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Background:  
In this highly competitive world countries are working hard to brand 
themselves by creating positive image of their country to attract 
world’s share of business, investment, tourism, students, events etc. 
There are many factors involved to create soft image of a country like 
environment, people, tourism, business, governance, politics and 
others. But one factor, which countries are implementing but not 
considering as a part of country’s branding strategy that is Corporate 
Social Responsibility (CSR). CSR is about considering social 
responsibility for workforce, society and environment by corporate 
sector/companies.  
 
Purpose:  
The purpose of our thesis to focus on relationship between CSR and 
country branding that how CSR helps to create soft image of a 
country and become part of country’s branding strategy. We also 
investigated the case of Pakistan that how CSR can play a role in 
branding Pakistan by the help of corporate sector in close 
collaboration with government.  
 
Methods:  
On the basis of our research area we used qualitative approach. The 
secondary data have been collected through literature review of 
research papers, magazines, websites and books. The primary data 
have been collected by conducting interviews and considering 
Sweden as case.  
 
Result/output:  
As a result of our research we have presented a model of relationship 
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between CSR and country branding in general. Then we also 
presented a customize model for Pakistan.  
 
Conclusion and Recommendations:  
We have interpreted and analyzed the collected data together with 
theories and thereafter drawn the conclusion that CSR is successfully 
adopted by many countries but not considered as part of country’s 
branding strategy. As it is having vital role in creating soft image of a 
country by having positive impact on society and environment, so it 
should be a part of country’s branding program. To achieve this 
target, close collaboration of government and corporate sector is 
necessary. Pakistan’s corporate sector also needs to have 
collaboration with government to effectively implement the CSR 
program in the country. 
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Chapter Abstract: 
In this competitive world countries are working hard to brand them by creating positive 

image of their country. There are many factors involved in the branding of a country like 

Governance, Tourism, Investment, and People etc. There is one more factor, which 

countries are implementing but not considering as a part of country’s branding that is 

corporate social responsibility. In our research we are focusing on CSR and exploring its 

relationship with branding of a country. So the objective of our research is to identify the 

role of CSR on the branding of a country.  

In our outcome we will recommend a general model for countries regarding role of CSR 

on branding of country and then provide a customize model for Pakistan. For this purpose 

we are conducting interviews and also taking Sweden as case study to prove our 

hypothesis.  

We are trying our best to conduct research work and prepare a comprehensive report, but 

due to time and cost limitations we cannot do our research in detail, which can lower down 

quality of our work.   
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1.1 Background 
In this competitive globalize world, each country has to compete with others for having its 
share of the world's wealth, talent, and attention. This competitiveness cannot be achieved 
only by governing a country in traditional way. But countries need to promote themselves 
in a way that they get the attention of people and attract them for tourism, investment, 
studies and events. So the proper branding of a country/nation is very vital to create 
positive positioning and soft image. Country branding can be define as as “branding (a 
nation) is the process of designing, planning and communicating the name and the identity, 
in order to build or manage the reputation of a country.” (Simon Anholt, 2005). 
 
There are many factors involved in the branding of a country. Each government has some 
unique propositions to position their country in the world as an attractive brand. According 
to Simon Anholt hexagon of six aspects which shape a nation brand are Tourism, Export, 
Governance, People, Investment & Immigration, and Culture (Simon Anholt, 2005).  
 
We focused on one factor, which can be a part of whole country branding strategy for any 
country. That factor is corporate social responsibility (CSR), which is directly related to 
corporate sector. As today companies in the global market are expected to assume 
responsibility for the impact of their activities on society in ethical, social and 
environmental terms. So CSR has become a “vital tool in promoting and improving the 
public image of some of the world’s largest corporation” (Christian Aid, 2004). CSR also 
refers to the continuing commitment by business to behave ethically to improve the quality 
of the life of the workforce and the families as well as the local community and society at 
large (Worthington, Ram & Jones, 2003). So it is about being responsible for the 
environment and well being of people, as according to European Commissions definition 
CSR is a concept whereby companies integrate social and environmental concerns in their 
business operations and in their interaction with their stakeholders on a voluntary basis 
(Commission of the European Communities, 2001).  
 
Sweden is also one of the countries, which are proactive to brand themselves by using 
different factors. Environment is one of the key factors, which created positive positioning 
of Sweden, and it included in the list of top country brands of the world (Future Brand, 
New York 2007). Also the standard of living played a vital role in branding of Sweden.  
 
1.1.1 Corporate sector and government  
The relationship between companies and government increase the capacity of a country to 
act and impact on social and environment issues. The implementation of CSR by 
companies can help to achieve environmental sustainability and human wellbeing to create 
the soft image of a country. So government has significance driving importance in a 
country’s branding, As Simon Anholt has noted in his research that Public diplomacy is 
now recognized as a vital component of nation branding, because the state department is in 
charge of marketing the nation in most of the countries. (Malcolm S, 2004) For the same 
reason, the process must be led at the highest level of government, and have the personal 
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endorsement of the 'Chief Executive', whether this is the Prime Minister, President, 
Monarch or Mayor (Place Branding, Place Brands). 
But whether it is corporations’ or government’s responsibility, or whether one is against or 
for CSR, it is important to stress out today’s corporate power. The governance must 
involve a balance between economical & social goals and individual & communal goals. 
The governance aim is to follow the interests of the individuals, the society, and the 
corporation (McIntosh et al., 1998).  So, Corporations and government’s corporate social 
responsibility are both extremely important to a country and it is not a natural thing to 
separate them. 
 
1.1.2 CSR and branding of Country: The Sweden’s Case  

Corporate Social Responsibility is very much recognized and being accepted activity in 
Sweden by companies and it is making environment and people’s living healthier. Swedish 
government is also helping out companies to achieve all this. The country brand index 
report of 2007 shows that clean environment and people wellbeing is creating a soft image 
of Sweden in international community and taking in the top ten nation brands of the world 
(Future Brand, 2007). So far Swedish Institute has taken initiatives to aware Swedish 
companies about importance of CSR and trying to implement it in the country. So they 
started a particular program called Swedish Institute Management Program to have a close 
cooperation with Swedish enterprise in close collaboration with the Swedish Trade Council 
and the Invest in Sweden Agency (Bjering Åsa, S 2007).  
 
The Swedish trade council helps Swedish corporations to grow internationally in order to 
promote the brand image of Sweden. Sweden is almost universally admired, and its brand 
image boasts a rare combination of stable and responsible governance, honest and 
trustworthy people, successful cultural exports, a prime location for investment, and yet 
isn’t seen as boring or predictable, but young and dynamic (Ulf Berg, Sweden 2007). So 
others countries can also achieve good results by implementing CSR in their corporate 
sector like Sweden.  
  
1.2  Problem discussion 
As CSR has direct impact on people well being and healthy environment and these two 
factors are important in creating positive image of a country. So in this way CSR is having 
an impact on the branding of a country. But CSR is never being considered as one of the 
factors for creating positive image of a country. So we are focusing on CSR and presenting 
it as part of the any country’s branding strategy. The Pakistan is one of the examples of a 
country which never considered CSR as an important factor for country’s branding. So 
there is a need to propose a model and recommendations for Pakistan to take into account 
while making plan for branding the country. There is also a need of cooperation between 
government and corporate to implement CSR in country and align the agenda of 
government with corporate sector for branding of country. To achieve fruitful results in 
implementing CSR aligned with country positive image, communication between public 
and private sector is necessary. 
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1.3  Research questions  
Following are research questions that need to be addressed during the thesis.  
1. How CSR can play a role in creating positive positioning in branding of a country?  
2. How CSR is creating positive impact in the branding of Sweden?  
3. How CSR can have positive impact in the branding of Pakistan?  
 
1.4  Aim and objectives  
The research aims are exploring and discussing impact of CSR in the branding of a country 
by taking Sweden as a successful case. We will examine and compare how Corporate 
Social Responsibility helps the countries to develop its good image by taking Sweden as a 
case. This aim could be achieved by following objectives:  

 To identify how CSR is helping to improve the environment and well being of 
people in the country.  

 To identify CSR as a way of corporate sector’s contribution towards branding of 
country.  

 To identify that how government have a key role in portraying the image of 
country.  

 To identify the significance of public private sector collaboration towards the 
implementation of CSR for country branding  

 
1.5  Type of research 
This is inductive research, in which we explore and study about the impact of CSR on 
branding of a country. A new theoretical model will be presented to describe the 
relationship of CSR and country branding through different factors.  
 
1.6  Outcome 
In our outcome we will present a model of relationship between CSR and country branding 
in general and also specific for Pakistan. Then we give recommendation and suggestions 
on how to implement CSR in country in way that it becomes a part of countries branding 
strategy. 
 
 
1.7  Thesis composition 

Our research work contains different stages, each stage have its own importance and we 
have given prime focus to all stages specially analysis and recommendation phase to make 
our thesis more credible. Stages of our thesis are as following: 
 
Stage 1: All the intensive literature review is done in this initial stage. We also worked on 
clarity of our topic and narrow it down to focused area. 
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Stage 2: In this stage we worked on theoretical frame work and conducted research by 
taking Sweden as case for our topic. Then we conducted interviews from different 
executives from Sweden, Pakistan and other places. 
 
Stage 3: On the basis of analysis we did on the primary data we got from interviews and 
case study. Then we will proposed recommendation and suggestions on the basis of our 
analysis on CSR and country branding in general and customized for Pakistan.       
 
Summary: 
To brand a nation/country there are some factors to work on. In our thesis we are focusing 
CSR as one of the contributing factor of a country branding. This chapter is telling us the 
objectives and research questions and structure of our thesis. In next chapter we will 
discuss about research methodology we used in our research.  
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Abstract: 
This is inductive research, in which we explore and study about the impact of CSR on 
branding of a country. A new theoretical model will be presented to describe the 
relationship of CSR and country branding through different factors. The research will build 
on existing literature and interviews, as well as taking Sweden as a case to prove our thesis 
about the impact of CSR on country branding. A detailed and comprehensive literature 
survey will be carried to investigate the state of research in CSR and country branding 
from books, articles, papers etc. So a qualitative research methodology will be used to 
conduct the research. We conduct interviews as a source of primary data, through these 
interviews we get important qualitative or may be quantitative analysis from industry and 
government officials about our theory of relationship between CSR and branding of a 
country. Thesis interview will be mostly conducted from Pakistan and Sweden. The study 
of Sweden’s case will provide us information about how Swedish Government and 
Companies are successfully branding their country by implementation of CSR. On the 
basis of theses interviews and Sweden’s case findings we will propose a general model on 
CSR impact on country branding and customize recommendations for Pakistan.  
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There are three parts in writing a thesis that the writer must acknowledged. The first part is 
planning, second part consists of collecting the relevant information and the last part is 
analyzing the collected information (Hartman, 2004). There are several ways of collecting 
information and data. The suitability of methods depends upon the research interests. 
 
2.1 Scientific Methods 
There are both methods quantitative and qualitative are used in this study. The preference 
depends upon the interest and goal of a researcher. The qualitative approach can be 
described as “Qualitative research involves an interpretative, naturalistic approach to the 
world. This means that qualitative researchers study things in their natural settings, 
attempting to make sense of or to interpret phenomena in terms of the meanings people 
bring to them” (Denzin & Lincoln, 2003 cited in Flick, 2006). “Qualitative research is 
about producing and analyzing texts, such as transcripts of interviews or field notes” 
(Flick, 2006). Qualitative research is taken from interviews, observations and existing 
documents (Miles & Huberman, 1994 cited in Flick, 2006). Qualitative research deals with 
many ideas but the main objective is to find meanings and interpretations (Widerberg, 
2002). 
 
On the other side if the aim is to find out the complete view of the investigated 
phenomenon, then quantitative methods are used. This method distributes the data in the 
numbers, graphs, tables and other measuring tools (Hartman, 2004).  A quantitative 
research is done on the large population and it is said more objective while qualitative 
research is done on the small population  (Sample) and is said more subjective 
(Denscombe, 2000). The quantitative studies are measureable, observable and also to 
manipulate (Hartman, 2004). 
 
The two methods are discussed separately, but this does not mean that while doing 
research, both methods can be used. “Quantitative and qualitative approaches should not be 
separated, even if they are being explained separately” (Flick, 2006). Almost every 
researcher use these methods (Johannessen & Tufte, 2002) 
 
Our aim through this thesis is to study things in their natural settings, attempting to make 
sense of or to interpret phenomena in terms of the meanings people bring to them. We will 
use only one approach that is qualitative. The information about the CSR has been 
gathered through interviews and from the literature (Books, papers and articles).  
 
2.2 Methods of Research 
Qualitative research emphasizes most of time on the case study. The word case study taken 
from the Latin word “Casus” (Johannessen & Tufte, 2002) and shows to a existing 
phenomenon and the case itself exists after and before the study has come to an end (Yin 
1994 cited in Flick,2006). Studying of case study means that the case studies are natural: as 
it appears with out any changes (Denscomb, 2000). The purpose of the case study is to get 
access to “the precise description or reconstruction of a case” (Flick, 2006). 
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Our qualitative research is based on the studies of different experts from companies (Public 
and private) in the different countries (mostly from Pakistan and Sweden). Through this 
method we will know about the implementation of Corporate Social Responsibility (CSR) 
in the different companies and impact of CSR on branding of a country. Our results and 
findings do not have the uniform rule to apply for different level of companies in the 
different countries. Our aim is not to generalize the CSR, but it is valid for the certain 
companies and countries. 
 
2.3 Different Inspection Methods  
There is a very important relation between theory and practice. The word theory taken 
from the Greek word “theoria” and is defined as “a formal statement of the rules on which 
a subject of study is based on or of ideas which are suggested to explain a fact or event”. 
(Cambridge advanced Learner’s Dictionary, 2003) 
 
For the examination view there are two methods: inductive method and deductive method. 
In the inductive method, one begins with the observations and one the basis of these 
observations draw a theory. In general, induction method basis’s on to draw a general 
conclusions and then declare into the theories and laws. The result is based on the real life 
facts and data (Wallen, 1996). 
 
In other way, the deduction method is the reciprocal of the inductive method. In the 
deductive method, you cannot observer without a theory. To examine the certain 
phenomenon, there must have a theory. Theory is tested through the observations. By 
formulating the hypothesis and test the validity of the theory and compare the reality. If the 
hypothesis is true then the theory is accepted, otherwise rejected. Therefore, deductive 
method approach is to draw conclusions about the described phenomena (Patel & 
Davidsson, 1994). 
Figure describes the difference between two approaches. 
 
 

 
Figure 2.1- Source: Patel and Davidsson, 1994 
 

Induction 

Deduction 

Observation          

Theory 

Theory 

Observation 
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2.4 Inductive approach  
The inductive approach is used for the qualitative data analysis. It describes the 
assumptions and procedures used in the research. Following are few purposes for using the 
inductive approach: 

 To reduce the comprehensive and wide-range data into brief and detail summary 
arrangement. 

 To set up a clear relation between the research objectives and summary findings 
received from the primary data. 

 To develop a model or theory on the basis of primary data and interviews. 
 
By using the inductive approach and qualitative method we wrote this thesis. The chosen 
area of research is new and to be a very difficult. This area is to be considered limited 
because researchers and scholars have not yet thoroughly explored this.   

 
2.5 Data collection  
“The gathering of data may range from a simple observation at one location to a grandiose 
survey of multinational corporations at sites in different parts of the world”(Blumberg 
Cooper & Schindler, 2005). Data collection has an important role while doing the research 
(Ghauri & Gronhaug, 2005). There are two types of data for the access of ones studies: 
primary data and secondary data. Primary data is collected from interviews, observations 
and survey while secondary data is obtained from books, web information, non 
government organizations and articles (Patel & Davidsson, 1994). Almost in every study, 
primary and secondary data are used. In our thesis we will also use the primary and 
secondary data.  
 
2.6 Primary Data 
“The data needed by researcher might not exist, or the existing data might be dated, 
inaccurate, incomplete, or unreliable. In this case the researcher will have to collect 
primary data at greater cost and longer delay but probably with more relevance and 
accuracy” (Kotler, 1996). Primary data is defined as “data collected through original 
research pertaining to the particular research question asked” (Yanni & Shishhang, 2005). 
There are many choices for the collection of primary data i.e. interview, survey and 
experiments. In this thesis the primary data is collected through a comprehensive 
interview. The sources of collection of primary data are in fig. 
 
 
 
 
 
  
 
 
 
 
 

             Primary Data 

Personal Mail Phone, 
e-mail 

Contrive
d 
Settings 

Natural 
Settings 

Surveys Mechanical Experime

             Observations         Communication Experime
Interviews 
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Figure 2.2- Source: Ghauri, P. & Gronhaug, K. (2005). “Research Methods in business 
Studies”, 3ed. Prentice Hall.  

 
2.6.1 Criticism of Sources 
Sources are not always perfect. Therefore it’s a very much important for the observers to 
the validity of the sources. Thuren divided the principal, sources of criticism in to four 
parts (Thuren, 2005). Those are as under: 
 

 Authenticity:  
The sources should be valid. It is too hard to certain about the sources used are valid. We 
tried to improve the validity by finding the information from different ways like books, 
websites and articles and compared with each other to check the validity. 
 

 Time Aspect   
With the time passage of time, the credibility of the source is least. After the interview we 
try to compile as early as we can. But certain things were unclear due to delay for 
summarizing the interviews, so we sent the drafts of the interview again to the certain 
companies for their approval. 
 

 Source Independent 
The source is always to be independent and it will not to be referred to another source.  
Now in our thesis our source is always a primary data. It’s a very difficult to find the data 
from the secondary source. It does not mean that we have concentrated only the primary 
data. 
 

 Freedom of Intervention 
The source should be valid and does not give impression for anyone to influence of the 
source. 
 
2.7 Secondary Data 
“Secondary data is useful not only to find the information to solve our research problem, 
but also better understand and explain our research problem” (Ghauri and Gronhaug, 
2005). There are several sources for the collection of secondary data like online data, 
books, articles, governments, non government organizations, semi-government 
organizations and firms (Ghauri & Gronhaug, 2005). We have a certain advantages for 
using the secondary data are saving money & time, high quality and reliable. Secondary 
data is also very helpful for comparison of international research for the different countries. 
With the help of secondary data, its become very easy to compare with the primary data. 
According to Ghauri & Gronhaug, “do not bypass secondary data. Begin with the 
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secondary data, and only when the secondary data are exhausted or show diminishing 
returns, proceed to primary data”( Ghauri & Gronhaug, 2005). 
 
Secondary data can be divided in two parts: internal data and external data. 
 
2.7.1 Internal Data 
Internal data is data that comes from the internal resources of the organization, like reports, 
inventory record, analysis and studies etc. 
 
2.7.2 External Data 
External data is a data that comes from the outside sources of the organization. External 
data can be taken from the different ways. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 2.3- Source: Ghauri, P. & Gronhaug, K. (2005). “Research Methods in business 
Studies”, 3ed. Prentice Hall.  
 
2.8 Interview Questions 
For the getting empirical data interviews play an important rule. This is a good qualitative 
approach to take out the required and desired results in order to support the research 
questions. 
 
 

Secondary Data 

External sources 

Published 
 Books & Articles 
 General statistics 
 Industry statistics 
 Statistical bureau 
 Annual accounts 
 Research reports 

 
 

Internal Sources 
 Invoices  
 Reports from different 

departments 
 Warranties 
 Complaints 
 Brochures and catalogues 

 
 

Commercial 
 Panel research 
 Scanner research 
 Monitors 
 In-shop research and 

reports 
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2.8.1 Designing The Interview Questions 
The interview questions have been divided in two sections focusing on the companies and 
members that accommodate the research questions. We used a mix approach in the 
interview questions that is descriptive nature and open ended. The interviewees had no 
prior knowledge of questions before the interview. We had not followed the certain pattern 
for interview; therefore they are in a semi-structured order (Denscomb, 2000). This method 
allowed us to access the data that we felt was unclear and lacking. 
We started the interviews with less complicated questions and then started more complex 
and difficult ones. Same interview questions were asked to all the respondents. 
 
2.8.2 Selection Criteria  
Respondents for these interviews are chosen on the basis of CSR knowledge and actively 
using the CSR in their companies. As this study is about the CSR so we have selected the 
appropriate sample of companies and people that are using the CSR. 
 
 
2.8.3 Method of Conducting Interview 
We have chosen the interviewees from public and private sector organizations. The 
respondents are very busy in their work, so we have decided to conduct interviews through 
e-mail.  
 
Literature Review 
 
2.9 Introduction to Theoretical Sources 
This is a qualitative research. As this research study deals with the corporate social 
responsibility, so the authors mainly used the material from websites, articles and books. 
Articles have been taken various scientific journals. We tried to find a consistent and 
relevant material to our research. We believe that this information has been reliable, 
suitable and valid. 
 
2.9.1 Limitations 
We have certain limitations for data collection and interviews to be remained on our topic 
of research. Through the resources available, it’s not possible for us to achieve the actual 
objective of this research. We use both the primary and secondary data. We mostly 
emphasized on the primary data. 
 
2.9.2 Primary Data 
Primary data focused on the communication, experiments and the observations. Its very 
difficult to go way through all these sources of primary data. We conduct the interviews to 
record a respondent answers. 
 
2.9.2 Secondary Data 
Secondary data focused on the internal and external data. We rely upon the external 
sources. We try to find out the internal sources through the management and interview. 
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2.10 Number of Interviews. 
This research is only 15 credits. The respondents are very busy in their jobs. So only few 
respondents gave the time for the interviewing. 
 
Conclusion 
In this chapter, we discussed about the methodology of the research work. We focused on 
the primary data as well as the secondary data. We use the mix approach to find out the 
problems by using the research questions. Now we need to know about the topic parts in 
detail so next chapter is describing literature about country branding. 
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Chapter abstract: 
This chapter covers the literature review conducted by us from different sources on country 
branding. Branding a country means to make it competitive by creating positive image. 
Successful branding of country attracts investment, tourists, students, events etc. which 
depends on the strategy. Simons Anholt worked a lot on country branding; he also started a 
yearly country brand index to rank countries on the basis of different factors. There are 
many factors to brand a country and create positive image like Governance, People, 
Culture, Tourism, Business, Student and many other factors. Corporate social 
responsibility is also one of the factors which help to create the soft image of a country. So 
we have discussed all the factors involved in the branding of a country and then benefits a 
country get branding itself. 
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3.1 Country Branding 

According to Anholt, “branding (a nation) is a process of designing, planning and 
communicating the name and the identity, in order to build or manage the reputation (of a 
country)” (Simon Anholt, 2005). He also emphasize that countries are not branded like any 
product of service since they are not like a single products or organizations. For this 
purpose each government has some unique propositions to position their country in the 
world as an attractive brand. 
 In this competitive globalize world, each country has to compete with others for having its 
share of the world's wealth, talent, and attention. Like a big company a country needs to 
brand itself in the world to sell its products and services at a profit, to attract investment, 
visitors, and events. (Place Branding, Place Brands). 
It is important for the countries to examine that how they are perceived by the public 
around the world; how their people’s achievements and failures, and environment helps 
them to create a positive positioning (Simon Anholt, 2005). 
 
Simon Anholt has created an absolute image of Country branding and proposes different 
models to create and maintain a competitive country identity. Simon Anholt model that is 
also known as “national assets” or “national competence” includes hexagon of six aspects 
which shape a nation brand are Tourism, Export, Governance, People, Investment & 
Immigration, and Culture. Simon has also figure out the existing gap in the literature 
examining the correlation between national culture and a national brand. (Anholt, S.  
2005). 
Simon’s this model of country banding reflects all necessary areas a country is supposed to 
communicate and inform about in worldwide in order to create its positive image and 
positioning. 
 
Having a country brand is necessary to attract investors but not enough; there must be an 
infrastructure, a skilled workforce, favorable tax policies and returns on investment.  
Every country has positive or negative positioning. So, a positive country branding can act 
like a national insurance policy.  For developed countries, negative brand image comes 
from politics. Countries abilities to compete with each other in the area of foreign 
investment, living standard of people, tourists and the respect of the media is extensively 
determined by the power of their brand image. 
 
 So, According to Simon Anholt “every country must compete with every other for its 
share of the world’s consumers, tourists, investors, students, entrepreneurs, international 
sporting and cultural events, and for the attention and respect of the international media, of 
other governments and the people of other countries.”( Simon Anholt, 2005) 
 
Now days, the idea of brand management has become one of the key tools for the 
competitiveness of the countries. (Simon Anholt, 2005). 
Country Branding is a fundamental communication strategy that deals with the 
improvement of a country’s reputation in foreign countries. Country Branding is a 
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comparatively new concept that is comparable to the marketing and advertising of a 
product.  
Simon Anholt argues that a country’s brand image is the perception of the brand that exists 
in the mind of the people and nearly the same thing as reputation which includes a wide 
range of expectations, memories and other feelings that are more precisely connected with 
the country. 
Country branding is a new strategy that has emerged in an increasingly globalised world. 
All European Countries are taking part in this aggressive environment of country 
unification. In order to create a positive image, Countries are trying to demonstrate their 
own individuality and distinguish themselves by communicating their ethnicity, their 
lifestyle, their achievements, and their preferences and benefits both abroad and 
worldwide. It means that countries compete with other for attracting new investor, 
consumers, tourists, and respect and attention from media and the governments of other 
countries. So, according to Simon Anholt, now a days, world has become one market and 
on this market a commanding and constructive country brand provides a vital, competitive 
advantage. So, this is important for the country, both wealthy and poor, to understand that 
how they are perceived by countries around the world. 
 
This is government responsibility to explore that how their country is accounted by the 
other countries and need to develop a plan and strategy to mange it on behalf of their 
peoples, their public and private organizations (Simon Anholt, 2007). 
In order to create a positive image and positioning, there is a need to point out the key 
values and advantages of a country and then correspond these on an international level, 
which is definitely a very difficult and comprehensive project than a general advertising 
campaign. Because, it is very hard challenge to point out the key values of a country and 
than making them explicable and attractive to another nation or even culture. According to 
Kubacki and Skinner “The problems arise, in part, due to the realization that a nation is 
itself difficult to define, and its brand values are difficult to identify and therefore to 
communicate.”(Kubacki and Skinner,2006) . 
 
3.2 Simon Anhlot’s Theory 
As we know that Country branding is an important phenomenon in today’s world. Simon 
Anholt’s is known as one of the world’s leading authorities on the branding of the 
countries. He advises number of national governments on brand strategy in order to 
measure the power and appeal of country’s brand image and tell that how people around 
the world perceive the character and personality of the brand (Country). Anholt’s has 
developed a National Brand Index (NBI) that ranks the country brand value and image 
among other nations.  
 
3.3 Simon’s Country Brand Model 
According to Simon’s Anholt’s, a Country’s brand value can be determined by the 
following six key areas of national assets: Exports, Governance, Investment and 
Immigration, Culture and Heritage, People and Tourism. This is a unique indicator of 
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measuring a global attitude of a Country’s brand value 
(http://www.nationbrandindex.com/)  
 

 
 
Figure 3.1 – Anholt’s Nation Brand Hexagon © Simon Anholt’s 2002 
 
Simon says that every country has its brand strengths and weaknesses. For example, Italy 
has the most powerful brand in both the ‘Tourism’ and ‘Culture’, but on the other hand UK 
is highest on People. 
Simon’s Hexagon represents the relevant areas that comprise a strong country brand and 
this can be accomplished by consistently communicating all areas, thus not concentrating 
on one specific field. 
Simon has recently proposed a new model that determines a country’s competitiveness. 
Nevertheless, this model is supposed to not be seen as a substitute of the previous Country 
Brand model, but to a certain extent be interpreted and utilized as extension of it. 
 
3.4 Country Branding and Competitive Identity 
According to the Simon Anholt's, Competitive Identity is “a new model for enhanced 
national competitiveness in a global world, and one that is already beginning to pay 
dividends for a number of countries, cities and regions, both rich and poor” (Anholt's 
2007, p3). 
In order to create a positive and strong Competitive Identity, according to Simon is “a 
complex task and not just designing a new logo for a country and a slogan to go 
underneath it” (Anholt’s, 2007). So it is true that country reputation is a more than 
creating and maintaining it. Than what a country reputation or image actually is; Simon 
refers it as stereotypes, both superior and bad. “National image is like starlight which, by 
the time it reaches us on Earth, is only the distant echo of an event that started and 
finished long before.”(Anholt's, 2007). 
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On the other hand, Simon also illustrate that there is a way of reducing this time space. For 
this purpose there is a need of a comprehensive strategy for proper coordination between 
people, government, public and private organizations. He also states that the creation of a 
strong competitive identity and country Branding is generally achieved through the six 
areas of national competences. 
 
3.4.1 Tourism 
According to Simon Anholt's, tourism is the most visibly promoted aspect in branding a 
Country, as we see that most public institutions and tourist boards  spend lots of money on 
‘selling’ the country around the world. Beside it, natural beauty and historical heritage of a 
country are two main aspects that are generally important attractors of tourists (Anholt's 
2007). 

 
 
Figure 3.2 – Anholt’s Nation Brand Hexagon © Simon Anholt’s 2002 
 
3.4.2 Export 
Exports also play a vital role in branding a county. It depends upon the expectation of the 
consumer that what kind of products and services they would expect to be produced in a 
country and also about their perceptions of each country’s involvement to development in 
science and technology. So, Export brands of Country are often seen as “ambassadors” of 
each country’s image abroad (e.g. Volvo as the brand of Sweden or Sony for Japan). 
 
 
 
 
Fig. 3.2   http://www.insightcafe.com/reports/NBI_Q1_2005.pdf 



30 
 

 
 
Figure 3.3 – Anholt’s Nation Brand Hexagon © Simon Anholt’s 2002’ 
 
3.4.3 Governance and Policy  
Governmental policies also help to create a positive image and positioning of Country. So, 
people rank the country according to how competently and comparatively they are 
governed, how greatly they value the individual rights of their own general public, what 
their global involvement is to the environment, poverty decline. 
 

 
Figure 3.4 – Anholt’s Nation Brand Hexagon © Simon Anholt’s 2002 
 
According to above mentioned figure, Sweden is extremely well in governance and its 
government is trust worthy than other countries in the world. 
 
 
Fig. 3.3   http://www.insightcafe.com/reports/NBI_Q1_2005.pdf 
Fig. 3.4   http://www.insightcafe.com/reports/NBI_Q1_2005.pdf 
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3.4.4 Investment and Immigration  
This point of the hexagon depends upon a country’s potential and power to attract people 
and economic capital. Most of the people live, study and work in another country. So, 
people’s attitudes to invest and immigrant in any country is colored by a variety of factors.  
Firstly, Investor views that which country would be the most appropriate location for 
setting up an abroad branch of their company. Secondly, people think that either this 
country is a best place for education. Thirdly, respondent looks at the economic and social 
condition of the country. On the whole, people are attracted by the countries that have 
competent governance, pleasant people and financial opportunities. 
 
 

 
 
Figure 3.5 – Anholt’s Nation Brand Hexagon © Simon Anholt’s 2002 
 
3.4.5 Culture and Heritage  
Country’s image is also measured by the perceptions of a country’s cultural heritage, as 
well as people’s appreciation of film, music, literature and country’s sporting excellence 
(Anholt's 2007). The cultural aspects of the country brand are very intimately related with 
the country’s tourism assets, and where there is a positive consumer perception of cultural 
prosperity there is likely to be a strong tourist industry, or at least the potential for creating 
it (Simon Anholt's, 2005). 
 
 
 
 
 
 
 
 
Fig. 3.5   http://www.insightcafe.com/reports/NBI_Q1_2005.pdf 
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Figure 3.6 – Anholt’s Nation Brand Hexagon © Simon Anholt’s 2002 
 
3.4.6 People  
This final point of hexagon looks at ‘human capital’ of each country that presents how 
friendly the people of a country are perceived to be, how their state of mind is valuated. 
Like British people are more popular than any other ethnic group, and score extremely well 
on traits such as “sophisticated”, “well-mannered”, “truthful”, “honest” and “intellectual” 
(Simon Anholt’s, 2005). 

 
Figure 3.7 – Anholt’s Nation Brand Hexagon © Simon Anholt’s 2002 
 
Simon’s Competitive Identity model also defines the cut-throat nature of a Country brand 
within a competitive environment and also highlights the perspective of an international 
repute and competition instead of the more profitable idea of a brand. Simon in this model 
has altered Export to Brands and Governance to Policy and taken away Heritage and 
Immigration (Anholt’s, 2006, Ibid, p. 26) 
 
Fig. 3.6   http://www.insightcafe.com/reports/NBI_Q1_2005.pdf 
Fig. 3.7   http://www.insightcafe.com/reports/NBI_Q1_2005.pdf 
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 Figure 3.8  - Anholt’s Competitive Identity Hexagon 2006 
 
So, a Country should make an apparent and realistic strategy and plan to determine that 
what their country stand for and where it is going. Simon says that if the government of a 
country is able to “Coordinate the actions, investments, policies and communications of all 
six points of the hexagon so that they prove and reinforce this idea”, then there may be a 
possibility to achieve ”a competitive national identity to the lasting benefit of exporters, 
importers, government, the culture sector, tourism, immigration, and pretty much every 
aspect of international relations” “and all the bodies, agencies and organizations at each 
point of the hexagon have to work together, meet together, and align their behavior to a 
common national strategy.”(Anholt’s 2006, Ibid, pp 26, 27) 
It seems important that all the six areas of Hexagon must be collaborated in such a way 
that they communicate similar common values and as well as complementary impact of 
that country in order to create a positive, effective and efficient brand image of that 
country. (Heidi Marie N., 2006) 
Every country needs to keep in mind that many other nations are also trying to brand 
themselves and a country that does not pay attention in proactive positioning may creates 
difficulties to control its economic destiny (Fiona Gilmore, 2001). 
 
3.5 Communication Equities 
It is true that every country has some semblance of an identity that carries both positive 
and negative association. When we think about Argentina, than beef, the Falklands war and 
tango comes in mind. Similarly, when we talk about the Colombia, we think of jungle, 
coffee, kidnapping and drugs. The positive aspect of brand identity is called 
communication equities.  In the era of uncertainty, competitive country branding is like a 
defensive injection against bad publicity because great brand whether they are product or 
country, are not easily shattered by the disaster. As after 11th September attack, the massive 
power of the “I love New York” brand was demonstrated as tourists returned to the city. 
(Fiona Gilmore, 2001) 
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3.6 Amplification not fabrication 
It is important to realize that a country’s branding is not an artificial creation, imposed 
from the outside. So, country’ brand need to be rooted in reality and should be connected 
with the people in order to create a positive image of the country. And if the image that is 
selected for a country fail to represent the people, then how that country can get believe of  
people’s and how can it then be believed anywhere? (Fiona Gilmore, 2001) 
 
3.7 A framework for branding a country 
 A brand sits at the heart of an organization because it represents the reputation, ideology 
and core values of that organization. Similarly, in the same way a brand of a country 
should sit at its heart because the core of a country’s brand needs to capture the strength of 
mind and spirit of the people and their shared values (Fiona Gilmore, 2001). 
 
“People want to experience the true essence of a different place. This is the magic of a 
country brand.”(Country Brand Index, 2006) 

 
Figure 3.9 - The Brand at the heart of the Country (Fiona Gilmore, 2001) 
 
The spirit of the people consists of values that show what the country’s citizens believe in 
and believe about themselves. Beside it, in order to develop this spirit and making it 
distinctive to the country, other factors like, culture, economy, people’s experiences and 
environment also play a vital role. (Fiona Gilmore, 2001). 
In above mentioned figure, then comes positioning that a country obtains from its spirit 
and core values. But this positioning is not easy to derive because it needs to be 
inspirational, demanding, differentiated and must be translatable for the different 
audiences. A country has different stakeholders to address with its positioning and creating 
a positive image. As every stakeholder have its own spirit and core values and therefore the 
great difficulties of country branding lies in the complexity and variety of its different 
audiences. (Fiona Gilmore, 2001). 
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3.8 How to develop positioning and positive image? and Positioning Diamond  
It is very difficult to create and develop a positioning and positive image of a country in 
the mind of its audience. So, in order to overcome this difficulty, positioning diamond 
helps to make task easier.  
In positioning diamond, there are four essential areas that need to be considered for every 
country. 
 
 
                                                             Macro trends 
 
 
                        
                          Target audiences              Competitors 
 
 
 
                                                        Core Competences 
 
 
Figure 3.10 - The Positioning Diamond (Fiona Gilmore, 2001) 
 
3.8.1 Macro trends: 
 This factor highlights the current issues that a country is facing and could face in future. It 
includes culture and standard of living, political and legal status, population trends, socio-
economic trend, rising industries etc. there are different questions that may arise from 
macro trend factor. i.e. 

 Is the economy of the country is dominated and sustainable by conventional 
economic sector and does it need to be expanded? 

 Is country has shortage of man power and why is that so? 
 Are people migrating to the other neighbor countries and what are they pursuing? 

Why are they leaving that country? 
 
3.8.2 Target audiences 
A county has different Target audience, like, country’s present and future residents, skilled 
workers, investors both within and outside the country, students, media, economic 
development bodies etc. So, it is essential to develop brand that will not isolate one target 
audience group at the expense of another.  It is up to the target audiences that how do they 
view the marketplace and whether country is trying to attract that target audience and what 
is the message a country is trying to convey to its target audiences? 
 
3.8.3 Competitors 
In order to compete with other countries, it is vital to realize that competitive country 
image would depend on the target audience that the country brand positioning is focused 
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on. Companies would prefer to launch their manufacturing plants in those countries where 
the labor cost is low and skill level of workforce is high. 
 
3.8.4 Core Competencies 
A core competency gives the country a specific advantage that cannot be achieved in any 
other country. There can be many more, but it depends on the country but mainly it has 
two types; physical assets and human assets. 
 
“Brands are Important assets requiring proactive and consistent Investment, management, 
and measurement” (Interbrand, Best Global Brands , 2007). 
Like a country such as Botswana is popular for its enormous deposits of diamonds. 
Similarly, Switzerland holds on banking confidentially and long tradition in successful 
safeguarding private assets. 
In case of human assets, branding involves looking for exceptional individuals because 
these individuals help to bring country’s brand alive and to place their country on the 
world map in respect of economic wealth or political power. Like musicians from Cuba, 
long distance runners from Kenya. (Fiona Gilmore, 2001). 
 
3.9 How do we go about branding a country? 
According to Interbrand, in order to brand a country, different strategies may be used to 
create a positive positioning and image of that country. 
First of all there must a mutual understanding, involvement and cooperation of 
government, public and private organizations, the art and education and last but not least 
importantly the media. So, it seems that branding a country is not an easy task; it requires 
lot of time and effort. 
Secondly, in order to brand a country, there is a need to get to know how your country is 
perceived by your people and by abroad to whom you want to influence. 
Discuss with opinion leaders to look at Country’s strengths and weaknesses and contrast 
them with the research you do. 
Create a competitive strategy that should include different types of professional models to 
communicate the idea of brand with different audiences. 
Then through campaigns and improvements programs make the strategy tangible.  
Launch a system to connect together the different organizations and departments that can 
be part of your Country branding but consider that it should not look like a government 
otherwise people may avoid working with it. 
We cannot impose branding on a particular country so there is need to be patient, 
consistent, try to build an integrated and positive image with high quality.                  
(www.interbrand.com, 2003) 
 
3.10 Benefits of Country Branding 
According to the Country brand index, there are following benefits of country branding. 
First of all Country branding provides the consistency between political, economic and 
social pillars. Secondly, it describes how the country’s own citizens and the world see it. 
Thirdly, branding shapes the perception and reality. Fourthly help to get desired strategic 
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objectives through governance, Foreign Direct Investment, export, tourism and culture, etc. 
Fourthly, provides a plate form for public and private sector alliance and relationships. 
Finally, it tries to create a connection in between the country’s strategic objective, its 
marketing and its experience.  (Country Brand index 2007) 
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Chapter Abstract 
Corporate Social Responsibility (CSR), popularity is growing day by day, as more and 
more companies around the globe are turning their focus towards the sustainability of 
environment and society at large. Companies now have come to realize that their future as 
successful, large companies is dependent upon the future of environment and society to 
which they belong and in which they exist. This phenomenon is also recognized and 
incorporates by governments of many countries. Sweden is one of the countries which are 
very much ahead in implementing CSR in companies at national level that is also creating 
an impact on soft image of country at macro level. Pakistan being a less developed country 
is not very proactive in adopting CSR but still some efforts are being done by many 
companies and government sector as well. But there is still need to come up with a 
nationwide plan to implement CSR in the country which should be aligned with country’s 
image building strategy. So that companies contributes in soft image building of Pakistan 
by implementing CSR. 
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4.1 Corporate Social Responsibility (CSR): 
Corporate social responsibility has not any generally accepted definition, though it is often 
used interchangeable with different terms like, business ethics, corporate accountability or 
corporate governance. Corporate Social Responsibility refers to “the continuing 
commitment by business to behave ethically and to contribute to economic development 
while improving the quality of the life of the workforce and the families as well as the 
local community and society at large” (Worthington, Ram & Jones, 2003).  
According to Kotler, it is “a commitment to improve community well-being through 
discretionary business practice and contribution of corporate resources” (Kotler & Lee, 
2005). 
Today, companies in the global market are expected to assume responsibility for the 
impact of their activities on society, in ethical, social and environmental terms. So, CSR 
has become a “vital tool in promoting and improving the public image of some of the 
world’s largest corporation” (Christian Aid, 2004). Companies adopt corporate social 
responsibility (CSR) which applies to everything from human rights to environmental care 
(Bjering Åsa, S 2007). So it is about being responsible for the environment and well being 
of people as according to European Commissions definition CSR is a concept whereby 
companies integrate social and environmental concerns in their business operations and in 
their interaction with their stakeholders on a voluntary basis (Commission of the European 
Communities, 2001) 
 
4.2 Problems and concerns regarding CSR 
This is true that focus on Corporate Social Responsibility has been increased during the 
last many years but sometimes companies say that CSR is not their issue. 
“If you find an executive who wants to take on social responsibility fire him fast” (Peter 
Druker) (Quoted in the movie “The Corporation” by Joel Bakan, 2003) 
So, before corporations, this is government and politicians responsibility to work on CSR. 
“There is one and only one social responsibility of business-to use its resources and engage 
in activities designed to increase its profits” (Friedman, 1962). Corporate social 
responsibility minimizes the corporation focus on profit. According to the Friedman, 
corporations and executives might not in addition be capable to engage in social concerns 
(Friedman, 1970). 
This is true that companies are not responsible for the world. According to the Davies, the 
content of corporate social responsibility is what organization states they are doing, but it 
may vary from what actually they are doing (Davies, 2001). 
Corporation should concentrate on what they can do best, should create job opportunities 
and increase the wealth of stakeholders. Interests of Private Corporation is quite separate 
from public corporations, so they can not do any with CSR. It is only government that 
should speak for society, not business people (Hederson, 2001). 
According to the Christian Aid, corporate social responsibility is an easy way for 
corporations to conceal behind the mask of their obligations and responsibilities. Further 
more he explains that CSR has become a “Vital tool in promoting and improving the 
public image of some of the world’s largest Corporation” (Christian Aid, Behind the Mask- 
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The Real Face of CSR, 2004). Corporate social responsibility is a PR (Personal Relation) 
tool that means a variety of things to different people (Frankental, 2001). 
CSR defines as “the idea relates to business decision-making linked to ethical values, 
compliance with legal requirements and respect for people, communities and the 
environment, in a manner that meets or exceeds the ethical, legal, commercial and public 
expectations that society has of business” (www.bsr.org (2008-05-11) ). 
 
Corporate social responsibility is a condition in which corporations integrate their social 
and environmental activities with their daily company operations and in their interaction 
with stakeholders on an intentional basis (The European Commissions Green Paper 
“Promoting a European Framework for Corporate Social Responsibility”, 2001). So, it 
concerns with “…what organizations do how they do it and the impact of their behavior on 
the wider society” (Worthington, Ram, Jones, 2003). 
Corporate social responsibility is not just making the stakeholder wealthier, but also 
behave like a good corporate citizen by respecting the law and taking good care of its 
environment and well being of its community and people.  
 
According to Forselius, there is more to life than making money (Forselius, 2006). Today, 
it has become all year responsibility that “companies accept for the environment around 
them, for the best working practices, for their engagement in their local communities and 
for their recognition that brand names depend not only on quality, price and uniqueness 
but on how, cumulatively, they interact with companies workforce, community and 
environment” (Brown 2006 cited in Amaeshi et al, 2006).  
 

                              
 
Source: Elkington, 1998 
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4.3 Corporation’s responsibility according to Carroll’s pyramid 
Strategies should not only make for the financial growth of the corporation, there should 
need to take some decision for good care of people, environment and profit.  
According to Corrroll, CSR includes the “idea that the corporation has not only economic 
and legal obligations, but ethical and discretionary responsibility as well” (Carroll, 1991). 
 

 
 
Figure 4.1 - Source: Carroll, 1991 
 
4.3.1 Philanthropic Responsibility 
In order to create a positive image and positioning, it is corporation’s responsibility and 
obligation to behave like a good corporate citizen and should help to improve the quality of 
life of community and people by efficiently and effectively their resources. 
According to Korkchi and Rombaut, managers and employees should take part in 
charitable activities within their local community and should voluntarily assist in those 
programs that enhance people’s quality of life (Korkchi and Rombaut, 2006 based on 
Carroll, 1991). 
 
4.3.2 Ethical Responsibility 
Be ethical, means corporations should perform those activities that are acceptable by the 
people and it’s environment. According to Korkchi and Rombaut, it is essential to act 
according to the expectations of societal mores and ethical norms. He also explains that 
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don’t compromise on ethical norms in order to achieve corporate goals and objective. 
(Korkchi and Rombaut, 2006 based on Carroll, 1991) 
Ethical responsibility must be “consistently recognized that it is in dynamic interplay with 
the legal responsibility category” (Carroll, 1991). 
 
4.3.3 Legal Responsibility 
Corporations can play an important role to create a positive positioning of a country if they 
pursue their economical responsibility within the framework of laws and regulations. 
According to the Karkchi and Rombaut, a successful firm is one that fulfils its legal 
obligations in Consistent way, so it is vital to abide by the various federal, state and local 
rules and regulations (Korkchi and Rombaut, 2006 based on Carroll, 1991). 
 
4.3.4 Economic Responsibility 
According to Carroll, businesses are economic entities ““all other business responsibilities 
are predicated upon the economic responsibility of the firm, because without it the others 
become moot considerations” (Carroll, 1991). So, it is important for the corporations that 
in order to get a positive competitive advantage, maintain high level of operating efficiency 
(Korkchi and Rombaut, 2006 based on Carroll, 1991). 
 
4.4 Motives behind CSR 
The awareness of CSR in public and private corporations has increased during the last 
decades. Corporate social responsibility is a powerful tool to create a positive image of a 
country because it avoids the potential risk of putting people and environment in crises. 
According to Paine, corporate social responsibility focuses on “importance of values for 
shaping their company’s identity and reputation, building its brands, or earning the trust 
of customers, suppliers, or other business partners” (Paine, 1991) 
 A good CSR engagement states that what is accepted or what is not accepted and 
contribute to a sustainable and positive change in the community. According to Forselius, 
“We believe that it is better to proactive than reactive” (Forselius, 2006). Corporate social 
responsibility is not just a separate part of any country; it is communicated and integrated 
through out the public and private corporations. A good positioning also strengthens a 
country’s repute and therefore empowers the country. As Forselius says that “the goodwill 
value is unestimated”. 
CSR is about improving well being of people and environmental impact of a country and 
protecting the financial resources in effective and efficient way. It also help to enhanced 
the country’s recognition and maintain and attract foreign investor.  
 
4.5 What is Driving CSR? 
As more and more corporations realize that CSR is not only right but that it also develops a 
good sense of business.  There are four forces that drive the corporate social responsibility 
i.e Government, civil society, consumer and the workplace. 
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Drivers of CSR 

 
Figure 4.2 - Source: Department for International Development and CSR  
 
The initial force for companies to adopt CSR comes mainly from society and consumers. 
These forces then bring CSR into the mainstream of a company’s daily activities. The 
companies get benefits through high-quality and productivity and built strong relationship 
with their suppliers. Government and business work together to make sure that country 
conditions are not only suitable for investment, but also making investment more sensible 
and reasonable. Government facilitate, form relationship with the companies and 
community to implement environmental, social and ethical responsibilities in the country. 
So, in other words, the role of corporations and government should not be confused.  
 
4.6 Implementation and monitoring of CSR 
Corporate social responsibility is implemented through policies, code of conduct and 
educational ventures. According to Forselius, “for our employees we do have a lot of 
education and a lot of policies to be followed… we need to spent time in educating the 
values and the campaigns we are doing( Forselius, 2006). 
The code of conduct include the well being of community and absent of environmental 
damage materials. As Forselius says ““just having a code of conduct does not make you 
more 
ethical just legal...it is simply a piece of paper stating the minimal rules you have to work 
with and that is a good thing…”. There are many different monitoring systems are being 
used in the world to see the impact of CSR on the country branding, as according to the 
Mcintosh et al, “third-party social accountability code which can be applied 
internationally across all commercial sectors to evaluate whether companies and other 
organizations are complying with basic standards of labour and human rights practices 
and, eventually, with a wide range of  issues. SA 8000 covers areas such as child labour, 
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forced labour, workplace safety and health, the right to organize, discrimination, 
workplace discipline, working hours, wages and management systems for human 
resources” (McIntosh, et al, 1998). As there are many environmental management systems 
to monitor the environmental effects. 
 
4.7 Corporate Sector and Government 
The relationship between companies and government increase the capacity of a country to 
act and impact on social and environment issues. The implementation of CSR by 
companies can help to achieve environmental sustainability and human wellbeing to create 
the soft image of a country. So government has significance driving importance in a 
country’s branding, As Simon Anholt has noted in his research that Public diplomacy is 
now recognized as a vital component of nation branding, because the state department is in 
charge of marketing the nation in most of the countries. (Malcolm S, 2004) For the same 
reason, the process must be led at the highest level of government, and have the personal 
endorsement of the 'Chief Executive', whether this is the Prime Minister, President, 
Monarch or Mayor (Place Branding, Place Brands). 
But whether it is corporations’ or government’s responsibility, or whether one is against or 
for CSR, it is important to stress out today’s corporate power. The governance must 
involve a balance between economical & social goals and individual & communal goals. 
The governance aim is to follow the interests of the individuals, the society, and the 
corporation (McIntosh et al., 1998).  So, Corporations and government’s corporate social 
responsibility are both extremely important to a country and it is not a natural thing to 
separate them. 
 
4.8 Government’s role in implementation of CSR 
 In order to create a positive positioning of a country, corporations and government can 
play a vital role. Key government environmental strategies help for healthy lifestyle of the 
people, protection for the environment within a stable economic framework (DETR, 2000).  
According to Williamson at el, at corporate level, proper management of the physical 
environment is a one of the most important pillar that helps the businesses to sustainable 
development and to create a positive image of the organization ( Willamson at el, 2006).   
CSR is “a concept where companies integrate social and environmental concerns in their 
business operations and in their interaction with stakeholders on a voluntary basis” 
(European commission, 2001).  
It has been noticed that corporations do not generally sacrifice their profits just for the sake 
of environmental protection (Palmer et al. (1995).C). so it is not very easy to correlate the 
companies environmental responsibility and economic performance. Here, government can 
help the firms to create a positive relationship with environment responsibility and 
profitability. Environmental consciousness is a new prototype among many countries and 
they are still not convinced to take care of their environment.  
According to Dowell, “ firms that adopt a strict international environmental standard 
have a higher market value than those firms that apply less strict or weakly enforced host 
country standards ”( Dowell et al. (2000)). 
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CSR is basically an idea whereby corporations decide willingly to contribute to a superior 
society and a cleaner environment (commission of European communities, 2001). 
 
Today, corporations are under enormous pressure to rebuild people trust and stay 
competitive in a global world.  
In order to implement CSR, it is important to know the responsibilities of government and 
the role of the corporation and how they both can contribute to play their roles through 
voluntary social action?  It is very important to realize that in any country, governments 
have distinct role in the society through the provision of certain services such as providing 
heath and education, wealth redistribution, environmental sustainability and as guarantor of 
life security of people. But when government fails to accomplish their vital role, 
corporations may play their part to fill this gap their voluntarily CSR initiatives.  However, 
there are limits that restrict the companies to implement their CSR activities. Corporate 
social responsibility is a means by which public and private companies are managed. So, 
businesses always play a key role in the social and economical development of their 
communities.  
 
Corporate social responsibility offers the ways to attain economical, social and 
environmental benefits at the same time. It is Government obligation and responsibility to 
encourage the development of CSR and should ensure that fiscal and regulatory structure 
supports the corporate social responsibility. In branding of country, Government can work 
in partnership with public and private organizations in order to convert CSR theory and 
principle into social and environmental investment.  
It is essential to highlight and address the importance of social and environmental 
responsibility so that corporate social responsibility becomes an integral part of daily 
normal practice for all types of public and private organizations, and for national as well 
international operations. 
In order to survive in competitive international markets, corporations must get to grasp 
with the social and environmental issues alongside economic concerns (Michael Meacher, 
2002). 
For corporate social responsibility to deliver maximum value and successful, it should 
have an international focus. 
 
4.9 CSR in Sweden 
For well being of people and better environment, Swedish government helps it’s 
corporations to launch new environmental technologies. According to Swedish trade 
council, this “Environmental Technology works with the companies in the fields of waste 
management, recycling, renewable energy, air pollution control and wastewater & sewage 
treatment. Special projects are carried out within the framework of the Sustainable City 
concept to present all-round Swedish solutions for the sustainable urban development”. 
 
According to smith, people prefer to work for those corporations that “operate in an 
economically, socially and environmentally sustainable way” (Smith, 2002). 
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Now days, CSR has become a “vital tool in promoting and improving the public image of 
some of the world’s largest corporation” (Christian Aid, Behind the Mask- The Real Face 
of CSR, 2004). 
 
There are different aspects that insist people to live or visit any country. Mostly, there are 
two main considerations sets i.e practical and experiential. In practical consideration, 
weather, people (friendliness), safety, health and crime are important factors that help any 
country to create a positive image and positioning within and outside the country. 
Similarly, for experiential motivations, natural beauty, history, culture, events , 
entertainment and beaches play a vital role. For most of the people, practical 
considerations are entry level requirements and should clearly be communicated. Because 
it confirms that residents, visitors and investors are safe and their stay in the country is 
pleasant. According to the future brand, experimental motivations are more critical to 
country branding.  
 
According to Samuel Johnson, “All travel has its advantages.” If the passenger visits better 
countries, he may learn to improve his own, and if fortune carries him worse he may learn 
to enjoy it.”(Samuel Johnson, Future brand 2005) 
In Sweden, well loved brands like Ikea, Volvo, Absolut, Saab and friendly & cultured 
people contribute to positive image of the country in national and international level. 
 

 
 
Figure 4.3 - Source: Anholt's-GMI Nation Brands Index 2005 
 
According to Simon Anhalt, people say that Sweden is peacefully governed country and 
Swedish government is trust worthy than any other country.   
According to Marius Ursache, country branding is not easy task,” It is a huge 
responsibility. A nation's branding is not only design and advertising. It's not only 
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imagery. It's a program where every member of the nation is involved, more or less. 
Responsibilities start with the government's conduit, and it is the government who should 
have the initiative. And the brand should be created both as image and as other means of 
perception—such as tone of voice— and this is why a design agency is not enough. You 
also need consulting in PR and political sciences as well as input from various areas, such 
as public opinion, internal and international press, political analysts, and so on.” ( Marius 
Urasche, 2005). So, every country wants to get international recognition.  
 
4.10 CSR and branding of Sweden 
Corporate Social Responsibility is very much recognized and being accepted activity in 
Sweden by companies and it is making environment and people’s living healthier. Swedish 
government is also helping out companies to achieve all this. The country brand index 
report of 2007 shows in figure 1.2, that clean environment and people wellbeing is creating 
a soft image of Sweden in international community and taking in the top ten nation brands 
of the world (Future Brand, 2007). So far Swedish Institute has taken initiatives to aware 
Swedish companies about importance of CSR and trying to implement it in the country. So 
they started a particular program called Swedish Institute Management Program to have a 
close cooperation with Swedish enterprise in close collaboration with the Swedish Trade 
Council and the Invest in Sweden Agency (Bjering Åsa, S 2007).  
The Swedish trade council helps Swedish corporations to grow internationally in order to 
promote the brand image of Sweden. Sweden is almost universally admired, and its brand 
image boasts a rare combination of stable and responsible governance, honest and 
trustworthy people, successful cultural exports, a prime location for investment, and yet 
isn’t seen as boring or predictable, but young and dynamic (Ulf Berg, Sweden 2007). So 
others countries can also achieve good results by implementing CSR in their corporate 
sector like Sweden.  
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Figure 4.4 - (Country Brand Index, Future Brand, New York 2007) 
 
4.11 Environmental sustainability in Sweden 
Todays, corporations face a range of initiatives by government, civil society organizations 
to deliver not only Employment, profit and resources but also social and environmental 
improvements. So, corporate social responsibility is initiative by the public and private 
organizations to voluntarily integrate social and environmental activities into their daily 
business operations. 
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4.12 Swedish Environmental Quality objectives: 
Swedish government has following environmental quality objectives that help the country 
to create its positive image and positioning within its internal community and worldwide 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
According to the Swedish government “Sweden should be driving force and a model for 
ecological sustainability”(Swedish environmental policy 1996). The emission of pollutant 
must not harm health and environment.  
 
Sweden has a determined vision for the implementation of Corporate Social Responsibility 
in the country. 
 Swedish government always supports corporation’s activities in order to bring 

concurrent economic, social and environmental benefits in the country 
 To implement CSR in the country , government Work in partnership with the 

private  and public sector, community bodies 
 Always encourage the corporations for innovative approaches and enduring growth 

and application of best practice  
 Government along with companies make it sure that they have decent levels of 

performance in areas of  health & safety, the environment and equal opportunities 
for everyone in the country 

 Clear air 

 High quality green water 

 Limited influence on climate change 

 Sustainable lakes and watercourses 

 Flourishing wetlands 

 A balanced marine environment, sustainable costal areas and 

archipelagos 

 No eutrophication 

 Natural acidification only 

 Sustainable forests 

 A varied agricultural landscape 

 A magnificent mountain landscape 

 A good urban environment 

 A non-toxic environment 

 A safe radiation environment 

 A protective ozone layer 
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 In order to implement best practice of CSR, Swedish governments main motive is 
to increase the  awareness, responsible behavior and trust of companies that help it 
to create a positive image and positioning in the mind of its people at national and 
international level 

 Government encourages the corporations to help tackle with social exclusion and 
construct healthier communities 
 

Corporate social responsibility is a business contribution to sustainable development and 
helps the corporations for their long term success and as well as good for society. Sweden 
is seen as one of the leading contributor nationally and globally on CSR practices. 
Swedish government believes that corporate social responsibility is relevant to all large and 
small public and private companies that operating national or international markets, and to 
businesses operating in developing as well as developed countries.  
 
4.13 The Swedish Environmental Protection Agency (EPA)     
 The EPA is the national agency for environmental protection and nature preservation in 
the Sweden. Agency mission is to provide a healthy environment for people now and for 
future generations. EPA main tasks are to make proposals for environmental policy and 
present to Swedish government and make it sure that all environmental protection 
decisions are implemented in effective and efficient way in the country. At national level, 
agency acts as a coordinator and evaluator. 

Key responsibilities of EPA 
 Main responsibility of EPA is to provide guidance regarding environmental and 

regulatory issues to public and private organizations,  national ,regional and 
local authorities  

 EPA evaluates the effectiveness of national environmental quality objectives 
and also suggest new measure where essential  

 Agency also monitor and report to the government on the condition of the 
environment and develop environmental legislation  

 Also help in courts of law on licensing matter 
 EPA also promotes sustainable management of waste in the public and private 

corporations 
 For better environment and to create a positive image of the country, EPA also 

provide  funds for  environmental research  
 EPA correspond expert knowledge 
 Environmental protection agency  care for land and water in the country  
 Regarding  environmental issues, agency  also Cooperates bilaterally with other 

countries  
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                                1999-2006, SEK million by industry 

 
Investment in environmental protection 

 
Figure 4.5 - Source: Statics Sweden 
 
Above mentioned chart show the investment made by the industry for environmental 
protection in the country. 

 
Emission trend per sector 

1990-2005 

 
Figure 4.6 - Source: Swedish environmental protection agency, 2007 
 
Above mentioned graph show the emission of CO2 from environment by different sectors.  
 
4.14 Swedish Partnership for Global Responsibility 
It is an ambition of Swedish government to facilitate the Swedish pubic and private 
corporations to implement corporate social responsibility in practice in the field 
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environment, human rights and effort to contest corruption in the country.  Government 
provides many different ways to influence the corporations to take social responsibility. 
As, big corporations comprise a huge portion of the world economy and they always 
interested to protect their trademark and try to maintain their good repute at national and 
international level.  
 
“a government’s process of communicating with foreign publics in an attempt to bring 
about understanding for its nation’s ideas and ideals, its institutions and culture, as well as 
its national goals and current policies” (Tuch, 1990)  
 
4.15 Business & Environmental Sustainability: 
Both corporations and consumers are becoming more conscious of how they can actively 
help preserve an optimal quality of life, from reducing pollution to purchasing "green" 
products. .There is a need for Companies to make their impact on society as positive and 
productive as possible, while gaining tangible business benefits. 
The Business & the Environmental Program aims to help a select group of highly 
influential decision-makers understand the challenges and opportunities of sustainable 
development, to inspire them to make the necessary changes within their organizations and 
beyond, and to become champions who will help business and society work together to 
create sustainable economic development. 
 
4.16 Challenge of cultural and economic barriers to employing CSR  
Corporate social responsibility implemented by corporate sectors at country levels help to 
create a soft and positive image of that country at national and international level. 
But, it is not easy to make it in daily practice because there are some restrictions and 
challenges that corporate and countries may face. Like, cultural and economical 
sustainability of every country differ from other countries. Every country has its own 
cultural values that are not easy to adopt and implementable in every country. 
 
It has been seen that the lack of knowledge and conception of international cultures and 
values is one of the main reason why corporate social responsibility is not being 
implemented by the public and private companies in most of the countries. 
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Barriers to adoption of CSR 

 
Source: Corporate social responsibility survey 2002, India 
 

4.16.1 Economical Barriers: 

Today, Corporate Social responsibility has become a vital issue for corporations. This type 

of responsibility refers to the systematic obligation of companies to voluntarily behave and 

contribute to economic growth while at the same time improving the well being of the 

labour force, people, and society at national and international level in order to create a soft 

image of the country. 

 

The most important barrier to implementation of CSR on national and international scale is 

the lack of linkage between corporate social responsibility and economical success. Mostly 

companies seems it tough to assess how much to invest in corporate social responsibility, 

where to stop and how to get the right balance between the financial performance and 

corporate social responsibility, which is most significant barrier for corporations and 

governments. 

 

The main barrier in adopting corporate social responsibility practices is the increase in 

operating costs. By following CSR, there are also other risks like unpleasant impact on 
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profitability, competitive disadvantage, increased demands from interested stakeholders 

and decreased productivity.  

 

As we know that Company’s main objective is to maximize their profits and minimize 

their costs by effectively using their resources. Some times businesses do not want to 

sacrifice their profits just for sake of environmental sustainability and well being of the 

people. Because of economical instability of small enterprises and unstable government, it 

is not easy to implement comprehensive CSR program in the country. For well structured, 

developed and economically stable countries like Sweden, it is not big issue to employ 

corporate social responsibility in the country. But it is not possible in case of Pakistan, 

where government is not stable and businesses are not fully pleased with their current 

economic positions. 

 

The world at large is looking to corporations to help resolve social, environmental and 

economic problems that were once considered exclusively the area of government. So in 

order to reduce people’s expectations; governments are encouraging the businesses that 

they cannot handle current social and economical challenges alone. So International 

organizations play a key role in promoting healthier governance and better economic 

development at national and international level. 

 

As we have mentioned that CSR is not a new phenomenon in Sweden. By having highly 

developed social economy, Sweden has an extensive tradition of sustainable environmental 

practices and a large public constituency in favour of responsible business. The key to the 

success of corporate social responsibility in Sweden is that corporate sectors are prepared 

to spend their economic resources in environment and socially responsible initiatives. Yet 

in tough conditions and an economic environment of increasing competition, businesses in 

Sweden are finding that they can directly link their corporate social responsibility to long 

term profitability. The economical, environmental and social impacts of small companies 

need to be appreciated and understood by the large companies and government. As, small 

businesses have time and resource pressures.  (www.csreurope.org) 

 

Businesses should not be unfocused from their chase of profit; because it finally creates 

problems for society if it tries to behave for a wider good other than its own self interest, 

because it damages the primary goal of companies’ i.e responsibility to shareholders. 
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Attracting investors is common aim of country branding (Papadopoulos, 2004). Having a 

country brand is necessary to attract investors but not enough; there must be an 

infrastructure, a skilled workforce, favorable tax policies and returns on investment.  

 

Nowadays, within this global village world, disparate countries are connected by trade and 

economy, and hence a country is more than just a geographical territory and a Country is 

also seen as an international trademark as a brand. (Heidi Marie N., 2006) 

“If you find an executive who wants to take on social responsibility fire him fast” (Peter 

Druker) 

 

Because companies main objective is to increase their revenue in legal way, contributing to 

charities is detrimental to corporations since it may decrease profitability or increase 

product prices or both (Pinkston & Carroll 1996 cited in Snider, Hill & Martin, 2003) 

According to World Business Council for Sustainable Development, “Corporate social 

responsibility is the continuing commitment by business to behave ethically and contribute 

to economic development while improving the quality of life of the workforce and their 

families as well as of the local community and society at large”( World Business Council 

for Sustainable Development, 2000). 

 

“Today, corporate social responsibility goes far beyond the old philanthropy of the past – 

donating money to good causes at the end of the financial year – and is instead an all year 

round responsibility that companies accept for the environment around them, for the best 

working practices, for their engagement in their local communities and for their 

recognition that brand names depend not only on quality, price and uniqueness but on how, 

cumulatively, they interact with companies’ workforce, community and environment. Now 

we need to move towards a challenging measure of corporate responsibility, where we 

judge results not just by the input but by its outcomes the difference we make to the world 

in which we live, and the contribution we make to poverty reduction.” (Gordon Brown, 

Chancellor of the Exchequer)  

 

So, corporations perceive that expanding their CSR could increase their expenses, reduce 

their profitability, and enhance regulatory interference. 
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According to smith, people prefer to work for those corporations that “operate in an 

economically, socially and environmentally sustainable way” (Smith, 2002). So, same is 

the case with the countries, multinational companies would like to start their businesses 

only in those countries that are economically stable and could help the companies to get 

their desired economical objectives. 

 

4.16.2 Cultural barriers  
Every country has its own culture that may differ from other countries in the world. So, in 

order to implement corporate social responsibility, culture play important role. Like, 

countries, corporations have their distinct cultural values that insist them to behave like a 

good corporate citizen by taking good care of well being of people and environment. 

So, Cultures provide corporations and government with ways of thoughts, ways of seeing, 

hearing, and interpreting the world. 

 

Corporate culture is the set of different values, beliefs, and operating behaviors that are 

shared by persons within an organization. It is very difficult to establish an effective 

partnership among businesses and government due to organizational and cultural 

differences. In most of the countries, the inheritance of past policies of nationalization, 

central planning, unsuitable industrial policies, and corruption have created misconception 

between the corporation and the government. So, one of the key challenges to remove 

these cultural barriers lies in bridging the difference and striking the right stability between 

the goals and objectives of society, government and businesses(World Bank Institute, 

2002). 

 

Culture is complex idea with having many different definitions. Culture refers to a 

community with which has share similar experiences. Owing to different communications 

styles, attitudes towards conflicts, approaches to completing tasks, attitudes toward 

disclosure and decision making styles, corporation are facing big challenges to employing 

corporate social responsibility in their operations.  

 

As Hofstede said that “The misunderstandings caused by different cultural backgrounds 

might be minimal, but they will accumulate in the long run and cause problem.”  
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According to Simpon, the first steps in employing CSR activities have been taken by large 

corporation and government who brought with them a tradition of a new management 

culture, community engagement, environment friendly technologies, and a practiced eye 

for how business might help solve social and environmental challenges in order to create 

the soft image of the country (Simpson 2002). 

 

For public and private organizations the most challenging barrier to adopting socially 

responsible practices are “cultural differences” and “lack of appropriate regulations”.  

At governmental and corporate level, there is a lack of adequately clear policies covering 

cultural barriers, and businesses do not agree on the most vital actions required for broader 

adoption of corporate social responsibilities actions. 

 

In case of Sweden, well structured culture help the companies to take initiative and 

implement the corporate social responsibility for the good take care of environment and 

society at national and international level. 

 

So, cultural barrier in the implementation of corporate social responsibility is an important 

issue for the corporations and countries. Sometime Companies are restricted to some extent 

by the government and it becomes difficult for them to take initiative towards 

environmental sustainability and well being of society.   
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Chapter Abstract: 

Interviews were one of the major parts of our empirical and qualitative research to prove 

our thesis. So conducted interview from industry expert belongs to governments, academia 

and industry. Most of our interviewee is from Sweden and Pakistan. Due to some 

constraints we haven’t got very good response but still we had enough response and 

findings from some interviewees. So, most of their answers were very much aligned with 

the theory of CSR and country branding relationship, which we are presenting. They told 

us in different ways that if a country implement CSR at big scale it must create positive 

impact on the soft image of country which directly leads to branding of country. We also 

came to know that Pakistan is now moving ahead to start many CSR programs in country 

by different companies in collaboration with government. The case of Sweden has proved 

us that CSR have very much high impact on the well being of society and betterment of 

environment. 
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5.1 Interviews 
 
To get empirical data we did interviews from different experts of CSR and country 
branding. 
Benefit of interview is that it brings high answer frequency and flexibility in the questions 
precedence. On the other hand, interviews are time consuming and tough to interpret and 
analyze. We formulated and formed our interview questions in such a way that our 
respondents answer those questions without any restriction of length and content. Interview 
questions provided them the freedom to develop their own ideas and articulate them in 
their own words. 
We contacted with public and private organizations including Swedish institute, 
Universities, and private companies in Sweden and Pakistan. Our target interviewees were 
those who have some knowledge about corporate social responsibility and branding of 
country. Questions were quite structured and allowed us to access information that we felt 
was important and related to our research. When doing the interviews we started with 
asking questions about interviewee’s profile like about his Name, Designation, 
Organization, Contact details. We approached the respondents via e-mail and telephonic 
conversations.  
Almost twenty individuals were contacted over a two month period from May 2nd through 
10 June 2008 and only few of them positively replied.  
 
Following are some findings of interviews conducted 
 
5.2 Swedish Institute (SI) 
 
Interviewee profile: 
Name:   Åsa Bjering 
Designation:  Project-leader Swedish Institute Management Program 
Organization: Swedish Institute Management Program  
Contact details:  Swedish Institute, Slottsbacken 10, Box 7434, SE-103 91 
  Stockholm 
Contact:                              Phone: +46 (0) 8-453 78 54 | Mobile: + 46 (0) 73-231 85 13 
E-mail:                               Åsa Bjering <asa.bjering@si.se> 
Website  www.si.se 
 
In the beginning of the thesis when we were working on proposal we got enough support 
and information from Swedish Institute. But in the case of interview Swedish Institute 
haven’t replied well; we called them and sent them email many times that if we could do 
an interview with someone in charge of CSR activities. There we got contact of Madam 
Åsa Lundmark, the director of project and event for SI in Sweden who booked us for an 
interview.  
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We sent her an email including our thesis proposal and interview’s questions. She replied 
us after one week. She furthermore said us to contact her if we need more information 
regarding interview or if the answers given to us were ambiguous. 
 
1.     What is CSR in your opinion? 
The Swedish institute works with the definition set up by the European commission.  “CSR 
is a concept whereby companies integrate social and environmental concerns in their 
business operations and in their interaction with their stakeholders on a voluntary basis.” it 
is very important for us to say that CSR is the work and choice of corporations. 
 
2-   Why and how your organization is implementing CSR? 
The Swedish institute Management Program is a program with a target group of business 
leaders in the Baltic Sea region. The overall theme of the program is CSR. We are focusing 
on the CSR-strategies that go together with the business-idea of the companies. We cover 
different topics of the broad field of CSR, such as risk - reduction, operational efficiency, 
product differentiation and new market creation. We work with the global compact 
principles and OECD guidelines. 
 
3.     How Swedish government is facilitating companies to implement CSR in the country?  
This is rather a question for the ministries than an agency. The SI mission is rather to put 
Sweden on the map - and we do this in pointing out an important field of up and coming 
leaders. Facilitation of Swedish companies is rather done by the ministries. Read more 
about a government initiative called Global responsibility at  
http://www.regeringen.se/sb/d/2657 
http://www.regeringen.se/sb/d/2657/a/14557 
 
7.   This is difficult to answer. Of course image of companies that go together with the 
image of Sweden play a vital part of how the country is perceived. What IKEA, Electrolux, 
ABB and other companies that are seen as Swedish, do becomes as well a part of what 
Sweden is. Good HR-strategies, stake-holder dialogues and environmentally clever 
policies are necessary. as well as anti-corruption work if this is the values that the company 
wants to be attached to. All of the companies that we work with have the same value-base 
as the Swedish platform that we at the Swedish institute work with. 
Since it seems to be an important issue for many individuals this is of concern for the work 
that we at the Swedish institute does. This is one of the reasons to why the Swedish 
Institute Management program is focusing on the topic. 
 
8- How much contribution CSR can have in creating positive image of any country? 
My answer would be the same as the above. 
 
5.3 Interviewee Profile 
Name:               Radu Mares  
Designation:     PhD, Raoul Wallenberg Institute of Human Rights and Humanitarian Law 
Organization:    Lund Faculty of Law 
Address:            P. O. Box 1155 SE-221 05 Lund, Sweden 
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Tel.                    +46 46 222 12 43 
Fax.                   +46 46 222 12 22 
E-mail:      Radu.Mares@jur.lu.se  
 
We contacted with Mr. Radu Mares who is PhD, Raoul Wallenberg Institute of Human 
Rights and Humanitarian Law at Lund University. Radu also suggested us regarding our 
thesis and pattern of interviews questions. 
According to Radu, enterprises of the 21st century are facing new challenges regarding 
CSR that were previously not of a top priority for the companies. However, today, the 
main objective of the companies are to create a positive economic value that can no longer 
be sighted separately from environmental requirements and  increased attention of 
employees towards transparent and ethical performance on the society. so more and more 
enterprises are embarking on prevention of environmental, labor problems in business 
rather than dealing with penalty that may involve huge economical loses and damage the 
status of the corporation.  
Radu expressed that CSR is an idea whereby enterprises incorporate social and 
environmental concerns in their daily business activities and strengthen relationship with 
their stakeholders on intentional basis. The impact of  CSR also imitate the growing 
expectations of the communities and stakeholders of the developing responsibility of 
companies in society and the response of companies to growing environmental, social and 
economical pressure. In order to create a positive image of country, businesses and 
government can play a vital role. Similarly, in the case of Sweden, many huge companies 
like, Volvo, IKEA, SAAB etc are putting a positive image of Sweden at international level.  
 
5.4 Interviewer profile: 
Name:   Lisa Marsala 
Designation:  Global Communications Manager 
Organization: Interbrand  
Tel:  + 212 798 7646 
E-mail:   Lisa.Marsala@interbrand.com 
Website:      www.interbrand.com 
 
We contacted with Miss Lisa Marsala in Interbrand that creates and mange the brand 
value. She is working as global communication manager in this company. She said that for 
over 30 years, Interbrand has been working with many top global brands to create and 
manage brand value through an integrated set of contributions. Furthermore she expressed 
that we offer brand and business strategy, brand valuation at national and international 
level. 
According to Lisa, branding is essential to business success and by implementing CSR 
practices in daily business operation helps for the enterprises to get their desire economical 
goals and objectives in proper way. For the branding of Sweden, companies are playing 
vital role. Like according to top performing European brands 2008, H & M and IKEA from 
Sweden comes at first and third number respectively in the Europe. This means that these 
two giants are helping the Sweden to promote its positive image in front of people within 
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county and globally. These companies work together with government to implement CSR 
practices in the country.   
Finally she argued that brand positioning is mainly based upon informed market 
knowledge that offers the intelligence and insight to make the strategy useful. Today, 
businesses realized that practicing CSR affects their corporate position and brand image. 
So, government can play a unique role by supporting enterprises to implement corporate 
social responsibility in order to create a positive image and positioning of the country. 
 
5.5 Interviewee Profile 
Name:                        Thomas Carlhed 
Designation:  Director, Department for Branding and Coordination 

Organization: Swedish Institute Management Program  
Contact details:  Swedish Institute, Slottsbacken 10, Box 7434, SE-103 91 
  Stockholm 
Contact:                              Phone: +46 (0) 8-453 78 54, + 46 (0) 73-684 20 60 
E-mail:                               Thomas Carlhed <thomas.carlhed@si.se> 
 
Thomas said that being an employee of SI, Swedish Institute is a pubic organization that 
promotes positive image of Sweden abroad. The main goal of SI is to develop a mutual 
relationship with other countries around the world. Focus of SI is on well being of people, 
culture, science and education. Swedish Institute is governed by Swedish government and 
its primary objective is to inform the common public, key groups such as journalists, 
shapers of public opinion and decision makers about the Sweden at international level. 
 
Furthermore he said that companies adopt corporate social responsibility which applies to 
everything from human rights to environmental care. So far Swedish Institute has taken 
initiatives to aware Swedish public and private organizations about implication of 
corporate social responsibility and trying to put into practice it in the Sweden. So they 
started a particular program called Swedish Institute Management Program (SIMP) to have 
a close collaboration with Swedish enterprise in close collaboration with the Swedish 
Trade Council and the Invest in Sweden Agency. Whereas the Swedish trade council 
assists Swedish businesses to grow globally in order to promote the positive image of 
Sweden. Sweden is almost universally well-liked, and its brand image boasts a rare 
combination of stable and accountable governance, truthful and responsible people, 
unbeaten cultural exports, and a prime location for investment. Like Sweden, others 
countries can also attain excellent results by implementing corporate social responsibility 
in their corporate sector.  
 
5.6 Interviewer profile (from Pakistan): 
Name:   Mirza Sheeraz Zahoor 
Designation:  Business Executive (Biotech Division) 
Organization: Ferozsons Laboratories Limited  
Contact details:  13 J, Block J, Johar Town, Lahore, Pakistan 
  Fax: +92-42-5303076 
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Cell:   +92-307-4449828 
E-mail:   mirza.sheeraz@ferozsons-labs.com 
Website:      www.ferozsons-labs.com 
 
In Pakistan, we contacted with Mr. Mirza Sheerz Zahoor, who is business executive in 
Ferozsons laboratories and working for CSR program in company. Mirza said that 
corporate social responsibility (CSR) is a term be used in this modern era, it’s an attitude 
showed by the organizations considering the interests of society by taking responsibility 
for the impact of their manufacturing, distribution & recycling on communities, customers, 
employees, and environment. 
He said that I am employee of Ferozsons Laboratories Limited; we are manufactures of 
pharmaceuticals products, so it’s moral & legal binding for us to show serious concern of 
CSR because our customers are patients & doctors. It’s a challenging job for the 
organization to create harmony between Social values and corporate values. Furthermore 
he said that our company is managing CSR in terms of investment, manage risk, decision 
making, and measure performance. It designs all of its process & activities that don’t create 
imbalance between the environment & society. 
He also expressed that government facilitate in administrative & particular programs & 
playing a pro-active role in providing businesses with incentives to do good for their 
communities.  In upcoming happening as we have a update from media , governments are 
passing laws requiring companies to increase their disclosure, assess the impacts of their 
work on human rights and participate in CSR & also Ministry of Trade and Investment has 
planning to launch a fund awarding companies for innovative successful CSR .  
He said that CSR is a newly developed term & courtiers are adopting as their prime 
responsibility. In case of Pakistan, it is being implemented to show the serious concern 
towards society & it producing results.   
Finally he argued that CSR is playing positive role in country image by adopting different 
practices i.e. more integrated labor markets and higher levels of social inclusion, 
improvement in public health through voluntary initiatives, better innovation performance, 
more rational use of resources and reduced levels of pollution, fostering a more positive 
image of businesses and cultivating more favorable attitudes towards entrepreneurship, 
respect for human rights, core labor standards and environmental protection standards, 
especially in developing countries, poverty reduction and progress towards the Millennium 
Goals.  
 
5.7Interviewer profile (Pakistan): 
Name:   Muhammad Khurram Khan 

Designation:  Business Manager 

Organization: Schlumberger Information Solutions 

Contact details:  Plot # 267-268, I-9/2, Industrial Area, Islamabad. Pakistan. 

Fax (Office):  + (92 51) 4102089 

Cell:   + (92 301) 8569803 
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(Office - switch):  + (92 51) 111 951 952 ext 3010 

E-mail:   mkhan100 @islamabad.oilfield.slb.com 

Website:      www.slb.com 

Schlumberger is the leading oilfield services provider, deliver better results and improved 
exploration & production performance for oil and gas companies around the world. 
Company is working to develop products, services and solutions that maximize customer 
performance in a secure and environmentally sound manner 
(http://www.slb.com/content/about/index.asp?). 
We contacted with Mr. Khurram khan that is business manager in the company and deal in 
CSR activities in the company. Khurram said that CSR benefits society, employees, 
environment & any activity relates directly or indirectly with the company. Most 
companies understand that employees tend to engage in behavior that is recognized and 
rewarded and avoid behavior that is penalized. The system of recruiting, hiring, promoting, 
compensating and publicly honoring employees all can be designed to encourage corporate 
social responsibility.  
Companies now start observing social and environmental performance on a regular basis, 
they reschedules their procedures with  employees, customers, business partners and other 
associates businesses in aspect of CSR issues.  
In the last he expressed that whenever a new practice is adopted by the country, he has to 
face the challenges, CSR facing challenges like low stakeholder understanding and 
support, low management focus and strategy, and insufficient cost-benefit analysis. 
Organizations tackle these challenges by emphasizing education and enabling conditions 
that fostered learning in everyday action like decentralization, diversity, connections, 
shared focus, constraints, and feedback. 
 

5.8 Sweden as Case Study 
We have selected Sweden as case that how CSR can have a role in branding of country. 
Sweden is one of the countries, which are proactive to brand themselves by using different 
factors. Environment is one of the key factors, which created positive positioning of 
Sweden, and it included in the list of top country brands of the world. Also the standard of 
living played a vital role in its branding.  

Corporate Social Responsibility is very much recognized and being accepted activity in 
Sweden by companies and it is making environment and people’s living healthier. Swedish 
government is also helping out companies to achieve all this. The relationship between 
companies and government increase the capacity of a country to act and impact on social 
and environment issues. The implementation of CSR by companies can help to achieve 
environmental sustainability and human wellbeing to create the soft image of a country. So 
government has significance driving importance in a country’s branding. The clean 
environment and wellbeing of people is creating a soft image of Sweden in international 
community and taking in the top ten nation brands of the world. Swedish Institute (SI) 
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under the supervision of Swedish government has taken initiatives to aware Swedish 
companies about importance of CSR and trying to implement it in the country. So they 
have started a Swedish Institute Management Program to have a close collaboration with 
Swedish businesses in close partnership with the Swedish Trade Council and the Invest in 
Sweden Agency. For creating a positive image and branding of Sweden, the Swedish trade 
council assists Swedish corporations to grow internationally in order to promote the brand 
image of country. Sweden is almost universally well-liked, and its brand image boasts a 
combination of stable and responsible governance, honest and trustworthy people, 
flourishing cultural exports, better environment and a prime location for living and 
investment.  
Swedish government also helps it’s enterprises to initiate new environmental technologies 
in the fields of waste management, recycling, renewable energy, air pollution control and 
wastewater & sewage treatment 
For branding of Sweden, well loved brands like IKEA, Volvo, Saab and friendly & 
educated people contribute to positive image of the country at national and international 
level. 
Swedish government always supports corporation’s activities in order to bring concurrent 
economic, social and environmental benefits in the country. To implement CSR in the 
country, Swedish government works in partnership with the enterprises, community 
bodies. Government always encourages the businesses for innovative approaches and 
stable growth and application of best practice and make it sure that they have decent levels 
of performance in areas of  health & safety, the environment and equal opportunities for 
everyone in the country. In order to implement best practice of CSR, Swedish governments 
main motive is to increase the  awareness, responsible behavior and trust of companies that 
help it to create a positive image and positioning in the mind of its people at national and 
international level. Government encourages the corporations to help tackle with social 
exclusion and construct healthier communities in the country. 
The Swedish Environmental Protection Agency (EPA) is the national agency for 
environmental protection and nature preservation in the country. Main objective and 
mission of agency is to provide a healthy environment for community now and for future 
generations. EPA makes it sure that all environmental protection decisions are 
implemented in effective and efficient way in the country. At national level, agency acts as 
a coordinator and evaluator. 
So others countries can also get good quality results by implementing CSR in their 
corporate sector like Sweden. 
 
5.9 Interviews Limitations 
For interviews, we used telephone and email as source to approach the respondents. Most 
of them were busy owing to their tight schedule and did not response our interview. Like  
We contacted with “Samuel Petros Sebhatu” from Karsltad University. He was willing to 
answer the interview’s questions but said that “Well, the timing is really not good, since 
it's the end of academic year, to send you my point of view on your proposal. I will try to 
send you my view in a week time.” 
  



68 
 

Face-to-Face Interviews 
Face-to-face interviews with our targeted executives could not be conducted as all the 
interviewees are in different cities and countries, so it’s costly to go to them all and get 
time from them.  Hence all the interviews are being conducted through email or telephone 
by sending them a simple interview questionnaire. 
 
New research area 
As mentioned above that there is enough research work done on CSR in different aspects 
and also on country branding, But we have not found any considerable work on CSR and 
country branding relationship. So it’s hard to find fruitful literature exactly on research 
area.  
 
Time and cost constraint 
We are trying our best to conduct research work and prepare a comprehensive report, but 
due to time and cost limitations we cannot do our research in detail, which can lower down 
the quality of our work.   
 
5.10 Conclusion 
After going through the whole process of getting empirical data through interview we 
realized that we must give enough time to interviewee to read the questions and reply us. 
The time we were having was insufficient to conduct interview especially from Sweden 
because it is hard to get appointment here, everyone have busy schedule and they might 
give us the appointment of after two months.  
After having response from many interviewees we can conclude that CSR is now one of 
vital part of business model of any company and it’s not also beneficial for company itself 
but also create good impact on society, environment and country at large. To implement 
CSR in any country collaboration and initiative from governments is very necessary for 
private sector. We also came to know the situation of Pakistan regarding CSR 
implementation, that many Pakistani companies are now coming forward and adopting 
comprehensive CSR program. Government of Pakistan is also taking initiates and 
providing guidelines to companies that how they can plan their CSR program in better so 
that it create good impact on environment and society. So on the basis of all these 
empirical finding from interviews and case study we will present proposed models of 
relation between CSR and country branding and customized model for Pakistan as well in 
next chapter. 
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Chapter Abstract 
After comprehending the literature review, interviews and Sweden’s case we are able to 

prove the relationship between CSR and country branding in this chapter. On the basis of 

findings from literature review and empirical research we presented a customized model 

for Pakistan that how government and corporate sector can play a role in creating an 

integrated CSR program for companies that would be feasible for companies. 
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6.1 CSR and country branding relationship 

According to previous literature and empirical findings we came to know about the impact 
of CSR on society. CSR do have many positive impacts on society, four of the major 
societal factors are Environments, Community, Workplace and Marketplace. When an 
organization adopt CSR program, it creates some positive impact on society around or 
concerning to them. But when this program is being adopted by most of organizations in 
whole country, then they have their input in whole country.  So the things which are being 
affected by CSR program are same which are included in the factors of a country branding.  
As some of factors of creating positive image of a country are environments, community 
and wellbeing of society as whole. So indirectly the CSR program is very helpful to create 
positive image of country as shown in figure 6.1. To make this more effective there is a 
need to align the CSR program with the corporate strategy of government for country 
branding. 
 

 
 
Figure 6.1. CSR and Country branding relationship in accordance with government and 
corporate sector 
 
CSR can have an important role in the branding strategy of a country by focusing on the 
factors which are important in country’s brand strategy. Here both government and private 
sector have equal role in country branding, government is contributing by his branding 
strategy and corporate sector is having role in CSR program. 
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6.2 CSR as a process 
The process of CSR program starts from Government initiative about making a corporate 
strategy for country branding. Then on the basis of that strategy they purpose a CSR 
program to corporate sector. Corporate sector match their CSR program with 
Government’s strategy and implement that.    

 
Figure 6.2. CSR as process 

6.3 CSR and country branding relationship Model in general 

 
 
Figure 6.3. CSR and Country Branding relationship Model 
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6.4 CSR and country branding – Customize model for Pakistan 

Before creating a customize relationship model for Pakistan we need to do some analysis 
of current situation regarding branding strategy and CSR implementation in country. For 
this purpose we prepared SWOT analysis of Pakistan from available literature. Then we 
studied the situation of CSR implementation and Pakistan’s branding strategy. 

6.4.1 SWOT analysis of Pakistan 

SWOT Analysis, is a strategic planning tool used to evaluate the Strengths, Weaknesses, 

Opportunities, and Threats involved in a project or in a business venture. It involves 

specifying the objective of the business venture or project and identifying the internal and 

external factors that are favorable and unfavorable to achieving that objective. Menon, A. 

et al. (1999), Hill, T. & R. Westbrook (1997). 

 

Strengths Weaknesses 
Culture 
Diversity 
Heritage 
Women 
Philanthropy 
People 
Values 
 

Governance 
Identity 
Law and Order 
Education 
Extremism 
Economic 
Environment 
Social responsibility 
 

Opportunities Threats 
Technology 
Outsourcing 
China 
Business 

Extremism 
Terrorism 
Society problems 
Environment 
 

 
Figure 6.4. Source: (Association Of Pakistani Professionals/ Branding Pakistan at Asia 
Society and Museum, New York, 2006) 
 

6.4.2 CSR status in Pakistan 

In our literature review about situation of Pakistan we came to know that Government of 
Pakistan is taking some actions to implement CSR in country by supporting the corporate 
sector. Also corporate sectors has started taking some actions regarding CSR, but still lot 
of companies are not having any CSR program in their business model. There is also a 
need of collaboration between government and private sector to implement effective CSR. 
A writer has given some idea about CSR adoption by companies in an article that, In 
Pakistan; companies like EBM, Nestle, Unilever etc have realized their social 
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responsibility. Nestle Pakistan Ltd has a unique CSR profile which is inbuilt into its 
business model, their concept is to integrate rural development with market mechanism. If 
we look at EBM, their cultural ethos is of a “Caring Corporate Citizen”, that is giving back 
to community as a responsibility and obligation of a good management. EBM portrayed 
itself as a responsible company by responding immediately to the victims of earth quake 
and providing them not only funds but free of cost biscuits. Unilever is also actively 
participating for the betterment of society. Rose Petal is donating a proportion of their sales 
proceeds to WWF Pakistan for the preservation and nature conservation. (Chowrangi 
/Corporate Social Responsibility by Annie Gulrukh, 2007) 

 
Following are some real examples of CSR implementation in Pakistan 
 
Pakistan Tobacco  

“Pakistan Tobacco, a subsidiary of British American Tobacco, said that it had decided not 

to use television and radio advertisements in response to "the reasonable expectations of 

society".  

"Many people, including parents, are concerned about the influence of advertising on 

children (and not just tobacco advertising), even though there is ample evidence to suggest 

that tobacco advertising is not the main cause in the decision of adults or youth to smoke - 

the key drivers are youth culture, peer-pressure and family influence," it said. (Mallenbaker 

/Business Respect, Asian Times ,Issue No. 47, 2003.) 

 
Mobilink (A Caring Corporate Citizen) 

“Mobilink has been actively making regular donations to Shaukat Khanam Memorial 

Cancer Research Hospital, Roshni Homes and Zindagi Trust. It also encourages its large 

customer base also donate generously through SMS donations for various causes. 

Mobilink also supports other organizations such as the Khidmat Foundation, Umeed-e-

Noor, and PIMS Children Hospital, in making lives of millions in Pakistan more 

comfortable.  

 Educating the Youth,  
 Cultivating the Community 
 Supporting the Arts 
 Playing the Sport 
 Employee Involvement 
 Earthquake 2005” 

(Mobilink/about Mobilink, Corporate Social Responsibility) 
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Citibank Pakistan 

“Citibank N.A. Pakistan was among the twelve corporations that took home the highly-

coveted CSR National Excellence award for outstanding Corporate Social Responsibility. 

The winners, saluted at an event held last week were lauded for both the execution of 

successful CSR initiatives and for effectively communicating those efforts to various 

constituencies.” (Citi/ Citi Pakistan Wins CSR Award, 2007) 

 
CSR Association of Pakistan  

“CSR Association of Pakistan and the NGO Help International Welfare Trust Pakistan 

(HIWT), the program seeks to honor corporations that have successfully demonstrated that 

altruism, philanthropy and employee commitment to "do good" can go a long way towards 

making an impact on a community, key stakeholders, and a company's bottom line.” (CSR 

Association of Pakistan, 2006) 

 
PIA Committed to Creating a Better World 
“PIA is driven by the highest standards of corporate governance and social responsibility. 

As a public sector organization and a business leader, PIA believes in building strong 

relationships with customers, partners, employees, and the communities in which it 

operates. The organization's values are exemplified in a range of corporate initiatives 

designed to impact positively on the lives of multiple stakeholders. PIA practices active 

corporate citizenship through social services, support for non-profit organizations, medical 

services for employees, the promotion of sports, and educational initiatives. 

PIA has institutionalized the practice of good governance by establishing a Corporate 

Social Responsibility Committee. The Committee provides a platform to evaluate, update, 

and recommend best practices as PIA continues on its mission to adhere to business ethics 

and stamp out corruption. Corporate Social Responsibility (CSR) is woven into the fabric 

of daily operations at PIA. Our employees wholeheartedly contribute to our commitment to 

develop the organization, the communities in which we function, and the country.” (PIA/ 

About PIA-Corporate Social Responsibility) 
 

6.5 Pakistan as brand 
“Pakistan never been branded in proper way by government and neither by private sector. 

Due to some of the basic problems in country, the identity of Pakistan is not defined by any 

one. But with the advent of time there are many changing are coming and Pakistan is 

becoming prospering, dynamic and youthful country.  
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According to Dr. Ishrat Hussain, ex-Governor of the State Bank of Pakistan, "At the 

moment, there is no brand called ‘Pakistan’. What we do have are disjointed, largely 

negative, fragments of our country’s attributes, which form the basis for the world’s 

judgment. These negative images are unfortunately ingrained in our own minds as well, 

hence making our task all that much more difficult. Recent geo-political and terrorist 

events have rendered this image all the more vulnerable. But in conducting a SWOT 

analysis, we should take this geo-political baggage as a given and work around it, rather 

than continue to wade in areas of controversy. Successful marketing is a function of how 

well the strengths are used and built on. It is important for us to be aware of our 

weaknesses and the threats, but even more important to channel our strengths towards 

seizing the opportunities."  (Association Of Pakistan Professionals/ Branding Pakistan, 

2007) 
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6.6 Customize model for Pakistan 
After having fare idea of Pakistan’s SWOT analysis to know about it weaknesses, 

strengths, strengths and opportunities we can define its branding policies more effectively.  

But to propose a customize model we also studied about the status of CSR implementation 

in country and work done regarding branding of Pakistan. So we came to know the factors 

which are important regarding branding and creating its soft image. So figure 6.5 shows a 

propose model for Pakistan which is designed on the basis of general models of CSR and 

country branding relationship showed in figure 6.1 and 6.3. This model is improved form 

of model shown in our thesis proposal in the beginning.   

 
Figure 6.5. CSR and country branding relationship model for Pakistan 
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7.1 Conclusion 

Going through the whole process of conducting research we came to know that country 

branding is a way of creating soft image to become more competitive in the world. There 

are many ways to create soft image of a country. Healthy environment and people well 

being are two major factors t create soft image of a country.  So countries also work hard 

for people well being and good environment. We investigated in our study that CSR can 

play vital role for wellness of environment and people because it’s about being responsible 

for environment and society. So in that way CSR can contribute in creating soft image of a 

country to brand it.  

Despite the fact that countries are showing interest in implementing corporate social 

responsibility and also working to adopt CSR, but it is not considered as part of country’s 

branding strategy. They are not using CSR for creating an impact on whole country at 

large. It is just considered as corporate sector responsibility to implement it and contribute 

in community work. One reason of this entire problem can be the lack of collaboration 

between government and corporate sector regarding implementation of CSR.  

Sweden is one of the successful cases in creating soft image of country and branding it in 

better way. The country brand index report of 2007 show that clean environment and 

people wellbeing is creating a soft image of Sweden in international community and taking 

in the top ten nation brands of the world (Future Brand, 2007). Swedish Institute working 

hard to communicate CSR implementation in country and creating positive brand image. 

(Bjering Åsa, S 2007).  

After studying the case of Sweden and getting interview we concluded that Government 

has to come forward to help corporate sector for designing an effective CSR program. Also 

help to build their capacity and provide the training regarding CSR planning and 

implementation. Corporate sector also don’t have close collaboration with government 

regarding the development of CSR program. Companies should have collaboration with 

government while planning and implementing there CSR program. So that their CSR 

program could become the part of Governments corporate strategy for country branding. 

But during our research we also analyzed that there are many other hurdles in 

implementation of CSR in any country that could be cultural factors, economical factors, 

business culture etc. Like in the case of Pakistan companies don’t show their responsibility 

for environments and also don’t want to spend money from their business on social areas. 

But in the case of out thesis and we have not considered other factor influencing the CSR 
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and also country branding. So these models work well if other factors will be taken 

appropriate and suitable to this whole process. 

 

7.2 Recommendations 
After analyzing the findings from primary and secondary data we came to point that 

corporate social responsibility can have impact on the branding of country by creating soft 

image. As to environments and society wellness contributes to soft image of country which 

can be achieved by CSR.  So we recommend that CSR must be a part of banding strategy 

of any county. 

A company must communicate with government while planning corporate social 

responsibility program so that it must be aligned with government’s country branding 

strategy. Also government must communicate there plans with corporate sector and help 

them to plan and implement CSR program to make it more effective. 

 

7.2.1 Recommendations for Pakistan: 
In this case of Pakistan we analyzed that there are many problem exist in planning and 

implementing CSR program. Lack of communication between government and corporate 

sector is one the major problem which is creating hurdle in effective CSR program. Also 

some companies are not showing social responsibility for society as consumers are not 

aware about their rights. 

Pakistan should start a specialized program unit or action cell to work on CSR and 

collaborate with companies for disseminating information about country branding strategy 

about CSR program. They also encourage companies to show their social responsibility 

and adopt CSR programs. 

So there is a need to have close collaboration of government with the companies to prepare 

effective CSR program which contributes to create soft image of country at large. 

 

7.3 Practical Implication and Scope 

The generic models of relationship we presented in our thesis are quite implementable in 

all countries after putting customized data of particular country. Our theory of CSR and 

country branding relationship is quite implementable in all countries. So show more 

practical implication we also presented a customize relationship model for Pakistan by 

putting customized data. 
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7.4 Future research: 

During the process of this study some other areas were came into our mind which can be 

addressed in future research studies, as that aspects are not investigated before.    

As the main objective of our research was to present a general model of relationship 

between CSR and country branding. That’s why we did not investigated in detail the case 

of Pakistan, because purpose was to just implement that model on any country. So a deep 

study can be done on Pakistan to implement this model in detail. Same kind of study could 

also be done for any other country. 

Due to time constraints we did not gone into details of CSR program designing, a detail 

study can be done to propose a comprehensive and complete CSR program for any 

particular country and company as well. 

In the case of research methodology we were not able to do lot of interviews and also we 

did not studied the case of more than one country. So these might be factors which can 

overcome in future research to increase the quality of results. 

Following are some more related areas on which research can be done: 

 The role of CSR in creating positive positioning for any particular country 

 How to prepare an effective and integrated CSR program for a company 

 What could be the role of company for creating effective CSR program 

 What could be the role of government for helping to create effective CSR program 

 How CSR can be the part of government’s country branding strategy  

 Etc. 
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Appendices 
 
Following is interview questionnaire sent to interviewees.  
 
Interview  
 
Title: The Role of corporate social responsibility to create positive positioning in the branding 
of a country  
 
Note:  
Kindly be focused on topic while answering these questions.  
Read the thesis proposal (before answering the interview questions)  
Kindly give any examples of any country/organization that is working on these lines.  
Thesis short proposal is also attached  
 
 
Thanks and Regards,  
 
 
Aamir Sohail  
Kashif Shahzad  
Ishtiaq Ahmad Din 81  
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Interviewee profile:  
 
Name:  
Designation:  
Organization:  
Contact details:  
 
 
Interview Questions  
 
1. What is CSR for you and/or how can you describe CSR?  
 
2. Is your organization applying CSR in any form?  
 
3. Why and how your organization is implementing CSR?  
 
4. How Swedish government is facilitating or encouraging companies to implement CSR 
in the country?  
 
5. What is role of CSR in creating the well being of the society and better environment in 
Sweden?  
 
6. What could be main problems and challenges in implementing CSR in developing 
countries?  
 
7. What are the contributions of CSR in creating positive image of Sweden?  
 
8. How much contribution CSR can have in creating positive image of any country? In 
your opinion what is the contribution CSR in creating positive image for developing 
countries? I prefer to be specific in comparing between Sweden and Pakistan or developing 
countries.  
 
9. Any additional information or thoughts you want to add  
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