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1 Introduction 

Corporate reputation has become an important element in any organization. A good, 

healthy reputation can have great benefits for a company, such as attracting customers 

and potential investors, motivating employees while attracting new top employees, and 

improving the overall financial performance of the company (Coombs 2010, 58). Corporate 

reputation has several definitions, and for the purpose of this thesis it will be defined as 

the result of stakeholders’ accumulated experiences with a given company (Coombs 2010, 

58), but it will also be viewed as being an emotional bond that stakeholders have with the 

company (Reputation Institute). According to Coombs, an organization’s reputation is 

threatened by any crisis that might occur, and crisis communication minimizes any 

damage that might result from the crisis (Coombs 2010, 58). However, the case utilized in 

this thesis disagrees with his point, because although a crisis did occur, crisis 

communication was not applied, and the organization still managed to improve its 

reputation. 

 

The results of this thesis will be based on the case of the Lego Group (from here now on 

Lego), Greenpeace and Shell, revolving around the situation in summer 2014 when 

Greenpeace campaigned against Lego’s partnership with Shell. In 2014, Shell was drilling 

for oil in the Arctic, and Greenpeace did not agree with this. It initiated a campaign that 

was aimed at getting Lego to end its partnership with Shell, partly because Greenpeace 

found that Lego was not acting in correlation with its own policies in relation to 

responsibility and environmental issues. (Duff 2014) The vital part of the campaign was a 

video of a large Lego landscape made out of 120 kg of Lego blocks, being drowned in oil 

(Greenpeace 2014). In addition, Greenpeace gathered signatures from people around the 

world wanting Lego to stop the partnership with Shell, and ended up gathering more than 

a million signatures in a very short amount of time (Greenpeace 2014). 

 

However, according to the Reputation Institute’s RepTrak 100 survey, Lego rose from a 9th 

place in April 2014 (Reputation Institute 2014, 5) to a 5th place in April 2015 (Reputation 
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Institute 2015, 7). This means that although Greenpeace used the Lego brand in a negative 

context, and attracted much attention towards it, Lego managed to improve its reputation. 

What is more interesting, is the fact that Lego did so without using crisis communication – 

it only responded two times, and mostly to express its dissatisfaction with Greenpeace’s 

methods. 

 

While crisis communication is not a factor in this case, the notion of reputation capital may 

be, along with favourable CSR activities. Reputation capital is the idea of an organization 

having such a positive reputation that it can endure crisis situations without reputational 

damage, and it can be closely connected to an organization’s CSR activities.  

 

The interest in this case is to explore the reasons why Lego’s reputation was not hurt by 

this campaign, and thereby perhaps find ways to inspire organizations going through 

similar situations. In order to do so, several possibilities are considered: 

 

 Has Lego managed to utilize effective crisis communication? 

 This seems unlikely as Lego chose to respond to Greenpeace’s campaign 

only two times, and only to express disappointment over Greenpeace’s 

choice to use the Lego name in its disagreement with Shell. (See Appendix 

One and Two) 

 

 Does Lego have reputation capital? 

 This might be an important part of Lego’s reputational success as it is very 

active with its CSR activities, which might give it reputation capital and 

therefore help during crisis situations. 

 

 Is the ineffectiveness of the Greenpeace campaign really a result of a poor 

Greenpeace reputation? 

 This might also be a valid reason, because Greenpeace is often criticized for 

its methods. 
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 Or did Lego fix the problem by not extending its contract with Shell? 

 While Lego refused to end its partnership with Shell, it did choose to not 

extend the contract at the end of the year, which might have had an effect. 

 

This thesis aims to explore how a company can guard itself from major damage if falling 

into a crisis situation – or if it can guard itself. 

 

 The problem statement therefore becomes: 

 

1.1 Statement of Problem 

How has Lego avoided reputational damage during the Greenpeace/Shell 

crisis? 
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2 Methodology 

This chapter provides the reader with an overview of the methodology applied in this 

thesis. This entails the scientific approaches applied, the theoretical considerations, and an 

introduction to the hermeneutic spiral, which will be explained and related to the study at 

hand. Moreover, the research design, and the empirical data collection process will be 

addressed. 

 

2.1 Scientific Approach 

2.1.1 Epistemology 

Epistemological issues are concerned with the notion of what acceptable knowledge is. 

More precisely, it relates to the question of whether issues concerning the social world can 

and should be studied in the same manner as the natural sciences. The two 

epistemological positions that are in question are positivism and interpretivism. Positivism 

supports the view that social issues can and should be studied in the same manner as the 

natural sciences, while interpretivism does not. (Bryman 2012, 27) 

According to Alan Bryman, the author of Social Research Methods, positivism is difficult to 

define, because authors tend to view the term differently, however, he has listed five 

different principles that describe the term in more detail. 

 

 The principle of phenomenalism – only what is confirmed by the senses can be 

warranted as actual knowledge. 

 

 The principle of deductivism – theory generates hypotheses that can be tested and 

allow laws to be assessed. 

 

 The principle of inductivism – through the gathering of facts, knowledge is gained 

and can provide the basis for laws (theories). 

 

 Objective science – science is conducted in a value free manner. 
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 Clear distinction between scientific and normative statements. 

(Bryman 2012, 28) 

 

In contrast to positivism, there is the epistemological position of interpretivism, which 

requires the social world to be studied very differently from the natural sciences. While 

positivism is concerned with explaining human actions, interpretivism is concerned with 

understanding and interpreting it. Interpretivism is very subjectively oriented and closely 

connected to the hermeneutics, which will be introduced below. (Bryman 2012, 28) 

 

The study at hand will be conducted from an interpretivist view, because interpretation 

will be at the core of the study. The thesis’ goal is to investigate how organizations can 

survive crisis situations without damage to the reputation, but it will be done through a 

single case study, meaning that interpretation of the data collected is necessary. Moreover, 

in order to reach the goal of the thesis, it is necessary to understand the mechanisms of the 

single case study that will be applied – the case of Lego, Greenpeace and Shell, rather than 

just seeking to explain it. 

 

2.1.2 Ontology 

Ontological issues are, on the other hand, concerned with the nature of social entities. The 

question is whether social phenomena are an external reality that social actors are not able 

to influence, or if it is built from the perceptions and actions of social actors. The former 

view is referred to as objectivism and the latter constructionism. (Bryman 2012, 32) 

Constructionism considers social phenomena to be in constant change and revision 

through social interaction, and therefore a researcher is only able to present a specific 

version of reality at any given time. Objectivism considers reality to be more definitive. 

(Bryman 2012, 33) 

 

The ontological position taken in the process of writing the thesis is constructionism, as 

the researcher considers reality to be in constant change, and that social actors have great 

influence on the surrounding world.  
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2.2 Theoretical Considerations 

This section will provide the reader with a short introduction to deductive and inductive 

theory, and the theoretical considerations for the thesis at hand. 

 

2.2.1 Deductive Theory 

The deductive theory is most commonly applied in social 

research. It requires the researcher to deduce a hypothesis 

on the basis of pre-existing knowledge and theory, and 

then collect data to clarify further. The hypothesis is 

translated into researchable entities and operational goals 

in order to specify the collection of data. (Bryman 2012, 

24-25) 

 

Deductive theory is applied in this study, as it is theory 

and pre-assumptions that guide the data collection. The researcher will be working from 

the perception that Lego has been able to build up such a great reputation that it has 

resulted in a reputation capital, which has enabled it to stay unaffected by the Greenpeace 

campaign in 2014. There is also a pre-assumption that Greenpeace itself does not have a 

very good reputation and therefore has not been granted the credibility during its 

campaign that it could have, if it had been more popular. This pre-assumption comes from 

the viewing of comments on social media such as Facebook and YouTube, where people 

tend to criticize Greenpeace for its aggressive methods. 

(YouTube 2014) 

 

2.2.2 Inductive Theory 

The inductive process works in the opposite direction, 

starting with the collection of data. The researcher seeks out 

patterns in the massive collection of data, and from these 

patterns a theory emerges. (Bryman 2012, 24-26) 
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While deductive theory will be applied for this study, inductive theory may also be 

implied. This will be the case, if the observations and findings of the researcher show that 

the theory or hypotheses may need revision. 

 

2.3 The Hermeneutic Spiral 

Hermeneutics was originally applied in interpreting theological and legal texts, but has 

developed into being viewed as a science of the interpretation of human action (Bryman 

2012, 712). There are different views on hermeneutics and what it entails; however, this 

thesis takes its departure in Gadamer’s view. He seeks to reconcile between the 

subjectivities of both the present interpreter (the researcher) and the past creators (of 

objects of interpretation). Gadamer views prejudice and biases to be a precondition for any 

interpretation, as all people are naturally influenced by whatever cultural or historical 

experiences they have. The process of understanding is never-ending, as culture and 

tradition are ever-changing. (Barono 2015, 9) 

The spiral is an illustration of how interpretation works in these hermeneutic terms. 

Whenever a researcher begins a specific study, he/she has a pre-assumption of what the 

reality is – a prejudice or bias, as Gadamer claims. During the research process, the 

researcher will gain new knowledge which will change his/her pre-assumption and lead 

to new assumptions. In the light of the new assumption, new knowledge is gained, and 

once again a new assumption arises. Arguably, the spiral never ends, because there is 

always something new to be learned, new knowledge to be gained. 

 

In relation to the current thesis, hermeneutics is very relevant, as the study conducted, 

relies much on the subjective interpretation of the researcher. A subject such as reputation 

is in itself very open to interpretation, because it relies on the opinions of different people, 

all viewing the world in different ways. It would be an impossible task for the researcher 

to reach an ultimate truth in such a study, therefore, interpretation is necessary. 

Interpretation is applied in relation to the surveys conducted for the thesis, and in the 

understanding of secondary data such as the RepTrak surveys. Moreover, the study of 

Lego’s CSR approaches is also based on the researcher’s subjective interpretation. 
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Summarily, the researcher of this study will attempt to reinterpret the data based on 

previous interpretations, in order to follow the hermeneutic spiral of expanding 

understanding of the subject. 

 

2.4 Research Strategy 

This section discusses the use of qualitative and quantitative research strategies, and the 

use of mixed methods research. Many authors distinguish clearly between qualitative and 

quantitative research, however, the use of both in combination is becoming more popular 

(Bryman 2012, 37). 

 

2.4.1 Quantitative Research 

This research strategy refers to the quantification of data, meaning that it relies on 

statistics and numbers. In relation to some of the other methodological considerations that 

have been covered previously, epistemology, ontology and theory, quantitative research 

can be construed as a research strategy that relates to: the practices of natural sciences and 

the epistemological position of positivism, the view of social phenomena being an 

objective reality not under the influence of social actors, and to a deductive approach to 

theory and research. (Bryman 2012, 36) 

 

2.4.2 Qualitative Research 

Qualitative research strategy refers to the emphasis on words rather than numbers when 

collecting and analyzing data. This strategy relates to: the emphasis on individuals and 

their interpretation of the social world, the view of social reality being in constant change 

and revision through social interaction, and to an inductive approach to theory and 

research. (Bryman 2012, 36) 
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2.5 Research Design 

This section is concerned with the selection of a research design for the thesis and with 

explaining the meaning of the research design that is chosen. Choosing a specific research 

design provides the researcher with a certain framework for the collection, interpretation 

and analysis of data. (Bryman 2012, 46) 

 

2.5.1 Case Study Design 

For this specific thesis, the case study design has been chosen. This entails a detailed 

analysis of a single case, and it can include a single community, a single person, or a single 

organization as in this case (Bryman 2012, 66-67). When working with a single case study, 

the researcher does not seek to generalize the findings, but more to go into depth with the 

nature of the specific case (Bryman 2012, 70). However, the researcher may learn 

something through a single case study that can be utilized elsewhere, or at least inspire 

further research in order to generalize the findings.  

 

Case studies are often associated with qualitative research, however, in this case, mostly 

quantitative research will be applied, because it has not been possible to interview or 

observe relevant insiders. This means that it will be a survey research design that seeks to 

find relevant features to explain Lego’s reputational success. (Bryman 2012, 76) However, 

qualitative aspects will be applied in the survey, such as ‘open’ questions where 

respondents are able to express their opinions more freely. 

 

Furthermore, a case study is not just a case study, but can be distinguished by type of case. 

Some examples are: the critical case, the unique case, the representative case, the revelatory case, 

and the longitudal case. The case with Lego can be described as a critical case, because the 

researcher seeks to get a better understanding of how an organization, Lego, is able to not 

only survive a crisis, but to actually improve its reputation during the crisis. Moreover, the 

researcher has several hypotheses or pre-assumptions about this and seeks to either falsify 

of corroborate them through the analysis of the collected data. (Bryman 2012, 70) 
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2.6 Research Method 

This section will provide the reader with an overview of the data collection process and 

technique. (Bryman 2012, 46) 

 

Much of the empirical data for this thesis will be collected through web surveys. The 

researcher will apply questionnaires in order to try and get some answers to some of the 

questions that are relevant for the case, and these questionnaires will be written in Google 

Analysis/Forms. By using this website for the questionnaires, it makes the data collection 

much easier. The researcher writes the relevant questions and submits them on the web 

page, which will generate a specific URL address for the questionnaire. This URL address 

is then shared through several networks such as social media, and Aalborg University’s 

own internal mailing system on Moodle, and respondents can go directly to the webpage 

and answer the questions. (Bryman 2012, 671) 

 

Moreover, secondary analysis is also applied in the thesis in the form of the RepTrak 100 

survey, which documents Lego’s high reputation and the fact that it has become better 

during the course of the Greenpeace/Shell crisis. There are several advantages to applying 

secondary data. For example: the researcher saves cost and time, can find quality data, and 

can spend more time on analysis. And for the purpose of this specific case, it makes sense 

to apply secondary data, because of the scarce resources and time available for writing the 

thesis. There are, of course, some limitations to secondary data as well. For example: the 

researcher is not familiar with the data, and has no control over the quality of the data. 

(Bryman 2012, 312-316) 

 

2.7 Empirical Data Collection 

The empirical data collection process will be described in this section. The data collected 

for this thesis has been gathered by sending out questionnaires online. Two separate 

questionnaires were written – one aiming at clarifying some questions about Lego in 

relation to the specific situation with Greenpeace and Shell, and another aiming at 
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revealing Greenpeace’s reputation among the public. Both questionnaires are small-scale. 

The goal was to collect a minimum of 50 responses for each questionnaire, and they were 

sent out through social media (Facebook) and through the university platform (Moodle). 

The reason for choosing these channels was that they both enable a widespread audience. 

On Facebook people are able to share it, so that it is not only available to the researcher’s 

network, but also to the researcher’s network’s networks. On Moodle, an international 

audience is also available, because many students are either exchange students from other 

countries or Danish students that have large networks internationally. 

 

First the questionnaire about Lego was sent out. The questions aimed at revealing how 

people felt about Lego after the situation with Greenpeace and Shell, and what they 

actually knew about it. While the thesis is about Lego’s reputation, an international 

survey, RepTrak 100, has already established that Lego has a remarkable reputation in 

general, so it seemed unnecessary to investigate this on a small scale, when large scale 

information was already available in the form of secondary data. This is why the focus 

remained on the specific situation with Greenpeace and Shell. 

 

The second questionnaire focused on Greenpeace and how people feel about it. The aim 

was to try and establish if Greenpeace’s own reputation was the reason why Lego was not 

affected much by its campaign. This was one of the researcher’s pre-assumptions – that the 

Greenpeace campaign may not have been as destructive to Lego’s reputation, because 

Greenpeace itself perhaps does not have such a good reputation, and therefore its 

campaign lost validity or credibility. If people like Lego and dislike Greenpeace, it would 

make sense that their opinion of Lego would not be affected by what Greenpeace has to 

say. 

 

In both questionnaires, no specific theory or model was applied in making them. The focus 

lay on asking questions that would help the researcher answer the research questions. The 

two most important guidelines were to ask questions in a way that was easy to 

understand, and not to limit the respondents by only having closed questions with only 
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some specific answers available. That meant that the only closed questions were those that 

required a ‘yes’, ‘no’, or ‘I do not know’ answer. The rest of the questions, respondents 

were free to respond to in their own words. Some questions were phrased in a way that 

limited the answers somewhat, but respondents were still free to use their own words. 

These questions were, for example, the ones that asked the respondent to describe 

something with three words. 

 

Furthermore, the two questionnaires were actually four questionnaires due to the fact that 

each of them were made in both English and Danish. The Danish version was only in case 

of language barriers, and respondents were asked to answer the English version if 

possible. The decision to make questionnaires in both languages was made, because the 

questionnaires were sent out and shared through the researcher’s network, mostly on 

social media. And while the questionnaires were shareable, much of the researcher’s 

immediate network does not necessarily have the English skills required to understand the 

questions and be able to answer them fully.  

 

3 Theory 

This chapter focuses on the theoretical background for the thesis. The theories will be 

described, and the context and manner in which they are applied will be explained. This 

thesis relies heavily on the theoretical areas within Corporate Social Responsibility and 

Corporate Reputation. 

 

3.1 Corporate Social Responsibility 

Several theories on Corporate Social Responsibility (CSR) exist. This section will offer a 

short introduction to some of the theories, and will go more in depth with the theories that 

are relevant to the study at hand. This thesis relies on the notion that CSR theories can be 

divided into four groups of theories: instrumental theories, political theories, integrative 

theories, and ethical theories (Garriga and Melé 2004, 53-62). These are described shortly 

below. Moreover, Carroll’s CSR pyramid and the notion of Kyosei are introduced as well. 
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3.1.1 The Four Groups of Theories within CSR 

3.1.1.1 Instrumental Theories 

Instrumental theories assume that CSR is an expression for wealth creation as the only 

social responsibility. The corporation is considered to be a means to an end – making a 

profit. (Garriga and Melé 2004, 52) Some of the theories under this label are: maximizing 

shareholder value, strategies for competitive advantages, cause-related marketing etc. (Garriga and 

Melé 2004, 53-55) 

 

3.1.1.2 Political Theories 

Political theories emphasize the social power of corporations, meaning that they accept 

social duties and participate in social cooperation. (Garriga and Melé 2004, 52) Some of the 

theories are: Corporate constitutionalism, integrative social contract theory, corporate citizenship 

etc. (Garriga and Melé 2004, 55-57) 

 

3.1.1.3 Integrative Theories 

Integrative theories assume that corporations need to incorporate social demands in their 

business. (Garriga and Melé 2004, 52) Some of the theories are: issues management, principle 

of public responsibility, stakeholder management etc. (Garriga and Melé 2004, 58-60) 

 

3.1.1.4 Ethical Theories 

Ethical theories emphasize the relationship between business and society with ethical 

values and view the social responsibilities of corporations as ethical obligations. (Garriga 

and Melé 2004, 53) The theories under this label are: normative stakeholder management, 

universal rights, sustainable development, and the common good approach. (Garriga and Melé 

2004, 60-62) 

 

When browsing through Lego’s website, it is noticeable that the company seeks to do 

sustainable business, and to influence the world and children in it as positively as possible 

(Vestbjerg 2015). It can be argued that this shows an ethical approach to CSR, and 

therefore this thesis will take its departure in the view that Lego has a highly ethical 



Master Thesis International Business 

 Communication  

 

 

 

Emira Šibić January 2016 Page 16 of 122 

139,480 

approach to its CSR activities. To be a little more precise, it seems that it has features that 

correspond with three of the theories under this label, and these will be described in more 

detail below. 

 

3.1.1.4.1 Universal Rights 

Central to CSR, is the protection of human rights. Several approaches exist that have 

human rights, labour rights and environmental protection at heart – UN Global Compact, 

The Global Sullivan Principles, and the certification SA8000. They are all based on the 

Universal Declaration of Human Rights. (Garriga and Melé 2004, 61) 

 

3.1.1.4.2 Sustainable Development 

The approach was developed on macro level rather than corporate level, but it needs 

corporate contribution. It first widespread when the Brutland Report was published by 

The World Commission on Environment and Development. Originally it only took into 

account the environmental factor; however, it has expanded into including the social 

dimension as well.  

 

3.1.1.4.3 The Common Good Approach  

This approach considers the common good to be a responsibility of every social player, 

corporations as well. Corporations are able to contribute in multiple ways, for example, 

they provide goods and services that are needed in society, they create wealth in society 

etc. This approach is very closely connected to the notion of Kyosei – a Japanese concept 

explained in detailed further down. 

 

For example: 

 Lego conforms to the ten principles of the UN Global Compact (The Lego Group 

2015), and moreover, to the ten Children’s Rights and Business Principles (Vestberg 

2015), corresponding with the universal rights theory. 
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 Lego is very conscious about its development, and puts much emphasis on 

sustainability and the need for resources in the future. This corresponds to the 

sustainable development theory. 

 

 Lego also contributes to the local communities, and the environment at large. For 

example, Lego engages its employees in volunteer activities benefitting local 

communities – Lego volunteers organized a play day and helped with 

reconstructions at a home for underprivileged children in the Czech Republic 

(Vestberg 2015). Lego also aims at using 100% renewable energy in 2020, and 

therefore has invested in an offshore wind farm in Germany (Vestberg 2015). This 

corresponds with the common good approach, which seems to carry some of the 

features of Carroll’s CSR pyramid – more precisely the philanthropic responsibilities. 

Moreover, Lego has attributes 

corresponding with Kyosei, a Japanese 

concept that explains how companies can 

cooperate for the benefit of the common 

good. 

 

3.1.2 Carroll’s CSR Pyramid 

Archie B. Carroll, a professor Emeritus who is an 

expert in the area of corporate social responsibility 

(Terry College of Business), suggests that there are 

four kinds of social responsibilities to total CSR: 

economic, legal, ethical and philanthropic. The 

ethical and philanthropic responsibilities have gained more and more importance over the 

years. (Carroll 1991, 40) 

 

3.1.2.1 Economic Responsibilities 

Originally, corporations were considered to have the economic responsibility of providing 

goods that were needed and wanted in society, while making an acceptable profit doing 
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so. Over the years, the incentive became to make maximum profit. There are five 

important components to the overall term: maximizing earning per share, being as 

profitable as possible, maintaining a strong competitive position, maintaining a high level 

of operating efficiency, and being consistently profitable. The economic responsibilities are 

essential to the other business responsibilities as well. (Carroll 1991, 40-41) 

 

3.1.2.2 Legal Responsibilities 

Corporations are expected to act within the law, as part of the social contract between 

business and society. So, while it is important that a corporation makes a profit (economic 

responsibility), it is equally important that it complies with the laws and regulations set 

forth by authorities or governments. There are five important features to the legal 

responsibility as well: being consistent with expectations of government and law, 

complying with federal, state and local regulations, being a law-abiding corporate citizen, 

fulfilling legal obligations, providing goods/services that meet legal requirements. 

(Carroll 1991, 40-41) 

 

3.1.2.3 Ethical Responsibilities 

These responsibilities cover the practices and activities that are expected of corporations 

by members of society, but have not been written as laws. They relate to the norms and 

standards about what is regarded as fair and just. The five most important components of 

ethical responsibility are: consistency with the expectations of society and ethical norms, 

respecting new moral norms, preventing compromise of ethical norms to achieve 

corporate goals, doing what is expected morally or ethically, and recognizing that integrity 

and ethical behaviour are more than compliance with laws and regulations. (Carroll 1991, 

41) 

 

3.1.2.4 Philanthropic Responsibilities 

Philanthropic responsibilities relate to activities that corporations engage in as a response 

to the expectation that corporations should be good corporate citizens. This could include 

financial contributions to the arts, human welfare organizations etc. It could also be 
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employee time for humanitarian purposes. The difference between ethical and 

philanthropic responsibilities is that the latter is more voluntary. While it is desired by 

society, the corporation will not be viewed as unethical should it choose not to fulfil the 

philanthropic responsibilities. The five most important features of philanthropic 

responsibilities are: consistency with philanthropic and charitable expectations of society, 

assistance to the fine and performing arts, participation in voluntary/charitable activity 

within local communities, assistance to private and public educational institutions, and 

voluntary assistance of projects which enhance the quality of life in a community. (Carroll 

1991, 40-41) 

 

3.1.3 Kyosei 

Kyosei is a concept with roots from early Japan (Kaku 1997, 60), and can best be defined as 

a “spirit of cooperation”. It relies on the notion that individuals and corporations work 

together for the common good. (Kaku 1997, 55) Kyosei consists of five stages: economic 

survival, cooperating with labour, cooperating outside the company, global activism, and the 

government as a Kyosei partner (Kaku 1997, 56). 

 

3.1.3.1 Economic Survival 

The first stage of Kyosei is similar to the economic responsibilities of Carroll’s CSR 

pyramid. At this stage, the cooperation aims at securing a consistent profit. It provides 

goods for the community to buy, and purchases local materials. While a corporation needs 

to make a profit, it is important to remember that there are other important things to 

consider as well, because corporations play a role in a larger context. (Kaku 1997, 56) 

 

3.1.3.2 Cooperating with Labour 

This stage concentrates on the cooperation between the workers and the managers in a 

corporation. When this is accomplished, the two parties will consider each other to be vital 

to the company’s survival.  The cooperation becomes part of every employee’s personal 

ethical code. (Kaku 1997, 56) 
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3.1.3.3 Cooperating Outside the Company 

Stage three is about cooperating with outside groups. These groups could be suppliers, 

customers, competitors etc. For example: the corporation should provide support for 

suppliers, and in return, the suppliers should provide the corporation with high quality 

products; the corporation receives customers’ loyalty, because it is helpful towards them; 

or the corporation should participate in joint ventures/partnerships with competitors, for 

the sake of the common good. All of these examples are representative of the third stage of 

Kyosei. (Kaku 1997, 56) 

 

3.1.3.4 Global Activism 

When it comes to the fourth stage of Kyosei, global activism, it is important for 

corporations to remember that the aim is to have a positive effect on global issues. For 

example, when choosing a foreign location for a production facility, it should be 

somewhere that the home country has a trade surplus with. Establishing research and 

development in foreign countries also makes it possible for the corporation to improve the 

quality of life for the local community by training engineers etc. A corporation may also be 

able to reduce pollution when introducing the correct technology to its production around 

the world, helping the global environment. (Kaku 1997, 56) 

 

3.1.3.5 The Government as a Kyosei Partner 

Corporations in the fifth stage are rare. At this point a corporation will use its power, 

wealth, and influence to convince national governments to rectify imbalances on the 

global playing field. (Kaku 1997, 56) 

 

3.1.4 Critique of CSR Theories 

The three CSR theories/approaches that are applied in this thesis do have some limitations 

to them, which will be elaborated shortly on in this section.  

 

The theory chapter began with a description of four groups of CSR theories/approaches – 

instrumental theories, political theories, integrative theories, and ethical theories. For the 
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case applied in the thesis, the ethical theories are of relevance. There are four 

theories/approaches within this group – normative stakeholder theory, universal rights, 

sustainable development, and the common good approach. The first is considered 

irrelevant in this case. The remaining three have been described and applied in the thesis. 

The most explicit problem with such theories lies in the fact that there is a tendency 

towards viewing a company’s approach to CSR as being either one theory or another 

theory (Garriga and Melé 2004, 65). In reality, a company may very well be approaching 

its CSR activities with combined attributes from several (ethical) theories. This thesis will 

be working with a combination of ethical theories. 

 

The second CSR theory is Carroll’s CSR Pyramid, which emphasizes four main 

responsibilities a company should fulfil. While all responsibilities are of importance, the 

economic and legal responsibilities are considered to be the more basic ones, while ethical 

and philanthropic responsibilities have gained much more attention in recent years. The 

philanthropic responsibilities, though, are much more voluntary in nature than the ethical. 

Essentially, the theory proposes that a company builds its CSR around the four 

responsibilities. The pyramid has been criticized for the notion of having an economical 

definition as the foundation from which the rest should come after or from, meaning that a 

company would only be considered socially responsible if it fulfils the economic 

responsibilities of maximising profit. Moreover, it has received criticism for the lack of 

ability to explain complex relationships between business, society and the environment. 

(Claydon 2011, 409-410) These critiques, however, do not affect this thesis. 

 

The third and last theory within CSR, although not a literal CSR theory, is the notion of 

Kyosei. The critique of this is under the “too idealistic”-category (Kaku 1997, 57). Kyosei is 

in its nature a very beautiful theory on how to benefit the common good by establishing a 

healthy economical foundation, cooperating internally and externally, contributing with 

global activism, and establishing Kyosei partnerships with governments to influence 

legislation. If all organizations were able to conduct business in this manner, the world 

would be much more balanced. However, not many organizations seem to apply this 
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approach in their business conduct, most likely because it seems too ambitious and 

unrealistic. This thesis applies Kyosei in terms of corroborating Lego’s actions with the 

other theories, because does not knowingly apply Kyosei, although it does have many 

attributes that are comparable. 

 

3.2 Corporate Reputation 

As mentioned in the Introduction chapter, corporate reputation has many definitions. This 

thesis will view corporate reputation as the result of stakeholders’ accumulated 

experiences with a given company (Coombs 2010, 58), and as being an emotional bond 

that stakeholders have with the company (Reputation Institute). The following section will 

put emphasis on the notion of reputation capital and on reputation measurement/theory 

based on the RepTrak System. 

 

3.2.1 Reputation Capital 

Reputation capital can be described as a presumption that exists within the area of 

reputation management. It is possible to find a theoretical specification that is based upon 

investment strategies in the financial markets. Just as a corporation would build up 

financial capital, it can also build up reputational capital. According to Wreschniok and 

Klewes, there are four strategies for doing so: hedge strategy, growth strategy, value 

strategy, and total return strategy. (Wreschniok and Klewes 2009, 365-366) In the 

following, these strategies will be described and explained.  

 

3.2.1.1 Hedge Strategy 

A hedge strategy within reputation management relies on putting a communicative focus 

on a specific person/topic in order to drive reputation. If the goals of the company are 

achieved, the company can bank on the expectations that were set forth by the 

communications strategy. Essentially, the company uses a communications strategy, 

making promises that it is expecting to be able to fulfil at a later time, and if it does, there 
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is reputational capital to be gained. (Wreschniok and Klewes 2009, 366) Hedge strategies 

are mostly used by new businesses in niche markets. (Wreschniok and Klewes 2009, 368) 

 

3.2.1.2 Growth Strategy 

When applying a growth strategy within reputation management, the focus is on 

identifying the reputational drivers, and the areas where reputation management can 

improve the competitive position. Stakeholder analyses are conducted to do so. Investors 

are interested in entire sectors of the economy, rather than being interested in individual 

companies. The strategy is mostly applied by global companies with complex business etc. 

Essentially, the goal is to find out, beforehand, which reputational drivers and which areas 

of focus will be necessary in the future to gain a competitive position reputation wise. 

(Wreschniok and Klewes 2009, 368) 

 

3.2.1.3 Value Strategy 

This strategy focuses on individual companies, and has a significant inward view. This 

means that the target groups are employees, partners and clients. It is of great importance 

to keep high ethical standards with regards to stakeholders. (Wreschniok and Klewes 

2009, 370) Outwardly, the company applies corporate communication that strengthens 

reputation (Wreschniok and Klewes 2009, 371). The value strategy is typical for family-

owned SME’s with good reputations (Wreschniok and Klewes 2009, 372). 

 

3.2.1.4 Total Return Strategy 

A total return strategy is a low risk strategy, only concerned with safe bets, so to say. This, 

however, implies that the reputational gain is not as high as with other strategies. What is 

also very typical is the lack of interest in internal and external communications. 

Companies that apply this strategy focus mainly on the quality of the product and rely on 

this to be enough to secure customer satisfaction. This could become problematic in this 

time, when the media/internet has great influence. Crises can occur very easily for a 

company, because information (true or false) can spread quickly and easily, and 

companies that apply total return strategies suffer because of their non-communicative 
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approach. That is, when reputation is in danger, these companies have a hard time 

salvaging it. (Wreschniok and Klewes 2009, 372-373) This strategy is most often applied by 

industry, but also SME’s with clients that are mostly businesses (Wreschniok and Klewes 

2009, 374).  

 

3.2.2 RepTrak System for Reputation Measurement 

The RepTrak system for reputation measurement consists of seven dimensions that each 

consist of several variables/attributes, 23 in total. (Fombrun, Ponzi and Newburry 2015, 9) 

 

3.2.2.1 Products & Services 

The product/services dimension is concerned with whether stakeholders, mainly 

customers, are satisfied with the organization’s products and services, and how this affects 

their opinion about the organization. Most people tend to view a company from 

experience with its products. (Fombrun, Ponzi and Newburry 2015, 6) The main attributes 

to be considered for this dimension are: 

 

 Does the company offer high quality products and services? 

 Does the company offer products and services that are a good value for the money? 

 Does the company stand behind its products and services? 

 Does the company meet customer needs? 

(Fombrun, Ponzi and Newburry 2015, 9) 

 

3.2.2.2 Innovation 

An organization that strives to do something new and innovative in its business activities 

will often receive admiration for doing so, meaning that it will attract favourable attention 

from stakeholders (Fombrun, Ponzi and Newburry 2015, 6). The main attributes for this 

dimension are: 

 

 Is the company innovative? 

  Is the company generally the first to go to market with new products and services? 
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 Does the company adapt quickly to change? 

(Fombrun, Ponzi and Newburry 2015, 9) 

 

3.2.2.3 Workplace 

Research shows that stakeholders have positive feelings towards companies that ensure 

good workplaces, and employees commit long-term to them while promoting the 

company externally. As important as it is for reputation, it is equally important in terms of 

recruiting high-quality employees. (Fombrun, Ponzi and Newburry 2015, 6) The 

workplace attributes are: 

 Does the company reward its employees fairly? 

 Does the company demonstrate concern for the health and well-being of its 

employees? 

 Does the company offer equal opportunities in the workplace? 

(Fombrun, Ponzi and Newburry 2015, 9) 

 

3.2.2.4 Governance 

Governance is a very important element in reputation management, because organizations 

are constantly being monitored in relation to it. Companies that are perceived to be ethical 

and transparent in its business activities, and in its supply chain management (Code of 

Conduct etc.), are much more likely to gain the trust and admiration of stakeholders. 

(Fombrun, Ponzi and Newburry 2015, 7) The attributes that represent the governance 

dimension are: 

 Is the company open and transparent about the way it operates? 

 Does the company behave ethically? 

 Is the company fair in the way it does business? 

(Fombrun, Ponzi and Newburry 2015, 9) 

 

3.2.2.5 Citizenship 

Good deeds are respected, studies show, and therefore corporate citizenship is important 

in reputation management, as is it to communicate about the responsible activities a 
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company engages in. this builds trusts and thereby reputation. Citizenship entails both 

socially responsible behaviour as well as environmental sustainability. (Fombrun, Ponzi 

and Newburry 2015, 7) The citizenship dimension entails the following attributes: 

 Does the company act responsibly to protect the environment? 

 Does the company support good causes? 

 Does the company have a positive influence on society? 

(Fombrun, Ponzi and Newburry 2015, 9) 

 

3.2.2.6 Leadership 

Good likeable leaders can be very attracting attributes for an organization. They are able to 

attract media coverage and endorsements, which signals to the organization’s 

stakeholders that it is credible and trustworthy, improving its reputation. (Fombrun, Ponzi 

and Newburry 2015, 8) The main attributes under this dimension are: 

 Does the company have a strong and appealing leader? 

 Does the company have a clear vision for its future? 

 Is the company well-organized? 

 Does the company have excellent managers? 

(Fombrun, Ponzi and Newburry 2015, 9) 

 

3.2.2.7 Performance 

In terms of performance, it is important for an organization to signal to stakeholders its 

profitability and prospects for growth, especially investors. If an organization is profitable 

and has prospects for future growth, it signals to stakeholders that it is reaching its 

objectives, meaning that it is most likely meeting stakeholders’ expectations in a range of 

areas. (Fombrun, Ponzi and Newburry 2015, 8) Important attributes for performance are: 

 Is the company profitable? 

 Does the company deliver financial results that are better than expected? 

 Does the company show strong prospects for future growth? 

(Fombrun, Ponzi and Newburry 2015, 9) 
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3.2.3 Critique of Corporate Reputation Theories 

Two corporate reputation approaches are applied in the thesis. The first is the appliance of 

financial capital strategies in reputation management, meaning that instead of applying 

them to gain financial capital, the organization applies them to gain reputational capital. 

There are four strategies – hedge-, growth-, value-, and total return strategies. The 

strategies are used to evaluate Lego’s approach to reputation management. The 

approaches are financially recognized, however, there may be limitations to their use in 

reputation management. The researcher at least recognizes the possibility that financial 

and reputational capital may not be treated in the same manner.  

 

The second corporate reputation theory is the RepTrak system for reputation 

measurement, which will be applied in the analysis of Greenpeace’s reputation. The 

theory in itself is not critiqued here, but there may be limitations in this thesis. It is 

normally applied as a guide to the RepTrak annual survey. In this thesis, the data 

collection process and theoretical assessment process were misaligned, resulting in an 

inconsistency between the theory’s framework, and the questions in the survey that was 

conducted. This is no fault of the theory, but of the researcher. 

 

4 Empirical Material 

In this chapter, the empirical material will be described, both the primary data – two web-

surveys conducted by the researcher, and the secondary data – RepTrak 100 surveys and 

CSR RepTrak survey. The aim is to help the reader understand the data on which the 

thesis is based. 

  

4.1 Questionnaires 

4.1.1 Lego’s Partnership with Shell 

The questionnaire had 50 respondents in total, 17 respondents to the Danish version and 

33 to the English version. Below, the responses to the questions will be explored and 
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analyzed, both in a statistical manner and in an interpretive manner. Also, the importance 

of the different questions and responses will be explained. 

As there were 50 respondents to the questionnaire, this number corresponds with a full 

100%, meaning that every respondent accounts for 2% (100% / 50 respondents = 2%) 

(See Appendix Three for full questionnaire) 

 

4.1.1.1 Sex 

The respondents were asked about their gender, and from the results, it seems that most 

respondents were female. 

 

Female  - 38 respondents * 2% = 76% 

Male  - 12 respondents * 2% = 24% 

 

 

 

 

4.1.1.2 Age 

Respondents were also asked about their age, and were free to write their age themselves; 

however, for the purpose of statistical analysis, the responses have been grouped in age 

intervals in the analysis process. 

 

Age 10-19  - 2 respondents * 2% = 4% 

Age 20-29  - 34 respondents * 2% = 68% 

Age 30-39  - 5 respondents * 2% = 10% 

76% 

24% 

Sex 

Female 

Male 
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Age 40-49  - 6 respondents * 2% = 12% 

Age 50-59  - 2 respondents * 2% = 4% 

No answer  - 1 respondents * 2% = 2% 

 

 

 

It seems that most of the respondents are between 20 and 29 years old. 

 

Out of the 34 respondents between 20-29 years of age, 24 respondents were female. That 

means that almost half of the respondents were females between the ages of 20 and 29 

(48%). 

 

4.1.1.3 Children 

As the thesis is about Lego, the researcher found it interesting to ask the respondents if 

they have children, mostly because there was an interest in finding out if having children 

had an effect on people’s willingness to be influenced by a campaign such as the one 

Greenpeace made. The children’s age was considered not to be of importance in this case, 

because Lego has been around for so long that even the older generations would most 

likely have known it. However, most of the respondents did not have children. 

 

Children  - 13 respondents * 2% = 26% 

No Children - 37 respondents * 2% = 74% 

 

4% 

68% 

10% 

12% 
4% 2% 

Age 

10-19 

20-29 

30-39 

40-49 

50-59 

No answer 
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Furthermore, if looking at how many of the females between the ages of 20 and 29 have 

children, the number becomes very small – only two female respondents between the ages 

of 20 and 29 have children (4%). 

 

4.1.1.4 Knowledge of the Lego Company 

When asked if they know the Lego company, all of the respondents answered yes. This is 

very positive, because it means that they all are somewhat able to give their opinion about 

it. 

 

4.1.1.5 Description of Lego with 3 Words 

The respondents were asked to describe Lego with three words, and most of them did so, 

but some only wrote one or two, and some did not answer the question at all. In order to 

create a statistical analysis, the responses were divided into four groups. One group 

consists of respondents that answered purely positively, a second group consists of 

respondents that responded purely negatively, a third group consists of those respondents 

that used some sort of neutral wording or words that can be interpreted both positively 

and negatively, and then there is one last group of respondents who did not answer the 

question at all. 

 

Positive wording - 29 respondents * 2% = 58% 

Negative wording - 1 respondent * 2% = 2% 

Neutral wording - 18 respondents * 2% = 36% 

26% 

74% 

Children 

Children 

No children 
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No answer  - 2 respondents * 2% = 4% 

 

 

 

Some examples of the positive responses are: 

“Innovativ, Motiverende, Dygtig” (Innovating, Motivating, Skilled) 

“Fun, Educational, robust”  

“Clever, Innovative, Fun”  

 

The one negative response was: 

“lukkethed - kapital - uansvarlig” (Closed, capital, irresponsible) 

 

Some examples of the responses that have been labelled neutral: 

“Innovativ, Kreativ, Dansk” (Innovating, Creative, Danish) 

“farverigt, til børn, global virksomhed” (colourful, for children, global company) 

”Tradition, kreativitet, velstand” (Tradition, creativity, prosperity) 

”Big company, educational, resposible.” 

”Creative, World wide, Foregoing” 

”Danish, family-oriented, political” 

 

While many of the words are positive, words like “Danish”, “global”, “velstand” (prosperity), 

“big”, “world wide”, and “political” are hard to categorize as positive or negative. All but 

one of the neutral answers consisted of several words, and in most of them, only one of the 

words was considered neutral. The other words were positive, making it somewhat logical 

58% 

2% 

36% 

4% 

Description of Lego with 3 Words 

Positive wording 

Negative wording 

Neutral wording 

No answer 
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for the researcher to conclude that the respondent meant the neutral word in a positive 

way as well. Therefore, the researcher has interpreted all of the neutral answers as positive 

except one. That one answer consists of only one word: “Big”, and this makes it hard to 

interpret, because the respondent did not give any other indications to the researcher on 

whether it was meant positively or negatively. Therefore, that one response remains 

neutral. 

 

Positive wording - 46 respondents * 2% = 92% 

Negative wording - 1 respondent * 2% = 2% 

Neutral wording - 1 respondents * 2% = 2% 

No answer  - 2 respondents * 2% = 4% 

 

 

 

4.1.1.6 1-3 Things Well Done by Lego 

Respondents were asked to mention between one and three things they think Lego does 

well. The researcher was able to find many similar answers, and chose to look at how 

many respondents said for example ‘branding’, ‘quality’, ‘educational’ etc. The percentage 

does not add up to 100%, because every respondent mentioned several things, meaning 

that one respondent may be accounted for in up to three of the categories.  

 

Creativity & Play - 14 respondents * 2% = 28% 

Trends & Development - 12 respondents * 2% = 24% 

92% 

2% 2% 4% 

Description of Lego with 3 Words 

Positive wording 

Negative wording 

Neutral wording 

No answer 
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Toys for Everyone - 11 respondents * 2% = 22% 

Brand  - 10 respondents * 2% = 20% 

Marketing/Attention/ 

Familiarity  - 10 respondents * 2% = 20% 

Innovation  - 9 respondents * 2% = 18% 

Quality  - 5 respondents * 2% = 10% 

Legoland  - 4 respondents * 2% = 8% 

Management & Treat- 

ment of Employees - 4 respondents * 2% = 8% 

Values &  

Danish Culture - 3 respondents * 2% = 6% 

Openness &  

Handling of Crises - 3 respondents * 2% = 6% 

Growth  - 2 respondents * 2% = 4% 

Educational  - 2 respondents * 2% = 4% 

Available & Present - 1 respondent * 2% = 2% 

Charitable  - 1 respondent * 2% = 2% 

Affects Legislation in   

Europe  - 1 respondent * 2% = 2% 

Cheap  - 1 respondent * 2% = 2% 

No Answer  - 6 respondents * 2% = 12% 

 

 

28% 
24% 22% 20% 20% 18% 

10% 8% 8% 6% 6% 4% 4% 2% 2% 2% 2% 

12% 

0% 
5% 

10% 
15% 
20% 
25% 
30% 

Things Well Done by Lego 
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4.1.1.7 1-3 Things Badly Done by Lego 

Respondents were also asked to mention between one and three things they think Lego 

does badly. Once again, the researcher chose to look at how many respondents said a 

specific thing. The percentage does not add up to 100%, because every respondent 

mentioned several things, meaning that one respondent may be accounted for in up to 

three of the categories.  

 

No Answer  - 26 respondents * 2% = 52% 

Shell Partnership - 7 respondents * 2% = 14% 

Social Responsibility/ 

Environmental Issues - 6 respondents * 2% = 12% 

Outsourcing/Selling/ 

Moving  - 3 respondents * 2% = 6% 

Expensive  - 3 respondents * 2% = 6% 

Production & Sale  

not Aligned  - 2 respondents * 2% = 4% 

Communication/ 

Marketing  - 2 respondents * 2% = 4% 

Packaging & Product  

Amount not Aligned - 2 respondents * 2% = 4% 

Missing the Old Lego - 2 respondents * 2% = 4% 

Lego Scala Stop - 1 respondent * 2% = 2% 

Clothing  - 1 respondent * 2% = 2% 

Female Representation - 1 respondent * 2% = 2% 

Mistaken for American - 1 respondent * 2% = 2% 

Global  - 1 respondent * 2% = 2% 
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Over half of the respondents did not answer this question, or simply wrote that they do 

not know or that they cannot think of anything.  

 

4.1.1.8 Opinion about the Lego Company 

Respondents were asked about their view on the Lego company, and were given the 

options one to five – one being “It is very bad – I do not like it” and five being “It is very good 

– I like it a lot”. The question was focused on the respondents’ opinions on the company as 

a whole, and its role and responsibility in society. 

 

No Answer  - 1 respondent * 2% = 2% 

1  - 0 respondents * 2% = 0% 

2  - 0 respondents * 2% =0% 

3  - 3 respondents * 2% = 6% 

4  - 17 respondents * 2% = 34% 

5  - 29 respondents * 2% = 58% 

 

52% 

14% 12% 
6% 6% 4% 4% 4% 4% 2% 2% 2% 2% 2% 

0% 

10% 

20% 

30% 

40% 

50% 
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Over half of the respondent gave Lego a score of five, and there were no scores in the 

negative end. 

  

4.1.1.9 Knowledge of Partnership between Lego & Shell 

The next question was about the knowledge of Lego’s partnership with Shell. 

 

Knowledge of  

Partnership  - 22 respondents *2 % = 44% 

No Knowledge of  

Partnership  - 27 respondents * 2% = 54% 

No Answer  - 1 respondent * 2% = 2% 

 

 

2% 

0% 

0% 

6% 

34% 

58% 
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No answer 
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The division between those who know about the partnership and those who do not is 

almost equal; however, there are a 54% that do not know about it. 

 

4.1.1.10 Opinion about the Partnership 

When asked about their opinion of the partnership between Lego and Shell, half of the 

respondents did not answer or did not have an opinion on the matter.  

 

Partnership is Okay - 9 respondents * 2% = 18% 

Partnership is Not Okay - 16 respondents * 2% = 32% 

No Answer/No Opinion- 25 respondents * 2% = 50% 

 

 

 

The above accounts for all of the respondents, however, the numbers are not realistic, 

because some of the responses are from respondents who were not aware of the 

partnership between Lego and Shell, according to their answers to the previous question. 

Therefore, only the answers of the respondents who knew about the partnership should be 

accounted for here. 

 

Partnership is Okay - 6 respondents * 2% = 12% 

Partnership is Not Okay - 13 respondents * 2% = 26% 

No Answer/No Opinion- 3 respondents * 2% = 6% 
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26% of the respondents are aware of the partnership and feel that it is not okay, and 12% 

think it is okay for Lego to cooperate with Shell. 

 

4.1.1.11 Knowledge of Greenpeace Campaign 

The next question was whether the respondents knew about the campaign that 

Greenpeace launched in 2014 against Lego’s partnership with Shell. 56% knew the 

campaign and 44% did not. 

 

 

The above numbers account both those who knew about the partnership and those who 

did not. However, it is considered valid, because it is possible that people had seen the 

viral video from Greenpeace although they did not know about the partnership. For the 

sake of being thorough, the researcher has also looked into how many of only those that 

knew about the partnership, knew about the campaign. 38% of the respondents knew 

about both the partnership and the campaign against it, while 6% knew about the 

partnership, but not the campaign. 

12% 

26% 

6% 

Opinion about the Partnership 
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4.1.1.12 Effect of Greenpeace Campaign 

The next question aimed at finding out if the campaign had an effect on the respondents. 

Most of the respondents did not feel that the campaign had had an effect. 

 

Yes  - 4 respondents * 2% = 8% 

No  - 26 respondents * 2% = 52% 

No Answer  - 20 respondents * 2% = 40% 

 

 

 

However, once again the numbers are not realistic when taking all of the respondents into 

account, because some of them did not know the campaign. Only the 56% that knew the 

campaign should be accounted for. 

 

 

Yes  - 4 respondents * 2% = 8% 

No  - 19 respondents * 2% = 38% 

No Answer  - 5 respondents * 2% = 10% 
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 These numbers are important, because they reveal that although Greenpeace used Lego in 

their campaign, people were not affected much by it. 

 

4.1.1.13 Opinion of Lego before Greenpeace Campaign 

When asked about their opinion of Lego before the campaign, respondents either 

answered positively or did not answer at all. It was fairly equal, although the positive 

answers are ahead. 

 

 

 

4.1.1.14 Change in View on Lego after Greenpeace Campaign 

When asked if they had experienced any changes in their view on Lego after the 

Greenpeace campaign, most of the respondents did not answer, and only a few had had 

their view changed to the worse. The rest experienced no change. 

 

No Change in View - 23 respondents * 2% = 46% 
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Worse View than  

Before  - 3 respondents * 2% = 6% 

No Answer  - 24 respondents * 2% = 48% 

 

 

 

However, the only relevant answers are of those that knew the campaign (56%). 32% of the 

respondents knew the campaign and had experienced no change in their view of Lego 

despite it, 6% knew the campaign and had had their view change to the worse. 18% did 

not answer. 
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4.1.1.15 View on Greenpeace 

Lastly, the respondents were asked about their opinion on Greenpeace. This question was 

asked to get a preliminary view on how people feel and think of Greenpeace, because one 

of the researcher’s pre-assumptions was that Greenpeace’s campaign had no effect on 

Lego because its own reputation was not so good. During the time that this questionnaire 

was active, the researcher could gradually see a tendency in the respondents’ answers and 

therefore a second questionnaire about Greenpeace was made and sent out. The second 

questionnaire will be reviewed in the next section of this chapter. 

 

 

 

Greenpeace is Good - 18 respondents * 2% = 36% 

Greenpeace is Bad - 9 respondents * 2% = 18% 

Greenpeace is Okay, But 

Disagree with Methods - 17 respondents * 2% = 34% 

No Answer  - 6 respondents * 2% = 12% 

 

While most of the respondents said that Greenpeace is good, there are indications that its 

reputation may not be that good. 18% said that Greenpeace is bad and another 34% that 

they do not agree with its methods, meaning that a total of 52% of the respondents 

disagree with Greenpeace on some level. This number is high enough to have encouraged 
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the researcher to investigate further by sending out the second questionnaire focusing on 

Greenpeace’s reputation. 

 

4.1.2 Greenpeace Reputation 

The questionnaire had 58 respondents in total, 20 respondents to the Danish version and 

38 to the English version. However, eight of the respondents only answered the questions 

about age and sex, making them useless. The goal was to receive 50 responses, and this 

goal was reached by keeping the questionnaires open until there were 50 useable 

responses. Below, the 50 useable responses to the questions will be explored and analyzed, 

both in a statistical manner and in an interpretive manner. Also, the importance of the 

different questions and responses will be explained. 

As there were 50 respondents to the questionnaire, this number corresponds with a full 

100%, meaning that every respondent accounts for 2% (100% / 50 respondents = 2%) 

(See Appendix Four for full questionnaire) 

 

4.1.2.1 Sex 

As in the former questionnaire, the respondents were asked about their gender. And as 

was the case with the former questionnaire, most of the respondents were once again 

female. 

 

Female  - 35 respondents * 2% = 70% 

Male  - 15 respondents * 2% = 30% 
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4.1.2.2 Age 

Age has been divided into age intervals, and respondents placed in age groups. 

 

Age 10-19  - 2 respondents * 2% = 4% 

Age 20-29  - 30 respondents * 2% = 60% 

Age 30-39  - 11 respondents * 2% = 22% 

Age 40-49  - 7 respondents * 2% = 14% 

 

 

 

The majority of the respondents are between the ages 20-29 (60%). Out of the 30 

respondents between 20-29 years of age, 20 respondents were female. That means that 40% 

of the respondents were females between the ages of 20 and 29. 

 

4.1.2.3 Familiarity with Greenpeace 

Respondents were asked about their familiarity with Greenpeace, and most of them knew 

of it (94%), however, 6% did not know what Greenpeace is. 
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4.1.2.4 Positives on Greenpeace 

When asked to mention some positive things about Greenpeace, respondents mentioned 

many different attributes, and therefore, the researcher has divided all of the answers into 

different categories. For example, there are categories about the environment, and on 

awareness. Mostly the respondents mentioned Greenpeace’s fight for the environment, 

nature, animals, climate change, and the planet in general. The percentage does not add 

up to 100%, because every respondent mentioned several things, meaning that one 

respondent may be accounted for in several of the categories.  

 

Environment - 41 respondents * 2% = 82% 

Awareness  - 8 respondents * 2% = 16 % 

Actions/Campaigns - 4 respondents * 2% = 8% 

Worldwide  

Organization - 3 respondents * 2% = 6% 

Non-Profit/NGO - 3 respondents * 2% = 6% 

Focus on  

Unethical Business - 2 respondents * 2% = 4% 

Creativity  - 1 respondents * 2% = 2% 

No Answer   - 5 respondents * 2% = 10% 
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4.1.2.5 Negatives on Greenpeace 

Respondents were also asked to mention some negative things about Greenpeace, and 

once again, the researcher has divided all of the answers into different categories. For 

example, there are categories about Greenpeace’s methods, about breaking rules etc. The 

percentage does not add up to 100%, because every respondent mentioned several things, 

meaning that one respondent may be accounted for in several of the categories.  

 

Fanatical/ 

Drastic Methods - 27 respondents  * 2% = 54% 

Disregard of Rules  

and Concequences - 11 respondents  * 2% = 22% 

Lack of Understanding/ 

Release of Captured  

Animals  - 5 respondents  * 2% = 10% 

Tunnel Vision - 5 respondents  * 2% = 10% 

Campaigns Based on  

Fear and Emotions - 3 respondents  * 2% = 6% 

Make Mistakes - 2 respondents  * 2% = 4% 
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Hypocrisy  - 1 respondents  * 2% = 2% 

Greenpeace Irritating - 1 respondents  * 2% = 2% 

Greenpeace  

Unnecessary - 1 respondents  * 2% = 2% 

Media Terrorism - 1 respondents  * 2% = 2% 

Bad Impact on Youth - 1 respondents  * 2% = 2% 

Resources Spent on    

Pointless Events - 1 respondents  * 2% = 2% 

Reputation  - 1 respondents  * 2% = 2% 

No Answer  - 9 respondents  * 2% = 18% 

 

 

Many of the respondents (54%) said that Greenpeace applies aggressive and drastic 

methods in its fight for the protection of the environment etc. This was the number one 

negative attribute. Another thing mentioned several times was that it breaks the rules and 

disregards the consequences of its actions (22%). 

 

4.1.2.6 Support of Greenpeace and Its Actions 

When asked if they support Greenpeace and its actions, most of the respondents answered 

that they do not.  
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Support Greenpeace - 13 respondents * 2% = 26% 

Do Not Support  

Greenpeace  - 26 respondents * 2% = 52% 

Support Causes,  

Not Methods - 9 respondents * 2% = 18% 

No Answer  - 2 respondents * 2% = 4% 

 

 

 

It is interesting to see that some of the respondents find it important to emphasize that 

although they do support Greenpeace’s causes, they do not support its methods. 

 

4.1.2.7 Influence by Greenpeace Campaigns in Making Decisions 

The majority of the respondents say that they have not been influenced by Greenpeace and 

its campaigns in making decisions. 10% have been influenced, however, not all in favour 

of Greenpeace. One of the respondents (2%) said that Greenpeace actually influenced her 

in the opposite direction: 

“I think so, but then more to the opposite side of what they want. When Greenpeace supports 

something, I'm not sure if I want to.”  
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Influenced by  

Greenpeace in  

GP’s Direction - 4 respondents * 2% = 8% 

Influenced by  

Greenpeace in  

Opposite Direction - 1 respondent * 2% = 2% 

Not Influenced - 41 respondents * 2% = 82% 

No Answer  - 4 respondents * 2% = 8% 

 

4.2 Secondary Data 

4.2.1 RepTrak 100 

Secondary data is also applied in the thesis in the form of the Global RepTrak 100 survey 

conducted every year. This survey measures the reputations of global companies. The 

RepTrak 100 survey measures the perceptions about the company’s ability to perform and 

deliver on seven different dimensions: leadership, performance, products, innovation, 

workplace, governance, and citizenship (Reputation Institute) 

 

The Global RepTrak 100 measures the reputation of the 100 most highly regarded 

organizations in 15 countries. The highlight is on consumer perspective on the drivers for 

trust and support, and how the 100 companies live up to their expectations. The survey is 
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conducted applying the RepTrak methodology. (Reputation Institute 2014, 22, Reputation 

Institute 2015, 2) 

 

In 2014, the survey was conducted in January/February, and over 55,000 interviews were 

conducted in the process (Reputation Institute 2014, 22). 

 

In 2015, the survey was also conducted in January/February, and over 61,000 interviews 

were conducted in the process (Reputation Institute 2015, 2).  

 

Lego was number nine on the list in 2014 (Reputation Institute 2014, 5) and number five in 

2015 (Reputation Institute 2015, 7). Moreover, it ranked in the top ten in five of the seven 

dimensions in 2015: Products & Services (4), Innovation (9), Workplace (7), Governance (4), and 

Citizenship (4). (Reputation Institute 2015, 21) The only two dimensions it did not reach the 

top ten in were Leadership and Performance. The RepTrak 100 survey in 2015 also found that 

Lego’s success might be influenced by its brand personality – being perceived ad Simple & 

Friendly (Reputation Institute 2015, 30)  

(See Appendixes Five and Six for relevant extracts from the RepTrak 100 2014/2015 

surveys) 

 

4.2.1.1 CSR RepTrak 100 

The CSR RepTrak 100 survey is in some ways an extract from the original RepTrak. In the 

2015 survey, more than 150,000 interviews were conducted, applying the standardized 

RepTrak methodology (Reputation Institute 2015, 6). 

This survey is based on the same principles as the RepTrak 100 survey; however, 

companies are measured by only three of the seven dimensions: Citizenship, Governance, 

and Workplace.  

 

 The citizenship driver describes the organization as “a good corporate citizen -- it 

supports good causes & protects the environment” (Reputation Institute 2015, 19)  
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 The governance driver describes the organization as “a responsibly-run company -- it 

behaves ethically and is open & transparent in its business dealings” (Reputation Institute 

2015, 19) 

 

 The workplace driver describes the organization as “an appealing place to work -- it 

treats its employees well” (Reputation Institute 2015, 19) 

 

The three CSR drivers mentioned above account for over 40% of the complete RepTrak 

methodology – i.e. it drives more than 40% of reputation. (Reputation Institute 2015, 19) 

 

In this survey, Lego ranked number six (Reputation Institute 2015, 15), and was 

furthermore highlighted in the report for its accomplishments in CSR areas. 

(See Appendix Seven for extracts from the CSR RepTrak 2015) 

 

 Citizenship 

 “In June 2015, LEGO announced major investment in finding sustainable 

alternative to plastic* Lego improves sustainability efforts by focusing on 

integrating energy efficiency and resource sustainability across the production 

line.” (Reputation Institute 2015, 23) 

 Governance 

 “Extremely detailed and Comprehensive CSR reporting” (Reputation Institute 

2015, 23) 

 

 Workplace 

 Works toward diversification of senior management and improving worker 

performance. (Reputation Institute 2015, 23) 

 

Moreover, RepTrak added some recent highlights about Lego such as its change in 

packaging size, and its ending of the relationship with Shell (Reputation Institute 2015, 

23).  
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5 Analysis 

This chapter contains the analysis aimed at answering the question: how has Lego avoided 

reputational damage during the Greenpeace/Shell crisis? 

The introduction to this thesis contained some interesting questions that have guided the 

data collection process so far. Was the reason for Lego’s success that it has reputational 

capital, maybe as a result of excellent CSR approaches? Or was the reason that Greenpeace 

has a poor reputation and therefore its campaign had little effect?  

This chapter will be looking further into these questions by applying the theoretical tools 

and empirical data accounted for.  

 

5.1 Lego’s CSR 

First, Lego’s CSR approaches will be explored in accordance with the CSR theories 

accounted for in the Theory chapter of the thesis. As mentioned, there are four groups of 

theories within CSR according to Garriga and Melé, and each of these four groups will be 

looked into as to determine which one(s) Lego applies.  

 

5.1.1 Lego’s Instrumental Theories 

Instrumental theories are those theories that suggest that social responsibility is all about 

wealth creation. This can mean several things. One theory is that the company’s only 

objective is to secure maximum profit for its shareholders and engaging in CSR activities is 

a means to that end – the company is maximizing the shareholder value. It can also mean that 

the company engages in CSR activities for competitive advantages, whether this means 

social investments, dynamic capabilities, or the bottom of the economic pyramid. Moreover, there 

is cause-related marketing, meaning ‘‘the process of formulating and implementing marketing 

activities that are characterized by an offer from the firm to contribute a specified amount to a 

designated cause when customers engage in a revenue-providing exchanges that satisfy 

organizational and individual objectives’’ (Garriga and Melé 2004, 55). From the looks of it, on 

Lego’s web site specifically, it could be that Lego applies the theory of social investment to a 

small extent; however, this can be argued against because there is no reason to believe that 
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the incentive is competitive advantage. The idea of social investments in this context is 

that a company engages in philanthropic activities close to its mission to create a 

competitive advantage. Lego does engage in philanthropic activities that are close to its 

mission, however, it is difficult to say if it is for the purpose of competitive advantage. It 

could be argued that if Lego is applying this approach, it should be clear that the objective 

is to create an advantage for the company; however, Lego explains that its aim is to reach 

more children in the local communities with activities that will benefit them and their 

families. (Vestberg 2015) 

 

5.1.2 Lego’s Political Theories 

Political theories are those theories that emphasize the social power of companies. One 

theory states that a company can easily lose its social power if it does not use it 

responsibly. Different constituency groups restrict organizational power in the sense that 

they make sure of its responsible use. This means that organizational power is more or less 

a result of these different constituency groups’ support and influence. (Garriga and Melé 

2004, 56) Another theory states that an implicit social contract exists between business and 

society, in which some obligations of business towards society are implied. In Integrative 

Social Contract Theory, two types of consent exist – a macro social contract (fundamental 

rules), and a micro social contract (explicit/implicit agreements). (Garriga and Melé 2004, 

56) A third political theory emphasizes the importance of corporate citizenship. Different 

views on corporate citizenship exist, however, some points they all somewhat agree on – 

“strong sense of business responsibility towards the local community, partnerships, which are the 

specific ways of formalizing the willingness to improve the local community, and for consideration 

for the environment.” (Garriga and Melé 2004, 57) Lego shows some correspondence with 

the corporate citizenship theory, in the sense that it does seem to have a strong sense of 

responsibility towards local communities. (Vestberg 2015) 

 

5.1.3 Lego’s Integrative Theories 

Integrative theories suggest the incorporation of social demands into business, meaning 

that business responsibility is dependent on the demands of society in that specific time 
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and space. One of the theories is the issues management theory that puts emphasis on the 

gap between the expected performance of an organization and the actual performance. 

These gaps should be evaluated and responded to in order to close them. Issues 

management also puts emphasis on the actual process of doing this, and moreover, it 

helps organizations foresee potential issues that might occur in their environment and 

prompts effective responses. (Garriga and Melé 2004, 58) The principle of public responsibility 

is another theory within the integrative category, and it states that corporate responsibility 

should be guided by public policy. This does not only include written laws and 

regulations, but also public opinion, enforcement/implementation practices, emerging 

issues etc. The responsibilities of the organization are divided into primary and secondary. 

The primary responsibilities are those basic economic tasks of an organization such as 

engaging employees. The secondary responsibilities are derived directly from the primary 

– such as career opportunities for those employees that have been engaged. (Garriga and 

Melé 2004, 58-59) There is also the theory on stakeholder management, which focuses on 

integrating different stakeholder groups with an interest in the organization into decision 

making processes. Stakeholder dialogue has become very important, not only for the sake 

of the organization in understanding its environment, but also in the sense that 

stakeholder understand more about the difficulties that an organization faces. (Garriga 

and Melé 2004, 59) Corporate social performance integrates some of the previously 

mentioned theories. The basic of CSP is the inclusion of social legitimacy and processes for 

appropriate response. (Garriga and Melé 2004, 59-60) Lego does not seem to be applying 

any of these approaches. 

 

5.1.4 Lego’s Ethical Theories 

Ethical theories are the last group of theories. These theories focus on the ethical 

requirements of and expectations to organizations. Normative stakeholder theory is one of the 

theories mentioned by Garriga and Melé, and it is different from the integrative approach 

in the sense that ethics are essential. Each stakeholder group is identified by its interest in 

the organization, and they are considered for their own sake and not for the sake of 

furthering other groups. This means that a responsible organization has to pay attention 
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simultaneously to all stakeholder groups. In order for it to be operational a set of 

normative ethical principles are needed, and there are several examples of this being 

attempted. (Garriga and Melé 2004, 60-61) Another example of an ethical theory is the 

universal rights theory, taking its basis in human rights, which is at the centre of CSR. 

Examples of such approaches are the UN Global Compact, The Global Sullivan Principles, 

certification SA8000. All of these are based on the Declaration of Human Rights. (Garriga 

and Melé 2004, 61) The sustainable development theory was developed on macro level, but 

requires corporate contribution. The term was known from the so called Brutland Report 

published in 1987, which stated that sustainable development  “seeks to meet the needs of the 

present without compromising the ability to meet the future generation to meet their own needs’’ 

(Garriga and Melé 2004, 61). Several definitions are proposed for the term; however, it is a 

custom made process. Organizations need to determine the best way for sustainable 

development that corresponds to the circumstances in which they exist. (Garriga and Melé 

2004, 62) The last of the ethical theories is the common good approach, which emphasizes the 

common good of society. An organization must contribute to the common good as an 

entity in society like all other entities, and it should be a purely positive participant. An 

organization can contribute in different ways, however, the creation of wealth and 

provision of goods are basics, while also respecting the rights of the individual. (Garriga 

and Melé 2004, 62)  

 

Lego seems to fall under the category of ethical theories when it comes to its CSR 

approaches. As mentioned, it does have attributes that correspond with some of the other 

categories; however, it mostly corresponds with ethical approaches. They have attributes 

corresponding with a few of the theories under this category, for example, universal rights 

theory, sustainable development theory, and the common good approach.  

 

5.1.4.1 Universal Rights & Lego 

Lego is committed to doing responsible business in several ways. In 2003, it signed the UN 

Global Compact, meaning that Lego committed to following ten principles relating to 

human and labour rights, environment and anti-corruption. As mentioned, the 
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commitment to initiatives such as the UN Global Compact signifies a universal rights 

approach. How Lego’s commitment shows is elaborated below under each principle. 

 

Principle 1: 

“Businesses should support and respect the protection of internationally proclaimed 

human rights”  

(United Nations Global Compact) 

 

One of the ways in which Lego supports and respects the human rights, is by applying the 

Children’s Rights and Business Principles in its organization. This not only supports 

human right, but does so for one of the more vulnerable groups, namely children.  

Moreover, Lego has its own Responsibility and Human Rights Policy, in which it 

elaborates on the promises it makes to its stakeholders. Lego’s Play Promise states that 

children’s rights must be respected, the People Promise states that all employees must be 

treated with dignity and respect, the Partner Promise states the importance of suppliers and 

partners implementing the same respect for employees and promotes responsible 

sourcing, and lastly, the Planet Promise is about minimizing negative impact on the 

environment, and striving to leave a positive footprint on the planet. (Busck, Gammelgård 

and Stecher 2013, 1) 

 

Principle 2: 

“Businesses should make sure that they are not complicit in human rights abuses.” 

(United Nations Global Compact) 

 

Lego has its own Code of Conduct, which suppliers and other business relations are 

required to follow. This is how Lego ensures that human rights are respected through its 

entire supply chain, and that Lego itself does not fall complicit in human rights abuses. In 

the Code of Conduct, Lego specifically states that it expects its suppliers and partners to 

comply with the UN Global Compact’s ten principles (The Lego Group 2015, 3). It also 

states that it expects suppliers and partners to establish systems and policies that will 
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ensure that the Lego group Supplier Code of Conduct is respected. This also entails sub-

suppliers and the monitoring of these to ensure compliance, and of course, it is expected 

that laws and regulations are followed by all. (The Lego Group 2015, 5) 

 

Principle 3: 

“Businesses should uphold the freedom of association and the effective recognition of the 

right to collective bargaining.” 

(United Nations Global Compact) 

 

The Lego Group requires that all employees must have the right to join/or not join trade 

unions, and to collective bargaining. Should there be restrictions by law; suppliers must 

establish alternative measures to enable independent gathering of employees and free 

discussion of work-related issues. (The Lego Group 2015, 9) 

 

Principle 4: 

“Businesses should uphold the elimination of all forms of forced and compulsory labour.”  

(United Nations Global Compact) 

Lego states in its Code of Conduct that it does not tolerate forced/compulsory labour, and 

that suppliers must ensure that they are not engaging in or benefitting from it. Lego also 

states that if guards are used in the workplace, it must be only for reasons of protecting the 

employees and company property, not for reasons of keeping people in the workplace 

against their will. (The Lego Group 2015, 6) 

 

Principle 5: 

“Businesses should uphold the effective abolition of child labour.” 

(United Nations Global Compact) 

 

In the Lego Group Supplier Code of Conduct, Lego states that it dissociates itself from 

child labour, and that it expects its suppliers and sub-suppliers to do the same. Lego states 
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that the minimum age for full-time employment should be in accordance with the ILO 

conventions. The ILO conventions state the following requirements: 

 

Light work   13 years/developed countries 

12 years/developing countries  

Regular work  15 years/developed countries 

   14 years/developing countries 

Hazardous work  18 years/developed & developing countries 

(The Lego Group 2015, 6) 

 

Lego also use the ten Children’s Rights and Business Principles, to guide their work. These 

principles were launched by United Nations Global Compact, UNICEF and Save the 

Children. The second principle is to contribute to the elimination of child labour, and Lego 

does so by prohibiting child labour in their supply chain. (The Lego Group 2014, 20)  

 

Principle 6: 

“Businesses should uphold the elimination of discrimination in respect of employment 

and occupation.” 

(United Nations Global Compact) 

 

Discrimination of any sort is not tolerated by Lego, and it states that it should neither be 

engaged in nor supported by suppliers and partners. Mandatory health tests that have no 

relevance to the job requirements are also prohibited, and migrant workers must be 

provided with the same possibilities and benefits as national workers. (The Lego Group 

2015, 7) 

 

Principle 7: 

“Businesses should support a precautionary approach to environmental challenges.” 

(United Nations Global Compact) 
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Lego supports a precautionary approach to environmental challenges, according to its 

Environmental Policy, in which it also states its support of principles eight and nine. Lego 

does this in several aspects. In relation to products, environmental concerns are taken from 

development to the daily use and disposal. In relation to suppliers, environmental 

standards are stated in the Code of Conduct, and there is active engagement in ensuring 

and influencing environmental practices. In relation to responsibility, environmental 

considerations are integrated at all levels, ensuring that all employees take responsibility 

for reporting environmental issues that may be harmful or unreasonable. In relation to 

compliance, Lego complies with legislation, relevant standards and the UN Global 

Compact, and it ensures that all production sites must be certified according to ISO 14001. 

(Brooks and Stecher 2013) 

 

Principle 8: 

“Businesses should undertake initiatives to promote greater environmental 

responsibility.”  

(United Nations Global Compact) 

 

Lego takes several initiatives to promote greater environmental responsibility. It seeks to 

lead by example, and therefore has invested in a wind farm in order to reduce emissions 

(The Lego Group 2014, 33). It has also partnered with the World Wildlife Fund in the 

Engage2Reduce supplier program, with which it seeks to help suppliers reduce Co2 

emissions (The Lego Group 2014, 32). Moreover, Lego has developed the Green Box 

initiative, which entails reducing the size of packaging in order to reduce the use of 

cardboard (The Lego Group 2014, 33-34, The Lego Group). 

 

Principle 9: 

“Businesses should encourage the development and diffusion of environmentally friendly 

technologies”  

(United Nations Global Compact) 
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Lego takes many initiatives to encourage environmentally friendly technologies. On the 

factory level, it has taken steps towards finding more sustainable alternatives to its raw 

materials by 2030, having all paper used in production to be FSC certified, reducing the 

Co2 emissions by reducing the use of cardboard for packaging, and producing more 

renewable energy than the amount it consumes by 2020 with its wind farm. (The Lego 

Group 2014, 33-35) 

 

Principle 10: 

“Businesses should work against corruption in all its forms, including extortion and 

bribery.”  

(United Nations Global Compact) 

 

Lego states in its Code of Conduct: “The supplier must ensure by training and management 

systems appropriate to the size of the company that bribes are not offered, promised, given, accepted, 

condoned, knowingly benefitted from or demanded.” (The Lego Group 2015, 11) 

 

5.1.4.2 Sustainable Development & Lego 

Lego has committed itself to sustainable development, and emphasizes this throughout its 

business activities. As mentioned, sustainable development is a macro level approach that 

demands corporate contribution, and Lego does contribute by its own activities and in 

cooperation with other organizations that promote sustainable development as well. The 

focus does not only lie on the environmental sustainability, but social sustainability as 

well, and Lego is very aware of both elements. Lego is very focused on creating a better 

future for children and leaving a positive impact, and this focus is made very explicit. For 

example, Lego’s mission: “To inspire and develop the builders of tomorrow” (Jensen 2012). 

Lego’s website also states that it wants “…children, the builders of tomorrow, to inherit a 

healthy planet…”, which corresponds very well with the Brutland Report stating that 

sustainable development “seeks to meet the needs of the present without compromising the 

ability to meet the future generation to meet their own needs’’ (Garriga and Melé 2004, 61). 
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Every organization must determine the best way for sustainable development in its own 

context, and for Lego, children are the focus. 

 

Many of the aspects of sustainable development have already been accounted for under 

the ten UN Global Compact principles, because much of it relates to the environment and 

to social issues as well. In this section, the aspects that have not been mentioned will be 

accounted for. 

 

Sustainable development in general terms is dependent on the cooperation of different 

organizations that have the ability to make a difference. In Lego’s case, it has initiated 

several partnerships/cooperative activities that support sustainable development. It is 

important to mention that the partnership with Shell has not supported this stand point, 

and was seen, by some, as a direct violation of it, however, Lego has stated that the 

partnership with Shell supported its creative play promise, by helping bring Lego into the 

hands of more children (Knudstorp 2014). However, in support of sustainable 

development, Lego cooperates with UNICEF in support of children’s rights, it embeds the 

ten UN Global Compact principles, and it improves energy efficiency with the World 

Wildlife Fund (WWF). (Vestberg 2015) 

 

The cooperation with UNICEF comes in two forms – one partnership is between the Lego 

Group and UNICEF, committing to support and promote the ten Children’s Rights and 

Business Principles, and the other is between the Lego Foundation and UNICEF 

promoting early quality learning through play for children in the entire world. Both 

partnerships support sustainable social development by protecting children’s rights and 

ensuring that more children have the opportunity for learning and development through 

play. (UNICEF 2015) 

 

The partnership with WWF was initiated in 2013, and Lego is the only organization in the 

toy industry to have ever become a WWF Climate Savers Partner. The ambition of the 

Climate Savers program is to encourage leading organizations to become low-carbon 
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leaders, and thereby become a positive influence in its network/area. Lego committed to 

reducing its emissions by 10%, and in 2014, collaboration with suppliers began with the 

aim of reducing carbon emissions throughout the supply chain. This partnership enables 

Lego to lead by example and show the way to a more sustainable business approach. 

(Vestberg 2014) 

 

One of the most ambitious goals that Lego has set for itself is the goal to replace the raw 

materials; it applies currently in its production of the Lego bricks, with another sustainable 

material, which is just as safe and durable. This goal is set to be achieved by 2030, and to 

accomplish that, Lego has established the Lego Sustainable Materials Centre, located in 

Billund, Denmark. 1 billion DKK has been invested in this project, and Lego estimates that 

100 new employees will be hired with expertise in relevant areas. (Trangbæk 2015)  

Some of the other initiatives Lego has taken on the road to sustainable development were 

mentioned previously, but will also be accounted for here shortly. For example, the fact 

that Lego has invested in a wind farm, because it wishes to apply 100% renewable energy 

by 2020 (Vestberg 2015). Moreover, it has also begun to produce smaller packaging, 

resulting in less cardboard use, meaning that there is less Co2 emissions. Furthermore, 

Lego has transitioned into applying only FSC certified paper in every aspect, meaning that 

it is guaranteed that trees are not used faster than they can be reproduced, animals and 

plants will be protected, and forestry workers have fair working conditions. (Vestberg 

2014) 

 

5.1.4.3 The Common Good Approach & Lego 

The last of the ethical theories is the common good approach, which emphasizes the common 

good of society. An organization must contribute to the common good as an entity in 

society like all other entities, and it should be a purely positive participant. An 

organization can contribute in different ways, for example, by creating wealth, providing 

goods in a fair way, and simultaneously respecting the rights of the individual. This 

approach also emphasizes the importance of contributing to the social well-being and to 

living in friendly conditions. (Garriga and Melé 2004, 62) 
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Describing how Lego contributes to the common good seems repetitive as most of its 

contributions have already been accounted for in previous approaches. In this approach, 

all of the above attributes are fused together and constitute the Lego contribution to the 

common good of society. A few additional examples can be made, however. Lego 

emphasizes the importance of giving back to local communities, and therefore it is known 

to organize events where children can come and play. In 2014, Lego organized nine of 

these initiatives around the world, reaching approximately 50,000 children with learning 

through play. Lego also helped with the reconstruction of a home for underprivileged 

children in the Czech Republic, established play rooms in hospitals in France, and 

organized a kid’s camp in Germany. (Vestberg 2015) 

 

On its website, Lego has collected all the most important goals and aspirations in one list 

of eight points. 

 Reach all children with creative play experiences through the Lego System in Play 

 Make a difference in product safety and quality in the toy industry 

 Strengthen child protection governance 

 Reduce own carbon emissions  as well as in the supply chain 

 Search for alternatives to raw materials 

 Have the highest standards for business conduct  

 Become world class in employee safety 

 Reach more children in local communities 

 

This list describes in short Lego’s efforts for the common good. This approach has many 

similarities with both the philanthropic responsibilities of Carroll’s CSR Pyramid, and 

with Kyosei. Both of these will be applied below in the further analysis of Lego’s CSR 

approaches. 
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5.1.4.3.1 Conclusion on Lego’s Ethical Theories 

Lego, as mentioned, applies mostly ethical theories in its CSR approaches, and while there 

are different theories, much of Lego’s conduct consists with several of them. Arguably, 

much of Lego’s efforts were accounted for under the headline of universal rights, because 

the UN Global Compact principles were the main focus and the principles cover a vast 

amount of ethical elements. It is clear that Lego has taken this commitment seriously and 

has incorporated the ten principles greatly in its business approach in general. In relation 

to sustainable development, once again Lego has committed itself to this as well. This 

approach being developed on macro level means that Lego merely contributes to an 

approach that is dependent on cooperation between organizations. Sustainable 

development cannot be achieved by merely one company. Therefore, there is much 

importance in Lego’s partnerships with relevant organizations such as UNICEF and WWF. 

On its own, Lego is leading by example by initiating activities that could encourage others 

to take steps in the same direction, such as the replacement of raw materials and the 

investment in renewable energy. The partnerships with Shell may have been a small 

setback for Lego in relation to the sustainability question; however, while respecting its 

contract with Shell, Lego did decide not to renew it, which means that it is no longer 

partnering with an oil company. In relation to the common good approach, and as was 

already established above, the sum of all of Lego’s approaches and activities within the 

sphere of ethical theories constitutes its common good approach, as does the list of Lego’s 

aspirations. It is not possible to select merely one of these theories and suggest that this is 

the one that Lego applies, because they are all related and all hold important elements 

which Lego fulfils. Therefore, at this point, it is merely argued that Lego most definitely 

applies ethical theory in its approach to CSR. 

 

5.1.5 Lego’s CSR Pyramid 

In this section, Lego will be analyzed in relation to Carroll’s CSR Pyramid. All four 

responsibility areas are vital for any organization that wishes to perform on a CSR basis; 

however, the top responsibilities – ethical and philanthropic – have gained more attention 
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and more importance in the eyes of stakeholders over the years. In the following, Lego’s 

CSR pyramid will be looked into. 

 

5.1.5.1 Lego’s Economic Responsibilities 

As mentioned, the economic responsibilities of an organization are essential for the other 

responsibility areas to be ensured. The success of this first step in the pyramid is enabled 

by maximizing earnings per share, being as profitable as possible, maintaining a strong 

competitive position, maintaining a high level of operating efficiency, and being 

consistently profitable.  

 

Looking at Lego’s Annual Reports (available from 1999-2014), many of the above are 

clearly accomplished. For example, being consistently profitable is clear from the numbers 

of the last nine years, and not only has Lego been profitable, it has had increasing profits 

every year since 2007: 

 

 2014   DKK 7,025,000,000 (The Lego Group 2015, 2) 

 2013   DKK 6,119,000,000 (The Lego Group 2015, 2) 

 2012   DKK 5,613,000,000 (The Lego Group 2015, 2) 

 2011   DKK 4,160,000,000 (The Lego Group 2015, 2) 

 2010   DKK 3,718,000,000 (The Lego Group 2015, 2) 

 2009   DKK 2,204,000,000 (The Lego Group 2010, 2) 

 2008   DKK 1,352,000,000 (The Lego Group 2010, 2) 

 2007   DKK 1,028,000,000 (The Lego Group 2010, 2) 

 2006   DKK 1,290,000,000 (The Lego Group 2010, 2) 

 2005   DKK 214,000,000 (The Lego Group 2010, 2) 

 

This means that Lego has also been maximizing its earnings per share for the last seven 

years, while being as profitable as possible and consistent as well. Additionally, Lego has 

experienced growth in all regions of the world, meaning that have been able to maintain a 
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strong competitive position (Trangbæk 2015). It seems that Lego is fulfilling its economic 

responsibilities. 

 

5.1.5.2 Lego’s Legal Responsibilities 

Legal responsibility consists of several elements just as economic responsibilities do. In 

this case, it consists of being consistent with expectations of government and law, 

complying with federal, state and local regulations, being a law-abiding corporate citizen, 

fulfilling legal obligations, providing goods/services that meet legal requirements. 

 

Lego states that it is rooted in its core values to respect laws and regulations in all 

countries, and maintain transparency and honesty in the way it does business (Trangbæk 

2016). And not only does Lego respect the law, but it expects suppliers to do the same to 

such an extent that it has specified it in its Code of Conduct (The Lego Group 2015, 5).  

However, Lego, like all other organizations, consists of a number of individual employees, 

and while Lego is generally very law-abiding and respectful, recently they experienced a 

situation where laws and regulations were not respected. In 2012 and 2013, some incidents 

occurred involving some Lego employees not following internal compliance guidelines 

resulting in non-compliance with German legislation. Recently, the German federal 

competition authority, passed judgement in the case – Lego was fined EUR 130,000. The 

decision is based on internal Lego investigation, and Lego fully accepts it. Furthermore, 

Lego has taken the matter very seriously and action was taken to prevent such incidents 

from happening again. (Trangbæk 2016) 

This example shows how legal responsibility can easily be compromised by individuals in 

the organization, however, it also shows how a responsible organization not only takes 

action after the fact, but takes the lead in resolving the matter. 

 

Another example that should be mentioned in this section is the situation in 2014 with 

Shell and Greenpeace. Greenpeace put an immense amount of pressure on Lego to drop 

Shell as a partner through the campaign, however, Lego decided to fulfil its legal obligations 

towards Shell, respecting the contract they had signed in 2011 which stated that the 
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partnership was active until end 2014 (Knudstorp 2014). While the contract was not 

renewed, it is important to keep in mind that legal obligations were fulfilled by Lego. 

 

Moreover, the element of providing goods and services that meet legal requirements is 

being more than just met by Lego. It seeks to improve its products beyond legal 

requirements. Lego complies with the safety standards of the EU Toy Safety Directive and 

the US Consumer Product Safety Improvement Act (CPSIA), and furthermore it interprets 

these in the strictest way possible (Vestberg 2015). For example, Lego verifies compliance 

with the Toy Safety Directive, US legislation, and internal principles for more than 2,000 

raw materials (Vestberg 2013).  

 

5.1.5.3 Lego’s Ethical Responsibilities 

Lego is very aware of its ethical responsibilities as well. In its own words, it works hard to 

uphold and promote higher standards by applying business practices that are ethical and 

transparent. The way it does this is through clear standards and guidance with its 

corporate policies. The corporate policy framework is based on Lego’s values of 

imagination, creativity, fun, learning, caring, and quality. This has resulted in the 

following corporate policies: 

 

 An Environmental Policy 

 A Gender and Diversity Policy 

 A Health and Safety Policy 

 A People and Culture Policy 

 A Responsibility and Human Rights Policy 

 A Quality Policy 

 

Ethical responsibility consists of five elements, mentioned in the Theory chapter. It could 

be said that Lego fulfils its ethical responsibilities in most aspects, however, there are some 

situations that could be seen as somewhat unethical, depending on how one views it. 

Looking at the background for this specific thesis, the situation with Shell could be viewed 
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as unethical behaviour from Lego, because it is supposed to be environmentally 

responsible, and therefore, a partnership with an oil company seems misplaced. However, 

Lego stated that the purpose of the partnership was to enable Lego to fulfil one of its 

promises - its creative play promise – by bringing Lego into more hands of children. 

Moreover, before Greenpeace initiated its campaign, there was no focus on the partnership 

between Lego and Shell, although it has existed for quite some time. Arguably, it was not 

unethical since there was no sign of the partnership being inconsistent with expectations of 

society and ethical norms at the time. It could also be argued that when Lego decided to not 

renew the contract with Shell, it was a sign of it respecting new moral norms, because at this 

point society had become more aware of the partnership and new ethical norms arose 

against it. 

 

5.1.5.4 Lego’s Philanthropic Responsibilities 

It can be argued that Lego is very active when it comes to the philanthropic 

responsibilities for several reasons. For example, it has the Lego Education programme, it 

arranges local events at which children are welcome to come and explore and learn, it 

contributes to the Lego foundation, which is an independent actor seeking to improve 

children’s’ lives and provide them with the opportunities and right they deserve. Of the 

five elements within philanthropic responsibilities mentioned in the Theory chapter, only 

one is not taken into consideration by Lego – assistance to the fine and performing arts. 

However, in all other aspects, it seems that Lego takes its philanthropic responsibilities 

very seriously. For example, Lego engages its employees to participate in volunteer 

activities  in order to benefit the communities in which they work. It also contributes 

financially to the local communities, and with product donations. Some of the 

philanthropic actions of Lego in 2014 are: 

 

 Contribution to education and reconstruction of home for underprivileged children 

in the Czech republic 

 Establishment of playrooms in hospitals in France  

 Organization of kid’s camps in Germany 
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 Organization of Lego building events in China 

 The integration of playful learning in seven elementary schools in the US 

 120 factory tours for children in Mexico 

 

These examples do not only constitute voluntary actions, but also the assistance to 

educational systems, and the enhancement of quality of life in communities.  

 

5.1.5.5 Conclusion on Lego’s CSR Pyramid 

From the above analysis of Lego’s CSR pyramid, it seems that Lego fulfils all of its 

responsibilities. A few setbacks in this context just as there were with the sustainability 

aspect of the previous theory; however, this is to be expected. It would seem odd if an 

organization was completely flawless, especially in the context of CSR issues, because 

much of it is based on societal norms and values, and societies differ from each other. 

Firstly, the economic responsibilities were reviewed, and from the analysis, it seems that 

Lego is very responsible in this area. It ensures consistent profit for its shareholders, and 

growth year after year. In relation to the legal responsibilities, it was mentioned that Lego 

recently had a situation where these were compromised by employees who did not follow 

German legislation, which resulted in a fine for Lego. However, Lego has taken action to 

prevent such events from happening again.  As was also mentioned, Lego’s ethical 

responsibilities might have been somewhat compromised during the Greenpeace/Shell 

situation because of its partnership with Shell. However, this was only an issue after 

Greenpeace started its campaign, whereas the partnership with Shell has existed for quite 

some time. Therefore, it could be argued that the damage was not too severe, which is also 

what the survey, conducted for this thesis, showed. Philanthropically, Lego is very active, 

and fulfils these responsibilities as well. 

 

5.1.6 Lego’s Kyosei 

5.1.6.1 Lego’s Economic Survival 

The first stage is concerned with economic survival, and it is very similar to the economic 

responsibilities in Carroll’s CSR pyramid. Because this is the case, the reader is referred to 
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the above section with the analysis of Lego’s Economic Responsibilities under Lego’s CSR 

Pyramid. 

 

5.1.6.2 Lego’s Cooperation with Labour 

This stage of Kyosei constitutes the cooperation between management and workers in an 

organization. In Lego’s case, this seems to be embedded in its culture, and it shows by 

employees’ satisfaction and motivation. Every year Lego conducts a survey among 

employees to get a better understanding of employees’ experience, and to get inspired for 

improvements. In 2014, 95% responded, giving Lego a very clear picture of the 

circumstances. Satisfaction and motivation among employees rose 14%. (The Lego Group 

2014, 41) 

 

Kyosei states that when management and workers cooperate, they will come to consider 

each other to be vital to the company’s survival. Lego states: “We recognise that the success of 

the company hinges on the people who dedicate their working life to furthering our mission and 

implementing the LEGO Strategy and our aspiration of innovating and globalising the LEGO 

System in Play.” (The Lego Group 2014, 41) 

 

Lego also makes great efforts to ensure the health and safety of employees and to give 

them excellent working conditions, not only internally, but with suppliers as well. Several 

of the internal corporate policies of Lego state the importance of a safe working 

environment and the respect and dignity of employees. 

 

In its Responsibility and Human Rights Policy, Lego states: 

“…The LEGO Group is strongly committed to ensure that all LEGO employees are treated with 

equal respect and dignity and enjoy decent and motivating working conditions. Our ambition is to 

remain a workplace of high standards where the international labour rights of employees are highly 

prioritized and realized.” (Busck, Gammelgård and Stecher 2013, 1) 

 

In the People and Culture Policy, it states:  
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“We expect every employee to seek learning in their daily job and make the use of their talents. We 

believe it is a shared obligation for leaders and employees to create a fulfilling and stimulating 

environment.” (Riis-Hansen 2008) 

 

The last quote above shows Lego’s acknowledgement of the fact that management and 

workers share the obligation to ensure a good working environment, meaning that they 

acknowledge the importance of cooperation with labour. 

 

5.1.6.3 Lego’s Cooperation Outside the Company 

Lego cooperates with several groups/organizations outside the company – for example, 

its partnerships with both WWF and UNICEF are very important in relation to the Kyosei 

mindset, because the partnerships are a way to contribute to the common good.  

 

Moreover, Lego cooperates with suppliers, and thereby ensures strong relationships that 

result in quality products that have been produced under healthy and safe circumstances.  

 

Cooperation with customers can be assumed to be very good, because they seem to have 

an immense number of loyal customers. In relation to customers, it could be argued that 

Lego has a very healthy relationship with this stakeholder group, because of the very 

positive results of the RepTrak 100 survey and also the results of the survey conducted for 

this thesis about Lego’s reputation. Question eight in the questionnaire about Lego’s 

reputation was about one’s opinion about Lego, and most of the respondents answered 

four or five on a one-five scale (1=worst, 5=best). To be precise 92% of respondents 

answered in the top positive. What is also worth considering is Lego’s history, because it 

has existed for many years with very little change to its base product – the building block, 

meaning that they have customers in all ages. Almost everyone has played with Lego 

blocks as children, and therefore, Lego may very well have a lot of sentimental value in 

the eyes of consumers. 
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5.1.6.4 Lego’s Global Activism 

In relation to global activism, it has been difficult to find examples from Lego that can be 

compared to the examples mentioned in the Theory chapter – building production 

facilities in countries with which Denmark has a trade surplus and establishing R&D in 

foreign countries to improve life quality by training engineers etc. 

Lego is building a new factory, however, it is being built in China (The Lego Group 2014, 

28-29), a country that Denmark imports much more from than it exports to (Danmarks 

Statistik 2004). One thing that can be said about this new factory, however, is that it is 

being built according to environmental standards, and is meant to be as environmentally 

friendly as possible (The Lego Group 2014, 28-29). This is a sign of global activism in the 

sense that Lego is introducing technologies to its new production site that are more 

environmentally friendly, and thereby pollution is reduced, and the global environment is 

being helped to some extent. In 2014, Lego opened a new factory in Hungary which was 

also built to be green (Trangbæk 2014). In the case of this build, Denmark does have a trade 

surplus with the country, meaning that it contributes to the global activism of Lego. 

According to the Foreign Ministry website in Denmark, Denmark’s export to Hungary 

was DKK 3.5 billion in 2010, while the import from Hungary to Denmark was DKK 4.3 

billion in 2008. (Udenrigsministeriet) 

 

Moreover, while it has been difficult to find any sign of departments such as R&D being 

established around the world by Lego, thereby helping train people in the local 

communities in engineering etc., the fact that Lego builds major factories around the 

world, does still help improve quality of life in those areas. What is meant by this is that 

people in the local communities have the opportunity to work for Lego, a company that 

strives to ensure healthy and safe working environment throughout its organization, and 

make a living. In Hungary, 250 new jobs were created with the build of the new factory, 

thereby employing 1,500 people (Trangbæk 2014). In China, Lego expects to have 2,000 

employees (Trangbæk 2013) 
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5.1.6.5 The Government as Lego’s Kyosei Partner 

There seems to be no evidence that Lego has reached the fifth stage of Kyosei, where it is 

supposed to partner with national governments in order to affect legislation in favour of 

the common good, not in favour of its own goals. However, the fifths stage of Kyosei is 

very rare, and not many organizations have reached. In the case of Lego, it may be on its 

way towards such a partnership – or to be more precise, it is a second-hand-partnership so to 

say. Lego has engaged in a partnership with UNICEF (Trangbæk 2015), which has already 

been accounted for, however, the connection to the fifth stage of Kyosei is that UNICEF is 

in the position of being able to cooperate with governments and affect legislation, and 

now Lego cooperates with UNICEF, i.e. second-hand-partnership. In this specific example, it 

is mentioned that: “…by working with the South African government to change policies and 

programmes, the partnership with the LEGO Foundation has the potential to benefit 4.5 million 

children aged 9 and under who will receive support and care from parents, caregivers and 

educators who have been taught to understand and use play as a tool for stimulation and learning.” 

(Trangbæk 2015) 

 

5.1.6.6 Conclusion on Lego’s Kyosei 

It seems that Lego has managed to fulfil many of the criteria for Kyosei, although not 

intentionally. The purpose of this Kyosei analysis is mostly to be able to corroborate the 

findings from both the ethical theories analysis and the CSR pyramid analysis. Lego has 

climbed the Kyosei stages steadily up until the fifth stage, which is rarely reached. 

Economically, it is able to keep a consistent profit, and experiences growth year after year. 

In relation to Lego’s employees, it is also very successful in cooperating with them, and all 

parties view the organization’s success as a shared accomplishment. Lego employees are 

satisfied and motivated workers, according to the annual survey, it conducts. Cooperation 

is also evident in external context with other organizations, with suppliers, and with 

customers. Lego’s partnerships with UNICEF and WWF enable it to contribute to the 

common good of society by protecting children’s rights in a global context, and by 

promoting responsible and sustainable business approaches. Its cooperation with 

suppliers enables it to ensure healthy and safe working conditions for workers around the 
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world, and moreover to promote environmental awareness in its supply chain. In relation 

to its customers, it seems to be very aware of their desires, and supplies them with the 

right innovative products time after time. However, it is still able to keep the sentimental 

value of its core product – the traditional Lego block. 

 

5.1.7 Conclusion on Lego’s CSR 

The analysis of Lego’s CSR has been triangulated between three different CSR 

theories/approaches, and each analysis has resulted in the conclusion that Lego’s CSR 

approaches and activities are excellent. Of course, there have been a few glitches and 

setbacks in the form of an unhealthy partnership with Shell, and a small legal non-

compliance issue in Germany, but all of these examples have been handled by Lego in a 

professional manner. It appears, from the above analyses, that Lego has not had any major 

crises in its CSR, and that the small crises it did have were handled quickly and 

responsibly. In conclusion, it seems that Lego engages in extraordinary CSR activities that 

genuinely appear to be for the sake of society. It recognizes its own power of influence as 

an international organization and leader, and seeks to lead by example for the common 

good. 

 

5.2 Lego’s Reputation Capital 

In the Theory chapter, four strategies for accumulating reputation capital were described: 

hedge strategy, growth strategy, value strategy, and total return strategy. To introduce the 

analysis of what is assumed to be Lego’s reputation capital, the four strategies will be 

shortly elaborated on once again. This is done for the purpose of enabling the reader to 

draw connections between the above analyses of Lego’s CSR approaches and the strategy 

that it may be applying for reputation capital purposes.  

 

 When applying hedge strategies, a company will essentially use a communications 

strategy to make promises to stakeholders that it expects to be able to fulfil. If the 

company succeeds, i.e. fulfils the promises, it will gain reputation capital. 
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In the light of the previous analyses of Lego’s CSR, it seems very unlikely that it 

would apply such a strategy. Lego prides itself in being transparent and ethical, 

and therefore, it can be argued that a hedge strategy is too risky. Should Lego not 

be able to fulfil the promise it makes, it would lose credibility, especially if 

stakeholders become aware of the fact that Lego made a promise it did not know if 

it could keep. Moreover, Lego has developed a Brand Framework consisting of four 

promises: Play Promise, People Promise, Partner Promise, and Planet Promise (Busck, 

Gammelgård and Stecher 2013, 1). These four promises constitute the very core of 

what Lego aspires to do and how it wants to do it. Arguably, Lego does not apply 

hedging, as it actually builds its brand on being able to fulfil promises – not on 

hoping to be able to fulfil them. 

 

 Applying growth strategy in relation to reputation means that focus is put on 

identifying what will drive reputation in the future, and working towards that. This 

strategy entails immense stakeholder analyzing in order to identify those 

reputational drivers. 

In the case of Lego, it may be that it has applied such a strategy, but arguably, this 

has most likely been done in a more traditional sense of the term growth strategy. 

What is meant by this is Lego’s expansion into making movies/TV-series/games in 

1990’s-2004. It seems that Lego was able to identify a growing interest in a more 

electronic version of its product and complied with this demand. However, there 

are no indications of this being done for reputational reasons, but more for financial 

growth reasons, i.e. to reach new markets. Lego’s innovative approach at the time 

proved to be a mistake, because it appeared that most of its sales came from non-

electronic products. (Oliver, Samakh and Heckmann 2007) The fact that Lego made 

this mistake is worth taking into consideration in the reputation-sphere of the term 

growth strategy, because if an organization misinterprets the reputational drivers, it 

may cost it its reputation, just as such a misinterpretation in financial terms may 

cause an organization to lose money. 
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 A value strategy in reputation management concentrates on keeping high ethical 

standards, and the view becomes very inward. The focus is on stakeholders – 

employees, partners, clients etc. 

In Lego’s case, this seems to be the most likely strategy of the four. This assumption 

rests on the previous analyses of Lego’s CSR approaches, which all indicate that 

Lego puts great emphasis on ethical business conduct and on its responsibilities 

towards stakeholders – employees, consumers, suppliers, local communities etc. 

The above analyses showed the following in regards to different stakeholders: 

 

 Employees 

 As part of Lego’s Brand Framework, it has made four promises, of 

which one is the People Promise that states that all employees must be 

treated with dignity and respect.  

 In the Code of Conduct, the organization requires that employees 

have the right to join/not join trade union and collective bargaining, 

and that forced labour, child labour, and discrimination is not 

tolerated.  

 One of Lego’s aspirations is to become world class in employee safety. 

 According to annual employee satisfaction surveys, Lego has very 

satisfied and motivated employees. 

 Lego views the success of the company as being a shared 

accomplishment between management and workers 

 

 Consumers 

 As part of Lego’s Brand Framework, it has made four promises, of 

which one is the Play Promise that states that children’s rights must be 

protected. 

 Three of Lego’s aspirations are to reach all children with creative play 

experiences through the Lego System in Play, to make a difference in 
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product safety and quality in the toy industry, and to strengthen child 

protection governance.  

 Lego not only complies with the safety standards of the EU Toy Safety 

Directive and the US Consumer Product Safety Improvement Act 

(CPSIA), it also interprets these in the strictest way possible (Vestberg 

2015). 

 According to the RepTrak 100 survey, Lego’s reputation is very good, 

and moreover, the results of the survey conducted for this thesis show 

the same tendencies towards Lego’s popularity. Arguably, it must be 

doing something right with its consumers. 

  

 Suppliers & Partners 

 As part of Lego’s Brand Framework, it has made four promises, of 

which one is the Partner Promise that states the importance of 

suppliers and partners, implementing the same respect for employees 

as Lego does itself. 

 Lego has initiated several partnerships/cooperative activities that 

support sustainable development. For example, it cooperates with 

UNICEF in support of children’s rights, it embeds the ten UN Global 

Compact principles, and it improves energy efficiency with the World 

Wildlife Fund (WWF). (Vestberg 2015) 

 While Lego has not renewed its contract with Shell after the 

Greenpeace campaign, it did refuse to drop Shell as partner before the 

contract expired. And although this partnership was not beneficial for 

Lego’s reputation, choosing to not break contract is a sign of Lego 

acting responsibly towards its business partners, whoever they may 

be and whatever pressure is put on Lego. 

 

 Local communities 
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 Lego is known to organize play day events for children. In 2014, it 

organized nine of these around the world, reaching approximately 

50,000 children with learning through play. It also helped with the 

reconstruction of a home for underprivileged children in the Czech 

Republic, established play rooms in hospitals in France, and 

organized a kid’s camp in Germany. (Vestberg 2015) 

 Lego employees participate in volunteer activities for the benefit of 

the communities in which they work. The organization also 

contributes financially to the local communities, and with product 

donations.  

 Some other philanthropic actions of Lego in 2014 were: 

 Organizing Lego building events in China 

 Integrating playful learning in seven elementary schools in the 

US 

 Organizing 120 factory tours for children in Mexico 

 

 A total return strategy does not bring much reputational gain for an organization, 

because it is a very low risk approach. An organization focuses on making safe bets 

in its business activities, which often means that it will focus on the quality of its 

product and be much less concerned with communicational issues. This is a down 

side in an era of great media coverage, because organizations that do not have well 

developed communicational skills will have trouble recovering from negative 

media attention. Lego does not seem to be following a total return strategy, because 

it does not merely rely on safe bets. It could be argued that Lego takes a great deal 

of risks by spending so many resources on the responsibility-, sustainability-, 

research-, local community-, and environmental obligations it has set for itself. 

These areas do not make profits as such, because these are not products that the 

company can sell and make a profit from. However, they are more intangible 

assets, and together with the quality products Lego produces, they most likely are 

the reason why Lego’s reputation is so high-ranking in the RepTrak 100 survey. 
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This assumption comes from the viewing of the CSR RepTrak survey, which is 

basically an extract from the RepTrak 100 survey. It measures companies by three of 

the seven domains: Citizenship, Governance, and Workplace (Reputation Institute 

2015, 8) – and Lego ranked as number six in 2015 survey (Reputation Institute 2015, 

14). Lego has set high ambitions in these areas and obligated itself in several ways 

to fulfil on its promise – this is a high risk approach, because if it fails to fulfil its 

promises several times, reputation can be damaged. 

 

5.2.1 Conclusion on Lego’s Reputation Capital 

In conclusion of this section, it can be said that Lego is most likely to apply a value 

strategy to its reputation capital. This is concluded by both a method of exclusion, because 

there are valid reasons why it is unlikely it would apply the hedge-, growth-, and total 

return strategies, and by drawing comparison to the analyses of its CSR approaches. 

Lego’s CSR clearly indicates a correlation with a value strategy in terms of reputation 

capital. 

 

5.3 Greenpeace Reputation 

In the Theory chapter, the RepTrak System to Reputation Measurement was introduced as 

a theoretical tool to be applied in this section. The objective is to analyze Greenpeace’s 

reputation in a form comparable with Lego’s reputation, and since this thesis takes 

departure in the findings of the RepTrak 100 survey, it is logical to apply the same system 

for this analysis. However, as was mentioned under the critique of the theory, the 

researcher failed to align the two processes of theory assessment and questionnaire 

construction, which has meant that the questions asked in the Greenpeace survey, are not 

aligned with the seven dimensions/23 attributes of the theory. However, the researcher 

will apply the same interpretive approach as for the rest of the thesis, and seek out 

similarities between the dimension/attributes, and the Greenpeace questionnaire. 
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5.3.1 Greenpeace’s Services 

This dimension is concerned with people’s opinion of Greenpeace’s services. The 

questions to be answered are if Greenpeace offers high quality services that are of good 

value for the money, if it stands behind its services, and if the company is meeting 

customer needs. As a first step, it can be concluded that since Greenpeace does not charge 

anyone for its services, and does not receive contributions (Greenpeace), the second 

question about value for money can be ignored. In terms of high quality services, it first 

needs to be determined what the term, services, covers in relation to Greenpeace. Are 

services the demonstrations and actions that Greenpeace participates in, or is it the service 

of helping the planet in a more overall view? This is relevant, because the Greenpeace 

survey showed a tendency towards people being supportive of Greenpeace’s causes 

(saving the planet), while being against its actions, or at least the aggressive actions it takes 

(See sections 4.1.2.5/4.1.2.6 & Appendix Four, Q5 & Q6). Furthermore, there is the 

question of whether Greenpeace stands behind its services, and the answer to this must be 

yes, because Greenpeace is very determined to protect the environment, and takes actions 

towards this goal (Greenpeace). Lastly, does Greenpeace meet customer needs? Taking a 

departure in the survey again, respondents were asked to mention some positive thing 

about Greenpeace, and 82% of the respondents mentioned the environment, saving the 

planet and similar attributes (See section 4.1.2.4 & Appendix Four, Q4). This is also what 

Greenpeace aspires to do, so it could be argued that Greenpeace is meeting customer’s 

needs. However, at the same time, many of the respondents (54%) consider Greenpeace to 

be too aggressive in the way they conduct their business (See section 4.1.2.5/4.1.2.6 & 

Appendix Four, Q5 & Q6). Arguably, as people view the aggressive methods negatively, it 

must mean that they are against it, i.e. Greenpeace is not meeting their needs, because that 

would entail that it fought for the environment without applying aggressive methods.  

The survey conducted shows that there is generally a negative view on Greenpeace, 

because while people are very positive about its causes, this seems to fade in comparison 

to people’s view on its methods. In Greenpeace’s case, its actions are what it offers, i.e. its 

services. On these grounds, it is estimated that this dimension is viewed mostly 

negatively. 
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5.3.2 Greenpeace’s Innovation 

This dimension is concerned with people’s opinion of Greenpeace’s innovative abilities 

and actions. The questions to be answered are if Greenpeace is innovative, if it is first 

runner, and if it adapts quickly to change. Greenpeace has been known for initiatives that 

could be considered innovative in its area of expertise, for example with the creation of the 

Mobilisation Lab, which is aimed at supporting the Greenpeace organization and other 

allies by finding, testing, and pushing the envelope on the use of technology in campaigns 

(Mobilisation Lab). However, considering the Greenpeace survey, innovation does not 

seem to be something that respondents relate to Greenpeace. Only one respondent 

mentioned that Greenpeace is creative & inventive (See section 4.1.2.4 & Appendix Four, 

Q4). In terms of being first runner, it is generally very active in its mission to save the 

planet. This is indicated by the fact that the media often mentions Greenpeace when there 

are environmental demonstrations etc. to be reported. Typing the word Greenpeace in the 

search box on several media sites, such as BBC, CNN, Fox News, TV2Nyhederne (Danish), 

and DR Nyhederne (Danish) results in many articles and news report about Greenpeace 

activities. Although this does not show that they are first, it does show that they are very 

active. Does Greenpeace adapt quickly to change? Arguably, yes it does, because it is 

necessary in order to make a difference.  

While the Greenpeace survey does not indicate that people consider Greenpeace to be 

innovative, other factors do, and since the survey conducted is small-scale, the thesis relies 

on external sources for this dimension, meaning that Greenpeace is considered innovative. 

 

5.3.3 Greenpeace as Workplace 

This dimension is difficult to evaluate on in Greenpeace’s case, because there is little 

information to be found on its website, and the survey did not cover it. However, it could 

be argued that since Greenpeace is an environmental activists group, that people who 

work for the organization are passionate about its mission. Therefore, it could be assumed 

that people are passionate about working for Greenpeace. The questions that need answer, 

in order to evaluate on this dimension regard fair rewarding of employees, a 

demonstration of concern for health and well-being of employees, and equal opportunities 
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in the workplace. Without being able to verify, the thesis thus assumes that an 

environmental organization such as Greenpeace, that fights for the environment, the 

planet etc., would of course, emphasize those elements as a workplace. The most visible 

demonstration of Greenpeace’s view on its employees was the following quote:  

 

“One of Greenpeace's greatest strengths is our people and we are investing substantially in 

recruiting, training and retaining our staff. We are also increasing our investment in working with 

our supporters and volunteers: campaigning with them to win bigger victories.” (Greenpeace) 

 

5.3.4 Greenpeace’s Governance 

The three main components of governance are the transparency and openness of the 

company, the ethical behaviour of the company, and fairness in the company’s business 

activities. In relation to Greenpeace, it has been an active participant in establishing the 

first global Accountability Charter for the non-profit sector (Greenpeace). The charter 

entails core values and operating principles for NGOs, including governance principles 

(INGO Accountability Charter). Good Governance requires the NGOs to: 

 

 Publish clear and transparent missions, governance structures, and decision making 

processes. 

 

 Have a governing body supervise and evaluate the CEO, oversee 

programme/budgetary matters, and define overall strategies corresponding to the 

mission. It will ensure efficient use of resources, measurement of the performance, 

financial integrity and maintenance of public trust. 

 

 Have written procedures that cover appointment, internal accountability, 

responsibilities, and term limits for members of the governing body. 

 

 Have effective risk management and compliance with laws. 
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 Publish annual financial reports which are audited by a qualified independent 

auditor. 

(INGO Accountability Charter) 

 

Greenpeace has agreed to follow the Accountability Charter and thereby follows the above 

principles for Good Governance. In terms of the RepTrak System, this corresponds very 

well, as does the Transparency (INGO Accountability Charter), and the Environmental 

Responsibilities commitments (INGO Accountability Charter). Summarily, Greenpeace 

has actively engaged in activities of good governance, and the Greenpeace survey does not 

show anything relevant in relation to governance – respondents mostly focused on the 

environmental ambitions of Greenpeace. Therefore, it is assumed that Greenpeace is doing 

well in terms of governance. 

 

5.3.5 Greenpeace’s Citizenship 

Citizenship is most likely the dimension in which Greenpeace would score highest, 

because its entire organization is built around the attributes that constitute citizenship. 

Greenpeace acts responsibly to protect the environment – and strives to make every other 

organization do the same. Greenpeace supports good causes – and strives to make every 

other organization do the same. Greenpeace has a positive influence on society, or at least 

it tries to, because in this case it could be argued that its methods are too aggressive, and 

therefore, it has a somewhat negative influence (See section 4.1.2.5/4.1.2.6 & Appendix 

Four, Q5 & Q6). 

 

5.3.6 Greenpeace’s Leadership 

Leadership is characterized by a strong and appealing leader, excellent managers, by the 

company having a clear vision for the future and being well-organized. Greenpeace has 

just assigned a new Executive Director, Mads Christensen (Greenpeace 2016), however, for 

the last six years; the leader of Greenpeace was Kumi Naidoo (Greenpeace 2015). He has 

made some e significant changes in the organization (Streep 2015), and could be perceived 

as a strong leader. The quality of management is hard to determine, as there is no 



Master Thesis International Business 

 Communication  

 

 

 

Emira Šibić January 2016 Page 84 of 122 

139,480 

information available other than the management structure in the organization, which in 

turn signals that the organization is well-organized. In terms of a vision for the future, 

Greenpeace seems to be clear about this as well. 

 

“A green and peaceful future is our quest. The heroes of our story are all of us who believe that 

better world is not only within reach, but being built today.” (Greenpeace) 

 

5.3.7 Greenpeace’s Performance 

The performance dimension is concerned with the financial situation and prospects of a 

company. So the questions of relevance are if Greenpeace is profitable, delivers better 

financial results than expected, and shows strong prospects for future growth. In terms of 

being profitable, Greenpeace operates with fundraising. From the 2014 Annual Report, it 

seems that Greenpeace Worldwide had a surplus in its fund of 172,702,000 Euros, meaning 

that it has been profitable, as was it in 2013 with 168,154,000 Euros (Greenpeace 2015, 29). 

Whether results were better than expected is difficult to say, as the Greenpeace Annual 

Report mostly emphasizes the objectives it has reached in its environmental actions etc., 

and much less the financial side of the organization. In relation to showing strong 

prospects for future growth, the former Executive Director stated: “…I believe that once our 

transition to our new way of working is complete, Greenpeace will be achieving victories that we 

would not have considered possible under the old approach…” 

 

This dimension is difficult to measure for a NGO like Greenpeace, because it operates with 

much more focus on its values and mission, and less on finances. It could be argued that 

this is because of the way Greenpeace receives its money – through donations. This 

obligates Greenpeace in a different way than a regular company would be obligated, 

because its supporters voluntarily donate money for which they neither receive a product 

nor a service as such – only the promise that Greenpeace will work to save the planet. But in 

broad terms, and from the Executive Director’s letter, it seems that performance might not 

be too good at this point. Greenpeace seems to have had some challenges lately in 

redirecting its organization. However, prospects seem positive. 
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5.3.8 Conclusion on Greenpeace’s Reputation 

Conclusively, it could be argued that theoretically, Greenpeace is doing well in many of 

the dimensions mentioned above. But simultaneously, although small scale, the 

Greenpeace survey still indicates that its reputation is faulty, because people’s perceptions 

of it are influenced by the drastic methods it applies in its campaigns and actions. 

For the further discussion and conclusion of the entire analysis, including the Lego 

analysis, it is assumed that Greenpeace is taking many of the right steps toward a more 

beneficial reputation, but is limited by some of its actions. In order to reach a more precise 

result, a new and improved survey should be conducted which applies the correct tools in 

relation to the theoretical framework of the RepTrak System. 

 

6 Conclusion 

The thesis was introduced with the story of how Greenpeace campaigned against Lego’s 

partnership with Shell in 2014, and how Lego entered year 2015 with a stronger reputation 

despite it. This story evoke an interest in examining the mechanisms behind Lego’s strong 

reputation, since it was able to endure such negative attention, and lead the way to some 

questions that have helped guide the process of data collection and the analytical phase. 

These questions were: 

 Has Lego managed to utilize effective crisis communication? 

 Does Lego have reputation capital? 

 Is the ineffectiveness of the Greenpeace campaign really a result of a poor 

Greenpeace reputation? 

 Or did Lego fix the problem by not extending its contract with Shell? 

 

The first question was answered fairly quickly, as it was clear that Lego had not 

communicated about the situation, and therefore it is clear that it did not utilize effective 

crisis communication. The rest remained to be answered. 
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The second question was fuelled by the idea that Lego’s CSR approach may have given it 

reputation capital, and therefore a theoretical foundation for examining its CSR was laid.  

The analysis began with an examination of the instrumental, political, integrative, and 

ethical theories/approaches that Garriga and Melé set forth. Each group of approaches 

holds a number of theories to CSR, and all were looked into in relation to Lego and its 

approaches. While Lego has attributes that are comparable with several of the theories, the 

most noticeable comparison is the one with the ethical theories, of which three were 

applicable for Lego – universal rights, sustainable development, and the common good 

approach. 

 

The next theoretical framework was Carroll’s CSR Pyramid, to which Lego was once again 

compared. This corroborated the previous analysis in the sense that it was found that Lego 

fulfilled all four areas of responsibility – economical, legal, ethical, and philanthropic. 

Moreover, it seems that Lego is very active at the top of the pyramid. 

 

Lastly, Kyosei was introduced to the equation for the purpose of triangulating the 

analysis, and determining Lego’s approaches to CSR. Lego does not follow the Kyosei 

path, but unknowingly it has reached four of the five stages, and has one foot in the fifth 

stage already through its partnerships. 

 

Summarily, three different theories are pointing towards Lego being ethically oriented in 

its CSR approaches – but why did Lego then partner with Shell? This becomes a very valid 

question in the light of this analysis. The answer could be that it was simply just the way 

things were – and no one thought of changing it, before someone actually pointed out that 

a change was needed. Lego and Shell had partnered for many years, renewing contracts 

when they expired, so there was a relationship between them. 

 

After having established Lego’s CSR approaches, its reputation capital was looked into. 

While it is not known if Lego aims at gaining reputational capital, the analysis showed a 

clear indication that it has done so. Four strategies to reputation capital were explored, 
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originally applied in financial capital. Hedge-, growth-, value-, and total return strategy. 

From the knowledge that was gained during the first analysis, it became fairly clear that 

with Lego’s emphasis on ethical behaviour, it was best comparable with the value 

strategy. This lifted the study to the next level and helped answer the question about 

whether Lego has reputation capital. A new understanding has been reached. 

 

The avoidance of reputational damage was further explored, by analyzing Greenpeace’s 

reputation under the framework of the RepTrak System of Reputation Measurement. This 

was done in order to answer the next question – does Greenpeace simply not have a good 

enough reputation to affect Lego’s reputation? This analysis did not give as clear results as 

did the analysis of Lego, but this thesis has been conducted from a interpretive view, and 

therefore everything is subject to interpretation. It is assumed that Greenpeace is limited 

by some of its methods, but are taking the right steps towards a more beneficial 

reputation. The last question asked in the introduction to help guide the process was 

whether the avoidance of reputational damage was due to Lego’s non-renewal of the Shell 

partnership. This seems very unlikely in light of the entire analysis; however, it is a sign of 

Greenpeace’s influence. As mentioned, the Lego/Shell partnership has existed for a long 

time, and now it has been terminated as a result of the Greenpeace campaign, indicating 

Greenpeace’s influential power. Arguably, this would mean that Greenpeace could have 

damaged Lego’s reputation, and that it is able to do so. 

 

Conclusively, the only question left to be answered is the central question of the thesis: 

  

How has Lego avoided reputational damage during the Greenpeace/Shell 

crisis? 

 

 It was not a result of effective crisis communication. 

 Lego did not apply crisis communication at all. 
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 It was not a result of Lego’s decision not to renew its contract with Shell. 

 However, this demonstrated how influential Greenpeace is. 

 

 It was not a result of a poor Greenpeace reputation. 

 Although Greenpeace should consider reputation management initiative in 

relation to its aggressive methods. 

 

 It seems that Lego has been able to generate reputation capital applying a value 

strategy originally applied in financial terms. 

 This is supported by a triangulated analysis of Lego’s CSR approaches, 

which all indicate that it is very ethical in its business conduct. 
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8 Appendixes 

8.1 Appendix One – Lego’s First Comment / July 

Jørgen Vig Knudstorp, CEO of the LEGO Group, comments on the 

Greenpeace campaign using the LEGO® brand to target Shell. 

The LEGO Group operates in a responsible manner and continually strives to live up to the 

motto of the company since 1932: “Only the best is good enough”. 

 

We are determined to leave a positive impact on society and the planet that children will 

inherit. Our unique contribution is through inspiring and developing children by delivering 

creative play experiences all over the world. 

 

A co-promotion contract like the one with Shell is one of many ways we are able to bring 

LEGO® bricks into the hands of more children. 

 

We welcome and are inspired by all relevant input we receive from fans, children, parents, 

NGOs and other stakeholders. They have high expectations to the way we operate. So do we. 

 

The Greenpeace campaign focuses on how Shell operates in a specific part of the world. We 

firmly believe that this matter must be handled between Shell and Greenpeace. We are 

saddened when the LEGO brand is used as a tool in any dispute between organisations. 

 

We expect that Shell lives up to their responsibilities wherever they operate and take 

appropriate action to any potential claims should this not be the case. I would like to clarify 

that we intend to live up to the long term contract with Shell, which we entered into in 2011. 

 

We will continue to live our motto of “only the best is good enough” and deliver creative and 

inspiring LEGO play experiences to children all over the world. 

 

Jørgen Vig Knudstorp, President and Chief Executive Officer of the LEGO Group. 
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8.2 Appendix Two – Lego’s Second Comment / October 

Jørgen Vig Knudstorp, CEO of the LEGO Group, comments on the 

Greenpeace campaign using the LEGO® brand to target Shell. 

Children are our major concern and the central focus of our company. We are determined to 

leave a positive impact on society and the planet that children will inherit. Our unique 

contribution is through inspiring and developing children by delivering creative play 

experiences all over the world. 

 

A co-promotion like the one with Shell is one of many ways we are able to bring LEGO bricks 

into the hands of more children and deliver on our promise of creative play. 

 

The Greenpeace campaign uses the LEGO brand to target Shell. As we have stated before, we 

firmly believe Greenpeace ought to have a direct conversation with Shell.The LEGO brand, and 

everyone who enjoys creative play, should never have become part of Greenpeace’s dispute 

with Shell. 

 

Our stakeholders have high expectations to the way we operate. So do we. We do not agree 

with the tactics used by Greenpeace that may have created misunderstandings among our 

stakeholders about the way we operate; and we want to ensure that our attention is not 

diverted from our commitment to delivering creative and inspiring play experiences.  

 

The long-term co-promotion contract we entered with Shell in 2011 delivers on the objective of 

bringing LEGO bricks into the hands of many children, and we will honour it – as we would with 

any contract we enter.  

 

We continuously consider many different ways of how to deliver on our promise of bringing 

creative play to more children. We want to clarify that as things currently stand we will not 

renew the co-promotion contract with Shell when the present contract ends. 

 

We do not want to be part of Greenpeace’s campaign and we will not comment any further on 

the campaign. We will continue to deliver creative and inspiring LEGO play experiences to 

children all over the world. 

 

Jørgen Vig Knudstorp, President and Chief Executive Officer of the LEGO Group. 
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8.3 Appendix Three – Lego/Shell Partnership Survey 
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8.4 Appendix Four – Greenpeace Reputation Survey 
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8.5 Appendix Five – Extract from RepTrak100 (2014) 
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8.6 Appendix Six – Extracts from RepTrak100 (2015) 
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8.7 Appendix Seven – Extracts from CSR RepTrak (2015) 

 

 

 


