP), Corporate 

Responsibility (CR), Business Citizenship (BC), Corporate Community 

Relations/Involvement (CCR or CCI, Public Responsibility (PR) and Corporate Societal 

Accountability (CSA). Furthermore, Garriga and Mele (2004, pg.51) argue that society and 

business social issues management, public policy and business stakeholder management and 

corporate accountability are just a few of the terms used to describe the occurrence of social 

responsibility in society.  

The expansion in definitional constructs earlier outlined highlighted that the term social 

responsibility formally originated in 1926 by Clark, with much emphasis placed upon the 

social conscience of businessmen, rather than the organisation itself. Valor (2005) argues that 

two other terms were used in the 1970s when making reference to the social responsibilities 

of organisations; corporate social responsiveness and corporate social performance (CSP). 

Similarly Carroll and Shabana (2010) argue that the 1970s was a decade in which corporate 
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social performance, responsiveness and responsibility became centre of discussions. 

Corporate social responsiveness highlighted the proactive approach required by organisations 

and was used to link CSR with the strategic management of a firm (Freeman, 1984). In 

comparison corporate social performance offered a framework to managers to monitor CSR 

(Freeman and Reed, 1984). In the late 1990s, the term corporate citizenship (CC) was 

introduced to define the relationship between business and society. Matten, Crane and 

Chapple (2003) argue that the term corporate citizenship began to compete and replace other 

concepts in the area of management theory and practice. Waddell (2000, pg.107) argues that 

corporate citizenship is used to “connect business activity to broader social accountability and 

service for mutual benefit”, reinforcing the opinion that “a corporation is an entity with status 

equivalent to a person” (Waddell, 2000, pg.107). While the term corporate societal 

responsibility introduced by Andriof and McIntosh (2001, pg. 15) suggests that the term 

“corporate societal responsibility” is better suited to “avoid the limited interpretation of the 

term social responsibility”. The authors argue that “societal responsibility covers all the 

dimensions of an organisations impact on, relationships with and responsibilities to society as 

a whole” (Andriof and McIntosh, 2001, pg. 15) In contrast the term ‘social’, as this implies 

concern to welfare issues only. The authors continued to explore the linguistics approach and 

argued that the term ‘responsibility’ should then be replaced by ‘accountability’  as it is likely 

to cause similar problems with the term ‘social’.  For Valor (2005), the preferred term is 

corporate societal accountability; noting that the different perspectives, definitions and terms 

imply similar or identical meanings.  

Interestingly, Frederick (1987, 1994 and 1998) views the concepts as a progression of CSR 

rather than replacement. Frederick (1987, 1994 and 1998) outlined a theoretical evolution 

from CSR1, which viewed CSR from an ethical and philosophical perspective to CSR2, 

which refers to the managerial action orientation – a concept of social responsiveness. 

Frederick then summarised CSR3, from the mid-1980s, as corporate social rectitude, based 

on business ethics and values and finally introduced CSR4 – cosmos, science and religion. 

Frederick (1994, 1998) argued that in order to understand the broader role of organisations in 

the world, it is best studied through natural science and meaning (spirituality) which is to be 

undertaken in CSR4.  Also illustrating how CSR is continually evolving and a progression of 

CSR, Carroll and Shabana (2010) state how a not for profit organisation, CSR International, 

announced in 2009 the transition from ‘old CSR’ (Corporate Social Responsibility) to ‘new 

CSR’ (Corporate Sustainability and Responsibility).  
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The case against the concept of CSR has attracted particular interest to many academics and 

scholars. Initially, the classic economic argument presented by Friedman (1962) who argued 

that organisations have one sole responsibility which is to maximise profits for its owners and 

shareholders.  Another opposition to the concept of CSR was Davis (1973) who argued that 

organisations are not equipped to handle social issues, as management lack the necessary 

skills required to make successful socially orientated decisions. Other cases against the 

concept of CSR include; CSR dilutes the organisations primary purpose (Hayek, 1969); 

difficulties to operationalise (Wood and Logdson, 2001); bias towards particular interests 

(Van Marrewijk, 2003) and finally, the lack of a single clear definition (Votaw, 1973). Votaw 

(1972) further argues that; 

“Corporate social responsibility means something, but not always the same thing to 

everybody. To some it conveys the idea of legal responsibility or liability; to others it means 

socially responsible behaviour in the ethical sense; to still others, the meaning transmitted is 

that of ‘responsible for’ in a causal mode; many simply equate it with a charitable 

contribution some take it to mean socially conscious; many of those who embrace it most 

fervently see it as a mere synonym for legitimacy in the context of belonging or being proper 

or valid; a few see a sort of fiduciary duty imposing higher standards of behaviour on 

business than on citizens at large” (Votaw, 1972, pg.25) 

Despite the cases against CSR many academics argue that CSR is a dominant concept within 

the academic literature. Interestingly, Waddock (2004) uses the metaphor of a branching tree 

to describe how the varying concepts all link together. Waddock (2004) suggests; 

“it may be useful to view them as branches from the trunk of CSR, which rests on corporate 

responsibility(ies), corporate citizenship, stakeholder relationships and assessment of that 

performance (corporate social performance)” (pg. 7) 

Waddock (2004) further stipulates that “corporate citizenship as it stands today is the whole 

tree with all branches relevant” (pg.7). Sharing a similar view Schwartz and Carroll (2008) 

argue that the diverse range of concepts is related as they integrated by key themes such as 

value, balance and accountability. Furthermore the authors suggest that CSR remains a 

dominant concept, if not exclusive. Valor (2005, pg.205) advocates that the concept of CSR 

offers; 
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“Greater advantages to advancing the social control of organisations and should be 

considered a superior theory” (pg.205) 

Carroll (1999, pg. 292) argues: 
 

“The CSR concept will remain an essential part of business language and practice, because it 

is a vital underpinning to many of the other theories and is continually consistent with what 

the public expects of the business community today…it addresses and captures the most 

important concerns of the public regarding business and society relationships” (pg.292) 
 

In considering how to take this multi-layered concept forward in the discourse analysis it was 

regarded as important to have as much clarity as possible about what might be regarded as a 

representative range of CSR properties that covered the range of CSR concepts noted in this 

literature review. Therefore, a collection of CSR definitions starting from the 1950s – 2010s 

was gathered. In total 73 definitions relating to CSR were categorised in a chronological 

order and the CSR properties were identified through a content analysis of those definitions 

(see Appendix A). This further detailed examination of the literature offered the researcher a 

good starting point in identifying material within the documents that might be congruent with 

a multi-layered understanding of CSR (this is further explained in Section 4.7 of 

methodology chapter). 

In striving to identify a clearer understanding of the CSR concept, it is evident that many 

academics and scholars have opposing views on the role of organisations in society.  In 

particular two extremes are evident; on the one hand the perspective that an organisation's 

responsibility does not go beyond profit making; and on the other hand, those that argue 

organisations have a huge responsibility to society. Moir (2001) argues that those who 

embrace the ‘neo-classical’ view of the firm argue that the only responsibility of an 

organisation is to maximise shareholder value. This perspective stems from the work of 

Adam Smith (1863) who argued that business owners in the pursuit of profit will produce the 

greatest social good. Since then many academics have remained adamant to this perspective 

such as Levitt (1958) who remained focussed that organisations should only strive towards 

economic prosperity and other societal concerns should be accounted for by the government. 

This perspective is notably reflected in the views of Friedman (1962) who argues: 
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“Few trends would so thoroughly undermine the very foundations of our free society as the 

acceptance by corporate officials of a social responsibility other than to make as much 

money for their shareholders as they possibly can” (Friedman, 1962, pg. 133) 

Friedman (1970) further presented a stronger emphasis on the economic perspective; 

“Social responsibility of a business is to use its resources’ and engage in activities designed 

to increase profits so long as it stays within the rules of the game, which is to say, engages in 

open and free competition without deception or fraud” (Friedman, 1970, pg.6) 

This ‘neo-classical’ view of the organisation was further supported by Johnson (1971) – who 

argues that organisations should carry out programs to add to the profits of the firm. While 

Drucker (1984) argues that organisations should renovate social problems into economic 

opportunities that the firm can enjoy. 

At the opposite end of the spectrum many academics argue that organisations responsibilities 

extend beyond the economic motive and to consider societal concerns, as they argue that 

organisations owe a responsibility to society (Sethi, 1975; Clark, 1926; Donham, 1927, 1929; 

Abrams, 1951; McGuire, 1963; Angelidis and Ibrahim, 1993; Quazi and O’Brien, 2000). 

While these academics do not dismiss the economic motive they further argue that 

organisations should consider society and their impact on communities in which they serve – 

suggesting that if organisations do recognise their impacts and help society they will reap the 

long term economic benefits. Figure 2-D below conveys the continuum where some thinking 

relates to a neo-classical perspective, while other definitions relate more to societal view of 

CSR over time, there has been a shift to the right in the diagram below; 
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Figure 2- D: Continuum Indicating the Emergence of the Opposing Perspectives 

 

 

 

 

 

 

 

 

 

 

The above discussions have presented an overview into the opinions and evaluations of the 

CSR construct and their dimensions which have evolved over time. It can be argued that the 

concept has developed from a tapered, one dimensional construct to a multi-layered and 

materialized perspective combining both the neo-classical perspective and the societal view. 

Furthermore,  it is apparent that CSR can be interpreted differently; for example from 

managers within organisations looking to implement CSR practices and communicate such 

practices to stakeholders – to researchers trying to formulise and establish CSR as a 

discipline. To complicate matters further, the World Business Council for Sustainable 

Development (WBCSD) has expanded and developed its concept over time, initially in 1998 

the council defined CSR as ‘the continuing commitment by business to behave ethically and 

contribute to economic development while improving the quality of life for the workforce’ 

(WBCSD, 1998, pg. 3); this particular definition combining the neo-classical perspective 

with the societal perspective. This definition was revisited in 2002 to state the commitment of 

business to contribute to the sustainable economic development, working with employees, 

their families, the local community and society at large to improve their quality of life 

(WBCSD, 2002) - a more stakeholder orientation communicated.  

 

 

Neo-Classical Perspective Societal Perspective  

Time Smith (1863); Levitt 
(1958); Friedman (1962) 

Sethi (1975); Clark (1926); 
Donham (1927, 1929); Quazi 

and O’Brien, (2000) 
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2.4 Stakeholder Scrutiny and CSR Portrayal  
 

The above discussions have presented an overview into the opinions, knowledge and 

evaluations of the CSR construct and their dimensions which have evolved over time. Of the 

three well-established theoretical perspectives noted in Section 2.1, the perspective from 

stakeholder theory seems particularly appropriate in retailing. Freeman (1984) provides a 

widely used definition of stakeholders; 

“Stakeholders are any group or individual who can affect or is affected by the achievement of 

the organisation’s objectives” (Freeman, 1984, pg.46) 

Therefore, stakeholders include a variety of groups such as customers, suppliers, employees, 

communities, political groups, investors, shareholders, governments and trade associations 

(Berman et al, 1999; Donaldson and Preston, 1995; Hill and Jones; 1992). This range of 

multiple stakeholders characterises the retail sector. Donaldson and Preston (1995) suggest 

that stakeholders are defined by their genuine interest in the firm – and many groups have an 

interest in the actions of retailers.  Evans, Haden, Clayton and Novicevix (2013, pg. 5) 

consider that stakeholders are not selected by the organisation, rather legitimate stakeholders 

are those who are or may be affected by the actions of the organisation regardless of whether 

the firm identifies them specifically.  Clarkson (1995) argues that stakeholders can be divided 

into primary and secondary.  Clarkson (1995) defines primary stakeholder groups as; 

“one without whose continuing participation the corporation cannot survive as a growing 

concern…including shareholders and investors, employees, customers and suppliers, 

together with what is defined as the public stakeholder group: the governments and 

communities that provide infrastructures and markets, whose laws and regulations must be 

obeyed, and to whom taxes and obligations may be due” (Clarkson, 1995, pg.106). 

Clarkson (1995) defines secondary stakeholders as: 

“those who influence or affect, or are influenced or affected by the corporation, but they are 

not engaged in transactions with corporation and are not essential for its survival” 

(Clarkson, 1995, pg.106).” 

In considering the retail sector, a key argument behind why organisations are motivated to 

invest in CSR programs comes from stakeholder theory (Argandona, 1998; Freeman, 1984; 

Harvey and Schaefer, 2001; Post, 2003) which suggests that an organisations survival is 
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dependent on satisfying both its economic and non-economic objectives by meeting the needs 

of stakeholders (Pirsch, Gupta and Grau, 2007). Organisations may embrace CSR reporting 

as a way to inform stakeholders how they have or are currently fulfilling stakeholder needs. 

The rationale for fulfilling stakeholder needs is strategic – it can range from firm survival, 

seeking competitive advantage or seeking to develop greater trust and loyalty among target 

markets (Mitchell et al, 1997). In order for CSR to be successfully implemented within the 

brand image and corporate identity of a brand, organisations must take into consideration 

their relationship with stakeholders (Russo and Perini, 2010). However Brown and Forster 

(2013) suggest that practitioners continue to face challenges in explaining how and why they 

pursue social initiatives to stakeholders (Brown and Forster, 2013). 

Research suggests from an economic perspective that organisations engaging in CSR can 

reduce costs and risks to the firm, build competitive advantage and enhance reputation 

(Salazar and Husted, 2008). In addition from a strategic perspective it is argued that there are 

altruistic and coercive motivations for pursuing CSR (Baron, 2001; Husted and Salazar, 

2006). Altruistic CSR projects carried out by organisations are pursued without regard to 

economic benefits, in comparison to coercive motivations which are carried out to provide 

social benefit, with the intention to minimise costs and the aim to enhance reputation (Brown 

and Forster, 2013).  Holt, Quelch and Taylor (2004) argue that a strong CSR record is 

expected from global brands, however it is often stated that organisations do not have strong 

CSR records and are accused of voracious behaviour (Connor, 2001).  Moreover, CSR 

practices carried out by organisations are often perceived a self-interested, which can reduce 

the effects on organisations brand equity (Prout, 2006, pg. 187). As a result corporations are 

pressured by nongovernmental organisations, such as activists, communities, governments, 

media and other stakeholders that demand what they consider to be responsible corporate 

practices (Garriga and Mele, 2004, pg. 59). The authors suggest that some corporations are 

seeking responses to such demands by establishing dialogue with a wide spectrum of 

stakeholders. Johnson-Cramer et al (2003) argue that the “essence of stakeholder dialogue is 

the co-creating of a shared understanding by an organisation and its stakeholders” (pg.149). 

For many organisations, a focus on CSR may serve as a tool to inform stakeholders that they 

are concerned about societal issues, for other organisations the integration of CSR enhances 

brand image and corporate reputation. There is an ongoing debate as to whether organisations 

engage in CSR initiatives because they are good citizens and genuinely accept their 

obligations to society or alternatively, they believe that CSR will lead to an increase in 
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profitability (Falkenberg and Brunsael, 2012). In either case, positioning an organisation as 

being socially responsible requires organisations to continually inform stakeholders of their 

relevant CSR commitments. 

Organisations which fail to inform consumers are at risk of CSR puffery, as outlined by 

Lewis (2003), which exists when brands do not support their core brand attributes, therefore 

fuelling concern amongst consumers (Mayer, Scammon and Zick, 1993). Research by 

Ashforth and Gibbs (1990) and Vallentin (2001) suggest that organisations that are likely to 

expose their CSR credentials and ambitions are likely to attract critical stakeholder attention. 

While other studies by Pomering and Dolnicar (2009) argue that consumers have low levels 

of awareness of what CSR appears to be. Nonetheless the authors argue that when consumers 

are made aware of what CSR is, it appears that CSR does lead to positive attitudes and 

stronger behaviour intentions (Pomering and Dolnicar, 2009; Sen, 2006). Therefore, stressing 

the need for organisations to enhance CSR awareness. Oberseder et al., (2013) argues that 

much research has explored CSR however research surrounding CSR and consumers has not 

yet been developed.  Strategically implemented CSR advertisements can be visually 

persuasive to build confidence, e.g. Shell’s advertisements in The Economist are usually 

visual, such as showing a fox in a green countryside environment against the background of 

an oil refinery. This captures a focus on nature and seeks to engage consumers in a shared 

responsibility for the environment with the brand. While there are many well publicised 

organisations engaging in social responsibility (e.g. Ben and Jerrys, Co-op and Marks and 

Spencer) many companies do not have a reputation of behaving in a socially responsible way 

(Piacentini, MacFadyen and Eadies, 2000). In this context, Wilkinson and Balmer (1996) 

suggest that corporate communications are very important. Yet, Shrum et al (1995) found that 

consumers tend to be distrustful of environmental claims made by organisations and Fierman, 

(1991) found that 47% of consumers dismiss environmental claims as gimmicks.  

Furthermore, Brown and Dacin (1997) argue that communications relating to corporate social 

responsible activities have also been proven to attract critical attention, for example Shell, 

who received negative publicity for the misreporting of oil reserves in 2004. Pitt (1991) 

believes that consumer cynicism exists as consumers feel organisations simply jump on the 

green marketing bandwagon without considering the full ramifications of their actions. 

Oberseder and Schlegelmilch (2011) argue that managers are left with two fundamental 

decisions; firstly, they could ignore consumers’ interest to CSR and not integrate CSR into 
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initiatives or marketing activities and instead focus on a positive corporate image. Secondly 

managers could focus on CSR positioning and CSR in marketing communications.   

Two opposing perspectives are apparent in the literature as to how organisations should treat 

their stakeholders. Some academics suggest that organisations should deal with all 

stakeholders, without favouring one group over others because each stakeholder can provide 

value to the firm (Clarkson, 1995; Freeman et al 2004; Jones and Wicks, 1999). While other 

academics suggest that firms should focus their attention on the more salient stakeholders, as 

organisations resource limitations cannot extent to satisfy all stakeholders (Jawahar and 

McLaughlin, 2001; Mitchell et al, 1997; Sundaram and Inkpen, 2004). Interestingly, while 

the latter perspective encourages organisations to focus on the salient stakeholders, it is not 

apparent who the salient stakeholders are. Furthermore Agle et al, (1999) and Galbreath 

(2006) argue that there is a lack of understanding how salient stakeholders should be treated 

by organisations and how organisational efforts should be allocated among them. In a similar 

vein; Deegan, Rankin and Voght (2000) segregate stakeholder theory into two branches; the 

positive/managerial branch and the ethical/normative branch. The positive/managerial branch 

argues that organisations will react to the most powerful stakeholders by favouring the 

stakeholders who may have a significant impact on the organisation (O’Dwyer, 2003). In 

contrast, the ethical perspective argues that all stakeholders should be treated fairly and issues 

of stakeholder power are not relevant for the interests of an organisation (Deegan et al, 2000). 

Favouring the ethical perspective Gray, Owen and Adams (1996) argue that disclosure of 

information relating to the environment should be available to all stakeholder groups.  

Regardless of an organisation stakeholder orientation, Freeman, Wicks and Parmar (2004) 

suggest that organisations must build relationships with their stakeholders, inspire them and 

satisfy their needs, thus creating a community where everyone strives to deliver their best to 

contribute to results.  

Some research studies on CSR have demonstrated that the stakeholder perception of CSR is 

related to organisational commitment, capacity to engage with employees and the 

organisations reputation (Greening and Turban, 2000; Peterson, 2004; Turban and Greening, 

1996). Moreover, it was also established that stakeholders can penalise organisations that 

present themselves as socially responsible but are recognised as irresponsible (Becker-Olsen 

et al, 2006; Calabrese and Lancioni, 2008; Freeman 1994; Sen and Bhattacharya, 2001). In 

the 2000s the stakeholder perspective, the accountability and the environmental responsibility 

gained momentum, (McBarnet et al, 2009), but equally their relevance is reflected in the 
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strategic management of UK retailers. Obligations towards stakeholders included treating 

stakeholders of a firm ethically and responsibly while encouraging stakeholder interaction 

(Wan-Jan, 2006; Waddock, 2004; Van Marrewijk, 2003; Smith, 2003; Bloom and Gundlach, 

2001). It can be argued that organisations are under scrutiny from stakeholders, who are 

watchful in terms of CSR claims, often carefully considering what organisations are 

promising and what they are doing in practice. As a result how brands are perceived and 

assessed by internal and external audiences is a strategic concern for many organizations. 

Therefore, interaction with stakeholders is of significant interest to organisations in the retail 

sector, who regularly face a critical and informed attention from stakeholders such as the 

media, customers, government and the general public. Stakeholders are now stringent in their 

evaluations of the claims made regarding social responsibility and some CSR initiatives by 

retail organisations have been in response to growing pressure from key stakeholders such as 

environmental groups.  

Stakeholders can be harsh critics of claims if CSR initiatives are embarked on only as a form 

of compliance following key stakeholder pressure (e.g. environmental groups). For example 

Aldi, in 2004, received criticism for selling garden furniture from Indonesian Meranti wood 

in Germany as the furniture did not indicate that the timber was sourced legally and ethically. 

An environmental group supported by the public, put pressure on Aldi to withdraw the 

furniture from the market. In response to this, Aldi declared that it would sell furniture with 

the FSC certificate, which promotes sustainable forestry (Aldi, 2004). Such vigilant scrutiny 

of how CSR claims are communicated to publics (Mia and Mamum, 2011) is now a fact of 

corporate life. It is arguable that environmental challenges and a greater scrutiny of ethical 

corporate behaviour are provoking a fundamental shift in the perceived role and in the self-

presentation of retail organisations in society. Retail brands now incorporate CSR initiatives 

in marketing strategies to gather support and trust from a range of stakeholders as a means of 

differentiation from competitors within crowded markets. For instance, since 1964, the Co-op 

brand has been prominent in initiating ethical trading through early adoption of Fair Trade 

products and their corporate commitment to helping less economically developed countries in 

their Co-operative Bank and other ventures. The early adoption of Fair Trade products is 

illustrative of their conscious steps towards adopting an ethical corporate image to which 

consumers can relate. More recently, in January 2009 Starbucks used the slogan “Are You 

In?” as a foundation of their CSR campaign.  This campaign offered a free cup of coffee and 

a pledge card in exchange for five hours of documented community service. The campaign 
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provides a platform to encourage meaningful engagement with consumers; it may also help 

strengthen Starbucks perceived commitment to CSR and the local community 

(www.starbucks.co.uk). By incorporating such initiatives, organisations can derive many 

benefits from behaving in a socially responsible way; such benefits are noted within CSR 

literature: e.g. improved financial performance (Johnson, 2003); building connections with 

consumers (Porter and Kramer, 2002) and internal benefits such as employee commitment 

and reduced employee turnover (Miao, 2003). Other more strategic motivations for adopting 

more socially responsible activities relate to the relationships brands seek to develop with 

customers (see Bhattacharya and Sen, 2003; Tajfel and Turner 1985; Mohr and Webb (2005).  

More recently, research has found that CSR tailored towards stakeholder groups impacts 

consumer perceptions towards brand image and brand experiential values (Wu and Wang, 

2014). A degree of cynicism towards these ubiquitous ‘responsible’ credentials has, of course 

existed - the recent LIBOR scandal reminding us perhaps of the true self-interested nature of 

banks in particular. Consumers now question the rationale behind the move towards 

corporate social responsibility from many organisations. Furthermore, how the corporate 

brand is perceived and assessed by internal and external audiences is an ongoing concern for 

many organizations, as evident in research in the US and UK (Robertson and Nicholson, 

1996) which revealed that companies tend to formulate their plan of social behaviour to align 

with specific stakeholder groups.  

2.4.1 CSR Portrayal and Stakeholder Dialogue  

CSR carried out by organisations is recognised by key stakeholders (Zadek, Pruzan, Evans, 

1997) and as a result reporting on socially responsible initiatives is increasingly deemed to be 

an important mechanism to inform key stakeholders of the firm’s accountability (Gray, Owen 

and Adams, 1996). Schmeltz (2012, pg.30) argues that organisations tend to shy away from 

reporting their CSR initiatives, either because they are not comfortable communicating their 

view on CSR or because they are not aware of the critical importance of such communication 

activities. Schmeltz (2012) argues that consumers claim that CSR is an important factor in 

forming an impression of an organisation. A review of the literature found that many studies 

indicate that consumers assess CSR to be very important, and something they expect 

organisations to engage in (Beckmann, 2006; Sen and Bhattacharaya, 2001; Maignan, 2001; 

Ramasamy and Yeung, 2008). It is argued that customers are one of a firms most relevant and 

influential stakeholders (Ailawadi, Neslin, Luan and Taylor, 2014).  
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In order to create and maintain relationships with stakeholders, organisations now attempt to 

conduct and communicate their CSR practices as a means to gather support and trust (Berens 

et al, 2002). Dawkins and Lewis (2003) argue that there is a demand for reports from 

companies that the public have a relationship with, whether it is an investor, employee or a 

customer. For retailers, stakeholders are key players in the internal and external environment; 

however broad reference to ‘groups’ and ‘individuals’ presents problems for organisations 

who are attempting to identify who they should report their CSR activities to. Reporting 

activities through financial reporting alone no longer satisfies the needs and requirements of 

stakeholders and some firms now recount their CSR initiatives in several different reports. 

Nevertheless, the various relationships between the organisation and stakeholders should be 

identified and their interests understood (Maignan et al, 2005).  Figure 2-E illustrates the 

varying methods of stakeholder reporting typically integrated by retailers towards their 

internal and external stakeholders; 

Figure 2- E: Stakeholder Dialogue 
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CSR reporting is used as a method through which organisations provide information to 

stakeholder regarding environmental, community, employee and consumer issues (Dincer, 

2011) and for many organisations it forms the integral part of their disclosures. Gray et al 

(1987, pg. 4) defines CSR reporting as “the process of providing information designed to 

discharge social accountability”- this information can be disseminated through annual 

reports, special publications or socially orientated advertising (Wadhwa and Pansar, 2011). 

Roberts (1992) argues that CSR reporting is a strategic plan from organisations in order to 

convey their social performance to stakeholders. While Vurro and Perrini (2011, pg. 460) 

suggest that CSR reporting provides a means of understanding and tracking social and 

environmental impacts, by creating a stakeholder dialogue - this stakeholder dialogue 

inevitably improves stakeholder related performance. The authors suggest that CSR reporting 

is an important source of information for the internal decision making of an organisation, 

enabling firms to identify strengths and weaknesses that in turn translate into long term 

relationships with stakeholders (Vurro and Perrini, 2011, pg. 460). Arguing in a similar vein, 

Grunig (1989) suggests that CSR reporting forms a central charter in forming a mutual 

understanding and managing potential conflicts. While Aldrich and Fiol (1994), argue that 

through managing relationships organisations are able to achieve legitimacy, Waddock and 

Bodwell (2004) also address the importance of CSR reporting by suggesting that, through 

CSR reporting organisations are able to manage external relationships, in addition to 

attracting stakeholders who favour socially responsible organisations. Taking this further, 

Nitkin and Brooks (1998, pg.460) argue that CSR reporting supports stakeholder dialogue by 

‘mapping, measuring, systemising and communicating what firms achieve in the area of 

stakeholder related CSR. Gray et al (1995, pg. 53) suggest that CSR reporting can be viewed 

as part of a dialogue between an organisation and its stakeholders.  It is argued by Snider et 

al, (2003) that stakeholder theory is a useful platform to evaluate CSR and social reporting 

activities. The rationale for fulfilling stakeholder needs is strategic – ranging from firm 

survival to competitive advantage or to developing greater loyalty among target markets 

(Mitchell et al, 1997). 

While it is argued by Wadhwa and Pansar (2011) that the main medium of disclosing CSR 

activities is the annual report, (Branco and Rodriques, 2006) suggest that an organisation 

should selectively choose the right reporting medium for the right target market. The 

information provided by organisations can be classified into two components, mandatory and 

voluntary. Mandatory reporting refers to information which is required by law; in comparison 
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to voluntary reporting is the disclosure of information at the organisations discretion – it is 

important to note that most CSR activities carried out by organisations is voluntarily reported. 

An international survey highlighted that voluntary CSR reporting has risen significantly since 

2002 (Kolk, van der Veen, Pinkse, and Fortanier, 2005). Cowan and Gadenne (2005) state 

that the mandatory reporting within annual reports provides audiences with a factual content 

of the organisations compliance with regulations, as opposed to voluntary reporting, which 

may provide audiences with organisation self-puffery to a great extent. However recent 

trends indicate that voluntary reporting of CSR has risen significantly since the year 2000 

(Kolk, Van der Veen, Pinkse and Fournier, 2005) and from a marketing perspective, a key 

reason for voluntary CSR reporting is the opportunity to portray the company in a favourable 

light (Stittle, 2002). Cowan and Gadenne (2005) suggest that organisations use voluntary 

disclosures as a means of portraying themselves as having a legitimate interest in social 

responsibility to external audiences.  

Initially, CSR reporting provided on part ‘anecdotal’ information (Hogner, 1982, Guthrie and 

Parker, 1989) with reporting linking to environmental crises that had occurred and a strong 

interlinking with the political structure of society (Hopwood, 1987; Loft 1988). In more 

recent times, Marlin and Marlin (2003) established three different phases which they refer to 

as “CSR reporting”. Initially the first phase comprised of advertisements and reporting in 

annual reports with regards to environmental issues which did not link back to corporate 

performance, this period of communications dated around the 1970s (Marlin and Marlin, 

2003). Phase two which was analysed to be around the late 1980s was characterised by social 

audits which examined the organisational performance with regards to social responsibility in 

the areas of communities, employees, customers, supplier and investors (Marlin and Marlin, 

2003). The final phase dating from the 1990s witnessed the strengthening of social auditing 

through external set and certified standards (Marlin and Marlin, 2003). Evidently from the 

synopsis the reporting of corporate social responsibility activities have become more 

regulated externally by having certified standards in place from the 1980s and 1990s. In 

comparison to the 1970s when communications from organisations regarding their CSR 

activities were not regulated.  Within the last two decades, organisations have increased 

practices to disclose environmental and social information and as a result such reporting has 

increased in volume and complexity (Gray et al, 2001). Furthermore, Gray et al (1995) 

confirmed the increase in volume of information disseminated between 1979 and 1991 by 

firms within the UK.  
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Despite the increase in volume of information, empirical research carried out by Vurro and 

Perrini (2011, pg.470) found that levels of disclosure from organisations do not have an 

impact on the social performance of a firm. Therefore the authors argue that an analysis of 

CSR disclosure is required which goes beyond “what should organisations disclose” (Vurro 

and Perrini (2011, pg.470) and to explore “how should organisations disclose information”, 

taking into account a firms relationship with their stakeholders. Interestingly, the findings 

from this study support the work of Post et al (2002), who argue that CSR cannot be 

understood separately from relationships between the organisation and their social context 

(Vurro and Perrini, 2011).  Therefore the response of organisations to social demands has 

played a pivotal role in achieving social legitimacy, social acceptance and prestige (Vurro 

and Perrini, 2011, pg.470).  Furthermore, the authors articulate the need for organisation who 

are active in CSR to go beyond a generic responsiveness approach towards society at a large, 

and instead to focus on the importance of identifying stakeholders and related areas of 

responsibility (Vurro and Perrini, 2011, pg.470).  

2.4.2 Priming and Framing of CSR Messages 

Notably, retail organizations are facing challenges in portraying their CSR messages – 

academic research carried indicates that consumers have reservations and reluctance about 

companies who are over – eager to inform stakeholders of their CSR activities (Morsing et al, 

2008; Mohr et al, 2001). Cacioppo, Petty and Rodriguez (1986) and Kahneman et al (1982) 

suggest that individuals, when forming judgements, rely on a range of informational 

characteristics that are not central to the true merits of the situation at hand. In which case, 

persuasion is influenced by the way in which the information is packaged and presented 

(Elsbach and Elofson, 2000).  

Wang (2007) argues that priming and framing can be used to effectively enhance advocacy 

and persuasion of corporate communications and messages. The role of priming and framing 

are theoretically linked to the psychological process that individuals draw upon to examine 

information, form judgements and to draw assumptions; however it is important to 

understand and appreciate the distinct differences between priming and framing. Wang 

(2007, pg.123) suggests that once researchers and practitioners have acknowledged the 

differences, they can only then create messages and communications that are intended to 

influence stakeholders that are important to an organisation.  
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 Goffman (1974, pg. 27) first developed the notion of ‘framing’, suggesting that a frame is “a 

scheme of interpretation in which the particulars of events and activities to which we attend 

are organised and made sensible”. Furthermore, it is suggested that framing involves the 

organisation and packaging of information, and the process by which a “communication 

source defines the essential problem underlying a particular social or political issue and 

outlines a set of considerations allegedly relevant to that issue” (Nelson, Clawson and Oxley, 

1997, pg.222).  Therefore, a frame is a story line or an idea that provides meaning (Gamson, 

1992; Gamson and Modigliani, 1987). The concept of framing suggests that by emphasising 

certain aspects of information the process of framing involves ‘selection and salience’ (Park, 

2003). Taking this notion forward Entman (1993, pg.52) argues “to frame is to select some 

aspects of perceived reality and make them more salient in a communicating text”.   Equally, 

it is proposed that framing can work through an “accessibility-driven process” – as framing 

consists of selecting some aspects of perceived reality and making them more salient in 

communicating text, enabling researchers and practitioners to promote a particular problem 

definition, causal interpretation, or moral judgment (Cappella and Jamieson, 1997).  Based on 

this “accessibility-driven process” Wang (2007, pg. 126) argues that frames influence the 

accessibility of associations held in memory, therefore increasing the likelihood that 

individuals will follow those associations when thinking about a particular subject. Expressed 

differently, frames – whether it is a story line or an idea – guides individuals to understand a 

subject, which subsequently allows them to form judgements.   

In contrast, the notion of priming is based upon the premise that a stimulus can activate 

previously learned cognitive structures, which inevitably influences the judgment process 

(Fiske and Taylor, 1991). Iyengar and Kinder (1987) and  Iyengar and Simon, (1993) suggest 

that the role of priming states that by making particular issues more ‘salient’ than others, a 

prime can influences the standards by which an issue is judged by individuals (Iyengar and 

Kinder, 1987; Iyengar and Simon, 1993).  Research has indicated that individuals often use a 

shortcut strategy by making judgments based upon ‘chunks’ of information most easily 

retrieved from memory (Krosnick and Brannon, 1993). Thus implying, that exposure to 

certain coverage relating to an issue tends to make the subject/issue more accessible and 

retrievable in the audiences mind (Wang, 2007).Similar to the arguments in framing, Higgins 

and King (1981) and Wyer and Srull (1989) argue that research incorporating priming points 

to ‘accessibility’ as the intermediary between priming and its effects. According to the 

perspective, a concepts accessibility within memory is determined in two parts – a) by the 
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frequency (Higgins et al, 1985) and recency (Herr at el, 1983; Higgins et al, 1977; Srull and 

Wyer, 1979).  What is interesting with both priming and framing is that both concepts play a 

similar role as a means of guiding how individuals understand a subject and thus guiding 

individuals to form judgments. However it can be argued that both concepts may initially 

activate certain opinions, but other forms of exposure can perhaps extend and broaden this 

activation that individuals associate with a brand/corporation which also forms the basis of 

their attitudes.  

2.4.3 Adoption of Stakeholder Theory and Framing in this Study  
 

It is argued by Snider et al, (2003) that stakeholder theory is a useful platform to evaluate 

CSR and social reporting activities. Therefore, this study adopts a ethical/normative branch of 

stakeholder theory, in line with Gray et al (1996), based on the premise that it is the moral 

responsibility of organisations to make corporate social disclosures apparent to all its 

stakeholders.  The term stakeholder has been defined as, individuals and groups with a 

‘critical eye’ on corporate actors (Bomann-Larsen and Wiggen, 2004). Inevitably, 

stakeholder theory argues that whatever the aim of the organisation, managers must take into 

consideration the legitimate interests of those groups and individuals who can affect or are 

affected by the organisations activities (Donaldson and Preston, 1995; Freeman, 1994). 

Kitchin (2003) argues that in respect to CSR, the brand’s responsibilities come from 

honouring the trust and keeping promises made to stakeholders. Inevitably, stakeholder 

theory argues that whatever the aim of the organisation, managers must take into 

consideration the legitimate interests of those groups and individuals who can affect or are 

affected by the organisations activities (Donaldson and Preston, 1995; Freeman, 1994). 

Schmeltz (2012) suggests that CSR communication is an under explored area. The above 

research identifies that it remains unclear what stakeholder may interpret from CSR brand 

portrayal; therefore the way in which information is presented and framed to stakeholders is 

an important area for investigation. Podnar (2008) suggests that in particular, the stakeholder 

group consisting of consumers are increasingly becoming more powerful.    

2.5 Branding  
 

Middlemiss, (2003) argues that CSR is important for building and protecting the brand 

reputation that is demanded by customers.  Where CSR can link strongly to brand reputation 

is through brand heritage and authenticity (Kitchin, 2003). It is not the intention of this study 
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to review the range of ideas on branding, rather to examine just two aspects- that of brand 

heritage and how it is links to the development of CSR messages and that of brand 

authenticity and how it is intertwined in CSR dialogue. The broad theoretical elements of 

branding will therefore only be briefly reviewed.   

2.5.1 Brief Overview of Branding    
 

The role of branding has undergone a remarkable shift through its constant review and 

redefinition.  Ballantyne and Aitken (2007) argued that brands are one of the most researched 

topics within the literature, and as a result ambiguity rather than clarity of understanding has 

been the outcome. The authors suggest that the complexity that surrounds the term ‘brands’ 

derives from using one word (brand) in three different contexts (Ballantyne and Aitken, 

2007).  The first context, is when “brand” serves as an identifier; secondly, when “brand” 

refers to its products and its characteristics and finally, when “brand” relates as a symbolic 

reference to values that customers may see as attributes to provide a sense of belonging to a 

brand (Ballantyne and Aitken, 2007).   

Traditionally a brand is defined as “the name, associated with one or more items in a product 

line that is used to identify the source of character of the item(s)” (Kotler, 2000, pg.396).  

While the American Marketing Association (AMA) define a brand as; 

“a name, term, sign, symbol, or design, or a combination of them, intended to identify the 

goods and services of one seller or group of sellers and to differentiate them from those of 

competitors” (pg.404). 

Building upon this definition Keller (2003) argues “whenever a marketer creates a new name, 

logo or a symbol for a new product, he or she has created a brand” (pg.3). It is argued that 

within traditional branding the objective was to build a brand image or a strategic method 

aimed to derive short term results (Aaker and Joachimsthaler, 2000).  It is evident through the 

definitions that the function of a brand was to “distinguish”, “differentiate”, “and identify” – 

thus the primary objective of traditional branding served to identify a product and 

differentiate it from competition. However it is argued that the “challenge today is to create a 

strong and distinctive image” (Kohli and Thakor, 1997, pg.208).  Kapferer (1997) argues that 

after the 1980s organisations saw branding from a different perspective, from this perspective 
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it was understood that brands are more than identifiers; instead brands can buy a place in the 

mind of the consumer.   

Interestingly, Balmer and Gray (2003, pg.973) also comment on the evolving nature of 

brands; the authors argue that traditionally in the simplest form brands were viewed from the 

“sender-end” of the communications equation. As time progressed, the authors argue that 

branding was associated with corporate image building (Balmer and Gray, 2003, pg. 973), 

while recent literature emphasises the importance of brand values – brands are viewed as a 

means to encapsulate the additional values that are linked to an organisation (Balmer and 

Gray, 2003, pg.973). Progressively, brands are now considered from the “consumer-end” of 

the equation (Balmer and Gray, 2003), as the consumption of brands by consumers can serve 

as a way to define, who they are, who they wish to be or wish to be seen as (Kay, 1995; Elliot 

and Wattanasuwan, 1998; Newman, 2001). Furthermore, Simoes and Dibb (2001) suggest 

that our post-modern consumer culture consumers realise that brands are a vital component in 

the construction of our individual identities. Balmer and Gray (2003) further argue that 

corporate brands are crucial to numerous stakeholder groups and would play pivotal role in 

the construction of identities to many groups including, employees, suppliers and the 

government. Balmer (2001) argues that corporate brands have several different functions; 

they communicate the brand’s values, which are often viewed as a promise; they serve as a 

means of differentiation from competitors; and they enhance the esteem and loyalty in which 

the organisation is held by its stakeholder groups.  Furthermore, Fournier (1998) argues that a 

brand can be viewed as a relationship.  

2.5.2 Emotional and Relationship Branding 

Keller (2003) argues that brand managers traditionally assess how consumers perceive brands 

by examining brand attitudes, brand evaluations or perceived quality. On the contrary, other 

academics note that consumers differ not only in perception but also how they relate to a 

brand (Fournier, 1998; Muniz and O’Guinn, 2001). Aggarwal and McGill (2007) argue that 

marketing managers attempt to induce customers to think of brands as a living by adopting 

personification, anthropomorphosis, in addition to using human characters and other 

attributes. Fournier (1998) suggests that one way to achieve this is by acknowledging this 

relationship is through “the ways in which brands are animated, humanised or personalised” 

(Fournier 1998, pg.344). She states that there are three brand animating processes: through 

the spirit of a past or present; by using brand-person associations; and through a complete 
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anthropomorphization of the brand – as brand relationships happen “at the level of consumers 

lived experiences” (Fournier 1998, pg.360).  Expressed differently, Fournier (1998) seems to 

propose that brands are perceived as human-like entities. Kim et al (2013) suggest that brand 

associations that are linked to human qualities encourage individuals to develop emotional 

attachments and motivational ties with a brand.  

Many academics over the past decade have emphasised the importance for organisations to 

build strong brands by forming emotional connections between the organisation and the 

consumer (Aaker, 1996; Keller, 2003). Expressed differently, it can be argued that the 

importance of brands and branding extends much further than simply being a logo; instead it 

is increasingly important for brands to hold meaning – meaning that customers can relate to. 

Gobe (2001) suggests that it is the emotional aspects of brands that make a significant 

difference for consumers. He argues that consumers are interested in buying emotional 

experiences – it is through these emotional experiences that brands are able to form an 

emotional bond with customers, inevitably forming the notion of emotional brands. Gobe 

(2001) defines emotional branding as engaging the consumer on the level of senses and 

emotions, creating deep, lasting, personal emotional connections to the brand.  While Roberts 

(2004) suggests that emotional branding is a consumer centric concept, focusing on 

relational, story driven approaches to forging deep and affective bonds between consumers 

and brands. Gobe (2001) further argues that emotional branding aims to create an all-

inclusive experience that delivers an emotional fulfilment so that the customer develops a 

bond and trust with the organisation (2001). According to Gobe (2001), emotional brands 

share a set of common values that make them highly sought, these are: 

1. An organisational culture focused on people 

2. A distinctive organisational philosophy and communication style 

3. An emotional anchor that draws consumers to their promise. 

Emotional branding advocates insist that it is the brand meanings that inspire consumer 

passion and abiding loyalty (Gobe, 2001; Marks and Pearson, 2001; Roberts, 2004). Taking 

this perspective further, it can be suggested that brand marketers should focus on 

communicating brand stories that enthuse and fascinate consumers (Thomson et al, 2007). 

Roberts (2004) further suggests that these stories should demonstrate genuine appreciation of 

consumers’ lifestyles, dreams, motives, goals and compellingly represent how the brand can 

enhance their lives. Arguing in a similar vein Gobe (2002, pg. xxi) argues “consumers today 
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not only want to be romanced by the brands they choose to bring into their lives, they 

absolutely want to establish a multifaceted holistic relationship with that brand, and this 

means they expect the brand to play a positive, proactive role in their lives”.  Therefore, the 

primary objective of emotional branding is to forge strong and meaningful bonds with 

consumers, and in doing so, become an integral part of their life stories, memories and an 

important connection in their social networks (Atkin, 2004). Proponents of emotional 

branding suggest that such brand stories inspire passionate consumers who will often act as 

brand missionaries – promoting the brand through their individual invocative, personalised 

brand stories (Gladwell, 2000; McAlexander, Schouten, and Koeing, 2002; Muniz and 

O’Guinn, 2001). 

Extending his work on emotional branding Gobe (2002) introduces a concept called ‘citizen 

brands’. Gobe (2002) argues that consumers not only anticipate organisations to be good 

philanthropists, but also to become empathetic friends or neighbours. In addition, “citizen 

brands” exist within organisations that take into consideration the impact on people, both 

internally and externally. It can be perhaps argued that a citizen brand is a socially 

responsible brand who takes into consideration its stakeholders. 

2.6 Brand Heritage 
 

Brand heritage is an emerging concept attracting much attention from academics within the 

marketing discipline. Studies by Liebrenz-Himes et al (2007); Aaker (1996); and Rindell 

(2010), have indicated that brand heritage is a basic component of a brands image and can in 

turn increase brand equity. Aaker (2004) suggests that heritage is an increasingly important 

value driver for brands as their early roots add authenticity to the brand, thus allowing them 

to differentiate themselves from competitors. Furthermore Aaker (2004, pg. 7) argues that the 

identity equity of brands is strong because their heritage “helps define these brands today and 

add value, especially when they are re-interpreted in a contemporary light”. While Hudson 

(2011) argues that brand heritage suggests that the historical status of older organisations can 

often be linked to their brand identity and consumer appeal (pg.1538).  Research by Urde, 

Greyser and Balmer (2007) suggests that historic brands require specific approaches to its 

brand management as these brands fit into a distinct conceptual category, in comparison to 

younger brands.  Research by Orth and Gal (2012) argues that previous research highlights 

the importance consumers place upon brands past.  Hudson (2011) argues that the belief that 

organisations may have a heritage dimension emerged at least a quarter of a century ago, 
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when it was argued that an historical approach to an organisation could provide “brand 

images” or “themes for advertising” (Smith and Steadman, 1981). Smith and Steadman 

(1981) argue that managers can explore an organisations history to establish ways to adapt 

the brand to its past. Furthermore, the authors suggest that a brand history is a useful tool to 

recall “moments of the past to motivate employees in the present” (Smith and Steadman 

(1981, pg.164). Rindell (2007) suggests that consumers refer to earlier organisational 

experiences from various sources to form a framework for interpreting an organisations 

corporate image in the present. Thus, it is suggested that this specific bond between an 

organisation and its consumers must be considered as an active relationship at the “level of 

lived experiences” (Fournier, 1998).  The brands contemporary significance can result from 

collective interpretations by consumers and stakeholders over historical moments (Hatch and 

Rubin, 2006). Similarly, Aaker (1996) argues that in considering brand associations that are 

linked to consumers memory, organisations can “benefit from tracing back to its roots and 

identifying the elements that made the brand special and successful in the first place” (Aaker, 

2004, pg.7). Thus, allowing organisations to gain a better understanding of how consumers’ 

past experiences connect with the organisations history or even their brand heritage (Aaker, 

1996). 

Aaker (1996) adopted the concept of brand heritage to illustrate the process of brand identity 

formation for organisations and also the “self-analysis” of brands. Through illustrating how 

an organisation should consider and analyse its heritage, history and reputation, Aaker did not 

define the concept of brand heritage nor did he elaborate on the concept. According to 

Banerjee (2008, pg.314) history, image, expectancy and equity all combined represent the 

four main pillars of a brand’s heritage. History representing the brands eventful past, and the 

image “an after effect of the brand communication and positioning based on the benefits 

enjoyed by consumers” (Banerjee, 2008, pg.314). Brand expectancy referring to the 

emotional and physical benefits consumers retrieves from brands. Finally, equity 

encompasses of two parts; a homogeneous and heterogeneous set of competences that both 

respectively assist progression and give the edge over competition (Banerjee, 2008, pg.314). 

Given the four pillars of brand heritage illustrated by Banerjee (2008), it is suggested that 

these pillars with the exception of a brands history are difficult to measure (Hakala et al, 

2011). While Urde et al (2007, pg. 4) observe brand heritage as “a dimension of a brand’s 

identity which is found within its track record, longevity, core values and in particular an 

organisational belief that its history is important”. As opposed to a heritage brand which as a 
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“brand with a positioning and value proposition based on its heritage” (Urde et al, 2007, 

pg.5). Balmer et al (2006) illustrate through a study based on the monarchy’s national 

heritage the five Rs, royal, regal, relevant, responsive and respected, as the foundation of the 

five components of heritage brands. Urde et al (2007) state that the five elements can indicate 

how much heritage may be present or potentially found within a brand. Urde et al (2007) 

argue that the more characteristics in a brand, the more likely the brands have a high heritage 

quotient (HQ). The elements surround what Urde et al (2007) refers to as “brand 

stewardship” which the authors consider to be essential elements in preserving and protecting 

the brand heritage. These elements are illustrated below in Figure 2-F; 

Figure 2- F: The Elements of Brand Heritage  

 

 

 

 

 

 

 

 

Source: This Study                                                            

Urde et al (2007) assert that the “longevity” of a brand is a necessary component in brand 

heritage; however longevity alone is not adequate in order for an organisation to qualify for 

brand heritage status. While it can be argued that longevity can be difficult to measure, the 

authors argue that in the context of brand heritage longevity reflects “a consistent 

demonstration of other heritage elements, especially track record and the use of history 

(Urde et al, 2007, pg. 9). In particular, emphasis on the organisations “history” in the overall 

brand identity is essential. Ooi (2002) examined the strategic importance of business history 

and noted the effectiveness and usefulness of stakeholder emotions, experiences and thoughts 

by the corporation in communicating the organisational history. It was noted by Parker 

(2002) how managers later marshalled their history into business operations in a selective 

way as means of supporting the institutions future decisions and directions. The study carried 

out by Parker revealed that history was a “malleable” resource which could be subjected to 
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manipulation and reinterpretation. Arguing in a similar vein Aaker (1991) argues that a 

brands history is composed through brand related experiences which inevitably shape brand 

perceptions. Thus, a brands early roots add sincerity and a point of differentiation, especially 

as a brands history is reinterpreted in contemporary times (Aaker, 2004). Hudson (2011) 

observes that the history of older brands can be a fundamental constituent of the brand’s 

identity for a variety of stakeholders, especially consumers who recognise the heritage. 

Linking this to the retail sector, it can be suggested that brands with a strong longevity, such 

as Marks and Spencer and the Co-operative, have generated loyalty from brand enthusiasts. 

Urde et al (2007) suggest that corporate identity brands embrace three time frames, the past, 

the present and the future, furthermore, heritage within brands can help make the brand 

relevant to the present time and also to the future. 

Urde et al (2007) further argue that in order for brands to be eligible for heritage status, they 

must have a “track record” based on the demonstrated performance and evidence that such 

organisations have lived up to their promises made to customers – which is enabled by a 

commitment to their “core values” and reflected in the “symbols” that are chosen to identify 

the brand.  Urde et al (2007) argue that for many organisations continuity and consistency of 

their core values help define the corporate strategy which in time is translated into part of its 

heritage.  It is suggested that long held core values are the base for the brands positioning 

which is expressed as a promise in external communications, internal guided behaviours and 

actions (Urde, 2003; Lencioni, 2002). Furthermore, Lencioni (2002) and Kapferer (2004) 

argue that when the core values of an organisation fulfils its role as a belief that the brand 

strives to live up to, the values then in turn become an integral part of the identity and 

eventually within the brand’s heritage. Hudson (2011, pg.1539) argues that the greater the 

proportion and combination of these different elements, the increased overall “heritage 

quotient” by an organisation.  Liebrenz-Himes, Shamma and Dyer (2007, pg. 142) argue that 

“heritage brands are viewed to have a status, character, social class and a historyand brands 

express their heritage in the form of a narrative or brand story”. Taking the notion of a brand 

story further, McMahon and Morley (2011) suggest that a brands story is equally important 

as their qualities and traditions allow brands to evoke an emotional response from their 

customers. 

Arguing against the five elements, Hakala, Latti and Sandberg (2011) argue that track record 

overlaps with history and core values; and as a result the authors argue that the definition 

provided by Urde et al (2007) is not applicable. In addition, Hakala et al (2011) argue that 

75 
 



 

they prefer consistency and continuity instead of longevity, as they better capture the idea of 

the same overall look and feel in the positioning strategy and underlying theme over time. 

Both consistency and continuity in a company’s marketing communications enhance a brands 

heritage, (Hakala, Latti and Sandberg, 2011).  As a result the authors’ propose that brand 

heritage is defined as:  

“ a composite concept incorporating the history of the brand in numbers of years of 

operation and the power of the brand story over time, as well as the consistency and 

continuity of the core values, the product brands and the visual symbols” (Hakala, Latti and 

Sandberg, 2011, pg. 454). 

Urde et al (2007) argue that their approach to brand heritage strengthens corporate marketing 

for those organisations where heritage is applicable. Furthermore, the authors argue that 

heritage is an integrated element of the character of such brands. It is suggested that from a 

strategic perspective, organisations with a distinct heritage can provide leverage for a brand, 

particularly in global markets (George, 2004). Similarly Urde et al (2007) suggest that 

heritage can provide organisations with a basis of competitive advantage, authenticity, 

credibility and can help build special relationships with a range of stakeholders (Urde et al, 

2007). As a result brands with heritage should therefore, incorporate it into their corporate 

identity in order to take advantage of its differentiation that can be of value to the consumer 

and to other stakeholders (Urde et al, 2007).  Furthermore, the authors argue that 

organisations with heritage can add to the brands value, authenticity and credibility for 

customers/consumers; it can build special relationships with a range of stakeholders and it 

can create competitive advantage (Urde et al, 2007, pg.10). Himes, Shamma and Dyer (2007) 

argue that is heritage brands only maintain their appeal to current and past consumers, a 

brands heritage can shift from being an advantage to a liability. 

In recent times it is argued that brand heritage can offer a basis for stabilisation and growth, 

(Ballantyne et al, 2006). While Aaker (2004) recommends that organisations which are 

struggling “should go back to the roots”, it is also argued that overly strict organisations who 

adhere to brand heritage can have a tendency to remain unchanged and do nothing, 

(Blomback and Brunninge, 2009). Arguing in a similar vien, Aaker (1996) suggests that 

heritage brands face problems of being considered “old” or not being “cutting edge”. On the 

contrary, Weidmann et al (2011) argue that brands with strong heritage can be seen as the 

oldest brands and therefore generations of consumers have withstood the test of time and 
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competition. In addition, the authors suggest that if a brands unique personality is based on 

the past but has readjusted its brand identity, brand meaning and core values with ongoing 

innovation to present and future consumer needs in a changing market place - the 

organisations heritage is the key to the brand’s continuing success.  

According to Aaker (2004), heritage is an important value driver to organisations as the early 

roots of a brand can offer and add to the authenticity and differentiation to the brands. Aaker 

further argues that heritage helps “define brands today and add value, especially when they 

are re-interpreted in a contemporary light” (Aaker, 2004, pg. 7). In addition to this it is 

suggested that brand heritage can create and confirm expectations about the organisations 

future behaviour to stakeholder groups and make promises that the brand will continue to 

deliver on these commitments (Aaker, 1996; George, 2004). Taking this notion forward it can 

be argued that brand heritage can add to consumers associations towards brands and as a 

result can reduce consumers buying risk. Therefore brand heritage can influence perceptions 

surrounding brand image and influence consumer behaviours. On the contrary it can also be 

argued that brand heritage can only influence consumer purchasing patterns and consumer 

behaviour, if consumers identify and recognise this heritage.  This therefore, raises the 

question as to whether organisations firstly, recognise their heritage and secondly, whether 

organisations should fully integrate their heritage as part of their corporate positioning and 

reporting to inform customers and non-customer stakeholders.  

Organisations with a heritage can communicate with consumers through various ways such as 

symbols, nostalgia, graphics, packaging and advertising (Ballantyne et al, 2006). Similarly 

Urde et al (2007) argue that symbols act as a means of expressing core values, therefore 

expressing what the brand stands for.  Hudson (2011) argues that heritage marketing requires 

a proactive involvement from managers in exposing aspects of heritage through archival and 

consumer research, activating that heritage through product design and marketing 

communications and protecting that heritage through stewardship and attention to continuity. 

Past research by Rowlinson and Hassard (1993) reports on how Cadburys constructed its 

corporate identity by telling stories relating to the history of the Cadbury family. Merchant 

and Rose (2013) argue that different levels of nostalgia can impact a brands heritage. The 

literature highlights two types of nostalgia that link specifically to a brands heritage; a) 

personal nostalgia, which encompasses a longing for the lived past experience (Merchant and 

Rose, 2013) and b) vicarious nostalgia, which involves a longing for a period of time in the 

past that an individual did not personally live through (Baker and Kennedy, 1994; Goulding, 
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2002; Stern, 1992). A study carried out by Merchant and Rose (2013) highlights the 

importance of brand heritage in shaping brand attitudes. Thus, the authors argue that 

managers should promote a brands heritage by evoking individual brand histories and a 

brands origins through tapping into nostalgia based advertising and messages (Merchant and 

Rose, 2013). 

2.6.1 Brand Heritage and its Related Concepts 

The area of brand heritage (Urde et al, 2007) also relates to literature in corporate and 

organisational marketing (Balmer, 1998, 2001; Balmer and Gray 2003; Balmer and Greyser, 

2006; Balmer and Wilson. 1998; Urde, 2003) and from other forms of branding, such as 

nostalgic brands, retro brands and iconic brands. Therefore it is useful to distinguish brand 

heritage from other kinds of branding, such as nostalgic brands, retro brands and iconic 

brands. Amongst these forms of branding there are many overlaps, however there are also 

many significant differences. Nostalgic brands refer to use of products as materialisations of 

memories linked to idealistic past (Weidmann et al, 2011a).  For example, Heinz as this brand 

could be perceived as a childhood favourite, and as a result consumers looking back to this 

product to cheer themselves up in economic difficulties (Weidmann et al, 2011a).  Davis 

(1979) makes a distinction between personal and communal nostalgia. Personal nostalgia 

makes reference to individual lifecycles, Brown and Kozinets (2003) argue that as people 

grow older, they will want to reflect on their youth; in comparison to communal nostalgia 

occurs at a societal level (Brown and Kozinets, 2003). It is suggested that older than average 

brands have the ability to evoke former time periods but also former selves (Brown and 

Kozinets, 2003). Furthermore, the authors suggest that older brands serve to bind consumers 

to their pasts and also the communities that share those brand experiences. According to 

McAlexander, Schouten and Koening (2002), brands have the ability to link communities 

with common interests. 

Closely related to nostalgic brands are retro brands, which are based on the desire to evoke 

memories of past events, perhaps when life was perceived to be simpler and stress free 

(Weidmann et al, 2011a). Brown and Kozinets (2003) define retro brands as a revival of a 

product or service from a previous historical period, which is often updated to contemporary 

standards. Moreover, Brown and Kozinets (2003) highlight the integrated nature of retro 

brands, brand heritage and nostalgic brands. The authors argue that retro brands trade on 

consumers nostalgic feelings, through the use of familiar slogans and packages, invoke brand 
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heritage and evoke personal and communal nostalgic feelings. Finally iconic brands are those 

which manifest at present and live on the power of symbols and are spread by social groups 

(Weidmann et al, 2011), examples of such brands are Nike, Apple and Harley Davidson. 

While the above constructs are rooted in the past or adopt a ‘retrospective spirit’ (Weidmann 

et al, 2011b), brand heritage embraces all three time frames form the past, present and future 

(Urde, 2007).  Figure 2-G below highlights the distinctions between brand heritage and its 

related brand constructs. Evidently, brand heritage encompasses all three time frames; 

Figure 2- G: Distinction between Brand Heritage and Related Brand Constructs 

 

 

 

 

 

 

 

 

 

 

It should also be noted that brand heritage also differs to business history. Hudson (2011) 

argues that business history involves a recognised and systematic examination by scholars, 

using historical research methodology to deliver conclusions, while in contrast, brand 

heritage involves the informal employment of historical themes, narratives and images by 

practitioners to achieve an advantage (Hudson, 2011).  Table 2-E outlines the related 

constructs outlines the overlaps and differences to brand heritage.  

It is suggested that the drivers of brand heritage can be viewed as “perceptions about a brand 

as reflected by the brand associations held in consumer memory” (Keller, 1993, pg.3).  

Furthermore, Rose, Merchant, Orth and Hortsmann (2015) argue that invoking a brands 

heritage is by relating a brands past history to its current position. Graeff (1996) argues that 
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heritage as part of an organisation past, present and future image includes various elements of 

branding that in turn fosters consumer loyalty, personal identification with a brand which is 

consistent with one’s self-image. In addition heritage as part of a brands identity can be 

viewed as exclusivity and rare and as a result enhance preference for a brand for consumers 

(Verhallen, 1982; Lynn 1991; Pantzalis, 1995). Brands with heritage invoke a desire for 

differentiation that can only be satisfied when the consumption and use of certain brands 

enhance status (Leibenstien, 1950; Vigneron and Jonson, 1999, 2004).  In addressing the 

sequential time dimension in evolving brand images, Keller (2007, pg.59) suggests that “the 

power of a brand lies in what customers have learned, felt, seen, and heard about the brand 

as a result of their experiences over time”. Wiedmann et al (2011b, pg. 186) argues that due 

to the time dependence of consumer evaluations, intentions and attitudes make reference to 

actual feelings and as a result, the concept of brand heritage holds significant importance. 

Furthermore Rindell (2007) suggests that heritage brands are positioned on their longevity 

and their support from customer beliefs; therefore consumers have recollections and 

memories of earlier company related experiences that they use to construe company related 

experiences in the present time. While scholars such as Alderson (1957) and Zaltman (1997) 

have recognised the importance of the experiential brand nature, it can be suggested that 

although brand heritage provides a one route understanding to a brands evolution through an 

exploration into its past, present and future - consumers also tap into their own brand 

meanings through personal experiences to form brand stories which can be shared within 

communities. Therefore, perhaps brand heritage alone is a concise construct and does not 

capture the dynamics of a brands renewal alone. As a result, integrating elements of nostalgic 

marketing such as the personal and communal elements should also be considered, in order to 

explore personal and cultural brand associations which are also integrated within a brands 

heritage from a consumer’s perspective.  This is also supported by Merchant and Rose (2013) 

who suggest that evoking a brand’s heritage can connect it to “better times” and the emotions 

that consumers associate with them.  This is further supported, more recently, by Rose et al 

(2015) who suggest that brand heritage can bring forth positive associations and emotions 

through personal experiences through associations with previous times (pg. 6).  

Brown and Kozinets (2003, pg. 30) suggest that Aura (brand essence), Allegory (brand 

stories) and Arcadia (idealised communities) also form a character a brands meaning. 
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Table 2- E: Brand Heritage and Related Constructs 

Related 
Constructs 

Key Authors Definition/Main Focus Overlaps and Differences 

 
Retro 

Branding 

 
Browns, 

Kozinets, and 
Sherry (2003) 

Brands are re launched with updated features. Brand 
meanings are predicted on an idealistic past and an 
enlivening paradoxical essence (Browns, Kozinets, 
and Sherry, 2003, cited in Weidmann et al, 2011a, 
pg.207). 

 

Similar to retro branding, brand heritage has a nostalgic spirit. However retro 
brands are related to a specific time often with a nostalgic character, in comparison 
to brand heritage which draws from the past and makes it relevant for current 
contexts and purposes (Urde Greyser and Balmer, 2007, cited in Weidmann et al, 
2011a, pg.207). 
 

 
Iconic 

Branding 

 
Holt (2004) 

Iconic brands stand for culturally dominant or 
idiosyncratic symbols. In renovating a brand into an 
iconic brand, one of the biggest influences is myth 
making (Holt 2004, cited in Weidmann et al, 2011a, 
pg.207). 
 

Heritage is specially influenced by symbols, as Urde states within the five elements 
which for brand stewardship, however not all iconic brand necessarily have a 
heritage (Weidmann et al, 2011a, pg. 207). For brand heritage myth making is 
relevant but not vital, Urde Greyser and Balmer, 2007, cited in Weidmann et al, 
2011a, pg.207). 
 

 
Nostalgic 
Branding 

 

 
Davis (1979) 

Nostalgic brands trigger former memories from a 
particular time period. Such brands serve to bind 
consumers to their past (Davis, 1979, cited in 
Weidmann et al, 2011a, pg.207). 

Like brand heritage, these brands link people to a retrospective perspectives based 
upon experiences of associations.  More so, brand heritage invokes that nostalgic 
character and also makes it relevant for the future (Weidmann et al, 2011a, pg. 207). 

 
Brand 
Revival 

 

 
Brown, 

Kozinets and 
Sherry (2003) 

 

The authors argue that between retro and brand 
revival there is a serious overlap. It is defined as a re-
launch of product or service brand from a prior 
historical period which is usually not always updated 
to contemporary standards (Browns, Kozinets, and 
Sherry, 2003, cited in Weidmann et al, 2011a, 
pg.207). 
 

The overlap between brand revival and brand heritage is that both can trigger 
memories from consumers and harmonise the past with the present (Weidmann et 
al, 2011a, p207). In contrast brand heritage does not hunt a goal of renewing a 
brand; it places more emphasis on how the brand heritage tells a story with 
positioning added within the heritage (Weidmann et al, 2011a, pg.207). 

 
History 

Marketing 
 

 
Balmer (1994); 
Hobswawn and 
Ranger (1983); 

Ooi (2002) 

History marketing in particular is primarily 
characterised with the past time frame (Balmer, 1994 
cited in Weidmann et al, 2011a, pg. 207). 

Lowenthal (1998) argues that the distinction between heritage and history is minor, 
but the perspectives are divergent. While history is retrospective and grounded in 
the past. A heritage brand embraces all three time frames, including the future ( 
Urde et al, 2007, cited in Weidmann et al, 2011a, pg.207). 

Source: Adapted from Weidmann et al, (2011a) 
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2.7 Brand Authenticity  
 

At a time where consumer cynicism surrounding organisations and their efforts of behaving 

in a socially responsible way exists, Gilmore and Pine (2007) argue that brands offering an 

experience that is perceived as authentic, with a strong element of stability and a recognisable 

heritage, appear to be a significant source of meaning for their customers (Loveland, et al, 

2010). Furthermore, it is argued that brands with an identifiable heritage are better prepared 

to cope with uncertainties in the environment and to address the future (Urde et al, 2007) and 

to engage with their customers at a symbolic and emotional level (Ballantyne, Warren and 

Nobbs, 2006).  The concept surrounding authenticity has generated much interest and diverse 

debates from academics and scholars who attempt to argue the use of the concept. Beverland 

(2005) argues that the term ‘authenticity’ remains challenging; as few authors have defined 

the term and the literature lacks an acceptable accepted definition. Appropriately, Beverland 

(2005, pg.1003) suggests that “confusion surrounds the nature and use of authenticity in the 

brand arena”.  
 

2.7.1 Brand Authenticity in other Disciplines 
 

Antecedents of authenticity highlights the complexity of the concept; however authenticity 

has been described as an umbrella term for the various attempts to explain and define what 

authenticity is (Schallehn, 2014). Bruhn et al (2012) argue that much research has been 

carried out in defining what authenticity is, particularly among philosophers, sociologists, 

anthropologists and psychologists. Within philosophy Taylor (1991) argued that authenticity 

is related to the liberation from bonds as well as with originality.  According to Heidegger 

(1996) authenticity is related to exploring one’s self and applies that individuals that conform 

to society are at risk of losing their own identity. Many sociologists have explored 

authenticity from the perspective of experiences/performances – research within this 

disciplines argues that authenticity is viewed as original, credible, sincere, genuine, natural 

and unaffected (Carroll and Wheaton, 2009; Fine 2003; Grazianm, 2003). For 

Anthropologists authenticity is argued from two perspectives – on one hand it is often 

associated with  the preservation of values (Handler, 1986) and on the other, authenticity is 

viewed as being credible, convincing and distinctive (Bruner 1994; Cameron and Gatewood, 

1994).  Finally, psychologists argue that authentic individuals possess a strong and unique 

inner reality (Smelser and Baltes, 2001). Arguing in a similar vein to Taylor (1991), the 
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authors argue that the orientation of individual behaviour in line with social expectations is 

the opposite of authenticity (Smelser and Baltes, 2001; Guignon, 2004). 

 

Leigh, Peters and Shelton (2006) argue that few consumer researchers have explicitly defined 

authenticity; consequently this has allowed the concept of authenticity to be used in different 

ways with varying meanings (Grayson and Martinec, 2004).  Andriotis (2011, pg.1613) 

suggests that the outcomes of such debate often adopt contradictory terms such as staged vs. 

true authenticity (MacCannell, 1973); cool vs. hot authenticity (Selwyn, 1996); indexical vs. 

iconic authenticity (Grayson and Martinec, 2004) and in-authenticity of front regions vs. 

authenticity of back regions (Goffman, 1959; MacCannel, 1973).  Such distinctions and 

classifications of authenticity have created confusion amongst stakeholders when making 

distinctions between authenticity and inauthenticity (Grayson and Martinec, 2004; Kelleher, 

2004); however Garma, Josiassen and Thyne (2013) argue that authenticity is an integral 

component of marketing and is considered to be a key component of successful branding.   

The focus on authenticity has also been an integral part in a number of research studies 

exploring different contexts such as museums (Grayson and Martinec, 2004; Hede and 

Thyne, 2010), luxury wines (Beverland, 2005), television (Rose and Wood, 2005), 

advertising (Beverland, et al, 2005), and sub-cultures (Leigh et al, 2006).  Interestingly, while 

the focus on authenticity is explored within different contexts – many of these studies have 

explored how authenticity is crafted over time and how consumer’s perception of this crafted 

authenticity can play an integral part in consumer behaviour.  Due to its relevance in different 

disciplines such as humanities and social sciences, authenticity offers a complex array of 

conceptual associations.  

 

Beverland and Farrelly, (2014, pg. 1091) assert authentic brands “acquire an aura of 

authenticity by faithfully maintaining a commitment to tradition”.  However, Bruhn et al 

(2012) argues that within the marketing discipline a definition of authenticity can rarely be 

found. Thus, different ideologies and variance towards authenticity are proposed and 

implemented by different authors (Grayson and Martinec, 2004; Leigh, Peters and Shelton, 

2006; Brown, Sherry and Kozinets, 2003). Other research explores authenticity as a 

positively implied concept with associations of “genuineness” (Stern, 1996; Aaker and 

Drolet, 1996), agelessness and tradition (Aaker and Drolet, 1996), positive valuation, 

tradition, cultural, personal aspects (Stern, 1996), originality (Ballantyne et al, 2006; Holt, 

2002; Stark, 2002), stylistic consistency, history, heritage, pedigree, continuity and 
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relationship (Beverland, 2005, 2006, pg. 257) dissociation from commercial motives 

(Beverland 2006; Holt 2002). Table 2-F below, outlines the varying types of authenticity; 

 
Table 2- F: Types of Authenticity 

 

2.8 Branding and the Link to CSR: The Challenge 
 

It can be argued that brands are no longer just about adding value to a product or a service. In 

fact, they can represent an individual’s lifestyle, beliefs and values, thus enabling brands to 

form a culture to which individuals can relate (Aaker, 1996; 2004). More recent contributions 

to the literature explore how organisations with a sense of history, traditions and culture over 

time acquire a distinctive identity and nostalgia, which consequently forms a unique 

authenticity and aura around a brand (Brown et al, 2003; Eggers, 2014; Melewar, Merrrilees 

and Miller, 2014).  Kitchin (2003) suggests that linking corporate social responsibilities 

Type of 
Authenticity 

Description Author(s) 

Staged 
Authenticity 

MacCannell (1973, pg. 591) argued that the commoditisation of tourism 
destroys local cultures and creates ‘staged authenticity’, thus clearly 
marked divisions between reality and its reproduction must exist. 

MacCannell 
(1973); 

 
Constructive 
Authenticity 

 

MacCannell (1973, pg. 593) argues that authenticity is a quality that 
derives from personal experiences. This adopts a constructionist 
perspective, arguing that no single version of history is pinpointed as the 
true origin, making it a socially negotiable concept that is contextually 
determined and ideologically driven (Leigh et al, 2006, pg. 483).  

 
MacCannell 

(1973);  Leigh et 
al (2006) 

 
 
 

Existential 
Authenticity 

This authenticity relates to the subjective creative processes i.e. some 
activities generate a sense of authenticity because of their creative natures 
(Leigh et al, 2006, pg. 483). Two types of existential authenticity -
Interpersonal embodies social authenticity, focusing on a collective sense 
of self (Leigh et al, 2006, pg. 483). Intrapersonal – centres on the 
individual self, involves both physical (i.e. relaxation and reinvigoration) 
and psychological (self-discovery, self-realisation) aspects (Leigh et al, 
2006, pg. 483). 

 
 

Leigh et al 
(2006) 

 
Object 

Authenticity 
 

Grayson and Martinec (2004, pg. 298) presented two definitions of object 
authenticity: a) when objects have a factual and spatiotemporal link with 
the world and b) when they physically resemble something that is 
indexically authentic – here iconic authenticity is present  (Grayson and 
Martinec 2004, pg. 298) 

 
Grayson and 

Martinec (2004); 

Authenticity 
– Retro 
Brands 

Brown, Kozinets and Sherry (2003, pg. 24-25) argue consumers judge 
retro brand authenticity according to physical characteristics and brand 
essence 

Brown, Kozinets 
and Sherry 

(2003) 
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within the brand can be essential in developing the values and personality of the brand. He 

further argues that a brands ‘social responsibility’ is unique, not only to the market in which 

the business operates, or the to the businesses operational impact, but unique to the promises 

the brand has made to its customers and the trust established through these promises with its 

stakeholders (Kitchin (2003, pg.315). Therefore by incorporating green credentials into a 

brand image and behaving in a socially responsible way can act as a point of differentiation in 

crowded markets, whilst being perceived as “a good company” by consumers. In 

communicating this unique brand authenticity or aura consumers are more inclined to be 

convinced by information that is a true depiction of the brands reality (Chiu et al, 2012). 

For some organisations behaving in a socially responsible way has always been important to 

them as strategically implemented CSR activities can be evidence of addressing community 

concerns. Bhattacharya, Smith and Vogel (2004) suggest that if CSR is a core part of the 

brand, the brand promises should be supported by the brands actions. However, recent events 

with the Co-operative Bank and cases against Marks and Spencer have caused much 

ambiguity amongst consumers. For example, in 2001, stakeholder pressure also led Marks 

and Spencer to announce that they will no longer sell goods made with Indian leather due to 

the ill treatment of animals in their production. This was in response to a campaign by an 

animal rights pressure group, PETA, who targeted Marks and Spencer and urged the 

organisation to revoke products from stores (Mallenbaker.net). Due to the nature of such 

cases, it is argued that despite organisations arguing that they are CSR focussed, that such 

cases can provide a sense of incongruity amongst consumers between the emotional 

meanings of emotional branding. Thus, under such circumstances the authenticity of a brands 

emotional brand story can become questionable – and as a result the value that brand offers to 

stakeholders can become questionable (Holt, 2002).  It is clear that the incorporation of CSR 

in brand communications is difficult to get right and the incorporation of CSR in the core 

brand discourse as part of brand heritage and authenticity is difficult to achieve. 

Academics such as Chiu et al (2012) argue that marketers have a unique opportunity to 

collect rich, factual information in order to create realistic and credible brand stories in order 

to create and convey the brands authenticity to stakeholders.  Eggers (2014) defined brand 

authenticity in terms of a brands consistency and congruency – in essence having a clear set 

of values which are communicated to stakeholders. Interestingly, the definition provided by 

Eggers (2014) highlights some interlinking with Urde (2007) perspective of brand heritage – 

particular links to core values and track record (where they have come from and who they are 
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today). As elements of brand heritage can be acquired by brands over time, such as values, 

symbolic meaning, that can eventually establish a sense of validity and authenticity amongst 

stakeholders.  Therefore, the question arises is - how have organisations integrated brand 

heritage and authenticity within CSR brand portrayal with the aim of creating ‘meaningful’ 

relationships with stakeholders. While a number of academic studies have focussed on the 

CSR orientation of UK retailers, (Jones, Comfort, Hillier, 2007; Strong 1995).  Little research 

has examined the evolving corporate brand image in relation to the integration of CSR and 

authenticity in the discourse that brands generate. In addition, there is a limited empirical 

insight into stakeholder interpretations of such communications. Furthermore, Alhouti et al 

(2015) argue that whilst brand authenticity has extensively been researched the link between 

CSR and brand authenticity lacks development. Studies by Mcshane and Cunningham (2012) 

and Beckman et al (2009) explored how CSR can be viewed as authentic when it is in close 

proximity to the organisation, transparent, visible, consistent and part of an internal identity – 

these studies did not explore how CSR is embedded within a brands heritage over time. This 

research limitation, therefore, forms the basis of the key research questions this research aims 

to address. Firstly, this study aims to explore the way in which CSR messages are portrayed 

by two UK brands over their organisational history. The adoption of stakeholder theory 

within this study will underpin the examination of the framing of CSR messages that are 

communicated towards stakeholders.  As CSR portrayal is intrinsically linked to brand 

portrayal, the study seeks to identify how the CSR discourse incorporates elements of brand 

heritage and brand authenticity with focus on annual reports. The study hopes to examine 

how the evolution in corporate social responsibility has filtered through the brand portrayal of 

each brand and which stakeholder elements are visibly incorporated in CSR reporting.  

2.9 Conclusion 
 

 

This chapter has reviewed existing literature relevant to the current investigation surrounding 

the areas of corporate social responsibility, brand heritage and brand authenticity.  A 

theoretical breakdown of the definitional construct of CSR has highlighted how the concept 

has evolved from a narrow one-dimensional notion to a multi-layered concept throughout its 

evolution. Furthermore, the literature review has illustrated a proliferation of theoretical 

perspectives on CSR (for example, social contract theory, legitimacy theory, normative ethics 

theory, agency theory, political theory and stakeholder theory) and the varying perspectives 

and schools of thought towards CSR. In particular, a focus on the way in which the 
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stakeholder perspective of CSR is manifest in the retailing sector has been outlined. The 

subsequent section examined the link between CSR and branding, brand heritage and 

authenticity. Interestingly, what has been noted from the review of the literature is how brand 

heritage is an emerging concept; however a concept that lacks operationalisation as identified 

by Hakala et al (2011). It has been described as an umbrella term for the various attempts to 

explain and define what authenticity is (Schallehn, 2014). Whilst the above review of brand 

authenticity highlights the complexity of the concept; it is nonetheless an important element 

of the potential credibility of any CSR brand message. This PhD research takes forward the 

concept of both brand heritage and authenticity, examining how CSR commentary is manifest 

in brand portrayals that might incorporate elements of heritage and authenticity. This study 

seeks to deconstruct how the CSR discourse is framed, how it interlinks with brand heritage 

and authenticity over time for two prominent retailer brands. The next chapter outlines the 

organisational and market context of both organisations selected for this study – Marks and 

Spencer and the Co-operative. 
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Chapter Three 

 Research Context 

3. Introduction 
 

This chapter initially offers a brief overview of recent development in CSR in UK retailing in 

Section 3.1.  The justification for the choice of two UK retail organisations that were selected 

as units of analysis in this research is outlined in Section 3.2.  Thereafter in Section 3.3, some 

background to the first case, Marks and Spencer and how their CSR activities link strongly to 

their brand heritage is offered.  An outline of the CSR activities, brand heritage and context 

of the second case, the Co-operative case is given in Section 3.4.   

3.1 CSR and Retail Organisations 
 

In recent times CSR has gained momentum, not just in academic literature McBarnet (2009), 

but equally the relevance of CSR is reflected in the strategic management of UK retailers.  

The recognition of obligations towards stakeholders, (notably treating stakeholders of a firm 

ethically and responsibly while encouraging stakeholder interaction) has gained motivation 

(Saiful and Wan-Jan, 2006; Waddock, 2004; Van Marrewijk, 2003; Smith, 2003; Mukherjee, 

2014; Baumann-Pauly, Wickert, Spencer, 2013). Gobe (2002) suggests that stakeholders not 

only anticipate organisations to be good philanthropists, but also to become empathetic 

friends or neighbours.  For example, ASDA (one of top five UK supermarkets), charities 

have strong visibility – at each checkout the customer can gather green tokens that accrue 

from their shopping that can then be used to pledge support to a local charity of their choice. 

The supermarket then pledges a monetary donation to the most popular charity chosen by 

customers. These schemes are designed to encourage customers to become aware of the 

social responsibility initiatives of ASDA, but also by encouraging active engagement from 

stakeholders. Externally, this is reflected in local communities with developments in better 

facilities such as community centres and parks for communities through such initiatives. 

Furthermore, Fujitsu UK & Ireland argue that stakeholder engagement is crucial for the 

implementation for an effective corporate responsibility performance (Fujitsu).  

 

It is arguable that greater scrutiny of ethical behaviour by brands is provoking a fundamental 

shift in the perceived role of retail organisations in society. Furthermore it can be argued that 

organisations are under scrutiny from stakeholders, who are watchful in terms of CSR claims, 
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often carefully considering what organisations are promising and what they are doing in 

practice (Martin, 2009). 

 

Mintel (2011) found that consumers question the rationale behind why organisations engage 

in social responsibility - with many consumers perceiving SR engagement by brands as profit 

orientated motive. This is further supported in academic literature with Falkenberg and 

Brunsael (2012) arguing whether organisations engage in CSR initiatives because they are 

good citizens and genuinely accept their obligations to their stakeholders; or whether 

organisations believe that CSR will lead to an increase in profitability. Other benefits for 

organisations derive from behaving in a socially responsible way: e.g. improved financial 

performance (Johnson, 2003); building connections with consumers (Porter and Kramer, 

2002) and internal benefits such as employee commitment and reduced employee turnover 

(Miao, 2003). One of the more fundamental motivations from a marketer perspective for 

adopting more socially responsible activities concerns the relationships brands seek to 

develop with customers (see Bhattacharya and Sen, 2003; Tajfel and Turner 1985; Mohr and 

Webb, 2005). In practice brands such Clorox Green Works argue that the implementation of 

CSR within corporate image has led to improved business performance. Clorox Green states 

that they were able to capture 42% of the market share in their first year when adopting 

transparent and engaging stakeholders within their CSR strategy (greeneconomypost.com). 

On the contrary, Ahluwalia et al (2000) suggests that a negative portrayal of a corporation’s 

CSR practices can damage the brand image, such as in 2010 one of Primark’s UK suppliers 

were caught employing illegal workers and paying members of staff less than the minimum 

wage (Ethicalcorp).  

 

With this in mind, Sones et al (2009) suggest that organisations recognise the need to 

minimise negative perceptions towards their organisation by communicating their CSR 

activities to their stakeholders. For retail organisations the communication of CSR messages 

and is clearly important -particularly due to the high degree of cynicism from consumers 

towards retail brands and their adoption of CSR Gilmore and Pine, 2007; Shrum et al., 1995; 

Bedford, 2007). Therefore, this raises key questions for retailers seeking to communicate 

CSR messages to stakeholders. Firstly, are reporting methods such as annual reports 

adequately engaging stakeholders into key CSR messages? Secondly, are annual reports the 

most appropriate discourse to disseminate CSR messages? Emery (2012) argues that 
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consumers now face information overload when confronted with organisations efforts to 

report their social responsibility.  

3.2 Justification for the Choice of M&S and the Co-operative   
 

This study examines the CSR reporting of two UK retail organisations, Marks and Spencer 

and the Co-operative and aims to explore the evolving nature of CSR initiatives embedded 

within their brand heritage and authenticity.  The rationale for the selection of both Marks 

and Spencer and the Co-operative cases is derived from their value to the research objectives 

and design.  In terms of research objective a) and b), noted in Section 1.2 in Chapter 1, the 

researcher sought organisations with a strong brand heritage.  Both companies fulfilled this, 

as outlined in Section 3.3 and 3.4 below. Yin (2014) suggests that case selection in research 

is dependent on the contextual conditions and whether they are relevant to the phenomenon 

under investigation. For the purposes of this investigation, the context of each company was 

favourable in terms of the scope of their activities.  Both brands incorporated a range of 

activities that were at least national in scope and were diverse enough to present discourses 

that might reflect varying aspects of CSR.  
 

It is noted in the research design in Section 4.3 that two phases of research are planned- semi 

structured interviews and a critical discourse analysis. For the critical discourse analysis a 

detailed analysis of company documents would be required. Thus, for an optimum selection 

of cases, the researcher needed to ensure the existence and accessibility of good company 

archives. Issues in terms of quality of data and adequate access to data are noted by Ritchie, 

Lewis, Nicholls and Ormston (2013) as relevant when selecting units of analysis (cases) for 

research purposes.  Furthermore, current corporate actions (e.g. publication of Plan A and 

Join the Revolution) appeared to conform to the recent efforts of many UK companies to 

strategically position their CSR efforts and to report their CSR credentials towards identified 

audiences - thus, there was a ‘contemporary’ element to the choice of organisations. Thus, 

both companies represented cases that were broad in scope with relation to its SR activities. 

Welch et al. (2011) state  that rich context is the essence of qualitative case research 

approach, evidently both Marks and Spencer and the Co-operative reflect its rich context not 

only through their longevity and history, but also how both brands have adapted their SR 

presentations to conform with pressure from stakeholders. 
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This chapter aims to provide an understanding and an overview of the history of Marks and 

Spencer and the Co-operative. Each case is examined from the early years of the 

development of the brand through to most recent events that have arisen.  

3.3 Marks and Spencer 
 

For over a century the Marks and Spencer brand has been renowned for its UK retailing and 

management, both in its overall style and due to its individual leaders (Mellahi, Jackson and 

Sparks, 2002). Kumar (1997, pg. 823) commented that “Marks and Spencer tends to top the 

list of most admired companies and their St Michael brand is world renowned”. Today, 

Marks and Spencer is one of the UK’s leading retailers with a footfall of over 21 million 

customers visiting the stores each week, employing over 76,000 people in the UK and within 

41 territories overseas, (Marks & Spencer). They believe at the heart of their success lies their 

core values which are important to them now as they were 129 years ago when the 

organisation was founded (Marks & Spencer). 

3.3.1 The Beginning 
 

In 1884 Michael Marks an immigrant from Lithuania, set up his stall the “One Penny 

Bazaar” in Leeds open market Kirkgate, (Briggs, 1984).  Ten years later, Michael Marks 

invited Tom Spencer to become his partner - together they became one of the most prominent 

business partnerships in English history (Briggs, 1984).  Through their partnership they 

established a philosophy and several fundamental principles which have been the foundation, 

on which the M&S brand has been built, see below; 

 

1. To offer customers, under the company’s own brand name, a selective range of high 

quality, well designed and attractive merchandise at reasonable prices 

2. To encourage suppliers to use the most efficient techniques of production provided by the 

latest discoveries in science and technology 

3. With the cooperation of these suppliers, to enforce the highest standards of quality control 

4. To plan expansion of the stores for the better display of widening range of goods and for 

the convenience of our customers 
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5. To simplify operation procedures so that the business is carried on in an efficient manner 

and finally 

6. To foster good human relations with customers, suppliers and staff (Briggs, 1984, pg. 11). 

Evidently from the outset, it is apparent that M&S had a key mission to provide customers 

with quality merchandise efficiently – through the latest developments in technology and in 

expanding the brand name to open more stores for the convenience of their customers. 

However, in doing so M&S had also recognised their obligations to stakeholders and 

focussed on stakeholder welfare – an element of social responsibility.  Within the next few 

years Michael Marks and Tom Spencer took the one penny bazaar to many locations around 

the North West of England (BBC), while introducing the slogan “Don’t Ask the Price, It’s a 

Penny”. Marks and Spencer began to broaden their horizons and look further afield to open 

similar stores in different locations, in 1990 M&S had penny bazaars in twenty three market 

halls and ‘branch establishments’ in eleven other districts (Briggs, 1984).  

 

In the 20th century, the M&S brand had a strong reputation on policy of only selling British-

made goods, through building long term relationships with British manufacturers (Time.). 

Mellahi et al (2002) argue that M&S continued the ‘buy British’ policy especially after 

competitors began to source from cheaper manufacturing companies abroad. The importance 

of sustaining such a policy came from the belief that it is what the customers wanted and also 

desired (Sieff, 1990). Furthermore, Briggs (1984) comments that it was characteristic of 

Simon Marks to relate his work to his family – and therefore it was fundamentally important 

that the M&S brand was  recognised as an organisation with a strong family sense. 

Consequently, it is suggested that this notion of the family extends to employees within the 

business (Briggs, 1984). 

3.3.2 The Second Generation 
 

Under Simon Marks’ ownership the M&S brand grew. With a focus on building the M&S 

brand, Simon Marks commissioned many initiatives to ensure that Marks and Spencer was a 

good brand to work for (BBC). In line with this, Simon Marks introduced an employee 

welfare service in 1934 which provided a diverse range of services from pensions, health 

care and camping holidays (BBC). Simon Marks in 1934 addressed his shareholders by 

stating: 
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“We now employ one of the largest retail sales forces in the country…and it is the constant 

concern of the board to improve conditions of employment. We have instituted a fair scale of 

remuneration for all grades and categories of our staff which provides progressive increases 

in salary, having regard to age, length of service and ability. Our Welfare department is 

actively engaged in studying and ministering to the personal needs of our employees…it has 

organised a range of services, medical, athletic and social, which has gone far to stimulate a 

team spirit – a welcome development in any organisation” (Briggs, 1984, pg.87). 

In line with this notion, Marks and Spencer’s café bars were introduced to provide cheap, 

hygienic and nutritious catering – a popular service due to the food rationing during the post 

war periods (BBC). Lord Sieff, chairman of Marks and Spencer from 1972 – 1984, argued 

strongly that social and human concern was not the enemy of a good organisation, but an 

essential part of it (The Guardian). Whilst being chairman of the firm, Lord Sieff had a rule 

that all managers must eat in the employees’ restaurants and use their washrooms – based on 

the premise that if these facilities were not "good enough for those in charge, they are not 

good enough for anyone" (The Guardian; Briggs, 1984).   

Marks and Spencer aimed to create a high profile in the communities in which they operated 

with regards to being a socially responsible business. Mellahi et al (2002) argue that Marks 

and Spencer for a considerable period were the largest corporate charity donor within the 

UK. Sieff (1990 – cited in Mellahi and Sparks, 2002, pg. 19) noted that ‘it is quite simply the 

only way to do business. We take profits out of the local community; we should therefore be 

seen to put them back’.  In addition, the organisation had its own welfare service, provided 

dentistry to staff, and a doctor was assigned to every M&S store (Renwick, 1998; Tse, 1985; 

Turnball and Wass, 1998); 

Over time the principles of the M&S brand had developed and remained within the 

organisation until the early 1990s (Mellahi et al, 2002, pg. 20) - the principles set out by 

Simon Marks are listed below; 

1. Sell merchandise of the highest quality and outstanding value 
 

2. Provide the highest standard of customer care in an attractive shopping environment 

3. Improve quality standards continually throughout our operations 

4. Support British industry 

5. Pursue mutually rewarding long-term partnerships with suppliers 
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6. Ensure that all staff and shareholders share our success 

7. Nurture good human relations with customers, staff and the community 

8. Minimise environmental impact of our operations and merchandise (Mellahi et al, 
2002, pg. 20). 

 

It is evident that some of the founding principles remained consistent throughout the M&S 

history – with a key focus on products, quality and providing an excellent shopping 

environment for customers. However, as time progressed the principles changed to reflect the 

ever changing focus of CSR. Previous principles focused on stakeholder welfare and while 

this is still a core focus in the principles set out by Simon Marks – the principles have 

evolved to include more elements of CSR such as environmental concern and community 

relations. 

Lord Rayner, assumed control of Marks and Spencer in 1984 for over 70 years (Briggs, 1984) 

and within this time, the Marks and Spencer vision took a more expansionist mission both 

within the UK and also abroad e.g. the purchase of Brooks Brothers and King’s supermarkets 

in USA (Mellahi et al, 2002). Despite taking the organisation in a different direction a focus 

on social responsibility still remained. During the 1980s and 1990s, at least 70 members of 

M&S management teams were seconded to work in charity on a yearly basis, to provide 

practical and monetary assistance (Mellahi et al, 2002, pg. 19). Lord Rayner retired in the 

early 90s and was replaced Sir Richard Greenbury – during period where general problems in 

British retailing surfaced (Mellahi et al, 2002).  

3.3.3 The New Era 
 

From the mid-1990s general problems in British retailing extended to Marks and Spencer – 

the organisation reported a decline in sales, profits and market share (BBC). Bevan (2001) 

argued that M&S had publically been facing a survival crisis since 1998.This is supported by 

the Corporate Intelligence Group report that indicated, from 1998 – 2001, a decline in pre-tax 

profits from £1.15 billion to £0.14 billion (Corporate Intelligence Group, UK Retailing 

Rankings, 2001). The market share for UK clothing collapsed from 13.9% in 1997 to 10.9% 

in 2000 (Corporate Intelligence Group, UK Retailing Rankings, 2001). In addition, Mellahi et 

al (2002) argue that the Marks and Spencer reputation reduced both in home and 

neighbouring countries due to issues that were highlighted by the media, such as receiving a 

fine by the French courts for their attitude and behaviour towards their employees.  
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In order to restore their reputation, Marks and Spencer published a code of practice for global 

sourcing in order to improve conditions for workers overseas; and in 2006 the organisation 

launched a “Look Behind the Label Campaign” in order to disseminate and outline the wider 

ethical credentials behind their products (H2g2).  More recently, in 2007, Marks and Spencer 

launched their most ambitious campaign yet – Plan A; with an objective to become the 

“world’s most sustainable retailer” (Marks & Spencer). 

The principles of Plan A reflect a different brand orientation compared to previous years - 

with a stronger focus on environmental elements, sustainability and stakeholder welfare. The 

change in CSR initiatives appear to connect with trends that emerge from the late 1990s with 

emphasis on the environmental, the communities in which they trade and society-related 

issues (Khoury et al, 1999; Naylor 1999).      

Key actions to highlight Marks and Spencer’s commitment to Plan A include a 5p charge per 

plastic bag, some profits contributing towards varying charities i.e. Groundworks UK and 

vehicle tracking to monitor carbon footprint. Within six months of launching Plan A there 

was an 80% reduction in plastic bags and £500,000 raised for Groundwork UK (H2g2). More 

recently, the CSR journey for M&S has focussed on key areas; engagement, support and 

participation towards their customers, employees and business partners (Planareport, 2013). 

Furthermore, international operations have inclusively been included within their Plan A 

mission in a bid to tackle the social and environmental impact of their business practices in 

the communities in which they trade (Planareport, 2012). In addition a new business plan 

has been proposed - Plan A 2020, that focusses on customer, employee and supplier 

engagement and aligning social and environmental outcomes with business goals 

(MarksandSpencer).  

An examination into the history of the M&S brand has highlighted the importance of social 

responsibility to the brand and how it has featured as a core part of the brand promise. 

Interestingly, this review highlights that despite having a strong heritage, with consistent 

communication of CSR initiatives in relation to track record and longevity - a brand 

reputation can be damaged when stakeholders view a brand not to be behaving in a socially 

responsible way. This was particularly evident for M&S, 1998 – 2001, with a decline in sales 

and strong criticism of the M&S brand.  
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3.4 The Co-operative  
 

The history of the cooperative movement dates back to early 19th century and it was in 1844 

when a group of people in Rochdale formed the ‘Society of Equitable Pioneers’ and opened 

their first shop (Cds/Coop). The Equitable Pioneers established principles which formed the 

basis for development and growth of the modern cooperative movement (Birchall, 1994). 

This particular cooperative applied the principles founded by the pioneers in an 

organisational context, which focussed on regular a dividend (‘divvy’) which was based on 

purchases and the return of capital (Balnave and Patmore, 2009). The Pioneers believed that 

trading together could create a better world in which members were associated and had equal 

status (Ericson, 2006). 

During the industrial revolution social movements attempted to address the problems in 

society and as a result Robert Owen, also referred to as ‘the father of the Co-operation’, put 

into practice a plan for a self-supporting community (Birchall, 1994).  Robert Owen believed 

that ideal communities that are based on co-operation, instead of competition, could eliminate 

unemployment, poverty and create a harmonious community (Balnave and Patmore, 2009). 

Evidently, from the outset, the Co-operative recognised their obligations to society – a key 

component within the early writings of CSR with authors arguing that businesses should aim 

to provide idealistic working philosophies in the community (Clark, 1926; Donham, 1927). 

3.4.1 The Rochdale Pioneers 
 

Greater achievements were accomplished by the Rochdale Pioneers in 1844, when a group of 

28 skilled weavers set up a movement to combat low wages, high prices and poor quality 

food following an unsuccessful strike (Balnave and Patmore, 2009).  The ambitions of the 

Pioneers were heavily influenced by Owen’s notion of a self-sufficient society (Birchall, 

1994). The aim of the Rochdale Pioneers was to provide an alternative to the poor quality 

food at an affordable price, using honest weights and measures and using any surplus in 

capital to benefit society (Therochdalepioneers).  

The original shop set up by the Rochdale Pioneers on Toad Lane, Lancashire opened in 

December 1844 (Therochdalepioneers). The Rochdale Pioneers set out eight fundamental 

principles that were set to serve as a guide that all members were to abide by,  
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1. Open membership 

2. Democratic control (one man one vote) 

3. Distribution of surplus in proportion to trade 

4. Payment of limited interest on capital 

5. Political and religious neutrality  

6. Cash trading 

7. Promotion of education 

8. Fixed and limited interest on capital. 
 

The above principles share some similarities with the founding principles of M&S – with 

reference to establishments of stores and also distribution of production to aid trade. 

However, key differences are also apparent, for M&S the early years focussed on stakeholder 

welfare and concern for the environment and for the Co-operative a key focus was 

on education for its members and concern for internal stakeholders – their members.  

Birchall (1994) argues that is the above principles that have provided the underpinning for the 

Co-operative movement. Providing education to its members was a fundamental principle for 

the Pioneers, due to the legacy of Robert Owen, who had always insisted that education to 

change people’s habits and character was necessary for any social progress (Birchall, 1994, 

pg. 93).  

3.4.2 The Co-operative Wholesale Society 
 

In 1863, consumer co-ops formed a Co-operative Wholesale Society (CWS) which operated 

under the same principles founded by the Pioneers such as, fixed rate of capital and the divvy 

for members (Balnave and Patmore, 2009). As time progress the CWS formed a Union in 

1872 for education, legal and political purposes. Through this Union that the Co-operatives 

Women’s Guild was formed (Balnave and Patmore, 2009) with the aim of to promote the 

interest of women in the co-operative movement and to ensure that female employees were 

protected and safe at all times (Birchall, 1994). Members of the Guild engaged in political 

campaigns concerning women’s health, catered to poor working class women and 

participated in social justice activism (CooperativeWomensGuild).  

To date, it is evident that the Co-operative presented an element of uniqueness of their CSR 

orientated activities particularly in UK Retailing. With organisations like M&S focusing on 
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the environment and stakeholder welfare – the Co-operative were unique in the formation of 

the organisational structure but also in defining what CSR initiatives they were to focus upon 

– in particular education, legal and political issues.  

3.4.3 The Co-operative Today 
 

By 1900 there were more than 1,400 independent co-operative businesses within the UK, 

with all members a part of the wider Co-operative movement (Birchall, 1994). Since then 

many of these independent co-operatives began to merge, for example the joining of The Co-

operative Wholesale Society and Co-operative Retail Services (www.coop.co.uk). Today, the 

Co-operative Group is the UK’s biggest mutual business owned by over seven million 

members (Co-operative). In addition it is the UK’s fifth largest food retailer, a leading farmer 

and operator in financial services, The Co-operative Bank and Insurance (Coop). Other 

businesses within The Co-operative Group include a pharmacy chain, funeral services and a 

legal services provider. Currently The Co-operative Group has 4,800 trading outlets; 

employing over 100,000 people and has an annual turnover exceeding £13 billion (Coop). 

In 2011, the Co-operative Group encouraged customers to ‘Join the Revolution’ - a campaign 

designed to communicate their sustainability programme in UK that is linked to their 

corporate history with an aim to build a more sustainable economy.  Whole recent 

achievements for the Co-operative have highlighted that they have invested £15.7 million in 

UK communities’ in 2013, 1.5 million people have benefited from their inspiring young 

people initiatives, products are locally sourced and sales of Fairtrade products have increased 

to £140million in 2013 (Co-operative.coop).  

Despite this increase in CSR initiatives – the Co-operative brand image which prides itself on 

values such as openness, ethics, democracy and social responsibility have been immersed into 

a scandal over the past 12 months (TheGrocer). Firstly, the former non-executive director of 

the Co-operative bank, Paul Flowers, had allegedly purchased illegal substances 

(TheGuardian). Furthermore, problems grew for the Co-operative when it emerged that board 

members were paying themselves lavish bonuses such as its former CEO, Peter Marks, who 

had reportedly paid himself £1.6m in 2012 in salary and bonuses (BBC). Not only have such 

events damaged and tainted the reputation of the Co-operative, but customers have also lost 

trust with over 37,921 people switching their current accounts away from the Co-op bank 

(www.bbc.co.uk). It is important to note that while the focus of this study is to the year 2010 
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and these recent developments, as with M&S also, took place after the data collection, they 

do reflect that the essence of a brand that is socially orientated can easily be damaged when a 

brand is viewed as behaving in an unethical way.   

We have seen some of the key developments of both M&S and the Co-operative. Looking at 

the retailing sector more broadly, this study has wider relevance. Retailing is a relevant 

context in which to examine the CSR portrayal by firms over time for several reasons. Firstly, 

at a time where CSR is inherently at the forefront of organisational brand portrayal – it is 

argued that salient stakeholders are more alert and cautious around the claims made by 

organisations. Secondly, as unethical codes of practice (i.e. Co-operative ethical bank fiasco 

in 2015) increasingly appear at the forefront of the media to stakeholders, it can be argued 

that stakeholder cynicism and distrust is a key concern for retail organisations. With some 

brands (Starbucks due to their product sourcing; Coca Cola due to packaging issues) now 

seeking to rehabilitate their ethical corporate image, it is important to explore whether CSR 

initiatives are now being implemented as a strategic ‘problem solving’ activity. Alternatively, 

other brands appear to be embedding social responsibility as core to their brand heritage 

(Patagonia, Toms).  We have limited research on the construction of these CSR narratives; as 

brands deliberately seek to incorporate CSR elements in their brand portrayal, we need to 

examine the discourses used to achieve this. From the perspective of this PhD, in examining 

how CSR is represented within annual reports for M&S and the Co-operative, it is hoped to 

identify the nature of the CSR discourse and to distinguish how CSR portrayal is embedded 

through narratives that integrate CSR with brand heritage and authenticity. 

3.5 Conclusion 
 

This chapter has explored key developments of both M&S and the Co-operative over their 

longevity – exploring how each brand has evolved from a small retailer with their distinct and 

differentiated positioning to the strategic driven organisations they are today. The above 

examples demonstrate the importance of CSR brand portrayal – as both Marks and Spencer 

and the Co-operative have evidently, embedded elements of CSR into their founding 

principles and philosophy. However, what emerges is the difficulty and complexity in 

managing their CSR activities but also their communications. Both brands were evidently 

subject to stringent scrutiny of their claims and their efforts towards behaving in a socially 

responsible way, as a consequence, negative public perception led to a dent in their brand 

reputation. One way in which both companies have attempted to restore their relationship 
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with stakeholders is through creating dialogue in their brand communications with consumers 

- creating stakeholder dialogue is recognised a means of improving stakeholder performance 

(Vurro and Perrini, 2011).   

For this reason, the investigation of the nature of CSR brand portrayal that this PhD research 

is undertaking has a useful place in extending our understanding of stakeholder dialogues, as 

they have evolved over the past 100 years for both organisations.  The proposed research, 

through focus on representations of brand heritage and brand authenticity that become 

evident in CSR brand portrayal, can offer insight into the way that salient stakeholders are 

targeted in the discourses that both brands generate. The next chapter explores the 

methodological direction of the study.  
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Chapter Four 

Methodology  
 

4. Introduction 
 

This chapter outlines the methodological considerations for the overall study. The research 

design is crucial as it “shapes the researchers choice and use of particular methods and links 

them to the desired outcomes” (Crotty, 1998, pg. 7). Figure 4-A below outlines the main 

areas of the methodology that are explored within this chapter 

Figure 4 - A: Overview of the Research Methodology 

 

 

 

 

 

 

 

 

 

 

 

 

Initially in Section 4.1, the chapter compares and contrasts positivist with interpretive 

methodologies before outlining the rationale of the latter as suitable for this PhD research. 

Subsequently, in Section 4.2, the overall research strategy is outlined, in particular, 

highlighting the adoption of a multi method strategy and identifying the nature of inquiry 

(abductive). In section 4.3, the key elements of research design are noted- the sequential 
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approach to data collection in two phases, the ethical aspects that were addressed and 

justifications for the adoption of a qualitative approach are outlined and the critical role of 

sampling is conveyed. Additionally, in Section 4.4, each method adopted in the data 

collection is explained and justified; firstly with a justification of the semi-structured 

interviews in Section 4.4.1 and secondly of the critical discourse analysis in Section 4.4.2. 

How both methods were appropriate within the selection of the overall methodological 

framework is noted. Approach to data analysis is outlined in Section 4.6.4 and the chapter 

concludes in Section 4.6 with a critical review of the methodology which assesses the 

research design, data analysis and reviews the limitations of the research approach.  

4.1 Research Philosophy 

A crucial consideration when embarking on any research endeavour are the philosophical 

assumptions that underline the research. The importance of any philosophical choice is how it 

influences the conclusions that are drawn from the phenomenon being investigated (Denzin 

and Lincoln, 2000). This is supported by Crowther and Lancaster (2009) who argue that 

researcher explanations about a phenomenon are influenced by the ontological and 

epistemological stance integrated within a study. Taking this further, Johnson and Duberley 

(2000) assert; 

“...how we come to ask particular questions, how we assess the relevance and value of 

different research methodologies so that we can investigate those questions, how we 

evaluate the outputs of research, all express and vary according to our underlying 

epistemological commitments. Such epistemological commitments are a key feature of our 

pre-understandings, which influence how we make things intelligible” (pg. 1) 

 

The research philosophy of this study leans towards interpretivism rather than positivism. 

Interpretivism is argued to be a, “philosophy that is focused on the question of how 

individuals make sense of the world around them…” (Bryman, 2012, pg.30).  Expressed 

differently, Creswell (2013) argues that an interpretivist approach seeks to understand the 

subjective experiences of how individuals interpret the world in which they live and work.   

A key factor within such an approach is the “focus on achieving a meaningful understanding 

of the social actors” (Heracleous, 2004, pg.175). As part of this research aims to explore the 

way in which CSR may be central to brand heritage and authenticity, as interpreted by 

customers, subjective views and opinions will be gathered – these are a consequence of how 
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individuals view their world and interpret it. Furthermore, this study aims to investigate, 

through a discourse analysis, how CSR messages filter through an organisation’s history and 

to deconstruct the framing of CSR messages for two organisations, exploring how such 

messages interlink within brand heritage and brand authenticity. Through considering 

multiple texts (a range of annual reports) the research will identify broad structures, patterns 

and themes across the discourse to explore how these structures influence and shape the 

interpretations, actions and practices of social actors (Hardy & Phillips, 1999; Heracleous & 

Barrett, 2001, pg. 30). In this case, there is both the producer voice and the stakeholder 

audience(s). In addition, an exploration into how language can shape or construct individual 

interpretations and actions; and consequently its role in shaping social practices and social 

reality is indicative of the interpretivist approach used. Discourse analysis assumes that social 

representations are established in discourse and it follows an interpretive approach to 

discover how ideologies manifest and highlight organizational or societal influences 

(Heracleous, 2004, pg.186).  

 

Within the phenomenological paradigm that underpins this research, a social constructionist 

perspective is most suitable for this research study. Social constructionism assumes an 

ontological position that asserts that social phenomena and their meanings are continually 

being accomplished by social actors (Bryman and Bell, 2008, pg.19).  The phenomenon in 

this case is the exploration of respondent’s subjective experience of CSR of retail 

organisations derived from how the individuals view their world. Taking this further, 

Silverman (2013) suggests that meaning is not only produced by social interaction but is 

produced in a constant state of revision. Furthermore, the semi-structured interviews seeks to 

provide insights into how consumers deconstruct messages and interpret organisations’ CSR 

activities, with reference to their own awareness and experience of the organisational culture 

and history.  

 

In considering the critical discourse analysis of the study, Potter and Hepburn (2008, pg. 277) 

argue that discourse is constructed in the sense that groupings of words, productions, 

metaphors are put together and stabilise versions of the world. Heracleous (2004, pg. 31) 

notes that social phenomena do not have the same stability, as the phenomena are defined by 

the social actors and can therefore be understood if researchers take into consideration first 

order meanings of the actors involved. For the purposes of this study, the discourse analysis 

takes a social constructionist perspective, as it allows the researcher to consider how the 
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social phenomenon develops into social contexts, through the discourse that brands generate. 

A social constructivist perspective maintains that discourse (annual reports) are constructing, 

modifying reality and relationships (Ihlen, Bartlett and May, 2011). In this study, discourse is 

important in order to understand how the meaning of CSR is constructed and integrated 

within a brand’s heritage. Expressed differently, the study explores how organisations (social 

actors) influence the brand (social reality), through the incorporation of CSR within their 

brand heritage and authenticity. Hardy and Phillips (2002, pg. 2) assert ,‘the things that make 

up the social world – including our very identities – appear out of discourse … without 

discourse, there is no social reality, and without understanding discourse, we cannot 

understand social reality, our experiences, or ourselves’.  This study, in exploring how CSR 

messages filter through an organisation’s history through a critical discourse analysis clearly 

adopts a social constructionist angle, as it allows the researcher to consider how the social 

phenomenon develops into social contexts.  
 

4.2 Research Aim and Objectives  
 
The aim of the research is to examine the CSR reporting of Marks and Spencer and the Co-

operative and it seeks to interpret how CSR initiatives are enacted and enriched within the 

individual brand heritage and authenticity of each brand. The research will address this aim 

through the following objectives – 

 
Research Objectives 
 

a) To draw together the key strands of thinking on CSR and identify the range of CSR 

dimensions that have emerged across the time period of the study 

b) To investigate through discourse analysis the portrayed characteristics of CSR (in 

selected company documents) of two UK retail organisations over an extended time 

period 

c) To investigate through discourse analysis the portrayed elements of brand heritage 

and brand authenticity that form part of the CSR discourse of two UK retail 

organisations over an extended time period 

d) To identify, through discourse analysis, the framing of CSR brand narratives in the 

selected company documents of two UK retailers  

e) To explore respondent perceptions (customers) of how CSR is portrayed  by selected 

UK retailers 
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f) To identify key challenges that face marketers in their contemporary efforts to achieve 

authentic brand discourse around CSR    

4.3 Multi-method Research Strategy and Sequential Design   

Many authors (Bryman and Bell, 2011; Sekaran and Bougie, 2013; Clark and Cresswell, 

2011) argue a research strategy is a general orientation in the way in which researchers 

conduct research. The authors further argue that the two main approaches which contribute to 

a research strategy generally tend to be either quantitative or qualitative. A quantitative study 

as a research strategy emphasises the quantification in the collection and analysis of data 

(Bryman and Bell, 2011). Key characteristics of a quantitative approach are: 

 

 A deductive approach to the relationship between theory and research (Bryman, 2008) 

 The incorporation of practices that are of the scientific model, positivism 

 A view of social reality as an independent objective reality (Bryman and Bell, 2011) 

In contrast a qualitative research strategy places emphasis on words and actions rather than 

the quantification in data collection and analysis (Cresswell, 2013). Furthermore, Bryman and 

Bell, (2011) highlight the key characteristics of a qualitative research strategy; 

 Places emphasis on an inductive approach to the relationship between theory and 
research 

 Emphasis is given to the generation of theories 

 Rejects the scientific model and of positivism, and highlights the importance on the 
ways in which individuals interpret their social world 

 Embodies a view of social reality as a shifting emergent property of individual’s 
creation. 

While both quantitative and qualitative research strategies are distinct, Bryman and Bell 

(2011) and Cresswell and Clark (2011) argue that they can be combined within a single study 

– this approach is referred to as a mixed method strategy.  Silverman (2006) argues that there 

are three main ways to combine quantitative and qualitative research: 

 Using qualitative research to explore a particular topic in order to set up a quantitative 

study 

 Begin with a quantitative study in order to establish a sample of respondents, then 

implementing a qualitative approach to explore key issues in depth 
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 Engaging in a qualitative study which uses quantitative data to locate the results in a 

broader context.  

Much research has explored the nature of a mixed/multi method approach, with many 

researchers noting the use of both a qualitative phase and a quantitative phase of research 

(Greene, 2007; 2008, Tashakkori and Teddlie, 1998; 2010). Johnson and Onwueqbuzie 

(2004) define a mixed method approach as; 

“a class of research where the researcher mixes quantitative and qualitative research 

techniques, methods, approaches, concepts and language into a single study” (Johnson and 

Onwueqbuzie, 2004, pg. 17) 

Mixed method approaches were not deemed appropriate for this research investigation as 

quantitative research techniques are not implemented. Instead, this study adopts a qualitative 

program of inquiry utilising a multi-method strategy. Tashakkori and Teddlie (2011) argue 

that a ‘connoisseur of methods’ will often select the best techniques that will answer the 

research questions set out in an investigation. Furthermore, Krathwohl (2004) argue that a 

multi method research approach is symbolic of an iterative research design – a research 

design that includes inductive and deductive logic within the same study. When applying a 

multi method approach, Creswell (2009) argues that three general research strategies can be 

applied; sequential, concurrent and transformative. Within a sequential research design the 

research seeks to extend and expand on findings from one method with another method of 

collection (Cresswell, 2009). In contrast a concurrent research strategy is where the 

researcher joins quantitative and qualitative data. Finally, a transformative research strategy 

requires the researcher to use a theoretical lens as an overarching perspective within a design 

that encompasses both qualitative and quantitative research methods (Cresswell, 

2009).  Cresswell (2003) argues that a sequential design utilises a multi method approach and 

the priority can be given to either phase of research or equal weight to both phases. The 

present study does not include a quantitative phase of research and a purely qualitative 

sequential design is implemented. Robson (2002) argues that qualitative data is characterised 

by its richness based on the opportunity for the researcher to explore a field in a real manner 

as possible. Furthermore, Amaratunga et al. (2002, pg.21-22) argue that a key feature of 

qualitative data is its richness and ability to provide ‘rich descriptions’ that are coated in 

real life contexts and have a ring of truth. A multi method approach was deemed as suitable 

for the research objectives. One key objective of the research is to explore respondent levels 
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of knowledge about, and interpretations of, CSR content in brand portrayal towards selected 

UK retailers. For this, the semi-structured interview was chosen in order to gain an 

understanding into the attitudinal variations of how respondents interpret CSR messages from 

retailers (Clow and James, 2014).  

An alternative perspective, that of the company, was the focus of research objectives b), c) 

and d)- to deconstruct the portrayed characteristics of CSR of two UK retail organisations and 

to explore portrayed elements of brand heritage and authenticity. For this, a critical discourse 

analysis was seen to be appropriate due the critical questioning of the text which is informed 

by textual features, such as meanings of words, coherence of text and exploring the discourse 

in its cultural context (Eco, 1990). Due to the iterative nature of this investigation between 

both phases of research (semi structured interviews and CDA), the qualitative approach in 

both phases permits insights between respondents subjective experience and understanding of 

brands and their efforts of behaving in a socially responsible way – with how brands report 

their CSR initiatives to stakeholders.  

4.3.1 Sequential Design 
 

Bryman and Bell (2011) argue that a research design relates to the criteria that are utilised 

when conducting social research- encompassing both research questions and the investigation 

of interest. Expressed differently, the research design provides a logical plan outlining the 

data collection and analysis to fulfil the research objectives set.   

In order to decipher the framing of CSR messages and how they are interlinked with brand 

heritage and authenticity, and to identify the stakeholder elements visibly incorporated, this 

study incorporates two distinct phases of research; an exploratory phase consisting of 26 semi 

structured interviews with respondents between the age of 18 -72 and a critical discourse 

analysis of a range of annual reports for the main phase of data collection. In the exploratory 

phase of research, semi structured interviews were utilised to explore levels of awareness, 

attitudes and perceptions of CSR within brand communications. Silverman (2006) argues that 

interviews offer a rich source of data and are used to elicit respondents’ perceptions, in this 

case to encourage real respondent narratives. Geertz (1973) also argues that events are not 

reducible to simple interpretations, therefore ‘thick descriptions’ are a vital component in 

representing the complexity of situations and are preferable to simplistic ones. It is also 

argued that semi structured interviews provide some structure to an interview process whilst 

encouraging researchers to freely discuss the phenomenon whilst allowing the interviewer to 
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probe thoughts as and when needed (Bernard 1988). For the main phase of data collection a 

critical discourse analysis of annual reports for M&S and Co-operative were utilised to 

explore the portrayed corporate identity of the brands and to distinguish the nature of the 

CSR discourse that can be extracted from documents.  In particular, it is hoped to ascertain, 

using Fairclough’s (1979) approach to discourse studies how relationships between 

organisation and society are encoded within documents and how the evolving brand trails 

may offer multifaceted interpretations of social responsibility. It is hoped to ascertain through 

discourse analysis how relationships between organisations’ and society are encoded within 

documents, perhaps illustrating how brand trails may offer complex interpretations of social 

responsibility across organisations. Table 4-A below highlights the sequential design adopted 

for the purposes of this research investigation. 

Table 4- A: Evidence of a Sequential Design 

 Focus Method Researcher Expectation 

 
 

Phase 
One of 
Data 

Collection 

 
 
Explore respondent levels of 
awareness, attitudes and 
perceptions of CSR within brand 
communications 
 

 
Semi Structured 

Interviews 
(Silverman, 2006; 
Saunders, 2009, 

Kavle, 1996) 
 

 
It is hoped to explore variations 
in awareness, perceptions and 
attitudes from consumers towards 
brands and their efforts of 
behaving in a socially responsible 
way. 
 

 

 

Main 
Data 
Collection 

Identify the portrayed 
characteristics of brand heritage 
and brand trails of the 
organisations. 
 
Distinguish the CSR discourse 
that may be extracted from 
documents. 

 
 

Discourse Analysis 
(Van Djik, 1993; Farr 
and Moscovici, 1984; 

Kress,1990;  Van 
Djik and Kintsch, 

1983) 

 
The expectation is to identify 
whether brands diverged from 
their brand trail by the provision 
of CSR. 
 
To distinguish the similarities or 
differences of CSR discourse of   
each of the key organisations 

 

4.3.2 Abductive Nature of Enquiry 
 

Due to the interpretivist nature of this study an inductive approach was used initially, which 

allowed the themes to emerge from the data (in both phase one and phase two). However a 

second level of analysis was carried out for a more in-depth and detailed understanding, 

adopting elements of an abductive approach (Haig. 2005). Many authors argue that 

researchers should adopt an abductive method to improve the value of their work and theories 
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– in order to discover new things such as relationships and different variables (Dubois and 

Gadde, 2002; Haig, 2005; Yin 1994). In particular, Haig (2005) rejects that notion that 

theories should be developed first and then tested. Instead, the author suggests different 

sequences of research to underpin the activities of a researcher, this approach is crucial to 

characterise the processes that researchers should undertake to generate insightful discoveries 

and explanations. In this research study, within an abductive approach, key findings from the 

data collected were developed initially from existing concepts from the literature (social 

responsibility, broad ideas on CSR, consumer response to CSR, brand heritage etc) and taken 

forward in the semi-structured interviews with consumers (awareness of SR, brand 

communications). From those interviews, it was anticipated that some further interesting 

themes would emerge  This led the researcher to explore more in-depth elements in the 

literature (notably, the nature of CSR reporting; stakeholder perspectives on CSR, in 

particular, stakeholder welfare, community involvement, the societal transitions in CSR, and 

greater depth of research on brand authenticity, brand heritage and related concepts). This 

extended the “theoretical reach” of the study. Charmaz (2006, pg.128) argues that the 

abductive approach is a process of accounting for emergent findings in order to raise the 

thought process in order to extend “theoretical reach”.  The abductive method presents some 

key research benefits; firstly, in clarifying and validating a phenomenon (Behrens and Yu, 

2003, pg. 381) and secondly, in encompassing procedures that researchers can implement to 

unravel, develop and appraise theories (Haig, 2005; Charmaz, 2006; 2008).  Within the 

findings from the second phase of this study, some reappraisal of the nature of brand 

authenticity and some unravelling of the complex relationship between CSR brand portrayal, 

brand heritage and brand authenticity was regarded as achievable. Thus, the multi-method  

approach, combined with an abductive mode of inquiry were seen to be optimal in this 

research context- this approach is often regarded as essential to interpretive research (Belk et 

al., 1989 and Lincoln and Guba, 1985).        

4.4 Data Collection Methods 

As outlined above, a multi method approach was adopted- thus, different data collection 

methods were considered to reflect the qualitative nature of this research study such as focus 

groups, interviews and discourse analysis. The observation method was considered as a 

means to capture data on individual responses towards SR messages from firms through 

participant observation of online forums (Clow and James, 2014). 
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This could offer insightful data from interaction with respondents regarding preferences and 

opinions through respondent reactions could have been obtained. However, it was felt that 

observation would not permit the researcher to fully reflect the complexity of the phenomena 

and to highlight different gaps within the data- actual face to face interaction with 

respondents was needed to really understand how consumers would interpret CSR brand 

messages. Focus groups were therefore considered- in essence focus groups collect data 

through group interaction on a topic determined by the researcher (Creswell, 2013). Burns 

and Bush, (2014, pg. 151) defines a focus group as “a small group of people brought together 

and guided through group interaction around a topic by a moderator”. 

A focus group could enable the researcher to explore attitudinal variations across respondents 

on a larger scale as opposed to one to one interview (Creswell, 2003). Whilst being able to 

identify, through interaction, how participants highlight their view of their world (Silverman, 

2013). However, some practical considerations led to the focus group being rejected. Given 

the complexity of arranging focus groups, gathering the required range of respondents is 

challenging, Cresswell (2013) argues that one of the main disadvantages of a focus group is 

that it is difficult to recruit respondents, therefore ensuring that all respondents were available 

on the given day, location and time was not feasible for this study. Furthermore, as focus 

groups are not fully confidential or anonymous as information is shared with other members 

in the group may deter respondents to agreeing to participate (Cresswell, 2013) More 

fundamentally, the focus for the initial phase of research was to explore individual reasoning, 

awareness, and attitudes relating to a range of social responsibility ideas, messages and brand 

associations in some depth and the focus group could not give enough scope to gather these 

individual narratives. Therefore semi-structured interviews were selected as the most suitable 

method for investigation in phase one of the research.  

4.4.1 Semi-Structured Interviews 
 

Milena et al., (2008) argue that in depth interviews are designed to elicit the perspective of 

the respondent on the research topic which is being investigated and are an effective research 

way of getting people to share experiences, opinions and personal feelings. Depth interviews 

allow the researcher to gain insights on how respondents view and order the world. In a 

similar vein Rubin and Rubin (2011) argue that interviews allow researchers to capture the 

‘richness and complexity of the subject’ being investigated. Denscombe (2009, pg. 173) 

argues that “interviews involve a set of assumptions and understandings about a situation 
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which are not normally associated with a casual conversation”. These characteristics were 

important in this PhD research because fundamentally it was crucial to explore individual 

reasoning towards messages and brand associations in some depth and in gathering these 

individual narratives, it was essential to probe respondents to explore some of the intricate 

assumptions that are not immediately apparent.  

It is suggested that interviews have a primary purpose to gather descriptions of the life-world 

of a respondent with respect to the interpretation of the meaning of the described phenomena 

(Kvale, 1996). Therefore it is argued that the objective of any qualitative interview is to see 

the research topic from the perspective of the respondents and to comprehend “how and why 

they” have come to this particular perspective (Amaratunga et al 2001, pg. 24). King (1994) – 

cited in Amaratunga et al (2001, pg. 25) provides several guidelines which illustrate when an 

interview is best suited: 

 Where research is concerned with how people perceive a particular phenomena 

 Where individual perceptions of processes within a social unit are to be studied using 

a succession of interviews  

 Where individual historical accounts are required of how a particular phenomenon 

developed 

 When exploratory research is required before a quantitative study 

 After quantitative study in order to validate or clarify the particular meanings of 

particular findings. 

This research investigation coincides with the first three guidelines provided by King, 

therefore supporting the use and implementation of interviews for the purposes of this 

investigation. Firstly, the exploratory phase of this research seeks to explore how individuals 

perceive particular phenomena – in the context of this study, sought to explore respondent 

levels of awareness, attitudes and perceptions of CSR messages within brand 

communications. Secondly, twenty six semi structured interviews were selected as a means to 

explore individual attitude, perceptions and attitudinal variations towards the adoption of SR 

messages by brands. Finally, demographics in terms of age and gender were not restricted in 

order to investigate historical accounts from respondent stories towards the adoption of social 

responsibility by brands. 

Interviews vary between unstructured, semi-structured and structured interviews. Structured 

interviews are standardised (Saunders et al 2012), the questions asked throughout structured 
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interviews remain the same from interview to interview, it could therefore be argued that 

employing this particular interview style for the purposes of this PhD research may restrain 

and inhibit deeper insights provided by respondents.  In comparison, unstructured interviews 

are informal and would be implemented to explore a general area in which the researcher is 

interested (Saunders et al., 2012; Clow and James, 2014). However, the researcher already 

has some preliminary, bounded areas of theory in mind, encapsulated in the research 

objectives noted above. Therefore, some structure or set of potential questions was seen to be 

important to ensure adequate explanation of the topic in each interview. Semi-structured 

interviews are non-standardised and cover a range of themes and topics through a variety of 

questions, the order of the questions and topics discussed may vary from interview to 

interview (Saunders et al, 2012). It is argued that semi-structured interviews enable the 

interviewer to address all issues and concerns listed, whilst being flexible in terms of the 

order in which the questions are asked (Denscombe, 2009).  For the purposes of this study, 

in-depth semi structured interviews were regarded as an appropriate research method for two 

reasons. Firstly, the capacity to tease out complex interpretations of individual ethical 

behaviour and corporate responsibility by respondents required a flexible and open-ended 

approach, both characteristics of the in-depth interview (Cresswell, 2009). Second, the 

opportunity for respondents to draw upon contradictory perceptions, to shape the discussion 

about CSR and to recount their own narratives of retailer brand relationships was best suited 

to an interview method which balances structure with respondent self-determination 

(Charmaz, 2008). In addition semi-structured interviews allow the researcher to gain “a more 

accurate and clear picture of a respondents position or behaviour” (Ghauri and Gronhaug, 

2002, pg. 101). 

4.4.2 Discourse Analysis 
 

A semiotic analysis was, at first, considered for the second phase of investigation. Eco (1979) 

defines a semiotic analysis as a method of textual analysis that is used to identify how signs 

and symbols convey meanings.  However, it is argued that semiotic analysis can overlook the 

production, diffusion and reception of discourse (Mick et al, 2004). Therefore the researcher 

then turned to a discourse analysis.  Discourse theory emerged from the linguistic tradition, 

initially with the work of Wittgenstein (1967) and Winch (1958) who advocates that language 

has essence and can serve a wealth of social functions. Gee (2011) argues that many 

approaches to discourse analysis belong to the discipline of linguistics and are closely tied to 

the study of grammar, while other approaches do not link closely to language, the focus is 
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predominantly on ideas, issues and themes which can be conveyed through talk and in 

writing (Gee, 2011). Tannen, Hamilton and Schiffrin, (2001) argue that the term “discourse” 

and “discourse analysis” have different meanings to different scholars depending on the field 

of enquiry. The authors further argue that for many, in particular linguists, discourse is 

defined as anything beyond the sentence, whilst for others, for example Fasold (1990, pg. 65) 

the study of discourse is the study of the use of language (Schiffrin et al, 2001).  For other 

authors (Phillips and Brown 1993; Hackley, 2003), the discourse analysis seeks to explore 

how texts become meaningful and contribute to the formation of a social reality.  

Discourse analysis takes a social constructionist perspective, as it allows researchers to 

consider how the social phenomenon develops into social contexts. Discourse analysis 

distinguishes itself from other qualitative approaches which “often assume the social world 

and then seek to understand the world for participants” (Phillips and Hardy, 2002, pg. 6). 

Chalaby (1996, pg. 691) argues that texts are material expressions of discourses and can take 

a variety of forms, including written, spoken, images, symbols and artefacts.  The main 

contribution of a discourse analysis is that it allows a researcher to explore how discourses 

and practices together comprise the ‘reality’ of the social world (Fairclough, 1992).  This was 

important, as the study was seeking to understand not just the nature of the discourse but the 

social context surrounding it. 

4.4.3 Critical Discourse Analysis 
 

Critical Discourse Analysis (CDA) is one of many forms of social research focusing on 

language, which Fairclough (2003, pg. 2) regards as dialectically interconnected with other 

elements of social life. With this focus in mind, critical discourse analyses address how the 

linguistic features of texts influence and are adapted by the context of text production 

(Fairclough, 1979). Van Dijk (2001, pg. 253) argues that critical discourse analysis focuses 

on “the way social power abuse, dominance and inequality are enacted, reproduced and 

resisted by text…in the social and political context”. Bryman (2008, pg. 509) argues that in 

an organisational context, critical discourse analysts seek to trace how discourse are 

constructed, reconstructed and maintained in relation to a particular phenomenon. Thus, CDA 

can seek to explore why certain meanings or events become highlighted or made 

predominant, while others may become disregarded.  Van Dijk (1997, pg. 2) advocates that 

discourse analysis does not just provide an overview of the events within an organisation; it 
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can also process how meanings are created. This involves a critical questioning of the text by 

asking “who uses language, how, why and when” (Van Dijk, 1997, pg. 2). 

Research incorporating CDA is required to satisfy a number of requirements in order to be 

used effectively; Fairclough and Woodak (1997, pg. 271- 280) identified eight key tenets of 

critical discourse analysis. Each tenet is discussed in turn, critical discourse analysis 

addresses social problems; Fairclough and Woodak (1997) suggest that social and cultural 

processes and structure have a linguistic-discursive character and consequently, CDA 

focusses upon the linguistic aspects of process and structure (pg. 271).  The next tenet -

 power relations are discursive suggests that CDA is concerned with the nature of power 

relations and therefore in research the use of CDA aims to uncover how power relations are 

exercised and negotiated through discourse. The third tenet, discourse represents society and 

culture, Fairclough and Woodak (1997, pg. 28) argued that discourse is socially constitutive 

as well as socially shaped. Expressed differently, CDA describes the discourse as a form of 

social practice that implies a dialectical relationship between society and discourse. When 

exploring how discourse does ideological work, Fairclough and Woodak (1997) argue that 

CDA defines ideologies as constructs of society that reproduce unequal power relations – and 

therefore, the analysis must seek to explore how texts are interpreted before determining 

whether an event is ideologically constitutive (pg. 274). A key consideration when applying a 

CDA approach is that discourse is historical and therefore this principle suggests that 

discourse can only be understood in the context of its production. Therefore, intertextuality is 

very important because discourse related to how its production is produced previously, 

synchronically and subsequently (Fairclough and Woodak, 1997).  Another tenet of CDA is 

that the link between text and society is mediated – central to this tenet is how language is 

considered central to cultural manifestations as a means of creating an ideological basis.  The 

next principle is that CDA is interpretative and explanatory.  Researchers suggest that CDA 

goes beyond textual analysis and therefore it is not only interpretative, but also explanatory in 

intent (Fairclough & Wodak, 1997; Wodak, 2001).  The final tenet of CDA is that discourse 

is a form of social action and therefore the aim of CDA is to uncover opaqueness and power 

relationships and it attempts to bring about change in communicative and socio-political 

practices (Fairclough & Wodak, 1997).  

Out of the eight tenets five are notable for this study: a) the discourse addresses social 

problems; b) the discourse represents society and culture; c) the discourse is historical: d) DA 

is interpretative and explanatory and e) discourse is a form of social action. Firstly, the social 
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problem that this second phase of research aims to explore is between society and 

organisations- the degree to which organisations are perceived to be accountable to society 

and how such accountability is expressed in CSR commentary. Secondly, the congruence 

between what organisations are doing with regards to CSR, how such actions are enacted 

within the discourse and how they are accepted by society are representations of culture and 

society. Thirdly, the researcher explores how the discourse may confirm, endorse, reproduce 

or challenge relations of social action through power i.e. in this case, this can be seen as the 

degree to which brand communications of organisations such as M & S and the Co-op 

endorse the nature of the relationship between the brand and the local community. Finally, 

the discourse for this study is historical as the texts selected cover the period from when both 

organisations were formed to present day in the analysis. This phase of analysis is 

interpretative and to some degree explanatory as it is hoped to distinguish the individual 

brand trails of the organisations, to compare any similarities or differences of CSR discourse 

of each of the key organisations and to consider the reported meaningfulness of those 

communications for customers.   

4.4.4 Methodological Perspectives on Critical Discourse Analysis 
 

As critical discourse analysis does not have an overarching theoretical framework and 

specific guidelines to which researchers can follow and implement, it is argued that there are 

many approaches to CDA (Bryman, 2008), which may be theoretically and analytically 

diverse (Schiffrin et al, 2001). As a result, a methodological review of CDA was carried out 

across ten journal articles in order to decipher the best approach for this study. Approaches 

such as media reporting and press announcements were considered - however, press 

announcements are produced by media outlets and journalists (Maat, 2007) and therefore are 

not directly produced by the organisation – this did not accord with the research objective to 

examine in detail the producer voice. With the focus on brand portrayal, annual reports were 

favoured as they are a means by which organisations seek to establish an image in the public 

sphere through voluntarily reporting and presenting a ‘reality’ of corporate life (Hines, 1989). 

Table 4-B below outlines the ten articles reviewed when selecting the most suitable approach 

of discourse analysis for this study and offers insights into the components of discourse 

analysis, how they were applied and how the approach could be incorporated for the purposes 

of this study.  
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Table 4- B: Methodological Overview of Discourse Analysis Sources 

Journal Title of Article Discourse Method 
Adopted 

Relevance 
 

 
Management 

Communication 
Quarterly 

 

Succumbing to the Burden of 
Foreignness: A Social 
Constructionist Analysis of 
Australian Print Media 
Representations of Telstra CEO Sol 
Trujillo 

 
 

Media Discourse 
Analysis 

Media Discourse analysis is critical in reflecting and 
influencing the perceptions of key stakeholder groups 
(Woodak and Meyer, 2009). These perceptions are critical in 
influencing market related outcomes. Not suitable for study 
as the next phase aims to explore the CSR commentary in 
discourse and the link to brand heritage and authenticity. 

 
 

Journal of 
World Business 

 

 
 
The social construction of global 
corporate citizenship: Sustainability 
reports of automotive corporations 

 
Foucauldian Discourse 

Analysis and 
Textual Discourse 

Analysis 

Authors read texts and looked for commonalities, 
differences, significant features – this lead to coding. Certain 
elements can be incorporated within the methodology when 
looking at discourse however while the authors used texts, 
commonalities, differences and significant features to guide 
their interpretations -  different framing analysis would be 
integrated for this study such as definition(s). 

 
Corporate 

Communication
s: An 

International 
Journal 

 
 
Reporting CSR – what and how to 
say it? 

 
Critical Discourse 

Analysis 
(Fairclough, 1995) 

Concentrated on formal textual and rhetorical elements to 
construct discourses – such as grammar, vocabulary, 
meanings etc. Possible approach to be used for main data 
collection, as the analysis on the textual patters will enable an 
examination into how the organisations have positioned 
themselves in relation to CSR. 

 
Journal of 

Sociology and 
Social Policy 

 
Confronting the “Corporate Citizen” 
– Shaping the discourse of corporate 
social responsibility 

 
Critical Discourse 

Analysis (Fairclough, 
1995) 

Fairclough (1995) proposes that researchers should always 
ask - Why this particular section? Why here? Why now? – 
Fairclough (2005a, pg.5) – enabling an exploration into how 
stakeholders are targeted within the text, also an objective for 
the second phase of research. 

Management 
Research 
Review 

Celebrity advertising in the case of 
negative associations: discourse 
analysis of web blogs 

Critical Discourse 
Analysis (Van Djik, 

1981) 

Van Djik’s (1981) method for CDA explores consumer’s 
interpretations of communications, and how what consumers 
hold in their memory can influence interpretations. 
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Qualitative 
Market 

Research: An 
International 

Journal 

 
Beyond Semiotics and Hermeneutics 
– Discourse Analysis as a way to 
interpret consumers’ discourses and 
experiences. 

 
 

Discourse Analysis 

Semiotics and hermeneutics are focused upon text content 
and the relationships between the texts whether it be words 
or images (Meyer, 2001). But appears to overlook the 
reception and how people are targeted within texts whether it 
is messages/communications.  

 
Journal of 

Entrepreneurial 
Behaviour and 

Research 

 
“It’s in the way they talk” – A 
discourse analysis of managing in 
two small businesses 

 
Ethnographic approach 
to studying discourse - 

Parkers (1992) 
framework 

Parker’s (1992) framework on discourse analysis is primarily 
used to analyse actions within particular settings – by 
following certain questions set in place. – As this research 
isn’t exploring customers actions/perceptions to particular 
settings not deemed suitable. 

 
 
 

Journal of 
Marketing 

Intelligence and 
Planning 

 
 
 
 
Visibility and Involvement in 
Effective Arts Marketing 

 
 

Critical Discourse 
Analysis, Systematic 

Functional Analysis and 
Mediated Discourse 

Analysis 
 

The article focuses on analysing images however rather than 
using discourse analysis this implements a visual semiotic 
analysis. Following three theoretical and methodological 
areas of thought: Mediated Discourse Analysis (Scollon, 
2003);Kree and Van Leeuwens visual semiotic analysis; 
Critical Discourse Analysis (Fairclough and Wodak, 1997) 
and Visual semiotic analysis is not relevant for the purposes 
of this study. 

 
European 

Business Review 

 
The Mohammed cartoons 
controversy and the boycott of 
Danish products in the Middle East 

 
Critical Discourse 

Analysis 
Fairclough (1992) 

Explores how language is used in a communicative event. It 
is therefore only when people use language to communicate, 
and so are involved in discursive practices, that language 
influences or is influenced by social practices (Fairclough, 
1992 pg.72).  

Gender in 
Management: 

An 
International 

Journal 

 
 
The boardroom gender paradox 

 
Critical Discourse 

Analysis 

CDA of interviews which were then transcribed. 
Respondents were contacted before the interview and the 
questions were emailed to them in advance. The transcripts 
were independently analysed by each author. Interpretations 
were then discussed and negotiated amongst the authors.  
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The aim of the main data collection is to explore the ways in which messages relating to CSR 

are shaped and presented to different stakeholders through annual reports throughout Marks 

and Spencer’s and the Co-operatives history. As a result Fairclough’s (1989, 1997, and 2005) 

CDA was deemed to be the most suitable approach for the purposes of this study. Fairclough 

(1995) views discourse analysis as a social practice, which constitutes social identities, social 

relations and the knowledge and meaning systems of the social world. The rationale of 

implementing Fairclough’s perspective is that texts, such as annual reports, and social 

contexts are linked collectively and mediated by discourse practices which are generated, 

expressed and re-expressed through a diverse process (Pesonen et al, 2009, pg. 334). The 

analysis for this study focuses on formal textual elements such as vocabulary, grammar, and 

meaning relations between sentences in order to investigate the patterns of CSR reporting, 

how the discourse has evolved and how it has been targeted towards different stakeholders. It 

therefore mirrors Faircloughs (1995) focus on discourse analysis as a social practice. 

 

4.4.5 Distinction between Discourse Analysis and Content Analysis 
 

A common question about the discourse analysis approach is how it differs from a content 

analysis. Davis et al., (2011) argue that in a content analysis, data is coded within context 

units and can be defined by the surrounding text in which a particular word or phrase is 

located.  Furthermore, the authors argue that this can be a word, sentence or a paragraph. In 

contrast, in a discourse analysis the particular focus is in the construction of meaning(s) 

(Davis et al., 2011).  This is achieved through the exploration of relational, experiential and 

expressive values and cues within the text. The analysis explores the way in which 

grammatical forms of language code happenings or relationships within the world and how 

ideological differences between texts in their representations of the world are coded through 

vocabulary (Fairclough, 1995). While an exploration into relational values places focus on 

how a text’s choice of wordings depends on, and helps create, social relationships between 

participants (Fairclough, 1995). Finally, the expressive values explore subjects and social 

identities, and the subject positions individuals can occupy (Fairclough, 1995). A key focus 

of a critical discourse analysis approach is placed upon the critical questioning of text, rather 

than the arrival of predetermined ideological assumptions (Fairclough, 1996). 

Another distinct difference between the two approaches relates to time frame.  Herrera and 

Braumoeller (2004, pg. 15) suggest that within a content analysis the time frame for each part 
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of data is constant, in comparison to a discourse analysis where the researcher must “extend 

the time frame” and “to investigate where the beliefs or ideas came from and how they 

changed, rather than just accepting them as they are at a particular time” (Herrera and 

Braumoeller (2004, pg.15). In this study, this was achieved by extending the time frame for 

the discourse that was investigated, for Marks and Spencer annual reports were obtained from 

1920 – 2010 and for the Co-operative 1898 – 2010 sampled on an even year basis. This 

allowed the researcher to gain insight into how CSR and brand heritage elements were 

interlinked within messages over time, how messages changed/reproduced and also how they 

were specifically targeted towards different stakeholder groups.  

4.5 Research Ethics 

When embarking on any research activities ethical considerations must be taken into account. 

Saunders (2009, pg.183 - 184) defines research ethics as “the appropriateness of your 

behaviour in relation to your rights of those who become a subject of your work”. 

Furthermore Malthora and Birks (2014) argue that respondent’s rights and privileges must be 

maintained and respected when conducting research. Bryman and Bell (2011, pg.122) argue 

that ethical considerations cannot be ignored as they relate to the integrity of a piece of 

research. Furthermore the authors publish a list of professional bodies who have established a 

set of guidelines that researchers can adhere to; they are, Academy of Management (AoM), 

Market Research Society MRS, Marketing Research Association (MRA), CASRO and 

American Sociological Association (ASA) (Bryman and Bell, 2011, pg. 122; Burns and 

Bush, 2014; Malthora and Birks, 2014).  The ethical considerations are succinctly 

summarised into four categories by Bryman and Bell (2011, pg. 122) and they are; 

1. Whether there is harm to participants 

2. Whether there is lack of informed consent  

3. Whether there is an invasion of privacy 

4. Whether deception is involved 

Ethical considerations have been thoroughly taken into account for the present study. Firstly, 

all respondents were informed about the purpose of the interview and were assured of 

anonymity; their personal details are never passed onto third parties.  Confidentiality of the 

information gained is also crucial, and respondents were assured that all information gained 

will be used for this research study and for no other purpose.  Respondent anonymity was 

ensured by concealing identities within transcripts, and each respondent was labelled R1, R2, 
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R3 rather than using first and last names. The respondents were also notified that the 

interview was to be recorded using a dictaphone and were asked to raise any objections prior 

to the interview taking place. In regards to the discourse analysis, a letter to confirm the 

researcher as a legitimate PhD candidate was sent to the managers of the archives, with a 

statement to assure both parties that the documents would be used for the purposes of this 

research investigation and images would not be reproduced in any academic publication 

without getting full permission from the archives. All measures were taken in order to adhere 

with ethical guidelines set out by the professional bodies and also in compliance with the De 

Montfort Universities ethical guidelines. 

4.6 Research Instruments and the Research Process Followed for 
the Study 

4.6.1 Semi Structured Interviews  
 

The objective of phase one was to gain insight into the actual experience of a range of 

respondents of social responsibility ideas, messages and brand associations. In order to 

reduce social desirability bias (Oberseder and Schlegelmilch, 2011) it was decided to adopt 

face to face interviews in preference to other research methods in order to diminish self-

presentational concerns (Wooten and Reed Li, 2000) and also to minimise the pressure on the 

respondents “to do and say the right thing” (Bristol and Fern, 2003). Furthermore Bryman 

(2008) argues that face to face interviews allow a level of rapport to be built between the 

researcher and the respondent as discussed in section 4.4.1.  

4.6.2 Sampling 
 

This study utilises a non-probability sampling approach. Through purposive sampling, the 

researcher uses judgement to select a relevant sample for the investigation (Cohen, Manion 

and Morrison 2011). Silverman (2006) argues that purposive sampling demands that the 

researcher thinks critically about the parameters of the population that s/he is interested in 

and then chooses the sample respondents on that basis. Initially an agency was used as a 

mechanism in order to gain access to some respondents so that they might be contacted to 

take part in the study. Key criteria to enable some representativeness in the sample were 

identified at the outset (noted as important by Denscombe, 2012), in order to select a sample 

which had a reasonable range of respondents across age, income, occupation and gender. 

Respondents between 18 – 72 years old were sought, as the brand portrayals of both the Co-
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op and M & S might be perceived differently across generations – for the same reason, the 

possibility of diversity of attitude and perceptions, different ethnic backgrounds were also 

included (some past studies on ethical decision-making had found age and ethnic background 

to be relevant factors that differentiated respondents, Trevino, 1986).  With the aim of 

investigating respondent perceptions towards brands and their expectation of socially 

responsible behaviour by brands, a variety of life stages (student to retired) was included to 

permit any recollections of brand history or personal brand experiences.  As a follow up to 

this initial screening of potential respondents, eighteen respondents were selected.  

Thereafter, the researcher actively selected another six respondents to address the age range 

and occupation fully, in order to explore some key insights further. A full description of 

respondent background characteristics is outlined in Appendix A.  

In the exploratory phase of data collection, twenty six respondents were identified and 

interviewed for approximately 25 – 40 minutes. After twenty six interviews had been 

undertaken, some saturation of ideas occurred i.e. responses became repetitive (O'Reilly, 

Parker, 2012). The location for the initial phase of research was Leeds, which is the principal 

shopping centre for the whole of the Yorkshire and Humber region, with 3.2 million people 

living within the catchment area (Leeds.gov.uk).  A report published by the Centre for Cities 

also indicates that the average resident in Leeds can earn up to £471 a week and 30.0% of 

Leeds residents have NVQ4+ high level qualifications (Centreforcities.org).  This socio 

economic pattern coincided with previous research (Roberts, 1993; Hallin, 1995; Olli and 

Wollebaek, 2001) that identified levels of education as persuasive to social responsibility 

perceptions. The interviews were carried out in the North of England as this region had a 

strong historical link to both Marks and Spencer and the Co-operative; it was anticipated that 

knowledge of both brands would be relatively high in that region.    

4.6.3 Interview Protocol  
 

Kvale (1996) argues that in designing the interview questions, careful thought and 

consideration must be placed upon thematic and dynamic dimensions. Expressed differently, 

dimensions of an interview schedule allow for questions to reflect the construct of interest. 

With this in mind, the questions were semi-structured and designed to reflect and address the 

initial research questions (set out in Section 1.2, Chapter One). The aim of the semi-

structured interviews was to gain insights from a range of respondents with regards to their 

awareness of social responsibility ideas, and their experience of CSR messages and relevant 
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brand associations (including brand heritage).  The interview schedule was based on previous 

research that highlighted a high degree of consumer cynicism towards organisations and their 

efforts of behaving in a socially responsible way (Gilmore and Pine, 2007; Shrum et al., 

1995; Bedford, 2007); while other studies have explored the CSR orientation of UK retailers 

broadly (Comfort, Jones, Hillier, 2007; Strong 1995), limited research has explored 

consumers insights towards the social responsibility of specific organisations within the retail 

sector. As a result, the schedule for this phase of research encompasses three dimensions; 

expectations, communications and levels of awareness and finally consumer perceptions and 

attitudes, see Table 4-C below, 

 
Table 4- C: Summary of Key Dimensions in Interview 

Section Dimension(s) Link between Dimensions and 
Author(s) from Past Studies 

 
Expectation 

 
Importance, Expectation and 

Consumer Identification to Brands 

 
Fan (2005),  Mohr and Webb 

(2005); Aaker (1996) 
 

Communications and 
levels of Awareness 

 
 

Current Communications, Awareness, 
Meaningfulness  

 
Pomering and Dolnicar (2008), 

Dawkins and Lewis (2003); 
Schmeltz, (2012); Morsing et al., 

(2008).   
 

Consumer 
Perceptions/Attitudes 

 
Trust, Distrust, Intention and 

Behaviour 

 
Fierman (1991), Shrum et al (1995), 

Kangun et al., (1991) 
 

 

Expectation: the review of the literature identified that older than average brands can create 

and confirm expectations about an organisation’s future behaviour to stakeholders (Aaker, 

1996; George, 2004). This was further explored within the interview schedule in order to 

assess whether certain brands CSR activities can influence individual perceptions and 

whether there is degree of expectation and importance placed with brands of their CSR 

activities.  

 

Communications and levels of awareness: previous literature highlighted, on one hand that 

CSR is an important criteria in forming an impression of an organisation for consumers 

(Schmeltz, 2012); whilst on the other studies indicate that consumers have reservations about 

companies who are over – eager to inform stakeholders of their CSR activities (Morsing et 

al., 2008; Mohr et al., 2001).  Consequently, the review of the literature highlighted that it 
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remains unclear what consumers learn and how they interpret CSR reporting. Thus, a second 

dimension explored respondent levels of awareness of CSR reporting, whether they felt 

communications from organisations could improve and whether CSR brand messages are 

effective.  

 

Consumer attitudes and Perceptions: Ashforth and Gibbs (1990) and Vallentin (2001) 

suggest that organisations that are likely to expose their CSR credentials and ambitions are 

likely to attract critical stakeholder attention. While other studies by Pomering and Dolnicar 

(2009) argue that consumers have low levels of awareness of what CSR appears to be. 

Nonetheless the authors argue that consumers who are made aware of what CSR is, are more 

likely to have positive attitudes and stronger behavioural intentions, such as loyalty and trust 

(Pomering and Dolnicar, 2009; Sen, 2006). Therefore, this theme was further explored within 

the interview schedule in order to explore levels of trust and distrust from respondents 

towards organisations.  
 

Rubin and Rubin (2012) suggest that piloting an interview schedule is important in order to 

permit any refinements before progressing into full data collection. As a result, the initial 

interview schedule was piloted with two respondents from different age ranges, in order to 

test the flow of the questions and whether any problems occurred. From piloting the 

interview some amendments were made to the final interview schedule, such as a change in 

the order of questions and also refining the terminology used within the protocol.  
 

The semi-structured interviews were carried out in a quiet office in the premises of Matthew 

Murray House, city center and tape recorded. In order to ensure that the context and process 

was the same for all respondents, the same recording equipment and tools were used for all 

interviews.  The interviews were conducted by the researcher with the same script to 

introduce the context of the interview; these confirmed the research ethics, practice and 

adhered to The Market Research Society Guidelines, and confirmed whether the respondent 

was happy to proceed. During the interviews respondents were probed with questions that 

were prefaced with ‘ that’s interesting…’ or ‘tell me more about…’ this was fundamentally 

important to further explore responses that were significant to the research investigation. 

Through such techniques respondents were encouraged to expand and to share additional and 

insightful narratives (Silverman, 2010; Cresswell, 2014) 
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4.6.4 Data Analysis for Semi-Structured Interviews  
 

Cresswell (2013) notes that qualitative data analysis consists of four key steps; 1) data 

preparation and organisation (transcripts), 2) data reduction into themes through the process 

of coding, 3) unitising the data and condensing the codes and, 4) data representation. While 

different authors (Miles and Huberman, 1994; Wolcott, 1994; Madison; 2005) highlight 

variations in qualitative data analysis, the approaches are broadly similar to Cresswell’s 

(2013) approach.   

The initial step in the process of data analysis is data preparation and organising, i.e. 

transcribing (Cresswell, 2013). All recorded information, using a dictaphone, was collated 

and transcribed by the researcher, with a similar format for the transcripts, thus ensuring 

consistency. All recorded information was then uploaded as separate computer files, where 

each transcript represented one respondent and was saved as a separate Microsoft Word file.  

Once all recordings were uploaded, files were then collated and transcribed by the researcher.  

In this initial stage, when categorising the data, Cresswell (2013) suggests that researchers 

should convert their files to appropriate text units e.g. word, a sentence or an entire story for 

analysis by hand or through software programs such as Nvivo.  It was deemed important for 

the researcher to manually transcribe the data in order to become more acquainted with and to 

gain some immersion in the data (Saldana, 2012). Miles and Huberman (1994) also propose 

that researchers should take notes that consequently should be written up as passages or draft 

summaries to aid data analysis. For this study, the researcher sketched general observations 

of each interview; which were then typed up as short passages on each respondent - these 

offered good understanding of context, but were not part of the coded data analysis. 

Following the data preparation stage, it is suggested that qualitative researchers continue their 

analysis by making sense of the data as a whole. Agar (1980, pg.103) suggests that 

researchers should “read the transcripts in their entirety several times, immerse yourself in 

the details, trying to get a sense of the interviews as a whole before breaking it into parts.” 

Furthermore, Miles and Huberman (1994) suggest that writing notes in the margins helps in 

the initial process of data exploration. Each transcript was read several times in order to 

capture emergent themes. Once each transcript was read several times, key words, phrases 

and expressions were highlighted and notes were made across the transcript to make notes on 

any initial thoughts, see Appendix B. These initial thoughts were then formed into categories, 

and each transcript was revisited to look for multiple evidence to support each category. 
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Some initial categories which emerged and then led to sub-categories included low awareness 

of the adoption of  CSR messages; purchasing patterns; expressed trust and distrust; and 

importance of brands behaving in a socially responsible way. 

At this stage, the researcher moves from reading and memorising the data to a spiral of 

describing, classifying and interpreting the data (Cresswell, 2013). Data categories were 

revised and finally evolved into more refined categories; once the categories were set out, 

codes were then developed. The process of coding involves aggregating the textual data into 

small excerpts of information, seeking evidence from a transcript and then assigning that 

excerpt to the relevant code – a process known as unitisation (Bryman, 2008). Tentative 

codes were developed, followed by sub-codes and excerpts of data were unitised according to 

each relevant code, as the researcher continued to review the data. Codes for this study were 

emergent from findings, but also reflected some prior themes from the literature (as in an 

abductive approach). Within an abductive approach, codes for the data were developed from 

a) existing concepts from the literature and b) from themes which emerged from the data set 

i.e. heritage, nostalgic references and inter-generational stories. Codes were developed, re-

developed and refined numerous times to add rigour to the data analysis, and were informed 

by an iterative, additional reading of the literature (to gain ‘theory reach’, as noted by 

Charmaz, 2012). Once a coding structure was formalised, the excerpts were attached to each 

code/ sub-code in table format, with an overarching researcher narrative highlighting areas 

that are not immediately apparent, see Appendix D. 

The final interpretation of the data involved classifying the codes into themes. Themes are 

defined as broad units of information that consist of several codes aggregated in order to form 

a common idea (Creswell, 2013). Once themes are established, the researcher engages in 

interpreting the data - this process involves interpreting the data by contrasting and 

integrating it with a construct or idea previously established (Cresswell, 2013; Charmaz, 

2006; Miles and Huberman, 1994). For this study, refined codes were grouped together to 

form relevant themes that emerged from the data analysis, in order to present a more 

meaningful analysis. For instance, two merged codes highlighted evidence of CSR properties 

from respondent understanding and implicit recognition of brand heritage as part of their 

CSR interpretation. The grouped codes were presented in a tabular format highlighting 

respondent demographic and the corresponding narrative in order to present the data in a 

more accessible way - see Appendix E.  
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4.7 Critical Discourse Analysis Process Followed 
 

The focus within the second phase of data collection explored the ways in which messages 

relating to CSR are shaped and presented to different stakeholders through annual reports 

drawn from Marks and Spencer and the Co-operative records. This phase of research 

implemented Fairclough’s (1989, 2005) perspective of discourse analysis in which, two key 

elements are important- firstly the communicative event which requires an investigation of the 

qualities of text and secondly that of discourse organisation, which is the discourse practice 

in the sense of speech acts and genres used within a social institution or domain (Nielsen and 

Thomsen, 2007, pg. 27). A crucial stage in any study is deciding which documents are to be 

analysed (Krippendorff, 1980) and the number of documents to analyse. Leitch and Palmer 

(2010, pg. 1207) argue that the selection of documents is a crucial component of any method 

associated with critical discourse analysis, as it provides the underlying explanation for the 

validity and significance of the insights offered by the analysis. Unerman (2000) stresses that 

a boundary must be set to the variety of documents included in any research study. There are 

two main reasons for this. Firstly, large organisations might publish a multitude of documents 

in one year, ranging from annual reports to press releases and advertisements (Gray et al, 

1995; Zeghal and Ahmed, 1990). Not implementing any boundaries could leave the 

researcher overwhelmed and unable to analyse the array of documents available. Secondly, 

many documents might not have been placed within the corporate archive, so it is impossible 

to ensure completeness of data, (Unerman, 2000).  Alvesson and Karreman (2000, pg. 1145) 

note that in choosing how to limit the amount of text, researchers confront the issue of ‘rigour 

vs. significance’. Analysing fewer texts can enable researchers to examine the documents in 

greater detail; notwithstanding this, the smaller the corpus, the more difficult it may be to 

justify the broader significance of the analysis (Phillips and Hardy, 2002, pg. 72).   

 

For this study it was important to get a view of the evolution of CSR reporting and to 

ascertain brand-related accounts targeted at stakeholders. It was also necessary to capture 

how the brand-related content of CSR was shaped not just in present but also in prior 

communications. To achieve a consistent picture of the development of brand-related CSR 

commentary, it was necessary to consider CSR message content from a consistent document 

format. The use of the discourse in company annual reports by a range of stakeholders as a 

unified source of corporate information and their widespread dissemination (Deegan and 
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Rankin, 1997) has made them a favoured document to analyse in past studies of CSR 

communication. Annual reports can be viewed as a means by which organisations seeks to 

establish an image in the public sphere through voluntarily reporting and presenting a 

‘reality’ of corporate life (Hines, 1989). One practical reason is the acknowledgement that 

annual reports are usually more accessible to researchers than other reports (Woodward, 

1998); they are also regarded as important documents in CSR due to the high degree of 

credibility the information holds (Tilt, 1994 – cited in Unerman, 2000, pg. 669). Furthermore, 

annual reports are also an accessible way for stakeholders to gain access to a ‘corporate view’ 

of an organisation when it is not possible to engage with senior management. Annual reports 

are important documents in terms of the organisation’s construction of its own social imagery 

(Hines, 1988; Neimark, 1992). This is consistent with Fairclough (1995), who views critical 

discourse analysis as a social practice, which constitutes social identities, social relations and 

the knowledge and meaning systems of the social world. Fairclough’s perspective is that texts 

(e.g. annual reports) and social contexts are linked collectively and mediated by discourse 

practices which are generated, expressed and re-expressed through a diverse process 

(Pesonen et al., 2009, pg.334). While the argument for only using annual reports is well-

established (Jones, 1996; Woodward, 1998), there are some acknowledged limitations. Sole 

focus on annual reports “may result in an incomplete picture of disclosure practices” 

(Roberts, 1991, pg. 63). In addition, Gray et al (1995) and Zeghal and Ahmed (1990) suggest 

that a range of formats should be monitored if one is to capture the CSR messages by an 

entity. Press announcements were considered- however, these are produced by media outlets 

and journalists (Maat, 2007) and therefore are not directly produced by the organisation. With 

the focus on brand portrayal, annual reports1 were favoured as they are a means by which 

organisations seeks to establish an image in the public and private sphere through voluntarily 

reporting and presenting a ‘reality’ of corporate life (Hines, 1989).  
 

4.7.1 Justification for M&S and the Co-operative Cases 
 

In terms of the companies chosen for the study, it was important to select brands with a 

distinct heritage. Given the evidence in chapter three, it is evident that both brands longevity 

exceeded 100 years; both were UK-based and had a well-documented social history. This 

aligns with Blomblack and Brunniage’s (2009) assertion that researchers should pay attention 

1 For the Co-operative balance sheets were their main reporting format which was replaced by annual reports 
in the late 1980s. 
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to older, multigenerational family businesses due to their interesting corporate identity. On 

the other hand, both organisations incorporated a range of activities that were at least national 

in scope and were diverse enough to present discourses that might reflect varying aspects of 

CSR. Furthermore, current corporate actions (e.g. publication of Plan A and Join the 

Revolution) appeared to conform to the recent efforts of many UK companies to strategically 

position their CSR efforts and to report their CSR credentials towards identified audiences - 

thus, there was a ‘contemporary’ element to choice of organisations (Eisenhardt, 1991). 

 

4.7.2 Justification of how CSR Properties were addressed in Study. 
 

As identified in Chapter Two, corporate social responsibility has an extensive history and as a 

result many distinct properties have emerged over time. In seeking to distinguish the nature 

of the CSR discourse that can be extracted from documents, it was crucial to identify what 

might be regarded as representative range of CSR properties to be used as a starting point for 

examining annual report extracts. As indicated in the literature review, a collection of CSR 

definitions (academic only) starting from the 1950s to 2010s was explored in order to clarify 

the different properties of CSR, how they had evolved over time and how they might be 

classified. In total 73 definitions relating to CSR were categorised in a chronological order 

and the properties were identified through a content analysis of those definitions, see 

Appendix C. Bryman (2008, pg. 275) defines a content analysis as; “an approach to the 

analysis of documents and texts that seeks to quantify content in terms of predetermined 

categories and in a systematic and replicable manner”. Once the key properties were 

identified they were then grouped to represent an understanding of what the focus of CSR 

was in each period, as shown below Figure 4-B below. 

 This approach was adopted in order to comprehend how a range of representative CSR 

properties could be present in the selected annual reports for each decade. Without this 

informed understanding, it would be difficult for the researcher to extract excerpts from the 

discourse relevant both to CSR and to brand portrayal. Examining the degree to which CSR 

properties featured in the brand commentary in the annual reports was just one starting point 

for the critical discourse analysis. The next section outlines the detailed process undertaken 

within the discourse analysis.  
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18th       19th                                                                                                                                                                              21st                   
Century   Century       1950s          1960s         1970s           1980s           1990s       Century        2000s            2010 
 

Adam Smith – 
Economic Prosperity 
Invisible Hand 
Philanthropy 
Legal 
Private Initiatives 

Properties – 
Obligations to 
society and self-
interest (economic 
prosperity) 

Properties – 
Relationships between 
businesses and society 
External awareness of 
social considerations 
(looking beyond) 
Economic prosperity 
Legal 

Properties – 
Profit maximisation, 
stakeholder involvement, 
performance, legal, 
ethical, law abiding, 
discretionary factors – 
voluntary and obligations 

Properties – 
Pro-activeness or 
responsiveness, profit, 
voluntary, business ethics, 
philanthropic, legal, 
societal considerations, 
stakeholder involvement 

Properties – 
Stakeholder involvement, 
obligations to society, 
economically profitable and the 
environment 

Properties – 
Social and environmental concerns, 
voluntary or philanthropic activities, 
profits, community involvement, 
stakeholders, legal, ethical – 
transparency and accountability 

Properties – 
Social and environmental concerns, 
voluntary or philanthropic activities 
for deprived communities – sense of 
pro-activeness  

Figure 4 - B: Timeline of CSR Properties 

 

 

 

 

 

 

 

 

 

 

 

Source: This study
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4.7.3 Critical Discourse Analysis Implementation 
 

Data collection involved several visits to the M&S archive in Leeds and the Co-operative 

archive in Manchester, where copies of the annual reports from the 1920s to the 2010s were 

obtained. The use of annual reports across these time periods helped gain a clearer 

understanding of how the brand heritage elements link to CSR within different discourses the 

brands generate. A total of 106 annual reports across both organisations, sampled on an even 

year basis were analysed. The communicative events chosen for analysis are selected extracts 

from the reports. While analytical software packages may add rigour and prestige to a data 

set, or add to the quality of analysis (Ozkan, 2004, pg. 509); Barry (1998) notes how they can 

create distance between the researcher and the data; for this reason software such as NVivo 

was not used in the archive analysis.   
 

Data were manually analysed - documents were scanned by the researcher a number of times, 

with manual selection of extracts where words, phrases, expressions, and metaphors relevant 

both to CSR and to brand portrayal became evident. Coding of phrases and words outlined 

patterns of occurrences of CSR initiatives implemented by both brands and highlighted where 

themes overlapped and where brand-relevant commentary was allied to socially responsible 

statements. The selected extracts were then typed up into a separate Microsoft Word 

document where Fairclough’s (1989) initial discourse analysis was applied to the data (See 

Appendix E). The initial descriptive analysis concentrates on communicative events 

following three analytical categories - vocabulary, grammar and textual structures - which 

characterize the discourse form (Fairclough, 1989). The analysis of grammatical features and 

vocabulary illustrate how grammatical forms of language code occur in the text for particular 

purposes (Nielsen and Thomsen, 2007, pg. 27). Some filtering of the original categories 

presented by Fairclough (1989) was undertaken - for example, whereas Fairclough (1989) 

originally had ten key questions that were applied to text extracts- the researcher refined these 

and omitted some that were less relevant (e.g. sentence modalities) and combined other 

commentary linking elements of the analysis together to ensure more robust explanatory 

value that could capture depth in terms of text values in text production (See Appendix G- for 

the modified version of Fairclough’s stages). At the interpretation stage of analysis, the 

process of text production and text interpretation were analysed - the wider situational 

context of the discourse organization is examined and links between selected excerpts and the 

stakeholder audience were considered.  Appendix G provides two illustrations of how 

Faircloughs questioning of the discourse was carried out. 
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Table 4- D: Explanatory Dimensions of CDA 
Communicative 
Events Analysed 

(Descriptive Stage) 

Explanation Communicative Events 
in DA 

Interpretative of Communicative 
Events in Text Production 

(Interpretative Stage) 
 

Experiential Values 
A trace/cue to the way in which the text 
producer’s experience of the natural or 
social world is represented (Fairclough, 
1989, pg. 112). 

Explored illustrations of 
experiences portrayed in the text 
when addressing stakeholders e.g. 
references to the ‘valuable spirit’. 

 
 

Relational Values 

A trace/cue to the social relationships 
which are enacted via text in the 
discourse (Fairclough, 1989, pg.116). 

Relational values explored 
representations of how 
stakeholders are addressed in CSR 
commentary which are embedded 
within the brand heritage elements 
e.g. “we have continued to 
maintain close and cordial 
relations” 

 
 

Expressive Values 

Explores subjects and social identities 
through only one dimension concepts is 
to do with subjective values 
(Fairclough, 1989, pg.118). 

Expressive values in the text 
explored clear brand identities 
which are proactively portrayed in 
the discourse e.g. metaphorical 
representations of ‘the family’ 
 

 
Rewording/Over 

wording 
 

Over wording/ re-wording shows 
preoccupation with some aspect of 
reality (Fairclough, 1989, pg. 115). 

Over-wording of certain phrases 
can show concern to particular 
CSR or can reinforce ideologies 
e.g. reinforcement of core values. 

 
 

Classification 
Schemes 

The classification scheme constitutes a 
particular way of dividing up some 
aspect of reality which is built upon a 
particular ideological representation of 
that reality (Fairclough, 1989, pg.137). 

Classification schemes within the 
discourse explored on one hand, 
identification of promises made to 
stakeholders and on the other 
fulfilment of promises made. 

 
 
 

Scale Structures 
 

Explores how a whole text may have 
structure – may be made up of 
predictable events of a predictable 
order (Fairclough, 1989, pg.129). 
 

Text structures within the 
discourse, explore the structure of 
events that are presented to 
readers, such as this is what we 
have established – this is what we 
are doing – this is what we have 
done and this is what we have 
achieved.  

 
 
 

 
 

Expressive 
Modalities 

 
 
 

Modality is to do with the speaker or 
writer authority. There are two types of 
modality – depending on the direction 
of authority. Firstly if it is a matter of 
the authority of one participant – we 
have relational modality. Secondly if it 
is a matter of the speakers or writers 
authority with respect to the truth or 
probability of a representation of reality 
we have expressive modality 
(Fairclough, 1989, pg.126). 

Expressive modality relates to the 
writer’s evaluation of the truth in 
text (Fairclough, 1989, pg.126). 
Therefore evaluations of truth can 
be explored from a CSR 
perspective and brand heritage.  
This question also explores power 
relations which are enacted within 
text.  
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At this stage, the focus is concerned with participants as social actors (as in social 

constructionist view, Bryman and Bell, 2008; Silverman, 2010) in the process of the text 

production and text interpretation. Fairclough (1989) suggests that interpretations are 

generated through a combination of what is in the text and also what is in the interpreter; 

expressed differently, what the researcher holds within their members resources (MR). 

Furthermore, researchers arrive at interpretations of situational context partly on the basis of 

external cues, features of physical situation, properties of participants, what has previously 

been said but also partly on the basis of aspects of their MR (Fairclough, 1989). By 

examining the situational cues in CSR-related excerpts from Fairclough’s (2005) perspective, 

i.e. why this discourse, why now- the researcher was able to develop insights into the way 

Marks and Spencer and the Co-operative have sought to shape their commentary to 

stakeholder groups. Both levels of analysis offer insight into how the organisation conveys 

their socially responsible credentials. Table 4-D above highlights the explanatory dimensions 

from the descriptive stage of the discourse analysis process. 

While Fairclough (1989) proposes a third stage, entitled explanation stage, the principal is 

emphasis of this stage is on explaining how the social practice of the discourse is determined 

by social structures (often focusing on struggles related to social structure or struggles related 

to relations of power). In this PhD research there was not, from the outset an expectation of 

generalisability from the findings therefore broad interpretations of the link between CSR 

commentary and either social structures or power relations were unlikely to have a lot of 

validity. As this study examined specific cases and highly contextual elements pertaining to 

specific firms, the researcher did not feel it was possible to expand the DA analysis too much 

into such broad social interpretation. Nonetheless, one aspect of the explanation stage noted 

by Fairclough was the examination of member’s resources and how they reflected ideologies. 

In this study, some evidence of ideological positioning on the part of the two organisations 

emerged and is discussed in Section 5.4. In addition the wider implications of the findings are 

drawn out in the discussion chapter and this does consider some broader social insights in 

particular in the changed nature of relationships between retailers and their salient 

stakeholders.  
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4.8 Reliability and Validity 

Saunders et al., (2012, pg. 146) define reliability as “the extent to which data collection will 

yield consistent findings and whether similar findings would be made by other researchers.” 

Similarly, Denscombe (2007) also states that reliability is defined by whether other 

researchers using the same tools, can replicate the same findings. The present investigation 

ensured tight procedures to ensure the reliability of the research findings. Firstly, all semi 

structured interviews were carried out in the same location, Leeds, in the same office and the 

same recording equipment and tools was used for all interviews. Furthermore, the interviews 

were conducted by the researcher with the same script and interview schedule; this was to 

ensure a consistent approach was taken to each individual interview (Sekaran and Bougie, 

2013). Within this, there remained flexibility to explore some questions in greater depth than 

others, dependent on respondent experience (Rubin and Rubin 2011; 2012). With regards to 

the critical discourse analysis, the same tools and analytical process were undertaken across 

both organisations and all documents. However, should future researchers apply the same 

tools and analytical process for the critical discourse analysis it may not be possible to 

replicate the same findings. As critical discourse analysis is a method of interpretation and 

the critical questioning of text, the reliability and validity of the findings are dependent on the 

level of analysis and the coherence of the researchers’ argument (Frohmann, 1994, pg. 122). 

This, by definition, may very across individuals.  

Validity is defined as the extent to which data collection methods measure what they are 

intended to measure, Saunders et al, (2012). Validity has been ensured throughout this study; 

as all information collected is appropriate in terms of what the research questions are 

investigating. Denscombe (2007) states that validity can be checked to discover whether the 

data is of a factual nature in four ways, they are as follows; 

1. Check the data with other sources 

2. Checking the transcript with the informant 

3. Check the plausibility of the data 

4. Look for themes in transcripts 

In terms of validity, checking the transcript with the respondents was not possible due to 

constraints on the respondent time and due to the distance between the researcher and 

respondent location. In order to check the plausibility of the data, the range of respondents 

were chosen across demographic and socioeconomic categories that coincided with 
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previously effective research (Roberts, 1993; Hallin, 1995; Olli and Wollebaek, 2001); such 

studies had, for instance, identified levels of education as persuasive to social responsibility 

perceptions, thus a range of education level was included in the selected sample.  

In terms of the selection of documents for the discourse analysis, Palmer (2010) argues that 

the choice of documents is crucial, as it provides the underlying explanation for the validity 

and significance of the insights offered by the analysis. Therefore, it was crucial to select 

documents that were solely produced by the organisation and not a third party. With the focus 

on brand portrayal, annual reports were favoured as they are a means by which organisations 

seek to establish an image in the public and private sphere through voluntary reporting. 

Annual reports selected for this study are voluntarily reported by both organisations and are 

used for widespread dissemination among different stakeholder groups. The selection of the 

documents was important in order to get some insight into specific stakeholder groups i.e. 

consumers. Themes were apparent from the semi-structured interviews, and thus, according 

to Denscombe (2007, pg. 297), “this information would have been shared among a wider 

group and therefore the researcher can respond to it with more confidence”. While, on the 

one hand, some consolidation and deeper researcher understanding of those themes was 

present in phase two in the critical discourse analysis; on the other, the level of analysis 

expanded laterally to include new themes but also stretched across different levels of analysis 

(descriptive, interpretive and explanatory) to offer a more informed understanding of a 

broader interrelationship of themes. Finally, in order to permit some theory building, 

perspectives from the literature relating to the nature and forms of CSR, to social 

responsibility from a stakeholder perspective, to the complexity of brand heritage and brand 

authenticity were continually revisited and re-viewed in the light of emergent findings in 

order to gain some original insight and synergy of thought that might contribute to extant 

literature.    

In this way, triangulation was applied to the research study.  Denzin (1970, pg.310) refers to 

triangulation as a process that uses “multiple observers, theoretical perspectives, sources of 

data and methodologies”. For this study, multiple methods were applied (interviews and 

discourse analysis), with multiple sources of data examined and analysis occurred on 

different planes of analysis (descriptive with regards to identifying evidence of key patterns; 

interpretive with respect to gaining insight into the core concepts of the study and explanatory 

in terms of achieving some contextual understanding). Figure 4-C below highlights the 

iterative nature of the research process adopted for this PhD study. 
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Figure 4 - C: Iterative Nature of the Research Process 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Epistemology Interpretivism 

Nature of Enquiry Abductive 

Research Design/Strategy Multi method program of qualitative 
enquiry: interviews and CDA 

Exploratory 

Data Collection 

26 Semi-structured interviews 

Purposive Sampling 

Data Analysis 

Main Data Collection  

 

Critical Discourse Analysis 
- Annual Reports 

Data Analysis 

Content Analysis: CSR Definitions 

Reliability and Validity 

Process 

Implementation 
Iterative Process 

Linking to Literature 
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4.9 Research Limitations 
 

Due to the time constraints of this research investigation, several limitations became 

apparent. Firstly, although purposive sampling was implemented to select a relevant sample 

of respondents for the exploratory phase of research, sampling further to select a broader 

range of respondents demographically would improve the strength of the initial results. 

Further sampling would allow the researcher to further explore some of the dominant and 

prevalent themes that emerged from the findings across the different demographic groups.  

For instance, interviewing more respondents above the age of 50 would enable the researcher 

to further explore some of the first hand memories that became prominent through the 

analysis. 

A second limitation apparent within this study was that the sample for the main data 

collection only explored the discourse of two organisations – both with established brand 

footprints in relation to CSR and a long longevity. Therefore, the investigation of other retail 

brands with a differentiated and distinct brand identity and positioning might have 

highlighted some further distinctive patterns in the integrated of CSR within brand heritage 

and authenticity.   

In the discourse analysis undertaken here, only annual reports were examined – this was 

justifiable on the basis of the acknowledgement that annual reports are usually more 

accessible to researchers than other reports (Woodward, 1998); annual reports are also an 

accessible way for stakeholders to gain access to a ‘corporate view’ of an organisation and 

finally annual reports are important documents in terms of the organisation’s construction of 

its own social imagery (Hines, 1988; Neimark, 1992). However, the examination of other 

documents such as internal company magazines could have explored how both M&S and the 

Co-operative communicated CSR activities over time to another stakeholder group i.e. 

employees. Furthermore an exploration into other documents would permit a further 

understanding of whether the organisations SR reporting was consistent and congruent across 

other stakeholder groups – thus enabling a complete picture of disclosure practices as 

suggested by Roberts (1991, pg. 63).  
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4.10  Conclusion 

This chapter has outlined the way in which the data was collected, and how decisions were 

informed by ontological and epistemological assumptions. The differences between two 

distinct and differentiated research paradigms: positivism and interpretivism are discussed -

with justifications on the adoption of the latter in the present research study (see Section 4.3).   

Based on the purpose of the research study, which is to investigate the framing of CSR 

messages and explore how they are interlinked with brand authenticity and heritage, and to 

examine customer interpretations of such brand messages, the two-phase research strategy is 

outlined. This study adopts a qualitative program of inquiry utilising a multi-method strategy 

based on twenty six in-depth semi-structured interviews and a critical discourse analysis of 

annual reports were selected as suitable methods (see Section 4.3). The semi-structured 

interviews were implemented as a means to explore respondent levels of awareness, attitudes 

and perceptions of CSR brand communications of retailers.  To complement the customer 

view that emerged in the interviews, a critical discourse analysis that aimed to identify the 

portrayed characteristics of CSR and how it is embedded within brand heritage and brand 

authenticity was undertaken – a detailed justification of this choice is set out in Section 4.7 

above. Data collection approaches were also outlined and justified in Section 4.6 and 4.7,  

with key explanation of sampling and a detailed justification of the research instruments and 

documents used for the phases of research. Reliability and validity issues and research 

limitations are noted in Section 4.8 and 4.9.  The next chapter presents combined findings, 

interlinking both the findings from the critical discourse analysis and respondent narratives. 
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Chapter Five 
Main Data Collection Findings:  Marks and Spencer and 

 Co-operative 
 

5. Introduction  

The critical discourse analysis part of this study focuses on the deconstruction of CSR 

messages within the history of the two retailer brands and on an evaluation of how such 

messages are interlinked with brand heritage and brand authenticity. The approach adopted in 

the critical discourse analysis adhered to the process identified by Fairclough (1989) with 

some adaptation to the context to this study, as outlined in the methodology chapter in 

Section 4.7 and as clarified in Appendix F.  Fairclough (1979) proposes that a researcher 

should ask three questions when exploring the situational context of a discourse - What is 

going on? Who is involved? In what relations? 

When exploring ‘what is going on’, it is apparent that the reporting structure adopted by the 

Co-operative is formal, in comparison to that of Marks and Spencer. For the Co-operative, 

committee meetings run on a quarterly cycle and an agenda is provided to Board members 

outlining the recommendations of the committee. Within these meetings, suggestions are 

gathered and a case is made as to where funds can be allocated – particularly to charitable 

causes and natural disaster relief. Once suggestions are made, an agenda is provided to Board 

members outlining the recommendations of the committee. Once the meetings have taken 

place, minutes of the meeting are provided; indicating where issues have been ‘resolved’ or 

where further ‘action’ is required. A committee report is distributed twice a year, half way 

through the year, providing an elaborated account of the organisational activities. This 

reporting style remained consistent until 1998 – thereafter, a more strategic reporting format 

was apparent that was inclusive of wider CSR initiatives.  On the contrary, a consistent 

reporting style for Marks and Spencer was evident that presented a less formal approach, 

targeting a wider range of stakeholders, such as employees, customers and shareholders.  For 

M&S, as the annual reports continued to evolve over the years, a diverse range of CSR 

properties became apparent in the textual analysis. The longitudinal perspective offered by 

the tracking of CSR narratives from 1890s to 2010s indicated that the annual report was a 

document disseminating different information on organisational priorities to varied audiences 

with a key focus on core values and social responsibility.   
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When examining who’s involved, on the one hand, there is the producer (the organisation) 

and on the other, there are the addressees. The addressees in the case of the Co-operative are 

shareholders. Additionally, relationships are also apparent through reference to “by order of 

the board” – highlighting the formal relationship between the board and the secretary. 

Furthermore, in the post 1998 period, a shift from a multi vocal2 producer voice to a holistic 

univocal3 reporting format was acknowledged. 

In considering M&S, the main position occupied within the annual reports is that of the 

chairman of the organisation, who would acknowledge events, members of staff, customers, 

representatives from the charities and environmental organisations. Throughout the period 

from the 1970s to the 1990s, the reporting tone often sought to express gratitude to key 

stakeholders, staff and suppliers and one predominant reporting structure and one producer 

voice was used – a more univocal approach was evident. 
 

In considering the relationships of power enacted within the reports, some of this is less 

transparent. The producer of the reports can exercise power over the key audiences, in that 

she/he has sole producing rights and can determine what is involved or excluded in the 

discourse. Therefore the producer can determine how events of the organisation are 

represented, thus favouring particular representations of key activities, policies or SR 

illustrations. In the case of M&S the main authority is conveyed through the chairman – who 

reports on organisational achievements and status. In comparison, for the Co-operative, 

within the early reporting the power was held by the committee members who determined the 

portrayal of events and the published discussion for the meetings. As time progressed, the 

reporting style changed - from the 1990s, the chairman of the Co-operative held the main 

positon within the discourse; thus adopting a similar editorial position to that of M&S. 
 

When looking at the descriptive elements of the critical discourse analysis, the 

communicative events that are the basis of selection of material from the annual reports are 

explained in column one of Table 5-A below;  

 

2 Healy (2005) defines a multi vocal approach as a process where multiple voices take over within a discourse. 
3 Gilbert and Mulkay (1984) define a univocal approach as a method that captures authentic meanings within 
discourse that is ruled by one authorial voice. 
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Table 5- A: Explanatory Dimensions of CDA 
Communicative 
Events Analysed 

(Descriptive Stage) 

Explanation Communicative Events 
in DA 

Interpretative of Communicative 
Events in Text Production 

(Interpretative Stage) 
 

Experiential Values 
A trace/cue to the way in which the text 
producer’s experience of the natural or 
social world is represented (Fairclough, 
1989, pg.112) 

Explored illustrations of 
experiences portrayed in the text 
when addressing stakeholders e.g. 
references to the ‘valuable spirit’. 

 
 

Relational Values 

A trace/cue to the social relationships 
which are enacted via text in the 
discourse (Fairclough, 1989, pg.116)  

Relational values explored 
representations of how 
stakeholders are addressed in CSR 
commentary which are embedded 
within the brand heritage elements 
e.g. “we have continued to 
maintain close and cordial 
relations” 

 
 

Expressive Values 

Explores subjects and social identities 
through only one dimension concepts is 
to do with subjective values 
(Fairclough, 1989, pg. 118). 

Expressive values in the text 
explored clear brand identities 
which are proactively portrayed in 
the discourse e.g. metaphorical 
representations of ‘the family’ 
 

 
Rewording/Over 

wording 
 

Over wording/ re-wording shows 
preoccupation with some aspect of 
reality (Fairclough, 1989, pg.115). 

Over-wording of certain phrases 
can show concern to particular 
CSR or can reinforce ideologies 
e.g. reinforcement of core values. 

 
 

Classification 
Schemes 

The classification scheme constitutes a 
particular way of dividing up some 
aspect of reality which is built upon a 
particular ideological representation of 
that reality (Fairclough, 1989, pg.137). 

Classification schemes within the 
discourse explored on one hand, 
identification of promises made to 
stakeholders and on the other 
fulfilment of promises made. 

 
 
 

Scale Structures 
 

Explores how a whole text may have 
structure – may be made up of 
predictable events of a predictable 
order (Fairclough, 1989, pg., 129). 
 

Text structures within the 
discourse, explore the structure of 
events that are presented to 
readers, such as this is what we 
have established – this is what we 
are doing – this is what we have 
done and this is what we have 
achieved.  

 
 
 

 
 

Expressive 
Modalities 

 
 
 

Modality is to do with the speaker or 
writer authority. There are two types of 
modality – depending on the direction 
of authority. Firstly if it is a matter of 
the authority of one participant – we 
have relational modality. Secondly if it 
is a matter of the speakers or writers 
authority with respect to the truth or 
probability of a representation of reality 
we have expressive modality 
(Fairclough, 1989, pg.126). 

Expressive modality relates to the 
writer’s evaluation of the truth in 
text (Fairclough, 1989, pg.126). 
Therefore evaluations of truth can 
be explored from a CSR 
perspective and brand heritage.  
This question also explores power 
relations which are enacted within 
text.  
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A total of 106 annual reports across both organisations helped gain a clearer understanding of 

how brand heritage concepts link to CSR within the range of discourses the brands generate. 

The communicative events chosen for analysis are selected extracts from the reports from 

1844 – 2010 for the Co-operative and 1884 – 2010 for M&S. Faircloughs (1979), critical 

discourse analysis allowed the researcher to uncover ways in which stakeholder groups were 

specifically addressed in the annual reports. The interpretation of the communicative events 

in terms of text production is also outlined in column three of Table 5-A. In seeking to gain a 

well-integrated understanding of the nature of CSR brand portrayal, both the descriptive and 

interpretive stages of the critical discourse analysis are interlinked in the reporting of the 

findings. 

In addition in this chapter, the findings from the individual respondent interviews are 

integrated into the analysis. All recorded information was collated, transcribed and findings 

were analysed using thematic coding following the guidelines of Cresswell (2013), as 

outlined in the Methodology Chapter. Key themes that reflect how the respondents perceive 

the CSR commentary and brand portrayal of UK retailers from twenty six semi structured 

interviews are analysed and discussed; all commentary is based on detailed audio-recorded 

transcripts from each interview and quotes are used throughout relevant sections to provide 

evidence for the interpretations offered.  

The interpretation of findings is thus presented as a set of critical perspectives on both textual 

narratives drawn from annual reports and from respondent transcripts, as indicated in Figure 

5-A below. The diagram illustrates how the four key perspectives become integrated in the 

CSR brand portrayal that is adopted by both organisations and in the customer’s perception of 

that CSR portrayal.  
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Figure 5- A: Key Perspectives 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Section 5.1 offers insights into CSR representation across both retailers - illustrating how 

varied textual cues embedded within the discourse are used as a means to present 

organisational CSR initiatives. In Contrast 5.2 identifies how stakeholder relationships are 

enacted within the discourse and offers evidence of differences in the stakeholder reporting 

across both brands – more specifically illustrating how the use of classification schemes are 

used to target particular stakeholders. The dynamic and discontinuous nature of CSR 

reporting across both retailers – highlighting periods of message fade out and inconsistency 

of portrayal, in addition to the accumulation of new dimensions of CSR, is presented in 

Section 5.3. Finally, Section 5.4 presents evidence of brand heritage concepts interlinked with 

CSR messages across the history of both brands – furthermore, this section presents evidence 

of how the integration of CSR with brand heritage appears to form a basis of an authentic 

discourse.  

 

        5.2: Stakeholder Relationships 
 

Overview of stakeholder-orientated portrayal 
of CSR  

 

Targeting internal and external stakeholders: 
Classifications Schemes 

 
 
 

Mapping CSR messages and consumers 
perceptions  

 
 

5.1: CSR Representation 
 

Illustrations of experiential values 
 

Fragmented attempts to communicate 
relational values 

 

Metaphorical representations addressing 
stakeholders 

 

Relational values when addressing employees 
 

5.3: Evolution of CSR 

Dynamic and discontinuous CSR 

Reference to external partnerships including 
CSR 

 
Textual structures conveying international 

ambitions of brands 
 
 
 

5.4: Links to Brand Heritage, 
Authenticity and CSR 

Discourse echoing prevailing social concerns 
 
 

Relevance on nostalgic representations 
 

Social responsibility awareness filtered 
through brand heritage: consumer view 

 
Building an authentic discourse 

 

CSR-oriented Brand 
Portrayal 
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5.1 CSR Representation: How key textual values to represent 
CSR are articulated by M&S and the Co-op 

 

 

 

 

 

 

 

This section reports on how triggers and cues within the discourse are interlinked with 

socially responsible initiatives across M&S and the Co-operative. Experiential values explore 

the way in which the producer of the discourse sought to recreate an experience around the 

brand; in contrast for the audience, expressive values are triggers within the discourse of how 

the identity of the brand is enacted and finally, the relational values highlight how 

relationships are encouraged via the discourse (see Table 5-A). 

5.1.1 Emphasis on Creation of Relational Values  

An exploration into relational values places focus on how the producer’s choice of wording 

helped to create social relationships between participants (Fairclough, 1989. pg. 87). Within 

the annual reports for M&S in the 1940s, there is great emphasis on creating relational values 

within the text; exploration of the relational values within the discourse illustrates how social 

relationships are enacted and communicated, the relational values enacted within the 

discourse highlight a focus on stakeholder wellbeing which eventually progressed to 

stakeholder engagement. 

Relations within the annual reports convey distinct and differentiated relationships between 

the organisation and manufacturer, when compared to the relationship between the 

organisation and their staff, as noted in the excerpts below; 
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 ‘’Co-operation with Manufacturers - We have continued to maintain close and cordial 
relations with our suppliers. We are glad to say that by effective co-operation we have been 

able, together, to surmount many difficulties. We thank them for their valuable 
collaborations.’’  (M&S Annual Report, 1944: Excerpt 1) 

 

‘’Welfare and Staff - We are maintaining our Welfare Services at as high a level as is 
possible present conditions. A number of our employees are now receiving pensions from the 
Marks and Spencer Benevolent Fund, after long and faithful service with the Company. This 

Fund was established in 1936, primarily for the benefit of staff not covered by the Group 
Pension Scheme inaugurated in the same year.’’ (M&S Annual Report, 1944: Excerpt 2) 

 
The above excerpts communicate two diverse relationships. The first excerpt focuses on the 

co-operation and collaboration between manufacturers and the organisation. The use of the 

words ‘co-operation’, ‘collaboration’ and ‘together’ appear to convey a strong sense of 

teamwork and unity. Within the same excerpt, the producer states, “they maintain close 

contact with us and cordial relations…”, thus implying a friendly and pleasant relationship 

between both parties. In comparison, excerpt two pinpoints a strong focus on employee 

wellbeing, where Marks and Spencer report on the services employees receive, such as the 

Marks and Spencer benevolent fund, a fund whose existence highlights the support and 

monetary assistance provided to the employees of the organisation.  

The pronoun “we” is frequently used in CSR related comments, where the producer seeks to 

highlight M&S actions on behalf of key stakeholders but the semantic meaning in the text 

changed over time.  References such as; “we have continued to maintain cordial relations...’’ 

and “we are maintaining our welfare services…” convey an assurance that Marks and 

Spencer place value on sustaining good relationships with supplier. It is important to note 

that, in the 1940s, annual reports were small in size, therefore over-wording of such phrases 

served to emphasise what the organisation had done on a larger scale; therefore potentially 

having a greater impact on the reader. In addressing suppliers, the use of the word ‘we’ here 

is slightly more formal - the excerpt exemplifies what Fairclough (2007) refers to as process 

and participant; see excerpt below; 

 ‘’Tribute To Suppliers - We take this opportunity of thanking our suppliers for their co-
operation this past year. We look forward to the time when restrictions and limitations on 

procedures will be removed…” (M&S Annual Report, 1946: Excerpt 3) 
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In the above excerpt, the pronoun ‘we’ is an indication of how the directors show 

appreciation to their suppliers. Also interesting is the tense of the message- with reference to 

a shared future (“we look forward to…”) in a post-war Britain with their suppliers. As 

employees are separately mentioned throughout the reports, it can be interpreted that the use 

of the word ‘we’ refers to a group, which in this case is the group of directors, rather than the 

producer, showing appreciation on behalf of the organisation as a whole. The second 

difference noted is how the use of ‘we’ changes the tense of the message. While in earlier 

reports ‘we’ was used to  highlight the past and present tense, in this excerpt the pronoun is 

used to make reference to the future tense, mention of “we look forward to…” communicates 

how the organisation  plans a shared future with their suppliers.   

5.1.2 Illustrations of experiential values interlinked with SR initiatives: Co-op 

Conversely, for the Co-operative, early reporting focussed less on relational values but more 

on experiential values. Experiential values are essential when investigating how the Co-

operative have positioned themselves in relation to social responsibility. Experiential values 

linked to benevolence and charitable giving (internationally and locally) became evident 

within the discourse for example the “Indian Famine” appeal, see below; 

 

 “Memorandum – “Indian famine – that it be an expression from this meeting that the 
Government of England should do something toward relieving the distress caused by the 

famine in India.” (Co-op Balance Sheet, 1900: Excerpt 1) 
Also,  

“INDIAN FAMINE – At the last quarterly meeting you voted £1,000 towards the relief of the 
distress caused by the famine in India, and you expressed the opinion that if the necessity 

arose we should contribute a further £1,000 and report to you at the next quarterly meeting, 
we have now to report that having  received another appeal for assistance owing to the 

increased severity of the distress and  the necessity for further and prompt help, we decided, 
in accordance with your wishes, to hand over to the relief Fund another sum of £1,000, which 

action we ask you to formally approve.”  (Co-op Balance Sheet, 1900: Excerpt 2) 
 

Excerpt one, for the Co-operative, highlights an exhortation to external stakeholders i.e. the 

Government regarding their duty to act appropriately towards the Indian Famine, 

Interestingly, declarative sentences are apparent within the memorandum, the short, precise 

sentences may seek to create an impact on the reader such as “the distress caused by the 

famine in India”, offering evidence of an international focus in CSR towards the famine in 

India.  
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The second excerpt presents a recommendation from the committee to the Board of Directors, 

in anticipation that they would formally approve the suggestion to extend support towards the 

famine in India. When examining the scale structures of the text, the wording is chosen 

carefully to denote behaviour; this is what we recognise (Famine in India); this is what you 

have requested (to donate and contribute £1000); this is what we have done (in accordance 

with your wishes we have contributed £1000). This line of reporting accords with Fairclough 

(1989, pg. 112), who suggests that experiential values  emerge through cues in the text that 

represent how the text producer seeks to represent the social world – this can be done in two 

ways, see below - in this case the reporting appears to be focussing on actual content. 

-  By communicating knowledge and beliefs 

-  By looking at content – what is said and what is done. 

In line with M&S, a strong use of pronouns such as ‘we’ and ‘you’ are apparent within the 

discourse. In this instance, the pronoun ‘we’ actively refers to the members within a 

committee, while the pronoun ‘you’ actively addresses the Board. Interestingly the use of the 

pronouns reflects experiential values in this case- what Fairclough (1989, pg. 112) refers to as 

process and participant is apparent. The pronoun ‘you’ is used which can serve as a way to 

highlight a sense of empowerment and the authority the board has over the organisation and 

decisions being made; by formally asking them to approve suggestions. In addition, examples 

such as “you voted” “you expressed” and “you to formally approve” can serve as a means for 

the producer to encourage employees and members to recall events within the organisation. 

However, due to the formal and rigid nature of the reporting style and sentence structure, it 

could be argued that the discourse perhaps prohibits external stakeholders from engaging in 

the discourse. What is apparent in this time period is that the narrative of the Co-operative 

events was designed particularly for employees and members; and as a result experiential and 

relational values within the text reflect this reporting orientation. Consequently, the reporting 

layout reflects to some extent, the somewhat rigid and formal nature of the organisation, 

through the formal language and the tone used within the discourse.   

Interestingly as time progressed, the use of the pronoun ‘you’ seeks to (unintentionally) offer 

links within the discourse that some customers may be able to relate to; see below; 
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“HAIG PIT DISASTER FUND (WHITEHAVEN) 
“As you will be aware, a serious explosion occurred at the Haig Pit of the Whitehaven 

Colliery Company, on September 5th last, which, unfortunately, caused a loss of 39 lives, and 
an urgent appeal is being made for donations to aid the bereaved families of the unfortunate 

men who lost their lives…” 
(Co-op Balance Sheet, 1922: Excerpt 3) 

 
References to “as you will be aware…” are evidently directed to the board members, thus 

highlighting the issue relating to the Haig Pitt Disaster Fund. Such references can also serve 

as an example of an experiential value within the text by reminding readers of the disaster, 

and consequently how the Co-operative raised funds to help the bereaved families, as funds 

were approved by the board. On the contrary, the use of the pronoun ‘we’ (see Co-op excerpt 

four) is used to present a collective voice – a voice that is symbolic of the thoughts, vision 

and ideas of the members within the committee.  The analysis highlights that the switching 

between pronouns ‘we’ and ‘you’ appear to present a divide or distance between board 

members and the committee; a divide that symbolises the formal nature of the organisation 

but is also illustrative of cues within the text that represent relational values, a relationship 

enacted within the discourse between the committee and the board.  

The CSR references to charitable giving and benevolence are strongly reflective of what is 

known of the Co-operative history within the period of 1898 – 1970; with strong textual cues 

linking to natural disasters, community initiatives and initiatives carried out by the 

Government. Another example of an experiential value which is evident within the 1906 

discourse is a reference to the “French Mining Disaster”: 

“FRENCH MINING DISASTER 

The unprecedented mining disaster at Courrieres, France, occurred a few days before our 
last general meeting, held at Manchester on March 17th, and you unofficially approved at 

that meeting of a grant of £500 being made by the society towards the relief of the sufferers. 
We accordingly remitted that sum to the Manchester Lord Mayor’s fund, which along with 
other similar funds raised in this country have been applied to that object. We now ask for 

your formal approval of the grant. We may remind you that the disaster was of a most 
appalling character, and over 1,150 lives were lost, thus a very large number of dependants 

have to be provided for. Our donation, which was so promptly made, was greatly 
appreciated, especially by the French Co-operators, who lost a number of their comrades in 

this sad disaster.”  (Co-op Balance Sheet, 1906: Excerpt 4) 
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The above excerpt is more detailed and descriptive in nature, in comparison to narratives of 

previous years, when highlighting causes supported. Reference to “we may remind you that 

the disaster was of a most appalling character, and over 1,150 lives were lost”, highlights 

the impact of the disaster, in addition “we remind you”, which should act as a trigger in 

memory. What is noteworthy in the Co-operatives approach is the innovative nature of 

supporting the working class groups not only in the UK but also internationally. This concern 

in supporting working class groups was particularly important for organisations during the 

industrial development, (1800 – 1900), which was a time when many labour disputes and 

strikes occurred (Brandes, 1976). Furthermore, within this period, organisations, 

consequently, offered employees educational activities, relief, housing and support 

(www.socialwelfarehistory.com). 

5.1.3 Co-op: Fragmented attempts to communicate relational values targeted 

towards external stakeholders 

The analysis of data also indicates some efforts to by the Co-op to generate relational values 

that might resonate with external stakeholders on part of the Co-operative. The excerpt below 

highlights relationships between the organisation and Woodcraft Folk society and also 

between the organisation and young consumers; 

“The society continues to give support to the Woodcraft Folk, one of whose young members 
is featured on this page, to Young Adult Groups and to Network, an organisation linking 
individual members aged between 16 and 30. New member initiatives on environmental 
issues and joint projects with conservation groups are also appealing to these younger 

members.” (Co-op Balance Sheet, 1988: Excerpt 4) 
 

Reference to “the society continues to give support to the Woodcraft Folk”” is an example of 

a cue within the discourse emphasising this relationship. In addition to this, reference to 

“initiatives on environmental issues and joint projects with conservation groups” seeks to 

convey the initiatives the organisation supports – with direct mention of the environmental 

dimension of CSR. On the other hand, the excerpt below communicates a lasting relationship 

between the Co-operative and Christian Aid, reference to “entered its third successful year”, 

highlights the longevity of this partnership.   

“Continuing our alliance with Christian Aid. Our unique alliance with Christian Aid entered 
its third successful year. As before, we contributed towards the cost of promotional materials 

for Christian Aid Week....” (Co-op Balance Sheet, 1996: Excerpt 5) 
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Reference to ‘unique alliance’ sought to convey a sense of ‘unity’, ‘collaboration’ and 

‘togetherness’. Within the same excerpt, use of pronouns ‘our’ and ‘we’ are used. While the 

use of the word ‘our’ can provide a sense of association; it may also appear to convey a sense 

of ownership and possession. Similarly, the use of ‘we’, may seek to convey a sense of team 

effort and working together between both parties. 

As time progressed, the reporting format remained consistent, with prominent mentions of the 

charities that the Co-operative supported. References to donations which were granted to 

various charities were clearly structured and bullet pointed, each donation was numbered 

with a clear indication of the financial amount donated and to which charity, see below; 

“Resolved - That the following donations be granted out of the Reserve Fund;- 
1. £105 to relieve the distress caused through the Wingate Colliery disaster 

2. £100 to the Royal Victoria School for the Blind, Newcastle-on-Tyne, towards clearing 
off the debt of £900 on the new schools 

3. £50 to the Cardiff Infirmary towards the cost of extending the outpatients department 
(about £1000 required)” 

(Co-op Balance Sheet, 1906: Excerpt 6) 

The textual structure of the above excerpt is interesting. Firstly, the use of the word 

‘resolved’ communicates that a decision is fixed and decided upon to support such causes. 

Secondly, the use of bullet points serves as a way to break down the information enabling 

easier digestion of the information – whilst also highlighting how many different charities 

and causes the organisation has supported.  Evidence of over-wording occurs in the text - the 

agenda lists all charities that are supported, and within the same report, the same charities are 

repeated, to highlight that the issue/suggestion has been “resolved”.  The over-wording and 

repetitive nature of the reporting may seek to emphasise with what the organisation has 

committed themselves to ensure more impact on reader, as evident below: 
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“AGENDA AND MINUTES OF QUARTERLY MEETING – July 3rd and 10th, 1920. 
c) That the annual donations to Charitable Institutions (2,970guineas), as per statement on 

page 8, be paid out of the Reserve Fund. 
d) That the following donations be granted out of the Reserve Fund, viz :- 

     1) 350 guineas to the Co-operative Convalescent Funds and Homes Association, as 
follows:- 

          a) 150 guineas to the Southern Co-operative Convalescent Fund…. 
             11) £21 to the Hospital for Sick Children, Newcastle-upon-Tyne”  

“RESOLVED- That the annual donations to Charitable Institutions (2,970 guineas), as per 
statement on page 8, be paid out of the Reserve Fund. 

RESOLVED – That the following donations be granted out of the Reserve Fund, viz:- 
     1) 350 guineas to the Co-operative Convalescent Funds and Homes Association, as 

follows:- 
         a) 150 guineas to the Southern Co-operative Convalescent Fund 

         b) 100 guineas to the North-Western Co-operative Convalescent Homes Association…. 
       11) £21 to the Hospital for Sick Children, Newcastle-upon-Tyne” (Co-op Balance Sheet, 

1920: Excerpt 7) 
 

Interestingly, the producer succinctly sums up the amount donated (2,970 guineas) before 

listing where the funds have been distributed. When exploring the scale structures 

(Fairclough, 1989) within this text (see Table 5-A), it can be argued that the producer sought 

to reinforce the amount, on a larger scale, to the audience to create impact.  References to “it 

was also resolved…” in the 1924 annual report is an example where the organisation has 

gone beyond normal obligations, and further helped other charities.  This recognition of 

‘going beyond obligations’ is in line with the views of Davis (1960); McGuire (1963) and 

Marinetto (1999) who argue that organisations should consider the wider social concerns. In 

line with earlier reporting, later reporting adopted a similar approach by listing all the 

beneficiaries, thus highlighting consistency in charitable giving. In the 1970s texts however, 

that the producer clearly outlines a breakdown of the annual donations; see below: 

“Annual Donations 
Various Charitable Institutions: Total - £341 5s 

Various Co-operative and Other Organisations: Total - £31,697 10” (Co-op Balance Sheet, 
1970: Excerpt 8) 

 
The allocation of funds to support a more varied range of social responsibilities appeared to 

be constrained by continuous commitment for certain initiatives i.e. community welfare as 

proposed by members of the organisation. Overall, only disjointed attempts to create 

relational values within the discourse were evident in the Co-operative reports. Some 
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experiential values linked to philanthropic and benevolent initiatives were adopted, in 

particular, when reporting on natural disasters (famine, accidents etc).  

 

5.1.4 M&S: Addressing expressive values through metaphorical 

representations in CSR narratives 

For M&S, a stronger focus on creating and communicating expressive values is evident 

within the discourse indicates that the content of the reporting has evolved from earlier years, 

where communications focus on the formal features of text, such as information on what is 

said and done; to a greater focus for the 1960s onwards on creating collective shared 

experiences through expressive values which individuals may recount and share. For 

example, the metaphorical representations of the ‘family’ illustrated within annual reports are 

common expressive features that seek to draw on the social essence of the brand Yeoman, 

Beattie and Durie, 2005). These were particularly targeted towards pensioners of the 

organisation, as shown in the excerpt below; 

“Our pensioners now number nearly 700 and our concern for their well-being continues 
throughout their retirement. They are visited frequently, helped where necessary and are 

encouraged to keep in touch with their friends who are still in the business. They continue to 
enjoy many of our staff amenities and they know as members of the Marks and Spencer family 

they need fear neither isolation nor insecurity in their old age.” 
(M&S Annual Report, 1964: Excerpt 4) 

The above excerpt also acts as a way to communicate how the organisation continues to 

foster good human relations with their pensioners. Reference to “they continue to enjoy many 

of our staff amenities” and “they are visited frequently, helped where necessary” illustrate the 

initiatives that Marks and Spencer have implemented to maintain their relationships with their 

pensioners but also acts as a way to pinpoint that concern for the wellbeing of employees 

doesn’t stop once they leave. These recreated initiatives can generate experiential values that 

echo how pensioners experience their social world, again creating a shared experience which 

readers may relate to. The excerpts below are illustrative of an expressive value enacted 

within the text, where cues conjure up a collective shared experience, which readers can 

relate to: 
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“We believe in the importance of good human relations and of treating every member of the 
staff as a responsible individual. We need dedicated people to do the job well; if they do not 

feel involved, they will not give their best. We think of Marks and Spencer staff as being 
members of a family; we operate for them a wide range of welfare services and – if requested 

– help with their personal problems”(M&S Annual Report, 1970: Excerpt 5) 
 

“We have over these many years built up within the organisation a Marks and Spencer family 
spirit” (M&S Annual Report, 1984: Excerpt 6) 

What is also noted in the above example is the reference to ‘personal problems’, thus 

showing that Marks and Spencer has explicit considerations for the personal welfare of 

employees. The text production is clearly illustrative of expressive values as evident in the 

phrase: “we think of Marks and Spencer staff as being members of a family...” (1970). 

Furthermore, the concrete use of the phrase ‘good human relations’ appears to illustrate 

Marks and Spencer’s desire to pinpoint employee wellbeing as a fundamental element of 

their business culture in the 1970s.  It is argued that within the 1970s organisations were 

focussed on increasing employee wellbeing as a means to develop employees ‘for life’ – in 

order to ensure the success of their organisation (Semeuels, 2015). 

Interestingly, from the late 1980s onwards, references to a ‘family’ atmosphere or the ‘family 

spirit’ are not evident, reflective of inconsistency in brand rhetoric. For instance, the focus 

within the 1984 report sought to convey what the organisation was doing with regards to 

CSR, particularly within the community and with the environment.   

5.1.5 Co-op: Illustrations of relational values when addressing employees   

 

Reporting from the 1980s sought to create relational values within the text through reiteration 

of employee involvement. When examining the larger scale structure (see Table 5-A) within 

the text, the excerpt below is ordered in a systematic way, firstly the producer highlights the 

objective of the company (maintenance of good industrial relations…) and secondly 

illustrates how they will achieve this, (employee involvement), see below; 

“Maintenance of good industrial relations remains a priority for the Society’s management 
at all levels. There is particular concern to encourage employee involvement in the running 

of the business. Apart from the issue of ‘Contact’, the employee half yearly report and its 
Group supplements, the machinery of collective bargaining is constantly being improved.” 

 (Co-op Balance Sheet, 1982: Excerpt 9) 
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Interestingly, while reference to the word ‘involvement’ suggests a sense of pro-activeness, 

team work and collaboration,  in order to encourage employees to be actively involved; the 

above excerpt appears to use the word ‘involvement’ differently to represent how employees 

become involved through being well informed via different communication channels. The 

very reference to external dialogue on employee participants was fundamentally important at 

time of the industrial strikes, when the miners were striking about jobs, survival (community 

and industry) and for their families. In the mid-1980s it was important for organisations, such 

as the Co-operative, to focus their efforts on employee relations and show support during a 

turbulent time (www.co-op.ac.uk/politicalwomen).  Furthermore, the mid 1980s saw a 

fundamental shift from industrial relations to individual employee rights – employees had 

increased power with support of unions (www.personneltoday.co.uk) – thus a stronger focus 

on employee commitment was articulated by organisations. 

This is further reinforced in later years, see below; 

“The society firmly believes in developing employees commitment to and involvement in its 
business through its established system of employee relations. The means by which this is 
achieved depend largely upon the needs of the particular workplace, but the Society does 

ensure that all employees receive half yearly reports describing the progress of the 
organisation as a whole”. (Co-op Balance Sheet, 1984: Excerpt 10) 

 
The textual structure of the above excerpt is interesting. The producer reinforces the 

commitment of the organisation to develop employee involvement but the excerpt ends 

abruptly, (but the Society does ensure that), with the producer giving a justification of the 

procedures in place to ensure employees feel involved. Furthermore, while some relational 

values are apparent, references in the above excerpts present employees as a third party; 

illustrative that such reporting methods were perhaps mainly designed for the purposes of the 

shareholders. Furthermore, reference to employee relations fundamentally link to key debates 

from society within that period – ensuring that organisations were viewed to supporting 

employees at the time of the  miners strikes. Within this period, debates from trade unions for 

increased pay for employees, unofficial strike from the Transport and General workers union, 

‘day of action’ – strikes from railwaymen, waste collector strikes and the gravedigger strikes 

(libcom.org). 

This focus on stakeholders was equally reflected in the M&S discourse in later reporting. 

While early reporting indicates a strong focus towards internal stakeholders, text presentation 
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for the 1960s appear to place cues within the text to address expressive values relating to 

external stakeholders - customers who may identify themselves with the Marks and Spencer 

brand, see excerpt below: 

“Our sales staffs in the stores have built up a reputation with our customers for courtesy, 
friendliness and helpfulness” (M&S Annual Report, 1966: Excerpt 7) 

Within the above excerpt, it is useful to note the process and participant situations which are 

apparent within the text, here Marks and Spencer actively cite the sales staff, who create the 

reputation of courtesy, friendliness and helpfulness for their participants, which, in this case, 

are the customers. Readers, internal or external stakeholders, may be able to identify with the 

reputation of “for courtesy, friendliness and helpfulness”, through experiences that they have 

had with the brand or alternatively readers may identify with the brand reputation through 

shared stories amongst family and friends of Marks and Spencer experiences.  Rio et al 

(2001, pg.412) argue that personal identification with a brands reputation occur when 

individuals recognise themselves through developed feelings and feelings of like-mindedness.  

Fascinatingly, distinct disparities in the reporting structure are apparent, earlier reporting 

(prior to 1960s) pinpoints how the producer seeks to address specific audiences by over-

wording certain phrases/words.  In the 1964 annual report, the producer seeks to directly 

address employees by over emphasising the word ‘your’, for example “your board” or “your 

company”. This reporting style seeks to provide a sense of inclusion, belonging and a sense 

of association for members of staff towards the organisation, as with other examples of over-

wording include ‘friends’ and ‘family’. Interpretations show that in later reporting the word 

‘your’ is no longer used; instead there is greater emphasis on “our staff” and “our 

suppliers”. Greater emphasis on encouraging engagement through communication with 

customers was apparent in the 1970s, see excerpt below, 

‘’Communication - We are improving personal communications by better training and 
briefing meetings throughout the business. We are placing emphasis on the upward flow of 
information, from the customers and sales assistants to top management.”(M&S Annual 

Report, 1974, Excerpt 8) 

Thus far, it is evident that varying discourse elements were implemented across the 

organisations to create experiential and relational values as a means of targeting key 

stakeholders. Interestingly for the Co-operative, some disjointed attempts to communicate 

relational values targeted towards external stakeholders were apparent; whilst for M&S 
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metaphorical representations addressing stakeholders come across as relatively powerful in 

seeking to generate some shared understanding of brand values.   

5.2 Addressing Stakeholders: Targeting Internal and External 

Audiences 

 

 

 

 

 

 

 

 

 

5.2.1 Overview of Stakeholder-Oriented Portrayal of CSR in Reports     

 

The analysis to date highlights significant differences across both brands in relation to 

portrayal of CSR initiatives and the degree to which they are directed towards stakeholders. 

Reporting to internal and external stakeholders changed and evolved for both brands. This 

evolution was perhaps more pronounced for M&S. As noted in Section 5.1, initial reporting 

demonstrated clear efforts to address suppliers and employees. Relational values were created 

through vocabulary, references to ‘cooperation’ collaboration’ and ‘together’ sought to 

communicate a relationship with suppliers to external audiences. Similarly, relational and 

experiential values in use of vocabulary seemed to focus on employees as a stakeholder 

group. Numerous references to employee wellbeing and to health schemes were made to 

encourage this key stakeholder groups to acknowledge these initiatives. For external 

audiences, particularly customers, there is evidence of encouragement to recollect 

experiences or memories of community involvement, through some citation of expressive 

values. These text patterns illustrate the producer’s experience of natural or social world to be 

shared with sales staff or customers who may have experienced events (Wood and Kroger, 

2000). At a later stage of reporting, when adopting classification schemes, some experiential 

values are subtly included in the discourse. In targeting a broad range of stakeholders, a 

consistent informal reporting structure was apparent which highlighted evidence of a 
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consistent univocal approach (in CSR reporting) from the early years through to the more 

recent period.  The adoption of a univocal approach in SR reporting can present a more 

holistic version of events, incorporating a wider spectrum of CSR properties but we can 

ascertain that deliberate attempts were made by the producer of M&S annual reports across 

the time period to engage specific engage audiences in the text.  
 

From the late 1990s, the reporting structure for the Co-operative changed to coincide with the 

reporting format of other organisations. This change in reporting indicates a modification in 

tone, layout and presentation – a more strategic orientation was presented that reflected the 

nature of other retailers and their efforts to report social responsibility. Elaborated versions of 

events are communicated – targeting a wider range of stakeholders. Furthermore, a 

significant shift in the producer voice was apparent – within initial reporting there was a 

multi-vocal approach evident (more than one voice in the reporting), more recently a uni-

vocal approach is apparent – one voice within the discourse reporting on the events of the Co-

operative. This shift in reporting enabled the Co-op to broaden the portrayal of their CSR 

activities- initial reporting centred on three key themes: benevolence, philanthropy and 

community involvement. The change in portrayal of CSR activities offered a potential 

opportunity to interface more directly with particular stakeholder interests (internal and 

external).  

 

Section 5.2.2 examines how, over time, the portrayal of CSR initiatives in annual reports by 

the Co-op and M&S may have corresponded with particular stakeholder groups and look 

briefly at some of the approaches used.   

 

5.2.2 Classification Schemes that link to Internal Stakeholder Reporting  

It has been noted earlier that the Co-op appeared to primarily address shareholders in their 

annual reports and that the complexity and formal reporting structure adopted suggests 

limited tailoring for other stakeholder groups. In terms of textual modality, a specific pattern 

could be identified.   Textual modalities are often apparent in classification schemes which 

illustrate how the vocabulary is organised in particular discourses- three classification 

schemes are apparent for the Co-operative: 
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1. A formal and rigid structure is apparent within the annual reports for the Co-

operative: Quarterly meetings were held and reported in the following manner 

i. Agenda; Minutes; Committee Report 

2. Within the earliest period, formal vocabulary was used and only men were addressed 

(from 1898 - 1904), for example 

i. “Gentlemen – The total sales for thirteen weeks…” 

3. Donations which were granted to various charities bullet pointed – each donation was 

numbered, the total donated to each charity stated, for example; 

1.£21 to Manchester clinical hospital for women and children. 

2.£5.5s.to the Manchester school for deaf and dumb. 

3.£5.5s to the Manchester and Salford hospital for skin diseases. 

4.£10.10”s to the Manchester children’s hospital, Pendlebury. 

5.£5.5s, to the Manchester hospital for consumption. 

6.£5.5s to the railway benevolent institution 
 

The above classification schemes influence the way in which both internal and external 

stakeholder groups are supported. What emerges for the Co-operative in the earlier periods is 

evidence of what Fairclough (1989) refers to as relational modality.  Fairclough (1989, pg. 

126-127) argues that modality is concerned with the speakers and/or the writers’ authority; as 

a result there are two types of modality depending on the direction of authority. Firstly, if the 

authority of one person is involved – relational modality is present, for example a producer of 

a text has authority as they can determine what is included within reporting and how the 

organisation is represented (Fairclough 1989, pg. 126-127). Secondly, if the authority of 

several speakers is involved with respect to the truth or the probability of representation of 

reality – then expressive modalities are apparent (Fairclough 1989, pg. 126-127).  For the Co-

operative expressive modalities appeared to be present for two reasons: 

 The features within the text are a matter of several speakers (the board, the committee and 

also the producer) 

 The writers’ authority emerges with respect to the truth of events– a representation of 

what went on within the meetings; as supported with published meeting minutes   

Structured positions are occupied by a board of senior members of staff who address issues 

raised by members of a committee and exert influence in the CSR activities /decisions that 
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are supported. A relatively continuous thread of CSR reporting has been noted above, relating 

to benevolence, charitable giving and philanthropy. 

It could be suggested that the adoption of a formal reporting structure that reports on multi 

voices, (members, the board and committee) may have inhibited the Co-op from articulating 

new areas of social responsibility in their reports in these earlier periods. In line with this 

focused approach former CEO, Peter Marks stated that the Co-operative, throughout their 

history has focussed on support for three key stakeholders: shareholders, their employees and 

the communities in which they serve through charitable giving (July, 2011). Furthermore, 

Peter Marks stated, “they called it the Co-operative Movement…but it didn’t cooperate and it 

didn’t move much” (Exceptional, 2011, pg. 14) – thus reinforcing the idea of a relatively 

constrained outlook to CSR initiatives. 

Closer textual analysis shows that subtle shifts from the dominant shareholder focus of the 

reports, underpinned by the formal Board authority to less direct mechanisms for including 

internal stakeholder wellbeing emerged occasionally. One instance of this was the expressed 

concerns for one internal stakeholder groups – the Workers’ Educational Association, as 

noted below:  

“WORKERS’ EDUCATIONAL ASSOCIATION 
After organising adult education for a quarter of a century the Association is satisfied that 
the demand for adult education is steadily increasing, and is capable of rapid and extensive 
developments…The Workers’ Educational Association desires to extend its work in the Co-
operative Movement…Having regard to the present trade depression, the raising of so much 

money is proving a difficult task. There can be no question but the Workers’ Educational 
Association is undertaking invaluable work, and we feel you will desire to assist them in their 
effort to increase their usefulness. Accordingly we ask you to approve our recommendation to 

increase the annual donation to the Association from 75 guineas to 200 guineas.” 
(Co-op Balance Sheet, 1930: Excerpt 11) 

 
The textual structures here are interesting- the excerpt starts by articulating the longevity of 

the association (a quarter of a century), then contextualising the current situation (demand for 

adult education is steadily increasing), following this the objectives of the association is 

clearly articulated (desires to extend its work), and finally asking for an increase in the 

assistance provided (from 75 guineas to 200 guineas). While it is clearly articulated that the 

‘workers’ educational association’ was set up a quarter of a century ago, no reference was 

made to this in prior balance sheets- thus occasionally, key social issues and concerns appear 

from time to time in the Co-op reporting that have a prior history that has gone unreported. 
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Reference to a quarter of a century highlights the longevity of the initiative – a link that 

accords with the elements of brand heritage. 

Taking a second instance, a new section appeared within the 1932 balance sheet – health 

section, highlighting the services and treatments available to all members, see below:  

“HEALTH INSURANCE SECTION 
The Health Insurance Section continues to make steady progress. New members are being 
received at the rate of 700 per week, the total membership now being over 328,000… the 

section is still able to provide important additional benefits for its members. At the present 
time, besides paying increased sickness, disablement, and maternity benefits, and providing 
assistance towards the cost of ophthalmic treatment to male members, substantial grants are 

made towards the cost of dental treatment and provision of dentures, maintenance in 
approved convalescent homes, assistance towards the cost of medical and surgical 

appliances, assistance towards the cost of the provision of nurses and assistance in want or 
distress, in respect of all members who have qualified for treatment additional benefits by a 
period of three years’ membership. Dental clinics have been established where the most up-
to-date dental treatment can be received by a co-operator, whether a member of the Health 

Insurance Section or not.” (Co-op Balance Sheet, 1932: Excerpt 12) 

The narrative above presents an extensive and elaborated account of the benefits available to 

members of the society. The use of declarative sentences such as “the Health Insurance 

Section continues to make steady progress” are used for emphasis, which is reinforced by the 

use of numbers, i.e. 700 and 328,000 members eligible for the insurance.   

It is possible to tentatively conclude, that with regards to internal stakeholders, the formal 

reporting of minutes would de facto reflect the multiple internal voices across earlier periods, 

but even within those formal structured, some less formal, indirect narratives around the 

priorities in social responsibility occurred that captured relevant internal stakeholder 

concerns, albeit that this seemed to be situational or occasional, rather than highly planned.     

In examining M&S, the main position of authority occupied within the annual reports is that 

of the chairman of the organisation – therefore in Fairclough (1989) terms, a relational 

modality can be noted. In accordance with the Co-op, the company also used distinctive 

classification schemes- apparent in M&S reporting relating to employee welfare, notably 

employee promises and their fulfilment. One period when some interesting shifts in portrayal 

of CSR initiatives to internal stakeholders occurred stretched form the late 1960s to the mid-

1980s. Looking at narratives that might have been directed at employees in this period, we 

can identify some interesting changes in perspective in the producer voice adopted.  
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In the excerpt below, the producer notes promises to provide dental schemes and additional 

services (e.g.de cervical screening); fulfilment is outlined through articulating the success of 

the initiatives, as noted below: 

“Over thirty years ago we pioneered medical and dental schemes for our staff. We have now 
extended the range of our health services to include cervical cytology testing. From trials in 

1964, the service is now available to all women in our business. Throughout the country, 
doctors attached to our stores make arrangements for the staff to attend local clinics, or 

provide screening services. To date, 7000 tests have been undertaken and thirty three cases 
of early cancer of the cervix have been discovered and treated successfully” 

(M&S Annual Report, 1968: Excerpt 9) 
 

The producer seeks to portray longevity of this employee initiative, while at the same time 

linking it to ongoing commitments as in the reference to “we have now extended the range of 

our health services …. The text then follows this up with an outline of the widespread 

availability of the policy “throughout the country, doctors attached to our stores make 

arrangements”, finally ending by noting a measure of success. The structured narrative 

through an information journey appears designed to ultimately convince one key internal 

stakeholder group of their CSR credentials.   

5.2.3 Social Responsibility to Social Participation: Different Levels of 
Participation 

  

In the 1970s, a further shift in perspective seems to occur when reporting social responsibility 

initiatives that were specific to particular stakeholder groups was notable when Marks and 

Spencer directly acknowledged their varied roles internally, see excerpt below; 

‘’Participation at Work - Participation should start with the interests, aspirations and 
problems of the individual employee. The majority want to be kept informed of the changes 

that arise and managers hold regular briefing meetings with all staff.’’ 
(M&S Annual Report, 1976: Excerpt 10) 

 
Different levels of participations are interpreted within the above excerpt. The first level 

relates active concern for “the interests, aspirations and problems of the individual 

employee”. The second level of participation relates to the expectation of employees to be 

informed “the majority want to be kept informed of the changes that arise” , thus registering 

the reciprocal need for participation and the reference “managers hold regular briefing 

meetings with all staff” offers reassurance that M&S has implemented processes for this 

participation.  
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Overall, in this period, a strong focus on community involvement and on social participation 

emerges. There is significant emphasis on ensuring that members of staff are actively 

involved in community projects as indicated below:  

‘’Social Responsibility - We encourage our staff to be involved in their local community. 
They do a great deal of work for the elderly and the disabled. They also participate in 

charitable events such as Fashion Shows…they have raised £600,000 in the last ten years for 
national or local causes” 

(M&S Annual Report, 1974: Excerpt 11) 
 

“Social Participation - This year we donated £403,000 to United Kingdom charities. Many of 
our staff want to be involved in worthwhile local community activities. Whenever possible, we 

channel our donations through local store management which further encourages this 
valuable spirit. Our donations are concentrated in the fields of medicine, education and 

social needs”  
(M&S Annual Report, 1976: Excerpt 12) 

 
It is worth noting how the process and participant roles are differentiated here. In earlier 

reporting, ‘they’ appears to acknowledge what employees have achieved in community 

activities, such as fashion shows, work for the elderly and the disabled. Employees are 

actively cited and charitable causes, the elderly and disabled are the participants. The 

producer also states “they have raised £600,000 in the last ten years for national or local 

causes” thus giving a landmark figure of employee achievement. Later reporting shifts from 

‘they’ to ‘our’, which may denote a sense of team effort and working together; but may also 

be a voice of corporate authority – an expression of brand ownership of the social 

achievement:   

“Our store and Head Office staff have raised locally more than £350,000 to supplement their 
grants and they have done so energetically and with enjoyment. Our staff what been involved 
in the community for many years, but in this our Centenary year, they have approached the 

task of helping those who are less fortunate than themselves with renewed vigour” 
(M&S Annual Report, 1984: Excerpt 13) 

 

 
Excerpts 11 and 12 above demonstrate how Marks and Spencer firstly report the community 

involvement of employees as social responsibility and then two years later they refer to it as 

social participation. The use of the concept ‘social participation’ conjures up a sense of 

organisational engagement with more varied roles in society, in comparison to ‘social 

responsibility’ which may imply acknowledgement of organisational obligation to social 

needs. These multiple but nuanced possible interpretations of the concept of participation in 
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texts across time are also reflected within the literature by Andriof and McIntosh (2001, pg. 

15) who suggest the term “corporate societal responsibility” is better suited to “avoid the 

limited interpretation of the term social responsibility”. The authors argue that “societal 

responsibility covers all the dimensions of an organisations impact on, relationships with and 

responsibilities to society as a whole” (Andriof and McIntosh 2001, pg. 15). In contrast the 

term ‘social’, as this implies concern to welfare issues only. 

5.2.4 Shift in emphasis when reporting to external audiences- Emergence of 

Partnership 

In the above analysis, how the M&S brand sought to address their narratives towards a 

specific internal stakeholder group (employees) has been outlined. When looking at external 

stakeholders, we can also see that when reporting on environmental issues, relational values 

appear within texts through specifically naming some of the key stakeholders that the 

organisation liaises with:  

“Plan A has also re-emphasised the value of partnership in driving social and 
environmental change. Groups such as Forum for the Future, Oxfam, WWF, 

Breakthrough Breast Cancer, Save the Children, The Carbon Trust, Waste Resources 
Action Program, Building Research Establishment, Groundwork and many others have 
played an important role in helping us deliver Plan A to date.” (M&S Annual Report, 

2010: Excerpt 14) 
 

References to ‘partnership’ suggests that Marks and Spencer have developed a cooperative 

relationship with each of the stakeholders mentioned above, and work closely with them in 

order to achieve objectives set out in their Plan A initiative.  References such as 

“Groundwork has worked with us on our no to carrier bags campaign” and “Tetrapak has 

helped us improve recycling facilities” are examples of action sentences which identify both 

a sense of achievement and a team effort, demonstrating a willingness from M&S to recruit 

other organisations into helping them achieve shared CSR objectives. The joint initiative 

between M&S and Oxfam in creating a Shwopping campaign in 2013 – that encouraged 

individuals to recycle, reuse or resell unwanted clothes, illustrates a recent M&S partnership 

in the same vein. 

 

The M&S reporting of environmental issues now focuses more strongly on a dual integration 

of internal and external stakeholders. Commitment towards Plan A has been crystallized in 

the discourse to convey a sense of an action plan that is bought into internally but is also 
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shared with key external groups. SR credentials are enhanced through the ‘affiliate’ names – 

reflecting in text production the situational context of the 2010s where significant SR 

achievements depend on interrelated actions by networks of organizations. In considering 

stakeholder theory and the notable link between M&S and key external stakeholder, the study 

supports Lindgreen (2010) who argues that CSR is a stakeholder orientated construct. Thus, a 

more inclusive agenda becomes part of the CSR portrayal in reports that may rely less on 

brand heritage elements such as key values or brand historical actions and include a more 

future-oriented presentation of shared responsibility.  

Interestingly, illustration of external partnerships has also been reflected in the Co-operative 

reports in the 2000s, albeit in a more limited way. Emphasis is placed on distinct 

relationships between the Co-operative and external stakeholders:  

 “We partnered with friends of the earth to support the BIG Ask campaign which called 
for legislation to be passed requiring the Government to make year-on- year reductions 
in the UK’S carbon dioxide (CO2) emissions” (Co-op Annual Report, 2006: Excerpt 13) 

The producer of the CSR discourse attached to the brand often reflected the predominant 

situational context. This relates strongly to the concern for carbon dioxide emissions. This is 

particularly apparent across retailers as they begin to mainstream CSR initiatives that are 

heavily focussed on sustainability with initiatives such as Plan A, field to fork initiatives – all 

designed to reduce individual carbon footprints.  This is also evident in in the way M&S 

portrayed brand values adapt to relevant social concerns across time periods. One brand value 

that is given voice in annual reports of the late 1970s is the social commitment to local 

suppliers - denoting support of British industry, thus reinforcing the organisational 

commitment to key stakeholder. 

In terms of the M&S discourse, we can conclude that relational, expressive and experiential 

values of the brand were an integral part of the construction of intentional CSR commentary, 

directed towards relevant stakeholders (as stated in Section 5.1 above). Reporting on 

environmental issues not only focused on the integration of internal stakeholders – those who 

attended and led sustainability workshops, but possibilities of external stakeholder 

involvement have been emerging since the 1990s. 
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5.2.5 Mapping of Portrayed CSR Messages and Consumer Perceptions of Brand   

This leads to a natural question- how do consumers view both organisations and the degree to 

which any of the portrayed CSR narratives were accessible to respondents.  This can be 

examined by comparing some of the key CSR messages or initiatives that have been 

identified in the above discourse analysis and looking for any kind of correspondence in the 

interview transcripts. 

In considering perceptions of the Co-op, some respondents recognised the social 

responsibility credentials of the Co-op, as noted by Respondent Five, who stated “I tend to 

think of the Co-op as being a local store and having always been involved in the community 

for some reason”. Furthermore, there is some limited articulation from R26 who recognised 

the Co-operatives responsibility to communities, locally and internationally and R3 who 

recognised the Co-ops commitment to fair trading - CSR initiatives that are particularly 

notable in the Co-operative discourse.  In examining the M&S brand, key attributes of the 

brand that were recognised demonstrated an awareness of the social contribution towards the 

communities in which they serve but also recognition of employee wellbeing was also noted 

by respondents. From the interview data, there is some evidence that customers (from 

transcripts) were able to recall certain initiatives articulated by M&S. Younger respondents 

could directly associate certain initiatives with the M&S brand, for instance, certain 

initiatives were recalled though secondary memories, derived from shared stories amongst 

family and friends. Knowledge of initiatives had perhaps filtered from first hand to secondary 

memories through family and friends. For instance, respondent 16 stated “they provided 

breast screening for staff…yeah…a family friend told me that…impressive huh?...” see Table 

5-B below. Furthermore, R21 recognised Marks and Spencer’s commitment to stakeholders, 

particularly in post war times, through reference to ‘soup kitchens’. Whilst the soup kitchen 

was not overtly stated within the Marks and Spencer discourse – a key concern towards 

stakeholder within the post war years was outlined.  Interestingly, R4 recognised evidence of 

‘over-wording’ through the use of the pronoun ‘we’ – furthermore, the respondent also 

acknowledged the use of action orientated sentences “Marks and Spencer they use key words 

like WE...We launch a Plan A...We’ve extended Plan A...it’s not really to do with the products 

they are selling, they are trying to say these are the steps we are taking - key characteristics 

of Fairclough’s (1989) discourse analysis. 
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Narratives 

Evidence of CSR 
Properties from 

Respondent 
Understanding 

Respondent Implicit 
Recognition of 

Brand Heritage as 
Part of their CSR 

Interpretation 
 

Link to Annual 
Reports 

 
R1 

 
“Co-op of course yes it’s what they stand for…they have always been involved…in….social 
responsibility…fair trade etc” 
 

 
Fair trade 

 
Core Values 

 

 
R2 

 
“Co-op again they do their bit towards climate change and fair trade…they have done this for a while now…I 
believe...” 
 

 
Environment 

Climate change 
Fair trade 

History 
Track Record 

 

 
 
R3 

“With (M&S) their Plan A scheme only highlights their continuity towards these issues…yeah…” 
 
“The Co-op more so...only…because… they have done fair-trade and ethical sourcing for so long...” 

Plan A 
Fair-trade 

Ethical sourcing 

Track Record  

 
 
R4 

“Marks and Spencer they use key words like WE...We launch a Plan A...We’ve extended PlanA...it’s not really 
to do with the products they are selling, they are trying to say these are the steps we are taking. Again Co-
operative they have done the same as well. I think they use other words such as family of businesses to tackle 
global poverty” 

 
PlanA 

Global poverty 

 
 

 
Link to Discourse 
Analysis (use of 
prounouns) 

 
R16 

“From my parents and even their friends…who talk about that M&S used to do in terms of helping the 
community…PAUSE…Erm… and…what did they do… they provided breast screening for staff…yeah…a 
family friend told me that…impressive huh?” 
 

 
Helping the Community 

Provided Breast Screening 
 

 
Track Record 

 
Employee 
wellbeing – health 
care initiatives 

 
 
R18 

“They (Tesco) encourage you not to use the plastic bags and things like that…but organisations like the older 
companies like the Co-op and M&S…for years and years…have always prided themselves on being committed 
to causes…Erm…PAUSE… 

 
Society 

Environmental issues 
Green issues 

 
Track Record 

History 

 

 
 
 
R19 
 
 
 
 

 
“They (M&S) have been a foundation for the country for years…so very important they behave responsibly…” 
 
“I guess...through my father I have always known about Marks and because they are so well trusted and have 
do so much for the community...like giving back to the community after the War and not forgetting the famous 
one penny bazzaars...I like to associate myself with such a company...erm...I try and shop there as and when I 
can...yeah but due to the recession penny pinching has taken its toll” 

 
 
 

Community 

 
History 

Track Record 
Longevity 
Symbols 

 

      
 

Table 5- B: Respondent Recognition of CSR and Brand Heritage 
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R21 
 

 
 
Well Marks and Spencers...I have grown old with this brand....Laughs....and I have seen them develop into the 
trusted brand that they are recognised for today, so I have no reason not to trust them....I don’t under estimate 
their commitments. 
 
“The Co-op...im not to familiar with brand...just for the fact....we don’t shop there. I do 
know...however....Erm....that they have a strong fair-trade policy, which can I can see in their adverts and 
what not...” 
 
“In my opinion and experience with the brand (M&S)they have always excelled and been committed to fulfil 
their obligations to their customers...you know...after the war they provided soup kitchens to people who 
needed food....PAUSE....so what I am trying to say....for me personally they have been the longest company 
who have always exceeded expectations. I can imagine that other people within my age range are also loyal to 
Marks and Spencer because of their history 

 
 
 
 
 
 
 

Fair Trade 
 
 
 
 

Stakeholders 

 
 
 

Longevity 
 
 
 
 
 

Track Record 
History 

Symbols 

 
 
 
 
Post war 
recognition – 
supporting 
communities 

 
 
 
 
R25 
 

“Very important M&S is a shop for the older generation, including myself...laughs...and I think we take stock 
more of things they do for the environment in particular...” 
 
“Marks and Spencer have such a strong reputation which they have built over the years...I believe they are 
always participating in ethical causes....pause...I think they have stayed true to their roots...well my mother 
used to say that they had...laughs” 
 
“Again I always think fair-trade with the Co-operative...and again if I’m right in thinking they were the first 
supermarket to source its own labelled products using fair-trade...and sold it to consumers...” 

 
 

Environment 
Ethical Causes 

Fair Trade 
 
 
 
 

 
 
 

Core Values 
Track Record 

History 

 

 
 
 
 
 
R26 

“M&S they are always advertising their Plan A scheme...in the same way the Co-op have always been big on 
fair-trade and ethical buying, they have done this for years....since when I was a young girl...so they have 
practised these values for so long, I have no reason to distrust these claims...they these two brands in 
particular have never really diverged from their promise which is why I trust them..” 
 
“They (Co-op) are a community brand and always look after the community...obviously not only here in the 
UK but also abroad...I think this is very commendable...” 
 
“Erm...they (M&S) were always there...helping the community... soup kitchens, one penny bazaar...you know 
the famous saying don’t ask the price everything’s a penny...but also a friend of mine worked for Marks and 
Spencer and she would tell us how they provided canteens for employees for a fraction of the price there was a 
food shortage after the war...so they not only looked after the community but their employees too...and now 
Plan A...it’s the giving back...” 
 

 
 

Plan A 
Fair Trade 

Ethical Buying 
 

Community 
International Markets 

 
Stakeholder Welfare – 

Employees 
Plan A 

 

 
 
 

Track Record 
History 

Core Values 
 
 
 

Symbols 
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Thus, some differentiation is evident in the degree of recall of CSR initiatives by each 

company and also in the nature of CSR properties that were associated with each brand by 

consumers. As noted above, in terms of the M&S discourse, relational, expressive and 

experiential values of the brand were an integral part of the construction of an intentional 

CSR commentary for M&S that was directed at relevant stakeholders (as stated in Section 5.2 

above). Experiential values may encourage readers, in particular key stakeholder groups such 

as employees or customers to recollect these experiences or shared memories. For the Co-

operative, rather than a widespread adoption of relational or experiential values in vocabulary 

used, a stronger use of classification schemes in textual structure has been noted; highlighting 

achievements in relation to CSR initiatives. It is arguable that the use of classification 

schemes may create more distance between the brand and the audience – in the interview 

data, customers were unable to specifically identify particular SR initiatives carried out by the 

Co-operative that were clearly identifiable in their annual reports. A key difference between 

the use of relational values and classification schemes is that relational values are significant 

in targeting customers on an emotional level – through the use of cues within the text that 

audiences can tap into. Experiential values identified within a text provide an indication of 

how readers may derive some sense of social identity from the text (Fairclough, 1989, pg. 

112). 

 

5.2.6 Consumer Understanding of Meaningfulness and Personal Recollections  

The interview analysis highlighted several emerging areas of development. Firstly, how 

awareness interlinked with life stage and secondly how varying purchasing patterns linked to 

different respondent’s recognition of how brands conducted socially responsible activities. 

Interestingly, respondent recognition of CSR was varied. Younger respondent (20+) 

highlighted limited awareness towards the adoption of social responsibility by brands, while 

respondents  in the age range 30+ showed some acknowledgement, particularly through 

contact with brands (“I go to Asda and can only go by what they are doing…). Respondents 

above the age of fifty could recollect some track record (I always think fair-trade with the 

Co-operative…) of the brands. 

Among younger respondents there was less recognition with the brands and less articulation 

of the meaningfulness of the CSR messages. Many respondents in their twenties state that 

messages relating to social responsibility were not meaningful (see R14, R24 below), 
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“I don’t think they are not meaningful to me personally...so….pause….and the messages they 

do sometimes give are conveyed in a ...well I’m 21 and I don’t really ... it’s a bit too much for 

me if you know what I mean….I’m just young yeah and I can’t really relate to it”  

 (R14, aged 21, Sales Assistant) 

Similarly, 

 “I mean...it’s important to me that they behave in a responsible way....but their CSR 

messages are not meaningful to me...they haven’t had an impact on me...”   

 (R24, aged 56, Self Employed) 

In the same manner R1 also made reference to the actual message from the organisations, 

 “I don’t particularly trust any of these companies that are saying this is their main 

aim....due to the fact that they are mainly based on in my view...based on a opinion...and...the 

messages come across as quite a preachy”(R1, aged 26, Personal Trainer) 

Interestingly the above excerpts make  reference to the message as ‘not being able to relate to 

it’, and this is supported in other comments such “can often be seen as a marketing ploy” and 

come “messages can come across as quite preachy” suggesting that CSR messages are not 

assimilated or accepted by respondents. This can be further explored as the formalisation of 

messages from organisations and the interpretations by consumers can play a fundamental 

role in strengthening consumer’s mind-sets and opinions towards brands and their efforts of 

behaving in a socially responsible way. There was some of the limited articulation of 

meaningfulness as noted by one respondent below; 

“Probably since the whole environment issue, so last few years I guess, and climate change 

has come to the forefront and ...having children highlights the importance of going towards 

products and retailers taking into making changes for the better” (R2, aged 32, teaching 

assistant)  

Evidently, the above narrative relates to personal life stage and found socially responsible 

brand messages more meaningful due to an increased awareness of their impact on her young 

family. 
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5.2.7 Evidence of Intergeneration Recollections: First hand and Second hand 
memories 

 

Interestingly the analysis highlights different layers of interpretation across respondents that 

consequently appear to relate to varying levels of brand trust. Firstly, brand heritage elements 

(track record, longevity and symbols) are recognised through first hand memories of older 

respondents, in particular from female respondents (50+). Respondents within this age 

range emphasised their reasons of trusting organisations, namely M&S and Co-op, and their 

claims of behaving in a socially responsible way by referring to personal life experiences 

with the brands; with references to childhood experiences as indicated below; 

 “I do trust the claims....as visually they followed through by each organisation...well Marks 

and Spencer...I have grown old with this brand....laughs....and I have seen them develop into 

the trusted brand that they are recognised for today, so I have no reason not to trust them....I 

don’t underestimate their commitments” (R21, aged 65, retired) 

 

“M&S they are always advertising their Plan A scheme...in the same way the Co-op have 

always been big on fair-trade and ethical buying, they have done this for years....since when I 

was a young girl...so they have practised these values for so long...these two brands in 

particular have never really diverged from their promise which is why I trust them so much”

  (R26, aged 71, housewife) 

 

Fascinatingly in articulating personal aspects of nostalgia, R26 appeared to hold a protective 

attitude towards the brand by making particular reference to “helping others…that’s what 

they did...so I will help them by always shopping with them...” see below; 

 

 “…knowing what they (M&S) have done in the past...to what they are trying to do today 

makes it more important to stay loyal with this brand…erm...they were always there...helping 

the community... soup kitchens, one penny bazaar...but also a friend of mine worked for 

Marks and Spencer and she would tell us how they provided canteens for employees for a 

fraction of the price there was a food shortage after the war...so they not only looked after the 

community but their employees too...and now plan A...its the giving back...yeah...helping 

others that’s what they did...so I will help them by always shopping with them...PAUSE...ohh 

you have taken me back to my younger years now... (R26, aged 71, housewife) 
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While brand heritage elements are recognised through first hand memories, the analysis also 

highlights that core values of brands are equally reflected in second hand memories through 

shared stories amongst family and friends. Respondent recollections convey evidence of 

Marks and Spencer’s social contribution that are captivated by some younger respondents 

(30+) through stories from family and friends; 

 

“I guess...through my father I have always known about Marks and because they are so well 

trusted and have do so much for the community...like giving back to the community after the 

War and not forgetting the famous one penny bazzaars...I like to associate myself with such a 

company...erm....”  (R19, aged 30, Finance administrator) 

Similarly,  
 

“Erm....well I suppose Marks and Spencer have such a strong reputation which they have 

built over the years and have been able to generate masses amount of trust from consumers. I 

believe they are always participating in ethical causes....PAUSE...I think they have stayed 

true to their roots...well my mother used to say that they had...LAUGHS... (R25, aged 53, 

dental hygienist) 

 

“yeah...from my parents and even their friends…who talk about that M&S used to do in terms 

of helping the community…PAUSE…Erm… and…what did they do… they provided breast 

screening for staff…yeah…a family friend told me that…impressive huh?....” (R16, aged 31, 

Payroll Officer) 

 

Interestingly, while respondents who experienced first-hand memories conveyed high levels 

of brand trust, this differed for respondents who experienced second hand memories. 

Interestingly the findings coincide with the findings of Merchant and Rose (2013, pg. 2619) 

who identified two different perspective of nostalgia; personal and vicarious. Evidence of 

personal nostalgia is apparent in this study through the first hand memories, while vicarious 

nostalgia is apparent through second hand memories. Elements of personal nostalgia 

highlighted high levels of commitment from respondents towards M&S and thus supporting 

the findings of Merchant and Rose (2013) who highlighted the importance of brand heritage 

in shaping brand attitudes. 
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While there was some indication of brand trust from these respondents; however it emerged 

that other factors such as price, convenience and locality often influenced respondents store 

preference; phrases such as “I go to the nearest store or petrol station” or for example R6 

states “...there’s so much competition out there for products and pricing that financially I 

would be disadvantaged if I tied myself to one brand”.  Such factors are also highlighted 

within the excerpts below; 
 

“I like to associate myself with such a company...erm...I try and shop there as and when I 

can...yeah but due to the recession penny pinching has taken its toll and we shop at Tesco 

regularly...” (R19, aged 30, Finance Administrator) 
 

“Price….yeah…times are hard nowadays” (R16, aged 31, Payroll Officer) 
 

Evidently there is evidence of recognition of what the brands stand for and an 

acknowledgement of this particularly by older respondents, in comparison to younger 

respondents (18 - 27) who seemed unaware of the brand heritage or did not articulate any of 

this perceived community involvement.  

5.2.8 Evidence of Cynicism for Younger Respondents 
 

There was, a direct questioning of the motives of all retailers with regards to contemporary 

CSR claims. Respondent distrust stemmed from a belief that organisations are financially 

driven with an objective to make a profit:  

 

“I don’t believe them or trust them at all...business is business…and a business will only 

prosper if it makes a lot of money, and I trust they all make a lot of money”   

 (R20, aged 25, Carer) 

 

 “I’m cynical about these big massive companies saying they do things just because at the 

end of the day it’s the profits that really matter to them... Erm [hesitation]....I don’t really 

trust them too much to be honest” (R5, aged 26, Insurance Underwriter) 

Clearly it is evident that there is a degree of cynicism being displayed by younger 

respondents that emerged from the analysis however, other factors influencing this distrust 

was articulated; lack of evidence and lack of proof from organisations interwoven with the 
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fact that efforts from organisations should be made more apparent to consumers emerged 

from respondent narratives, see below; 

“I don’t trust them; I have no reason to trust Marks and Spencer, Co-op or Tesco. 

Erm...really...I would trust the brand more if they would show me results and statistics and 

show me or outlines of specific plans...detailed plans and details of what Plan A is... over 

2007 – 2015, specifically what the measures are but general statements like that don’t evoke 

a massive response from me” (R6, aged 24, Barrister) 

 

Similarly, 

“Don’t really trust them as I haven’t really heard of them other than right now and I don’t 

see any proof that they are doing these things, I don’t see it advertised” (R10, aged 20, 

Admin Clerk) 

Reference to “statements like that don’t evoke a massive response from me” highlights a 

communication barrier between the organisation and consumers; perhaps suggesting that 

messages from organisations are too generalised. In addition, there was some limited 

articulation of distrust stemming from older males (40+) who made reference to occupation 

and livelihood to justify their reasons for distrusting organisations and their claims of 

behaving in a socially responsible way. The quotes below are illustrative of the distrust held 

by respondents; 

“I do not trust the claims whatsoever, I tend to believe that all these statements are just a 

media stunt...to shout hey look at what we are doing... I feel that these companies are quick to 

advertise their claims; however you do not always see where the money is being resourced. 

companies are quick to advertise where their resources will be going however we never 

receive clarity that in fact it has gone there...in the profession I come from evidence is a vital 

component...without it a trial wouldn’t stand...so I expect some sort of evidence from these 

companies, what are they doing, how are they doing it, what difference have they made?” 

(R23, aged 72, Retired Barrister) 

 

 

 

172 
 



 

“Many companies issue such statements as the ones provided on the cards... keep up with 

competitors within a market, therefore the level of trust I have for these claims are 

minimal...I believe many companies issue statements that are bold and impossible to 

achieve....PAUSE...I personally would want to see more evidence from each of the company 

to show what actions they have taken to ensure they back up their claims, what continuity 

plan they have in place to ensure any objectives met are done so again in the future, and the 

benefits of their actions in areas they are working on..in my profession things are black and 

white...numbers add up or they don’t...here...I feel many organisations make such claims so 

easily...without thinking that people want the evidence...PAUSE...PAUSE” (R22, aged 46, 

Accountant) 

The above narratives display high levels of cynicism towards organisations and their efforts 

of behaving in a socially responsible way. Interestingly, such cynicism is displayed through 

distrust or a lack belief in messages from organisations relating to their CSR activities. 

Reference to ‘expect some sort of evidence’ and “I personally would want to see more 

evidence” clearly highlights that the perception is that organisations do not provide 

information relating to their individual CSR practices; however while organisations have 

detailed information regarding their evolving CSR brand activities readily available to 

consumers through archived material; consumers would have to seek this information out 

should they require a more informed account of the CSR activities carried out by 

organisations. 

5.3 Evolution of CSR: Dynamic yet discontinuous evolution of 
CSR: Properties in Text Production 
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Dynamic and discontinuous CSR 

Reference to external partnerships including 
CSR 

 
Textual structures conveying international 

ambitions of brands 
 
 

CSR-oriented Brand 
Portrayal 
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This section reports on the dynamic nature of CSR reporting across both retailers, identifying 

key CSR properties that were relevant across four key time periods: 1890– 1938; 1940 – 

1968; 1970 – 1988 and 1990 – 2010.  

5.3.1 Period One: Neo-Classical Elements of CSR but distinctive organisational 

patterns 1890 - 1938 

From the 1890s up to the late 1930s, for UK retailers as well as for many other organisations, 

much of the evidence of CSR brand portrayal took place in the annual reports and balance 

sheets which strongly focussed on communicating economic prosperity, community 

obligation and organisational benevolence (Smith, 1863; Donham, 1927; 1929; Clark 1926’ 

Marinetto, 1999). This pattern of reporting on economic prosperity was consistent across both 

Marks and Spencer and the Co-operative, thus supporting the neo-classical view of social 

responsibility that suggests that firms may maximise shareholder value through economic 

prosperity (Friedman, 1962; Levitt, 1958).  One key difference to emerge from the analysis 

was that M&S identified economic prosperity; but the Co-operative referred to a broader 

concept of shared economic prosperity and community involvement through philanthropy in 

their reports.  

In terms of social responsibility the Co-op supported external causes such as local 

and international communities through philanthropic donations towards disasters (1906s) i.e. 

French mining disaster, Indian famine and donations to local hospitals. This recognition of 

obligation to society is not only consistent with the views of Donham (1927, 1929), Clark 

(1926) and Berle (1932); but quite early in their development, the Co-operative engaged in 

socially responsible actions towards international causes. This was in advance of much 

academic literature on social responsibility at an international level, which did not fully 

emerge until 1960s. References to employee wellbeing began to emerge in the 1930s- in 

communicating such initiatives the Co-operative focused strongly on outlining SR through 

the use of classification schemes (see Table 5-C). The use of classification schemes outlined 

both formal and the positions members of staff occupied in relation to CSR activities. Table 

5-C below highlights the differences between both Marks and Spencer and the Co-operative 

in terms of how CSR engagement was portrayed in this early period, noting the prevailing 

CSR properties and textual structures adopted in the discourse. The explanation for this 

dissimilarity may be the differing brand context. While both organisations once began as 

small retailers, thus having similar entrepreneurial roots – M&S as a market stall and the Co-
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operative having just one shop on Toad Lane; their organisational structure differed. The Co-

operative is owned by its members, whether they are customers, employees or local residents; 

and members have an equal say in what the Co-operative should engage in - the early 

reporting structures consequently reflected the key positions people occupied within the 

discourse. This may have contributed to the classification schemes in use in the reporting 

format.  

Table 5- C: M&S and Co-operative CSR Properties 1890 - 1938 
 CSR Properties Textual Structures Evident 
 

Marks and Spencer 
 

 
Economic Prosperity 

 
N/A 

 
 

Co-operative 
 

 
Economic Prosperity 
Community Welfare: Local 
and international 
Employee Wellbeing 

 
 
Classification Schemes 

 

5.3.2 Integration of Broader SR Properties for M&S – Consistency for Co-

operative Period Two: 1940 – 1968 

As time progressed, reporting across both organisations became more evidently dissimilar 

with regards to scope, reporting of CSR initiatives, structure and style. In terms of CSR 

emphasis, textual analysis of M&S reports from the 1940s to the late 1960s offered evidence 

of four key CSR properties: economic prosperity, benevolence and philanthropy; employee 

wellbeing and co-operation with suppliers. This is consistent with the studies of Donham 

(1927; 1929); Eells (1958) and Berle (1932), who identify the focus on societal issues, 

philanthropy and local community support as central elements of CSR orientation in the early 

years of the twentieth century. References to the benevolent fund in the M&S discourse, as 

noted in Section 5.1 above, denote monetary assistance for employees and the M&S 

discourse consistently reports on employee wellbeing – a CSR dimension that has a strong 

parallel in academic literature, with many academics arguing that organisations needed to 

consider their responsibilities to their employees (Berle, 1932; Bowen 1953; McGuire 1963; 

Johnson 1971; Carroll 1999). The language in annual reports in the 1940s period placed 

emphasis on relational and experiential values, through such employee-linked discourses i.e. 

medical schemes for past and present workers.  
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Use of classification schemes relating to employee welfare become apparent in the M&S 

discourse in the 1940s to the 1970s period – evident in  an articulation of employee promises 

and demonstrable fulfilment of promises.  In contrast, a consistent thread in the social 

responsibility approach of the Co-op in the 1960s and 1970s was support for local and 

international communities through monetary donations, reinforcing in several reports in this 

period the CSR properties of shared economic prosperity and stakeholder (employee) 

wellbeing through classification schemes. The Co-op reports did not appear to extend CSR 

initiatives to the same degree as M&S.  

The analysis in the 1890 to 1968 period highlighted some continuity in M&S and the Co-

operative concerns towards stakeholder interests in ways that sought to project social concern 

and responsibility as an integral role of the their brand culture (as in classic stakeholder 

perspectives on social responsibility stated by Harvey and Schaefer, 2001; Freeman, 1984; 

Johnson, 1971). Table 5-D below highlights the differences and similarities across both 

organisations in this period in predominant textual structures and articulated CSR properties.  

Table 5- D: M&S and Co-operative: CSR Properties 1940 - 1968 
 CSR Properties Textual Structures Evident 

 
Marks and Spencer 

 

 
Economic Prosperity, 
Benevolence, Philanthropy; 
Stakeholder Wellbeing 

 
Relational, Expressive, 
Experiential Values, 
Metaphorical 
Representations, Pronouns; 
Classification Schemes 

 
 

Co-operative 
 

 
Economic Prosperity, 
Community Welfare: Local 
and international, 
Employee Wellbeing 
 

 
 
Classification Schemes 

 

5.3.3 Collaborative Stakeholder Engagement - Period Three: 1970 -1988 

A continuous thread of concern was evident in relation to employee wellbeing across the 

1970s – consistent with the views of Johnson (1971); Steiner (1971) and Backman (1975) 

who shared a common perspective in relation to CSR – they argued that organisations must 

extend their obligations beyond self-interest and aim to help society, embrace stakeholder 

welfare and in acknowledging their wider social responsibilities organisations will reap long 

term profits. Illustrative within the reporting was the use of experiential and relational values 
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particularly linked to employee related discourses i.e. “we think of Marks and Spencer staff 

as being members of a family...” – Furthermore, the concretisation of M&S concern towards 

employees was expressed through words and phrases such as ‘we foster good human 

relations’ that exemplified Marks and Spencer’s desire to communicate employee wellbeing 

as an integral element of the M&S brand in the 1970s.  Within this period a strong focus on 

presenting the community involvement of the brand was evident, with significant emphasis 

on illustrating how members of staff were actively involved in community projects. The 

community involvement has been continuously echoed as an interpretation of CSR since the 

1920s (Eells and Walton, 1924) and the recognition and implementation of community 

values, on behalf of M&S, is in line with the views of Johnson (1971); Steiner (1971) and 

Carroll (1979) who argued that organisations should consider their obligations to the 

communities they served. 

On the other hand, for the Co-operative, reporting continued to focus on economic prosperity 

and charitable donations to external causes; however subtle references towards environmental 

issues became apparent. The importance of environmental issues was also emerging in the 

academic literature – with key arguments coming from Backman (1975) who makes special 

reference to “reduction in pollution” in the CSR definition provided.   

Post 1980s, a reiteration of employee involvement was evident in the Co-op reports, with 

some incorporation of relational values (as noted in Section 5.1.1). The structure of the 

discourse highlighted how  systematic approaches were used to present responsibility towards 

employees i.e. objectives – action – achievement; thus emphasis was placed on 

communicating what initiatives the Co-operative was engaged in but also highlighting CSR 

as a process.  This coincides with Johnson (1980, pg. 66), who argued that organisations 

should view CSR as a process that represents the socially responsible behaviours of an 

organisation.  While relational values appeared fundamental to reporting level of employee 

commitment; the producer reference to employees in the third person portrays how the 

reporting was oriented towards shareholders. Table 5-E below summarises the predominant 

CSR properties and textual structures evident across both organisations in the period of 1970 

– 1988. Early reporting for M&S from the 1940s –late 1960s demonstrated varied textual 

structures as indicated in Table 5-D, as time progressed, Table 5-E illustrates how relational 

and experiential values became more prominent. For the Co-operative, classification schemes 

were predominantly used in the earlier period (see Table 5-C and 5-D); in the 1970s to 1980s 
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period, textual structures had evolved to integrate the use of active sentences and limited 

relational values in the reporting format.   

Table 5- E: M&S and Co-operative: CSR Properties 1970 – 1988 

 

5.3.4 Evolving Grammatical Formats in Environmental Discourse - Period 

Four: 1990 - 2010 

In the 1990 to 2010 period, reporting of broader CSR activities was apparent across both 

organisations, with the incorporation of dimensions of social accountability and 

environmental obligations, indicative of a more diverse range of CSR issues that both 

organisations sought to address.   

For the Co-operative, subtle recognition of environmental issues emerged from 1976 

onwards, with indications of environmental concerns:   

“…Another development in 1976 was at the CWS glass works at Worksop which 
increased its output by 40 per cent following the installation of a new furnace and is now 

working full stretch to keep pace with the demand for bottles and jars. The new works 
utilises recycled glass collected from communities within 100 miles of work and provides 

an industrial example of caring for the environment - in which we can possibly give a 
lead to consumers and so encourage a more active concern for their surroundings.’’ (Co-

op Balance Sheet, 1976: Excerpt 14) 

Interestingly, reporting of environmental developments was made in the Board report and no 

prior references to such developments were evident in earlier reports. In the above excerpt, 

the producer places emphasis on communicating the workshop output, denoting a positive 

environmental impact. The sentence structure illustrates examples of action - such sentences 

 CSR Properties 
 

Textual Structures Evident 

 
Marks and Spencer 

 

 
Economic Prosperity, 
Stakeholder Wellbeing; 
Community Involvement  
 

 
Relational Values and 
Experiential Values. 

 
 

Co-operative 
 

 
Economic, 
Environmental; 
Employee Wellbeing 
 

 
 
Active Sentence and 
Relational Values 
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highlight what was achieved (…output by 40%) and what was done (utilises recycled glass 

collected from communities within 100 miles). Reporting of environmental matters in the 

1990 report offered a more informed and more direct account of what the Co-op was doing:  

“CWS Agriculture produced on all time record performance. Environmental matters always 
play an important part in CWS farming activities, with the Society continuing to lead 

responsibly in reducing the use of chemicals, withdrawing from straw stubble burning, 
progressing its organic farming experiment, and looking at alternative uses of the marginal 
farmland as its contribution to the reduction of European food surpluses.” (Co-op Balance 

Sheet, 1990: Excerpt 15) 

The change in sentence formation, using active verbs seeks to bring out not just the brand 

legacy in support for natural causes, but the continuity of that support. The use of a 

declarative sentence in the above excerpt seeks to create a short, informed statement that the 

society has exceeded their performance targets. Short sentences can be used to place 

importance on the message but can also be used to leave an impression with the reader and 

enables the reader to understand the message more clearly (Wodak and Meyer, 2009).  Active 

sentences highlight the importance of an issue, in this case citing the key measures in place 

that are illustrative of caring for the environment, i.e. “withdrawing from straw stubble 

burning”. Reference to “and looking at alternative uses…” offer cues within the text of a 

proactive approach; this proactivity was echoed in another sector of Co-op operations:  

“COMMUNITY INVOLVEMENT – The Bank believes strongly that the strength of the UK 
lies in the regions, particularly when it comes to the protection of the environment and 

commitment to the needs of local communities.”(Co-op Balance Sheet, 1990: Excerpt 16) 

The focus on regional activities seeks to highlight the Co-operative commitment to the 

communities in which they serve – and may also serve as a means for the organisation to 

have more of a direct influence on key stakeholders – customers (See Section 5.3 for further 

discussion).   The view that social responsibility is be viewed as an initiative focussing on 

regional activities developed within the 1990s with academics arguing that the benefits 

organisations reap should be shared collectively, (Fredrick, Post and Davis, 1992; Freeman, 

1984). Fredrick et al (1992, pg. 60) argue that CSR means that an organisation should be held 

accountable for any of its actions that influence people, communities and the environment. In 

a similar vein, it is argued that corporate social responsibility is an organisations commitment 

to minimise any harmful effects and maximising its long run beneficial impact on society 

(Petkus and Woodruff, 1992 – cited by Webb and Harris, 2001).  
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In the case of M&S, early emphasis on environmental issues in this period (1990-2010) also 

illustrates a proactive and practical stance:  

“In discussions with our suppliers, we are working to ensure that the policies we follow 
together are environmentally sound. In deciding which raw materials to use, we take into 

account their effect on the environment.” (M&S Annual Report, 1990: Excerpt 15) 
 

The excerpt above is an example of an agent-less passive sentence; reference to “in 

discussions” implies that Marks and Spencer have been consulting suppliers to ensure 

environmental policies are sound. The message conveys both recognitions that business 

operations can harm the environment and commitment to eliminating the effects.  

5.3.5 Reference to External Partnerships including CSR 

Another new feature of the environmental discourse in the 1990s period was increased 

citations of partnership.  This was evident in M&S citation of partnership with Groundworks. 

Groundwork is a UK charity that focuses its efforts in improving lives of people across the 

UK in regions that face the greatest challenges (Groundwork.org). The excerpt below 

identifies a clear shared agenda:  

 “Concern for environmental issues has led us to support a range of projects including 
five for Groundwork in the North West where young people are encouraged to participate 
in the improvement of their own environment. A Marks & Spencer secondee is currently 

working for the trust”    (M&S Annual Report, 1990: Excerpt 16) 
 

The sentence structures here emphasises action processes, through active sentences 

highlighting the relationship between cause (Groundwork) and effect (secondee). The 

producer offers a structured approach to tackle the environmental issues through recognition 

of a problem (concern for environmental issues), and the indication of support provided 

towards projects (Groundwork) and finally encouraging internal stakeholders to take action 

(secondment).  

Some Co-op reports echoed both the significance accorded to environmental issues and the 

focus on shared environmental concerns in this period. The following excerpt makes 

reference to ‘appointed’, ‘full time’, ‘co-ordinate’, highlighting the importance the 

organisation is placing on environmental issues, with evidence of how the brand has brought 

different elements or activities together to ensure efficiency in energy consumption and 

reducing harm – with strategic policies and initiatives cited through “appointing a full time 
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manager to co-ordinate the group’s environmental initiative”, secondly “planning to extend 

the use of returnable plastic trays” and finally to “working with suppliers”, see below: 

“The Environment – During the year we appointed a full time manager to co-ordinate the 
Group’s environmental initiatives. To minimise packaging we plan to extend the use of 
returnable plastic trays and largely eliminate cardboard cartons for food deliveries to 

stores. Garment bags and hangers are all recycled. We work with our suppliers to 
minimise the use of fertilisers and additives in food production and to reduce energy 

consumption and control harmful effluents” (Co-operative Annual Report, 1992: Excerpt 
17) 

 
The emphasis on working with suppliers to combat climate change continues to be evident 

within reporting up to 2010, as noted in M&S commitment to Plan A:  

“Over the past three years, our eco and ethical plan, Plan A, has helped us reduce our 
environmental impact, develop new sustainable products and services and improve the 
lives of people in our local communities. This year we extended our plan to involve all 
our customers and employees and to set ourselves the ambitious goal of becoming the 

world’s most sustainable major retailer by 2015” (M&S Annual Report, 2010: Excerpt 
17) 

References to ‘over the past three years’ highlights the longitudinal nature of the plan. Other 

references such as, ‘this year we have extended our plan’ and ‘major retailer by 2015’ 

communicates a pledge and an assurance to audiences that they will continue to fulfil their 

obligations and promises. This vision to engage in a wider CSR initiatives accord with Sen 

and Bhattacharya, (2001) and Turban and Greening, (1997) who stated that organisations are 

expected to practice CSR activities through various business and social actions.  

5.3.6 Textual structures conveying international ambitions of brands 

The nature of CSR ambitions were visibly extended through mention of international 

ambitions of M&S, evident in reports in the 1990s, with textual focus on conveying future 

plans and the role of internal stakeholders (employees), as evident below: 

“The international scope of Marks and Spencer offers rewarding opportunities for people of 
high ability. In spite of its wide geographical spread, the business retains a family spirit and 
the feeling of belonging to a single organisation is encouraged by postings and assignments 

across the Group.” (M&S Annual Report, 1990: Excerpt 18) 

Interestingly, the metaphorical representation of the ‘family spirit’ re-appears when 

communicating international ambitions. The M&S values remain with the employees who are 
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seconded abroad, although actual activities seem vague, being noted as ‘assignments’. This 

overarching reiteration of earlier brand representations, such as family spirit, is also evident 

in the excerpt below through reference to “we are building on the traditional strengths of 

Marks and Spencer”, implying an intention to extend a reputation for robust social 

responsibility to international communities: 

“The Future – Our aim is to create an international business meeting local needs but 
integrated in such a way as to allow expertise and experience to be shared throughout the 

Group. We are building on traditional strengths of Marks and Spencer: a reputation for high 
quality and good value, a first class procurement base, an excellent team of people and 

highly professional management. I am confident that these strengths will enable us to take 
advantage of opportunities that lie ahead, at home and overseas.” (M&S Annual Report, 

1990: Excerpt 19) 

Marks and Spencer began reporting in a more significant way on international CSR initiatives 

from 1996, with emphasis on voluntary staff efforts in international communities and robust 

statements on how the company philosophy also reflected needs of communities overseas: 

“Voluntary works is catching on internationally too. Lille store in northern France has 
joined forces with Chantier Nature to plant tree and create a greener townscape. As we 

expand overseas we take with us the Company’s philosophy and develop politics to reflect the 
needs of these communities.” (M&S Annual Report, 1996: Excerpt 20) 

 

Here, a concise, factual tone is apparent and this echoes the tone in the annual reports, where 

declarative sentences were used to identify partners and achievements; repetition of phrase 

“we worked” and “we helped” indicates how the producer is pushing a message of proactive 

assistance to international communities.  

“Finally, we worked closely with Care International and communities in Sri Lanka to re-
build 80 homes destroyed by the 2004. In addition, we helped the affected villagers set up 

their own businesses and provided them with training.”(M&S Annual Report, 2006: Excerpt 
21) 

 
In terms of international ambitions, the Co-operative fully engaged in international initiatives 

from the outset in the 1890s through philanthropic donations, thus international concerns 

were not a new dimension to report upon. A collaborative sense of team work was 

communicated across a number of reports highlighting a lasting relationship between the Co-

operative and external partners such as Christian Aid such as, “our unique alliance with 

Christian Aid entered its third successful year…” (1996). Phrases such as ‘unique alliance’ 
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conveyed a sense of collaboration and the citation of relational values. In parallel with M&S, 

in the 2000s, a more informal tone was adopted through the use of pronouns - ‘we’ to convey 

a sense of team effort.   

Overall, reporting on international CSR initiatives in the annual reports could be regarded as 

relatively limited and lacked continuity. For M&S, somewhat fragmented messages occurring 

in an occasional manner; for the Co-op, disparities emerged in the targeting of CSR brand 

messages across the group – while general Co-operative reporting focussed on 

communicating relational values with external partners, the Co-operative bank sought to 

communicate their commitment to employees. Table 5-F below illustrates the textual 

structures evident across both brands in the period 1990 to 2010.  

Table 5- F: M&S and Co-operative: CSR Properties 1990 - 2010 
 CSR Properties Textual Structures Evident 

 
 

Marks and Spencer 
 

 
Economic Prosperity, 
Environmental; 
Stakeholder Wellbeing; 
International Commitments  
 

 
Relational, Metaphorical 
Representations, Declarative 
Sentences, Agent Less 
Sentences and Pronouns. 

 
 
 

Co-operative 
 

 
Economic Prosperity, 
Environmental; 
Community Welfare: Local 
and International, 
Employee Wellbeing 
 

 
 
Active Sentences, Relational 
Values, Pronouns, Declarative 
Sentences 

 
5.3.7 Illustration of a dynamic yet discontinuous portrayal of CSR  

Thus far, in reporting the findings of the integration of CSR within M&S and Co-operative 

reports a picture of a relatively complex set of textual structures emerge, as identified in 

Section 5.1. For both brands, a more complex use of textual structures emerged in CSR 

reporting over the time periods studied. For M&S, a transition from the predominant use of 

textual values (experiential and relational) in earlier reporting, to a more modest set of textual 

elements that seemed to reflect a more proactive, performative tone was notable. At the same 

time, effort to reintroduce earlier metaphorical representations and subtle use of pronouns 

towards potentially broader audiences was a feature in CSR reporting in the period up to 

2010. For M&S, through the adoption of a univocal reporting approach; early reporting 
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(1950s –1980s) highlighted different CSR activities ranging from profits to funds allocated to 

staff benevolence and charitable causes. In the post 1990s reporting, the tone adopted in 

illustrating environmental credentials was proactive, practical and a wider representation of 

CSR properties was evident.  

For the Co-operative, on the other hand, the findings highlighted that through the use of a 

multi vocal approach, the CSR reporting was initially more targeted and restricted – with  key 

foci arising through suggestions from the committee; noteworthy community involvement, 

benevolence and philanthropy. This reporting structure remained consistent from the early 

reports of the 1920s until 1998; a date when CSR reporting for the Co-operative changed; 

reporting of CSR initiatives evolved significantly in two ways: a) their reporting format 

changed to reflect a more standard annual report, in which a more strategic, action-oriented 

style of reporting emerged through a univocal approach, and b) as a wider set of textual 

elements (pronouns, declarative active sentences, some relational textual values) were 

adopted. It might be argued that the adoption of a multi vocal approach from the early years 

inhibited the Co-operative at times from a clearer articulation of new areas of social 

responsibility. 
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Table 5- G: Evolution of CSR Properties and Report: M&S 

CSR Properties Time Frame 

 1926 – 1950 1952 – 1970 1972 – 1988 1990 – 2000 2002 - 2010 

 
Economic 
Prosperity 

“Profit for the year 
£915,027.14” 

“I am pleased to announce that 
in the year under review our 
profits as well as our sales 
have reached new records...” 

‘’This Year’s Results: I am 
pleased to announce that 
our sales and profits have 
once again reached new 
records...’’ 

“Group turnover rose by £590.4m to 
£6,541.2m and pre tax profit increased by 
£115.0m to £851.5m Group profits have 
therefore increased by £262.6m during the past 
two years of recession” 

“Group operating profit up 12% to 
£866m” 

Traditional SR                                        1944 – 1970: Staff Benevolence:     1972 – 1986 – Specific Charitable/Political Donations:  1990 – 2010 Donations to various charities 

 
 
 
 
 
Stakeholder 
Welfare 

“We are maintaining our 
Welfare Services at as high 
a level as is possible present 
conditions. A number of 
our employees are now 
receiving pensions from the 
M&S Benevolent 
Fund…’Our scheme of 
supplementary allowances 
for the men in the 
Forces…” 

“We believe in the importance 
of good human relations and 
of treating every member of 
the staff as a responsible 
individual…. We think of 
Marks and Spencer staff as 
being members of a family…” 

“We are convinced that, in 
a service industry like 
retailing, good relations 
with the public depend 
very largely on good 
human relations....” 

N/A N/A 

 
 
Community 
Involvement 

N/A N/A ‘’Social Participation - 
This year we donated 
£403,000 to United 
Kingdom charities. Many 
of our staff want to be 
involved in worthwhile 
local community 
activities…” 

“It continues to be our policy to contribute to 
the community with financial support by 
seconding people…In total we invested £4.6 
million in UK community activities. New 
emphasis was placed on education…” 

“A key success during the year was 
the launch of our Marks and Start 
community programme offering 
work experience to people with 
disabilities, the homeless, 
unemployed, school children, 
students and parents…” 

 
 
Environment 

N/A N/A N/A “Concern for environmental issues has led us 
to support a range of projects including five 
for Groundwork in the North West where 
young people are encouraged to participate in 
the improvement of their own environment…” 

“Our customers have asked us to 
develop packaging that is more 
environmentally friendly. This year, 
we used around 1,500 tonnes of 
recycled plastic…” 

 
International 

N/A N/A N/A “Voluntary works is catching on 
internationally too…” 

“We worked closely with Care 
International and communities in 
Sri Lanka…” 

CSR Properties Time Frame 

 1926 – 1950 1952 – 1970 1972 – 1988 1990 – 2000 2002 - 2010 

 
Economic 
Prosperity 

“Profit for the year 
£915,027.14” 

“I am pleased to announce that 
in the year under review our 
profits as well as our sales 
have reached new records...” 

‘’This Year’s Results: I am 
pleased to announce that 
our sales and profits have 
once again reached new 
records...’’ 

“Group turnover rose by £590.4m to 
£6,541.2m and pre tax profit increased by 
£115.0m to £851.5m Group profits have 
therefore increased by £262.6m during the past 
two years of recession” 

“Group operating profit up 12% to 
£866m” 

Traditional SR                                        1944 – 1970: Staff Benevolence:     1972 – 1986 – Specific Charitable/Political Donations:  1990 – 2010 Donations to various charities 

 
 
 
 
 
Stakeholder 
Welfare 

“We are maintaining our 
Welfare Services at as high 
a level as is possible present 
conditions. A number of 
our employees are now 
receiving pensions from the 
M&S Benevolent 
Fund…’Our scheme of 
supplementary allowances 
for the men in the 
Forces…” 

“We believe in the importance 
of good human relations and 
of treating every member of 
the staff as a responsible 
individual…. We think of 
Marks and Spencer staff as 
being members of a family…” 

“We are convinced that, in 
a service industry like 
retailing, good relations 
with the public depend 
very largely on good 
human relations....” 

N/A N/A 

 
 
Community 
Involvement 

N/A N/A ‘’Social Participation - 
This year we donated 
£403,000 to United 
Kingdom charities. Many 
of our staff want to be 
involved in worthwhile 
local community 
activities…” 

“It continues to be our policy to contribute to 
the community with financial support by 
seconding people…In total we invested £4.6 
million in UK community activities. New 
emphasis was placed on education…” 

“A key success during the year was 
the launch of our Marks and Start 
community programme offering 
work experience to people with 
disabilities, the homeless, 
unemployed, school children, 
students and parents…” 

 
 
Environment 

N/A N/A N/A “Concern for environmental issues has led us 
to support a range of projects including five 
for Groundwork in the North West where 
young people are encouraged to participate in 
the improvement of their own environment…” 

“Our customers have asked us to 
develop packaging that is more 
environmentally friendly. This year, 
we used around 1,500 tonnes of 
recycled plastic…” 

 
International 

N/A N/A N/A “Voluntary works is catching on 
internationally too…” 

“We worked closely with Care 
International and communities in 
Sri Lanka…” 
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CSR 
Properties 

Time Frame 

 1926 – 1950 1952 – 1970 1972 – 1988 1990 – 2000 2002 - 2010 
 
Economic 
Prosperity 

“Ladies and Gentlemen, 
The total sales for the thirteen 
weeks ended March 26th last 
amount to £6,293,605… 
 

“The total sales of the society 
during the yearamounted to 
£475,565,896 as compared 
with £467,867,807 for the 
previous year” 

“The Directors present to 
members their Report…. Total 
consolidated sales of the Society 
amounted to £803.2 million, an 
increase over 9 per cent” 
 

“The Directors have pleasure in 
presenting to members their report.. 
1990. Total consolidated sales of 
£1.299.9 million were £111.1 
million. 9.4 per cent, higher than for 
the first half of 1989.” 

“ Co-operative group trading-
operating profit (before 
exceptionals) up £9.6m (40.9% ) to 
£33.1m” 

Traditional SR                                        1926 - 1988  Benevolence and Specific Charitable/Political Donations:  1990 – 2010 Donations to various charities 
 
 
 
Stakeholder 
Welfare 
 

The Health Insurance Section 
continues to make steady 
progress…the total membership 
now being over 328,000… the 
section is still able to provide 
important additional benefits for 
its members” 

The society’s policy is to 
achieve and maintain a high 
standard of safety and health 
for its employees and to 
safeguard the public as well as 
employees from health/safety 
risks” 

“Maintenance of good industrial 
relations remains a priority for the 
Society’s management at all 
levels. There is particular concern 
to encourage employee 
involvement in the running of the 
business. 

“Continuing our alliance with 
Christian Aid. Our unique alliance 
with Christian Aid entered its third 
successful year...” 

“The value added statement shows 
where this value goes. The biggest 
distributions are to employees, 
through wages, Government, in the 
form of taxation, and then the 
communities we serve” 

 
 
Community 
Involvement 

HAIG PIT DISASTER FUND 
“As you will be aware, a serious 
explosion occurred at the Haig Pit 
…and an urgent appeal is being 
made for donations to aid the 
bereaved families of the 
unfortunate men who lost their 
lives…” 

HASLINGDEN FLOOD 
floods…caused destruction 
and damage…In response to 
an appeal launched by the 
Mayor of Haslingden, the 
Board decided in anticipation 
of your approval, to make an 
immediate donation of £50. 

“The society continues to give 
support to the Woodcraft Folk, 
one of whose young members is 
featured on this page, to Young 
Adult Groups and to Network 

Care Grants – CWS Retail together 
with a number of retail societies, 
continued to support this major 
contribution to the community. 
Care Grants totalling £100,000 
covered initiatives... 

“Investment in the community –Co-
operative Action – Co-operative 
Action is new foundation 
established, following 
recommendations from the co-
operative commission, to support 
new forms of co-operative and 
mutual enterprise. 

 
 
Environment 

N/A N/A “The new works utilises recycled 
glass collected from communities 
within 100 miles of work so and 
provides an industrial example of 
caring for the environment…” 

Environmental matters always play 
an important part in CWS farming 
activities, with the Society 
continuing to lead responsibly in 
reducing the use of chemicals 

“We partnered with friends of the 
earth to support the BIG Ask 
campaign…to make year-on- year 
reductions in the UK’S carbon 
dioxide (CO2) emissions”…” 

 
International 

Bulgaria The International Co-
operative Alliance has sent forth 
an appeal to relieve our fellow-co-
operators who are suffering as a 
result of this catastrophe. 

That the action of the Board 
be confirmed in having made 
the following special 
donations: (a) £1,000 to the 
newly established Gibraltar 
Co-operative Society, 

N/A During 1994, the scheme donated 
over £380,000 to international, 
national and local charities. 

“…commitment to ethical, social 
and ecological issues earned both 
national and international 
recognition during 2004. The CFS 
sustainability report 2003 took the 
coveted title of ` world’s best 
sustainability report” 

Table 5- H: Evolution of CSR Properties: Co-op 
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What was perhaps most significant in the 2000s period is how the use of a univocal approach 

to CSR portrayal in annual reports on the part of both retailers has paralleled the breadth of 

CSR properties as evident in Tables 5-G and 5-H. From 1990 to 2010 an accumulation of 

CSR themes becomes apparent in the CSR reporting from both brands; CSR properties 

evident in selected texts expanded considerably, reflective of a greater range of CSR 

initiatives being undertaken. Across both retailers, there is evidence of the incremental 

adoption of expanded perspectives of CSR; however the analysis also highlights key periods 

of CSR fadeout, noted above in Tables 5-G and 5-H.  

For Marks and Spencer, a key focus on stakeholder welfare was apparent over many years, 

but this has faded out in recent years – broader community welfare has emerged. Instead for 

the Co-operative, environmental reporting emerged with international concerns emerging 

periodically across the time periods. The 1990s saw an emphasis on the environmental 

component of CSR, as authors began to stress the need for organisations to consider the 

communities in which they trade (Khoury et al, 1999; Naylor, 1999). The findings have 

illustrated how the incorporation of CSR initiatives within reporting was dynamic (such as 

the emergence of environmental and international concern in the 1990s -2000s), but can also 

be discontinuous.    

The findings may suggest that, for both organisations, their portrayal of CSR and the 

evidence they cite for their CSR engagement and activities seems to encompass multiple 

layers of responsibility that stretch beyond the narrow ethical, economical, legal and 

discretionary factors that were initially proposed by Carroll (1979). Therefore the properties 

noted here in section 5.3 include a broader spectrum of CSR properties demonstrating 

multiple levels of an acknowledged responsibility. 
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5.4 Interlinking of Brand Heritage elements within CSR brand 

narratives 

 

 

 

 

 

 

 

 

This section explores evidence of the interlinking of brand heritage and CSR brand narratives 

within the annual reports for M&S and the Co-operative. Figure 5-B, below, highlights the 

key brand heritage elements, set out by Urde et al (2007) that are considered within this 

section. 

Figure 5- B: Brand Heritage Elements 

 

 

 

 

 

 

         Source: This Study 

 

5.4: Links to Brand Heritage, Authenticity 
and CSR 

Discourse echoing prevailing social concerns 
 
 

Relevance on nostalgic representations 
 

Social responsibility awareness filtered through brand 
heritage: consumer view 

 
Building an authentic discourse 

  

CSR-orientated Brand 
Portrayal 

 

 

 

Brand Heritage 

 

• Track Record 
 

• Longevity 
 

• Core Values 
 

• Symbols 
 

• History 
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For both M&S and the Co-operative the link to longevity was clearly communicated through 

the reporting of their economic prosperity. For declarative sentences were used by M&S, 

highlighting profits that the organisations achieved, see below; 

“Profit for the year - £1,120,617.18” 
(M&S Annual Report, 1926: Excerpt 22) 

 

Within the early period, the analysis highlights that the only responsibility for M&S was 

economic prosperity; this accords with this suggestion of Friedman (1962) and Levitt (1958) 

who argue that the only responsibilities of a firm is to make a profit.  Early Co-op reporting 

also focused strongly on reporting of shared economic prosperity; communication of sales 

were announced quarterly and sought to demonstrate a shared economic prosperity with 

stakeholders, see below; 

“Ladies and Gentlemen, 
The total sales for the thirteen weeks ended March 26th last amounted to £4,644,798, being 

an increase of £86,774, or ¼ per cent on the corresponding period of last year.”  
(Co-op Balance Sheet, 1904: Excerpt 18) 

 

In terms of emphasis, with respect to CSR properties, both M&S and the Co-operative 

reported on their economic prosperity throughout their reporting.  

As time progressed, some limited references, to track record could be interpreted within the 

1944 annual report for M&S, see excerpt below. The reference to 1936 is based on 

demonstrated evidence that Marks and Spencer have lived up to their promises made to 

customers. Notably, for M&S, the discourse reveals that reporting placed emphasis in text 

production on creating collective shared experiences:  

“A number of our employees are now receiving pensions from the Marks and Spencer 
Benevolent Fund, after long and faithful service with the Company. This Fund was 

established in 1936, primarily for the benefit of staff not covered by the Group Pension 
Scheme inaugurated in the same year.’’ 
(M&S Annual Report, 1944: Excerpt 23) 

 
Reference to the benevolent fund highlights the monetary assistance provided to the 

employees of the organisation- where social responsibility is suggested in the relational 

values expressed. Text production shows a selective use of language for particular 

stakeholders. Where links between brand heritage elements and CSR were established in 

early reports, they seemed to centre on track record, as in the excerpt below where the 

189 
 



 

original date of the initiative is cited “this Fund (i.e. Benevolence Fund) was established in 

1936...’’ Furthermore, the use of such textual cues can tap into personal nostalgic memories 

for people who are familiar with such schemes (past or present employees). These references 

enable individuals to use their own judgement to decipher whether the reporting of 

stakeholder welfare (a component of CSR), is genuine. The link to genuineness and 

authenticity has been identified in the literature by Grayson and Martinec (2004, pg. 299), 

who argue that authenticity is associated with genuineness, truth and reality. In such cases 

where the producer sought to connect audiences through collective shared experiences it can 

be argued that authenticity may not be overt and rooted within a brand, but, may be viewed as 

something that may be found and ‘received’ through individual experience. 

This track record for employee wellbeing is cited again in the 1976 report, thirty years later, 

as the company highlights a continuity (noted as part of brand heritage by Halaka et al, 2005) 

in their commitment to stakeholder welfare. Reference to “in the past fifty years…” this 

clearly articulates the track record element of brand heritage as the organisation seeks to 

convey their continuity and commitment to stakeholder welfare, a property of CSR.  

“In the past fifty years we have established and continued to develop good human relations 
with staff, suppliers, customers and the communities we serve” 

(M&S Annual Report, 1976: Excerpt 24) 
 

While there is a continuous thread of M&S concern from the 1940s to 1970s for stakeholders 

interests, some of the brand heritage references linked to social responsibility were 

intermittent – with vague reference to principles but a lack of reinforcement of what the 

principles were, as we see in the excerpt below:  

“Our policy is based upon certain definite principles which have been responsible for the 
continuous growth of our business” (M&S Annual Report, 1966: Excerpt 25) 

These limp text references seemed to lack any classification scheme. Conversely, later annual 

reports sought to establish a more concrete corporate history and to resonate the core values, 

with an accompanying classification scheme of the founder as a man of social principle and 

inspiration- a historical figure:   
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“In Memoriam - Lord Sieff was always interested in human and social problems and, above 
all, in people. His inspiration extended over the last forty years on national economic 

problems and many were the great causes he championed and befriended. He was man of 
tolerance and peace; to the last enthusiastic and optimistic about the future. His philosophy 
and the principles which he formulated will remain a treasured example to his successors” 

(M&S Annual Report, 1972: Excerpt 26) 
 

Paying tribute to Lord Sieff, this excerpt establishes his fundamental principles as a central 

historical part of the M&S brand- thus linking the core values and history of the organisation 

to a definable, concrete person. Furthermore, such excerpts offer a translucent portrayal of 

M&S history and build upon its unique brand authenticity. It is argued that some brands with 

a sense of history and tradition acquire a distinctive identity and nostalgic aura that adds 

authenticity (Brown et al, 2003). While not directly indicating current CSR actions, the link 

between the brand and “interest in human and social problem” is established, followed by an 

assurance that the founding philosophies will remain. This presentation of expressive values 

is a powerful rhetoric of CSR credentials but such rhetoric was an inconsistent feature of text 

production in reports from the 1960s to the 1980s.    

5.4.1 Discourse Echoing Prevailing Social Concerns 
 

The producer of the CSR discourse attached to brand reflects the prevailing situational 

context in the way M&S brand values adapt to relevant social concerns across time periods. 

One brand value that is given voice in annual reports of the late 1970s is the social 

commitment to local suppliers - denoting support of British industry. Similar excerpts from, 

this period restate the pledge that Marks and Spencer made to adhere to one of Lord Sieffs 

founding principles- to source many products in Britain.  Reference to Lord Sieff illustrates 

an ideology that was set out by the founders of the organisation and consequently was clearly 

fulfilled in later years. For older readers, these references suggested a commitment to local 

sourcing. For readers who were unfamiliar with the founding principles of M&S, timeline 

references e.g. “fifty years or more” recreate a past relationship, see below; 

 “Our policy continues to be to support the British Industry and in the 9 years and over 93% 
of St Michaels clothing, footwear and home furnishings were made in Britain” ( M&S 

Annual Report, 1976: Excerpt 27) 

Also, 
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“We have the support of many efficient and profitable British manufacturers, some of whom 
have worked with us for fifty years or more.” (M&S Annual Report, 1978: Excerpt 28) 

This discourse of commitment to local sourcing extended into the 1980s- but in this period a 

more strategic kind of referencing occurred in annual report discourses – the classification 

scheme moved from the personalized heroic image of Lord Sieff of the early 1970s to a more 

quantified argument - citing economic contribution- with references framed in terms of 

working with suppliers to reduce environmental harm in a measurable way, as noted in the 

excerpt below: 

“In 1974 we started our energy conservation campaign. We estimated that we saved this year 
£2,800,000 and, while maintaining standards, now use 30 per cent less energy than we would 

have. We continued to invest in new technology, but continued savings depend to no small 
measure on the support and enthusiasm of our staff in exercising care and good sense in the 

use of energy” (M&S Annual Report, 1980: Excerpt 29) 

With the dated references, longevity of the initiative and claims of achievement are 

juxtaposed.  This kind of dual narrative- the establishment of longevity of a social or 

environmental initiative, followed by the expression of current achievement in relation to the 

initiative over a time period became a characteristic pattern in this and later M&S annual 

reports when reflecting on socially responsible policies. This seeks to cement the CSR 

credentials of the brand for stakeholders. 

While in the excerpt below, reference to “over 60 years ago” seeks to convey the track record 

and longevity of producing products in Britain. The demonstrated performance within the 

excerpt links to the statement “today some 90% of all our textile goods and the food that can 

be grown in temperate climates is produced at home” illustrating that this core principle set 

by Simon Marks and Lord Sieff was still fundamental in the 1980s: 

“Simon Marks, over 60 years ago, made it a principle to have as much produced in Britain of 
the goods he sold as he could find; even in those days nearly 90% of what the modest Marks 

and Spencer chain sold was home produced. Today some 90% of all our textile goods and the 
food that can be grown in temperate climates is produced at home.”  (M&S Annual Report, 

1984: Excerpt 30) 

In contrast, some 1980s discourses adopted a classification scheme of short memory pieces 

that sought to educate the readers about organisational history, using an autobiographical 

tone: 
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“One hundred years ago Michael Marks, my grandfather, an immigrant from Lithuania, set 
up his stall in Leeds Open Market with £5 loaned him by Isaac Dewhirst, a small textile 

wholesale merchant and manufacturer. I do not suppose that either foresaw what that market 
stall would become by 1984, one hundred years later. Theirs was a remarkable partnership; 

the talents of each complemented the other. They established a philosophy and principles 
which have been the foundations on which Marks and Spencer has been built and to which it 

owes its success and reputation. Teddy Sieff succeeded my father, and I followed Teddy as 
Chairman; we built on the principles our predecessors had established. 

The main principles were and are: 
1. To offer our customers a selected range of goods of high quality and good value. 

2. To work in close co-operation with our suppliers to develop this catalogue. 
3. Always buy British providing the goods our British suppliers produce represent high 

quality and good value. 
4. To develop and maintain good human relations with our staff, our suppliers, and our 

customers.’’ (M&S Annual Report, 1984: Excerpt 31) 
 

The company history is made real to readers with the use of the first person, which sets a 

more informal tone “I suppose…” and “I followed…”   encouraging the reader to engage with 

the text. This storytelling narrative uses key facts (Polkinghorne, 1988) to emphasize how the 

M&S brand began and the degree to which it was imbued with a principled approach – 

following this personal narrative, the core values of the organisation are set out as a 

manifesto.  

 

Interestingly, the text analysis reveals occasional periods of “fade out” and insipidness in 

terms of portrayed authenticity linked to the M&S history – from the mid-1980s reference to 

historical figures such as Lord Sieff and Michael Marks were no longer apparent within the 

M&S discourse. While brand authenticity in terms of consistency and congruency requires a 

brand to have clearly defined values that reflect where they have come from and who they are 

today, and importantly, some consistency of action (Eggers, 2013, pg. 343), it can be argued 

that insipidness in communicating the M&S history that is linked to authenticity can provoke 

stakeholders to question the authenticity. The reporting of the principles highlights short 

bullet points which enable the readers to digest the information. Key tenets of social 

responsibility are reinforced - commitment to customers, close cooperation with suppliers; 

sourcing of local British products and maintenance of good human relations- rounding are a 

self-presentation of heritage in a directed narrative (Byne and Forsythe, 2012). 
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Analysis indicates that no other links or connections to brand heritage and CSR are made 

within this decade. 

Early reporting in the 1990s period indicates a focus on some core values, as in excerpt 

below; 

“I am proud that despite the stresses of the past year we have not compromised our 
principles of quality, value, service, safety and good relations with customers, staff and 
suppliers. We have also maintained our commitment to social responsibility within the 

communities in which we trade and invested over £5million in a variety of initiatives.” (M&S 
Annual Report, 1992: Excerpt 32) 

Within the above excerpt reference to “our principles of quality, value, service, safety and 

good relations with customers, staff and suppliers” seeks to convey the organisations core 

values in a condensed version, in comparison to other years where the principles were bullet 

pointed and extended. Reference to “good human relations” and “communities” conveys the 

social responsibility of the organisation towards stakeholders – linking to the organisations 

core values and the stakeholder perspective of CSR. Writing in the first person suggests a 

more personal and direct message in addressing the audience. Mention of the word 

“maintained” highlights the continuity and commitment towards the cause. However, text 

analysis indicates that after 1992, very limited links and connections are made between brand 

heritage and CSR within this decade. This was the period when broader CSR initiatives 

became present – the environmental intention and international commitments. 

In the early 2000s the tone within the reporting became apologetic the producer sought to 

convey recognition that the organisation had lost touch with their customers.  As a result, 

strong emphasis on communicating the core values, traditions and track record of their 

initiatives became, once again apparent, see excerpt below; 

 
“We have tapped into the values and qualities that customers traditionally associated with 
our brand but tended to be obscured in recent years. We have succeeded not by inventing a 

new Marks and Spencer but by discovering the fundamental strengths of the past and making 
them relevant to the present.” (M&S Annual Report, 2002 Excerpt Twenty 33) 

Albeit that the above excerpt does not link to CSR - it illustrates the recognition and 

importance the organisation places on their core values. While the producer seeks to convey 

the fundamental strengths of the organisation and their values, it is noteworthy that the values 

are not stated – there is not a clear reinforcement in concrete terms. Therefore, readers who 

are not familiar with the core values of Marks and Spencer may not be able to relate to it at 
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some points in the 2000s, the organisation sought to reconnect with earlier representations 

through experiential values as means to trigger nostalgic memories with audiences.  

A strong focus on restating this community involvement which was a critical brand heritage 

element began to reappear in the annual reports in 2002. References to “for many decades 

now” and “throughout our existence” communication of some of the brand’s track record 

through statements such as “Marks and Spencer has actively been involved in improving the 

quality of life for a wide range of communities”, were evident, relating to the demonstrated 

performance aspect of earlier reports: 

“For many decades now, Marks and Spencer has actively been involved in improving the 
quality of life for a wide range of communities, and in the early days of the 21st Century our 
commitment to society remains as strong as ever.” (M&S Annual Report, 2002: Excerpt 34)  

Also, 

“Throughout our existence we have always aspired to establish a broader role in the 
community and act in a socially responsible way, and people trust us to do so.  Our current 
management is keen to remain true to these core values, appreciating also the solid business 
and shareholder benefits of engendering this trust.” (M&S Annual Report, 2002: Excerpt 35) 

 

Reference to “our current management is keen to remain true to these core values” is a 

classic restatement of core brand identity. Reporting within the annual reports throughout the 

2000s further emphasised the history and the core values of Marks and Spencer, see excerpts 

below’ 

“CSR is very important to us. It reflects the way we have always conducted business and 
underpins our core values – Quality, Value, Service, Innovation and Trust.” (M&S Annual 

Report, 2006: Excerpt 36) 

“Our core values of Quality, Value, Service, Innovation and Trust are as important to us 
today as they were when M&S were founded over 125 years ago” ( M&S Annual Report, 

2010: Excerpt 37) 

For the first time in decades, the text analysis reveals how the producer links corporate social 

responsibility into brand heritage through core values with direct references such as “CSR is 

very important to us” and “It reflects the way we have always conducted business”.  The 

transparent mention of CSR within the excerpt is interesting, however as CSR is a very broad 

concept - the excerpt doesn’t pinpoint specific concrete initiatives which are important to the 

brand, thus leaving a sense of vagueness with the reader. The importance of CSR and the core 
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values is conveyed through declarative sentences. Repetition of “our core values of Quality, 

Value, Service, Innovation and Trust” is informative in tone. 

5.4.2 Relevance on Nostalgic Representations 
 

Similarly, for the Co-operative limited links between the brand heritage elements and CSR 

were established from 1898 – 1968; text analysis of the reports in this time period highlighted 

two cases where brand heritage was evident in track record and longevity. Limited reference 

to track record was evident in the 1910 balance sheet: 

‘’Relief of Distress - Since our last report we have made five grants amounting to £200, 
bringing the total to date £5,575.18s., which almost exhausts the £6,000 voted by you in the 

years 1907-8 for the purpose of relieving distress.” (Co-op Balance Sheet, 1910: Excerpt 20) 
 

Reference to “since our last report” suggests some continuity and track record – but 

examination of earlier reports indicates that reporting of this overall initiative was not 

present. The textual structure offers a factual breakdown in terms of the monetary donations - 

by highlighting the amount of times the Co-operative have donated – through stating the 

amount and the grand total. Furthermore, there may be a sense of solidarity towards the cause 

with the phrase ‘by you’.  

For the balance sheet in 1930 there is reference to organisational history;  

“MEMORIAL TO THE ROCHDALE PIONEER. 
An appeal has been circulated by the Co-operative Union to all Societies, and accordingly 

members will be familiar with the main object of the fund, viz to restore the Toad Lane 
premises, Rochdale, as near as possibly to the form of the original store of 1844. A sum of 

£3,000 is necessary to effect the restoration, and we ask you to support our recommendation 
to specially donate the sum of £100 to the fund.” (Co-op Balance Sheet, 1930: Excerpt 19) 

The above excerpt makes reference to the original store set up by the Rochdale Pioneers in 

1844, thus reminding the reader of the organisational history. However, the producer does not 

expand on the organisational history by outlining the mission of the Pioneers, nor does it link 

to social responsibility per se; instead funds are requested to contribute towards the 

restoration of premises. It does however; communicate the history and consequently the 

storytelling narrative, offers insight to the reader into the origins of the Co-operative in 1844. 

Furthermore, references to key landmarks such as Toad Lane highlight evidence of object 

authenticity (Grayson and Martinec, 2004) – as such cues within the text physically embody 
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something that is authentic and iconic. The producer presents factual information around the 

Co-operative as evidence of the brand footprint conveyed to stakeholders. 

From 1930 – 1990s limited direct references to the brand heritage elements linked to CSR are 

apparent within any of the Co-op balance sheets; however, from the textual and grammatical 

features within the discourse; a strong sense of continuity and consistency is apparent, in 

reiteration of continual support for key charities.  

Links between CSR and brand heritage elements become more overt within the discourse 

from the 1990s – at the time when the Co-operative adopted a more univocal approach when 

addressing the concerns of external stakeholders. Within this period strong reinforcement of 

the organisational history is apparent, as noted: 

“The Rochdale pioneers. – Their immediate aim was to provide their local community with a 
source of pure, unadulterated goods at fair prices; but, over and above that, their guiding 

principle was that the co-operative should exist for the benefit of the people it served, sharing 
its profits among them in proportion to their purchases. So the Co-op ‘Divi’ was born; and, 
as one of the first successful retail co-operative societies, the shop in toad lane set a pattern 
that would benefit millions of people throughout the world in both consumer and producer 

co-operatives, over the next century and a half. Two new initiatives were introduced in 
March and October 1994. In March the Customers Who Care scheme was announced. A 
proportion of income generated by customers using their Visa cards is being donated to 

charities chosen by the customers themselves, thus reinforcing the rapport between the Bank 
and its valued customers. During 1994, the scheme donated over £380,000 to international, 
national and local charities. Overall, the total contributions made by the Bank to national 
charities and local socially desirable projects exceeded £1 million during 1994.” (Co-op 

Balance Sheet, 1994: Excerpt 20) 

The excerpt above puts particular emphasis on the origins of the Co-operative movement;  

reinforcing the immediate aims and principles of the Rochdale pioneers – similar to M&S in 

their 1984 reinforcement an ideology that is linked to the history of the brand. Historic 

authenticity is identified, where annual reports sought to reconnect audiences with earlier 

brand representations through storytelling narratives of the history of the Co-operative brand. 

Their narratives embody some experiential values, as a means to trigger some nostalgic 

memories and offer readers a core Co-operative brand representation.   

The textual structure of the above discourse is interesting – two accounts are presented; the 

past and the present. This structure reinforced the message that the founding principles in 

1844 remain and are an integral part to the running of the Co-operative in 1994.  References 
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to ‘the local community’, ‘national and local charities’ – are illustrative of the links to 

corporate social responsibility; in particular community involvement, stakeholder 

involvement and philanthropy.  Reference to ‘over the next century and a half’ coveys both 

the longevity and track record of the brand. Later reporting (in the 1990s) also emphasised 

the brand history, linking the operations of the organisation to the traditions set out by the 

founders: 

“Values - Co-operatives are based on the values of self-help, self-responsibility, democracy, 
equity and solidarity. In tradition of their founders, co-operative members believe in the 
ethical values of honesty, openness, social responsibility and caring for others.” (Co-op 

Balance Sheet, 1998: Excerpt 21) 

 

From the annual reports the Co-operative had long periods (even in the 1990s and 2000s) 

where no clear iteration of core values was clearly evident. These were juxtaposed with other 

times when the producer of the text sought some reconnection with earlier representations, 

see below; 

 “Our Co-operative values are central to the way we do business…Our social goals are not 
an add- on, they are a key part of who we are.” (Co-op Annual Report, 2002: Excerpt 22) 

 

“Co-operative Values and Principles – Values of the Co-operative are based on the values of 
self-responsibility, democracy, equality, equity and solidarity. In the tradition of their 

founders co-operative members believe in the ethical values of honesty, openness, social 
responsibility and caring for other” 

(Co-op Annual Report, 2006: Excerpt 23) 
 

The use of declarative sentences is used to communicate and reinforce what the Co-operative 

values mean to the organisation. Interestingly, the use of the pause (…) to connect two 

declarative sentences seeks to create impact on the audience, to underpin the message that the 

core values and concern towards social goals are integral to the organisation. Post 2006, 

reinforcement of the core values linked to organisational history is not evident. 

5.4.3 Social Responsibility Awareness filtered through Brand Heritage: 

Consumer View 

The awareness and perception of the adoption of social responsibility of brands by 

respondents highlighted significant brand-specific variations. Some respondents were 
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knowledgeable and distinguished the credible record of Marks and Spencer and the Co-

operative towards social responsibility to the communities in which they served – see below; 

 

“I always think fair-trade with the Co-operative...and again if I’m right in thinking they were 

the first supermarket to source its own labelled products using fair-trade...and sold it to 

consumers...Marks and Spencer have such a strong reputation which they have built over the 

years...I believe they are always participating in ethical causes....pause...I think they have 

stayed true to their roots...well my mother used to say that they had...laughs”  

 (R25, aged 53, dental hygienist) 

 

Similarly,  

 

“In my opinion and experience with the brand they (M&S) have always excelled and been 

committed to fulfil their obligations to their customers...you know...after the war they 

provided soup kitchens to people who needed food...(R21, aged 65, retired) 

 

Such evaluations appear to be embedded in respondent understanding of the brands heritage, 

where respondents recognise the track record and core values in their interpretation. The 

above narratives also highlight recollections of how M&S fulfilled a social role through 

reiteration of symbols i.e. soup kitchen. Interestingly respondents (30+) not only enhanced 

responses through the use of symbols such as the ‘soup kitchen’ (R21) but also supplemented 

responses by making reference to the longevity of brands by almost ‘telling a story’ which 

reflected the brand heritage of M&S. Interestingly R26 noted the evolution M&S have made 

with regards to social responsibility, as noted below; 

“They were always there...helping the community... soup kitchens, one penny bazaar...you 

know the famous saying don’t ask the price everything’s a penny...but also a friend of mine 

worked for Marks and Spencer and she would tell us how they provided canteens for 

employees for a fraction of the price there was a food shortage after the war...so they not 

only looked after the community but their employees too...and now plan A...” (R26, aged 71, 

housewife) 
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 “Marks and Spencers...I have grown old with this brand....Laughs....and I have seen them 

develop into the trusted brand that they are recognised for today, so I have no reason not to 

trust them....I don’t under estimate their commitments…for me personally they have been the 

longest company who have always exceeded expectations. I can imagine that other people 

within my age range are also loyal to Marks and Spencer because of their history” (R21, 

aged 65, retired) 

Brown et al, (2003) and Postrel (2003) suggest that brands with a sense of history and 

traditional cultures acquire a distinctive identity and nostalgic aura that adds to its 

authenticity. Thus, brand authenticity in terms of a brands consistency and congruency 

requires a brand to have clearly defined values that reflect where they have come from and 

who they are today and importantly, being consistent in their actions (Eggers, 2012). This is 

particularly evident in the above responses, particularly R26, where respondents clearly 

outline the M&S evolution. Therefore, it is evident that when respondents perceive the 

authenticity of a brand to be genuine, they feel a strong emotional attachment to the brand; 

therefore a brands authenticity encourages a positive brand attitude. 

While some views on M&S emerged from older customers who could comment on the 

evolving scope of social responsibility over time, other acknowledgement came from younger 

customers who felt they understood the contemporary CSR brand messages, as seen below:   

 

“The Co-op of course yes it’s what they stand for” (R1, aged 26, personal trainer) 

 

“I believe the Co-operative...I believe the Co-operative probably because I worked with the 

Co-operative bank so I know about their fair trade and sourcing things ethically, community 

involvement and that….Erm…ethical issues, I know how much they are committed to it…it’s 

kind of nice to be associated with a company like this…” (R12 aged 27, Transport and 

Logistics) 

 

Interestingly R5 made reference to the longevity of the Co-op for behaving in a socially 

responsible way, as noted below; 

 

“Erm...I tend of think of the Co-op as being a local store and having always been involved in 

the community for some reason...I think they should all do something...” (R5, aged 26, 

Insurance Underwriter) 
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Evaluations from respondents seemed embedded in their understanding of the brand heritage 

and that varied to some degree according to age and gender. Older female respondents (30+) 

could recount aspects of the brand history of the Co-op and M&S, some mentioned longevity 

that sought to offer justified evaluations of the brand’s social responsibility over time. While 

some acknowledgment came from one respondent who appeared to be adamant towards 

trusting the social responsibility of the Co-operative through working within the organisation. 

Perhaps suggesting internal communications within an organisation are a key component to 

informing and educating employees regarding organisations socially responsible past. Across 

all respondents, the relevance of social responsibility to specific brands was distinguished in 

relatively sophisticated ways, using indicators such as size, history of the firm and specific 

brand associations to assess adoption of social responsibility.  

5.4.4 Building an Authentic Discourse  

Thus far, it is apparent that certain brand heritage elements (core values, history and track 

record) are evident and are often interwoven within CSR brand messages in order to engage 

with societal concerns of readers. Similarly, elements of brand authenticity are also apparent 

through the annual reports for both Marks and Spencer and the Co-operative. Hudson and 

Balmer (2013, pg. 354) argue that in considering the brand heritage framework – it is useful 

to consider other historically informed concepts such as authenticity and nostalgia in order to 

‘broaden the brand heritage’ discussion. In considering how brand heritage and authenticity 

are interwoven in CSR messages, Table 5-I below outlines evidence within the discourse: 
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CSR Brand Narratives - Co-operative Evidence of 
CSR Properties 
from Discourse 

Evidence of 
Brand Heritage  

Evidence of 
Brand 

Authenticity 
‘’Relief of Distress - Since our last report we have made five grants amounting to £200, bringing the total to date 
£5,575.18s., which almost exhausts the £6,000 voted by you in the years 1907-8 for the purpose of relieving 
distress.” (Co-op Balance Sheet, 1910) 
 
“MEMORIAL TO THE ROCHDALE PIONEERS. 
An appeal has been circulated by the Co-operative Union to all Societies, and accordingly members will be familiar 
with the main object of the fund, viz to restore the Toad Lane premises, Rochdale, as near as possibly to the form of 
the original store of 1844. A sum of £3,000 is necessary to effect the restoration, and we ask you to support our 
recommendation to specially donate the sum of £100 to the fund.” (Co-op Balance Sheet, 1930) 
 
“The Rochdale pioneers. – Their immediate aim was to provide their local community with a source of pure, 
unadulterated goods at fair prices; but, over and above that, their guiding principle was that the co-operative should 
exist for the benefit of the people it served, sharing its profits among them in proportion to their purchases. So the 
Co-op ‘Divi’ was born; and, as one of the first successful retail co-operative societies, the shop in toad lane set a 
pattern that would benefit millions of people throughout the world in both consumer and producer co-operatives, 
over the next century and a half. Two new initiatives were introduced in March and October 1994.  During 1994, the 
scheme donated over £380,000 to international, national and local charities. Overall, the total contributions made by 
the Bank to national charities and local socially desirable projects exceeded £1 million during 1994.” (Co-op 
Balance Sheet, 1994) 
 
“Values - Co-operatives are based on the values of self-help, self-responsibility, democracy, equity and solidarity. In 
tradition of their founders, co-operative members believe in the ethical values of honesty, openness, social 
responsibility and caring for others.” (Co-op Balance Sheet, 1998) 
 
“Our co-operative values are central to the way we do business…Our social goals are not an add- on, they are a key 
part of who we are.” (Co-op Annual Report, 2002) 
 
“Co-operative Values and Principles- Values co-operative are based on the values of self-responsibility, democracy, 
equality, equity and solidarity. In the tradition of their founders co-operative members believe in the ethical values of 
honesty, openness, social responsibility and caring for other. (Co-op Annual Report, 2006) 
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  Table 5- I: Evidence of CSR and Brand Heritage and Authentic Elements: M&S and Co-op 
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CSR Brand Narratives – Marks and Spencer 

Evidence of 
CSR Properties 
from Discourse 

Evidence of 
Brand Heritage  

Evidence of 
Brand 
Authenticity 

 
“Employees are now receiving pensions from the Marks and Spencer Benevolent Fund, after long and faithful 
service with the Company. This Fund was established in 1936, primarily for the benefit of staff not covered by the 
Group Pension Scheme inaugurated in the same year.’’ (Marks and Spencer, 1944) 
 
Underlying Principles of Policy Our policy is based upon certain definite principles which have been responsible for 
the continuous growth of our business. They may be briefly stated as follows – 
To offer customers a selective range of high quality, well-designed and attractive merchandise at reasonable prices; 
To encourage our suppliers to use the most modern and efficient techniques of production and quality control 
dictated by the latest discoveries in science and technology; 
With the co-operation of our suppliers, to enforce the highest standards of quality control; 
To plan the expansion of our stores for the better display of a widening range of goods and for the convenience of 
our customers; 
To simplify operating procedures so that our business is carried on in the most efficient manner; 
To foster good human relations with customers, suppliers and staff.” (Marks and Spencer, 1966) 
 
“Our pensioners now number nearly 700 and our concern for their well-being continues throughout their retirement. 
They are visited frequently, helped where necessary and are encouraged to keep in touch with their friends who are 
still in the business. They continue to enjoy many of our staff amenities and they know as members of the Marks and 
Spencer family they need fear neither isolation nor insecurity in their old age.”(M&S Annual Report, 1964) 
 
“Over thirty years ago we pioneered medical and dental schemes for our staff. We have now extended the range of 
our health services to include cervical cytology testing. From trials in 1964, the service is now available to all 
women in our business.” (Marks and Spencer, 1968) 
 
 ‘’ In Memoriam - Lord Sieff was always interested in human and social problems and, above all, in people. His 
inspiration extended over the last forty years on national economic problems and many were the great causes he 
championed and befriended. He was man of tolerance and peace; to the last enthusiastic and optimistic about the 
future. His philosophy and the principles which he formulated will remain a treasured example to his successors. 
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“Simon Marks, over 60 years ago, made it a principle to have as much produced in Britain of the goods he sold as he 
could find; even in those days nearly 90% of what the modest Marks and Spencer chain sold was home produced. 
Today some 90% of all our textile goods and the food that can be grown in temperate climates is produced at 
home.” (Marks and Spencer, 1984) 
 
‘’One hundred years ago Michael Marks, my grandfather, an immigrant from Lithuania, set up his stall in Leeds 
Open Market with £5 loaned him by Isaac Dewhirst, a small textile wholesale merchant and manufacturer. I do not 
suppose that either foresaw what that market stall would become by 1984, one hundred years later. 
Theirs was a remarkable partnership; the talents of each complemented the other. They established a philosophy and 
principles which have been the foundations on which Marks and Spencer has been built and to which it owes its 
success and reputation. Teddy Sieff succeeded my father, and I followed Teddy as Chairman; we built on the 
principles our predecessors had established.   
The main principles were and are: 
1. To offer our customers a selected range of goods of high quality and good value. 
2. To work in close co-operation with our suppliers to develop this catalogue. 
3. Always buy British providing the goods our British suppliers produce represent high quality and good value. 
4. To develop and maintain good human relations with our staff, our suppliers, and our customers.’’ 
 
“We have tapped into the values and qualities that customers traditionally associated with our brand but tended to be 
obscured in recent years. We have succeeded not by inventing a new Marks and Spencer but by discovering the 
fundamental strengths of the past and making them relevant to the present.” (Marks and Spencer, 2002) 
 
“Throughout our existence we have always aspired to establish a broader role in the community and act in a socially 
responsible way, and people trust us to do so.  Our current management is keen to remain true to these core values, 
appreciating also the solid business and shareholder benefits of engendering this trust.” (Marks and Spencer, 2002) 
 
“CSR is very important to us. It reflects the way we have always conducted business and underpins our core values – 
Quality, Value, Service, Innovation and Trust.”  (Marks and Spencer, 2006) 
 
“Our core values of Quality, Value, Service, Innovation and Trust are as important to us today as they were when 
M&S were founded over 125 years ago”  (Marks and Spencer, 2010) 
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Experiential values within texts offer some indication of how readers may derive some sense 

of social identity from the discourse (Fairclough, 1989, pg. 112). Notably, for M&S, 

interpretations indicate that reporting from the 1960s placed emphasis in text production on 

creating collective shared experiences through experiential and relational values which 

individuals could recount and share. In the 1960s, text production exemplified more 

collective shared experiences through experiential values which individuals might recount 

and share. Some Metaphorical representations of the ‘family’ and ‘valuable spirit’ featured, 

which could suggest an element of an implanted authenticity – even an element of retro brand 

authenticity (Brown, Kozinets and Sherry, 2006; Leigh et al, 2006). Such cues embedded in 

texts appear designed to generate a constructive authenticity by linking to personal 

experience and representations such as ‘family spirit’ may serve as tools in a) constructing a 

shared ideology of the past in present times and b) in triggering nostalgic recollections with 

individuals.  More specifically, CSR initiatives linked to benevolence, community 

involvement and stakeholder wellbeing are linked to relational and experimental values – 

enabling relevant stakeholders who view such reports are able to tap into and reflect on 

previous personal experiences, which may lead them towards revisiting and evaluating a 

brands authenticity (Kozinets, 2003). 

For the Co-operative some articulation of brand heritage elements in early reporting, 

particularly track record and longevity. Notably in later reporting – reinforcement of the Co-

operative brand continuity and commitment, as noted by Hakala et al (2005) is articulated. 

Some earlier discourses (1930s) for the Co-operative consisted of short memory pieces that 

sought to educate the readers about organisational history, using an autobiographical tone. 

The company history is made real to readers with the use of founding dates and reference to 

landmarks such as “Toad Lane premises” and “the original store of 1844” - this storytelling 

account uses key facts (Polkinghorne, 1988) to emphasize how the Co-operative brand began. 

Chiu et al (2012, pg. 265) define authenticity as “a sense that readers obtain from materials 

that make them believe and associate the story with reality”. Furthermore, references to key 

landmarks highlight evidence of object authenticity. The producer of such excerpts presents 

factual information around the Co-operative as evidence of the brand footprint, imprinted on 

the brand stories through which brand authenticity is conveyed to stakeholders.  Furthermore, 

through the use ‘story telling narratives’ that are linked to nostalgia – presents evidence of 

experiences that is associated within a prior era (Belk, 1990).   
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The analysis of both Marks and Spencer and the Co-operative offers evidence in the CSR 

portrayal of both organisations of a producer intention to capture and communicate elements 

of brand heritage and, at times, authenticity. Notably, across both organisations, authenticity 

appears as dynamically ‘emergent’ concept (as in Cohen, 1988),  with the alternating  

patterns of a) fadeout where few references within the discourse link to authenticity, and b) 

periods of intense portrayal of ‘authentic’ brand credentials as in restatements of core values 

(which occurred on multiple occasions in the annual reports of both brands). Thus, in the 

interlinking of brand essence and brand footprint within CSR reporting, there seems to be an 

ephemeral element of authenticity linked to both M&S and Co-operative discourses.  

Whilst it is evident that elements of authenticity within the annual reports do not capture 

enough of the authentic elements as a whole and therefore, ‘fragmented perceptions’ of a 

brands authenticity may often be perceived. It is apparent that the reporting of brand heritage 

and authenticity linked to CSR is a complex process – however the use of textual values 

infused with brand heritage and authenticity in CSR reporting can enhance the brands 

portrayal.  It can be argued that, whilst, historical recollections relate to the personal 

understanding of CSR initiatives by having lived through past experiences with brands – 

other events can be recalled in memory from historical writings (Halbwachs, 1992). 

Furthermore, as elements of authenticity linked to textual values can serve as a means of 

allowing audiences to recount and relive experiences; this study argues that the integration of 

brand heritage within CSR brand messages can serve as a means of producing an authentic 

discourse. Therefore, discourse can serve as a means of source credibility – as audiences can 

trace the discourse to determine how credible messages from brands are.  It is argued that, 

source credibility is an important factor for individuals to judge how credible the message 

source is (Clow, Fames, Kranenburg, & Berry, 2006, pg. 404) and therefore it can influence 

how individuals evaluate communication messages. With many academics proposing that 

CSR reporting is a vital source of information dissemination, enabling firms to create long 

term relationships with stakeholders (Vurro and Perrini, 2011), it can be argued that 

fragmented CSR brand messages within CSR reporting can increase tension between what is 

perceived to be authentic and inauthentic for consumers.  

 

 

 

206 
 



 

5.5  Conclusion  

This chapter outlines key patterns that emerged in the discourse that reflect the most pertinent 

CSR narratives that are interlinked with elements of brand heritage across both organisations. 

The analysis indicates that both Marks and Spencer and the Co-operative have actively 

integrated CSR portrayal as part of their core brand heritage.  The gradual inclusion of a 

broader range of CSR properties was reflected in the discourse of both brands. While both 

brands were consistently identifying their economic prosperity to shareholders/members, 

their commitment to other initiatives, targeted at other audiences differed for example, the 

Co-operative integrated international welfare from early portrayals – a dimension of CSR 

activity not evident in academic literature until post 1990s. For M&S, international concerns 

were only apparent in later brand portrayal. Additionally, the comparison demonstrates that 

M&S have consistently sought to place their philosophy, core values and social responsibility 

together on a public forum (as Lantos, 2001 proposed). In comparison, at times the reiteration 

of brand heritage linked to CSR for the Co-operative appears to fade out across certain 

periods.  For both brands, their efforts to express their brand philosophy in their annual 

reports reinforce an evolving commitment to CSR reporting, a consistency in presentation of 

core values (the core values do not change in essence) and a willingness from their earliest 

history to communicate about social concerns with relevant publics. To this end, in the 

evidence of their portrayed track record, they appear to fulfil both Clark’s (1923) early 

iteration of the important obligations to society but also to address the stakeholder interest to 

go beyond obligation – this is encapsulated in narratives that demonstrated a shift from a 

philanthropic, social obligation to a more recent proactive social intent through references to 

social and community partnerships.  

Furthermore, findings identified a change in orientation within the CSR discourse of both 

brands. The analysis highlighted that the reporting for both brands changed from mid-1990s 

to integrate a more strategic tone – with a key focus on reporting objectives and 

achievements. This attempt to strategically position their CSR efforts and to report their CSR 

credentials towards identified audiences indicated how both brands now attempt to present a 

‘contemporary’ social face of their brands. Thus, the study reinforces the idea that CSR 

reporting is directly produced for specific stakeholders – supporting the work of Robertson 

and Nicholson (1996) who argue that brands tend to devise their CSR behaviour in line with 

specific stakeholder groups. Within the textual patterns of the CSR discourse, commentary 
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appears to be intentionally adapted to the social concerns of the respective time period. For 

both M&S and the Co-op at different points in their timeline, reframing of the CSR discourse 

occurred, as a response to competitive pressures, external events and the changing 

expectations of stakeholders. Reframing occurred in the 2000s when SR narratives became 

more sophisticated, a greater range of CSR activities were produced and a more strategic use 

of metaphor, symbol and textual values emerged to trigger nostalgic memories with 

audiences (Brown et al, 2003).  

From the consumer perspective brand specific disparities emerged as some respondents 

recognised and understood the brand heritage of M&S and the Co-op; significant variation in 

age and gender influenced their interpretation. Variations in views of CSR appeared to be 

moderated by life experience as some respondents made reference to personal life 

experiences (first hand memories), and others recognised the core values of the organisation 

through shared stories from parents (second hand memories) for example, “I think they have 

stayed true to their roots...well my mother says they have”. The data suggests some 

interpersonal existential authenticity (Leigh et al, 2006) emerged for the M&S brand through 

familial and community interactions, derived from collective experiences that reflected CSR 

engagement. Nostalgic references appear to trigger respondent associations of M&S with 

collective memories- the brand perhaps encourages nostalgic feelings that attach consumers 

to their past. Advocating M&S social contribution through shared stories amongst families in 

this case is a constructive form of authenticity that is subjective and may specifically relate to 

past, present or future rather than being chronologically defined (in line with Millar, 1989).   

Interestingly, the analysis appears to suggest some linkages to social contract theory, in 

particular the micro- social contract. Donaldson and Dunfee (1999) propose that a macro-

social contract in the context of communities requires organisations to offer support to its 

local community and the specific form of involvement would be the micro-social contract. 

The intergenerational interpretations from respondents appear to suggest acknowledgement 

of how Marks and Spencer and the Co-operative were actively involved in supporting the 

communities and fulfilling a micro-social contract. Respondent narratives (particularly of 

older respondents) conveyed how M&S brand heritage as part of CSR credentials  were 

recognised through the acknowledgement by respondents of  symbols; with references to 

“soup kitchens”, “one penny bazaar”, “staff canteens which provided cheap food for 

employees”. Some consumer engagement appeared to be derived from memory, of how M&S 

were actively involved in social responsibility. This implicit association by respondents of a 
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symbolic memory that is congruent with a socially responsible message appeared to result in 

some level of trust towards the organisations. There was some direct acknowledgment of 

M&S brand heritage in their expressions of trust i.e. “helping out that's what they did...so I 

will help them by always shopping with them”. Furthermore the research highlighted that 

individual respondents “like to be associated with trusted brands”. It appears that this 

congruence within brand heritage encourages a social identification on the part of some 

consumers; it may be an accepted way for a consumer to enhance his/her own socially 

responsible self, an enhancement noted by Basil and Weber, (2006); Ramasamy et al, (2010). 

Such patterns draw in the importance of social identity, Dutton, Dukerich and Harquail 

(1994) and Hogg and Terry (2000), who suggests that individuals often identify themselves 

with organisations they feel they can belong to. Among younger respondents many stated that 

they trusted “organisations on a whole” without making any particular reference to a specific 

brand. 

 

In spite of this, it emerged that many respondents doubted the organisations rationale for 

participating in socially responsible activities. This was very evident in the age group 18-27, 

where beliefs that organisations are financially driven became apparent. The lack of evidence 

of CSR actions on the part of organisations was interwoven with the view that firms needed 

to make their CSR activities more apparent to consumers.  While the recognition of brand 

heritage is strong with female respondents (30+) it can be argued that brands with strong 

heritage are at risk of losing trust from customers if  organisations do not recognise the need 

for their CSR discourse to appeal to younger generations.  

In summary this detailed reporting of the findings has uncovered a multi-layered CSR 

discourse for both brands. Four key patterns were notable (i) a dynamic yet discontinuous 

evolution in CSR reporting; (ii) varying illustrations of experiential and relational values that 

are interlinked with socially responsible brand narratives; (iii) attempts to address specific 

stakeholders (customers and employees) through experiential and relational values and (iv) 

interlinking of CSR with brand heritage and authenticity. From both the evaluation of the 

annual reports and the insights gained across a range of respondents it is clear that the 

challenges of generating an authentic CSR discourse need to be clearly acknowledged. This is 

taken forward in some depth in Section 6.3 in the Discussion Chapter. 
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Chapter Six  

Discussion 

6. Introduction 
 

The discussion for this chapter highlights how the major findings of this study relate to past 

academic literature. Several key insights emerged in relation to CSR brand portrayal from the 

four perspectives (see Figure 5-A) that were reported in the findings chapter. Those insights 

have enabled us to have greater clarification on the process underpinning the creation of CSR 

discourse at firm level and have thrown up key challenges in the maintenance of an authentic 

CSR brand portrayal. The discussion centres on the following areas: 

 The CSR orientation evident in company narratives (Section 6.1) 

 Priming and Framing of CSR messages (Section 6.2) 

 Creating stakeholder dialogue through an authentic discourse (Section 6.3) 

 Challenges in creating an authentic discourse for UK retailers (Section 6.4) 
 

6.1 Orientation evident in Company Narratives  

6.1.1 Theoretical Expansion in CSR properties mirrored in CSR orientation 
evident in company narratives 

 

As noted in Section 2.1 and 2.2, CSR covers a broad theoretical spectrum with a wide range 

of theoretical perspectives on CSR noted - ranging from social contracts theory, legitimacy 

theory and stakeholder theory. Figure 6-A below summarises both the evolution in CSR 

properties and the way in which the whole CSR discourse has evolved to encompass a 

comprehensive set of corporate activities.  

The review of CSR properties that emerged in the literature review  also demonstrated that 

what is incorporated as a CSR activity seems disparate – for instance, while consideration of 

legal aspects of CSR are strongly apparent from the 1960s to the late 1980s, in the period 

from the 1990s to 2010, legal requirements were less acknowledged. Similarly, theoretical 

contributions that addressed environmental aspects of CSR were apparent periodically in the 

1970s, in early to mid-1990s, and then more strongly in the mid-2000s, but less theoretical 

development on environmental responsibilities occurred in other periods. In contrast, some 
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properties are constantly present in the evolutionary pattern of CSR theory – notably, the link 

to economic prosperity, stakeholder and societal considerations. Thus, a gradual broadening 

of identifiable properties that formed the theoretical basis of CSR was noted, at the same 

time, this was not a linear expansion; considerable discontinuity in the evolution of CSR 

properties was evident in the theoretical overview, as has been outlined in Section 2.2.1 and 

is also presented in Figure 6-A below.   
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   Figure 6- A: How the focus on certain properties of CSR evolved across time periods  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

                 

                     

             

                              

                 2010                                                T
im

e                                                    1920 

Profit; Societal issues; Stakeholders; Legal; Voluntary; 
Environmental; Ethical 

 

Profit; Societal issues; Stakeholders; Legal; Voluntary; 
Environmental; Ethical 

 

Profit; Societal issues; Stakeholders; Legal; 
Voluntary; Ethical 

 
Profit; Societal issues; Stakeholders; Legal; 

Voluntary; Environmental; Ethical 

 

Profit; Societal issues; Stakeholders; 
Legal; Voluntary 

 
Profit; Societal issues; 

Philanthropy 

 
Profit and Societal issues 

At first sight, appears to match legitimacy theory; but diverse range of 
thinking reflects combined theoretical strands from social contract, 

legitimacy and stakeholder theory 

 Implementation of CSR programs designed to encourage active 
engagement from stakeholders (wider range) 

 Tendency to form corporate social policies 
 Emphasis on accountability and transparency 
 Responsiveness to broader CSR issues  

 

Elements of social contract theory in 1960s and early 1970s. From mid 
1970s  onwards presents a powerful adoption of stakeholder theory – with 

the emergence of wider stakeholders 

 Contribution to social system 
 Wider responsibility to stakeholders inside and outside the 

organisation 
 Strategic thinking (problem solving for community issues) 
 Relationship between organisations and stakeholders (e.g. 

voluntary organisations) 

Primarily linked to social contract theory 

 Philanthropic donations (mainly to local organisations) 
 Benevolent actions     

Theoretical Orientation, CSR Actions, Focus and Dimensions CSR Properties Identified in Literature 
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It is worth considering how the range of CSR properties that are evident in the official 

discourse of the two organisations matched with the expansion in theoretical perspectives 

identified in Chapter Two (i.e. social contract theory, legitimacy theory and stakeholder 

theory).  The data from the company annual reports has highlighted that CSR portrayal has 

evolved from relatively straightforward expressions of responsibility to society in annual 

reports to a multidimensional orientation that often encompasses both neoclassical and 

societal perspectives of CSR (sometimes occurring in the same report). This progression was 

reflected in the approach of both organisations- early indications of social responsibility were 

framed in conjunction with expectation of economic prosperity for both organisations. While 

it can be argued that this is a standard obligation for a business organisation, it also denotes a 

neo-classical perspective of CSR, which suggests that the key responsibility of an 

organisation is to make a profit (Friedman, 1970; Levitt, 1958 and Quazi and Obrien, 2000). 

It has been argued that those organisations who embrace a neo-classical approach see their 

primary aim as maximising shareholder value (Moir, 2001), with CSR considerations as 

secondary. It is clear that both M&S and the Co-op were intent on achieving strong economic 

performance. However, both the Co-operative and M&S incorporated social responsibility as 

part of their founding principles, thus echoing a societal perspective, as defined by Sethi 

(1975); Clark (1926); Donham (1927, 1929) and Quazi and O’Brien (2000). In moving 

beyond an economic prosperity perspective of CSR, several CSR properties were identifiable 

in the discourse of both organisations - benevolence, philanthropy, environmental concern 

and societal obligations.  

In early communications of CSR, the Co-op could be seen to epitomise a corporate interest in 

philanthropy, stakeholder welfare and charitable giving. The portrayal of social responsibility 

was a feature of annual reporting of the Co-op from the outset- with indicators of 

philanthropic donations and monetary assistance towards external charities. On the other 

hand, although M&S were active through ‘benevolence’ from 1936, communication of this 

only emerged in annual reports from 1944. This coincided with the war years in the UK, 

when the credentials of all organisations were under scrutiny; in indicating how benevolent 

funds were allocated, M&S made their social accountability visible to external stakeholders. 

Both organisations appear to accord with McGuire’s (1963, pg. 144) idea that “organisations 

should consider welfare of the community, education, the happiness of its employees and 

have interest in the wider social world”. For M&S, welfare linked to support and monetary 

assistance directed towards key stakeholders; while for the Co-operative the emphasis was on 
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philanthropic donations, directed both locally and internationally. Both approaches echo a 

relatively uncomplicated conception of social responsibility that echoed the work of Clark 

(1926), who stated that ‘business has obligations to society’. 

As identified in the literature review in Chapter Two, organisations align socially responsible 

initiatives in accordance with demands from key stakeholders – namely pressure groups. 

However, what emerged from this study is that the CSR focus of both companies is not 

narrowly related to pressure groups but strongly reflects social consciousness in the earlier 

periods. Both organisations aligned their CSR credentials in line with prevailing social 

concerns at different time periods. In this acknowledgement of social responsibility, elements 

of a social contract perspective of CSR were evident. Social contract theory is described as 

fulfilment of expectations occurring in the relationships between organisations and society 

(Aras and Crowther, 2008). For the Co-operative, a further orientation came from internal 

stakeholder concerns – where CSR focus was dependent on the suggestions of members. In 

this regard, it might be argued that the Co-op approach accorded with that of legitimacy 

theory; whereby the fulfilment of CSR initiatives is driven through demands of various 

stakeholders; when these demands are met, a firm is rewarded with legitimacy 

(Hooghiemestra, 2000). The Co-op was careful, throughout their reporting of social 

responsibility in the period’s form 1890 to the 1990s to maintain this legitimacy- which was 

to some extent responsible for the retention of the Board reporting format. 

We have seen, in both companies that the evolution in CSR properties noted in Figure 6-A 

above coincided with engagement with a broader range of stakeholders from the 1990s 

onwards.  Simmons (2004) suggests that organisations that adhere to a stakeholder theory 

approach in their CSR actions are expected to manage an extended set of stakeholder 

interests, thus acknowledging a duty of care towards close as well as silent stakeholders, such 

as local communities and the environment. The evolution of CSR commitments through later 

periods highlights how each firm was striving to meet the multiple interests of stakeholders 

by incorporating a wider spectrum of CSR initiatives. Thus, portrayal of CSR for both 

organisations drew on a range of theoretical perspectives ranging from both social contract 

and legitimacy theory in earlier periods, and more recently, underpinned by stakeholder 

theory. 

We have traced in Chapter Two the evolution in CSR thinking in terms of key properties, 

actions and functions that have characterised the literature between 1920s – 2010s. Figure 6-
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A (repetition of Figure 2-C) highlights the key developments in CSR action and focus – the 

analysis of findings in Chapter Five has offered illustrations of how initiatives carried out by 

Marks and Spencer and the Co-operative paralleled these developments. 

Two critical areas in the development of CSR thinking that were identified in Figure 6-A are 

a) an acknowledgement of a wider responsibility to stakeholders from several commentators 

across the time period and b) how authors writing about the CSR function began to consider 

the formation of relationships between organisation and stakeholders. In relation to a), Social 

contract theory is described as fulfilment of expectations occurring in the relationships 

between organisations and society (Aras and Crowther, 2008), Excerpt 9 in Chapter Five, 

illustrates how the M&S brand acknowledges a responsibility to internal stakeholders through 

providing dental serves and cervical screening. For external stakeholders members of the 

community were ‘adopted’ by M&S employees over the Christmas period to aid the less 

fortunate (see M&S Excerpt 18). When considering b), it was identified in Section 5.1.3 that 

actions by the Co-operative reflected the thinking of the 1990s through their emphasis on 

relationships with external stakeholders such as Woodcraft Folk society (see Co-op Balance 

Sheet; Excerpt 4).  

In the post 2000 period, CSR theory has begun to focus strongly on the one hand, on the 

implementation of CSR policies and programs that were designed to encourage engagement 

from stakeholders. In practice, programs such as Plan A and also the Marks and Start 

community programme offers work experience to people with disabilities, the homeless, 

unemployed, school children, students and parents - these initiatives clearly echo the ideas on 

CSR and public engagement. On the other hand, we have also seen in Figure 6-A an 

emphasis on accountability and transparency and this emphasis was identified in practice – 

outlined key measures, for example, relating to the reduction of carbon footprint both firms: 

“to make year-on- year reductions in the UK’S carbon dioxide (CO2) emissions”  see Co-op 

Annual Report - Excerpt 13. 

What has emerged as relatively new in terms of company initiatives is the concept of 

partnership (e.g. Groundwork, see Excerpt 14). This aspect of CSR theory has not emerged 

strongly from the literature in the period 1920a – 2000s. In addition, we have seen in the mid-

1990s that M&S themselves distinguished between the concept of social responsibility and 

social participation (See Excerpt 11 and 12, in Section 5.2.3). Both themes - that of 

partnership and social participation epitomise many contemporary initiatives for M&S, the 
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Co-op and also other UK retailers (see Asda example in Chapter Three). We might conclude 

that the literature continues to regard CSR as largely a corporate activity, as evident in terms 

such as corporate citizenship, corporate societal accountability and corporate community 

relations. However, the findings in this study illustrate that companies are now beginning to 

consider the CSR function and selected CSR activities as dependent not just on their own 

firm decision making but are acknowledging a  more central planning role for  relevant social 

partners and a greater sharing of resources to implement joint initiatives. The change in roles 

may reflect an increased voluntarism in CSR thinking and the resource sharing demonstrates 

that companies now recognise that an important challenge is not just in starting CSR actions, 

but actually reaching relevant audiences (media, customers, local businesses) and 

encouraging participation in socially beneficial schemes. In this regard, the practice of CSR 

in the 2010s is perhaps leading CSR theory. It is anticipated that the CSR thinking to emerge 

over the next decade will be more civic and community minded and the conceptual starting 

points may emerge from theories in the area of social policy, social integration, in addition to 

social sustainability, rather than management theories about the role of social responsibility at 

firm level.  

6.1.2 Intentional CSR Commentary Directed towards Key Stakeholders 
 

In terms of the M&S and Co-operative discourse, experiential values of the brand were an 

integral part of the construction of an intentional CSR commentary, directed at relevant 

stakeholders. Traditional stakeholder theory (proposed by Johnson, 1971) suggests that 

organisations should consider the requirements of the following stakeholders; employees, 

suppliers, local communities and the nation. At certain periods of time, the M&S discourse 

was adapted according to context and to stakeholder group. On the one hand, expressed 

action in support of company pensioners was a feature in annual reports of the post-war 

period, when times were hard; on the other, citation of the company policy of sourcing 

British products (suppliers/local communities) in the late 1970s occurred at a time when 

foreign producers were undercutting home production (e.g. cars and white goods sectors). In 

the post war period, experiential values incorporated in the text seemed to be targeted 

towards stakeholders who might tap into previous personal experiences. In terms of 

community involvement, metaphorical representations of the ‘family spirit’ were designed to 

encourage readers, both employees and customers, to recollect experiences or memories 

which may lead them towards recognising the brand authenticity (Kozinets, 2003). 
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For the Co-operative, the findings highlighted that through the use of a multi vocal approach, 

the CSR reporting was more targeted and restricted. Nonetheless, through this tailored 

reporting, the producer communicates elements of constructive authenticity, where 

authenticity is viewed as a product of social construction and is subjectively related (Mkono, 

2011).  What emerged for the Co-operative is that a stronger reinforcement of CSR initiatives 

is conveyed as the power to allocate resources is left to the members– to determine which 

socially responsible initiatives the Co-operative should support. Through the system of fund 

allocation – a consistent approach to supporting charities and organisations through 

philanthropic donations adopted. Stakeholder dialogue within this period was primarily 

restricted to the interests of the Co-operative members. The Co-operative discourse showed 

limited use of relational values – instead the adoption of specific scale structures in text and 

the classification schemes noted in Section 5.3.3 above showed how wording was chosen 

carefully to highlight behaviour. This deliberate scale structure of messages accorded with 

Jones’ (1980) argument that that CSR should be viewed as a process in which firms regularly 

communicate their commitments through recognisable behaviours. 

As time progressed, we can see other interpretations of stakeholder theory being reflected in 

the findings. Freeman (1984) encouraged organisations to consider stakeholders beyond the 

traditional (e.g. shareholders, employees). This was evident in the reporting for M&S - at 

different points in the M&S timeline, reframing of the SR discourse occurred, as a response 

to external events and to different stakeholders (shared wartime narratives with pensioners 

differed from environmental responsibility statements of 1990s). In the 2000s, these reporting 

structures have evolved into partnership narratives. Furthermore, in the evidence of the track 

record portrayed, M&S and the Co-operative appear to fulfil both Clark’s (1923) definition of 

CSR obligations to society but also to address the stakeholder interest to go beyond 

obligation – this is encapsulated in narratives that shifted from a philanthropic view to a more 

recent proactive social intent through partnership as set out in Plan A (M&S) and Christian 

Aid (Co-operative).  

This shift towards a more inclusive perspective, incorporating a wider range of CSR 

initiatives appears to be driven by a need to encourage a greater number of stakeholders 

(shareholders, government, customers, employees, partnerships i.e. Groundwork, 

communities and suppliers) to form different relationships with the brand. 
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6.2 Priming and Framing of CSR Messages 
 

Evident from the findings was the way in which CSR activities were primed and framed 

within the brand discourse. Nelson, Clawson and Oxley (1997, pg.222), argued that framing 

involves “the organisation and packaging of information”. This contrasts with priming which 

is based upon the premise that a stimulus can activate previously learned cognitive structures, 

which inevitably influences the judgment process (Fiske and Taylor, 1984). Iyengar and 

Kinder (1987) and  Iyengar and Simon, (1993) suggest that the role of priming states that by 

making particular issues more ‘salient’ than others, a prime can influences the standards by 

which an issue is judged by individuals. Three key forms of message framing are notable in 

the findings; each highlights noteworthy CSR commitments from M&S and the Co-operative; 

• CSR messages are technically framed  

• CSR commitments are framed with components of brand heritage 

• CSR initiatives are contextually framed.  

6.2.1 Patterns showing how CSR messages are technically framed 
 

While some past studies have previously highlighted how certain CSR initiatives are more 

salient than others (Nielsen and Thomsen, 2007), no research has explored how CSR 

messages are technically framed over time. In exploring the CSR representation within the 

discourse, the findings illustrated many technical framing techniques. Varied textual cues 

embedded within the discourse are used as a deliberate means to present organisational CSR 

initiatives. In particular, this study highlighted how the integration of CSR within both M&S 

and Co-operative discourses exhibits a complex set of textual structures, (See Table 6-A 

below). The integration of relational, expressive and experiential values within the discourse 

was an integral part of the construction of intentional CSR commentary, enabling certain 

CSR initiatives such as societal welfare, stakeholder relations and community engagement to 

appear to be more salient in the discourse.  

Table 6-A below, highlights distinct variation in the implementation of textual elements 

across both Marks and Spencer and the Co-operative. Furthermore, the use of expressive 

modalities that linked to the producer voice highlighted how a wider range of CSR initiatives 

were communicated through the reporting format adopted.  
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Table 6- A: Technical Framing 
 

Communicative 
Events Analysed 

 
Explanation Communicative 

Events in DA 

Interpretation of 
Communicative Events 

in Text Production: 
M&S 

Interpretation of 
Communicative Events 
in Text Production: Co-

operative 
 
 
 

Experiential 
Values 

 
A trace/cue to the way in which 
the text producer’s experience 
of the natural or social world is 
represented (Fairclough, 1989, 
pg. 112). 

Experiential values are less 
apparent M&S; limited 
articulation conveyed how 
experiential values convey 
a shared experience which 
readers may relate to: for 
example some articulation 
of the ‘valuable spirit’ 

Experiential values are 
essential when 
investigating how the Co-
operative has aligned their 
social responsibility, for 
example; strong use 
of pronouns such as ‘we’ 
and ‘you’. 

 
 
 
 

Relational 
Values 

 
 
A trace/cue to the social 
relationships which are enacted 
via text in the discourse 
(Fairclough, 1989, pg.116). 

Conversely, for M&S there 
is great emphasis on 
creating relational values 
particularly with external 
stakeholders; through 
reiteration of phrases such 
as ‘friends’ and ‘family’. 

For the Co-operative, early 
reporting focussed less on 
relational values – however 
reporting from the 1980s 
sought to create relational 
values through reiteration 
of employee involvement – 
such as ‘maintenance of 
good industrial relations’. 

 
 

Expressive 
Values 

Explores subjects and social 
identities through only one 
dimension, concepts concerns 
with subjective values 
(Fairclough, 1989, pg. 118). 

For M&S, a stronger focus 
on creating and 
communicating expressive 
values is evident within the 
discourse through reference 
to ‘they are visited 
frequently, helped where 
necessary’ 

For the Co-op fragmented 
attempts to communicate 
expressive values targeted 
towards external 
stakeholders. 

 
 

Classification 
Schemes 

The classification scheme 
constitutes a particular way of 
dividing up some aspect of 
reality which is built upon a 
particular ideological 
representation of that reality 
(Fairclough, 1989, pg.137). 

Use of classification 
schemes relating to 
employee welfare become 
apparent in the M&S 
discourse in the 1940s to 
the 1970s period-
 ‘employee promises and 
demonstrable fulfilment of 
promises’ 

Strong classification 
schemes illustrate how the 
Co-operatives discourse is 
organised: ‘Quarterly 
meetings were held and 
reported in a specific 
manner; Formal 
vocabulary was used and 
only men were addressed; 
Donations which were 
granted to various 
charities bullet pointed’ 

 
 

 
 

Expressive 
Modalities 

 
 
 

Modality is to do with the 
speaker/ writer authority. There 
are two types of modality. 
Firstly if it is a matter of the 
authority of one participant –
relational modality. Secondly if 
it is a matter of the 
speakers/writers authority with 
respect to the truth or 
probability of a representation 
of reality -expressive modality 
(Fairclough, 1989; pg. 126). 

For M&S a uni-vocal 
reporting format was 
consistently 
implemented one 
authoritative voice. 

Co-operative: Multi-vocal 
reporting format (several 
speakers- board) which led 
to a uni-vocal reporting 
format in recent years – 
one authoritative voice.  
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6.2.2 CSR commitments are framed with components of brand heritage 
 

Findings in Section 5.4 have shown clear evidence of how CSR is portrayed through brand 

heritage. In looking at Urde et al’s (2007) idea of “brand stewardship”, certain key elements 

have been identified as important to preserving brand heritage and present in the findings. 

Narratives that have interrelated track record, longevity, core- values, symbols and history 

became, at times, quite fundamental to the CSR discourse that has emerged for both 

organisations. These are illustrated in Figure 6-B below. 

 

  Figure 6- B: Brand Heritage Elements  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The reiteration of brand heritage centred on a ‘founder’ ideology, where the stated fulfilment 

of founder principles was reflected in an iterative fashion- by both firms.  

CSR representation, when framed through an outline of the track record of each company, 

helped the text producer to remind audiences of CSR actions and contributions that were 

made over an extended period of time for example “we have made five grants amounting to 

£200, bringing the total to date £5,575.18s., which almost exhausts the £6,000 voted by you 

 

 

 

 

Brand Heritage 

 

 

 

• Track Record 
Demonstrated 
performance over time 

• Longevity 
Longevity of the brand 

• Core Values 
Commitment to core 
values 

• Symbols 
Symbols that are chosen 
to identify the brand 

• History 
Emphasis on the 
organisation’s 
“history” in the overall 
brand identity 
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in the years 1907-8 for the purpose of relieving distress” (Co-op Balance Sheet, 1910). CSR 

commitments framed with certain brand heritage elements such as longevity, core values and 

history adopted a more autobiographical account where the ‘founder’ ideology fundamentally 

linked to CSR commitments –Teddy Sieff succeeded my father, and I followed Teddy as 

Chairman; we built on the principles our predecessors had established…to develop and 

maintain good human relations with our staff, our suppliers, and our customers’’ (M&S 

Annual Report, 1984). The above excerpt highlights the framing with a personal and 

autobiographical tone in the CSR discourse, sought to encourage engagement from key 

audiences.  

6.2.3 CSR initiatives are a social reflection and therefore contextually primed and 
framed.  

 

It is evident that CSR is a multifaceted definition, with many academics trying to provide a 

universal definition of what CSR is deemed to be (Davis, 1973; Van Marrewick, 2003; 

Frankental, 2001). Frankental (2001, pg. 20) argues that “CSR is a vague and intangible term 

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

this study opposes the view that CSR is effectively without meaning. Within the findings 

chapter, it has been identified that CSR initiatives carried out by M&S and the Co-operative 

were contextually salient, sometimes reflecting social concerns or pressures that occurred 

throughout their history. Figure 6-C below illustrates some examples from the M&S case:  
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Figure 6- C: Social Concerns and CSR Narratives in annual reports of M&S 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

The above narratives were deliberately introduced in the M&S and Co-operative reports, 

exhibiting some ‘priming’ – by directly acknowledging salient issues that could be relevant 

for different audiences, the company then seeks through message framing to influence how 

the company may be judged in relation to that issue. For instance, during the post war era, 

many top UK brands saw it as important to be visibly supporting the communities in which 

they served – in the case of the Co-operative this was shown towards philanthropic and 

charitable donations. This is a pattern noted in research carried out by Marinetto (1999), who 

explored social responsibility within the post war years and outlined developments in social 

actions carried out by business leaders from 1945 – late 1980s. As a second example in the 

late 1970s, concern for employee relations and stakeholder welfare was a key consideration 

for UK retailers through the winter of discontent (1979) and the discourse directly included 

statements of support for workers and clear outline of the supportive labour policies. This 

pattern was in line with the work of Reich (1996), who found that community involvement 

and stakeholder responsiveness practices characterised World War 2 and post-war eras well 

1970s 2000s 

Post War  

Barnard (1938); Kreps (1940) identified 
importance of community involvement and 

societal concern  

In practice, M&S engaged in community soup 
kitchens and employee health screening 

In practice, the Co-op support through charitable 
donations was provided to local communities 

 

1940s 

Sustainable Business Consciousness 

Van Marrewijk (2003); Waddock (2004) 
identified the need for organisations to consider 
environmental concerns and interactions with 

stakeholders. 

In practice M&S initiated sustainable programs 
(Plan A and partnerships with Groundwork) 

Similarly, the Co-operative partnered with 
external organisations (Friends of the Earth) 

Winter of Discontent 

Riech (1996) traced significant change and need for CSR to 
address labour relations – need for direct employee support, 

stakeholder welfare, community welfare 

In practice M&S implemented supportive labour policies. 

In practice, the Co-operative implemented health insurance 
policies for staff and a workers association 
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into the late 1960s. In the 2000s, all retailers sought to make public their commitment to the 

environment; in the M&S case, some priming was apparent in the emphasis taken in the CSR 

discourse to reflect external social consciousness regarding the environment. This was also 

evident for the Co-operative who formed external partnerships, i.e. with Friends of the Earth, 

to work towards campaigns promoting an external consciousness for the environment. For 

M&S, a framing of environmental and sustainability issues in annual reports included the 

citing of external stakeholders such as Groundwork. As M&S moved forward in the 2010s, a 

more inclusive agenda is set out in brand narratives that relies less on single brand heritage 

elements such as core values or track record and links to a more future-oriented presentation 

of shared responsibility – between the organisation and social patterns.  

These citations of partnership in CSR communications of the 2010 reports represent a 

movement away from an internal ideology that came from the founding principles (core 

values) that M&S periodically used as a reference point. A more externally influenced 

ideology that reflected contemporary expectations was evident, as M&S moved away from 

bounded brand heritage ideas, seeking to find a compromise between portrayals of what is 

strategically appropriate and some combination of elements of CSR that society is 

particularly conscious of. There has been a clear matching of company discourse with 

prevailing social considerations, ideas on the environment were considered important in the 

1970s; this evolved to incorporate the ‘greening’ of business in the 1990s; to represent a more 

recent focus on measurable carbon footprints in the 2000s and to the emergence of strategic 

intent linked to partnerships in the 2010s.   Similarly for the Co-operative, external demands 

are evidently pushing the organisation to include a more comprehensive perspective of CSR- 

the Co-op has successfully portrayed itself as a champion of Fair Trade since the 1990s.   

6.3 Creating Stakeholder Dialogue through an Authentic Discourse 
 

The findings in this study have highlighted that certain brand heritage elements (core values, 

history and track record) are interlaced with CSR messages within the discourse in order to 

demonstrate the company credentials relating to socially responsible initiatives to key 

stakeholders. Nevertheless, brand heritage references were not the only brand-related 

constructs to emerge; significant elements of brand authenticity were also apparent 

throughout the annual reports for both Marks and Spencer and the Co-operative. In 

considering how brand heritage and authenticity are interwoven in CSR messages, Table 5-I, 
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has highlighted the varied efforts across both Marks and Spencer and the Co-operative to 

communicate their brand authenticity to audiences.  

Interestingly what emerged from the findings are four key patterns, which appeared 

significant to the creation of stakeholder dialogue in the CSR discourse. In Table 5-I Chapter 

Five, there is evidence that the interlinking of brand essence and brand footprint within CSR 

reporting can be seen as ephemeral element of authenticity linked to both M&S and Co-

operative discourses, thus highlighting the temporality of such messages. Furthermore, CSR 

messages embedded within the discourse that linked to nostalgic representations were 

significant when communicating CSR initiatives that demonstrated company benevolence, 

community involvement and concern for stakeholder wellbeing. Heritage referencing linked 

to CSR messages were present but sometimes inconsistently adopted. Finally, audience 

mapping of CSR initiatives was apparent when seeking to create stakeholder dialogue.  

Figure 6- D: Key Patterns of Authenticity 

 

 
 
 

•Evolution towards more 
targeted messages for key 

audiences 
•Portratyal of CSR initiatives 

designed to create an active 
engagement from 

stakeholders. 

 
 

•Deliberate discourse to 
address company heritage 
•Periodic referencing of  

'founder' values  

 
 

•Nostalgic representations 
interwoven within CSR 

discussion in the discourse 
are meaningful  

•Powerful symbols to 
represent past history 

 
 

•CSR messages vary in 
intensity and consistency 

over time. 
•CSR commentary linked to 

social concerns that are 
time-dependent 

Temporality Nostalgic 
Representations 

Audience Mapping 
Heritage 

Referencing  

    Meaningful Authentic Discourse 
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6.3.1 Temporality, Nostalgia, Heritage Referencing and Audience Mapping in 

Authentic CSR Message Creation 
 

An examination of the annual reports for both Marks and Spencer and the Co-operative 

highlighted temporal efforts to communicate brand authenticity to key stakeholders that 

appeared to enhance CSR portrayal.  Harvey (2001) explored temporality within heritage 

studies and argued that the term temporality means having an association with particular 

points in time. The temporality in the discourse can be identified at two levels – on the one 

hand we have seen specific societal references which indicate clear time points when the 

discourse shifted. On the other hand, there were short illumination points (short periods of 

intense portrayal of specific elements e.g. heritage referencing). For M&S, an illumination 

point occurred in the 2000s, as the organisation sought to reconnect with earlier 

representations through citation of metaphors laden with experiential values as a means to 

trigger nostalgic memories with audiences. In contrast, in the Co-operative annual reports 

there was less evidence of efforts to reconnect – the formal nature of the Co-operative reports 

permitted less reconnection.  Instead, in the Co-operative reports, communication of strong 

brand heritage occurred through ‘story telling’ narratives, which had recognisable time points 

(e.g. The Rochdale Pioneers, see Excerpt 19, in Section 5.4.2) each seeking to convey a sense 

of authenticity. The findings highlighted that CSR brand portrayal was temporal within the 

discourse. This is in line with prior studies such as Johnson, Thomson, Jeffrey (2015) who 

identified some framing of brand authenticity and Delgadillo and Escalas (2004) who 

suggested two main elements that are crucial in the construction of an effective narrative: 

chronology and causality. The authors suggest the necessity of a temporal dimension and 

defined relationships between story elements (Delgadillo and Escalas, 2004 pg. 186).  

Arguing in a similar vein, Polkinghorne (1991) and Bruner (1990) argue that narratives 

should organise events in terms of temporality – as events occur over time.  However little 

previous research has explored the framing of CSR messages within brand authenticity and 

the element of temporality has not been widely considered.  

Interestingly, the visible elements of brand authenticity differed across both organisations. 

For M&S, nostalgic representation and heritage referencing were common features in annual 

reports since the 1960s, placing emphasis in text production on creating collective shared 

experiences through experiential values which individuals could recount and share.  Nostalgic 

representation was particularly notable when M&S focused on employee (past/present) linked 
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and recurrent heritage referencing was evident in the narratives around the founders e.g. 

Michael Marks –, Excerpt 31. For the Co-operative, the company history is communicated to 

readers with the use of narrative landmarks such as “Toad Lane premises” and “the original 

store of 1844” - this storytelling account uses key facts (Polkinghorne, 1988) to emphasize 

how the Co-operative brand began. References to key landmarks offer evidence of object 

authenticity through heritage referencing. The producer of such excerpts presents factual 

information as evidence of the brand footprint, imprinted on brand stories through which 

brand authenticity is conveyed to stakeholders.  Furthermore, through the use of nostalgic 

representation, the company presents evidence of credibility with focus on experiences that 

are associated within a prior era (Belk, 1990).   

The presentation of sentimental experiences within the discourse creates a nostalgic aura that 

can be a trigger for readers to recollect personal brand memories (Brown et al, 2006).  By 

placing emotive triggers within the text, the producer encourages nostalgic feelings that 

attach consumers to their past brand experiences. This can be powerful – the evocation of this 

“personal” experience was evident in some respondent recollections in the interviews. 

Hudson and Balmer (2013 pg. 355) argue that personal nostalgia, when aligned with brand 

heritage can be an effective recreation. In both companies, the recreation of events in which 

both employees and consumers participated had the potential to generate memories which 

could have personal meaning for some consumers –remembered through lived experience see 

Section 5.2.7) 

One important aspect of the generation of an authentic discourse is the degree to which the 

discourse maps effectively with the varying audiences for that discourse. A recent study by 

Brunton et al (2015), found that in influencing internal stakeholder perceptions of CSR 

initiatives, there is a requirement for enhancing organizational communication and for 

communicating authenticity. A stakeholder theory perspective would suggest that the 

organisation seeks to inform stakeholders of CSR developments, but we also know from 

legitimacy theory that the credibility of the discourse is linked to the perceived legitimacy of 

the text producer.  One area in which the M&S and the Co-op sought to generate legitimacy 

was through tailored discourse towards particular audiences. When seeking to create CSR 

messages, both organisations used textual structures to address those audiences directly and 

tried to create meaningful content - this has been noted in the findings in Evident in Table 5-F 

and 5-I it is apparent that one challenge for brand managers is transferring authentic 

meaningfulness from one period to another. The textual analysis, within Chapter Five, 
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illustrated occasional periods of insipidness in terms of the portrayal of organisational 

heritage.  Brown and Patterson (2010) suggest that authentic brand narratives originate from 

the construction of multi-layered stories that could enable better audience mapping. This 

storytelling was notable in some of the interview findings reported in Section 5.4.4, as some 

respondents recalled initiatives by M&S; e.g. the soup kitchen, through intergenerational 

family memories.  

Overall, this study has highlighted difficulties for retailers in achieving a consistent portrayal 

of CSR messages that are interlinked with brand heritage and authenticity. It is evident that 

elements of authenticity within the annual reports may not consistently capture any reciprocal 

response from stakeholders; and through infrequent heritage referencing, a less embedded 

understanding of the brands CSR message may occur.   

6.4 Challenges in creating authentic CSR dialogue for UK retail 

organisations 
 

It has been noted, in this study, that retail organisations are facing challenges in effective 

portrayal of CSR actions and performance; as a result the way in which salient CSR 

information is framed for key audiences is a key consideration for any retailer.  From this 

study, four key challenges in creating an authentic dialogue between retail organisations and 

stakeholders emerge; a) creating textual forms that are congruent with audience and 

overcome some of the issues with temporality; b) maintaining source credibility in CSR 

discourse c) applying versatility when incorporating brand heritage in order to reflect 

different forms of authenticity and d) moving beyond accountability in CSR reporting to 

represent more holistic narratives.     

6.4.1 Creating Textual Forms that are Congruent with Audiences, that acknowledge   

temporality and are dynamically emergent   
 

Cacioppo and Petty (1986) and Kahneman et al (1982) suggest that individuals, when 

forming judgements, rely on a range of informational characteristics that are not central to the 

true merits of the situation at hand. In which case, persuasion is influenced by the way in 

which the information is packaged and presented (Elsbach and Elofson, 2000). Notably, 

within the findings chapter, variation across M&S and the Co-operative was apparent in the 

way in which information was presented to stakeholders. For Marks and Spencer, the creation 
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of collective shared experiences through experiential and relational values that linked to CSR 

initiatives relied on a presentation of sentimental experiences that created a nostalgic aura 

that may have been a trigger for the recollection of former experiences with the brand (Brown 

et al, 2006).  In later narratives, reiteration of the Co-operative organisational history was 

communicated through short memory pieces that sought to educate and inform readers of the 

firms’ history. Particularly evident across both organisations is how authenticity appears as a 

dynamically ‘emergent’ concept (as in Cohen, 1988), with alternating patterns of a) fadeout 

where few references within the discourse link to authenticity, and b) periods of intense 

portrayal of ‘authentic’ brand credentials as in restatements of core values (which occurred 

on multiple occasions in the annual reports of both brands).  

Wang (2007) argues that framing can be used to effectively enhance advocacy and persuasion 

of corporate communications and messages. It is proposed that framing can work through an 

“accessibility-driven process” – as framing consists of selecting some aspects of perceived 

reality and making them more salient in communicating text, enabling retailers to promote a 

particular problem, interpretation, or moral judgment (Cappella and Jamieson, 1997).  Based 

on this “accessibility-driven process” Wang (2007) argues that frames influence the 

accessibility of associations held in memory, therefore increasing the likelihood that 

individuals will follow those associations when thinking about a particular subject (p.126).  

Linking this with Faircloughs’ (1979) critical discourse analysis, Fairclough argues that what 

individuals hold within their ‘members resources’ can influence how individuals interpret 

texts. ‘Member’s resources’ include a knowledge of language, representations of the natural 

and social world, values, beliefs, assumptions and experiences (Fairclough, 1979). 

Interestingly, ‘members resources’ appeared relevant in the semi structured interviews, (See 

Section 5.2.7);  whereby respondents were able to recall CSR initiatives carried out by brands 

through primary – first hand memories and through second hand memories – through shared 

stories amongst family and friends. Evidently, what respondents held in their ‘members 

resources’ influenced their attitudes towards brands and their efforts of behaving in a socially 

responsible way. This was reflected through the high levels of trust demonstrated by some 

respondents in their recollection of meaningful engagement with the brands such as M&S and 

the Co-operative.  

Although both M&S and the Co-operative sought to communicate fundamental 

organisational values; temporality was not easy to address – it is evident from this study the 

transition of brand authenticity from one period to another is a complex process. Findings 
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would suggest that not all brand heritage elements are applicable at times; brand heritage 

elements are contextually and ideologically dependant. For example, presentation of core 

values and history links to one fundamental ideology – that of the founders; while track 

record and longevity in the discourse are linked, in the case of M&S, to objective driven, 

future orientated SR activities. There has been some movement away from societal concerns 

towards preoccupation with emerging areas of CSR that are strongly filtered by 

accountability and transparency. What is interesting for the Co-operative is how the core 

essence of the brand and the ideology of social obligation has changed over time, with initial 

discourse focusing on the Co-operative movement and social obligations to a discourse that 

seems more oriented towards a social justice ideology, with focus on fair trade, local 

sourcing, thus addressing a more critical customer outlook.  While the Co-operative now 

matches competitive practices in their stated CSR actions; Co-operative CSR portrayal now 

encompasses a more strategic orientation – brand heritage elements recur in recent reporting 

through reference to the Rochdale Pioneers.  

Authenticity is projected by the producer based on the textual structures, power and cues 

embedded within the discourse – the basis of this projected authenticity is social and personal 

for any reader who may be familiar with such representations. A closely related concept is 

Prentice's (2001, pg. 20) learned authenticity, which is defined as a “perception built around 

the expert opinion of people in authority”.  When switching from a multi-vocal approach, (as 

in the Co-op reporting up to the late 1900s), to a more authoritative univocal tone from 1998 

onwards; it is arguable that a learned authenticity within the discourse is what readers may 

accept as the truth about CSR reporting, based on the producer as a person in authority. 

Consequently, individuals may/ may not revise their own perceptions based on the form of 

authenticity that is learnt through the discourse. We cannot be sure whether the Co-operative 

customer finds in a learned or projected authenticity a means of acceptance of truth vis a vis 

CSR reporting. If authenticity is dynamically emergent, it raises a key issue for brands with 

lineage- to consider how the text production in annual reports links to the nature of brand 

authenticity over time. With a univocal approach authentic discourse is possible, but with 

periods of less intensity in CSR reporting, there appears an inevitable dilution of the 

representational power of individual brand heritage elements and a less vibrant reflection of 

authenticity in the brand footprint. Findings suggests that a univocal/ multi-vocal producer 

voice offers different means of projecting brand authenticity over time; thus learned 
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authenticity, when interlinked with CSR messages, may emerge as the product of several 

projected voices over the lifetime of the brand footprint. 

6.4.2 Maintaining Source Credibility through heritage referencing in CSR 

Discourse 
 

It is apparent that the reporting of brand heritage and authenticity linked to CSR is a complex 

process. Hudson and Balmer (2013, pg. 354), in considering the brand heritage framework, 

have noted the usefulness of including other historically informed concepts such as 

authenticity and nostalgia in order to ‘broaden the brand heritage’ discussion. This study has 

taken this further by identifying how the use of textual values infused with heritage 

referencing and different forms of authenticity in CSR reporting appears to enhance the brand 

portrayal. It can be argued that whilst, historical recollections relate to the personal 

understanding of CSR initiatives by having lived through past experiences with brands – 

other events can be recalled in memory from historical writings (Halbwachs, 1992). The 

presentation of CSR messages that are interwoven within brand heritage offer strong CSR 

brand narratives that can serve as a means of producing an authentic discourse through source 

credibility; audiences can trace the discourse to determine how credible the messages are. 

Source credibility is an important factor for individuals to judge how credible the message 

source is (Clow, Fames, Kranenburg, & Berry, 2006) and therefore it can influence how 

individuals evaluate communication messages. Beaulieu (2001, pg. 85) provided a definition 

of source credibility as that feature that determines “whether sources of information inspire 

belief in their representations”.  The challenge in CSR narrative generation is how this 

potential belief can be consistently encouraged on the part of key audiences. The nature of 

communication (e.g. heritage referencing and nostalgic representations) suggests that both 

temporality and inconsistency in portrayal may encourage ‘fragmented perceptions’ of brand 

authenticity to be generated.  With many academics proposing that CSR reporting is a vital 

source of information dissemination, enabling firms to create long term relationships with 

stakeholders (Vurro and Perrini, 2011), it can be argued that fragmented CSR brand messages 

within CSR reporting can increase tension between what is perceived to be authentic and 

inauthentic for consumers. Nonetheless, this study argues that the integration of heritage 

referencing and nostalgic representation within CSR brand messages enable the production of 

a discourse that offers source credibility – therefore it can influence how individuals evaluate 

communication messages.  With a shift in organisational focus, both ideology and context, 
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evident within the M&S and Co-operative discourses, the power of that discourse depends on 

text production and how it is received. Therefore, managers need to consider a contextual use 

of heritage referencing in company discourses – in order to evoke representations that are 

powerful enough to provide audiences with a credible representation of CSR activities backed 

up by meaningful actions.  

6.4.3 Versatility in incorporating brand heritage that can reflect different forms 

of authenticity   

 

For some researchers “authenticity” refers to objects and expressions that have not changed 

with modernisation and maintain a significant connection with traditional societies (Chang et 

al., 2008 and Smith and Duffy, 2003). Other researchers view authenticity as a subjective 

experience (Kernis & Goldman, 2005); such references to medical schemes within the 

discourse reflect a subjective authenticity. The use of such textual cues can tap into personal 

nostalgic memories for people who are familiar with such schemes (past or present 

employees). These references enabled individuals to use their own judgement to decipher 

whether the reporting of stakeholder welfare (a component of CSR), is genuine. The link to 

genuineness and authenticity has been identified in the literature by Grayson and Martinec 

(2004), who argue that authenticity is associated with genuineness, truth and reality. The 

1960s references, noted above, suggest that, in this case, authenticity may not be intrinsically 

rooted within the brand – authenticity is viewed as something that may be found, felt and 

‘received’ through individual experience. Reporting in the 1970s highlighted sophisticated 

text productions where experiential values were interlinked with metaphorical 

representations. Metaphorical representations of the ‘family’ and ‘valuable spirit’ featured in 

annual reports, drawing on the social essence of the brand; such messages were particularly 

targeted towards members of the organisation: “we think of Marks and Spencer staff as being 

members of a family...” (Annual Report, 1970). Such metaphors suggest an element of an 

implanted authenticity, which has been identified as an element of retro brand authenticity 

(Brown, Kozinets and Sherry, 2006; Leigh et al, 2006). Furthermore such cues embedded in 

the discourse also appear to create a constructive authenticity through demand for personal 

value-rich experiences. Constructive authenticity is viewed as a product of social 

construction, subjective in nature and depicting characteristics of authenticity that are based 

upon imagery, expressions, expectation and preferences (Mkono, 2011). This was evident in 

the excerpts on Page 148, such as “they (pensioners) continue to enjoy many of our staff 
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amenities and they know as members of the Marks and Spencer family…” This reinforces the 

notion that authenticity can be a personal and social perception derived from individual 

interpretation of verbal/visual expressions within the discourse that brands generate. CSR 

reporting and its link to brand authenticity may serve as a tool in a) constructing a shared 

ideology of the past in present times (e.g. the soup kitchen has relevance in the recession of 

2007 to 2014); and b) in triggering nostalgic recollections for   individuals.  Both elements 

reinforce a constructive authenticity. 
 

In addition, references to historical company figures such as Lord Sieff, who were 

unshakeable in their commitment to social responsibility, offered a transparent portrayal of 

M&S history and build upon its unique brand authenticity. Brown et al, (2003) and Postrel 

(2003) suggest that brands with a sense of history and tradition acquire a distinctive identity 

and nostalgic aura that adds authenticity. Thus, brand authenticity in terms of consistency and 

congruency requires a brand to have clearly defined values that reflect where they have come 

from and who they are today and importantly, some consistency of action (Eggers, 2012).  

Reporting by the Co-operative found in reinforcing the Co-operative brand continuity and 

commitment, noted by Hakala et al (2005) as relevant to brand heritage. Some earlier 

discourses (1930s) for the Co-operative consisted of short memory pieces that sought to 

educate the readers about organisational history, using an autobiographical tone. The 

company history is made real to readers with dates and reference to landmarks such as “Toad 

Lane premises” and “the original store of 1844” - this storytelling account uses key facts 

(Polkinghorne, 1988) to emphasize how the Co-operative brand began. Chiu et al (2012, pg. 

265) define authenticity as “a sense that readers obtain from materials that make them 

believe and associate the story with reality”. References to key landmarks highlight evidence 

of object authenticity – as such cues within the text physically embody something that is 

authentic, and, in some cases iconic. The producer of such excerpts presents factual 

information around the Co-operative as evidence of the brand footprint, imprinted on the 

brand stories through which brand authenticity is conveyed to stakeholders. 

Overall, the analysis of the CSR portrayal of Marks and Spencer and the Co-operative offers 

evidence in both organisations of a producer intention to capture and communicate elements 

of brand authenticity and many forms of authenticity can emerge; some of which are 

generated by the need to reach specific audiences. 
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6.4.4 Moving beyond accountability in CSR Reporting: Focus on Brand Portrayal 
and Stakeholder Relationships 

 

Two managerial issues to emerge from this study are a) the challenge of addressing specific 

stakeholder interests while reporting a widening spectrum of CSR initiatives; b) the degree to 

which the annual report format is designed for accountability/transparency but fails to further 

a clear understanding of the relationship between CSR and the brand. In addressing a), a key 

consideration for any retailer is to identify the key constituents of their CSR communications 

and the forms of interaction that occur around CSR with key audiences. CSR communication 

has traditionally occurred in line with a behaviourist model of communication i.e. 

organisations send information to audiences and audiences receive and decode such messages 

(Shannon and Weaver, 1949), this view suggests that stakeholder expectations can be 

managed by organisations. In part, this is derived from the need for accountability that has 

increasingly been mooted when assessing CSR credentials of organisations. Sinclair (1995, 

pg. 257) suggested a definition for accountability, stating that it is “accounting for, reporting 

on, explaining and justifying activities and accepting responsibility for the outcomes”.  From 

a management perspective, organisations must be accountable for their CSR actions and have 

embarked on the voluntary system of social reporting through annual company reports, 

sustainability reports and social and environmental audits.  

In this study it is evident that organisations such as M&S and the Co-operative incorporate 

CSR initiatives that range from environmental concern, community and animal welfare to 

international CSR in efforts to be accountable. There has been a shift, on the part of each 

company, from a CSR portrayal largely directed towards traditional, salient stakeholders to a 

more recent incorporation of a range of stakeholders such as government, partnerships and 

the media. If we look at the transition in CSR activities, it appears that the discourse, to some 

degree conforms to stakeholder expectations. This indicates that stakeholders are viewed as 

powerful and both organisations have addressed this power with some urgency, not just in 

their reporting, but in their choice of which CSR initiatives to portray i.e. the overt 

communication of Plan A by M&S incorporates a deliberately broad spectrum of CSR. 

What retail organisations seek when engaging in this extensive reporting is some legitimacy 

academics (Deegan, 2002; Lindblom, 1994; Patten, 1991) suggest that organisations facing 

social and political pressures may use disclosure in an attempt to reduce the external pressure 

to show accountability. In terms of transparency, Coombs et al (2013, pg.217) suggest that a 
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simple definition of the term is “the opposite of secrecy” and therefore it is important for 

organisations to be open and honest regarding their CSR practices. However, it is important 

not to equate the quality of transparency with the amount of information that is disclosed to 

stakeholders. It can be argued that the incorporation of too broad a spectrum of CSR 

initiatives may generate more noise but less meaning in reporting for key audiences. There 

may be a risk of fragmentation in the portrayal of CSR commitments, thus leading 

stakeholders, i.e. customers to question the authenticity of CSR claims.  

Many academics propose that CSR reporting is a vital source of information dissemination, 

enabling firms to create long term relationships with stakeholders (Vurro and Perrini, 2011). 

However, this may be naïve- the actual construction of authentic dialogue around CSR with 

key audiences is complex and is challenging to create. The analysis in this PhD research 

highlighted periods of “fade out” and insipidness in terms of portrayed authenticity – from 

the mid-1980s reference to historical figures such as Lord Sieff and Michael Marks were no 

longer apparent within the M&S discourse.  A reframing of brand heritage and authenticity 

was necessary in the 2000s, where annual reports sought to reconnect with earlier brand 

representations through the use of metaphors to remind readers of the core M&S brand 

representation.  A similar pattern occurred for the Co-operative, with periods where the 

emphasis on core values was low, juxtaposed with other times when the producer of the text 

sought reconnection with earlier representations:  “Our co-operative values are central to the 

way we do business…Our social goals are not an add- on, they are a key part of who we 

are.” (Annual Report, 2002). The use of two declarative sentences together creates some 

textual impact, in order to underpin the message that concern for social goals are integral to 

the organisation. Within the CSR narratives in the annual reports of both companies, there 

appears a lack of continuity in the nature of communication of either heritage or authentic 

elements – this leads to fragmented rather than a holistic picture of CSR brand credentials. 

Therefore, the interpretations from this study support the work of Halaka et al (2011), who 

argue that consistency and continuity should be considered critical elements of brand 

heritage, when looking at brand portrayal over extended time periods. Although heritage 

representations were significant in this study, such well-established brands may face 

problems of not being regarded as “cutting edge”; being at risk of losing loyalty if they do not 

reframe their authentic appeal to younger generations to ensure that consumers continue to 

access and recognise Co-operative and M&S CSR credentials. It can be argued that over-

extension of CSR elements and a subsequent lack of continuity within CSR reporting can 
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increase tension between what is perceived to be authentic and inauthentic for consumers and 

may fuel consumer cynicism, as noted by Crane and Livesey (2003) and Shrum et al (1995). 

A related issue, noted as b) above, arises in term of the annual report format and whether it is 

primarily designed for accountability/transparency. Kao (2013) suggests that a fundamental 

task for communication messages from organisations is to form a positive attitude with 

audiences. In this study, the annual report format has had varied effect- on the one hand, the 

formal nature and complex language used within the discourse of the Co-op early reports 

appeared to target customers only in an indirect way. On the other hand, efforts in creating 

experiential and relational values targeted at specific stakeholders on the part of M&S appear 

to create positive attitudes with those who can recount and relive such experiences. Kao 

(2013, pg.2008) argues that “terminology refers to a specific technical term in 

communication messages for highlighting the exclusive superiority of something advocated”. 

It has been noted that the use of certain terminologies in M&S annual reports, notably 

metaphorical representations such as ‘family spirit’ may be persuasive. However, the use of 

metaphors within the discourse or the use of storytelling narratives with heritage referencing 

to brand values may be meaningless if they are not understood.  

If we recognise that consumers are now both more sophisticated and shrewd in their 

evaluation of CSR credentials, a challenge arises for retail organisations with regard to the 

effective portrayal of CSR initiatives across a range of relevant documents and channels. 

Ginzel et al (2004, pg. 225) suggest that CSR communication is an interactive and dialogic 

‘process of reciprocal influence’ between organisations and their audiences. This perspective 

emphasises the role of communication messages as a process of negotiation and interaction 

between stakeholders (Johansen and Neilsen 2011). Past researchers (Balkin, 1998; Rawlins, 

2009) have noted that the stakeholder must be involved in the productive CSR transparency 

discussion; a sound understanding of stakeholder inputs and acknowledgement of their 

contribution may also aid engagement for retailers. This increases the complexities for retail 

organisations because expectations can differ according to each key audience and 

expectations from the same audience can differ from one location to another. Nonetheless, 

when portraying CSR; this study suggests that organisations such as M&S, the Co-operative 

and other retailers must present their CSR narratives to key audiences in ways that 

acknowledge this reciprocal influence.   
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This study illustrates that the portrayal of CSR is complex but that annual reports can serve as 

one format to communicate brand ideologies that are linked to CSR initiatives. Nonetheless, 

with the dynamic nature of contemporary social expectations, new CSR initiatives are being 

constructed and multiple stakeholder partnerships are being matched by retailers. CSR brand 

messages in annual reports cannot be interpreted only from the perspective of the producer of 

the discourse and consequently they also need to be analysed as a two-way stakeholder 

dialogue process. Diamond et al. (2009, pg. 119) argues that brands need to “attend to, and 

leverage, a ‘symphony’ of old and new brand meanings’’ and in doing so brands must engage 

customers in an ongoing dialogical discussion – therefore, managers have to be part of a 

‘‘multilogue’’ (Berthon, Holbrook, Hulbert, & Pitt, 2007).  It is unclear how annual reports, 

as a primary source of CSR commentary can generate this multilogue. In the findings, 

evidence from some examined documents suggests that annual reports may address many 

other stakeholders, but only indirectly the customer.  This leads to a difficulty in encouraging 

meaningful customer engagement with CSR-related discourses around that company or 

brand.  Less standardized reporting formats are required – other sources, other documents and 

channels are required to enable elements of CSR to be portrayed more effectively through 

channels that can reach younger generations. The importance of the disclosure of CSR 

practices online (Owen et al, 2000) has been noted and it is clear that web platforms and 

social media can be further used as a complementary part of official CSR portrayal to 

communicate links to real experiences or ‘real time’    representations4  that are accessible 

across all stakeholder groups.  

6.5 Conclusion 
 

This chapter has discussed how CSR orientation was evident in company narratives for both 

Marks and Spencer and the Co-operative – in exploring the orientation of CSR messages; the 

variation in how CSR portrayal is primed and framed was discussed. This discussion has 

highlighted from the M&S and Co-operative discourse that a layered representation of brand 

authenticity is presented in their annual reports. Early reports focused on a representation of a 

benevolent organisation, expressly noted the social track record- from the mid-1980s onwards, 

references in annual reports highlight the integration of stakeholder welfare as a feature of the 

company core values. Furthermore, this study has highlighted that certain brand heritage 

4 One aspect that was significant was the intergenerational aspect- contemporary brand messages for M&S for 
instance may need to ‘represent’ CSR actions that relate actively to individual or familial memory in a more 
reciprocal interactive manner; this will require multiple simultaneous formats. 
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elements (core values, history and track record) are deliberately intertwined with CSR 

messages within the discourse in order to demonstrate the company CSR credentials to key 

stakeholders. Elements of brand authenticity were also powerful in the annual reports for both 

Marks and Spencer and the Co-operative – and were evident in the use of strong founder 

figure classsifications, through the evocation of experiential values to trigger nostalgic 

memories with key audiences and the reiteration of emotional cues such (e.g. the repetition of 

family spirit metaphors by M & S across different decades).  

In considering some more wide-ranging aspects of the findings, a strong contribution in this 

chapter is the outline in Section 6.3 by the researcher of the critical elements that appear to be 

relevant in the development of authentic CSR dialogue with key stakeholders/audiences. A 

further contribution has been the discussion of the challenges that retail organisations face 

when seeking to create an authentic discourse targeted to salient stakeholders. The next 

chapter outlines the key theoretical contributions and conclusions drawn from this PhD study. 
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Chapter Seven 

Conclusions and Contribution 

7 Introduction 
 

This study was carried out in order to investigate the nature of CSR brand portrayal and to 

deconstruct the framing of CSR messages for two organisations, exploring how they interlink 

within brand heritage and brand authenticity. This research study was carried out with the 

following objectives in consideration; 

a) To draw together the key strands of thinking on CSR and identify the range of CSR 

dimensions that have emerged across the time period of the study 

b) To investigate, through discourse analysis, the portrayed characteristics of CSR (in 

selected company documents) of two UK retail organisations over an extended time 

period 

c) To investigate through discourse analysis the portrayed elements of brand heritage 

and brand authenticity that form part of the CSR discourse of two UK retail 

organisations over an extended time period 

d) To identify, through discourse analysis, the framing of CSR brand narratives in the 

selected company documents of two UK retailers  

e) To explore respondent perceptions (customers) of how CSR is portrayed  by selected 

UK retailers 

f) To identify key challenges that face marketers in their contemporary efforts to achieve 

authentic brand discourse around CSR    

7.1 How Research Objectives were met in the Study 

This section examines the outcomes of the study in relation to the research objectives 

outlined above. Each objective is discussed in turn, highlighting how it has been achieved: 

7.1.1 To draw together the key strands of thinking on CSR and identify the range 
of CSR dimensions that have emerged across the time period of the study 

 

This study provided a detailed and critical review of the CSR and branding literature. In 

particular, it explored different perspectives of CSR, – with focus on stakeholder theory, 

legitimacy and social contract theory. In these areas, the work of leading authors, who have 
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conceptualised and reconceptualised CSR and brand heritage were reviewed. In relation to 

CSR, it was apparent that the construct has evolved significantly and that different 

perspectives exist on what the term CSR should entail. The main conclusions from the CSR 

literature are that; a) the concept has no universal definition (as shown Chapter Two) b) 

academics propose a multi-layered view on CSR –  with clear evidence of a shift from a 

narrow set of endowment-type activities that were largely within the internal gift of the 

organisation to a wide-ranging set of required activities that may be internally initiated by the 

organisation but are often jointly defined through external partnerships and social obligations 

(accountability, social norms, adherence to legal requirements; customer and community 

expectations) and c) there are continuing oppositional perspectives on CSR with the existence 

of a continuum of views, stretching from a neo-classical perspective (first espoused by Smith 

in 1860) to a more pluralist societal perspective (reflective of Sethi, 1975), albeit that some 

discontinuity was evident in that continuum over the time periods. The opposing perspectives 

have not been resolved in the last eighty years. While we might represent CSR along the 

continuum noted in Chapter Two (Figure 2-D); it can equally be argued that there is no linear 

continuum; rather that our conceptualisation of CSR is inherently dialogic.  

7.1.2 To investigate through discourse analysis the portrayed characteristics of 
CSR (in selected company documents) of two UK retail organisations over 
an extended time period 

 

 

This objective was met through two key stages – firstly, a content analysis of CSR definitions 

was carried out in order to identify key properties of CSR over time (this is reported in 

Sections 2.3.1 and 4.7.2) This was a useful starting point for the application of Fairclough’s 

(1979) discourse analysis as a method of deconstructing the discourse in the annual reports 

and exploring how M&S and the Co-operative have portrayed characteristics of CSR. From 

this, a) it is apparent through the use of grammar, vocabulary and textual structures that the 

reporting for M&S and the Co-operative articulates a strong CSR responsibility and b) each 

company interlinked such portrayal with brand heritage elements. The findings for the 

discourse analysis within this study have highlighted: 

 

 That CSR activities portrayed across M&S and the Co-operative reflect points along 

the continuum of representations stretching from a neo-classical perspective (Smith, 

1863) to a more pluralist societal perspective (reflective of Sethi, 1975). They also 

incorporate elements of legitimacy, social contract and stakeholder theory. 
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 Clear evidence of a shift from a narrow set of CSR activities that were largely 

intrinsic to the corporate ideology of the brands to a wide-ranging set of required5 

activities that were, in some instances, externally initiated by societal pressures and 

met through defined external partnerships and acknowledged social obligations.   

7.1.3 To investigate through discourse analysis the portrayed elements of brand 
heritage and brand authenticity that form part of the CSR discourse of two 
UK retail organisations 

 

Although many studies (Urde et al, 2007; Hakala et al, 2011; Blomblack and Brunniage, 

2010) have explored the brand heritage construct conceptually; few have applied the concept 

in research studies. As indicated in the introduction, this study was designed to focus on 

brands with a strong UK heritage; this contextual case focus required the researcher to make 

sense of the brand heritage construct as undertaken in Chapter Two. From this, evidence of 

key brand heritage constructs and their associated narratives were examined as part of the 

discourse analysis. In exploring this research objective, several key findings are noted: 

 An examination of the annual reports for both Marks and Spencer and the Co-

operative highlighted intentional but fragmented efforts to communicate brand 

heritage and authenticity to readers. 

 

 The study also noted distinctions across both brands and found that some brand 

heritage elements (core values, track record and longevity) were inconsistently 

integrated and reported within discourse. Conversely, other elements were not 

strongly incorporated i.e. symbols (such as reference to the soup kitchen).  

Interestingly, it emerged that the reiteration of brand heritage elements was context 

dependent; for example it often accorded with an ideology that was set out by the 

founders of the organisation (core values and history) and the emphasis in the 

discourse often appeared to be derived from extrinsic statements with strong heritage 

referencing.  

 

5 Eells (1958) and Berle (1932), who identify the focus on societal issues, philanthropy and local community 
support as central elements of CSR orientation i.e. Co-operatives supporting the French Mining Disaster – see 
section 6.3.2 
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 The analysis of the CSR portrayal of Marks and Spencer and the Co-operative offers 

evidence of a producer intention to capture and communicate elements of brand 

authenticity and many potentially interesting indications of brand authenticity were 

apparent. Nonetheless from the consumer perspective, ‘fragmented perceptions’ of 

both the Co-op and M&S authenticity appear to be present in the respondent 

interviews.   

In conclusion, through the implementation of Fairclough’s (1979) discourse analysis, this 

study concludes that within the M&S and Co-operative discourse, there was evidence that 

elements of brand heritage were intentionally, inconsistently portrayed, and strong emergent 

narratives that reflected brand authenticity were a fundamental part of CSR portrayal in later 

periods. 

7.1.4 To identify the framing, through discourse analysis, of CSR brand 
narratives in the selected company documents of two UK retailers  

 

Interestingly, the findings highlighted three key frames that emerged from the CSR reporting 

that highlighted CSR commitments from M&S and the Co-operative; 

 CSR messages are technically framed –with the Co-op a more formal reporting 

structure was apparent, with initial adoption of a multi-vocal format – which evolved 

towards a uni-vocal approach, thus enabling a wider representation of CSR initiatives. 

In contrast, for M&S, a consistent uni-vocal approach was present. In terms of the 

M&S and Co-operative discourse, experiential, relational and expressive values of the 

brand were an integral part of the CSR brand narratives. 

 

 Patterns showed how CSR commitments are framed with components of brand 

heritage: some brand heritage elements (core values and history) are derived from the 

ideology that was set out by the company founders with inbuilt commitments to 

fulfilling CSR obligations such societal welfare, philanthropy and benevolence. 

 
 CSR initiatives and commitments are a reflection of social meaning and therefore 

contextually framed - CSR discourse was evidently primed and framed in line with 

external social concerns e.g. of relevant stakeholders.   
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The deconstruction of the CSR discourse for both organisations has offered a more complete 

understanding and appreciation of the way that organisations have sought to represent CSR in 

their brand narratives in annual reports. 

7.1.5 To explore respondent perceptions (customers) of how CSR is portrayed by 
selected UK retailers 

 

This objective was met through the 26 semi structured interviews with a range of 

respondents, exploring attitudinal variations towards the communication of CSR by selected 

UK retailers. A recurring pattern to emerge from respondents was the awareness of CSR 

retailer activities varied according to life stage and how varying purchasing patterns linked to 

distinctive/ or no respondent recognition of how brands conducted socially responsible 

activities. 

What the qualitative findings demonstrated that was particular to this study was how views of 

CSR appeared to be moderated by life experience, noted in personal brand experiences or 

intergenerational shared stories.  Furthermore, brand memories appeared powerful – derived 

from collective experiences, through individual first hand experiences that trickled down to 

later generations. Comments highlighted that heritage was often symbolically received, as in 

references to “soup kitchens”, “one penny bazaar”, “staff canteens which provided cheap 

food”. This study has uncovered how the collective folk memory of the brand appeared as a 

powerful authentication of CSR messages in the M&S case. Symbolic elements seemed to 

endure across generations as a residue of authentic brand experience, in line with 

MacCannell’s (1973) idea of authenticity as a socially negotiable concept.  

 

7.1.6 To identify key challenges that face marketers in their contemporary 
efforts to achieve authentic brand discourse around CSR    

 

As evident in Chapter Five, CSR brand portrayal linked to authenticity from one period to 

another was a complex process and the analysis of the discourse (both descriptive and 

interpretive stages) enabled the researcher to trace the patterns of a) fadeout where few 

references within the discourse link to authenticity, and b) periods of intense portrayal of 

‘authentic’ brand credentials as in restatements of core values. This study also identified how 

the use of textual values infused with heritage referencing and different forms of authenticity 

in CSR brand narratives appeared to enhance the brand portrayal. Furthermore, through 26 

semi-structured interviews this study uncovered respondent’s personal understanding of CSR 
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initiatives through their past experiences with brands. While the critical discourse analysis 

offered evidence in both organisations of a producer intention to capture and communicate 

elements of brand heritage and authenticity, the narratives within the annual reports do not 

appear to fully capture  authenticity at a level that is relevant for multiple audiences, 

therefore, ‘fragmented perceptions’ of brand authenticity may often be perceived by 

stakeholders. The analysis also permitted some managerial issues to be identified, in 

particular the challenge of addressing specific stakeholder interests while reporting a 

widening spectrum of CSR initiatives and the degree to which the annual report format  may 

not offer a clear understanding of the relationship between CSR and the brand. 

Thus, the analysis in this study has been successful in identifying some key challenges in 

creating an authentic dialogue notably; a) creating textual forms that are congruent with 

audience and overcome some of the issues with temporality; b) maintaining source credibility 

in CSR discourse c) applying versatility when incorporating brand heritage in order to reflect 

different forms of authenticity and d) moving beyond accountability in CSR reporting to 

represent more holistic narratives. These have been discussed in Section 6.3. 

7.2 Theoretical Contributions 

This thesis has offered a theoretical contribution in three areas. Firstly,  

 This study offers a holistic account of CSR theory that brings in a more detailed 

understanding of CSR dimensions drawn from literature over an extended time 

period, 1932 – 2010.6  

This study achieved this by presenting an extensive overview into the divergent opinions, 

knowledge and evaluations of the CSR construct proposed by various academics. This was 

achieved in three ways, firstly, by breaking down the theoretical elements of CSR in terms of 

CSR properties and functions and outlining how both properties and functions have changed 

over time. Secondly, this research provides a detailed overview of how the theoretical 

perspectives that underpin CSR – such as legitimacy theory, social contracts and stakeholder 

theory have emerged as significant in different time periods, as shown in Figure 2C.  Finally, 

the theoretical overview in Chapter Two highlighted the contradictory perspectives that occur 

in CSR definitions by exploring how the neo-classical view and the societal perspective of 

6 Earlier studies such as Adam Smith (1863) were also briefly included. Adam Smith, (1863), who argued that 
business owners, in the pursuit of profit, will ultimately produce the utmost social good because of the ‘invisible 
hand’ of the market place. 
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CSR evolved in parallel academic thinking (McGuire, 1954; Friedman, 1979; Johnson, 1980; 

Carroll, 1979; Quazi and O’Brien, 2010). In directly addressing the contradictions in CSR 

thinking, this has been the first study to develop a content analysis of 73 definitions relating 

to CSR (from 1954 to 2010). This categorisation (shown in Appendix A), when combined 

with a chronological outline of the key functions of CSR and an articulation of CSR 

properties (shown in Table 2A and 2B) was a useful means to fully comprehend the 

complexity of CSR thinking, how CSR themes evolved within each decade and what the 

organisational focus on CSR activities was across time periods. An overview of key CSR 

dimensions that emerged between from the 1920s to 2010s is offered in Figure 4-B. 

Some past research has explored CSR in some depth, in particular the dimensions equating to 

what CSR entails and its implementation (Dahlsrud, 2008; Rahman, 2015). Other research 

studies have evaluated the definitions of CSR and have focussed a review from the 1950s to 

the early 2000s (Rahman, 2011; Carroll, 1999).  In particular, the study conducted by 

Rahman (2011) found that, through a content analysis of CSR definitions, there are 10 major 

dimensions that equate to what CSR entails. Whilst Carroll (1999) highlighted key concepts 

and practices of CSR, no research studies have extended the time frame and explored CSR as 

a concept prior to the 1950s. In addressing this research limitation, this study extended the 

time frame from the 18th Century to 2010. The study has highlighted that CSR as a concept is 

an assimilated set of ideas that are brought together by different academics and practitioners. 

What this study has brought to light is the consistent critical view of CSR and highlighted 

some of the challenges to the orthodoxy that CSR as part of an organisation’s core values. 

The classic economic argument of Friedman (1962) saw the main obligation to maximise 

profits for owners and shareholders. Davis (1973) acknowledged the implementation 

challenges, suggesting that organisations are not equipped to handle social issues, as 

management lack the necessary skills required to make successful socially orientated 

decisions. Other cases against the concept of CSR that have been noted include;  the view 

that CSR dilutes primary purpose of business (Hayek, 1969); the argument that it is an 

academic construction (Davenport, 2000); the difficulties in operationalisation (Logdson, 

Wood and 2002); bias towards particular interests (Van Marrewijk, 2003) and finally, the 

lack of a single clear definition (Votaw, 1973). On the other hand, this study has clearly 

traced how competing, complementary and overlapping concepts have been introduced when 

defining CSR (Carroll and Shabana, 2010). For example Frederick (1987, 1994 and 1998) 

who viewed the varying concepts as a progression of CSR rather than a replacement. 
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Frederick (1987, 1994 and 1998) outlined a theoretical evolution from CSR1, which viewed 

CSR from an ethical and philosophical perspective to CSR2, which refers to the managerial 

action orientation – a concept of social responsiveness. This study has developed a clear 

timeline to represent CSR thinking and traced the evolution in the dimensions of CSR that 

characterised key periods, capturing some of the complexity and multi-layered nature of the 

CSR concept. 

Secondly, this PhD research contributes to theory by, 

 Identifying how the evolution of CSR properties are embedded within a brands 

history longitudinally  

Neither Rahman (2011) nor Carroll (1999), in their work, has explored how the CSR concept 

was integrated within the history of an organisation or brand. The value of this 

comprehensive analysis in this PhD study is to offer a more contextualised explanation of the 

evolution of the CSR concept by examining how the CSR properties were integrated within 

the history of both Marks and Spencer and the Co-operative. To the knowledge of this 

research, this study is the first study to explore how CSR properties are incorporated within 

the brand narratives that appear in annual company reports over an extended time frame. This 

study offers a similar identification of CSR dimensions from past literature, as undertaken by 

Carroll (1999) and Rahman (2011), but develops this in a more comprehensive analysis and 

examines any evidence of how these dimensions were part of the brand portrayal of the two 

retailers. This was achieved as part of the detailed critical discourse analysis reported in 

Chapter Five. There was evidence of a shift from a narrow set of CSR activities that were 

largely intrinsically embedded within the brand ideology (principles set out by founders) to a 

wide-ranging set of required activities that were frequently externally defined. This was 

notable in the requirement of firms to visibly demonstrate themselves to be socially 

responsible in post war eras to more recent societal pressures to be more accountable and 

adhere to sustainable practices. This shift appears to present CSR activities as a form of 

monitored performance.  The latter supports the work of Goodman and Nielsen (2008), who 

also argued that CSR is a contextual concept which is operational when relations between the 

company and environment are driven by specific stakeholders and their needs. Therefore, this 

study concludes that the meaning of CSR is to some degree, socially constructed and is 

dependent on socially shared contextually-orientated expectations. 

Thirdly this study contributes to theory by, 
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 Establishing how CSR related narratives are represented by selected organisations 

discourses analysis show evidence of framing at a technical and a contextual level.  

In terms of technically framed CSR messages, this study highlighted the integration of CSR 

within M&S and Co-operative reports, offering a picture of a relatively complex set of textual 

structures that emerged in CSR reporting over time – see Section 5.1. This study is the first to 

examination of CSR portrayal that has a longitudinal focus. The discourse analysis revealed a 

complex set of textual structures – the initial descriptive analysis focussed upon the 

communicative events following three analytical categories - vocabulary, grammar and 

textual structures (Fairclough, 1989). The analysis of grammatical features and vocabulary 

illustrated how grammatical forms of language code occur in the text for particular purposes 

(Nielsen and Thomsen, 2007, pg. 27). The second level of analysis the interpretation stage, 

the process of text production and text interpretation were analysed in considering the wider 

situational context by examining links between excerpts and social occurrences and the 

reflective stakeholder audience (Nielsen and Thomsen, 2007, pg. 27). These joint levels of 

analysis have not been undertaken in prior research on CSR portrayal. This study has 

highlighted that textual structures are fundamental to the portrayal of CSR brand messages. 

While prior research on CSR portrayal has adopted a variety of methods, such as a content 

analysis which explored the volume of disclosures on particular CSR topics (Deegan 

and Rankin 1996), other studies have incorporated a rhetorical analysis (Castelló and Lozano 

2011; Higgins and Walker 2012) and a shorter discourse analysis (Bhatia 2012; Buhr 

and Reiter 2006; Nielsen and Thomsen 2007); no studies have integrated a discourse analysis 

as means of exploring CSR representation over an extended time period.   

The findings in this study through a textual analysis make a contribution by identifying the 

nature of the discourse and offering evidence of how CSR related narratives are technically 

framed.  The study also highlighted that CSR initiatives are a reflection of social dialogues 

and therefore contextually framed. 

Much past research has addressed the link between CSR and stakeholder orientation (Brown 

& Forster, 2013; Zink, 2005) however little research has explored the technical manner in 

which stakeholders are addressed within CSR brand portrayal. This study has highlighted that 

the narrative construction of CSR messages is dynamic and adapts to different audiences - 

this is captured in narratives that shifted from a philanthropic view (addressing close 

stakeholders) to a more recent proactive social intent through partnership, (addressing 
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multiple stakeholders), as set out in Plan A (M&S) and Christian Aid (Co-operative). In 

tracing this shift on the part of each company, from a directed CSR portrayal largely towards 

traditional, salient stakeholders to more recent efforts to address a wide range of stakeholders 

through partnership extends previous studies (Brown & Forster, 2013;). In particular the 

findings outline the key elements that may underpin CSR authentic discourse, notably 

temporality, heritage referencing, nostalgic representation and audience mapping. The 

technical framing of the discourse that underpins this shift has been a unique contribution of 

this study. 

7.3 Empirical Contribution 

This thesis offers an empirical contribution in two areas; through data generation that is based 

on a) investigating the evidence for a range of CSR dimensions and b) examining how brand 

heritage references are integrated into CSR portrayal in annual reports for two well-

established retail organisations.  Firstly, taking the holistic set of CSR dimensions identified 

in the literature chapter, the study has sought to apply these dimensions by; 

 Examining two UK retail organisations and identifying evidence of the adoption of 

these CSR dimensions over an extended time period in their annual reports. 

In the study carried out by Bhatia (2012), the author suggested from the data that the primary 

purpose of CSR portrayal within reports studied was the promotion of the company image 

through positive engagement with society.  Using a discourse analysis, Bhatia (2012) carried 

out a content analysis of the overall CSR reports for six organisations – with a particular 

focus on the environmental section. While the Bhatia (2012) study examined CSR through a 

narrow focus on primarily environmental dimensions; the phases of data collection and 

analysis within this PhD research offers a more extensive and more in-depth critical discourse 

analysis, that has uncovered CSR brand narratives and how they are incorporated within 

brand heritage discourse over an extended period of time.  

In prior research, by Nielsen and Thomsen (2007), used a discourse analysis of CSR 

reporting across six organisations for the year 2004, finding that the approach to CSR 

reporting was dissimilar with respect to what they describe as key perspectives of CSR (such 

as employee welfare, community, environment, societal, measurement and accountability). 

This research was, however limited to one year, whereas this PhD study examined CSR 

dimensions across an extended time period that extends over 125 years. What was interesting 
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in Nielsen and Thomsen’s (2007) findings was that some CSR initiatives were more reported 

than others and this accords with the notion of salient CSR portrayal – a similar finding in 

this PhD research confirms Nielsen and Thomsen (2007) work in this regard. However, this 

study offers a more comprehensive analysis of the priming and framing of CSR narratives 

that are embedded within the brand discourse. This study offers evidence of how CSR 

commitments are primed and framed within the discourse and link specifically to salient 

social occurrences, for example the Co-operative efforts to help the French Miners – through 

benevolence and monetary assistance. Findings in this study suggest a clear matching of 

company discourse with prevailing social concerns and suggest that CSR representation 

appears to be a framed activity; reflecting perhaps that a social construction of CSR 

credentials, in order to be effective, must be part of a well-framed dialogue.  This PhD 

research offers a more comprehensive set of data on the content and textual representations of 

CSR related brand portrayal in annual reports, thus offering a greater insight relative to 

previous research; into how contemporary organisations generate multi-layered CSR 

narratives. 

Secondly, this study has offered a deeper understanding of how CSR concepts are embedded 

in brand narratives by, 

 Identifying key brand heritage elements evident in CSR portrayal in annual reports of 

M&S and the Co-op over an extended time period and linking this to forms of brand 

authenticity. 

This thesis contributes to the CSR and branding literature understanding of brand heritage by 

addressing the call by Blomblack and Brunniage (2009), for future research to pay attention 

to older, multigenerational family businesses due to their interesting corporate identity. To 

the knowledge of this research, no study has explored the incorporation of CSR portrayal 

within the portrayal of a brand’s heritage from a longitudinal perspective.  

A review of past literature on brand heritage identified that past studies have offered 

conceptual understanding, focussing on defining brand heritage as a concept and exploring its 

characteristics (Urde et a, 2007; Banerjee, 2008; George, 2004; Keller and Richey, 2006; 

Greyser et al, 2006; Merchant and Rose, 2013). However, more recent research by Hakala et 

al (2011) argued that the concepts underpinning brand heritage lacked operationalisation. 

This PhD research has taken this forward, examining the presence and relevance of brand 
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heritage elements in the brand narratives of both organisations as part of the discourse 

analysis; thus addressing the research limitation noted by Hakala et al (2011).  

In identifying elements of brand heritage that were prominent in the discourse- it is clear that 

brand heritage elements (Halaka, 2004; Urde et al, 2007) are effectively present at certain 

times to evoke the sense of company societal concern.  Nonetheless, the brand heritage 

concept, as set out by Urde et al (2007) and examined within the discourse appears to have 

limitations. There was a clear overlap between the discussions of track record and longevity, 

therefore suggesting that more integration between Urde’s (2007) elements is necessary. 

Furthermore, the analysis highlighted a strong evidence of each brand seeking to 

communicate the continuity and consistency of their CSR activities (economic prosperity, 

stakeholder welfare and benevolence) while linking to the more specific elements (track 

record, longevity) of both brands. Thus, interpretation of text in this study confirms the 

argument of Halaka et al (2011) that consistency and continuity of brand portrayal should be 

considered key elements of brand heritage. Findings from this study also offer an alternative 

perspective on brand heritage by identifying how CSR initiatives that emerge within a 

brand’s heritage are offered as a consequence of a strong internal ideology, as evident 

through the reiteration of core values that are fundamentally linked to the founding principles 

of the brand (see Section 5.4.1). 

 

The findings have also distinguished how brand authenticity has been incorporated into CSR 

messages as part of an intentional targeting of relevant audiences.  This identification of the 

nature of corporate efforts to create authentic CSR discourse takes further the work of 

previous authors such as Brown and Patterson, (2010); Escalas (2004) and Delgadillo and 

Escalas (2004). This study has offered evidence that certain brand heritage elements (core 

values, history and track record) and elements of brand authenticity interlaced with CSR 

messages within the discourse were significant in demonstrating company credentials relating 

to socially responsible initiatives to key audiences. Past studies have noted the need for the 

construction of a) multi-layered stories within discourse (Brown and Patterson, 2010); b) 

active dialogue (Visconti, 2010) and c) chronology and causality (Delgadillo and Escalas, 

2004) within brand narratives. This study extends the work of Delgadillo and Escalas (2004) 

who noted the need to sustain a temporal dimension to brand narratives by highlighting how 

temporality influences the construction of CSR messages and may also impact on how such 

messages are understood. Furthermore, this study reinforces the work of Brown and Patterson 
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(2010) who suggest that authentic brand narratives originate from the construction of 

multilevel stories that could enable better audience mapping. The findings in this PhD study 

have fleshed out the nature of potential multilevel narratives that incorporate CSR by 

outlining the collective experiences that were ‘created’ in the text and the narrative triggers to 

recollection of personal brand experiences on the part of some respondents. This recognition 

of meaningful recollections was notable in some of the findings reported in Section 5.4, in 

particular, the intergenerational family memories. The study by Brown and Patterson (2010) 

did not fully articulate the elements required in order to communicate multi-layered stories; 

in contrast, this research has outlined four critical elements that appear to characterise the 

approach of both organisations when seeking to create a successful CSR dialogue 

(temporality, heritage referencing nostalgic representation, audience mapping). These 

insights emerged through the detailed examination of textual structures that was undertaken 

and the matching of those structures both with our understanding of salient CSR concepts 

from prior literature and of the situational context in which CSR initiatives occurred. These 

elements can be a useful starting point for future studies on the generation of authentic CSR 

dialogue with audiences, not just in the retailing context, but also in other sectors.  
 

7.4 Methodological Contribution 

While a number of research studies have explored CSR reporting (Unerman, 2008; Knudsen, 

2006; Golob and Bartlett, 2007; Grunig and Hunt, 1984), limited past studies have 

implemented a critical discourse analysis method as a means to deconstruct the CSR 

reporting strategies of organisations and none, to date have identified how the construction of 

the discourse is closely linked to fundamental brand narratives.  

This study acknowledges a study carried out by Nielsen and Thomsen (2007) that 

implemented a CDA to explore the reporting in the annual reports of six organisations for one 

year (2004). For this PhD study, CDA was applied from 1926 to 2010; no prior research has 

investigated the integration of CSR dimensions within the portrayal of brand heritage 

longitudinally, nor sought to examine how stakeholders are targeted within the discourse that 

a brand generates. This investigation implemented the use of a critical discourse analysis as a 

means to deconstruct the CSR reporting strategies linked to brand portrayal for two well 

established retail brands. The investigation of textual structures explored how the producer of 

company documentation placed predominance on CSR activities and is suggestive of how 

selective use of language was used for particular stakeholders. Furthermore, this study found 

that the use of classification schemes, pronouns and the selective use of relational and 
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experiential values by the producer in texts had a unifying effect that appeared to be effective 

in targeting salient stakeholders. This study contributes to the marketing discipline by arguing 

that the use of a critical discourse analysis from a longitudinal perspective is an effective 

method to deconstruct the framing of CSR reporting strategies for other organisations. 

 

7.5 Implications of Research 

7.5.1 Implication One: Need for Integration of Brand Heritage and Authenticity 
Elements when Creating an Authentic Discourse 

 

Within the findings chapter, this study suggests that the presentation of CSR messages that 

are interwoven within brand heritage offers the potential for strong CSR brand narratives that 

can serve as a means of producing an authentic discourse through source credibility – 

however this study also highlights that annual report may not capture enough variation in 

forms of authentic discourse to engage with varied audiences. Achieving this authenticity 

interwoven with CSR brand messages is a complex process. Past research suggests that 

brands must engage customers in an ongoing dialogical discussion – therefore, managers 

have to be part of a ‘‘multilogue’’ (Berthon, Holbrook, Hulbert, & Pitt, 2007) and ‘‘attend to, 

and leverage, a ‘symphony’ of old and new brand meanings’’ (Diamond et al., 2009, pg. 

119). Beverland and Farrelly (2010, pg. 839) state that the ultimate core meanings that 

authenticity maintains across this variety of approaches and works relate to ‘‘what is genuine, 

real, and/or true.’’ Furthermore Visconti (2010, pg. 255) argues that authentic brand 

narratives can be viewed as a powerful conveyer of meaning in messages to audiences, which 

involves consumers in the representation of the brand by active dialogues. 

This study supports the view of Beverland and Farrelly (2010) and suggests that in creating 

an authentic brand discourse – messages have to be intrinsically linked with the founding 

principles or other relevant landmarks and must have substance (through social 

contributions). The challenge arises in the understanding of CSR and its dependence on a 

salient social construction - therefore authenticity of CSR-orientated brand messages depends 

strongly on context. The study highlights that the challenge for brand managers is to transfer 

this authentic meaningfulness from one period to another. Authenticity is evidently a broad 

concept (see Table 2-F) with many academics attempting to pigeon hole the concept – 

however within this study it is evident that brand authenticity is an emergent and varied 
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entity; it can perhaps be understood as a representational portrayal of elements of a brand, 

through mapping it to salient social occurrences. Therefore, this study proposes that three 

criteria need to be fulfilled in order to portray an authentic brand discourse: a sense of 

continuity (intrinsic); a perception of meaningfulness (value-laden for audience) and a 

creation of representational congruence (contextually-salient). 

Moreover, it is suggested that brands that have a clear set of values which are communicated 

consistently to stakeholders can add to the firms’ perceived brand authenticity through the 

reiteration of  ‘where they have come from and who they are today’ (Eggers, 2014, pg. 343). 

The definition provided by Eggers (2014) highlights some similarity with Urde (2007) 

perspective of brand heritage – with particular focus of core values and track record (where 

they have come from and who they are today). Arguably, elements of brand heritage and 

authenticity must be accumulated by brands (i.e. values, history, longevity and symbolic 

meaning) that can eventually establish a sense of validity and representational congruence 

amongst stakeholders. Thus, this study suggests that, in the context of authentic CSR 

discourse, brand heritage and authenticity should be viewed holistically through an integrated 

lens. From the findings, it is not the individual elements of brand heritage (such as specific 

track record), nor the particular form of authenticity (e.g. constructive or object) that has 

resonance for respondents. Rather it is a combined perception of meaningful heritage 

referencing and salient forms of authenticity in terms of CSR brand portrayal that matters for 

customers. Where effective, it is the social dialogue that such brand portrayal embodies that 

can generate a holistic understanding on the part of customers of the CSR credentials of a 

brand and may determine the degree of engagement with CSR messages. 

7.5.2 Implication Two: Requirement for a multi-layered CSR Representation 
 

This study offered a useful illustration by breaking down the CSR discourse for two retailer 

brand across their history through annual reports. It identified in Section 5.2.8 a level of 

cynicism on the part of customers. If the level of distrust of CSR messages is high, how can 

firms successfully articulate authentic and verifiable CSR credentials as part of their brand 

identity? How can the articulation of CSR be really meaningful to customers? Ballantyne et 

al (2006) argue that organisations with a heritage can communicate with consumers through 

symbols, nostalgia, graphics, packaging and advertising. Notable in this case is how the 

layered message of the M&S and Co-op brand developed not just for specific customers but 

across generations.  
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When acknowledging the need for source credibility and greater versatility in portraying 

forms of brand authenticity, this study suggests that perhaps a less uniform incorporation of 

CSR may be needed to acknowledge the varying profiles of salient audiences. For instance 

the reinforcement of community relationships of M&S and the Co-operative may be relevant 

to older age groups, but messages relating to shared responsibility with families and younger 

demographics may need clearer articulation.  

 

Patterns in the findings suggest that marketers can endorse brand heritage by evoking brand 

history through credible (often symbolic) origins that are effectively framed in the discourse 

that they generate. Consequently, CSR messages may need to become representational rather 

than rational. If perceived relevance of CSR messages is filtered by the authenticity of 

symbolic memory; contemporary brand messages need to ‘represent’ CSR actions that relate 

actively to individual or familial memory (both past and present). This study suggests that 

instead of publishing CSR credentials such as ‘% reduction in carbon footprint in X period’, 

retailer brand messages may need to incorporate real life narratives that can better represent 

‘lived’ CSR experiences. Therefore, a less standardized and a more salient reporting format 

maybe required - the integration of other media portals such as social media may be 

incorporated to communicate the brand essence through real experiences (past or present), 

and may provide ‘real time’ representations that are accessible across distinct stakeholder 

groups. The Co-op appear to have made a start towards a social dialogue with younger age 

group with their Start a Revolution approach and Marks and Spencer have now implemented 

different reporting formats to convey their CSR credentials linked to brand heritage such as 

social media. This research identifies a) the requirement for a more multi layered presentation 

of CSR activities when incorporated in a large corporate brand such as Co-op and M&S that 

targets a wider range of stakeholders and b) need for dialogic representations in CSR 

portrayal that capture different levels of authenticity and can encourage participation. 
 

So far, this chapter has highlighted the key findings from the study and the contributions this 

study has made to the CSR and branding literature. Now, research limitations are considered 

and outlined. In light of these limitations, proposals for future research are outlined. 
 

7.6 Research Limitations  

Despite the researcher effort to develop rigour in the research process for this PhD, some 

research limitations should be acknowledged: 
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Firstly, although purposive sampling was implemented to select a relevant sample of 

respondents for the interviews, further sampling to enhance the selection of a broader range 

of respondents demographically would have been worthwhile. Moreover, a deeper sampling 

(more cases) would allow the researcher to further explore some of the dominant and 

prevalent themes that emerged from the findings across demographic groups with greater 

probing of the complex response to CSR brand portrayals. 

Secondly, this study examined the integration of CSR within the brand heritage of two UK 

brands, that each had longevity of 150 years, thus addressing the research gap noted by 

Bloomblack and Brunniage (2009). However it did not investigate brands that are positioned 

differently, i.e. brands with less longevity, or low cost retailers that have recently entered the 

market but may have a strong European heritage (Aldi and Lidl). The market is becoming 

saturated with competing organisations seeking to gain leverage and stakeholders are now 

more stringent in their evaluation of the CSR credentials of retail brands. The research might 

have examined how other brands i.e. Tesco, Aldi, Lidl have reported their CSR activities 

towards stakeholders, although resource and time constraints were barriers to this. 

Thirdly, one reporting format (annual reports) was used for the main data collection. Whilst 

there are strong arguments for solely selecting annual reports, see Section 4.7, other reporting 

formats such as internal magazines and online communications could also be implemented.  

By examining other reporting formats it would be interesting to decipher how brands report 

their SR credentials to other stakeholders, such as employees. In preparation for this study, 

internal magazines were analysed for M&S and the Co-op, as part of the researcher’s 

recognition of the need for comparability of textual format in an ideal discourse analysis (see 

Appendix I). However, due to the degree of complexity that multiple textual formats would 

generate and overall space restrictions in reporting of findings data from internal company 

magazines were excluded as core communicative events from the investigation. 

Finally, this study explored brand heritage and authenticity within a specific context, that of 

retailing. As CSR is now a consideration for all organisations, exploring CSR discourse and 

brand heritage and authenticity in another sector (i.e. banking) would obviously provide an 

interesting set of data. In this study, both resource and time constraints were barriers to 

coverage of other sectors. In the final thesis, the focus on one sector may have permitted a 

more powerful deconstruction of the nature of CSR brand portrayal over an extended time 

period. It is felt that the in-depth insight that was gained into both the construction of CSR 
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discourses and relevant respondent understanding of CSR brand portrayal has offered a 

unique contribution. 

7.7 Future Research  

This section explores ways in which future research can build upon and extend this research 

study; 

7.7.1 Varying Brand Positioning 
 

As previously acknowledged, future research is needed to explore how other brands have 

incorporated their CSR credentials within their brand history, and exploring in depth how this 

is communicated to stakeholders. A broader exploration into other contexts could perhaps aid 

the transferability of this study’s outcomes (Perry, 1998).  An investigation into other brands 

with different positioning i.e. low cost retailers such as Aldi, or brands with less longevity 

such as Tesco would allow for useful comparative results. In effect, it would provide insight 

into whether additional components should be considered key in the brand heritage and brand 

authenticity constructs as they pertain to effective CSR discourse.  

7.7.2 An exploration into the congruence between representations within 
corporate documentation and key stakeholder groups 

 

From the findings in this study, some questions arose with regard to the nature of the 

reporting format for CSR. First, a question arose as to whether any of the brand documents 

are salient for customers (annual reports, Plan A, How we do business) - does the discourse 

engage adequately with customers or does the textual patterns of the documents examined in 

this study appear to address other stakeholders, but perhaps only indirectly customers.  

Second, in terms of the activities reported in the discourse, is there sufficient variation in 

CSR reporting formats to capture the potentially relevant discourse, not just for large groups 

(customers and suppliers), but for sub-groups. If we acknowledge that consumers are now 

both more sophisticated and more discerning in their evaluations of CSR credentials, is there 

a need to incorporate salient social dialogues (local buying, Third World concerns, fairness to 

suppliers, sustainable policies, community participation) in a planned and more embedded 

manner across documents and use media formats where there is greater opportunity for 

individuals to select for themselves what they wish to learn about the CSR activities of the 

company. Therefore a further phase of research, involving focus groups or semi-structured 
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interviews and perhaps accompanied shopping7 could be conducted to explore the 

congruence between representations that occur in corporate documentation and perceptions of 

key stakeholders as it occurs in their decision making. Such research could potentially deepen 

our understanding of meaningfulness and context of intergenerational brand narratives and 

the role of first hand and second hand memory in the CSR dialogue. Adopting an integrated 

lens that covers elements of heritage with authentic dialogue could be fruitful.  

7.7.3 Brand Heritage Conceptualisations 
 

When examining intergenerational brands as advocated by Blomblack and Brunniage (2009), 

it is suggested that researchers need to look less at individual elements of brand heritage such 

as track record or brand history and to focus instead on how the brand’s self-presented 

heritage links to contemporary social context at different stages of the brand timeline 

longitudinally. This accords with Smith and Steadman (1981) who argue that managers 

should explore their organisational history to frame salient brand narratives in order to 

distinguish ways to adapt brand portrayal from its past to its present.  

In taking such research forward the findings of this study, uncovered some overlap between 

brand heritage and authenticity. Thus, other elements from the literature such as nostalgic 

marketing and allegory (brand stories) should be considered as a means to bring together 

brand heritage and authenticity. In developing research that examines brand heritage and 

authenticity holistically, there are further opportunities to examine in greater detail the idea of 

representational congruence in brand narratives and to take further the findings of this 

research.   

 

 

 

 

 

7 For instance, tracking different customers as they make purchase decisions in retail contexts through 
accompanying them on typical weekly shopping trips 
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Appendix A –  

Respondent Demographics 

 

Appendix A below illustrates all the individual respondent demographics asked throughout 

the first phase of data collection – semi structured interviews. 
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 Gender Age Occupation Ethnicity Marital 
Status 

Children 

R1  
Male  

 

 
26 
 

 
Personal 
Trainer 

 
White 
British  

 
Single 

 
No 

R2  
Female 

 
32 
 

 
Teaching 
Assistant 

 
Indian  

 
Married 

 
Two 

R3  
Female  

 
30 

 
Hairdresser 

 

 
White 
British 

 
Single 

 
No 

R4  
Male 

 
27 
 

 
HR Advisor 

 
British 
Indian 

 
Single 

 
No 

R5  
Male 

 
26 
 

 
Insurance 

Underwriter  

 
White 
British 

 
Single 

 
No 

R6  
Female 

 
24 
 

 
Barrister 

 
White 
British 

 
In 

Relationship  

 
No  

R7  
Female 

 
24 
 

 
Pharmacist  

 
British 
Indian 

 
Single 

 
No 

R8  
Female 

 
21 
 

 
Graphic 
Designer 

 
British 
Indian 

 
Single 

 
No 

 
R9  

Male 
 

26 
 

 
Self 

Employed  

 
White 
British 

 
In 

Relationship  

 
No 

R10  
Female 

 
20 
 

 
Admin Clerk 

 
Canadian 

Indian 

 
Single 

 
No 

 
R11 

 
Female  

 

 
24 
 

 
Primary 
School 
Teacher 

 
British 
Indian 

 
In 

Relationship 

 
No 

 
R12 

 
Male 

 
27 
 

 
Transport and 

Logistics 

 
White 
British 

 
Single 

 
No 

 
R13 

 
Male  

 
27 
 

 
Transition 

Coordinator 

 
White 
British 

 
Single 

 
No 

 
R14 

 
Male 

 
21 
 

 
Sales 

Assistant 

 
British 
Indian 

 
Single 

 
No 

 
R15 

 
Male 

 
32 
 

 
Project 

Manager 
 

 
British 

 
Single 

 
No 
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R16 

 
Female 

 
31 
 

 
Payroll 
Officer 

 
British 
Indian 

 
Married 

 
Three 

 
R17 

 
Female 

 
26 
 

 
Admissions 

Officer 

 
British 

 
Married 

 
One 

 
R18 

 
Female 

 
29 
 

 
Receptionist 

 
British 
Muslim 

 
Single 

 
No 

 
 

R19 
 

Male 
 

30 
 

 
Finance 

Administrator 

 
British 

 
Single 

 
No 

 
R20 

 
Female 

 
25 
 

 
Carer 

 
British 
Indian 

 
Married 

 
One 

 
R21 

 

 
Female  

 
65 

 
Retired 

 
British 

 
Married 

 
Four  

 
R22 

 

 
Male 

 
46 

 
Accountant 

 
African 

 
Married 

 
Four 

 
R23 

 

 
Male 

 
72 

 
Retired 

Barrister 

 
White 
British 

 
Widow 

 
Five 

 
R24 

 

 
Female 

 
56 

 
Shop Owner 

 
Indian 

 
Married 

 
Two 

 
R25 

 

 
Female 

 
53 

 
Dental 

Hygienst  

 
British 

 
Married 

 
Two 

 
R26 

 

 
Female 

 
71 

 
Housewife 

 
British 

 
Married 

 

 
No 
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Appendix B –  

Content Analysis of CSR Definitions 

 

 

 

As identified in Chapter Four it was crucial to identify the CSR properties and their 

evolution. As a result, a collection of CSR definitions (academic only) starting from the 

1950s up to the 21st century was explored in order to identify the different perspectives of 

CSR, how they had evolved over time and how they were classified.  

In total 73 definitions relating to CSR were categorised in a chronological order and the 

properties were identified through a content analysis of those definitions, within this 

appendix the content analysis of the CSR definitions is illustrated. 
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310 
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312 
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314 
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Appendix C 

2 Examples of Transcripts from Respondent Interviews 

 

 

Two transcripts (R2, aged 32 and R21, aged 68) are included within this appendix. 
 

Each transcript was read several times in order to capture emergent themes - key words, 

phrases and expressions were highlighted and notes were made across the transcript to make 

notes on any initial thoughts.  
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320 
 

 

 



 

321 
 

 

 



 

322 
 

 

 



 

323 
 

 



 

324 
 

 



 

325 
 

 

 



 

326 
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Appendix D 

Coding Example 

 

 

As discussed in Section 4.6.4 a coding structure was formalised, where the excerpts were 

attached to a code/sub-code in table format, with an overarching researcher narrative 

highlighting areas that are not immediately apparent. An illustration of a coding structure is 

included within this appendix. 
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Coding One: Trust/Distrust 

           
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            
            

 

 

 

 

 

 

 

 

 

 

 

 

 

Theory: Kangun et al (1991) established that there is an alarming amount of cynicism being displayed 
by consumers about green products, green claims and also the companies behind them. Peattie and 
Crane, (2005) believe that if the relationship between an organisation and customer is characterised by 
cynicism and distrust then organisations are unlikely to be able to bring customers along with them 
through the changes towards a more sustainable organisation. The present findings within the literature 
argue that consumer intention to  support brands that operate in a socially responsible way exist; 
however this has not further been pursued in order to verify the link between consumer intention and 
behaviour. Similarly Shrum et al (1995) found that consumers tend to be distrustful of environmental 
claims made by organisations. Also in a similar vein Fierman, (1991) found that 47% of consumers 
dismiss environmental claims as gimmicks. Davis (1994) states that an overwhelming percentage of the 

              

Concept:  Consumer cynicism  

Theme: Distrust Theme: Trust 

Proposition: To explore the whether consumers 
trust/distrust claims made regarding CSR from the 
sample used for this investigation. 

Code: 
TRUCLAIMS 

 

Code: 
DISTRCLAIMS 

Data: 

R5 – “I’m cynical about these big massive companies saying they do 
things just because at the end of the day it’s the profits that really 
matter to them... erm....I don’t really trust them too much to be 
honest” 

R20 – “I don’t believe them or trust them at all; I have no reason to 
trust them. Business is business…and a business will only prosper if it 
makes a lot of money, and I trust they all make a lot of money” 

R17- “I don’t really trust them erm…I go to these supermarkets 
regularly and haven’t really noticed anything relating to these 
supermarkets” 

R6 - I don’t trust them, I have no reason to trust Marks and Spencer, 
Co-op or Tesco. Erm...really...I would trust the brand more if they 
would show me results and statistics and show me or outlines of 
specific plans...detailed plans and details of what Plan A is... over 
2007 – 2015, specifically what the measures are but general 
statements like that don’t evoke a massive response from me. 

R10 – “Don’t really trust them as I haven’t really heard of them other 
than right now and I don’t see any proof that they are doing these 
things, I don’t see it advertised” 

 
 

 

 

Data:  

R2 – “The Co-op I think is more of a 
genuine, because they are smaller shops, and 
small local stores rather than....and cater 
more for the people who can’t get to the 
larger stores” 

R3 – “I think I trust them....I trust it’s what 
they are aiming to do...but I don’t trust that 
they want to do it, it’s just because they have 
to do it” 
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Researcher Narrative/ Notes 

Strong opinions from consumers towards organisational claims of behaving in a socially 
responsible way emerged through the semi structured interviews. Some respondents 
particularly respondent two and five stated that they were cynical about the claims made my 
organisations as they have a perception that the organisations are only financially driven and 
are out to make a profit. Respondent six stated that they did not trust organisational claims as 
they were not aware of the conscious efforts taken by organisations to operate in a socially 
responsible way and if organisations were making such efforts it should, therefore, be made 
more apparent to them. 

- Respondents stating that more clearer evidence is required 
o Proof that the organisations are actually fulfilling commitments 
o Perhaps indicating that consumers are not aware of such reporting and 

therefore as a result organisations are not making it apparent that this type of 
reporting is available to consumers 
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Appendix E 

Respondent Implicit Recognition of Brand Heritage as part of their CSR 

interpretation: A Data Display Table Example  

 

 

Appendix D presents an illustration of a data display table that outlines evidence of CSR 

properties from respondent understanding and also respondent implicit recognition of brand 

heritage as part of their CSR interpretation.  
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Gender 
 

Age 
 

Narratives 
 

Evidence of CSR 
Properties from 

Respondent 
Understanding 

 
Respondent Implicit 
Recognition of Brand 

Heritage as Part of their 
CSR Interpretation 

 
 
 

R1 

 
 

Male 
 

 
 

26 
 

 
“Co-op of course yes it’s what they stand 

for..they have always been 
involved…in….social responsibility…fair 

trade etc” 
 

 
 

Fair trade 

 
 

Core Values 

 
 

R2 

 
 

Female 

 
 

32 
 

 
“Tesco..erm yeah they are doing a bit for the 

environment” 
 

“Co-op again they do their bit towards climate 
change and fair trade..they have done this for 

a while now…I believe...” 

 
Environment 

Climate change 
 Fair trade 

 
 

History 
Track Record 

 
 
 
 

R3 

 
 
 
 

Female  

 
 
 
 

30 

“With (M&S) their Plan A scheme only 
highlights their continuity towards these 

issues…yeah…” 
 

“The Co-op more so...only…because… they 
have done fair-trade and ethical sourcing for 

so long...” 

 
 

Plan A 
Fair-trade 

Ethical sourcing 

 
 
 

Track Record 

 
 
 
 

R4 

 
 
 
 

Male 

 
 
 
 

27 
 

“Marks and Spencer they use key words like 
WE...We launch a Plan A...We’ve extended 

PlanA...it’s not really to do with the products 
they are selling, they are trying to say these are 

the steps we are taking. Again Co-operative 
they have done the same as well. I think they 

use other words such as family of businesses to 
tackle global poverty” 

 
 

PlanA 
Global poverty 

No link to brand heritage 
elements. 

 
Intrestingly the respondent 

makes reference to the words 
used in statments such as 

“We”... perhaps links to DA – 
emerged from annual reports 

 
R5 

 
Male 

 
26 

 

“Erm...I tend of think of the Co-op as being a 
local store and involved in the community for 

some reason” 

 
Community Involvement 

 

 
No link to brand heritage 
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R6 

 
 
 

Female 

 
 
 

24 
 

 
“They (Tesco) are one of biggest supermarkets 
they can have a bigger impact on the climate 
change and the community…which they are 

working towards…in many more ways...” 
 

 
 

Climate Change 
Community 

 
 

No link to brand heritage 

 
 

R7 

 
 

Female 

 
 

24 
 

 
“Tesco are appearing everywhere now, and 

taking over every corner isn’t it...so I think it’s 
got a big responsibility to society at the 

moment” 

 

 
 

Society  

 
 

No link to brand heritage 

 
R8 

 
Female 

 
21 

 

 
N/A 

 
N/A 

 
N/A 

 
 
 

R9 

 
 
 

Male 

 
 
 

26 
 

“I haven’t really looked into their CSR 
things…but…I think it’s really good that they 

put something back into the world…and 
society…like looking after people” 

 
“Haven’t they (Co-op) done things like this 

for years…” 

 
 
 

Society 

 
 
 

History/Track Record 

 
R10 

 
Female 

 
20 

 

 
N/A 

 
N/A 

 
N/A 

 
R11 

 
Female  

 

 
24 

 

 
N/A 

 
N/A 

 
N/A 

 
 
 
 
 

 
 
 
 
 

 
 
 
 
 

“I worked with the Co-operative bank so I know 
about their fair trade and  sourcing things 

ethically, community involvement and 
that….Erm…ethical issues, I know how much 

they are committed to it” 

 
 
 
 

Fair Trade  

 
 
 

No link to brand heritage – 
however through personal 
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R12 

 
Male 

 
27 

 

 
“Knowing...or personally knowing...trust the 

Co-operative” 
 

“Co-op…for sure it’s important…that would be 
from working ties and things like that…it’s kind 

of nice to be associated with a company like 
this…” 

 

Ethical Sourcing, 
Community Involvement 

experiences with the brand the 
respondent states that he likes 
to be associated to companies 

like the Co-operative 

 
R13 

 
Male  

 
27 

 

 
N/A 

 
N/A 

 
N/A 

 
 
 
 
 

R14 

 
 
 
 
 

Male 

 
 
 
 
 

21 
 

 
 

“I know M&S have their Plan A which aims to 
make a difference to the environment and other 

causes…” 
 

“Animal welfare…Erm…fair 
trade…PAUSE…looking after 

communities…PAUSE…I can’t think of any 
more of the top of my head…sorry” 

 

 
 
 

Plan A 
Environment 

Animal Welfare 
Fair Trade 
Community  

 
 
 
 
 

No link to brand heritage 

 
R15 

 
Male 

 
32 

 

“Stores usually look at the basic environmental 
issue and...look at the…Erm…even climate 

change” 

Environmental Issue 
Climate Change 

 
No link to brand heritage 

 
 
 
 
 
 

R16 

 
 
 
 
 
 

Female 

 
 
 
 
 
 

31 
 

“From my parents and even their friends…who 
talk about that M&S used to do in terms of 

helping the community…PAUSE…Erm… 
and…what did they do… they provided breast 
screening for staff…yeah…a family friend told 

me that…impressive huh?” 
 

“It makes you realise that they have done this 

 
 
 
 

Helping the Community 
Provided Breast 

Screening  
 

 
 
 
 
 

Track Record 
 

334 
 



 

for so long….pause…it means a lot to 
them…and they have stood by their 

commitments…” 

 
R17 

 
Female 

 
26 

 

 
N/A 

 
N/A 

 
N/A 

 
 
 
 
 

R18 

 
 
 
 
 

Female 

 
 
 
 
 

29 
 

“Helping society better 
themselves…also…green issues and 

environmental issues are so big on the agenda 
now…that’s all you see and hear retailers talk 

about” 
 

“They (Tesco) encourage you not to use the 
plastic bags and things like that…but 

organisations like the older companies like the 
Co-op and M&S…for years and years…have 

always prided themselves on being 
committed to causes…Erm…PAUSE… 

 
 
 
 

Society 
Environmental issues 

Green issues 

 
 
 
 

Track Record 
History 

 
 
 
 
 
 
 

R19 

 
 
 
 
 
 
 

Male 

 
 
 
 
 
 
 

30 
 

“They (M&S) have been a foundation for the 
country for years…so very important they 

behave responsibly…” 
 

“I guess...through my father I have always 
known about Marks and because they are so 
well trusted and have do so much for the 

community...like giving back to the community 
after the War and not forgetting the famous one 
penny bazzaars...I like to associate myself with 

such a company...erm...I try and shop there as 
and when I can...yeah but due to the recession 

penny pinching has taken its toll” 

 
  
 
 
 
 
 Community 

 
 
 
 

 
History 

Track Record 
Longevity 
Symbols 

 
R20 

 
Female 

 
25 

 

 
N/A 

 
N/A 

 
N/A 
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R21 
 

 
 
 
 
 
 
 

Female 

 
 
 
 
 
 
 

65 

 
“When I go shopping to Tesco’s I see a 
recycling shelter with huge recycling 

containers encouraging people like me and you 
to recycle and keep our environment green...” 

 
Well Marks and Spencers...I have grown old 
with this brand....Laughs....and I have seen 

them develop into the trusted brand that they are 
recognised for today, so I have no reason not to 

trust them....I don’t under estimate their 
commitments. 

 
 

“The Co-op...im not to familiar with brand...just 
for the fact....we don’t shop there. I do 

know...however....Erm....that they have a strong 
fair-trade policy, which can I can see in their 

adverts and what not...” 
 

“In my opinion and experience with the brand 
they have always excelled and been 

committed to fulfil their obligations to their 
customers...you know...after the war they 

provided soup kitchens to people who needed 
food....PAUSE....so what I am trying to 

say....for me personally they have been the 
longest company who have always exceeded 
expectations. I can imagine that other people 

within my age range are also loyal to Marks and 
Spencer because of their history 

 

 
 
 

Recycling 
 
 
 
 
 
 
 
 
 
 
 
 
 

Fair Trade 
 
 
 
 
 
 
 

Stakeholders 

 
 
 
 
 
 
 
 
 

Longevity 
 
 
 
 
 
 
 
 
 
 
 
 
 

Track Record 
History 
Symbols  

 
R22 

 
Males 

 
46 

“I believe more people have become more 
concerned with issues such as the 

 
Environmental 

 
No link to brand heritage 
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 environment” 
 
 
 

R23 
 

 
 
 

Male 

 
 
 

72 

 
“The true emphasis for these companies is 

profits...” 
 

“Well the Co-op believe in fair trading or 
something of that nature...laughs....” 

 
 

 
 
 

Profits 
Fair Trade 

 
 
 

No link to brand heritage 

 
R24 

 

 
Female 

 
56 

 

 
N/A 

 
N/A 

 
N/A 

 
 
 
 
 
 
 

R25 
 

 
 
 
 
 
 
 

Female  

 
 
 
 
 
 
 
       53 

“Very important M&S is a shop for the older 
generation, including myself...laughs...and I 

think we take stock more of things they do for 
the environment in particular...” 

 
“Marks and Spencer have such a strong 

reputation which they have built over the 
years...I believe they are always participating in 

ethical causes....pause...I think they have 
stayed true to their roots...well my mother 

used to say that they had...laughs” 
 

“Again I always think fair-trade with the Co-
operative...and again if I’m right in thinking 
they were the first supermarket to source its 
own labelled products using fair-trade...and 

sold it to consumers...” 

 
 
 
 

 
 

Environment 
Ethical Causes 

Fair Trade 
 
 
 
 

 
 
 
 
 
 

Core Values 
Track Record 

History 

 
R26 

 

 
Female 

 
71 

“M&S they are always advertising their Plan A 
scheme...in the same way the Co-op have 
always been big on fair-trade and ethical 

buying, they have done this for years....since 
when I was a young girl...so they have 

 
 
 

Plan A 
Fair Trade  

 
 
 

Track Record 
History 
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practised these values for so long, I have no 
reason to distrust these claims...they these two 
brands in particular have never really diverged 
from their promise which is why I trust them..” 

 
“They (Co-op) are a community brand and 

always looks after the community...obviously 
not only here in the UK but also abroad...I 

think this is very commendable...” 
 

“Erm...they (M&S) were always there...helping 
the community... soup kitchens, one penny 

bazaar...you know the famous saying don’t ask 
the price everything’s a penny...but also a friend 
of mine worked for Marks and Spencer and she 
would tell us how they provided canteens for 

employees for a fraction of the price there was 
a food shortage after the war...so they not only 

looked after the community but their 
employees too...and now Plan A...it’s the 

giving back...” 

 

Ethical Buying 
 
 
 
 
 
 

Community 
International Markets 

 
 
 
 
 
 
 

Stakeholder Welfare – 
Employees 

Plan A 
 

Core Values 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Symbols 
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Appendix F 

Evidence of Critical Discourse Analysis: Co-operative and M&S 

 

Appendix E provides examples of the annual reports were analysed. The annual reports were 

scanned by the researcher a number of times, with manual selection of extracts where words, 

phrases, expressions, and metaphors relevant both to CSR and to brand portrayal became 

evident. Coding of phrases and words outlined patterns of occurrences of CSR initiatives 

implemented and highlighted where themes overlapped and where brand-relevant 

commentary was allied to socially responsible statements.  

 

Included in this Appendix are examples across the time period for each organisation are 

provided 

 

 For the Co-operative examples from the 1930s, 1970s and 2000s are provided and 

 For Marks and Spencer examples from the 1940s, 1960s, 1990s and 2000s are also 

included. 
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Evidence of Critical Discourse Analysis: Co-operative 
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Evidence of Critical Discourse Analysis: Marks and Spencer 
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Appendix G 

Original and Modified Version of Fairclough (1989) Ten Questions 

 

 

As stated in Chapter Four, some filtering of the original categories presented by Fairclough 

(1989) was undertaken - for example, whereas Fairclough (1989) originally had ten key 

questions that were applied to text extracts- the researcher refined these and omitted some 

that were less relevant and combined other commentary linking elements of the analysis 

together to ensure more robust explanatory value that could capture depth in terms of text 

values in text production.  
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Modified Outline of Fairclough (1979; 1989 pg. 110 – 130) Description and interpretation stage of CDA 

                                                     Original Ten Questions                                      Modified Version  
Vocabulary 

1- What experiential values do words have? 
a. What classification schemes are drawn upon? 
b. Are there words which are ideologically contested? 
c. Is there rewording or over wording? 
d. What ideologically significant meaning relations  

(synonymy, hyponymy, antonymy)  are there between words? 
2- What relational values do words have? 

a. Are there euphemistic expressions? 
b. Are there markedly formal or informal words? 

3- What expressive values do words have? 
4- What metaphors are used?  

Grammar  

5-  What experiential values do grammatical features have? 
a. What type of process and participant predominate? 
b. Is agency unclear? 
c. Are processes what they seem? 
d. Are nominalisations used? 
e. Are sentences active or passive? 
f. Are sentences positive or negative? 

6- What relational values do grammatical features have? 
a. What modes (declarative, grammatical question, imperative) are used? 
b. Are there important features of relational modality? 
c. Are the pronouns we and you used, and if so, how? 

7- What expressive values do grammatical features have? 
a. Are there important features in expressive modality? 

8- How are simple sentences linked together? 
a. What logical connectors are used? 
b. Are complex sentences characterised by coordination or subordination? 
c. What means are used for referring inside and outside the text? 

Textual Structures 

9- What interactional conventions are used? 
a. Are there ways in which one participant controls the turns of others? 
b. What larger scale structures does the text have?

Vocabulary 

1- What experiential values do words have? 
a. What classification schemes are drawn upon? 
b. Is there rewording or over wording? 
c. What ideologically significant meaning relations  

(synonymy, hyponymy, antonymy)  are there between words? 
2- What relational values do words have? 

a. Are there markedly formal or informal words? 
3- What expressive values do words have? 
4- What metaphors are used? 

 

Grammar 

5-  What experiential values do grammatical features have? 
a. What type of process and participant predominate? 
b. Are sentences active or passive? 
c. Are sentences positive or negative? 

6- What expressive values do grammatical features have? 
a. What modes (declarative, grammatical question, imperative) are 

used? 
b. Are there important features of relational modality? 
c. Are the pronouns we and you used, and if so, how? 

7- What expressive values do grammatical features have? 

 

 

 

 

Textual Structures 

8- What larger scale structures does the text have? 

   Additional Commentary on Discourse 
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Appendix H Application of Faircloughs (1979) CDA 

 

Within several examples of how the modified questions (see Appendix G) were addressed for 

the data analysis of Marks and Spencer and the Co-operative 
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Co-operative 1900 – 1908 

Description 

What experiential values do words have? 

Limited experiential values are apparent within the discourse, during this period. A scarce 
example of an experiential value which is evident within the 1900 discourse is reference to 
the “Indian Famine”  

“Memorandum – “Indian famine – that it be an expression from this meeting that the 
Government of England should do something toward relieving. The distress caused by the 
famine in India.’ 

Also,  

“INDIAN FAMINE – At the last quarterly meeting you voted £1,000 towards the relief 
of the distress caused by the famine in India, and you expressed the opinion that if the 
necessity arose we should contribute a further £1,000 and report to you at the next 
quarterly meeting, we have now to report that having  received another appeal for 
assistance owing to the increased severity of the distress and  the necessity for further 
and prompt help, we decided, in accordance with your wishes, to hand over to the relief 
Fund another sum of £1,000, which action we ask you to formally approve.” 

Whilst, these cues within the text may serve as a way for individuals to relate to the distress 
caused in India – the excerpts also highlight how there was an ‘expression’ that the 
Government should do something to relieve this stress. In addition the final excerpt highlights 
that the board was asked to further contribute to relieve the distress – as a result a further 
£1000 was donated. 

The traces within the text, reported by the producer, create these experiential values with 
several different audiences who may relate to this occurrence – not only would the general 
public reading these annual reports who may remember the event, but also old employees or 
committee members who were present at board meetings.   

What classification schemes are drawn upon? 

Classification schemes explore how the vocabulary is organised within particular discourses. 
Within the Co-operative discourses the classification schemes are strongly apparent; this is 
evident in many ways as follows: 

4. A certain structure is apparent within the annual reports for the co-operative: 
Quarterly meetings were held and reported in the following manner 

i. Agenda; Minutes; Committee Report 
5. Interestingly within the period formal vocabulary was used and only men were 

addressed, for example 
i. Gentlemen – The total sales for thirteen weeks… 

6. Donations which were granted to various charities were clearly structured and bullet 
pointed – Each donation was numbered, the total donated was conveyed and to which 
charity, for example 

7.£21 to the Manchester clinical hospital for women and children. 
8.£5.5s.to the Manchester school for deaf and dumb. 
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9.£5.5s to the Manchester and Salford hospital for skin diseases. 
10. £10.10”s to the Manchester children’s hospital, Pendlebury. 
11. £5.5s, to the Manchester hospital for consumption. 
12. £5.5s to the railway benevolent institution 
13.  

7. Final classification scheme which is apparent within the discourse is the structured 
approach in which the subjects occupy, for example  -  there is a board of senior 
members of staff who address the concerns or issues raised by members of a 
committee – classification schemes relating to power are apparent. 

Is there rewording or over wording? 

No evidence of rewording or over wording apparent within the discourse  

What ideologically significant meaning relations - synonymy, hyponymy, antonymy - 
are there between words? 

No evidence of synonymy, hyponymy, antonymy within the discourse. 

However there is evidence to suggest that the text might draw directly upon meaning 
relations within the discourse type by addressing different positions of employees, for 
example the board, the committee and even by addressing “ Gentlemen” specifically.  

What relational values do words have? 
Are there markedly formal or informal words? 

 
The tone of the text within this report tends to be very formal and structured – perhaps more 
rigid. The text is not inviting for external readers to engage in. This formal language and tone 
within the report conveys how serious the organisation are about conveying the operations of 
the organisation, how decisions have been made. The formal presentation of each quarterly 
meeting is presented with the same structure throughout and the same language is used.  

While the donations to various charities relate to the organisation operating in a socially 
responsible way by engaging in charitable giving/philanthropy – the structured/bullet pointed 
method of conveying such activities and the formality of the language used can convey a 
sense of seriousness and concern towards SR that the organisation perhaps aim to create.  

What expressive values do words have? 

Interestingly within this discourse there is limited evidence of expressive values that 
specifically link to CSR or to brand heritage cues. However when exploring the expressive 
values – it is important to note the social identities and the subject positions individuals 
occupy.  Within the structure of the report it is apparent that there is a board of senior 
members of staff who address the concerns or issues raised by members of a committee.  

What experiential values do grammatical features have? 

No experiential values evident 

What metaphors are used? 

No metaphorical representations were apparent in the analysis of this document. 

What type of process and participant predominate? 
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Declarative sentences are apparent within the discourse.  These are short, precise sentences 
with an aim to create an impact on the reader such as “The distress caused by the famine in 
India.” This particular example of a declarative sentence provides evidence of recognition of 
international CSR towards the famine in India. 

Are the pronouns we and you used, and if so, how? 

Within the text the pronoun ‘we’ is used by the producer. Repetition of the phrase “we have 
now received” and “we decided, in accordance with your wishes, to hand over relief fund” 
throughout the report indicates that the producer is pushing the message that the organisation 
are proactive in contributing to natural disasters by providing funds for its relief – 
highlighting what they have done and that they are proactive in making a difference.  In 
addition reference to “in accordance with your wishes” highlights that the board are listening 
to the committee and take on board their wishes – highlighting togetherness and team work. 
Therefore the use of the word – is very much conveying a We are here, We are listening and 
We are making the changes.   

Strong use of the pronoun ‘you’ is evident within this particular discourse. Examples such as 
“you voted” “you expressed” and “you to formally approve” highlight examples of the 
producer aiming to directly address the reader.  Mention of the pronoun ‘you’ seeks to 
provide a sense of empowerment  and inclusion to stakeholders. 

Are there important features of relational modality? 

When a report is the matter of one participants authority – as the producer has the authority as 
they can determine what is included in the text and how the organisation is represented – 
relational modality is apparent. In comparison to when the features within a text are the 
matter of speakers or writers authority with respect to the truth of a representation of reality – 
expressive modality is present. 

Within this particular discourse expressive modality is present for two reasons: 

1. The features within the text are a matter of several speakers (the board, the committee 
and also the producer) 

2. The writers’ authority is in respect to the truth – a true representation of what went on 
within the meetings – this is backed up with published meeting minutes.   

What larger scale structures does the text have? 

The words within the text collate with behaviours for example, this is what we recognise 
(Famine in India) and this is what you have requested (to donate and contribute £1000) this is 
what we have done (in accordance with your wishes we have contributed £1000).  

Additional Commentary on Discourse 

In the annual report the tone was very formal with a structured reporting format which 
remained consistent with all the quarterly meetings.  

This year there was a strong emphasis on the charitable donations and philanthropy with an 
exhaustive list of donations which were granted – to which charity and within which 
geographic location. Interestingly within this report relationships with external stakeholders 
were not conveyed. 
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CSR activities which were identified within this year include philanthropy, economic 
prosperity, charitable donations within the UK and abroad. 

Only Gentlemen are addressed – which highlights that only men were included within the 
board or the committee. 

Interpretation 
 
Context – What interpretation are participants giving to the situational and inter-
textual contexts? 
 
What's going on?  
 
It is interpreted that within this report the producer aims to communicate the organisations 
commitment to natural causes through the consistent reporting of donations made not only in 
the UK but also abroad – so almost communicating the longevity of their support to 
initiatives. Through this a strong sense of community involvement was clearly articulated – 
whilst it is not a direct involvement - as in the employees within organisation didn’t take time 
out to go and help physically with charities, hospitals and disaster stricken areas. There is 
almost an indirect involvement by which the organisation helped in a monetary way through 
donations. Making references to philanthropy and charitable giving –highlight the 
organisations commitment to social responsibility.  Consistent reporting of economic 
prosperity is also evident. 
 
Note -  
Communications relating to the longevity of supporting socially responsible initiatives may 
be carried out for two reasons – 

1 – To demonstrate to readers that they are not jumping on the CSR bandwagon and 
in fact that they have done this for such a long time 
2 – To communicate ideologies of the brand 
 

Who’s involved? On one hand there is the producer and also members of the board and 
committee who raise issues which are discussed within meetings.  
 
In what relations? In this case the relationships of power enacted within the excerpts, are 
known as hidden types of powers. As the producer can exercise power over consumers in that 
they have sole producing rights and can determine what is involved or excluded in the 
discourse and also the producers can determine how events of the organisation are 
represented. Therefore the power in these situations can work in two ways – 

1- Is that the producer has the power to disguise the power 
2- The producer has the power to constrain content, in order to favour 

interpretations/representations 
 

Discourse types – What discourse type(s) are being drawn upon? 
- What rules, systems, principals of phonology, grammar, sentence, sentence cohesion, 

vocabulary, semantics and pragmatics; and what schemata, frames and scripts? 
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Co-operative 1906 

Description 

What experiential values do words have? 

Experiential values are apparent within the discourse, during this period. A scarce example of 
an experiential value which is evident within the 1906 discourse is reference to the “French 
Mining Disaster” and “S.S Clone Disaster”  

“FRENCH MINING DISASTER 

The unprecedented mining disaster at Courrieres, France, occurred a few days before our 
last general meeting, held at Manchester on March 17th, and you unofficially approved at 

that meeting of a grant of £500 being made by the society towards the relief of the sufferers. 
We accordingly remitted that sum to the Manchester Lord Mayor’s fund, which along with 
other similar funds raised in this country have been applied to that object. We now ask for 

your formal approval of the grant. We may remind you that the disaster was of a most 
appalling character, and over 1,150 lives were lost, thus a very large number of dependants 

have to be provided for. Our donation, which was so promptly made, was greatly 
appreciated, especially by the French Co-operators, who lost a number of their comrades in 

this sad disaster.” 

“S.S “COLNE” DISASTER 

The above steamship, belonging to the port of Goole, foundered off the Dutch coast during a 
severe gale on March 14th last, and out of a crew of 19 men 12 were drowned. Of these, six 

were married, and their widows and families were left un-provided for. A fund was opened in 
Goole to make the necessary provision for the widows and orphans, and about £1,400 was 

raised, towards which we contributed £50. The fund will be administered by a committee, on 
which we have a representative. We ask you to approve the grant of £50.” 

 

Whilst, these cues within the text may serve as a way for individuals to relate to the disasters– 
the excerpts also highlight and present background to each individual incident – therefore it 
can be argued that the producer aims to create experiential values within the text that enable 
individuals to relate to them.  

Reference to We may remind you that the disaster was of a most appalling character, and 
over 1,150 lives were lost, - highlights the significant impact the disaster made – in addition 
“we remind you” can act as a trigger which individuals can relate to – to tap into their 
memories of what happened. Whether people were involved, knew people involved or for 
individuals who heard about this in the media – this excerpt can act as a method whereby 
individuals relate to it.- thus creating an experiential values.  

In addition, the traces within the text, reported by the producer, create these experiential 
values with several different audiences who may relate to this occurrence – not only would 
the general public reading these annual reports who may remember the event, but also old 
employees or committee members who were present at board meetings.   

What classification schemes are drawn upon? 
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Classification schemes explore how the vocabulary is organised within particular discourses. 
Within the Co-operative discourses the classification schemes are strongly apparent; this is 
evident in many ways as follows: 

8. A certain structure is apparent within the annual reports for the co-operative: 
Quarterly meetings were held and reported in the following manner 

i. Agenda; Minutes; Committee Report 
9. Interestingly within the period formal vocabulary was used and men  and women are 

addressed, for example 
i. Ladies and Gentlemen – The total sales for thirteen 

weeks…(economic prosperity) 
10. Donations which were granted to various charities were clearly structured and bullet 

pointed – Each donation was numbered, the total donated was conveyed and to which 
charity, for example 

Resolved - That the following donations be granted out of the Reserve 
Fund;- 

1. £105 to relieve the distress caused through the Wingate Colliery 
disaster 

2. £100 to the Royal Victoria School for the Blind, Newcastle-on-
Tyne, towards clearing off the debt of £900 on the new schools 

3. £50 to the Cardiff Infirmary towards the cost of extending the 
outpatients department (about £1000 required)” 

4.  
11. Final classification scheme which is apparent within the discourse is the structured 

approach in which the subjects occupy, for example -  there is a board of senior 
members of staff who address the concerns or issues raised by members of a 
committee – classification schemes relating to power are apparent. 

Is there rewording or over wording? 

No evidence of rewording or over wording apparent within the discourse  

What ideologically significant meaning relations - synonymy, hyponymy, antonymy - 
are there between words? 

No evidence of synonymy, hyponymy, antonymy within the discourse. There is evidence to 
suggest that the text might draw directly upon meaning relations within the discourse type by 
addressing different positions of employees, for example the board, the committee.  
Furthermore, the producer makes reference to “Our donation, which was so promptly made, 
was greatly appreciated, especially by the French Co-operators…” can act as a cue within 
the text where the producer aims to generate an ideology of a relationship between the UK 
Manchester based Co-operative and the French Co-operators 

 

What relational values do words have? 
Are there markedly formal or informal words? 

 
The tone of the text within this report tends to be very formal and structured – perhaps more 
rigid. The text is not inviting for external readers to engage in. This formal language and tone 
within the report conveys how serious the organisation are about conveying the operations of 
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the organisation, how decisions have been made. The formal presentation of each quarterly 
meeting is presented with the same structure throughout and the same language is used.  

While the donations to various charities relate to the organisation operating in a socially 
responsible way by engaging in charitable giving/philanthropy – the structured/bullet pointed 
method of conveying such activities and the formality of the language used can convey a 
sense of seriousness and concern towards SR that the organisation perhaps aim to create.  

References to both natural disasters are elaborated on with the report – to provide context and 
also most serving as a rationale for donations been granted to this particular initiative – 
perhaps to ensure all committee and board members are in favour of the donation being 
granted. 

An example of when formal words are used is “we now ask for your formal approval of the 
grant” 

What expressive values do words have? 

Interestingly within this discourse there is limited evidence of expressive values that 
specifically link to CSR or to brand heritage cues. However when exploring the expressive 
values – it is important to note the social identities and the subject positions individuals 
occupy.  Within the structure of the report it is apparent that there is a board of senior 
members of staff who address the concerns or issues raised by members of a committee.  

 On a limited basis references to the incidents can act as cues within the text that individuals 
can identify with. 

What metaphors are used? 

No metaphorical representations were apparent in the analysis of this document. 

What type of process and participant predominate? 

Declarative sentences are apparent within the discourse.  In addition short sentences such as “ 
we ask you to approve the grant of £50” 

Are the pronouns we and you used, and if so, how? 

Within the text the pronoun ‘we’ is used by the producer. Repetition of the phrase we now ask 
for your formal approval and “we remind you that” throughout the report indicates that the 
committee members are pushing the board to approve grants for the disasters.  We remind you 
that… acts as a means to highlight the severity of the incidents to the board – therefore 
persuading them to agree to the donation considered suitable by the committee. – An example 
of PERSAUSIVE Language. 

Limited use of the pronoun ‘you’ is used within this discourse. There is however some use of 
the word ‘your’ – perhaps signalling the shift in power – power to the board who will 
authorise or resolve the monetary assistance to the charities. 

Are there important features of relational modality? 

When a report is the matter of one participants authority – as the producer has the authority as 
they can determine what is included in the text and how the organisation is represented – 
relational modality is apparent. In comparison to when the features within a text are the 
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matter of speakers or writers authority with respect to the truth of a representation of reality – 
expressive modality is present. 

Within this particular discourse expressive modality is present for two reasons: 

3. The features within the text are a matter of several speakers (the board, the committee 
and also the producer) 

4. The writers’ authority is in respect to the truth – a true representation of what went on 
within the meetings – this is backed up with published meeting minutes.   

What larger scale structures does the text have? 

The words within the text collate with behaviours for example, this is what we recognise 
(donations to local charities or to disasters abroad) and this is what you have requested, this is 
what we have done (in accordance with your wishes we have contributed £1000).  

Additional Commentary on Discourse 

In the annual report the tone was very formal with a structured reporting format which 
remained consistent with all the quarterly meetings.  

This year there was a strong emphasis on the charitable donations and philanthropy with an 
exhaustive list of donations which were granted – to which charity and within which 
geographic location. Interestingly within this report relationships with external stakeholders 
were not conveyed. 

CSR activities which were identified within this year include philanthropy, economic 
prosperity, charitable donations within the UK and abroad. 

Interpretation 
 
Context – What interpretation are participants giving to the situational and inter-
textual contexts? 
 
What's going on?  
 
It is interpreted that within this report the producer aims to communicate the organisations 
commitment to natural causes through the consistent reporting of donations made not only in 
the UK but also abroad – so almost communicating the longevity of their support to 
initiatives. Through this a strong sense of community involvement was clearly articulated – 
whilst it is not a direct involvement - as in the employees within organisation didn’t take time 
out to go and help physically with charities, hospitals and disaster stricken areas. There is 
almost an indirect involvement by which the organisation helped in a monetary way through 
donations. Making references to philanthropy and charitable giving –highlight the 
organisations commitment to social responsibility.  Consistent reporting of economic 
prosperity is also evident. 
 
Note -  
Communications relating to the longevity of supporting socially responsible initiatives may 
be carried out for two reasons – 

1 – To demonstrate to readers that they are not jumping on the CSR bandwagon and 
in fact that they have done this for such a long time 
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2 – To communicate ideologies of the brand 
 

Who’s involved? On one hand there is the producer and also members of the board and 
committee who raise issues which are discussed within meetings.  
 
In what relations? In this case the relationships of power enacted within the excerpts, are 
known as hidden types of powers. As the producer can exercise power over consumers in that 
they have sole producing rights and can determine what is involved or excluded in the 
discourse and also the producers can determine how events of the organisation are 
represented. Therefore the power in these situations can work in two ways – 

3- Is that the producer has the power to disguise the power 
4- The producer has the power to constrain content, in order to favour 

interpretations/representations 
 

Discourse types – What discourse type(s) are being drawn upon? 
- What rules, systems, principals of phonology, grammar, sentence, sentence cohesion, 

vocabulary, semantics and pragmatics; and what schemata, frames and scripts? 
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Marks and Spencer - 1978 

Description 

What experiential values do words have? 

No apparent experiential values are conveyed within this annual report. 

Is there rewording or over wording? 

The producer attempts to address the audience by over wording certain phrases/words.  
Within the text there is evidence of repetition of the words ‘Our’, ‘We’. The use of the word 
is conveying a message of what management have done for example how the organisation are 
concerned about the social environments in the areas they serve and as a result they support 
policies to protect viable city centres and rehabilitate the urban areas.  See excerpt below – 

“We are concerned with the shopping and social environment in the areas we serve and 
support the national policy to protect viable city centres and to rehabilitate inner urban 
areas” 

This approach reinforces the organisations initiatives for the betterment of the communities in 
which they serve and also the other initiatives in which they support. This reinforcement of 
their SR initiatives strengthens M&S commitment to readers. 

 

What metaphors are used? 

No metaphors are apparent within this year of analysis. 

What ideologically significant meaning relations (synonymy, hyponymy, antonymy) are 
there between words? 

Within the text many synonyms have been used such as: 

- Constructive comments / Criticisms  

What relational values do words have? - Are there markedly formal or informal words? 

The producer states: 

“I thank the members of our staff who are in direct contact with our customers for 
maintaining high standards of courtesy. We value our customers constructive comments and 
criticisms and act on them. We are shopkeepers and our sales depend on satisfying their 
demands. 

I thank the management and staff of our manufacturers for their collaboration. We have the 
support of many efficient and profitable British manufacturers, some of whom have worked 
with us for fifty years or more.” 
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The above excerpts highlight the relationships between the organisation and staff. The use of 
the word I makes the tributes to each stakeholder personal and meaningful therefore these 
relational values highlight and promote the stakeholder relationship and commitment. The 
use of the word ‘collaboration’ coveys a strong relationship - that is built on a mutual 
understanding and also team effort. Relationships with British farmers are also communicated 
within the above excerpt. 

“We have the support of many efficient and profitable British manufacturers, some of whom 
have worked with us for fifty years or more.” 

This conveys a relationship between the organisation and local producers. This excerpt also 
communicates Marks and Spencers social responsibility by only purchasing products that are 
locally sourced – also the producer states fifty years or more – highlight the track record and 
history of the organisation supporting such causes – linking to BH elements.  

The tone within the text appears to be informal. Writing in first person sets the tone of a more 
informal communication for example “I thank the management…”This also enables the 
reader to engage with the text as it appears that the producer is directly addressing the 
audience.  

What expressive values do words have? 

No expressive values within the report were identified or interpreted. 

What type of process and participant predominate? 

Declarative sentences are apparent within the discourse, for example, “we have donated this 
year £638,000 to national and local charities…” – Highlighting how the organisation have 
supported local and national charities.  

What relational values do grammatical features have? 
What modes (declarative, grammatical question, imperative) are used? 

 
Within the excerpts extracted from annual reviews declarative modes were used. The use of 
grammatical questions or imperatives is not used. Therefore declarative modes emphasises 
the producers’ role as a supplier of information, and the addressee’s position is that of a 
receiver of the information being sent.   
 
Are the pronouns we and you used, and if so, how? 

Pronouns such as ‘we’ are used within the excerpts. The use of ‘we’ conveys “we value our 
customers” and “we are concerned.” The use of the word is conveying a message of what 
management have done for example how the organisation are concerned about the social 
environments in the areas they serve and as a result they support policies to protect viable city 
centres and rehabilitate the urban areas.  See excerpt below – 
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“We are concerned with the shopping and social environment in the areas we serve and 
support the national policy to protect viable city centres and to rehabilitate inner urban 
areas” 

Additional 

The producer of the document identifies the audience at different stages, for example general 
reporting on the development and growth of the business is initially done, followed by tribute 
to manufacturers and staff – where the audience is clearly identified. CSR activities which 
were identified from this year’s analysis include – economic prosperity, locally sourced, 
community involvement, legal obligations, philanthropy. 

Interpretation 
 
Context – What interpretation are participants giving to the situational and inter-
textual contexts? 
 
What's going on? Similar to the previous years explored the producer conveys the turnover 
for the year, but clearly states how much was made the previous years, so that the audience 
can establish how much the turnover for the current year has exceeded the year before. The 
producer clearly communicates efforts to locally source products; therefore locally sourcing 
products locally can be linked to the organisation behaving in a socially responsible way.  A 
strong sense of stakeholder involvement and focus on their well being is also clearly 
articulated – again this is addressed by recognition of partnerships and relationships with 
suppliers and employees. In addition, this annual report conveys a relationship with British 
Farmers. The excerpts demonstrate how Marks and Spencer are active in social responsibility 
in variety of ways, ranging from societal considerations, legal, economic, charitable 
donations and to participate in their own private initiatives.  
 
Who’s involved? On one hand there is the producer and on the other hand there are the 
addressees. The addressees in this case, are the mass audience, stakeholder and shareholders. 
In regards to stakeholders, as the producer makes specific references to employees and 
suppliers – when addressing these stakeholders the producer uses words like ‘we’, ‘our’ and 
‘your’ therefore attempting to draw the readers into the text.  
 
In what relations? In this case the relationships of power enacted within the excerpts, are 
known as hidden types of powers. As the producer can exercise power over consumers in that 
they have sole producing rights and can determine what is involved or excluded in the 
discourse and also the producers can determine how events of the organisation are 
represented. Therefore the power in these situations can work in two ways – 

5- Is that the producer has the power to disguise the power 
6- The producer has the power to constrain content, in order to favour 

interpretations/representations 
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Marks and Spencer 2004 

What experiential values do words have? 

The producer clearly outlines the organisations values – “Quality, value, service, innovation 
and trust” – which creates experiential values as it based upon traces and cues within text 
which readers can relate to by tapping into their experiences of how their social world was 
represented.  

What classification schemes are drawn upon? 

Classification schemes represent a particular way of dividing up some aspect of reality which 
is built upon a particular ideological representation of that reality. Within this annual report 
classification schemes are built upon through the producer conveying the organisations  

Vision – “the standard against which all others are measured” 

Mission – “Making aspirational quality accessible to all” and 

Values - “Quality, Values, Service, Innovation and Trust” 

And then the producer outlines examples of initiatives, schemes or procedures within the 
organisation which exemplify those statements above. The classification schemes therefore 
not only illustrate what the organisation are currently doing but also indicates future plans of 
the organisation meeting their mission, vision and values. 

Is there rewording or over wording? 

Within this annual report there is no evidence of rewording or over wording. 
 
What relational values do words have? 

Are there markedly formal or informal words? 
 
Similar to 2002 there are no special tributes to manufacturers and to staff within this report – 
therefore no relational values were created this way. However relational values were 
conveyed by making reference to stakeholders such as the Government. The producer states 
that the organisation has “supported the Government with their five-a-day campaign”. This 
relationship of working together therefore creates relational values within the annual report. 

The tone within the text formal but assertive at the same time – many of the excerpts relating 
to social responsibility start with “we have”, “we maintained”, “we continue” or “we ran 
our…” This particular approach not only emphasises what the organisation has previously 
achieved or done, but also what they continue to do – therefore conveying a sense of 
commitment, dedication and obligation to initiatives. Similarly the text structure relates to the 
past, present and future – again reinforcing the organisations commitment to causes and how 
they are committed and continue to be committed to them by emphasising their future plans.  

What expressive values do words have? 
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There are no distinct expressive values are identified within the text that an audience could 
identify themselves with. Closer interpretations however indicate that audiences may identify 
themselves with programmes or initiatives that the organisation ran, for example Marks and 
Start or the volunteering programmes. 

What metaphors are used? 

No metaphorical representations were apparent in the analysis of this document. 

What type of process and participant predominate? 

Declarative sentences are apparent within the discourse – sentences at times are short, snappy 
and straight to the point. 

Are the pronouns we and you used, and if so, how? 

Within the text the pronoun ‘we’ is used by the producer. Within this year the use of the 
pronoun ‘we’ is used to highlight what the organisation are doing in relation to CSR and what 
they have achieved. As earlier stated such as we have”, “we maintained”, “we continue” or 
“we ran our…” emphasises what the organisation has previously achieved or done, but also 
what they continue to do – therefore conveying a sense of commitment, dedication and 
obligation to initiatives. Rather than the “we” being an inclusive we which includes the 
reader – the word we is used only to highlight what Marks and Spencer have done – therefore 
perhaps creating a divide between the reader and organisation within the text. 

Pronouns such as you were not used within the annual report.  

Are there important features of relational modality? 

As the report is a matter of one participants authority – as the producer has the authority as 
they can determine what is included in the text and how the organisation is represented – 
relational modality is apparent.  

What larger scale structures does the text have? 

The text structure within the report collates with behaviours for example, this is what we 
recognise and this is what we aim to do, this is what we have done. For example, the 
producer acknowledges the challenges that the organisation will face in the year ahead and 
then the producer states what the organisation will do to combat these challenges.  

Interestingly within the annual report the producer uses phrases such as “we have a strong 
tradition of corporate social responsibility”– this link between Marks and Spencer and CSR 
highlights the commitment of the brand towards CSR over time – again this provides an 
example of how the producer conveys the organisations brand trail within documents – 
therefore forming the organisations brand heritage (relating to track record and history). 

Within the report the producer makes the following statement – 
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“CSR is important to us in two ways: it allows us to respond to opportunities to differentiate 
ourselves from competitors; and to identify the risks of failing to meet the expectations of our 
customers and wider society.” 

 The above excerpt interestingly states why CSR is important to the organisation. It can be 
argued that much consumer cynicism escalated within the 2000s especially when the media is 
so stringent towards organisations and their claims of behaving in a socially responsible way.  
Therefore the excerpt almost justifies why the organisation chooses to behave in a socially 
responsible way to the audience.  

Additional Commentary on Discourse 

Within this annual report the producer was keen to convey the organisation’s mission/vision 
and values without making any particular reference to how they link to how the organisation 
operates or how they are integrated within procedures or processes within the organisation.  

The text structures within the report highlight what the organisation have done in relation to 
CSR, and how they have maintained their support to causes such as animal welfare and 
Friends of the Earth. Reference is made to the past, present and the future. Within this year 
the producer didn’t create a sense of a collective shared experience within the text which 
readers could perhaps relate to.  

Brand heritage elements are built within the report by the producer – this is done by 
highlighting the values of the organisation, stating what the organisation has previously done 
and also looking to the future. This relates to the track record and history elements of brand 
heritage stated by Urde (2007). 

CSR activities include – economic prosperity- highlighting profits made, stakeholder 
involvement, and private initiatives towards specific causes, legal obligations, community 
involvement, animal welfare and philanthropy. More importantly – an additional property of 
CSR emerged from the interpretations within this year – accountability and transparency. 
Within the report the producer states  

“In our first full CSR report published on our website we explain in much detail how our 
global sourcing principles commit us to sourcing goods ethically and how we are working 
with suppliers to spread good practice further down the supply chain.” 

This excerpt above highlights that the organisation are open about their CSR policies and 
practices and have addressed the needs of stakeholders who may require a more detailed 
account of their information.  

Interpretation 
 
Context – What interpretation are participants giving to the situational and inter-
textual contexts? 
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What's going on?  
 
Within this year it is apparent that the producer is trying convey to readers that the 
organisation are actively involved in social responsibility and that M&S have always been 
participating in CSR – therefore it has been important to the organisation for many years. 
Future plans are also outlined within the report, again highlighting the organisations 
continuous support to causes such as their Marks and Start program, working with 
stakeholders and also sustainable sourcing of produce.  
 
External recognition of the organisations efforts towards CSR is also outlined within the 
document – here the producer states rankings and the awards the organisation have won. This 
illustrating perhaps the competitive side of M&S – as these achievements and rankings which 
are better than competitors convey how the organisations efforts to CSR has differentiated 
them from other brands.   
 
Who’s involved? On one hand there is the producer and on the other hand there are the 
addressees. The addressees in this case, are the mass audience, stakeholder and shareholders.  
 
In what relations? In this case the relationships of power enacted within the excerpts, are 
known as hidden types of powers. As the producer can exercise power over consumers in that 
they have sole producing rights and can determine what is involved or excluded in the 
discourse and also the producers can determine how events of the organisation are 
represented. Therefore the power in these situations can work in two ways – 

7- Is that the producer has the power to disguise the power 
8- The producer has the power to constrain content, in order to favour 

interpretations/representations 
 
What's the role of language?  

The tone within the text formal but assertive at the same time – many of the excerpts relating 
to social responsibility start with “we have”, “we maintained”, “we continue” or “we ran 
our…” This particular approach not only emphasises what the organisation has previously 
achieved or done, but also what they continue to do – therefore conveying a sense of 
commitment. 
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Appendix I 

Internal Company Discourse - Magazine 

 

As stated in Section 7.6 internal magazines were analysed for M&S and the Co-op, as part of 

the researcher’s recognition of the need for comparability of textual format in an ideal 

discourse analysis. However, due to the degree of complexity that multiple textual formats 

would generate and overall space restrictions in reporting of findings data from internal 

company magazines were excluded as core communicative events from the investigation. 

Within this appendix is an example of the analysis carried out for the internal company 

magazines. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

385 
 



 

Marks and Spencer: Discourse Excerpts 

                  Below are excerpts extracted from On Your Marks - 2000 

January (Excerpts) 

“Children’s Promise; An Incredible £14.5 million has been raised so far for Children’s 
Promise - The fund received a further boost by viewers of the BBC’s marathon millennium 
celebration programme 2000 Today. People from around the country rang to pledge their own 
New Year present to help children facing abuse, neglect, poverty or homelessness. It’s still 
not too late to give, and a free phone number will be open throughout January so that further 
donations can be made. The number is 0800 106010” 

‘’WORKING PARTNERS - 14-16 year old pupils are being given a head start in the 
employment market by taking part in the Hayes and West Drayton work-related learning 
project. 

M&S has got together with British Airways and BAA to put together a two-year programme 
for the students - who would normally opt out of more academic courses - to learn IT, 
problem solving, teamwork and communication skills.  

Training takes place on the companies premises and includes developing interview 
techniques. Said Dominic Maher, personnel manager of Hayes DC: ’’As sponsors of the 
scheme, it raises our profile within the community and is a great way to establish links with 
local secondary schools from where we will recruit many of our future employees. 

 The students have done some fantastic work within the DC, including shooting a video 
which we will be able to use for recruitment. 

The projects really boost their confidence and prepare them for the world of work.’’ 

‘’BACK TO NATURE - A nature reserve is better off to the tune of £7,100 as a result of 
hanger recycling at Birmingham Store. 

Staff donated the money to Sandwell Valley nature reserve, which organises educational day 
trips for children in the region. Deputy supervisor Beverley Thompson said: ’’We chose it 
because it is an environmental charity doing a great job.’’ Now the store plans to display 
posters about the nature reserve to show customers how useful hanger recycling can be.’’ 

‘’SCHOOL IN SONG - Birmingham store staff have been keeping Children’s Promise 
in the public eye with two successful fund raising events. 

Assistant manager Clare Benford and trainee financial manager Matthew Moxon led a team 
of colleagues who organised a heart-warming children’s concert at the city’s Alexandra 
Theatre. 

Eleven schools took part, including Abberley Hall School, which features on the Voices of 
Promise CD, and the even raised £1,290. Of that, £445 was raised on the night, through 

386 
 



 

donations for programmes collected from the audience by some of the pupils and the sale of 
Children’s Promise badges and pens.’’  

‘’HEART OF THE COMMUNITY; Support for a greener future - Each year we donate 
around £200,000 to projects that protect the environment for future generations. In 
addition we give £330,000 to the hanger recycling scheme. 

Environmental volunteers are working up and down the country to conserve our natural 
heritage and our cash goes to support a range of projects throughout the UK. Said Liz Fallon, 
assistant manager community involvement: ’’We sponsor programmes in both urban and 
rural areas and encourage schemes that make positive use of neglected environments and 
enable young people to think green. We also favour projects that provide information about 
environmental issues.’’ 

‘’One of the environmental organisations we support is Trees for Life - a Scottish 
charity working to bring the Caledonian Forest back to life.’’ 

‘’GREEN FOR GO - Stores will soon be cracking the Greencode to help our work on 
environmental issues. 

Initially launched in 12 stores this unique computerised system will be used to record 
environmental data. The programme was developed with the help of The University of 
Strathclyde and Glasgow and will be rolled out to 100 stores later this year. Staff will get full 
training.’’ 

‘’Children first - Staff around the country pushed the boat out for the final month of 
Children’s Promise fund-raising.’’ 

‘’Fund-raising for children is the theme of this month’s round-up.’’ 

‘’RAISING £££S FOR DIABETES - Dundee staff and their children took to the catwalk 
to raise money for DADDY (Dundee and District Diabetic Youngsters). The fashion 
show - complete with side stalls - raised £1,500 for charity.’’ 

Marks and Spencer April Edition (Excerpts) 

‘’Our Vision - To be the most trusted retailer wherever we trade, by delivering leading 
standards of products, services and behaviour to our customers, communities and each 
other.’’ 

‘’A brand to be proud of; Leading standards - it’s not just changing our ticketing or 
wearing a new uniform, its about changing the entire behaviour towards our customers 
and each other. 

Over the last year we have been working towards the relaunch of the Marks & Spencer 
brand. 
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We first talked about this during Clear View in October when we discussed the importance of 
having a strong brand and how, in recent years, we have taken our brand values of ’’Quality, 
Value and service’’ for granted. The Clear View session also explained to us how we will 
rebuild our customers’ belief and trust in us, not just by altering the way we look but by 
changing our behaviour to focus on our customers and provide leading standards in 
everything we do.’’ 

‘’Over the last few years our brand values of quality, value and service has been taken for 
granted and we are now working to recapture and build on our customers’ belief and trust in 
our brand. 

Our Commitment to leading standards in quality, service and value. 

ST MICHAEL PROMISE’’ 

‘’For you and the planet - We are the first major retailer on the high street to launch a 
collection of organic cotton clothing.  

Since the success of our organic food range, we have gone one step further with the 
introduction of this stylish clothing collection for all the family in 10 stores. 

Made from 100 per cent organically grown cotton, the range includes ladies’ formal and 
casual wear, nightwear and lingerie: men’s shirts, nightwear and underwear and children’s 
nightwear and underwear.’’ 

‘’Where can I find organic cotton? - Organic cotton is available in selected ranges of 
women’s clothing, men’s shirts and men’s, women’s and children’s underwear and 
nightwear.’’ 

‘’PACKAGING STRIPS OFF - We are stripping transit packaging to a bare minimum 
resulting in savings of 5,000 tonnes of waste each year.’’ 

‘’PLEDGE TO PUSH RECYCLING - Food group has set tough targets for switching to 
recycled packaging. 

Although our food packaging looks good enough to eat, only 50 per cent is made from 
recycled cardboard. This is set for a dramatic increase to all packaging that does not come 
into direct contact with food.  

Said environmental affairs manager Rowland Hill, ‘’Much of the packaging that we currently 
use, such as aluminium cans and glass bottles, is already made from recycled materials. 
However, using recycled cardboard is more of a challenge as it is not a strong and is not 
always easy to print on, but we are working with our suppliers to develop suitable recycled 
boards which will be used for food packaging. 

To pass this message onto our customers, we have introduced special symbols both on our 
card and plastic bottles to highlight that recycled materials have been used or that the item 
can be recycled. 

388 
 



 

Rowland said, ‘’This will clearly show to customers that we are committed to helping the 
environment.’’ 

‘’IN THE COMMUNITY - Cambridge store, like so many others, is generous in its 
support of charities. 

There are strong links with a local (Milton) children’s hospice and £1,000 from the hanger 
recycling fund was recently donated to Mencap. Perhaps the most cruel way to collect 
donations is the weekly weigh-in. Fines are 50 pence if you put weight on…and 20 pence if 
you haven’t! Cambridge also has strong links with Addenbrookes Hospital. Staff help 
patients who need colostomy bags to choose underwear and other clothing that can be worn 
with comfort and confidence. M&S staff have also been trained to give advice on clothing for 
customers who have had breast surgery. Advisers help in store and have given talks at local 
WI groups.’’ 

‘’This month we launch the Marks & Spencer Volunteer Awards to recognise your 
enormous contribution to the community and we show examples of the kind of stories 
the judges will be looking for.’’ 

‘’MOST COMMITTED FUNDRAISING GROUP - Staff from Norwich have raised an 
incredible £45,000 for charity in the last two years.’’ 

‘’UPDATE ON YOUR FUNDRAISING EFFORTS - A fun day, quiz night and raffles at 
Aylesbury store raised £2,850 for Stoke Mandeville Hospital. The money will buy a 
saturation monitor for the special care baby unit.  

Staff from Romford store raised £3,460 for a charity which provides accommodation for 
families visiting sick children in Evelina Children’s Hospital in central London. The Evelina 
Family Trust was chosen as it supported sales adviser Jean Denny’s family when her 
grandson was ill. 

Deal store made local school children’s day by organising a non-uniform event which raised 
over £1,200 for Children’s Promise.  

A Helping Hands Award of £250 has gone to the King’s Lynn and Wisbech Samaritans to 
fund a publicity campaign to attract new volunteers.  

Sales adviser Ann Hornby, who has been involved with the branch for eight years, nominated 
them. 

When a group from Head Office Premises at Baker Street set to work fundraising, they got 
more than chicken feed. With matching funds, £5,200 was raised through raffle and race 
nights for the Chicken Shed Theatre Company towards the next production of Oh What A 
Lovely War.’’ 

Application of CDA on M&S Magazines 

Description 
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What experiential values do words have? 

Experiential values in relation to CSR are formed within the text, for example the producer 
outlines several initiatives which the organisations have supported or have participated in, 
such as community projects. These traces in text which illustrate the producers experience of 
natural or social world which can also be shared with readers who also may have experienced 
such initiative.  

Is there rewording or over wording? 

Interpretations show that the word community is used several times throughout 
Jan/April/August magazines perhaps conveying and enforcing the organisations commitment 
to local communities. 

Within the April magazine there was over wording of the core values of the organisation and 
their brand values – i.e. “Our brand values of Quality, Values and Service” Is over worded 
within this magazine.  This therefore highlighting the significance of Marks and Spencer’s 
traditions and that the organisation still values and sees these strengths as essential to the 
brand – or even that is these traditions are still central to how the organisation is run. Also it 
can be interpreted that this is an alternative way of expressing the organisations heritage is of 
paramount importance – as readers can perhaps engage with such words and identify that the 
organisation does stand for such values as a result of personal experiences with the brand.  

What ideologically significant meaning relations - synonymy, hyponymy, antonymy - 
are there between words? 

Within the text many synonyms have been used such as: 

- Co-operation and team work  
- Staff and employee 

What classification schemes are drawn upon? 

Classification schemes represent a particular way of dividing up some aspect of reality which 
is built upon a particular ideological representation of that reality. Within this annual report 
classification schemes are built upon through the producer conveying the organisations  

- Values - “Quality, Values, Service, Innovation and Trust” 

And then the producer outlines examples of initiatives, schemes or procedures within the 
organisation which exemplify the statement above. The classification schemes therefore not 
only illustrate what the organisation are currently doing but also indicates future plans of the 
organisation meeting their mission, vision and values. 

What relational values do words have? 
Are there markedly formal or informal words? 
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The tone of the text within the magazine is informal.  Within the magazines there are short 
statements which leave an impact with the readers. References to how much money the 
organisation has raised sometimes is left in a bold font – again reinforcing how much money 
the organisation has raised for local charities or private initiatives which they support. In 
comparison to other years, the magazine makes reference to “we” and “our” while in earlier 
magazines the producer always stated M&S has achieved… this later integration of “we and 
our” gives a sense of inclusion for the reader. 
 
Relationships are formed within the text through a variety of ways. Within the excerpts 
relation values are conveyed by the producer by specifically naming some organisations and 
key stakeholders that the organisations liaise with and work closely with. A statement such as 
“together with our suppliers we have started…” highlights how the organisation works 
closely with their suppliers. In addition, relational values are created internationally – with 
work socially responsible activities being carried out abroad i.e. France, Netherlands, and 
New York.  

Relational values are also expressed by allowing Deputy Supervisors/technologists to report 
their expert opinions within the report – while this at times can provide a more formal tone – 
however it does provide a realistic tone – in the sense that by getting an expert opinion it 
provides a more sense of reality of what the organisation are doing – rather than the 
organisation presenting their views which can perhaps at times be perceived as biased.  

What expressive values do words have? 

The producer states – 

“Brand values of Quality, Value and Service” therefore expressive values are created within 
the text as readers/audiences may be able to associate with the values of the organisation. In 
addition to this, closer interpretations indicate that audiences may also identify themselves 
with programmes or initiatives that the organisation ran. 

What type of process and participant predominate? 

Declarative sentences are apparent within the discourse. Also short definitive statements are 
used.  

Are the pronouns we and you used, and if so, how? 

Before April 2000 – No pronouns were used. 

Within the text the pronoun ‘we’ is used by the producer – from April 2000. Repetition of the 
phrase “we have” throughout the report indicates that the producer is pushing the message 
that the organisation are proactive in making the necessary changes to rebuild relationships 
with customers – highlighting what they have done. Therefore the use of the word – is very 
much conveying a We are here, We are listening and We are making the changes.  Pronouns 
such as you were not used within the annual report.  
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Are there important features of relational modality? 

As the report is a matter of one participants authority – as the producer has the authority as 
they can determine what is included in the text and how the organisation is represented – 
relational modality is apparent.  

What larger scale structures does the text have? 

The words within the text collate with behaviours for example, this is what we recognise and 
this is what we aim to do, this is what we have done and this is where they money raised will 
be spent, providing insights to the reader of the achievements of other colleagues, while also 
communicating the difference that they have made within the community.  

Additional Commentary on Discourse 

The producer within magazines communicates a strong community involvement focus within 
each month. Shorter reporting of CSR activities communicated within the magazines 
providing a brief and quick summary and highlights of the other stores. The repetition of the 
brand values in the April edition illustrates that the organisation now making conscious 
efforts to rebuild or re-communicate them in order to connect with the employees. Short bold 
catchy headings are used in order to catch the readers attention while providing a short 
snippet of what is to be anticipated within the report. 

Significant differences to annual reports emerge from the reporting, they are as follows: 

- Different tone and language used 
- Reporting is much more detailed in annual reports 
- Reporting of wider CSR issues are reported in AR 
- Within the magazines expert opinions/store managers/ head of charities which M&S 

are involved with comment on the donations made – perhaps providing more of a 
sense of reality/truth to the article/reporting 

CSR activities which were identified within this year include philanthropy, private initiatives, 
community involvement and environmental issues. 

The text structures within the report highlight what each stores have done in relation to CSR, 
and how they have maintained their support to causes, reporting on how members of staff 
have continued to run races over three years highlight their commitment to support such 
causes. Reference is made to individual stores and employee’s names are mentioned – 
perhaps giving them a sense of achievement or praise. 

Brand heritage elements are built within the report by the producer – this is done by 
highlighting the values of the organisation, stating what the organisation has previously done 
and also looking to the future. This relates to the track record and history elements of brand 
heritage stated by Urde (2007). 

Interpretation 
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Context – What interpretation are participants giving to the situational and inter-
textual contexts? 
 
What's going on?  
 
Several activities are apparent throughout the magazines –  
 
1- An announcement is made calling on readers (employees) to donate to the Children’s 

Promise initiative. The short article states how much money has been raised, what the 
money will be used for and finally ending by informing readers that it is not too late to 
donate – a number is provided for people who want to donate. 

2- Different activities are reported from different stores – informing readers of what other 
members of staff have been doing within the community to raise money – i.e. “School in 
song – Birmingham store staff have been keeping Children’s Promise in the public eye 
with two successful fund raising events….” 

 
3- Working with stakeholders to provide programmes to the public i.e. students are 

communicated – this differs from bullet point two – whereas here the organisation 
reports what they are doing at head office, while other activities are in relation to what 
individual stores are doing.  

4- Particularly within the April magazine – the activity which is present is communicating 
the organisational brand values to employees.  

5- Employee recognition awards are communicated – in order to recognise their individual 
contributions to the community – perhaps acting as a way to encourage or motivate other 
employees. 

6- Employee stories are communicated and why causes are important to them for example 
“Be Breast Aware” campaign was a central focus for one store as the driving force was 
that some members of staff were diagnosed with breast cancer. – strong justifications and 
reasoning to why certain charities were chosen was apparent within the magazines. 

 
Through this a strong sense of community and employee encouragement was clearly 
articulated. Making references to community projects –highlight the organisations 
commitment to social responsibility.  
 
Who’s involved?  

- On one hand there is the producer (being the organisation) and on the other hand 
there are the addressees. The addressees in this case, are employees and their 
families. 

- Depending on the activity type – members of staff will be involved in fundraising 
events and the local communities which attend and participate. In these cases shop 
floor staff are involved and also store managers. 
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- Charities  and environmental organisations are involved within events  - who are 
furthermore the beneficiaries as raised funds will go to the charity and aid further 
projects/equipment 

 
In what relations 

-  In this case the relationships of power enacted within the excerpts, are known as 
hidden types of powers. As the producer can exercise power over the employees - in 
that they have sole producing rights and can determine what is involved or excluded 
in the discourse and also the producers can determine how events of the organisation 
are represented. Therefore the power in these situations can work in two ways – 

9- Is that the producer has the power to disguise the power 
10- The producer has the power to constrain content, in order to favour 

interpretations/representations 
- Within the magazines many stakeholders are prescribed to speak – 

 Chairman   
Context – Reporter informing readers about the Chairman receiving knighthood. Within the 
report the chairman comments, the language used by the chairman is formal, short and 
concise. 

 Employees 
• /Marketing Managers/Store Managers/ Assistant 

Managers/Financial Managers 
The tone used by employees is of a casual tone, in some cases informing readers why certain 
charities are supported and how these charities will benefit. 

 Stakeholders – Charities/Institutions/Environmental Stakeholders 
• Within these organisations – Deputy 

supervisors/managers/Assistant managers 
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