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The purpose of this thesis is to explore how the CSR campaign affects B2B relationship between 

the CSR founder company and campaign participating companies in times of transboundary 

crisis (COVID-19). This thesis offers knowledge on how CSR can be used to build B2B 

relationships. Additionally, there is information about how the campaign participant companies 

have been affected by the transboundary crisis to understand the context where companies 

joined the CSR campaign. The theoretical part of the thesis includes a literature review, which 

presents how CSR and relationship marketing can affect business beneficially and how both 

theories include stakeholder relationships as the key factors. The empirical part of the thesis 

follows the guidelines of the qualitative research process. The data for this thesis was collected 

with semi-structured interviews from the managers of the companies that participated in the 

CSR campaign. 

The findings of this thesis reveal that the transboundary crisis affected the campaign participant 

companies differently but in general, there was one common challenge, which was the lack of 

customers. The commissioner company (Telia) offered different tools and help to cope with 

challenges caused by the crisis through the CSR campaign. Most of the companies that joined 

in the CSR campaign experienced that participation has been valuable. Additionally, the CSR 

campaign has made an impact on relational attributes, that affect the formation of the 

relationship. Especially commitment, empathy/reciprocity, and communication were 

recognized to have a highly important impact on how the relationship has been enhanced 

through the CSR campaign. In the case of #yhdessä-campaign, it seems that the more value 

there are for the campaign participant companies through the CSR campaign, the more the 

relationship has been enhanced towards the collaborative stage. Co-operation between 

companies will help to overcome the crisis in the short term and to gain a competitive advantage 

in the long term. 
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Tämän opinnäytetyön tarkoituksena on selvittää, miten yritysten yhteiskuntavastuun (CSR) 

kampanja vaikuttaa yhteiskuntavastuun perustavan yrityksen ja kampanjaan osallistuvien 

yritysten väliseen suhteeseen valtioiden rajat ylittävän kriisin aikana (COVID-19). 

Opinnäytetyö tarjoaa tietoa miten yritysten yhteiskuntavastuuta voidaan käyttää B2B-suhteiden 

rakentamiseen. Lisäksi selvitetään, miten valtioiden rajat ylittävä kriisi on vaikuttanut 

kampanjaan osallistuneisiin yrityksiin, jotta ymmärretään paremmin lähtökohdat, missä 

yritykset liittyivät yritysten yhteiskuntavastuun kampanjaan. Opinnäytetyön teoreettinen osa 

sisältää kirjallisuuskatsauksen, joka esittelee, miten yritysten yhteiskuntavastuu ja 

suhdemarkkinointi voivat vaikuttaa liiketoimintaan hyödyllisesti ja miten molemmat teoriat 

sisältävät sidosryhmäsuhteet avaintekijöinä. Opinnäytetyön empiirinen osa noudattaa 

kvalitatiivisen tutkimusprosessin ohjeita. Tutkimuksen tiedot kerättiin puolistrukturoiduilla 

haastatteluilla yhteiskuntavastuukampanjaan osallistuneiden yritysten johtajilta. 

Tämän tutkimuksen tulokset paljastavat, että valtioiden rajat ylittävä kriisi vaikutti kampanjaan 

osallistuviin yrityksiin eri tavoin, mutta yleisesti yrityksillä oli yksi yhteinen haaste, joka oli 

asiakkaiden puute. Kampanjoiva yritys (Telia) tarjosi erilaisia työkaluja ja apua kampanjaan 

osallistuville yrityksille liittyen kriisin aiheuttamiin haasteisiin. Useimmat 

yhteiskuntavastuukampanjaan liittyneet yritykset kokivat, että osallistuminen kampanjaan on 

ollut arvokasta. Lisäksi CSR-kampanja on vaikuttanut suhdetta määrittäviin tekijöihin, jotka 

vaikuttavat suhteen muodostumiseen. Erityisesti sitoutumisella, 

empatialla/vastavuoroisuudella ja viestinnällä huomattiin olevan erittäin tärkeä vaikutus siihen, 

miten suhdetta on vahvistettu yritysten sosiaalisen vastuun kampanjan avulla. #yhdessä-

kampanjan tapauksessa näyttää siltä, että mitä enemmän arvoa kampanjasta on ollut siihen 

osallistuville yrityksille, sitä enemmän suhdetta on vahvistettu kohti yhteistyövaihetta. 

Yritysten välinen yhteistyö auttaa lyhyellä aikavälillä kriisistä selviämisessä ja pitkällä 

aikavälillä kilpailuedun saavuttamisessa.  
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 1 INTRODUCTION  

The global crisis that affects companies worldwide has emerged from various reasons since the 20th 

century and the globalization of business. There have been several financial crises and health 

pandemic crises that have made a tremendous negative effect on the global economy and many 

companies have suffered because of the recession-like situation. Over time companies and some 

researchers like Souto (2009), Crandall, Parnell & Spillan (2014) and Svedin (2016) have tried to 

clarify what are the best practices to survive through a crisis in a way, that is least harmful to a 

company but so far there is no perfect answer. It has been noted beneficial if companies try to prepare 

for different kinds of unexpected situations that can develop into crises to better cope with them. In 

the end, it is impossible and not profitable for companies to try to prepare for all kinds of crises 

completely, so it is important to screen the environment carefully and be conscious of different signs 

of crisis. (Crandall, Parnell & Spillan 2014) Today inter-organizational structures are the most 

common form of responding to a crisis. Co-operation is recognized to be an efficient and effective 

way of being more resilient in times of crisis. (Svedin 2016) Global crises are very complex, and one 

thing is sure, there will be new crises coming when globalization increases. Companies and their 

managers need support and information to survive in increasing crises.  

This case study is about Telia #yhdessä-campaign and it aims to understand how strategic corporate 

social responsibility campaign can affect and build relationships between businesses in times of crisis. 

In addition, the research aims to find out how #yhdessä-campaign has assisted the campaign 

participant companies to cope with the crisis and what has been the value of CSR for them. In the 

previous research in B2B context managers and researchers have observed that building relationships 

are substantially affecting business performance. There is a raising need to understand better how the 

relationship develops between business partners. (Lages, Lages, & Lages, 2005a; Lages, Lages, & 

Lages, 2005b; Lemon, White, & Winer, 2002) At the times when there are lots of replaceable products 

and easily copied services, customer relationships are one of the greatest competitive advantage to 

implement (Peters, 2007). Theories like relationship marketing and stakeholder theory both support 

the idea that building strong relationships with stakeholders is beneficial for a company.  Relationship 

marketing theories are at the center of the case, where the main focus is on how #yhdessä-campaign 

has affected building relationships in the time of the COVID-19 crisis.  

At the beginning of 2020 COVID-19 hit the world globally and affected several different businesses 

tremendously. Rapidly many businesses noticed that they are losing customers and profits. If the crisis 
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would continue, companies would be in serious trouble and some of them would even stop existing if 

something is not done. Companies started to find solutions that would help them through hard times. 

For example, the COVID-19 crisis has pushed many companies to take a faster digital leap to ensure 

that customers can still purchase their products and services if there has been for example restriction 

of movement and because traditional shopping methods have been excluded. Commissioner company 

Telia as a digital service provider and a large stock company that has vast expertise from digitalization 

could offer help for smaller companies by inviting them to join co-operative CSR campaign 

(#yhdessä-campaign). Participating in #yhdessä-campaign offers several tools to help a business 

survive through the COVID-19 crisis by collaboration with Telia. Results of the thesis reveal how 

these tools and actions included in the CSR campaign can build company relationships with its 

stakeholders during a crisis. The thesis aims to give comprehensive information and ideas for 

companies on how they can build stronger relationships with their stakeholders by producing value 

for them through Strategic CSR during a crisis. 

 

1.1 Motivation and background for the research  

In research, a crisis is usually examined in a successive manner to better understand its evolution. 

Another way is to view the crisis with different stages from preconditions of crisis to the trigger event 

and crisis itself and finally to the post-crisis. (Crandall, Parnell & Spillan 2014, 5) In this research, a 

crisis is examined in a successive manner because the COVID-19 pandemic is still going on, so it is 

more beneficial approach in the current situation. Crisis management literature is used to evaluate and 

differentiate the current COVID-19 crisis from previous crises (for example financial crises) to better 

understand its transboundary nature. 

An organizational crisis is "a phenomenon with a low chance of occurrence, a high ambiguity, and a 

situation with strong repercussions at all organizational levels" (Ciceri, Gabrielli & Russo 2019, 30). 

It can be said that crisis endangers the future existence of firms, creating a feeling of pressure for 

company managers about how to react sufficiently to these inconsistent incidents (Cortez & Johnston 

2020). There are several early frameworks for crisis management made in the 1990s which looked 

and categorized different types of crises. Framework made by Pearson and Mitroff’s (1993) 

recognized seven types of crisis for companies: economic challenges, environmental accidents, 

occupational health diseases, psycho incidents (for example terrorism), harm to reputation, 

informational attacks, and breaks (for example recalls and computer crashes). (Crandall, Parnell & 
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Spillan 2014, 7) Framework for separating different crises from each other to categorize them is useful 

for organizing what is experienced. Mitroff (1989) was one of the first crisis management researchers 

who observed that it is not possible to be ready for all kind of crisis that is possible to happen to a 

company, rather it is more practical to prepare for few categories of crises. (Crandall, Parnell & Spillan 

2014, 8) Especially, because crises have become more transboundary as globalization increases it is 

impossible to prepare for everything that could happen in a global world. For example, in 2011 the 

tsunami hit Japan with tremendous negative effects to supply chains all over the world, and because 

of it for example car industry manufacturers in Japan were having the most disruptions but the effects 

were felt in other parts of the world too. (Crandall, Parnell & Spillan 2014, 29) If compared current 

COVID-19 pandemic situation to previous occupational health diseases, in 2002-2003 there was the 

SARS (severe acute respiratory syndrome) epidemic which interrupted international travel (Crandall, 

Parnell & Spillan 2014, 30).  

According to crisis scientist Arjen Boin (2009), transboundary crises have four characteristics in 

common: they cross geographical borders, they cross functional boundaries, they gross traditional 

time barriers, and they include a tight network of critical infrastructures. (Crandall, Parnell & Spillan 

2014, 29) COVID-19 pandemic has caused health crisis which has also become a financial crisis with 

social causes globally, so it has all the characteristics of transboundary crisis. Transboundary crisis 

can also cause "a series of disasters", like the combination of disasters caused by serious weather 

incident and a natural disaster. For example, the 2011 tsunami in Japan was a triad of disasters, because 

it consisted of an earthquake, a tsunami, and a nuclear catastrophe. COVID-19 crisis has already 

caused a pack of different disasters. For example, in the U.S hospitals are so full that not all people 

can be treated, and some are left for dying (Jacobo & Mitropoulous 2020). Thus, the crisis has been 

economically hard and for example restaurant and bar sector has been crushed by the disease. 

Administrative limitations towards opening hours and maximal capacities and fear of spreading the 

virus indoors have caused serious challenges for many companies. Thus, if restrictions for indoor 

dining are renewed and weather gets colder and makes outdoor dining impossible, then it will be even 

more difficult for businesses to survive. (Pickert, Qiu & McIntyre 2020) Additionally, the COVID-19 

crisis can be said social, because it is attacking societies at their core. The pandemic affects all the 

parts of population, but it is particularly harmful to social groups which are in the most vulnerable 

situations. These social groups are for example people who live in poverty, elderly, youth, people with 

disabilities, and indigenous people. (United Nations 2020) 
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Companies were having serious trouble because of the COVID-19 pandemic, which caused a 

transboundary crisis with declining customer traffic and sales. Additionally, because of the crisis, 

there were governmental restrictions, which were also affecting business negatively. The closer the 

social problem is to the firm's business, the more there are chances to use the company's resources 

and capabilities with CSR to benefit participants who attend social activities (Porter & Kramer 2016). 

The commissioner company is having years of expertise in digital services and providing media 

visibility, which offers great potential for making Strategic CSR by helping companies to survive 

during the crisis. The commissioner company could offer for example services and advice for 

digitalization, which helps companies to reach customers when they are not moving away from their 

homes because of COVID-19 lock-down. The commissioner company offered a great opportunity to 

study how companies that participate in CSR activities, are affected and does the relationship become 

stronger between the commissioner company and the campaign participants because of the mutual 

CSR activities during the crisis. Previous research by Saurage-Altenloh (2017) has revealed that CSR 

has a significant influence on brand performance expectations of buyers in B2B. CSR provided by 

supplier translated to competitive advantage with B2B customers. Hence, there is an available 

potential of targeted expenditure by supplier company to key stakeholder groups. (Saurage-Altenloh 

2017) The focus of the thesis is on the organizational crisis caused by the health pandemic, more 

precisely the COVID-19 situation. The International Monetary Fund (IMF) has estimated that the 

current crisis is causing more challenges than the 2008-2009 financial crisis. Gaspar, director of Fiscal 

Affairs Department from IMF commented "The pandemic outbreak is causing supply disruptions and 

the social distancing efforts necessary to contain the spread of the virus have imposed a large burden 

on workers and their families". (The Economic times 2020) As mentioned, these supply disruptions 

and social distancing efforts make the current crisis different from other types of crises. Thus, previous 

studies on marketing have been centralized on financial-based crises and more specifically risk 

assessment and the effect of the crisis on business profitability. The role of the external and internal 

human agents has not been studied in depth in the time of crises, which displays that they are in an 

urgent position in this sudden and sensitive event.  (Cortez & Johnston 2020) 

From the managerial perspective, the motivation of this research is to provide information for 

company decision makers to understand the possibilities of CSR to build company relationships 

during a crisis. Commissioner company had a timely relevant CSR campaign to help companies 

survive through the crisis. Therefore, the goal of the thesis is to find out the information of how the 

CSR campaign was perceived and how it has affected the relationships between the commissioner 
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company and the campaign participant companies. Additionally, providing information on how the 

CSR activities could be continued and what could be done differently in the campaign based on the 

feedback of the participant companies. By gathering more data and creating a stronger understanding 

of the company's B2B relationship building, the commissioner company is able to define important 

aspects of CSR, not just how it builds a "better image" for the company, but how it actually can build 

better relationships among current and possibly new customers.  

From the social perspective, the motivation for this research is to understand the phenomenon of 

inclusive CSR campaign during a crisis and how does the campaign effect on B2B relationships. This 

phenomenon is examined from the reasons to join the campaign in the first place, to the value, 

feedback, and ideas for further development of the campaign. Thus, it was urgent to get an 

understanding of how the crisis has affected participant companies' business to know the environment 

where the companies joined the campaign. The aim is to provide knowledge for companies that are 

already using or interested in using CSR as a tool to build stronger B2B relationships with existing 

customers and new possible customers. This research focuses especially to investigate how Strategic 

CSR works during a crisis in B2B settings to build relationships.    

 

1.2 Preliminary literature review and research gap  

The chapter aims to give an initial view of the literature in the field of subjects examined in this 

research (corporate social responsibility (CSR) and relationship marketing). Literature is explored 

through articles, written literature, business dictionaries, and previous connected research. Literature 

is presented by indicating and analyzing the relevant concepts and theories, also illustrating the 

research gap for this study.  

 

1.2.1 Corporate social responsibility 

Social responsibility has a long history among businesses. Already Socrates proclaimed that "more 

(men) think of making fortune, the less they think of virtue". Later ancient Chinese, Egyptian and 

Sumerian writings usually were describing regulations for facilitating trade and assuring that extensive 

interests were noted. (Candler 2017, 8) The term social responsibility was discussed and examined by 

Milton Friedman in 1970. Social responsibility was seen as very controversial because it was already 

understood that it is challenging for example for a company executive to assess money for social 
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causes with the right proportion that is also accepted by different stakeholders (customers, employees, 

stockholders). For example, stockholders could fire an executive because he spends too much of 

company profits on social causes and reduces the stock price. Thus, company executive could be 

rejected by customers and employees because they find a better candidate who is less intrigued in 

exercising their own social responsibilities. The situation is different for individuals because they are 

not spending anyone else's money. If an individual entrepreneur reduces the returns of his business in 

order to pursue his subject for social responsibility, the entrepreneur just spends his own money and 

not anyone else's. The challenge of practicing social responsibility for companies gives an example 

of the great benefit that a private firm has because it compels people to have responsibility for their 

own actions. Thus, it makes it challenging for firms to "abuse" other people for either selfish or 

unselfish intentions. (Friedman, 1970) One of the first academic works about corporate social 

responsibility was made by Archie Carrol in 1979 and the definition was the following: “Social 

responsibility to fully address the entire range of obligations business has to society, it must embody 

the economic, legal, ethical and discretionary categories of business performance” (Carrol 1979, 4). 

Stakeholders are at the center of corporate social responsibility but the scope to which managers have 

given attention to the interests of stakeholders has varied over time (Candler 2017, 2). Stakeholder 

theory, which is more closely reviewed in chapter 2 was made by Freeman (1984). Stakeholder theory 

is based on the idea that companies consist of various stakeholders outside of their own shareholders 

and they should be handled with those groups in mind (Idowu, Capaldi, Liangrong & Gupta 2013, 

xiii). Both academic and general discussion of corporate social responsibility are usually referring 

stakeholder theory as a constitutive point of view (Phillips 2011). Currently, company stakeholders 

contain all participants who have something to do with the company’s activities. Nowadays when the 

wider image of a business in society is becoming more understood, companies can embrace a broader 

stakeholder view by expanding their stakeholder outlook to include elements such as the communities 

where they operate. In this context, firms are better able to identify the level of interdependence and 

connection between the firm and different stakeholder groups, giving less probability to dismiss their 

distinct and compelling challenges. (Candler 2017, 2-3)  

In democratic societies laws, regulations and judiciary decisions set a minimal framework for 

companies to operate. Though, government cannot predict all challenges, the legislative process is 

sluggish, and many times generating an overall consensus is slow to form. A common problem in 

setting new regulations is that they are lagging behind social agreements and technological 
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development. This happens especially in industries that have characteristics of high complexity or 

rapid innovation like in information technology for example. Additionally, business leaders are often 

facing situations where they need to make decisions between legal sanction and societal expectations. 

(Candler 2017, 3-4) Additionally, many regulations are strongly set on national level and they are 

lagging behind the pace that businesses have with expanding to the new markets where multiple 

jurisdictions are used (Idowu, Capaldi, Liangrong & Gupta 2013, v). This challenge will arise as long 

as the nation state is seen as the central unit of sovereignty. This phenomenon creates two main 

questions for CSR studies to discover: “1. What is the relationship between an organization and the 

societies in which it operates? 2. What responsibility does an organization owe society to self-regulate 

its actions in pursuit of profit?” (Candler 2017, 3-4)  

Therefore, CSR is both critical and contentious. CSR is critical because the commercial sector is the 

biggest and most innovative component of the economy. Businesses become entangled with society 

in relative valuable ways by fostering welfare and progress by creating more employment, wealth, 

and innovations that make society flourish. For-profit sector offers the main supply system for 

example for food, housing, healthcare, and other important things in life. Thus, without the companies, 

the jobs, taxes, donations, and other resources that assist government would decline significantly, 

thereby reducing general wellbeing. Simultaneously CSR is contentious because there has not been 

consensus for question: why does a business exist? Does business have duties for the society beyond 

benefits their economic success already gives? Even the meaning of CSR has been raised, there is still 

support for the opinions of the Nobel Prize-winning economist Milton Friedman, who argued that 

society gets the biggest advantage when companies focus only on their economic performance. On 

the contrary, others follow the view of business leaders who support the comprehensive perspective, 

like David Packard the cofounder of Hewlett-Packard: "I think many people assume, wrongly, that a 

company exists simply to make money. While this is an important result of the company's existence, 

we have to go deeper and find the real reasons for our being… A group of people get together and 

exist as an institution that we call a company so that they are able to accomplish something collectively 

that they could not accomplish separately – they make a contribution to society.” (Candler 2017, 4)  

Today, CSR has become an established part of business and it is no more question that it has a role to 

play in business decision making. CSR seems to be generally accepted by companies, governments, 

and the public and it is noted that there is prominent benefit in engaging in CSR. (Crowther, Gomez 

& Vargas 2017) Banking crises, environmental disasters, and latest the COVID-19 pandemic all 
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support the fact that, in the 21st century, business requires a healthy multidimensional society, as much 

as society requires a healthy multidimensional business. There are many positive results: the social, 

the environmental, the economical, and even the cultural. (Idowu, Capaldi, Liangrong & Gupta 2013, 

v) Therefore, every organization tends to have its CSR policy which has been translated into action. 

More transnational corporations (TNCs) and big domestic companies, assisted by business and 

industry associations, are embracing different voluntary CSR initiatives that include for example 

increased support for community development projects and programs (Capaldi & Gupta 2013, vii). 

The evidence has continued to show that companies are engaging in social responsible activity 

because they recognize the benefits which are accumulating. Altruistic behavior is no more 

prerequisite for CSR activities and the discussion is today more about how to engage and report about 

that activity.  (Crowther, Gomez & Vargas 2017) However, the most of research made about CSR in 

the B2B area have focused on supply chain management of intermediary products and services. Only 

limited empirical research about CSR in B2B settings has been made primarily in the supply chain, 

logistics, manufacturing, operations, or purchasing literature. (Raman, 2011) 

Nevertheless, more companies have begun to adopt CSR, more they have been criticized for society's 

challenges. The legitimacy of business has dropped to a level where it has not been in recent history. 

Companies must react to this and bring business and society back together. The results have been 

recognized among sophisticated companies and there are some promising signs that a new prevailing 

model is raising. Companies such as Google, IBM, Intel, Nestle, Unilever, and Wal-Mart have already 

begun to focus on shared value by forming an intersection between society and company performance. 

Still, the recognition of the advantages of shared value, which will be more discussed in chapter 2, is 

in its nascent. Yet there is no overall framework, and most companies continue with a "social 

responsibility" mind-set, where societal problems stay at the fringes of decision making and not at the 

core. The meaning of the company must be defined again for creating shared value and not just profit 

for the company itself. (Porter & Kramer 2011) Usually, the closer a social problem is to a firm's 

business, the more there are chances to leverage the company's recourses and benefit society (Porter 

& Kramer 2006). This change would globally support the next wave of innovation and growth of 

productivity. It would also reform capitalism and its relationship to society. Thus, very importantly 

learning how to build shared value is a way to bring legitimacy back to business. (Porter & Kramer 

2011)  
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1.2.2 Relationship marketing 

The concept of relationship marketing took time to develop. It was the result of the development of 

several separate marketing areas that were seen interesting to marketing researchers. The main 

influencers of relationship marketing can be seen in Figure 1. Some of the areas resulted from the 

failure of traditional marketing to give credible explanations (e.g., Grönroos’s studies on service 

marketing) and some of it were built independently (e.g., the analysis of networks in business 

marketing). (Godson 2009, 16) 

 

Figure 1. The main influencers of relationship marketing (Godson 2009, 16). 

In the marketing literature from 1960's to 1980's marketing research was long-time product dominant, 

and services were having secondary importance. Though, it did not take very long to notice it was 

clear that the emphasis on marketing of products did not correspond to reality. For example, in the 

UK services are representing 73% of total GDP and equivalent situation has been noted in other 

developed economies also. Because of this, marketing of services research raised as a separate study 

area, and soon it was recognized that relationships have an urgent position in the delivery of services. 

Relationship marketing term was first used by Berry in 1981 when he was writing about marketing of 

services. Later relationship marketing of services was also applied to products by Grönroos in 2007 

and the explanation was that even companies that think of themselves as pure manufacturers must get 

involved in provision of services (e.g., delivery, installation, after sales service). It can be said that 
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marketing of services provided a great foundation for relationship marketing theory. (Godson 2009, 

16-17) 

Evert Gummesson is considered to be the "grandfather" of the comprehensive relationship marketing 

concept in the 1990s with other participants of Nordic School. The Nordic School consists of 

Scandinavian marketing academics and practitioners who were interested in the development of 

services and advocated the philosophy of relationship marketing in 1990s. A consultancy company 

Gummesson was working seemed to ignore all aspects of traditional marketing theory and still was 

very successful. Therefore, he questioned the validity of traditional marketing theory and 

comprehended that relationships were the key. Gummesson noted, "if the terrain differs from the map, 

trust the terrain, not the map". (Godson 2009, 19) Because of this, much of the relationship marketing 

theory is based on real-life case studies and supports a closer relationship between industry activities 

and academic research to encourage to make research where it all happens reflectively in practice. 

Therefore, relationship marketing is practical and based on real business experience. In 1990s 

especially European companies (e.g., SAS, Ericsson, ABB, and Volvo) were interested in relationship 

marketing and literature grew rapidly mostly done by The Nordic School. Nowadays there is a broad 

selection of relationship marketing theory and research from all over the world. (Godson 2009, 19)  

The establishment of relationship marketing concept caused stir in marketing research circles because 

it gave a completely new way of thinking about the subject. Supporters of relationship marketing were 

fast to propose that the concept is an alternative to what they called "transactional marketing" 

(traditional marketing designed mainly to help sell a product in contrast to build relationships). Critics 

for relationship marketing argued that it was not a revolution, and it could be quite nicely covered 

within traditional marketing theory, especially because also traditional theory had been developed 

over the years (e.g., 4Ps had become 7Ps). There is still some debate between relationship marketing 

and traditional marketing in the marketing circles but there is no denying that relationship marketing 

raised a different set of values to marketing thinking. (Godson 2009, 19) 

Over time relationship marketing has developed to become strategic to achieve organizational goals. 

Relationship marketing is at the center of the establishment, development, and maintenance of 

successful long-term relationships with the parties involved in the exchanges building profitable 

relationships (Neumann & Laimer 2019, 3) Relationship marketing happens if a company is 

committed in proactive creation, developing and maintaining committed, interactive and profitable 

exchanges with chosen partners over time (Harker 1999). In the recent study totally 72 definitions of 
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relationship marketing were analyzed and summarized. Although definitions had some variation 

between them depending on the context where they were used, there was still a common core idea of 

acquisition, retention, profitability, enhancement, long-term orientation, and a win-win situation for 

all stakeholders of the company. (Agariya & Singh 2011) The American Marketing Association 

defines the relationship marketing term as "marketing with the conscious aim to develop and manage 

long-term and/or trusting relationships with customers, distributors, suppliers, or other parties in the 

marketing environment". Exchange partners are consciously seeking the goal of long-term seller-

buyer relationships for a relative benefit for all the actors. (Ellis 2011, 120)  

The evolution of relationship marketing has caused a change from the share of wallet thinking towards 

share of heart as the objective of relationship marketing which can be seen in figure 2. Thus, there has 

been a shift from conducting relationships with customers to conducting contractual or virtual joint 

ventures with customers. Existing relationship marketing practices such as loyalty programs, 

personalized services, and pursuits of CRM all gain share of wallet of customers as the central 

indicator, but it will give space to share of heart as the new indicator to follow. The share of heart 

concept will be more discussed in the theoretical background chapter 2. (Seth 2015) 

 

Figure 2. The future evolution of relationship marketing (adapted from Seth 2015). (own illustration). 
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Recent studies of B2B relationship marketing have focused on how the different aspects that build 

relationship are linked together and what are the cause-effect relationships between them. For 

example, Gil-Saura, Frasquet-Deltoro & Cervera-Taulet (2009) confirmed that there is a direct 

significant effect of commitment and satisfaction on increasing loyalty, which has been shown also in 

previous research. Additionally, previous research presents clear results that trust does not have a 

significant direct effect on behavioral intentions such as loyalty. Trust only has an implicit influence 

on loyalty through commitment. (Eggert & Ulaga 2006, Shabbir et al. 2007, Tian et al. 2008) The 

knowledge of what aspects construct relationship and how they are linked together with cause-effect 

relationships are necessary for this research because it gives a better understanding of how 

relationships are built and what attributes enhances them to become stronger. Satisfaction and 

commitment are recognized as main factors for relationship building because they are affecting how 

a customer is ready to continue and broaden the relationship with the supplier. Hence, above all the 

supplier should bring value to the customer. When the relationship is found to be valuable, it creates 

satisfaction and commitment, which leads to beneficial behavioral intentions. It is beneficial for both 

customer and supplier to have a continuous relationship as they increase sales and profits and 

contribute to enhancing communication and chances for growth and innovation. (Gil-Saura, Frasquet-

Deltoro & Cervera-Taulet 2009) 

However, the structures and attitudes influencing marketing research and marketing in practice are 

mostly from the industrial times when transactional method was still suitable. The challenges with 

traditional marketing mix have been identified in B2B relationships. For lots of companies the position 

of marketing with a distinct purpose in a relationship has been marginal. Marketing has been reserved 

with prepared marketing communication. Though, without combining marketing with other 

components of relationship with the company’s stakeholders. In B2B relationships the relationship 

marketing view gives a comprehensive framework for combining prepared communication with the 

full variety of interactions with stakeholders. Thereby, marketing can be truly embedded in a company 

and a true customer orientation can be attained. In a post-industrial society, sometimes called as “the 

new economy” marketing must awake and change as the surrounding world changes. (Grönroos 2004) 

 

1.2.3 Research gap  

The purpose of this study is to develop a better understanding of the role of CSR in companies from 

a relational view during a crisis. Like it is mentioned several times in different concepts (CSR and 
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relationship marketing) of the thesis, building emotional relationships and taking care of different 

stakeholder's needs is essential for building competitive advantages to ensure company success in the 

long run. Knowledge of what makes B2B relationships long-lasting and balanced is one of the most 

important domains in the academic study of organizational relations (Chumpitaz & Paparoidamis 

2007).  

Preliminary literature about crisis management is overall scarce and there are even less scientific 

publications about the crisis caused by the health pandemic which affects the economies and 

companies globally. Additionally, there has not been earlier research about using of Strategic CSR to 

build company relationships with B2B stakeholders to better adapt and cope with a crisis. A better 

understanding of how co-operation based on CSR can help companies to survive crises and offers an 

interesting perspective for academic research. Additionally, the information is valuable for companies 

and their managers who can get more tools to cope with the rising number of crises with co-operation 

which is recognized to be an efficient and effective way to handle a crisis (Svedin 2016).  Finally, the 

research offers information for the whole society on how to act with a crisis and support inter-

organizational relationships in order to gain the least possible damage for the companies and the whole 

society. This research successfully closed gaps in the previous literature by addressing the influence 

of CSR during a crisis to build stronger stakeholder relationships in B2B.  

In the 21st century, there has been some research that linked CSR and crisis together. For example, 

Souto (2009) and Yelkikalan & Köse (2011) confirmed the idea that CSR during a crisis can be an 

opportunity for a company. Additionally, Yelkikalan & Köse (2011) found that CSR could help 

companies to avoid the negative effect of crises by sharing its positive influence on stakeholders and 

business itself. CSR has been recognized as an effective crisis management tool if company CSR 

activities are compatible with crisis cause (Sheikh & Beise-Zee 2011). However, previous research 

about using CSR during a crisis has only scratched the surface and has only focused on a financial 

crisis like 2008 global financial crisis for example. Previous research about the topic recognizes that 

CSR is beneficial during a crisis but there can be learned more on how it is beneficial and how a 

company can get the most out of CSR activities to build stronger relationships with stakeholders. This 

way, companies can get valuable information for dealing with crises and base their decisions about 

building relationships with CSR on knowledge. There was not found any previous research about the 

use of CSR in time of worldwide transboundary crisis in B2B settings to build new relationships and 

foster old ones with the company stakeholders. Simply, there was no research about how CSR 
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activities build a relationship with company stakeholders especially during times of crisis and this is 

research about it. 

In the literature, there have been suggestions why stakeholders decide to enter a relationship in a 

relational mode and respond beneficially to a relationship marketing approach, but there is almost no 

empirical research about this topic. There is more to learn regarding the predecessors of an active and 

passive emotional mode, like how endogenic or exogenic elements launch a change from a passive 

relational mode to an active relational mode or from a transactional mode to a relational mode. 

(Grönroos 2004) Thus, it has been clearly argued by Seth (2015) that for example share of heart and 

other concepts that emphasize soft values have resulted from a new area of research which is called 

“emotive feedback”. Additionally, past research in the relationship marketing field has focused for 

example on customer satisfaction and customer lifetime value in a numerical, mechanical, and 

impersonal way. This is reality particularly in the service industry, where customers have been just 

ID numbers to the firm. It is still unknown who is behind the ID number, what makes them act, and 

what are their thoughts, feelings, and bias towards the firm and its competencies. To better understand 

emotive feedback, it requires restoration of emotive research techniques, like employees and 

executives visiting customers in non-guiding customer safaris. Thus, we must comprehend how to 

gather, analyze, and interpret conversations and the conscious and unconscious flow of ideas. (Seth 

2015) Additionally, if we want to understand relationship marketing better, it is required to engage 

with the social actors that are part of building it.  This enables us to review what ties the relationship 

together, and not just only focusing on components such as buyers and sellers. (Cockayne 2016) 

Recent research has expressed the urge for more empirical research on the effects of co-creation 

(Hoyer, Chandy, Dorotic, Krafft, & Singh 2010). This research addresses this research gap by 

providing novel empirical insights on how companies benefit from co-creation in times of crisis. The 

study offers information on how co-creation can help companies to survive in crisis and enhance 

business. Only a few reported studies purposely link trust and co-creation empirically together. As the 

antecedent of trust, which is a building block of a relationship, co-creation has a role in affecting the 

B2B relationship. (Drew & Marshall 2019) 

 

1.3 Study goal and research question(s)  

This chapter includes the study goal and research questions. Main research question is opened in the 

chapter with sub-questions, and they are all supporting each other. Main question is focusing on the 
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broader theme, one on how crisis affects to the formation and co-operation in B2B relationships, and 

another, which is about B2B relationship building through CSR. Sub-questions are more concentrating 

on precise aspects of analyzing the crisis and relationship building, like how co-operation through 

CSR has affected attributes that build a stronger relationship. In the thesis, these questions are 

answered in managerial perspective as the goal is to provide knowledge for company managers to 

build B2B relationships through CSR campaign. 

The goal of this study is to create knowledge for the commissioner company about the effects of CSR 

campaign during a transboundary crisis to build relationships with current and possible new B2B 

customers, which were participating in the CSR campaign. Thus, the research goal is to provide 

information for organizations generally on how B2B relationships are built with CSR during a crisis. 

Additionally, the research goal is to provide information for academics about the previously 

unexplored research area on relationship marketing about building B2B stakeholder relationships with 

CSR. By acquiring this information through the research, the commissioner company and other 

organizations will have more knowledge regarding how their relationships with stakeholders are built 

and how these relationships can be enhanced to be more beneficial for both relationship participants 

by using CSR. This results in the commissioner company and other organizations having more 

information regarding B2B relationship building with CSR and how this helps companies survive 

through crisis.  

The knowledge concerning the topic is collected first through qualitative semi-structured interviews. 

The information gained from the interviews is supported by the secondary data that is examined with 

theoretical sources and previous research linked to the subject. The knowledge received in this study, 

gives the commissioner company an opportunity to use this information in practice and modify and 

further develop it. Finally, the commissioner company will be able to use the knowledge and 

experiences from this CSR campaign for their current CSR functions and B2B relationship building 

practices, especially during a transboundary crisis.  

The study is aiming to answer questions about the effect of CSR campaign to offer value for B2B 

stakeholders during a crisis, what are the motivations for companies to participate in co-operational 

CSR campaign during the crisis, and how has the relationship between the campaign publisher (Telia) 

and participant companies developed during the campaign. The main research question for the study 

is the following:  

RQ: How can CSR build B2B-stakeholder relationships in a time of crisis? 
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To provide an inclusive answer for the research main question, three sub-questions are formed. It is 

important to understand what kind of effect the crisis has made for the companies that have 

participated in the CSR activities to better understand what kind of help companies were looking for 

from the campaign. The transboundary crisis affects companies in different ways and especially 

companies from different sectors are facing different challenges. Therefore, the first sub-question is: 

SQ1: How has the crisis affected companies that have participated in the CSR campaign? 

A relationship is formed based on the relational attributes and different relational attributes have 

different effects on the relationship. Therefore, it is important to understand how relational attributes 

were affected by co-operation through the CSR campaign. The relational attributes in this research 

include co-operation, trust, shared values, commitment, communication, empathy, power, reciprocity, 

comparison to alternatives, opportunistic behavior, and image. The second sub-question is: 

SQ2: How is the CSR campaign affecting the relationship attributes? (Trust, commitment, etc.) 

Central in this research about how CSR can affect to build company relationships is to understand 

what kind of value companies that participated in the CSR have got from it. Relationship value is 

influencing customers' intent to continue the relationship and expand the business. Even there would 

be value in the co-operation, it is important to understand what the cost has been and how it is 

experienced compared to the value. In the study, Social exchange theory is used to evaluate the cost 

and value of the CSR campaign for the campaign participants. To understand the value and the cost 

of the CSR campaign for the participant companies, the third sub-question is: 

SQ3: How are the value and cost of the CSR campaign evaluated by stakeholders? 

 

1.4 Expected contributions  

The study focuses on producing knowledge about B2B relationship building with CSR marketing 

campaign for the commissioner company regarding the current COVID-19 crisis situation. With the 

information that is based on the combination of previous literature and the qualitative data gathered, 

the commissioner company will have more knowledge concerning overall their B2B relationship 

building. Thus, there will be specific information about building relationship through CSR campaign 

during a transboundary crisis.  With this knowledge, the company is able to transform and enhance its 
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internal processes in a way that supports efficient relationship management models, leading to 

stronger beneficial relationships and competitive advantage.  

From the general perspective, this thesis is pursuing to generate knowledge for managerial perspective 

for B2B relationship building in terms of CSR during a crisis. Can CSR campaign build relationship 

between the campaign publisher company and campaign participants during a crisis and what aspects 

of relationship the campaign affect the most? By gathering secondary and primary data about the 

subject, these findings are gathered and analyzed for producing informative knowledge concerning 

the phenomenon. Thus, at the end of the thesis, there are actionable recommendations to be 

implemented in the future.  

For the academic perspective, the research is expected to confirm the previous research results about 

the benefits of symbiotic relationship between a company and its stakeholders. Thus, contribute new 

knowledge for managing and building company relationships with Strategic CSR to cope and survive 

in a crisis. There is goal for creating a way for further research about the topic and information of this 

research can be used as a secondary data source for the possible future research connected to the 

subject. 

  

1.5 Theoretical Framework  

The theoretical framework for the thesis is about corporate social responsibility (CSR) and 

relationship marketing. To illustrate the theoretical background of the research in figure 3, CSR and 

relationship marketing theories are in the center of the case, where the focus is on how have CSR 

campaign helped stakeholders to better cope with the crisis and how has #yhdessä-campaign affected 

to build new relationships and maintain previous relationships with stakeholders in the time of 

transboundary crisis (COVID-19). Transboundary crisis theories are addressed slightly in the 

motivation and background chapter. Even transboundary crisis is not in the center of this research it 

is essential for understanding the transboundary nature of the COVID-19 crisis for the stakeholders 

as the context in which they joined the CSR campaign.  

CSR and relationship marketing both have stakeholder relationships in the center of interest. Basically, 

both concepts emphasize building long-lasting and beneficial relationships with stakeholders with a 

goal to enhance business with co-operation creating a win-win situation for all the participants. 

Therefore, Stakeholder theory is essential for the study about Strategic CSR campaign where business 
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decisions and ethical decisions are combined to build relationships with stakeholders by inviting them 

to join supporting CSR activities during a transboundary crisis. To be able to understand what a 

relationship offers and why it is beneficial or not, the value of the relationship must be clarified. To 

be able to realize how value is build one must first clarify how relational attributes such as trust and 

commitment are affected by relational exchanges of the relationship. Relational exchanges between 

the company and its stakeholders are the main focus of relationship marketing and this research. 

 

 

Figure 3. Theoretical framework (own illustration). 
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1.6 Key concepts  

The following chapter will shortly introduce the key concepts of the research. These concepts are used 

throughout the research paper, as they represent a significant part of the area, which the research is 

focused on. These concepts are introduced to ensure that the reader understands the essential meaning 

of them. 

Transboundary crisis has four common characteristics: they are crises that cross geographical 

boundaries, functional boundaries, cross traditional time barriers, and include a tightly bound network 

of critical infrastructures. Crises have become more transboundary as globalization has increased. 

(Crandall, Parnell & Spillan 2014, 29) COVID-19 pandemic has caused a global health crisis which 

has also become a financial crisis with social causes, so it has clearly the characteristics of 

transboundary crisis.   

Corporate social responsibility (CSR) is self-regulation of business with the aim to improve 

communities, economy, and environment by being socially accountable (Schooley 2021). Corporate 

social responsibility can be viewed in different ways depending on the context. In the thesis, the focus 

is on CSR activities between the company and its stakeholders. Strategic CSR is selecting a unique 

positioning and doing things in a different way compared to competitors, in a manner that reduces 

costs or serves better a certain kind of customer needs. First, Strategic CSR transforms value-chain 

activities to benefit society, while following the company strategy. Second, it improves the 

possibilities by utilizing strategically important social impact and leverages capabilities to improve in 

the most urgent areas of competitive context. (Porter & Kramer 2006) 

Relationship marketing is long-term focused, highlights on profits, emphasizes on support, and 

recognizes for example trust and co-operation. Relationship marketing has developed to become 

strategic to achieve organizational goals. Relationship marketing is at the center of the establishment, 

development, and maintenance of successful long-term relationships with the parties involved in the 

exchanges building profitable relationships. (Neumann & Laimer 2019, 3) Relationship marketing 

suggests that exchange partners are consciously seeking the goal of long-term seller-buyer 

relationships for the relative benefit for all the actors (Ellis 2011). Previous research about relationship 

marketing has revealed several central aspects which are affecting how relationships are built. 

Relationships require and are affected by factors such as co-operation, trust, shared values, 

commitment, communication, empathy, power, reciprocity, comparison to alternatives, opportunistic 

behavior, and image. Co-operation is an action where participants in an interdependent relationship 
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look for outcomes that offer mutual benefits (Anderson & Narus 1990). Trust is a central variable for 

a relationship, and it is existing if one party has confidence in the other party’s reliability and sincerity 

(Morgan & Hunt 1994; Wilson 1995). Shared Values are representing the relationship participant's 

beliefs about what kind of behavior, goal, and policies are urgent, appropriate, and right or wrong 

between the participants (Morgan & Hunt 1994). Commitment is the most used attribute in the buyer-

seller relationship studies, and it represents a desire to maintain a valued relationship (Jackson 1985; 

Anderson, Lodish & Weitz 1987; Schurr & Oh 1987; Anderson & Weitz 1990; Dwyer, Moorman, 

Zaltman & Deshpande 1992; Wilson 1995). Communication is sharing and exchanging of significant 

and timely important information with relationship partners, and it has an effect on trust and 

commitment (Morgan & Hunt 1994; Sin et al, 2005). Empathy enables relationship partners to see 

the relationship from each other’s viewpoint and it is required in long-term relationships (Sin et al, 

2005). Power is the ability and/or capability to influence the decisions and/or behaviors of others 

(Martins, Faria & Farina 2016). In healthy relationships partners are in the relationship because of 

commitment and not because of power (Morgan & Hunt 1994). Reciprocity is about the relationship 

partner's capability to offer different favors and subsidies to each other to gain possible future returns 

(Cllaghan 1995; ref. Neumann & Laimer 2019). Comparison to alternatives is used as a scale to 

measure the possible alternatives available for companies. Dependence or abundance of alternatives 

can affect the nature of the relationship. (Cannon & Perreault 1999) Opportunistic behavior is a 

propensity to achieve own interest over others and it affects negatively co-operation (Lancastre & 

Lages 2006; Farina & Gouvea 2012).  Image is a result of an evaluation process based on thoughts, 

feelings, and previous experiences in relation to the company and it has a significant effect on trust, 

so it has meaning in relationship building (Maclnnis & Price 1987; Long-Yi & Ching-Yuh 2010). 

Stakeholder is “a person (employee, customer, or citizen) or a group who is involved with an 

organization and therefore has responsibilities towards it and has an interest in its success” 

(Cambridge Dictionary 2021). Stakeholders are at the center of this study because CSR and 

relationship marketing both emphasize the importance of stakeholders. Stakeholders are at the center 

of CSR because they are depending on the value that companies create, while companies are 

depending on their stakeholders for the resources that provide them to offer that value. Stakeholders 

are not only interested in what the company can offer them but also how it makes the offer. (Chandler 

2017) From a relationship marketing view business are forming a bunch of relationships between 

parties that have a stake in the activities that are part of setting up the business. “Business is about 
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how customers, suppliers, employees, financiers, communities, and managers interact and create 

value.” (Freeman, Harrison, Wicks, Parmar & Colle 2010, 24) 

 

1.7 Delimitations  

The thesis emphasizes providing knowledge of building B2B relationships with CSR marketing 

campaign during transboundary crisis from a general relationship marketing perspective. Thus, it 

offers information from a narrower perspective for the commissioner company, which is working in 

telecommunication, digitalization, and media area.  

For making the research more precise, theoretical concepts are limited to CSR and relationship 

marketing.  These concepts are connected to each other in the context where a relationship is built 

during a crisis with a CSR campaign and are essential to examine for creating more insights of the 

topic and the subjects explored in this research. Customer relationship management (CRM) was left 

out of this study, because compared to relationship marketing CRM is more about operational 

managing of long-term customer relationships systemically with data, rather than focusing on how a 

relationship is built, in a way that there is a benefit for both parties (Seth 2015). In the case of 

#yhdessä-campaign, the campaign was just established, so it is more useful to analyze it through 

relationship marketing view. Thus, the idea is not to analyze what kind of operational systems and 

plans the commissioner company has for the co-operation, but rather how the co-operation has been 

perceived in the campaign participant companies and how it has affected the relationship between the 

commissioner company and the campaign participant companies. 

Primary data collection is narrowed down to small companies that participated in the CSR marketing 

campaign. Companies that were customers but did not participate in the campaign were not included 

in this research because the effect of the CSR campaign to build relationships was at the center of this 

study. Results of the research are well reasonable for planning, implementing, and evaluating of CSR 

campaign to build B2B relationships during a crisis. Attitudes and reactions around the world to a 

crisis are very different depending for example on cultural and historical factors as well as the crisis 

itself. In order to understand the similarities, differences, and concerns about a crisis, one must learn 

how a crisis is faced in different situations and especially what kind of context there is for the 

individual company.  
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1.8 Research methodology  

Secondary data for the research is from written literature, academic journals, newspapers, and other 

reliable sources. These sources can be found in academic libraries, websites, and academic databases. 

Secondary data is essential before collecting the primary data, to be able to better understand the 

phenomenon of what the research is about. Thus, secondary data will help to analyze the primary data, 

which is collected from company stakeholders with interviews. 

The primary source of data is the recordings of interviews of stakeholders. Interviews were chosen for 

the research method because they offer a personal way and emphasize soft values when approaching 

research participants to gather information. In order to understand relationship marketing better, it is 

required to engage with social actors that are part of building it (Cockayne 2016). Interviews were 

concluded through qualitative semi-structured interviews by phone, internet, and face-to-face 

meetings. Stakeholders in this research represent companies that have participated #yhdessä-

campaign.  

The results of interviews are later analyzed with different concepts from previous literature related to 

relationship marketing. Relationship marketing was chosen as the main approach to offer a theoretical 

framework for conducting the study because it is central in the establishment, development, and 

maintenance of successful long-term relationships with stakeholders (Neumann & Laimer 2019). 

Relationship marketing concepts that are used in this research offer a way to analyze the findings of 

the interviews. Relationship marketing concepts used in this study are: “Social exchange theory 

(SET)”, “7 levels of relationship commitment” and “Share of heart”. SET is used to estimate the cost 

and value for the stakeholders to participate in the CSR campaign with the commissioner company. 

“7 levels of relationship commitment” and “Share of heart” are used to evaluate the status and meaning 

of the relationship for the interviewed companies All the beforementioned concepts are more covered 

in Chapter 2.   

 

1.9 Structure of the thesis  

Structure of the thesis is divided into five chapters. Chapter 1 introduces the thesis by focusing on the 

motivation and background for the research, preliminary literature review, research gap, study goal 

and research questions, expected contributions, theoretical framework, key concepts introduced, 
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delimitations to narrow the research, and research methodology. Lastly, there is structure of the thesis 

introduced.  

After the introduction, Chapter 2 focuses on familiarizing the reader with initial theory about the 

research. It includes theoretical subjects which are introduced and examined more in depth. This 

enables the reader to understand the phenomenon from a theoretical perspective.  

Chapter 3 introduces the commissioner company and the CSR marketing campaign. Thus, the chapter 

included the research design, data collection methods, and discussion about the quality in qualitative 

research and how quality was taken into account in this research. Additionally, chapter 3 includes 

Theories-In-Use approach for planning the research questions and implementing the research.  

Chapter 4 will represent the findings in a qualitative form from the primary data collection. The results 

are gathered and produced from the thematic semi-structured interviews from a managerial 

perspective that provides answers to the research questions. In the end of the chapter there is the 

summary of the findings.  

Finally, in chapter 5 there are conclusions and discussions which focus on analyzing results and 

findings based on the insights gathered and comparing them to existing literature. Additionally, 

managerial implications and further research suggestions are included and discussed.   



 

24 

 

2 THEORETICAL BACKGROUND  

This chapter introduces the relevant literature and previous research that are essential for this study. 

The following theoretical concepts are chosen to introduce the existing knowledge regarding these 

subjects, by exploring the existing literature and research findings. Theoretical framework for the 

thesis is about corporate social responsibility and relationship marketing. Theoretical framework is 

later used to analyze the results of interviews, for combining and comparing the primary data with the 

existing secondary data examined in this chapter. 

Firstly, there is a section about Corporate Social Responsibility, where the focus is on Stakeholder 

theory, Shared value, and Strategic CSR. Stakeholder theory and shared value both emphasize the 

importance of interaction between a company and its stakeholders. Central in business is how 

customers, suppliers, employees, shareholders, communities, and managers act and create value for 

each other. Additionally, Strategic CSR, which aims to use the company's strengths to deal with social 

issues releases Shared value by investing in social causes that improve company competitiveness. 

Finally, the success of the firm and the success of the community become reciprocally beneficial to 

each other. Later, nature of relationship marketing is reviewed with relational exchanges theory to 

fully understand the concept. Thus, there is examined what are the aspects which are affecting 

company relationships building with other parties (such as trust, empathy, communication). 

Additionally, Social exchange theory (SET) is applied for the relationship marketing framework to 

better understand what costs and benefits relationships can have for involved participants in different 

stages of the relationship. For this, Berry’s 7 levels of relationship commitment will be utilized to 

evaluate the essence of commitment in different stages of the relationship. 

 

2.1 Corporate social responsibility 

Corporate social responsibility (CSR) is self-regulation of business with the aim to improve 

communities, economy, and environment by being socially liable (Schooley 2021). Corporate social 

responsibility can be defined in different ways subject to the context. The most comprehensive 

definition is concerned on the relationships between the global corporation, governments of countries, 

and individual citizens. More local definition focuses on the relationship between a company and the 

local society where it has activities. Third definition is most concerned about the relationship between 

a company and its stakeholders. (Crowther & Rayman-Bacchus 2016) The proactive approach has 
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been a winning business strategy for a long, but community-oriented activities have become major 

ways to differentiate from competitors. Customers rather make purchases from firms that give 

something back. (Birkner 2015) In the thesis, the focus of CSR is at stakeholders. CSR is viewed 

through stakeholder theory, shared value theory, and lastly Strategic CSR which can be said to include 

both aforementioned theories. This approach was chosen because #yhdessä-campaign was targeted 

for local Finnish small and mid-size companies which became stakeholders for the commissioner 

company when they participated in the CSR campaign. Additionally, stakeholders are central in 

relationship marketing, which is included in the second half of the theoretical section. 

 

2.1.1 Stakeholder theory 

Freeman (1994) proposes that most business theories are differentiating “business” decisions from 

“ethical” decisions. The outcome creates the problem of the ethics for capitalism (Freeman, Harrison, 

Wicks, Parmar & Colle 2010, 6). The governing approach of understanding business and management 

theory was made at a time when the environment was much calmer. Firms were perceived as the 

shareholders property. Thus, firms did have only partial liability for their effects to society. If actions 

and concerns would be mostly domestic, the model could be suitable, because governments could be 

able to revoke harmful effects in a way that would be fair to all. After globalization, the world has 

changed, and we need to get a new mindset. (Freeman, Harrison, Wicks, Parmar & Colle 2010, 3-4)  

Stakeholder theory has been developed in the last 40 years to clarify or at least reconceptualize three 

main challenges that were not fitting in the current understanding of business. The first is “The 

problem of value creation and trade”, how is it possible to understand business when there are lots 

of changes in business relationships, like for example when these relationships change subject to the 

national, industry, and societal context? How are value creation and trade done in that kind of context? 

Many theorists have tried to clarify how business could be explained with the changing environment 

to which they saw no end. Soon it came clear that using the existing primary assumptions was not 

solving the problem. Most ideas were proposing that issues of values and ethics were seen as too 

theoretical and sometimes even completely irrelevant. (Freeman, Harrison, Wicks, Parmar & Colle 

2010, 4) 

Still, in the reality more than ever people were becoming conscious about the impacts of capitalism in 

every part of their lives which leads us to the second problem which is called: “The problem of ethics 
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in capitalism”. As capitalism became the main idea for organizing the value creation and trade, it was 

clear that limiting focus to its “economic” impacts produces a harmful partial perspective. As a 

reaction to this, a raising number of academics have begun to question what kind of relationship is 

between capitalism and other institutions of society. Questions that have raised are for example: (1) 

“How we can understand capitalism so that all its effects can be taken into account by decision-

makers, rather than externalized on society? (2) Can we continue to divide the world into the “business 

realm” and the “ethical realm”? (3) Is it possible for business executives to “do the right thing”, all 

things considered, no matter how complicated the world is? (4) How can we understand “business” 

and “ethics” so that we can put them together conceptually and practically?”. (Freeman, Harrison, 

Wicks, Parmar & Colle 2010, 4-5) These are major questions for all executives and business thinkers 

nowadays. Especially because of the previous financial crisis in 2011, these questions have become 

the key issues in the general policy debates about setting new regulations for business. It is now simple 

to notice that challenge of value creation and trade in business cannot be solved by just observing 

narrowly how value creation and trade happen because it generates the ethical problem in capitalism. 

(Freeman, Harrison, Wicks, Parmar & Colle 2010, 4-5) 

When these two previously mentioned problems are combined, there could be found third problem, 

which is more pragmatic: “The problem of managerial mindset”, which also brings many questions: 

“(1) How can we utilize and redefine economic theory so that it becomes useful in a turbulent world 

full of ethical challenges? (2) How can managers adopt a mindset that puts business and ethics together 

to make decisions on a routine basis? (3) How can dealing with turbulence, globalization and ethics 

become a routine part of how we understand the manager’s job? (4) What should be taught in business 

schools?”. (Freeman, Harrison, Wicks, Parmar & Colle 2010, 5) These questions are important for 

managers who are thinking about how to help their employees to improve in a way that they can 

succeed in the 21st century, thus they are topical in business schools. Stakeholder theory proposes that 

if the relationship between the company and the individual groups that can affect or are affected by 

the company is analyzed, then there are more possibilities to deal with these three main problems of 

business. (Freeman, Harrison, Wicks, Parmar & Colle 2010, 5) 

The basics for creating value for stakeholders are simple. Businesses are set of relationships between 

groups that have a stake in the activities that are part of setting up the business. Central in business is 

how customers, suppliers, employees, shareholders, communities and managers interact and produce 

value. To understand how business works, one must understand how these relationships work to be 
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able to manage and shape the relationships in a beneficial way to support the business. (Freeman, 

Harrison, Wicks, Parmar & Colle 2010, 24) 

Stakeholder theory does not require that participants of different stakeholder groups must all be at the 

company board. Thus, it does not mean that shareholders have no rights. Stakeholder theory requires 

that the interests of the different stakeholder groups are shared with others. To generate value, a 

company must concentrate on how it gets produced for all of the stakeholders. Value is generated for 

stakeholders depending on how each stakeholder is impacted by the actions of others. Stakeholder 

theory is basically a theory about how to make most out of business and how it could be possible. It 

is about value creation and trade and how to control a business efficiently, in other words trying to 

produce as much value as possible. If we try to clarify the challenge of value creation and trade with 

stakeholder theory, we must be able to show how a business can be explained through stakeholder 

relationships. Thus, if it is about solving the problem of ethics and capitalism, we must be able to 

demonstrate how a firm could be managed to take full responsibility of its activities towards 

stakeholders. Additionally, if we are about solving the problem of managerial mindset, stakeholder 

theory must embrace a practical way of uniting business and ethics together in a way that is possible 

to complete in the reality. (Freeman, Harrison, Wicks, Parmar & Colle 2010, 9)  

There has been debate on stakeholder theory recently that has focused on the issue of the nature of the 

relationships between the company and the stakeholder and between different stakeholders. How do 

companies balance with the competing interests of different stakeholders and are some of the 

stakeholder groups more important than others? (Idowu, Capaldi, Liangrong & Gupta 2013, xiii) 

Thus, some critics have considered that the stakeholder theory is claiming that a company has an 

affirmative moral obligation towards some or all stakeholders. Also, Friedman’s (1970) view of 

corporate responsibility can accommodate the essence of stakeholders: they need to be dealt with any 

way the company’s profitability requires. Stakeholders may offer different kinds of challenges and 

companies should understand that dealing with stakeholders is tied to company success. That view is 

causing exploitative treatment of stakeholders, which is not working for long run and because of this, 

it is recommended to treat stakeholders honestly. (Phillips 2011) 
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2.1.2 Shared value and Strategic CSR 

“The concept of shared value is defined as policies and operating practices that enhance the 

competitiveness of a company while simultaneously advancing the economic and social conditions in 

the communities in which it operates” (Porter & Kramer 2011, 5). Shared value creation focuses on 

recognizing and developing the relations between societal and economic progress. The basis for 

shared value is that both economic and social progress must be processed utilizing value principles. 

Value is measured with benefits compared to costs. It has been rare that companies have approached 

societal matters from a value perspective. More usually societal matters have been treated as marginal 

aspects which has blurred the relations between economic and societal issues. (Porter & Kramer 2011) 

The concept of shared value assumes that the law and ethical standards are followed. Thus, it includes 

minimizing any harm due to the company, but it also goes further from that. Shared value provides a 

new model of understanding customers, productivity, and external influencers on company success. 

It underlines the vast human needs to be completed, the large new markets to be served and the internal 

costs of social and community shortages, thus it has a competitive advantage that is available from 

addressing them. (Porter & Kramer 2011) 

Companies build economic value by building societal value. Value which involves a social purpose 

is a higher stage of capitalism, which will permit society to progress faster while enabling firms to 

become bigger also. The outcome brings a positive cycle of wealth for the company and community 

where it operates, which leads to profits on sustainable basis. Shared value is more effective and way 

more sustainable than most of the efforts companies are practicing now in the social environment. For 

example, businesses will take huge leaps towards true environmental friendliness, when they handle 

it as a productivity driver rather than just a thing that must be done because of external pressure. 

(Porter & Kramer 2011) 

Consistently, the most fruitful chances for building shared value are related near to a company’s field 

of activity and more closely to areas that are most important to the business. This way company can 

get the most economical benefits, thus maintain its commitment as time passes. Additionally, here 

company can bring the most resources to the table and its scale and market presence can be used to 

have a significant effect on the societal challenge. Shared value unlocks several new needs to fulfill, 

new products to offer, new customers to serve, and new possibilities for how to determine the value 

chain. Thus, the competitive advantages that comes from building shared value are usually more 

sustainable than common improvements that are usually related to quality and cost. By producing 
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shared value, the period of imitation and zero-sum price rivalry between companies can be over. 

(Porter & Kramer 2011) 

According to Porter & Kramer (2006) with Strategic CSR the company will produce the most 

predominant social impact and gain the most powerful business advantages. With Strategic CSR, 

every action from a company must go beyond best practices in the industry. In table 1, Strategic CSR 

is differentiated from traditional (responsive) CSR with two main aspects. First, Strategic CSR 

transforms value-chain activities to assist society, while following the company strategy. Second, it 

enhances the possibilities by utilizing strategically important social impact and leverages capabilities 

to improve in the most important areas in a competitive environment. It is about selecting a unique 

positioning and doing things in a different way from competitors, in a way that lowers costs or serves 

better a certain requirement of customers. These guidelines are valid to a company’s relationship to 

society, as well as they are valid for its relationships to its customers and competitors. (Porter & 

Kramer 2006) 

Table 1. Corporate Involvement in Society: A Strategic Approach (Adapted from Porter & Kramer 

2006) (Own illustration). 
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All companies’ prosperity depends on how they adapt to their environment. As discussed earlier, 

company’s stakeholders are key factors of that environment. Stakeholders are depending on the value 

that companies create, while companies are depending on their stakeholders for the resources that 

permit them to bring that value. For example, one of these resources is societal legitimacy which must 

remain in business. With this symbiotic relationship, it depends not only on what the company does 

but on how it does it, how stakeholders evaluate the company. For the company, strategy determines 

the how. (Chandler 2017) Managers from different business units can use the value chain as a way to 

recognize the social effects of the unit systematically. It can be challenging to anticipate and react to 

impacts that are not yet well identified. There is no need to reinvent the wheel for most of the value 

chain impacts. Rather the company should recognize the best ways to handle each of them and keep 

an eye towards how these practices are changing. (Porter & Kramer 2006) 

Strategic CSR also brings shared value which was discussed as a concept earlier. It unlocks shared 

value by focusing on social causes that support company competitiveness, which results in a symbiotic 

relationship: The success of the firm and the success of the community become jointly strengthening. 

Usually, the closer the social problem is to the firm’s business, the more there are chances to utilize 

the company’s resources and capabilities to benefit society. (Porter & Kramer 2006) 

 

2.2 Relationship marketing 

Relationship marketing is central to the establishment, development, and maintenance of successful 

long-term relationships with the stakeholders involved in the exchanges building profitable 

relationships (Neumann & Laimer 2019, 3). Relationship marketing happens when a company is 

involved in proactive creation, developing and maintaining committed, interactive and profitable 

exchanges with chosen stakeholders (Harker 1999). Though traditional tools of marketing, such as 

4Ps of the marketing mix are still utilized, relationship marketing is based on the different philosophy 

of how to act with stakeholders (Grönroos 1996).  Relationships are consisting of relational exchanges 

between relationship partners, and they are more closely viewed in this chapter. Additionally, previous 

relationship marketing studies have revealed central relational attributes which are affecting how 

relationships are built and experienced. These attributes such as trust and commitment are more 

closely viewed in this chapter. At the end of the chapter, there are introduced Social exchange theory, 

7 levels of relationship commitment, and Share of heart which are later used in the Findings chapter 

to evaluate and analyze how the relationship has been developing during the CSR-campaign.  
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2.2.1 Relational exchanges  

Contemporary marketing strategies propose that sellers approach buyers following relationship 

marketing guidelines (Morgan & Hunt 1994, Payne & Frow 2005, Godson 2009, Kotler & Keller 

2016). It may be, that sellers and buyers never discuss personally, even they can come familiar to each 

other and interact consciously. The relational component is less important compared to interaction 

with people who have meetings and discussions with each other before the decision making but more 

important than it would be with pure price competition. (Jackson 2019) To understand relationship 

marketing, it is required to make difference between distinct transaction from relational exchange. 

Distinct transaction is characterized with discrete beginning, short duration, and sharp ending of 

activities, while relational exchange is characterized with traces of previous agreements, thus has 

longer duration, which is projecting an ongoing process. (Morgan & Hunt 1994) Furthermore, in 

figure 4 company has several different relational exchanges which it performs vertically and 

horizontally. Relational exchanges are vertical if they appear between suppliers or buyers who are the 

intermediary or final clients. Horizontal relation occurs with lateral partners which can be for example 

competitors, government, and NGOs and internal relationships between business units, employees, 

and functional departments of the company. (Morgan & Hunt 1994) In this research, the focus will be 

on vertical relationships and more precisely final clients’ relationships. 
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Figure 4. Relationship Marketing Relational Exchanges (Neumann & Laimer 2019, 4. Originally 

adapted from Morgan & Hunt 1994). (Own illustration). 

In the marketing studies, relationship marketing is usually given as a solution for all kinds of customers 

in various circumstances where relationship approach is possible. Probably, in reality, some customers 

are more open to adopt a relational contract with a company, while for others it may be more suitable 

to have a transactional contract. In addition, in one situation a company may be interested having a 

relationship, while in another situation not. Moreover, companies in relational exchange can have an 

active or passive state. Companies in an active state look for a contract, wherein in a passive state, 

they are contented with the knowledge that the company is achievable for them if necessary. In passive 

relations, participants can be in multiple loyalty programs and transfer between companies according 

to the product, offering, and degree of trust. Contrariwise, in active relations, the partners have a closer 

connection that demands dense discussions and can be determined by service contracts. Participants 

have less freedom to change for different providers in a short term and there can be legal agreements, 

that prevent exchange without penalty. There is not much competition, and it only applies in the longer 

term when relations and contracts concerning them can be reviewed again. (Jackson 2019) 

Encouraged by marketing techniques, passive relations are common in modern business. For passive 

relations institutional nature is important. Companies design them as a storyline of management: the 
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objective is to form trading roles that resemble subsidiary trading roles of a fixed provider and 

customer. For customers, it is possible to take a part in a passive relationship with minor cost measured 

mostly in time and effort by joining a company’s loyalty program. Connections, that are weaker than 

in active negotiations, cause influence to make a purchase. The institutional nature of passive relations 

is well suitable for a definition of markets as organized and institutionalized exchange, where the firm 

is conducted by the sellers. In preference to being anti-competitive, passive relations are a significant 

element of competition where the price is not the main competitive element. Companies challenge 

their competitors by setting up overwhelming loyalty programs that cause customers to make repeated 

purchases. Social links are fostered not to suppress competition, but to upgrade it into the non-price 

area, which is better for sellers’ profits. Companies that are avoiding a price competition will happily 

compete with the quality and scope of their customer relationships. (Jackson 2019) 

Relational exchanges are based on collaboration, and they are represented by proximity links, which 

can be information, social and process exchanges, as well as the mutual commitments to gain long-

term benefits (Day 2000). Companies that reach the collaborative stage have a better connection, 

information is privileged, and social bond is made which creates commitment and better results in 

long-term relationships. Collaborative relationships have been recognized to be a relevant component 

for the planning of strategies to attain competitive advantage. (Neumann & Laimer 2019) Competitive 

advantage can be obtained if the company knows how to efficiently conduct a set of activities to 

deliver a diverse value to its customers (Porter 1991). Competitive advantage can evolve into a 

sustainable competitive advantage if the company can maintain an attained advantage creating a 

continuous positive effect on the company`s performance (Neumann & Laimer 2019, 5). 

 

2.2.2 Relational attributes of relationship  

Previous relationship marketing studies have revealed several central relational attributes which are 

affecting how relationships are built. Table 2 presents attributes with author information and a short 

explanation of it. Table 2 is a modified version of the table which was developed by Neumann & 

Laimer (2019) to understand the attributes which are part of the building of relationships. In the 

modified version "image" is added to the table because it was found that it has a major effect on trust, 

which has been previously recognized to be one of the main influencers of relationships. At the end 

of the chapter, there are relationship value and relationship quality discussed, which are influenced by 
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the relational attributes and are predictors of future purchase intentions and continuation of the 

relationship for example.  

Co-operation is characterized as an action where participants in an interdependent relationship look 

for outcomes that are beneficial for both (Anderson & Narus, 1990). Proactiveness is part of co-

operation if compared to actions that have been made under pressure or even forced interdependent 

operations (Morgan & Hunt, 1994). The interaction of commitment and co-operation leads to behavior 

allowing the companionship to operate securing that all the participants gain benefits from the 

relationship (Wilson 1995). 

Theoretical definition for trust comes from outside of marketing literature (Deutsch 1958; Williamson 

1975, 1985; Zand 1972; Pfeffer & Salanick 1978). Trust is included as a central variable for 

relationship exchanges in most relationship models in the marketing literature. Definition of trust 

includes a belief that participants of the relationship will operate in the best interests of the others 

included in the relationship. (Wilson 1995) Trust represents an attribute that facilitates the relations 

between companies and is essential to all relationships (Callaghan 1995; ref. Neumann & Laimer 

2019). Trust is present if one party has confidence over the other party’s reliability and sincerity 

(Morgan & Hunt, 1994). The higher the level of trust is between relationship participants, the more 

evident it is to continue the relationship and have a long-term relationship (Sin & al, 2005). Research 

has identified the six most significant antecedents of trust to be satisfaction, communication, 

competence, shared values, benevolence, and integrity. Additionally, Franklin & Marshall (2019) add 

co-creation as one of the important antecedents for trust in B2B relationships. Co-creation is an active 

contribution, communication, and co-operation of the relationship participants to have a deeper 

understanding of the customers' challenges and solutions in their context. Co-creation is more 

advanced relationship building, which fosters trust through action as involved parties commit to 

sharing ideas and exchange knowledge. (Swift & Hwang 2013) The co-creation as a concept 

highlights value creation with customers that are part of the exchange process. Thus, it consists of 

customers utilizing the company’s process to clarify a certain challenge. (Payne, Storbacka & Frow 

2007) 

Shared values are the extent where participants of co-operation have common beliefs about what kind 

of behavior, goal, and practices are important, appropriate, and right or wrong. Shared values are 

affecting directly relationship commitment and trust. Additionally, shared values between actors 

contribute to the intention to perform relational exchanges because there are mutual desires, that can 
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be implemented together. (Morgan & Hunt, 1994) When participants of co-operation have common 

values, they are more committed to the relationship (Sin & al, 2005). 

“Commitment is the most common variable used in the buyer-seller relationship studies” (Jackson 

1985; Anderson, Lodish & Weitz 1987; Schurr & Oh 1987; Anderson & Weitz 1990; Dwyer, 

Moorman, Zaltman & Deshpande 1992). Commitment is the desire to continue a valuable relationship 

(Wilson 1995). Relationship commitment occurs only if the relationship is estimated to be important. 

A loyal partner who is committed to the relationship wants the relationship to last as long as it is 

possible and is ready to work for maintaining it. (Morgan & Hunt 1994) 

Definition of communication is the sharing and exchanging of all significant and timely important 

information with the partners with formal or informal exchange (Sin et al, 2005). Communication has 

a positive and indirect impact on relationship commitment. Communication is also a major antecedent 

of trust by supporting in resolving aspirations between relationship participants and and aligning 

perceptions and expectations. (Morgan & Hunt 1994) 

Empathy empowers the relationship to continue, reducing the need for legal agreements because it 

makes the participants in the relationship treat each other as they would like to be treated (Ndubisi 

2004). The definition of empathy is a pursuit to comprehend the needs and objectives of someone 

else. Empathy enables different individuals and groups in a relationship to see the situation from the 

other party's point of view. Empathy is required in long-term relationships to nurture a positive 

relationship between the participants. (Sin et al, 2005) 

Power is the ability and/or capability to influence the decisions and/or behavior of others. Usually in 

relationships power is one sided and requires a state of interdependence. (Martins, Faria & Farina 

2016) Power is important because it shows participant's tendency to co-operate with others (Farina & 

Gouvea 2012). Approval in unhealthy relationships may be resulting from the exercise of power. 

Findings support the idea that in healthy relationships participants are in the relationship because of 

their commitment to the relationship and not because of power. (Morgan & Hunt 1994) 

Reciprocity is the capability of partners to offer different favors and subsidies to each other in 

exchange for possible future returns (Callaghan 1995; ref. Neumann & Laimer 2019). Reciprocity is 

a condition to maintain the relationship with the other relationship participant.  Previous research has 

found relevance that reciprocity and tendency to continue relationship are connected to each other 

positively. (Abbasi et al., 2016)   
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Comparison to alternatives serves as a scale for measuring the sources of alternatives available to 

companies. If there are only a few alternatives in the market, it can bring uncertainty. Dependence and 

excessive options for alternatives can affect the nature of relationship. (Cannon & Perreault 1999) 

This supports collaboration to gain mutual benefits for companies (Wilson & Vlosky 1997). 

Additionally, lack of alternatives raises the preference for the available alternative (M. John, Melis, 

Read, Rossano, & Tomasello 2018) 

Opportunistic behavior is a tendency to achieve own interests over others (Farina & Gouvea 2012). 

Opportunistic behavior negatively affects co-operation (Lancastre & Lages 2006). Thus, for 

companies that behave opportunistically, it is challenging to establish long-term relationships (Pereira 

et al., 2010). 

Corporate image helps a buyer to obtain a better understanding of the products and services that are 

offered by a certain company, and it helps to further mitigate their uncertainty and reduce risks. 

(Robertson & Gatingon 1986). Image results from an evaluation process originated in thoughts, 

feelings, and previous experiences in relation to the company (Maclnnis & Price 1987). Basically, all 

exact knowledge that exists in the customer's mind regarding to a company is essential part of the 

corporate image. It does not matter whether the knowledge is related to tangible or intangible elements 

or based on actual experiences or expectations that may or may not happen. In previous brand 

management studies, it has been noted, that a favorable, strong, and remarkable company image builds 

a sustainable competitive advantage that will transfer to profits. (Keller 2013) According to Long-Yi 

& Ching-Yuh (2010) image has a significant influence on trust, so it has indirect meaning in 

relationship building.  

Table 2. Relational attributes of relationship marketing (modified) (Neumann & Laimer 2019). 

Aspect Information Authors 

Co-operation • Actions taken among partners to 

achieve outcomes which are 

beneficial for both 

• To successfully establish 

relationship marketing, in all its 

context, it is required to have co-

operative behavior 

Anderson & Narus 

(1990) 

Morgan & Hunt (1994) 

Wilson (1995) 
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• Creates behavior to ensure that all 

the participants receive benefits from 

relationship 

Trust • Involves the belief that participants 

act in the best interests towards each 

other 

• Represents attribute that facilitates 

the relations between organizations 

and is essential to all exchange 

relationships 

• The higher level of trust indicates 

the greater likelihood of long-term 

relationship continuity 

(Wilson (1995) 

Callaghan et al. (1995) 

Morgan & Hunt (1994) 

Sin & al. (2005) 

Shared Values • Partners share beliefs about 

behaviors, goals and policies 

• If partners have common values, 

they are more committed to the 

relationship 

Morgan & Hunt (1994) 

Sin et al. (2005) 

Commitment • Represents the desire to continue the 

relationship with the other party 

• A committed partner will co-operate 

with the partner with desire to make 

the relationship work  

• Endorses the importance of 

operating to ensure the continuity of 

the relationship 

Wilson (1995) 

Morgan & Hunt (1994) 

  

Communication • Includes sharing of important 

information with partners 

• Has positive influence on 

relationship commitment 

Sin et al. (2005) 

Morgan & Hunt (1994) 

Empathy • An effort to understand the desires 

and goals of the exchange partners 

Sin et al. (2005) 
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Power • The ability and/or capability to 

influence the decisions of others 

• Shows participants tendency to co-

operate with others 

Martins, Faria & Farina 

(2016) 

Farina & Gouvea (2012) 

Morgan & Hunt (1994) 

Reciprocity • Capability of partners to offer each 

other favors or subsidies in exchange 

for future returns 

• A condition for maintaining the 

relationship with the other party 

Callaghan et al. (1995) 

Abbasi et al. (2016) 

Comparison to 

alternatives 

• Works as a scale for companies for 

measuring the sources of alternatives 

available   

• Lack of alternatives raises the 

preference for the available 

alternative  

Cannon & Perreault 

(1999) 

M. John, Melis, Read, 

Rossano, & Tomasello 

(2018) 

Opportunistic 

Behavior 

• A crafty quest to obtain own 

interests over others 

• Negatively influences co-operation 

and building of long-term 

relationships 

Farina & Gouvea (2012) 

Lancastre & Lages 

(2006) 

Pereira et al. (2010) 

Image • Offers a better understanding of the 

products of the certain company and 

mitigates their uncertainty 

• Results from an evaluation process 

originated in thoughts, feelings and 

previous experiences 

Robertson & Gatignon 

(1986) 

Maclnnis & Price (1987) 

Relationships require above mentioned attributes such as trust and commitment just to exist 

(Cockayne 2016). Previous literature revealed that trust and commitment are the main factors of 

relationship quality (Dorsch et al., 1998; Smith 1998; Phan, Johnson, Sohi & Grewal 2004; Styles & 

Patterson 2005; Ivens & Padro 2007; Skarmeas, Katsikeas, Spyropoulou & Salehi-Sangari 2008). 

From B2B perspective Palmer & Bejou (1994) made limitation that the models created must be 

multistage, dynamic, and process-oriented to be beneficial. Relational attributes like trust, 
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commitment, quality, ethics, communication, and the length of the relationship are urgent in the 

development and activation of different process phases in the relationship (Palmer & Bejou 1994). If 

the relationship is measured only with temporal and financial perspectives, power can be seen divided 

unequally in B2B relationships (Cockayne 2016). However, Cova (1997) argued these relationships 

are not focusing solely on time, cost or profit, rather they develop from similar emotional perspectives 

that produce the true value in consumer markets. In the article, there is a great example of how the 

Alibaba community accents the power of social links built between individuals who are sharing 

similar consumption manners. The value and the power of the connection between actors are well 

proved with the Alibaba model, where small to medium size companies benefitted reciprocally from 

the link between their consumption practices, which were first begun with establishing friendships 

and nurturing them in latter communities. (Cockayne 2016) 

Despite the importance of before mentioned variables of trust and commitment, for example, 

relationship marketing models have primarily been interested in “soft variables” and have left out the 

performance variables, such as relationship value. Literature includes a variety of definitions for the 

value concept and four characteristics are recurrent: 1) Value is a subjective concept 2) Value is 

conceptualized as an exchange between benefits and sacrifices 3) Benefits and sacrifices can be 

multidimensional 4) The understanding of value is depending on the competition. (Wolfgang, Andreas 

& Judy 2006) Especially value is practical for customers to estimate supplier performance. Actually, 

value is useful for both customers and suppliers to understand how to produce and provide value in 

the relationship. (Eggert et al., 2006) Relationship value is a precedent of relationship quality and 

behavioral outcomes such as intend to expand the relationship or terminate it. According to Wolfgang, 

Andreas & Judy (2006) value is positively correlated with relationship quality. Thus, relationship 

value has a positive impact on trust, commitment, and satisfaction (Gil-Saura, Frasquet-Deltoro & 

Cervera-Taulet 2009). Wolfgang, Andreas & Judy (2006) represent that value should be added as a 

performance-based construct to the emotional and conative variables in modern relationship 

marketing models. Certainly, producing and sharing value can be considered as the main idea of 

collaborative customer-supplier relationships. 

Relationship quality portrays the overall depth, proximity, and atmosphere in interorganizational 

relationships. Thus, it represents the level of business relationship to meet the needs and expectations 

of the parties. (Jiang et al., 2016) Relationship which is described as high quality can produce 

beneficial financial outcomes (De Wulf, Odekerken-Schroder, & Iacobucci, 2001; Palmatier ¨et al., 
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2007). For example, Hewett et al. (2002) recognized a powerful mutual effect between buyer's 

repurchase intentions and their understanding of relationship quality. Relationship quality is a reliable 

predictor of future purchase intentions and attitude towards the loyalty of business customers 

(Rauyruen & Miller 2007). Relationship quality can be improved when companies make actions 

consciously to produce relative value with an interactive process designed especially to improve the 

quality of the relationship (Sarkar, Echambaldi, Cavusgil & Aulakh 2001). 

 

2.2.3 Social exchange theory  

Social exchange theory (SET) was developed in 1958 by Homans to provide support for understanding 

the behavior of participants involved in social exchanges. Theory suggests that actors involved in the 

social exchange are not only looking for an exchange of resources but also benefits, that can be 

material or non-material like love, approval, or symbols of prestige. (Homans 1958) SET provides 

insight to understand better the behavior of the participants involved in social exchanges and it helps 

to understand and analyze the most important relationship marketing goal, to establish and maintain 

successful relational exchanges. SET includes the basic assumption that individuals both maintain 

relationships and enter into new relationships with the expectation to gain positive value and there are 

always some costs and benefits that are evaluated. (Neumann & Laimer 2019) In this research, SET 

is used to evaluate the costs and benefits of the stakeholders participating in the CSR campaign.  

 

2.2.4 Seven levels of relationship commitment 

Companies cannot develop relationships without trust. Perception of company’s competence and 

fairness are essential in establishing customer trust. Customers must trust that company keeps its 

promises and performs respectfully to start a new relationship and continue existing ones. (Lampo, 

Landua & Turner 2019) “Keeping promises is at the heart of business partnerships” defines well the 

importance of trust in relationships (Berry 1999). 

Berry (1999) identified seven levels of relationship commitment in Trust-based relationships model. 

Each level is depending on the scope to which the commitment to the relationship results from 

devotion and not from restriction. Devotion is due to trust-based relationships. In the first level 

“Interest in alternatives” customers feel restricted to a relationship because there are no attractive 

alternatives. The relationship between actors is necessary but not valued, which results in high interest 
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to look for other options outside the relationship. The second level “Acquiescence” refers to a passive 

convention to maintain the relationship, when the third level “Co-operation” involves actors to 

actually work together to attain relative goals. In the fourth level, “Enhancement”, parties included in 

the relationship are focusing on strengthening the relationship to go over its present state, which can 

lead to the fifth commitment level of “Identity”, where one party thinks of the relationship as a team. 

The relationship moves to the sixth level “Advocacy”, when one party of the relationship is ready to 

advocate, promote and defend the other party if it comes necessary. This will eventually result in the 

strongest level of commitment “Ownership”, which represents trust based on devotion to each other. 

(Lampo, Landua & Turner 2019, 19)  

 

2.2.5 Share of heart  

As the name signifies, the “share of heart” is connecting with stakeholders with an emotional level 

and it is more than just providing economical or functional value for the product or service. The 

relationship raises from business to friendship with the customer. Thus, it goes beyond evaluating the 

value of the relationship with numerical and financial conclusions for the company and for its 

customers. Therefore, it raises above trust and commitment which are the twin foundations of 

relationship marketing. Additionally, it exceeds transaction costs as the basic element of maintaining 

and developing the relationship. Eventually, it evolves from an exact contractual relationship 

controlled by laws to an indirect friendship guided by passion, devotion, and relative appreciation. 

(Seth 2015) 

 

2.3 Summary of theoretical framework 

 In the thesis, CSR is viewed through stakeholder perspective, as it is most valid for the research where 

the main interest is analyzing the development of the relationship between commissioner company 

and its stakeholders. For getting a deeper understanding of the stakeholder perspective: Stakeholder 

theory is used. Thus, Shared value and Strategic CSR are introduced as strategic tools to implement 

CSR in a way that company can make the most predominant social impact and gain the greatest 

business benefits. 

Stakeholder theory was developed to solve three main challenges of business: “The problem of value 

creation and trade”, “the problem of ethics in capitalism” and “the problem of managerial mindset”. 
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Stakeholder theory requires concentration on how value is produced for all of the participants. 

Basically, value creation between stakeholders is simple. Businesses have relationships between each 

other that have a stake in their activities. Central in activities is how all the participants interact and 

create value. (Freeman, Harrison, Wicks, Parmar & Colle 2010) 

The concept of Shared value and Strategic CSR have many common aspects and they can be said to 

support each other. The concept of Shared value includes policies and operating practices that improve 

the competitiveness of the firm while at same time fostering the economic and social conditions 

(Porter & Kramer 2011). Strategic CSR transforms value-chain activities to benefit society while 

following the company strategy. Thus, Strategic CSR releases Shared value by focusing on social 

causes that strengthen company competitiveness, which can lead to a symbiotic relationship with a 

stakeholder or community. (Porter & Kramer 2006) 

Relationship marketing requires relational exchanges to exist. Relational exchanges are basically 

previous agreements with stakeholders, and they have a long duration, which is projecting an ongoing 

process. In reality, not all relationships have ongoing relational exchanges and some of the 

relationships are characterized with a distinct transactional relation which is characterized by discrete 

beginning, short duration, and sharp ending of activities. (Morgan & Hunt 1994) However, for this 

study where effects of CSR-campaign to build B2B relationship during an ongoing crisis are viewed, 

it is obvious, that relational exchanges exist between the commissioner company and its stakeholders 

which participate in the campaign. 

Companies participating in relational exchange can be in active or passive state. In an active state, 

companies look for contract, wherein in a passive state they are contented with the knowledge that the 

company is achievable for them if needed. (Grönroos 1997) In this research, the nature of relational 

exchanges formed by the commissioner company’s CSR activities are viewed in the Findings chapter 

more closely. Relational exchanges are based on collaboration (Day 2000). Companies that reach the 

collaborative stage with stakeholders have a better connection, information is privilege and social 

bond is made which generates commitment and better results in long-term relationships. Collaborative 

relationships are acknowledged to be a relevant component for the planning of strategies to attain 

competitive advantage. (Neumann & Laimer 2019) 

For understanding relationship marketing better, it is required to engage with the social actors that are 

part of building it. This enables us to review what ties relationships together, rather than only focusing 

on components such as buyers and sellers. (Cockayne 2016) Relationship is built and affected by 
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attributes such as co-operation, trust, shared values, commitment, communication, empathy, power, 

reciprocity, comparison to alternatives, opportunistic behavior, and image. These attributes are 

essential for the research to analyze how relationship has been developed through CSR campaign 

between the commissioner company and its stakeholders. Previous research has revealed that trust 

and commitment are the main indicators of relationship quality, which represents the overall depth, 

proximity, and atmosphere in interorganizational relationships. (Dorsch et al., 1998; Smith 1998; 

Phan, Johnson, Sohi & Grewal 2004; Styles & Patterson 2005; Ivens & Padro 2007; Skarmeas, 

Katsikeas, Spyropoulou & Salehi-Sangari 2008).  Thus, relationship quality represents the level of 

business relationship to meet the requirements and expectations of the participating parties. (Jiang et 

al., 2016) High quality relationship can produce beneficial financial outcomes (De Wulf, Odekerken-

Schroder, & Iacobucci, 2001; Palmatier ¨et al., 2007).   

Even beforementioned “soft variables” are in the center of evaluating the state of relationship between 

commissioner company and stakeholders after joining the CSR campaign, performance variable 

“relationship value” is included. Value creation and value sharing can be considered as the main 

purpose of collaborative customer-supplier relationships. Thus, value is positively correlated with 

relationship quality. (Wolfgang, Andreas & Judy 2006) Value is useful for both customers and 

suppliers to understand how to produce and provide value in the relationship (Eggert et al., 2006). 

Additionally, relationship value also influences customer’s intention to extend co-operation with the 

relationship partner. Whereas the influence of value impacts on tendency to leave or continue a 

relationship is mediated with relationship quality. (Wolfgang, Andreas & Judy 2006) 

Social exchange theory (SET), Seven levels of relationship commitment, and Share of Heart are used 

later to evaluate how the relationship between commissioner company and stakeholders that 

participated in CSR campaign has developed. SET offers insight to understand better the behavior of 

the participants involved in social exchanges. It helps to understand and analyze the most important 

relationship marketing goal, to establish and maintain successful relational exchanges. SET has a basic 

assumption that individuals both maintain and enter into new relationships with the expectation to 

obtain positive value and there are always some costs and benefits that are evaluated. (Neumann & 

Laimer 2019) Basically, if relationship costs are estimated bigger than its benefits, relationship is not 

profitable, and it is not efficient to continue it for long if changes are not made to improve it. 

Contrarily, if relationship offers more value than costs are, it is beneficial to continue the relationship.  
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Seven levels of relationship commitment is used to analyze stakeholders' level of commitment towards 

relationship with the commissioner company. Each level is subject to the scope to which the 

commitment to the relationship results from devotion. Restrictions between participants are not 

included, because devotion comes from trust-based relationships where restrictions are not included. 

(Lampo, Landua & Turner 2019, 19) With Seven levels of relationship commitment, it is possible to 

view and compare how relationship has developed between different stakeholders and what has made 

some relationships stronger than others. 

Share of heart is connecting with stakeholders on an emotional level. It goes beyond offering 

economical or functional value by making a business relationship a mutual friendship between actors. 

Share of heart can evolve from an exact contractual relationship controlled by laws to a friendship 

guided by passion, purpose, and relative respect. (Seth 2015) Share of heart is later used to analyze 

the findings, that have stakeholders, that participated in CSR campaign changed from contractual 

relationship towards friendship with the commissioner company. 

To redefine the theoretical background in figure 5 left there is a founder company that launches a CSR 

campaign that includes Shared value and Strategic CSR for the company stakeholders during a crisis. 

Stakeholders are a party that can either affect or be affected by the firm (IGI Global 2021). For this 

research, stakeholder means companies that have participated in the CSR campaign. Companies were 

Finnish SMEs that were customers or possible new customers for the commissioner company. CSR 

founder company provides value for the stakeholders in crisis through Shared Value and Strategic 

CSR. Interaction through CSR generates relational exchanges which affect co-operation, trust, shared 

values, commitment, communication, empathy, power, reciprocity, comparison to alternatives, 

opportunistic behavior, and image which are all attributes that affect how relationship works 

(Neumann & Laimer 2019). Finally, through relational exchanges created by the CSR   relationship 

value and relationship quality are enhanced and a relationship develops. A stronger relationship helps 

to cope with a crisis in the short term (Svedin 2016). Thus, it is beneficial for the long term for building 

competitive advantage for example (Neumann & Laimer 2019). A crisis is not required to be ongoing, 

but there is a possibility that a crisis makes the effect of CSR more visible when stakeholders may 

search for more assistance because of the crisis. To be successful in CSR a company must be able to 

take a part in social problems that are close to the firm’s business and therefore be able to offer value 

for its stakeholders (Porter & Kramer 2016). 
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Figure 5. Redefined theoretical framework. (Own illustration). 
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3 RESEARCH DESIGN AND METHODS   

This research aims to provide knowledge concerning how CSR campaign affects B2B relationship 

during a global crisis. The subject is discussed from a general perspective in the theory chapter, to 

illustrate the present status and the existing theories about the subjects around the phenomenon. In 

this chapter, the research design and methods are presented to provide answers on how the research 

was conducted.  

In this chapter, there is a brief introduction of the commissioner company Telia, as well as a summary 

about the CSR campaign: #yhdessä-campaign. Thus, data collection and analysis of the research are 

reviewed. At the data collection and analysis part, there is also explained how Theories-In-Use 

approach (TIU) was used in this research to design interview questions and later utilized to possibly 

generate a new applied model for companies participating in CSR marketing campaign to better 

unravel the crisis times through co-operation. At the end of the chapter, there is the quality of the 

research analyzed with eight key factors which are: a) worthy topic, b) rich rigor, c) sincerity, d) 

credibility, e) resonance, f) significant contribution, g) ethics, and h) meaningful coherence. The eight 

factors of quality in qualitative research provide a practical common language of best qualitative 

practices, that are recognized to be essential for qualitative research by different audiences. (Tracy 

2010)  

 

3.1 Description of the commissioner company Telia and #yhdessä-campaign 

 

3.1.1 Telia 

Telia is a multinational New Generation Telco (telecommunication operator) that offers services for 

people, companies, and societies to stay in touch with each other. Familiar Telia products are for 

example mobile phone and internet subscriptions. Currently, Telia is Finland’s second-largest mobile 

phone operator between Elisa and DNA. In recent years Elisa has got a stronger position as the market 

leader. Additionally, DNA which is still the smallest of Finnish operators is also close to bypass Telia. 

(Sajari 2020) Telia has around 20 000 employees in its operating countries totally and in Finland, 

there are about 2 900 employees. Company headquarters are located in Stockholm Sweden. (Telia 

2020) 
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At the end of 2019 Telia combined with Bonnier Broadcasting. Bonnier as a big media house offers 

some of the most popular direct tv channels in Finland (MTV) and Sweden (TV4). In addition, 

Bonnier has Cmore streaming service. (Telia 2020) After the company merge, Telia as a big media 

company (largest tv-company in Nordic countries), operating in fields with services and products that 

focus on digitalization and building connections, had great opportunity to offer for example different 

tools for digitalization and visibility for smaller companies which needed support to survive through 

COVID-19 crisis in Finland. 

 

3.1.2 #yhdessä-campaign 

#yhdessä-campaign launch was 23.3.2020 and it gained over 1000 Finnish companies to participate 

in the campaign. The idea of the campaign was to offer companies opportunity to combine forces with 

multinational large company Telia and get some attention and help for Finnish smaller companies to 

survive through the COVID-19. Telia as a big multinational telecommunication operator has great 

possibilities for offering help with digitalizing the company operations. Thus, as a large media house, 

Telia can offer extensive and advanced options for advertising. 

The campaign has had several different actions which were evaluated to find out which operations of 

the campaign have been most valuable for the participating companies. Thus, whether the relationship 

between companies has been affected. The first stage of the campaign started with a supportive 

marketing campaign, where companies could get free advertising space which Telia offered for the 

participating companies. Advertising space was offered in printed media, tv, and social media 

channels for one month and after that, it continued on internet. Idea was that Telia gives instructions 

and deadlines to the companies for making the marketing material. After the material is ready it is 

delivered to Telia and then Telia will handle the distribution through its channels. Simultaneously 

with a supportive marketing campaign, Telia offered home page and e-commerce design tool free for 

6 months for every participating company. During summer (22.6.-29.7.2020) Telia offered 10 000 

pieces of 30€ gift cards when purchasing certain products from Telia, which could be used in stores 

of companies that participated in #yhdessä-campaign. Later, on autumn 4.9.2020 #yhdessä-campaign 

has continued with “Entrepreneur’s Friday” (“Pienyrittäjien perjantai”), where the aim is to encourage 

everybody to make at least one purchase per week from Finnish entrepreneur. Interviews were made 

with company contact persons about the campaign to evaluate the value of #yhdessä-campaign and 
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how the campaign and the different stages of it have offered new opportunities to build the relationship 

between the participants. 

#yhdessä-campaign is many things at the same time, so it is important to distinguish the viewpoint of 

how the campaign is analyzed in the thesis. The broad concept of good includes many names for the 

practice of socially active companies which are for example: “corporate social responsibility, 

corporate citizenship, corporate philanthropy, corporate giving, corporate community involvement, 

community relations, community affairs, community development, corporate responsibility, global 

citizenship and corporate societal marketing” (Kotler, Hessekiel & Lee 2012, 5). In the thesis, 

#yhdessä-campaign is discussed as corporate social responsibility (CSR) and analyzed through 

relationship marketing view. Relationship marketing has a common core idea for all stakeholders of 

the company which includes acquisition, retention, profitability enhancement, long-term orientation, 

and a win-win situation (Agariya & Singh 2011). Corporate social responsibility (CSR) is engaging 

to enhance community well-being by using deliberately certain business practices and contributions 

of company resources. The definition of CSR refers specifically to a voluntary commitment a 

company makes to decide and execute the chosen practices and complete these contributions (Kotler, 

Hessekiel & Lee 2012). In the thesis, community well-being refers to human and community 

conditions during the COVID-19 pandemic. #yhdessä-campaign is also for example social marketing 

because it aims to gain attention for supporting Finnish small companies. Social marketing is focusing 

on affecting behaviors that improve health, prevent injuries, protect the environment, participate to 

build communities, and increase financial wellbeing (Kotler & Lee 2016). However, the campaign is 

not viewed in this sense in the thesis because the focus is on how the relationship between Telia, and 

the campaign participant companies has developed through the CSR campaign during the crisis and 

not in how the campaign has influenced the behavior of consumers to support Finnish companies 

during the crisis.  

 

3.2 Data collection and analysis   

Telia send an email 20.10.2020 to over 1000 companies that had participated #yhdessä-campaign as 

an invitation to participate in research related to the CSR campaign and co-operation with Telia during 

the crisis. In the email, there was an invitation letter that can be seen in appendix 2. In the letter, it is 

said that only the first 10-20 companies will be chosen for the research, and they will be contacted 

later regarding the interview. After some days Telia informed that 17 companies have registered for 
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the research. Telia had previously divided the participating companies into different categories for 

#yhdessä-campaign website: “fashion and beauty”, “health and wellbeing”, “coffees and restaurants”, 

“free time and hobbies”, “construction and interior design” and “others”. For the research, companies 

came from all the categories. It was interesting to notice how diverse companies were and how 

different situations they had. For example, some companies focused more sales on Finland through 

physical stores for example, while others did more international sales through a website. Like there 

were also companies with mostly local goals but also companies that were strongly international, so 

versatility of the companies participating in the campaign was well represented. The interviewed 

persons were contact persons of stakeholder companies and basically, they were the owners or partial 

owners of the companies, so they could represent the company. Industry, company size, position of 

the interviewee, the main sales channel and is the company having local or international sales can be 

seen at the table 3. 

Table 3: Information of the interview participants. 

Industry Size Position of 

Interviewee 

Main sales channel Local/ international 

sales 

Services 

from: Telia/ 

competitors/ 

both  

Others 1 Micro Owner Physical, online 

channel just 

launched 

Local and 

International 

Telia 

Free time and 

hobbies 1 

Micro Owner Online Local Telia 

Health and well-

being 1 

Micro Owner Physical Local Competitors 

Fashion and 

beauty 1 

Micro Owner Physical Local Telia 

Others 2 

  

Micro Owner Physical Local Competitors 

Health and well-

being 2 

Micro Owner Physical and Online Local Competitors 
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Building and 

decoration 1  

Micro Shareholder Physical and Online Local Telia 

Fashion and 

beauty 2 

Micro Owner Physical and Online Local and 

International 

Telia 

Health and well-

being 3 

Micro Owner Physical and Online Local Telia 

Building and 

decoration 2 

Micro Chairman of the 

board 

Physical and Online Local Both 

Coffees and 

restaurants 1 

SME Owner Physical Local Telia 

Fashion and 

beauty 3 

Micro Owner Physical Local Competitor 

Others 3  Micro Shareholder Physical Local Telia 

Free time and 

hobbies 2 

Micro Owner Physical and online Local Telia 

In appendix 3 there is an email that was sent to the registered companies about the practicalities of the 

interviews. Three companies did not participate in the interviews and in the end, there were 14 semi-

structured thematic interviews done with a qualitative research method. Interviews were done during 

12.11-25.11.2020. Interviews were chosen as the research method instead of a questionnaire because 

interviews offer a deeper understanding of the topic. For this kind of research, where connections and 

relationships between companies are analyzed, interviews are offering more abundant information 

compared to a questionnaire where there is no chance to ask follow-up questions for example. In total 

there were 21 questions, three about crisis and 18 concerning Telia and #yhdessä-campaign. Thus, 

additional questions were asked when it was necessary. The interview questions can be found in 

appendix 1. Interviews were done mostly with Microsoft Teams application because of the time 

limitations (distance to companies was long because Finland is a large country with long distances) 

and pandemic situation to avoid close contacts. Additionally, two companies were interviewed face-

to-face on their premises because entrepreneurs asked if it is possible by themselves, and companies 

were not too far away. Thus, two of the interviews were done by mobile phone, because it was the 

most suitable option for the persons interviewed.  

All the interviews were recorded so they could be later written as a transcript for later analysis. Totally 

there were over 5 hours of recorded material, each interview was between 15-30min, and it took until 
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January 2021 to have the complete written transcript ready for analysis. The text was transferred to 

Excel, where it was more convenient to analyze. With the transcript in Excel, it was easier to collect 

and compare different answers from different companies and find the common factors for later 

analysis in the thesis. After all the interviews were done, analysis of results began. Finally, during 

December 2020 and January 2021, all the results were carefully analyzed, and the results were 

presented to Telia at the beginning of February 2021. After presenting the results, the thesis was 

written to its final form and published. 

In this research, #yhdessä-campaign is treated as Strategic corporate social responsibility (Strategic 

CSR) and analyzed through relationship marketing view. With Strategic CSR company can make the 

most predominant social effect and gain the most business benefits (Porter & Kramer 2006). #yhdessä-

campaign can be viewed as Strategic CSR because it aims to help Finnish small-size companies to 

survive through the crisis with activities that are part of the company’s value chain. Thus, because of 

the overall crisis situation and the CSR campaign, there are emerging business opportunities between 

Telia and participating companies. The campaign is analyzed through relationship marketing view 

because it offers an opportunity to view how the relationship between the Telia and companies that 

participate in the CSR activities has been developed and enhanced because of the CSR activities.   

The interviews are analyzed with different concepts from previous literature related to relationship 

marketing. These concepts are “Social exchange theory (SET)”, “7 levels of relationship 

commitment” and “Share of heart”. SET is adopted to understand the influences and interactions 

between Telia and participating companies. SET is nowadays dominating research theory in the 

perspective of networks, so it can offer interesting aspects related to #yhdessä-campaign and how 

relationships between different participants have been built. With the 7 levels of relationship 

commitment, it is possible to evaluate the level of commitment of relationship between participating 

companies and Telia. Based on which stage of commitment companies are with Telia, it can be 

evaluated how #yhdessä-campaign has influenced the relationship. Share of heart is used in this 

research to analyze the interviews in findings and conclusions parts to gain emotive feedback from 

the companies that participated #yhdessä-campaign. All the beforementioned concepts are more 

covered in Chapter 2.   

All the participating companies are non-identifiable in the thesis. If there is a need to discuss about a 

certain company, the company is presented with the name of the industry it represents and number to 
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separate it from other companies representing the same industry (for example health and wellbeing 

manager 1, health and wellbeing manager 2, health and wellbeing manager 3). 

 

3.2.1 The Theories-In-Use (TIU) approach 

The Theories-In-Use (TIU) approach is used in this research to design the questions for interviews 

and later after analyzing the results to possibly build a new applied model for companies using or 

participating in CSR marketing campaigns to better unravel the crisis times through co-operation. 

The Theories-In-Use (TIU) approach is often used when the research interest is to fully describe a 

phenomenon from practice to build an applied model. TIU approach implies an individual model that 

directs behavior in a certain environment. TIU includes asking research participants the notions they 

recognize to be essential and how they can be connected to each other. (Cortez & Johnston 2020) TIU 

is used for creating marketing theories that are specific to the marketing context rather than borrowing 

theories from other disciplines like economics or psychology. TIU can be seen as a set of “if-then” 

relationships between actions and results from those actions. (Jaworski, Kohli, Tuli, Ulaga, Zaltman 

& Zeithaml 2019) For example, in the #yhdessä-campaign case, the research's TIU includes the 

proposition that if companies participate actively in #yhdessä-campaign and gain value and positive 

experiences from the participation, it will build trust, commitment, etc., which leads to better 

relationship value and quality. Eventually, this leads to a stronger and more beneficial relationship 

between the participants with more enhanced co-operation, which helps companies to better endure 

the crisis in the short term and can even help to build a competitive advantage. 

TIU was chosen to be used in this study to explore the effects of #yhdessä-campaign in time of 

COVID-19 crisis for participating companies for three main reasons. Firstly, TIU enables the 

researchers to be active in understanding and expanding what they receive from study participants 

(Cortez & Johnston 2020). Secondly, marketing literature on managing crisis is scarce (Dekimpe & 

Deleersnyder 2018). Thirdly, TIU gives researchers a view from real-time perceptions of the 

phenomenon that is occurring at present. Thus, different approaches can be used alongside. (Cortez 

& Johnston 2020) For example, in research where different theories and concepts are used, there could 

be included a TIU approach for making comparisons between different theories and concepts. 
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3.3 Quality of the research   

Value for quality in qualitative research is in constant change depending on local environment and 

present discussions. Hence, it is essential to discuss on a regular basis what is included in good 

qualitative research. (Tracy 2010) High positioned decision-makers are often incapable to properly 

assess qualitative analyses that include for example case study (Lather 2004). A clear framework for 

qualitative research helps to inform the value of the study to diverse audiences. There are eight central 

indicators of quality in qualitative research which are: a) worthy topic, b) rich rigor, c) sincerity, d) 

credibility, e) resonance, f) significant contribution, g) ethics, and h) meaningful coherence. The eight-

point conceptualization provides a useful common language of best qualitative practices, that are 

recognized to be essential for qualitative research by different audiences. (Tracy 2010) 

Well-made qualitative study should be timely relevant, meaningful, interesting, or evocative. Worthy 

topic can rise from timely, societal, or personal events for example. Research that is focusing on 

phenomena that is already well-known has some value because it shows change or stability over time. 

Though, studies with worthy topics are interesting and reveal surprises, that makes readers rethink 

their commonsense beliefs and habits. (Tracy 2010) The research topic about this research is timely 

relevant and evocative, because of the current COVID-19 pandemic. Thus, the topic is significant and 

interesting because there has not been any earlier research about the use of CSR campaign during a 

transboundary crisis to build B2B relationships.   

High-quality qualitative research has rich rigor, compared to quantitative research that is more 

respected for its punctuality (Winter 2000). Rich descriptions are abundant, generous, and 

imperishable. Richness is caused by the “requisite variety” of theoretical constructs, data sources, 

contexts, and samples. (Weick 2007) Questions about rigor contain for example is the collected data 

enough and was there enough time for the researcher to collect interesting data. There is no one answer 

for what is enough data and the question is relevant with every study. If data are new, unique, or rare, 

a valuable result can be gained with a very little amount of data. (Tracy 2010) The research has rich 

rigor as 14 interviewed companies offered diverse detailed personal answers about the phenomena, 

that have not been studied previously.  

Sincerity in research requires self-reflexivity, vulnerability, honesty, transparency, and data auditing. 

Sincerity means that researcher’s biases, goals, and weaknesses are honest and transparent and how 

these have affected the research process. Self-reflexivity begins from the early stages of research 

design and lasts the whole process until the presentation of research findings. Writers should mark 
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clearly their own writing compared to others and be honest about their strengths and shortcomings 

during the research. Additionally, sincerity requires transparency which refers to honesty about 

research process. (Tracy 2010) The research can be said to be sincere because, from the early stages 

of planning and designing of the research to the analyzing and writing of the findings, there have been 

academic boundaries such as instructions for qualitative research and guidelines given by thesis 

supervisor that have guided the research. Additionally, the research material and findings are collected 

and reported transparently.  

Credibility indicates trustworthiness, authenticity, and plausibility of the research results. Credible 

writing makes reader feel reliable enough to act and make decisions that are aligned with the writing. 

(Tracy 2010) Multivocality is required for researchers to provide a rich description of the research 

actor’s performance and their local meaning (Lindlof & Taylor 2002). Additionally, multivocality 

suggests that researchers are aware of cultural and socio-economical differences between themselves 

and study participants. Member reflections make possible of sharing and discussing with study 

participants about the findings and providing chances for questions, criticism, feedback, confirmation, 

and even co-operation. (Tracy 2010) The research about #yhdessä-campaign has been made 

credibility in mind. For example, every participating company was interviewed first about their 

company and how the current crisis has affected it, to better understand the situation for every 

individual company. Additionally, research findings were presented and analyzed with the 

commissioner company Telia at the beginning of February to offer an opportunity for questions and 

feedback. 

Resonance refers to study’s capability to meaningfully resonate and make an impact on an audience 

(Tracy 2010). Even a well-made writing is not capable to offer direct insight from the experiences 

lived by other people (Schutz 1967). Research can be made with practices that encourage empathy, 

identification, and reverberation of the study for readers who are not familiar about the topic. 

Resonance is possible to achieve with aesthetic merit, evocative writing, formal generalization, and 

transferability. (Tracy 2010) The research about #yhdessä-campaign is written with resonance in mind 

to make it pleasant to read. Thus, the research topic is possible to transfer for other contexts and suit 

the findings for example for other crisis or co-operation situations where CSR is utilized. 

To measure the significance of the research, researchers estimate the current climate of knowledge, 

practice, and politics. There are questions to measure the significance of the research like: If compared 

to earlier studies, is the research able to provide more information, develop practical implications, 
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produce continuous research, and inspire or liberate from the outdated information. (Guba & Lincoln 

2005) Well-made qualitative research includes how practitioners deal with the named problems and 

offers impacts that can assist participants to develop standards about how to perform (Tracy 2010). 

The research can be said to be significant because it offers a new kind of perspective through 

stakeholder interviews about B2B co-operation during crisis and findings are well suited for practice. 

Thus, the research has generated additional research topics, for example how has the relationship 

between the companies developed after the crisis can be said to be over. 

Ethics are included in many of the previously mentioned practices of qualitative research, for example 

self-reflexivity. Though, ethics are not just a research practice, but instead construct a general final 

goal of qualitative quality research. (Tracy 2010) The research about #yhdessä-campaign has all the 

aspects of ethical research methods. Participating companies were well informed about the research, 

what is going to happen and what are possible future implications. Additionally, the ultimate goal for 

the research is to provide instructions and advice on how to cope with a crisis with B2B cooperation. 

The theme of the research itself is very ethical, as it serves as a tool to deal with a crisis.  

Meaningfully coherent research complete their goal, accomplish what they embrace, use methods and 

represent the results in a way that are suitable with supported theories and compound previous 

literature with research topics, methods and findings. To reach and maintain the attention of the main 

audience, it is important to have a clear purpose statement for the research, as well as attend to that 

statement. In the end, the reader should feel that the purpose statement was fulfilled, and the research 

included information that was promised. (Tracy 2010) The research about #yhdessä-campaign has 

meaningful coherence because it offers a clear purpose statement and addresses to it. Additionally, 

research methods and practices have been suited with previous literature methods and findings. 
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4 FINDINGS  

The following chapter will focus on introducing the main findings of the study. These findings are 

presented in the same order that research questions were presented in Chapter 1. Additionally, the 

findings are viewed through the theoretical framework introduced in Chapter 2. First, the crisis is 

explored as an environment for co-operation and the interviewed company managers explain how 

they have experienced the effect of the crisis caused by COVID-19 pandemic. Second, there is how 

#yhdessä-campaign has affected the relationship between the commissioner company and the CSR 

campaign participating companies. Third, how #yhdessä-campaign is evaluated by the campaign 

participants, and what have been the actual benefits and costs of participating in the campaign.  

 

4.1 Crisis as an environment for co-operation and CSR 

One of the main research themes of this study was to discover what kind of environment crisis is for 

B2B relationships and how it affects B2B relationship building. Half of the interviewed managers said 

that crisis has only made negative effects on the business. Challenges that companies faced had 

common factors and one of the biggest overall challenges was that there were no possible customers 

available like in a “normal” situation. Lack of customers was caused by many different reasons due 

to the crisis. Overall unconsciousness and fear about the crisis made customers more careful and 

postpone planned purchases especially at the beginning of the crisis: 

“When COVID-19 begun in the spring and nobody knew how it reacts and what is going to happen, 

very many customers decided immediately to postpone their purchase. Like let’s see later how we can 

begin.” (Building and decoration manager 1), 

“During spring customers disappeared totally and the whole business was in danger to go 

bankruptcy”. (Health and wellbeing manager 1). 

Governmental restrictions were directly affecting hobbies, events, and restaurants for example: 

“After March all the events were canceled in Finland and I have many events where I participate 

outside of Finland also, about half of them totally. When everything was “locked-up”, I did not have 

anything. Basically, the jobs were lost almost completely” (Others manager 1), 

“Now when customers do not travel anywhere, they do not have a need for daycare, and we have 90% 

less customers” (Others manager 2), 
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“Well in the beginning there was about 75% cut in the sales just in few days, so it happened really 

fast. When theaters announced that they will close, it happened instantly” (Restaurants and coffees 

manager 1).   

Several managers commented that there have been negative effects but also something positive has 

happened related to the crisis and the company has for example made an innovation that enhances the 

business: 

“Digitalization rose as a huge new opening… It supported teaching activities and some of (the 

customers) were really excited and went nuts about having the possibility to continue hobby back at 

home and now there are tools for it” (Free time and hobbies manager 2), 

“Because of the customer shortage (caused by COVID-19), I have moved more and more of my 

services to outside and do them remotely. There is a webinar, remote coaching, and whatever is 

possible. It has changed the way of doing, which was not totally new before, but now it has changed 

totally”. (Health and wellbeing manager 2).  

Only one manager said that crisis caused challenges to business at first but now the situation is even 

better than before the crisis: 

“First at spring customers disappeared totally… Later we got air purifier machine that destroys 

COVID-19 and other bacteria and because of it, customers dared to come back. The biggest effect 

caused by the crisis was the need to cut off some of our staff. Though, we have noticed that we do now 

even better than before because we can do as much as before with less personnel” (Fashion and beauty 

manager 1). 

Fear and uncertainty raised as common factors and were mentioned by all the managers to separate 

the current COVID-19 pandemic crisis from previous economic crises: 

“Customers disappeared because they were afraid of corona” (Health and well-being manager 1), 

“Customers are afraid to move… Everything is depending on that people should be close to each 

other and be part of the group” (Others manager 2), 

“People are worried. It affects to personal life and work-life and like I mentioned before it affects to 

our whole selling process” (Building and decoration manager 2). 

Companies that require close contact with customers suffered most, because some customers were too 

afraid to use their services. Two managers mentioned that because of the pandemic important sales 
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channels have been totally unusable and it has made a crucial negative effect on the business. Some 

managers mentioned formal and informal restrictions related to the pandemic that were made by the 

government and published by media: 

“Some rules came from left and some from right and it was very contradictory. We needed to look for 

our own golden middle way” (Fashion and beauty manager 1), 

”The coffee business was hit harder by this global pandemic because there came those state closure 

decisions and all this. It felt like, or I feel that problems of the coffee business came from these 

nationwide things and decisions, so its problems started from there” (Coffees and restaurants 

manager 1), 

“We are so close on customer’s skin and when government informs to restrict close contacts it affects 

to us… I believe that is why it has affected more to our industry, because there is that health side, 

avoiding touch what is quite impossible in this work” (Fashion and beauty manager 3).   

Even interviewed company managers had lots of challenges in their business, most of them said that 

crisis has only got neutral or positive effects for co-operation with other businesses: 

"There is nothing like me, me, me, rather it is we, we, we, so more co-operation was done” (Coffees 

and restaurants manager 1),  

”The crisis has even been a unitive factor in communication and it has been possible to get peer 

support from others and things have been shared” (Free time and hobbies manager 2).  

Some managers said that crisis has made indirect negative effects on co-operation with other 

companies. For those cases the reason for the negative answer was that the whole industry was 

paralyzed, suppliers could not fulfill orders because of supply problems related to the crisis, or a 

business partner had made a bankruptcy during the crisis. In all of these cases, the problem was not in 

the willingness to co-operate with others during the crisis because not any of the managers said 

anything negative about possible co-operation with other #yhdessä-campaign companies. Half of the 

managers told spontaneously that they would be ready for co-operation or at least contact with other 

companies that have participated in the campaign: 

“There were some companies that were interesting… It opened my eyes to look for companies outside 

my own “bubble” (Building and decoration manager 1), 
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“Actually no, I have not spoken to anyone who has been also in the campaign. I know few companies 

from Turku that are in (the campaign) and personally I know the entrepreneurs, but about this (the 

campaign) I haven’t talked about with anybody. Actually, now I think I should call to *** and ask 

how he sees this (the campaign)” (Coffees and restaurants manager 1). 

Characteristics of the transboundary crisis were visible in the answers related to describing the crisis 

and separating it from previous financial crises. Companies were in a situation that they had never 

experienced before. The crisis caused by the COVID-19 pandemic has caused fear and different kinds 

of restrictions worldwide which are causing challenges to business and there is no end date to it. For 

a summary about how the crisis has affected business, it is clear, that Finnish small size companies 

have suffered because of the crisis and it has been worse than previous financial crises to companies. 

Thus, several companies have adopted the situation in a way that they feel that there has been also 

something good for the business. However, most of the company managers felt that there has been 

more co-operation and especially communication between businesses during the crisis. 

Communication between businesses has been very supportive and many entrepreneurs feel that they 

have got peer support from each other. Most of the managers said that communication during the crisis 

is not a problem, because it can be handled by phone or internet. Some of the managers explained that 

because of the crisis there have been invented totally new ways of business through co-operation and 

communication and one example is a virtual trade fair. Thus, one company opened its website for the 

first time and the entrepreneur of the company said that web site would not have been opened without 

the crisis. Eventually, even the crisis has many negative effects for business, it can also offer 

opportunities and push companies to find new ways to co-operate with other companies and 

stakeholders to enhance business in the long term. Additionally, co-operation with others helps to 

cope with crisis in the short term. 

 

 4.2 Effects of CSR (#yhdessä-campaign) to B2B stakeholder relationship  

Development of relationship between the commissioner company and companies that participated in 

#yhdessä-campaign is at the center of the research, so naturally one of the research’s main questions 

was about how #yhdessä-campaign has affected the relationship between commissioner company and 

the stakeholders participating in the CSR activities. The results for this question are also viewed 

through the beforementioned Share of Heart and Berry’s Seven Levels of Relationship Commitment 

concepts. Before the main question findings, there are results of the most important relational 
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attributes, that effect on relationship building between businesses: trust and commitment. They 

represent the most important attributes that affect relationship building between businesses. 

Additionally, results for the image of the commissioner company are viewed more precisely because 

there are two parts on it: how is the image of the commissioner company seen before and after the 

campaign participation. In the end, there are the rest of the relational attributes analyzed from the 

modified table of Neumann & Laimer (2019) based on the interviews.  

 

4.2.1 Trust 

Trust is included as a central aspect of relationships in the marketing literature. Definition of trust 

includes that one participant of the relationship will perform in the best interests of the other partner. 

(Wilson 1995) Idea was to discover has co-operation during #yhdessä-campaign affected stakeholders' 

trust in the commissioner company. Several company managers answered that trust has raised because 

of the campaign (“For sure, but and only positively”). Some of the answers about trust did not express 

the opinions clearly and the answer needed to be interpreted between the lines. For example: 

“Well yeah, it has been like kind of extra and nobody pushes you… Of course, I could take a risk and 

try wireless connections, but I will not do that. I will keep Telia’s fixed broadband connection. I do 

not bother to sacrifice it, because it (#yhdessä-campaign) has been a nice thing and experience” (Free 

time and hobbies manager 2).  

Several (the same amount that answered positively) of the managers said that the campaign has made 

no effect on trust because trust has been already good before (“Trust is on the same level as before; 

everything has worked well”). Few of the managers said that #yhdessä-campaign has not affected to 

trust in the commissioner company. For example, health and well-being manager 2 commented: 

“I have been thinking what the business-to-business efficiency was in the campaign. Then some of my 

friends and entrepreneur colleagues have criticized that “you didn’t get anything from there”. That 

has pushed also me to think that, oh deuce I have done quite a lot because of the campaign and if the 

only visible benefit has been that my own mother has called me that she saw me on tv, then I think I 

could have done it another way too”. 
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4.2.2 Commitment 

Relationship commitment occurs only if the relationship is experienced significant. A partner who is 

committed wants the relationship to last as long it is possible and is ready to put effort into maintaining 

it. (Morgan & Hunt 1994) In this research stakeholders’ commitment to co-operation with the 

commissioner company in the future was explored. Clearly, most of the stakeholders said that co-

operation during the campaign has affected positively for continuing the co-operation later: 

“For sure, if something similar comes or if there is something that could be done together, I am in of 

course” (Others manager 1), 

“It has been a positive experience, so we will happily do more co-operation and want to stay as a 

customer, because of the positive experience” (Others manager 2), 

“Indeed, if a company does this (#yhdessä-campaign) much for its customers to make sure that they 

stay alive and bring money also later. I count it as mutual partnership” (Building and decoration 

manager 1). 

Only one manager felt that campaign did not make any difference on willingness to co-operation with 

the commissioner company later: 

“Well probably not, it is more like... I do not know what has launched this, but for some reason, there 

is a need to very precisely smell, taste, and sense everything. Still, there is a need to sense all the 

things very precisely. But it hasn’t influenced more one direction or another” (Health and well-being 

manager 2). 

 

4.2.3 Image  

In research where the effect of the CSR campaign to build relationships is evaluated, it was important 

to understand what kind of image the commissioner company had among companies before the crisis 

and beginning of the #yhdessä-campaign. Image has a significant influence on trust, so it has indirect 

meaning in relationship building (Long-Yi & Ching-Yuh, 2010). Thus, a favorable, strong, and unique 

company image builds a sustainable competitive advantage that will transfer to profits (Keller 2013). 

The commissioner company has a long history in Finland as a teleoperator, so all the interviewed 

companies knew the company before the campaign. Most of the companies that participated in this 

research were already commissioner company’s customers before joining the campaign. There were 
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also some companies that were currently not in any kind of relationship with the commissioner 

company before joining the campaign, but they knew the company elsewhere or they had been 

previous customers for example. Most of the companies did not have a strong positive or negative 

image of the commissioner company before the campaign. A common answer was that; “it is just a 

mobile operator, like any other”, or “there is no feeling or opinion about it”. Few managers answered 

positively about how they felt about the commissioner company before the campaign. The main reason 

for positive answers was that the company felt that the commissioner company has always worked as 

it should, and customer service has been good: 

“Telia has worked on ground, sea, and air, so I have not got any problems” (Beauty and fashion 

manager 1), 

“I have always been Telia’s customer, and I have a warm relationship. Especially I have liked 

humanity of customer service and I have been really happy customer because of that very 

long” (Health and well-being manager 2). 

Few of the opinions were negative and, in the answers, the commissioner company was called “non-

Finnish alien mammoth” and “shapeless clump”. In general, it can be said that most managers did 

not have a strong opinion about the commissioner company before joining the CSR activities. Even 

the commissioner company is well recognized and many of the interviewed companies were already 

current or earlier customers, there was no strong positive or negative feelings about the image of the 

commissioner company. 

The current image after participating CSR activities was clearly more positive and most of the 

stakeholders told positive things about the commissioner company and how the campaign has changed 

their thinking: “more supportive for small entrepreneur”, “more approachable and 

caring” and “more human”. Only a few of the interviewed stakeholders’ opinions can be seen as 

neutral and some of them said that it was still challenging to measure the effects of the campaign and 

that was why there was no effect on the image of the commissioner company. None of the answers 

were negative. Few of the managers told they had a negative image of the commissioner company 

before joining the campaign, but they changed their opinions to positive after participating in the 

campaign. For example, Health and wellbeing manager 3 called the commissioner company “a non-

personal shapeless clump” and after experiencing the campaign, the image had changed “I have a 

totally different feeling about Telia now”. 
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It is clear that #yhdessä-campaign has made a tremendous effect on the image of the commissioner 

company among stakeholders that participated in the campaign. After the CSR campaign almost all 

the companies changed their image of the commissioner company to more positive. The great impact 

is also, that companies now have a stronger image of the commissioner company because before the 

campaign most of the stakeholders thought about the commissioner company as any other “boring” 

company that is tame and do not raise any feelings. Many answers contained consistent information 

where the stakeholders respected the effort that the commissioner company has made with #yhdessä-

campaign truly trying to help smaller businesses to survive through the crisis. Over a thousand 

companies joined #yhdessä-campaign and if most of the companies think positively and none 

negatively about the commissioner company after the campaign, it can be said that the campaign has 

successfully positively affected the image of the commissioner company. 

 

4.2.4 Shared values 

Shared values are the extent where participants of co-operation have mutual beliefs about what kind 

of behavior, goal, and policies are important, suitable, and right or wrong (Morgan & Hunt, 1994). 

Interviewed stakeholders explained how participating in the CSR campaign affected to find common 

values with the commissioner company and the interviewed company and are values of the 

commissioner company easier to understand after the campaign. Most of the stakeholders said that 

the values of the commissioner company are now easier to understand: 

“Respect towards smaller businesses, it doesn’t matter are you big or small actor, everybody has 

meaning. Clearly, humanity has raised more than before. Earlier Telia was just another big company 

that has been mostly just a name and place to buy some services, but now also their down to the earth 

thinking is more visible” (Building and decoration manager 1), 

“Yes, they are more clear to understand. I have never read about values of Telia, but I admit that 

when they offered hand for small companies, for me it tells about those values quite strongly” (Others 

manager 3). 

However, it can be said that only some of the participant companies truly learned more about the 

values of the commissioner company. Therefore, shared values between the commissioner company 

and campaign participants are difficult to recognize. Many of the company managers who felt that the 
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values of the commissioner company are now easier to understand, said that they only somehow know 

the values: 

“Yes, maybe somehow, let’s say that if I compare to other operators, they could not offer anything 

comparable. This (campaign) gave me feeling that maybe from Telia I can more freely ask 

something” (Others manager 1). 

For some of the company managers, the campaign did not make any difference about understanding 

the values and they didn’t know the values of commissioner company beforehand (“No, I do not know 

anything about values of Telia”). Only a few of the managers said that the values of the commissioner 

company were already familiar, and the campaign did not make any difference (“Well, not really, they 

have been already familiar for me”). 

 

4.2.5 Communication 

Communication is defined as sharing and exchanging of important information with the partners with 

formal or informal exchange (Sin et al, 2005). None of the interviewed managers said anything 

negative about the communication with the commissioner company. Instead, several managers 

explained that communication related to the campaign has been clear and efficient: 

“I got a positive vibe of how the campaign was introduced in general and there was clearly done “a 

facelift”. Clearly Telia addressed this issue very quickly and everything was planned how this (the 

campaign) will begin.” (Building and decoration manager 1), 

“Fast contacts, clear instructions and clear communication. Nothing unnecessary extra, I liked it.” 

(Beauty and well-being manager 2). 

Additionally, the customer service of the commissioner company was praised in few answers which 

are supporting good communication (“Customer service has always been first class”, “I have always 

especially liked the customer service”). Results from previous research have revealed that consistency 

in communication has a strong instant effect on trust and loyalty (Seric, Ozretic-Dosen & Skare 2019). 

However, there was confusion and difference in stakeholder thoughts, that is the campaign still 

ongoing or has it finished because there has not been a clear message about the campaign continuation 

or end. Thus, some of the campaign-related CSR activities have not been clearly messaged as part of 

the #yhdessä-campaign. If the campaign is not finished properly, it might raise more confusion which 
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can be harmful to the relationship. This might raise frustration for the stakeholders because many 

companies were still expecting the CSR campaign related actions to happen when the crisis continues. 

Opinions about informativity of #yhdessä-campaign about what kind of services the commissioner 

company can offer among companies were strongly divided. Some of the interviewed managers said 

that they learned from the campaign and the same amount said that they did not learn anything, and 

they are not familiar with the commissioner company’s products and services. Additionally, some of 

the managers were familiar beforehand with products and services that the commissioner company 

could offer, and the campaign did not offer anything new. Answers especially regarding how 

information about services has been given during the campaign were very different from each other 

and some of them seemed to be complete opposites for each other like the following: 

“Yes yes yeah, there has come lots of advertisement mail and everything about what Telia could offer 

with its business service solutions and others” (Others manager 1), 

“Not really, I do not feel that I have learned much about Telia’s service offering because of the 

campaign. Thus, nobody from Telia has been in contact with us since the campaign begun and asked 

for example that are you interested about our services” (Building and decoration manager 2). 

In some of the negative answers, the interviewed managers made clear that they do not have any idea 

about what the commissioner company can offer them (“Well no, just like, I do not know anything”). 

None of the managers said that campaign would have felt like pushing of advertising and marketing 

of the commissioner company’s services. Vice versa some managers expressed that there could have 

been included more marketing of the commissioner company’s B2B services for stakeholders. In this 

way, entrepreneurs could get information about new possible tools from the commissioner company 

to deal with the crisis and it could be benefitting for everybody. One manager even told example 

message and was sure that advertising of the commissioner company’s services during the campaign 

could not do any harm: 

“Hi #yhdessä-entrepreneur, do you need help or support or do you want to ask if we have some 

services that might help at your situation” (Free time and hobbies manager 2). 

The same entrepreneur told that for sure there are some services in the commissioner company that he 

does not know. According to the entrepreneur, with advertising of services, it could easily happen that 

the entrepreneur notices “aah I want to start using that service”. 
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4.2.6 Empathy and reciprocity 

Empathy enables different parties in a relationship to view the circumstances from each other’s 

perspectives (Sin et al, 2005). Reciprocity is the capability of relationship partners to offer different 

subsidies to each other in exchange for possible future returns (Callaghan 1995; ref. Neumann & 

Laimer 2019). Empathy and reciprocity were visible in many answers and some of the answers 

simultaneously because the interviewed managers expressed their empathy towards the commissioner 

company with the desire to keep their services as they were before the crisis, even there would not be 

a need for all the services at the moment. Few of the managers even wanted to offer something back 

from the help they got from the campaign which is a good example of expressing empathy and 

reciprocity:  

“I do not know would it be possible to do something good mutually for another direction (to support 

reciprocally Telia). How I could market Telia from here, that from hair cut customer would receive a 

gift card” (Beauty and fashion manager 3), 

“Now when brick-and-mortar shops were supported, it would be nice if there would be an opportunity 

to utilize electronic services and then there would be even a possibility to access those services what 

Telia has to offer” (Free-time and hobbies manager 2). 

 

4.2.7 Comparison to alternatives 

Comparison to alternatives is used for measuring the sources of alternatives available to companies 

(Cannon & Perreault 1999). Comparison to alternatives was visible in few answers but only in a 

positive sense to the commissioner company. Few stakeholders were comparing the commissioner 

company to its competitors or other large companies and they were praising the commissioner 

company about the CSR actions during the crisis: 

“If I compare to other operators, they didn’t have anything like that (#yhdessä-campaign) and it made 

me feel that I could ask something more from them (Telia)” (Others manager 1), 

“We see it as super good, it would be nice that other big companies would do something similar 

because it would not be that much more asked from them” (Others manager 3), 

“I cannot name any other individual organization or company that would have helped more 

altruistically” (Coffees and restaurants manager 1), 
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“Company X could not do anything, and I know that financially they have done well, so it is not that 

they could not do anything. At this point, Telia is the leader in my books” (Free time and hobbies 

manager 2). 

 

4.2.8 Opportunistic behavior 

Opportunistic behavior is a propensity to pursue own interests over others (Farina & Gouvea 2012). 

There was no opportunistic behavior seen based on the interviews. One manager expressed that it was 

first suspicious about the campaign that could it really offer everything that was promised in the 

campaign advertisement or would it be just a marketing trick to gain customer contact information for 

example. Soon after the campaign began, suspiciousness was gone because everything that was 

promised happened: 

“I was measuring that is this just another marketing campaign, when they have got me to click and 

fill the forms, somebody calls and tries to sell something but that did not happen and that exceeded 

my expectations.” (Free time and hobbies manager 2). 

 

4.2.9 Power 

Power is the ability and/or capability to influence the decisions and/or behavior of others (Faria & 

Farina 2016). Power was visible in many of the answers to some extent in a positive way because 

stakeholders were saying that because the commissioner company as a big multinational company has 

far more resources compared to any of the campaign participating companies themselves, it can help 

in many ways that would be normally impossible for the companies: 

“We have a very limited marketing budget. We were truly excited if we get any kind of visibility on 

the side of such a big brand” (Building and decoration manager 2), 

“Visibility has been in another level compared to a basic (small) company that flounders in its home 

page and Facebook because it is impossible to do tv-advertising or something like it” (Others manager 

3), 

“The campaign price tag would have been too much for small companies with 300 000- 1 000 000 

yearly sales. Alone it would have been impossible.” (Coffees and restaurants manager 1).    
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Commissioner company should acknowledge its position towards the campaign participant 

companies, so unwanted effects of imbalance in power and opportunistic behavior can be avoided. A 

company that has too much power in a relationship compared to others can start to act 

opportunistically, which leads to negative effects in the relationship. Additionally, in a market where 

there are only a few alternatives, a company must be careful to not abuse its position.   

 

4.2.10 Effect of CSR for the relationship 

Another of the main themes of the research is how #yhdessä-campaign has affected the relationship 

between the commissioner company and the campaign participating stakeholders. Clearly, most of the 

entrepreneurs said that the campaign has affected positively the relationship between companies and 

has made it stronger. Several answers were over positive, and the managers expressed that the 

campaign has made a strong effect on the relationship: 

“Stronger feeling about functionality and relationship” (Fashion and beauty manager 1), 

“It has affected and next year I will contact Telia and change my contract to them” (Health and well-

being manager 1), 

“For sure, I am not going to change subscriptions, if Telia doesn’t raise prices tremendously, not 

easily… Long time (about 15 years) I was "Company X's" customer but now I will stay as Telia’s 

customer because all in all it has been very positive” (Others manager 3). 

One entrepreneur told that her loyalty towards the commissioner company’s services has been raised. 

Friends of the entrepreneur had previously told that why to keep expensive company subscription 

because there is no actual benefit from it and entrepreneur started to think in the same way and was 

about to change the subscription for a more affordable option. However, now after the campaign, the 

entrepreneur does not feel the need to change for a cheaper subscription. 

From all of the positive answers more than half of the managers said that the campaign has made the 

previous relationship (customer relationship) with the commissioner company stronger and the rest of 

them said that they have changed from competitors services to the commissioner company, or they 

are about to do it immediately when it is possible. Only a few of the interviewed managers said that 

there has been no effect for the relationship and answers can be interpreted as quite neutral: 
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“It was not that big deal. I was customer already previously like my whole family, so it did not affect 

that much” (Others manager 1), 

“Until now it has not made any changes, not good or bad” (Building and decoration manager 2). 

Building and decoration company manager 2 told also that their company is part of a bigger family 

company group. For internet and telecommunication services the group makes decisions about 

contracts together with all the businesses, so one company cannot make contracts itself. 

In Share of Heart concept relationship between companies is not only business but it develops into a 

friendship. Relationship raises above trust and commitment which are the twin foundations of 

relationship marketing. Additionally, it transcends transaction costs as the basis of maintaining and 

developing the relationship. (Seth 2015) Most of the interviewed companies’ relationships with the 

commissioner company after joining the campaign could be categorized as friendship. Companies 

show deep trust, commitment, and loyalty towards the commissioner company. Some companies are 

even ready to keep some services they do not feel necessary at the moment to nurture the relationship 

and give something back mutually. 

If interviewed companies are viewed with Berry’s seven levels of relationship commitment model, it 

is easier to analyze the level of relationship and separate them from each other. Each level is depending 

on the scope to which the commitment to the relationship results from dedication and not from 

restriction (Lampo, Landua & Turner 2019, 19). Most of the interviewed companies are at the fourth 

level (Enhancement) or fifth level (Identity) because the managers clearly explained that they are 

ready to actively do more for the relationship to enhance it and some of them thought the 

commissioner company as a friend or team member. Many of these company managers also gave 

feedback and ideas for further co-operation. Only a few of the interviewed managers could be 

categorized to be in the second level (Acquiescence) or third level (Co-operation). Based on the 

interviews, these companies were quite passive about the co-operation through the campaign with the 

commissioner company. Those companies were more just waiting that what is going to happen, or 

they did not feel that the campaign or co-operation with the commissioner company had much effect 

on them. However, also these companies were ready to recommend the commissioner company and 

#yhdessä-campaign for their colleagues. One reason for recommendation was the overall positive 

feeling that the campaign made. Several managers said that the commissioner company is the only 

company that has done anything to help small companies during the crisis, so it might be also one 

reason for companies to continue the relationship with the commissioner company, while there are no 
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attractive alternatives, which is just the first level of Berry’s seven levels of relationship commitment. 

Even some companies would be in the lower levels of relationship commitment it is still a great result 

because some of the companies were not in any kind of relationship with the commissioner company 

before joining the campaign. 

 

4.3 Effects of CSR for participating companies  

The effects of the CSR campaign for stakeholders were analyzed to understand what kind of value 

CSR campaign has for participating companies. First, there are reviewed the reasons for a company 

to join #yhdessä-campaign (desirable benefits), and afterward, the cost (effort) for a company to 

participate in the campaign activities are revealed with the reason to continue campaign activities. 

Reasons for joining and continuing the co-operation are viewed with Social exchange theory. Thus, 

there is information on how the commissioner company and the CSR campaign are seen among 

stakeholders and would they recommend them for their colleagues. In the section about how the CSR 

campaign is seen, there is also information about how the value of the campaign is experienced among 

participant companies. Additionally, the future expectations of the stakeholders for the commissioner 

company and the campaign are analyzed.  

 

4.3.1 Reasons for a company to join #yhdessä-campaign 

The reasons to join #yhdessä-campaign were different between stakeholders, but there were some 

common key points to group the responses. Just one company joined the campaign clearly because of 

previous good experience about the commissioner company. Many of the answers highlighted the 

opportunity when they saw the campaign advertisement. The advertisement was said to be clear, and 

it contained all the information that was needed to join the campaign and take the first steps. Several 

managers commented that it was nice that everything seemed to be very simple and easy to implement 

with a low threshold to begin. A similar amount of the answers was related straight to the crisis when 

managers told that the reason for joining was “despair about the crisis”. Additionally, two of these 

managers explained that their friend recommended joining #yhdessä-campaign because it could help 

to survive the crisis. Few companies joined the campaign because of curiosity and desire to 

experiment. One of these companies’ managers was very skeptical about the campaign and did not 
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believe, that it would happen like it was advertised, but the manager was later positively surprised and 

gave strong recognition for the commissioner company: 

“I was measuring is this campaign only an advertising campaign. When they have got me to click and 

fill the forms, after that they will call from the sales, but that did not happen and that exceeded my 

expectations. Contrariwise, I really got into the campaign and just made the videos and then the videos 

were really published and were visible somewhere. I would say that Telia is a reliable partner and I 

wish everybody would be like Telia” (Free time and hobbies manager 2) 

To sum up the answers for the reason about joining #yhdessä-campaign, it can be said, that without 

the pressure and despair that the crisis has made for entrepreneurs, there would not have been so many 

participants in #yhdessä-campaign. Based on these results, many companies joined the campaign 

because of the crisis. Even crisis is not desirable, it has offered an opportunity to network with possible 

new customers that normally would be more challenging to reach with traditional marketing. During 

the crisis with CSR activities like #yhdessä-campaign, it raises possibilities to reach these customers 

and build a relationship with them. 

 

4.3.2 Cost and reason to continue participation in #yhdessä-campaign 

To understand better the effort required from companies to join the campaign it was discovered what 

has been the price for a company to participate #yhdessä-campaign. When talking about the price of 

the campaign for participating companies it includes everything from the effort to mental strain, and 

time and money used. Clearly, most of the managers said that there was no price for the campaign at 

all and everything has gone smoothly. Several of the managers said that it has been empowering and 

fun to make videos (“it was fun”). Thus, some entrepreneurs told that during the crisis there has been 

more extra free time and it has been nice that it could be used for something reasonable that can help 

the company to survive. Additionally, the instructions for #yhdessä-campaign were praised, and 

everything was made simple and the bar for joining and participating in the campaign was not set too 

high. One manager said that he needed to put some effort for making the video, but nothing was 

insurmountable, and the little effort was worth it. Only one manager said that the campaign was 

burdensome, but the entrepreneur told that it was partly because there were personal issues going on 

at the same time. Thus, the entrepreneur was not familiar with video recording, so it took some extra 

effort. 
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Entrepreneurs explained also what has made their company continue participating #yhdessä-campaign 

and co-operation with the commissioner company. Interviews were done during November 2020 and 

#yhdessä-campaign begun on 23.3.2020 so all the companies had at least over half a year of 

experience about the commissioner company. Most of the managers mentioned reliability, 

functionality, and good service. Everything has gone as promised: 

“There is no need for ending co-operation if everything works” (Coffees and restaurants manager 1) 

For companies that were already before commissioner company’s customers, the feeling of reliability 

was also partly gathered from the time before the crisis and got fostered by #yhdessä-campaign. Few 

of the entrepreneurs said that they were so grateful to the commissioner company after the campaign 

that they felt as their responsibility to continue the relationship and keep some services because of it: 

“I have a sense of obligation, now I can bother to pay the fee to Telia because I got something more 

also from them" (Free time and hobbies manager 2), 

“There should come something so-called bag of hot poop on my neck before I would see a reason to 

not continue co-operation and not to use the services anymore” (Building and decoration manager 1). 

For companies that did not have a relationship with the commissioner company earlier, the image of 

reliability is gathered mostly from the campaign. Some of the interviewed companies were not 

currently the commissioner company’s customers but all of them were about to contact the 

commissioner company immediately to become their customer when the previous contract expires 

because the experience during the campaign has been so good. 

Social Exchange Theory (SET) has an assumption that individuals in a relationship both enter for new 

and maintain old relationships with the expectation to gain positive value and there are always some 

costs and benefits that are evaluated. For the relationship between the commissioner company and 

companies that participate #yhdessä-campaign, it is clear that companies did not sense too many costs 

compared to benefits that came available through joining the campaign and co-operating with the 

commissioner company. Joining and participating in the campaign was made clear and simple and 

many benefits were easily visible. Every company had continued the campaign since the beginning, 

so the campaign and relationship with the commissioner company have been felt beneficial compared 

to the effort. Many of the interviewed company managers were ready to use even some more effort 

for co-operation, so costs versus benefits were experienced in a good balance among the campaign 

participants.  
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4.3.3 How the value of #yhdessä-campaign is evaluated by the stakeholders 

Interviewed companies evaluated #yhdessä-campaign and explained how is #yhdessä-campaign seen 

at their company at the moment. Most of the answers were positive. In positive answers entrepreneurs 

tell clearly that they would be ready to continue the campaign and how the campaign has helped during 

the crisis: 

“I see it like I would participate to it again if there would just come possibility. I would do it, maybe 

I could spend some more time with filming the video” (Free time and hobbies manager 1), 

“It was important because it (#yhdessä-campaign) came and was visible in press and elsewhere” 

(Freetime and hobbies manager 2). 

Thus, some of the entrepreneurs had a positive feeling about the campaign even they could not see or 

measure the impact of the campaign: 

“I do not know if we got any new customers from that, (#yhdessä-campaign) but it is still nice memory 

in thoughts that it was possible to join something like this” (Building and decoration manager 1). 

 Few of the managers had quite a neutral opinion about the campaign: 

“I do not think that the effect of the campaign was much, but it was a nice idea and good 

bonus” (Others manager 1), 

Only one entrepreneur had a negative opinion about how #yhdessä-campaign is seen at the company: 

“Actually, the campaign has not been visible at all, during spring I thought that how would I see it, 

and then I found it from Telia website, but not on other channels, and then I forgot it. I do not really 

have any information about how it would appear” (Health and well-being manager 3). 

The effects of #yhdessä-campaign for the interviewed companies were also explained more precisely 

when entrepreneurs were told about the general value and most valuable actions included in the 

campaign. Some of the answers focused extensively on broader topics and were discussing for 

example about positive feeling and visibility and some had only one main point that was gift cards for 

example. Answers can be divided into four groups, “visibility”, “gift cards”, “whole campaign or 

cannot name one thing from the campaign”, and “boost/wakeup call”. The biggest of these groups is 

“visibility” and right after that came “gift cards” and they were both said to be valuable because they 

bring customers in challenging times. Additionally, for example, “Coffee and restaurant manager 1” 

said that gift cards have raised the single customer's average purchase amount significantly which has 
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been great financial support during the crisis. Gift cards represented a surprisingly large amount of 

total answers in the interviews because there were only around 100 companies, that were available to 

benefit from gift cards because they were only valid in physical stores. Totally there were over 1000 

companies in the campaign, so around 90% of #yhdessä-campaign participants did not take a part in 

gift cards and could not benefit from them. Few of the managers answered the whole campaign or 

cannot name one thing from the campaign. Variation of the answers makes it quite hard to say what 

is considered to be the single most valuable action of the campaign for the stakeholders. It depends 

on much of the company and business that it does, that what kind of action related to the campaign 

was felt most benefitting. None of the interviewed managers mentioned “Entrepreneur’s Friday” in 

either of the campaign value questions, neither in the whole research.  

Few of the managers said that they could not say how the campaign has affected or what has been the 

value for the company because they did not have the capability to evaluate the effect of the campaign, 

or it was too soon to say about the effects. One manager could not notice any concrete difference 

because of the campaign and said that none of the customers have said that they have found the 

company because of #yhdessä-campaign. Although, the entrepreneur still felt that the campaign has 

not been worthless and has helped to cope with the crisis: 

“The campaign is still not meaningless because personally it felt meaningful for me” (Health and 

well-being manager 3). 

Many of the managers said that it has been challenging to evaluate the value of different actions (for 

example visibility) because companies do not have the resources for doing this. Companies also are 

aware that actions like advertising may bring customers later and it is impossible to know how many 

new customers come because of an advertisement that was shown a month ago for example. Some of 

the managers praised the gift cards because they could bring totally new customers and it was easy to 

follow the development of the situation: 

“It is the biggest value if you can get a new customer to come here with the gift card to make the first 

entering easy and after that, it is all about us, that how we handle the customer” (Fashion and beauty 

manager 3). 

Two of the managers were saying that the most important single factor of the campaign was to wake 

them up from a stupor and give them a boost to start act during the crisis: 

“At spring I was paralyzed but the campaign waked me up” (Others manager 1), 
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“It helped my personal endurance as an entrepreneur” (Health and well-being manager 3). 

The basics for creating value for stakeholders are simple in stakeholder theory. Businesses are a bunch 

of relationships between groups that have a stake in the actions that are part of setting up the business. 

(Freeman, Harrison, Wicks, Parmar & Colle 2010, 24) Central in this research about stakeholder 

theory is how companies perceived #yhdessä-campaign and did the commissioner company bring 

enough value for participating companies, so their effort in the campaign has been worth it and 

supported the business during the crisis. It can be said that the commissioner company could bring 

value for most of the campaign participating companies through co-operation in #yhdessä-campaign. 

Only a few company managers felt that the campaign was not creating much value for them. Thus, 

for some companies, the campaign value evaluation was challenging because there was no 

competence or equipment for it, so it was hard for them to evaluate the value of the campaign.  

 

4.3.4 Willingness to recommend #yhdessä-campaign 

Interviewed companies’ opinions were united and every manager was ready to recommend #yhdessä-

campaign or other similar CSR campaign to their colleagues or other companies. Answers were very 

positive: 

“For sure, why not? This was excellent, very excellent mutual interaction. It brought lots of good, and 

I respect that such golden handshake is done towards customers” (Building and decoration manager 

1), 

“For sure! Funny experience if you have not done anything similar before and you have to be always 

ready to try something new… In the business world, you do not survive by doing things like they have 

been always done before. (Fashion and beauty manager 1), 

“I recommend and I have already recommended. The reason has been that the campaign has been a 

great help for the current moment for sure. Every entrepreneur wants that there comes customers and 

business continues and this has been a great help for that” (Fashion and beauty manager 2) and 

“Definitely, I would definitely recommend. As I said, it has brought visibility in a completely different 

way compared to some basic company struggles with its home pages and Facebook, when there are 

no changes for television advertising or something like it. It is not possible, financially it is not 

possible” (Others manager 3). 
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Even the managers that answered negatively for some other questions of the interview (for example: 

did not feel that the effect of the campaign was not enough compared to the effort) were ready to 

recommend the campaign for other businesses: 

”I think that of course, I would recommend it and if somebody would ask my opinion, I might say that: 

“Yes very nice, congratulations! Take a part, without doubt, just remember that it will take some of 

your time and do not expect too much for returns from it. In short, I would say that I would recommend 

it and it is a worthwhile and nice thing” (Health and well-being manager 2), 

”Yes I would recommend. There are no disadvantages to take a part in something like this, only 

benefits. Let’s say even, that in my company the benefits have not been visible yet, but it can be, that 

they will become visible later” (Others manager 2).  

 

4.3.5 Willingness to recommend co-operation with the commissioner company 

Firms use lots of time and money on complicated tools to discover customer satisfaction when the 

best predictor of growth is usually given by a single question: Would you make a recommendation 

for this company to a friend or colleague? In previous studies, the percentage of customers willing to 

recommend a firm to a friend or colleague had a direct correlation with growth rates among 

competitors. Willingness to recommend a firm is one of the most usable predictors of loyalty because 

for recommendation there is sacrifice. For recommendation, one must put their reputation on the line, 

and it only happens if there is intense loyalty. (Reichheld 2003.) Hence, willingness to recommend is 

used on evaluating the relationship between the commissioner company and the companies that 

participate in the CSR campaign. Answers were concurrent and all the interviewed managers said that 

they would recommend co-operation with the commissioner company. The reasoning for the answers 

was similar to previous answers about the relationship with the commissioner company. For example, 

entrepreneur friendliness, good service, functionality, and trust were common themes in the answers:  

“Yes! I recommend and I have already recommended. I have told about the entrepreneur-friendly 

actions which have become strongly visible within the crisis” (Fashion and beauty manager 3), 

“Yes, for me yes. B2B side has worked well at Telia, I think it has worked very nicely. Action has been 

very fast, if there is a problem, it is quickly solved. I feel it is almost made too easy to just call and 

then technical support comes or is reserved to come soon, and I do not need to do anything but just 

report about the problem” (Coffees and restaurants manager 1), 
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“Yes, everything has worked very well. There is no one bad thing to say, no stumbling blocks on the 

way in any case” (Building and decoration manager 2). 

Thus, it was clear that also managers that were not current customers of the commissioner company 

were ready to recommend it for their colleagues: 

“For sure, it has been a positive experience” (Health and well-being manager 1), 

“If somebody would ask from me that what I think about Telia because we have thought about getting 

services from them. I would say that my view about Telia is very positive, even I do not know much 

about their services. So yes and no, yes I could recommend the company but no I could not recommend 

any exact services because I do not know have experience about them.” (Building and decoration 

manager 2)   

 

4.3.6 Expectations about #yhdessä-campaign for the future 

At the end of the interview, the company managers explained what expectations they have about the 

commissioner company and the CSR campaign for the coming months and is there something they 

wait or hope for the campaign or the commissioner company to do, when the crisis is still ongoing. 

Almost every manager waited for at least some kind of action. Most of the company managers 

expressed that they hope that the campaign would continue to some extent: 

“Continuity of the campaign, I think it would be quite a good idea. In the beginning, when I agreed 

to join the campaign, I did not realize that it would be visible on the internet and tv, so the scope of 

the campaign was surprising” (Fashion and beauty manager 1), 

“Corona continues, so there could be a reminder, that crisis still exists, and companies still need 

help” (Others manager 2), 

“Some kind of continuation would be really nice because now I have seen that with the small effort it 

has been nice to participate. If Telia has resources for it, there cannot be anything negative about it, 

only good things for small business, so Yhdessä 2.0, yeah” (Health and well-being manager 2). 

Thus, few managers mention some kind of follow up or summary letter from the commissioner 

company, that could include marketing of the company’s services: 
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“Well yes, the crisis continues. I do not know, of course, it is great if it is possible to continue the 

campaign. On other hand, some kind of summary, it would be nice to have some kind of public 

summary from the whole campaign. In a positive way for Telia, something like: "Hi, we helped this 

much, and did that much, and achieved so much, and these companies were in... So even the campaign 

would not continue in the same way that we would get for example more gift cards and more money 

towards us, but there could be a big public outcome that: Hey, do you remember that we had this and 

that... It would be nice to see the bigger picture and the effect on that” (Coffees and restaurants 

manager 1).  

Only one manager did not have any expectations about the commissioner company or the campaign 

for later. Although, the entrepreneur still told that she will follow what will happen and then participate 

if it is possible:  

“I do not have any expectations. I follow what happens and grab it” (Health and well-being manager 

1). 

During interviews, several entrepreneurs highlighted that they have liked the co-operation with the 

commissioner company during the campaign and are ready to do more if it is possible: 

“For sure, if it is possible to do something similar or do something together, then I’m in. At least from 

my side… I just hope that they contact me from Telia, and it is possible to continue the campaign so 

there will be good continuation…” (Others manager 1), 

“…It would be nice if electricity would be utilized and with it, it would be possible to get more familiar 

with the services that Telia could offer. Again, we would work together relatively more, and then we 

could use something from Telia reciprocally back” (Free time and hobbies manager 2). 

For some of the interviewed managers, it was unclear if the campaign is still ongoing and some of the 

answers were total opposites to each other: 

“I have had the impression that it would go on. I was just asked to send a photo for a window for the 

metropolitan area” (Fashion and beauty manager 2), 

“Well, the campaign was and went and nothing could help in the situation that the company 

faced” (Others manager 2). 

Some of the managers thought that #yhdessä-campaign was still going on, while others were sure that 

it was long gone. Many of the managers seemed to still wait that the commissioner company would 
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contact them and something more would happen related to the campaign. With good and clear 

communication, this kind of problem could be avoided. Thus, another reason for this confusing 

situation is, that there were some parts in the campaign, where only certain companies could 

participate. For example, companies, that did not have a physical store could not participate in the part 

of the campaign where advertising was done in the streets at shop windows. Some of the managers 

realized this and did not like that there were parts of the campaign where they could not participate. 

Feedback was that there should be a possibility for everyone to join or if it is impossible, then there 

could be something similar offered instead: 

“Of course, it irritated me, when summer came and continuing of the campaign was not possible for 

us, because we did not have a physical store at all… It was nice that there was offered continuation 

for the campaign, but I must say that it was perhaps a bit challenging in its terms, rules, and functions. 

Thus, at this point, there would be needed imagination. Like now when there has been a change 

towards electronic services, there is an expectation towards a telecommunication operator, that the 

company can also do it. So now, in a way, we went to support brick-and-mortar stores and sales 

activities that happen there, but at this point, what about us, that do not have it. Could it have been 

just something like “Hey we help you with e-commerce”? Or help with the services that Telia can 

offer, so maybe it would have been a bit halfway right now, when just starting to think about it” (Free 

time and hobbies manager 2). 

When it is decided that #yhdessä-campaign is no more continued, it is important to send information 

about it to the participating companies, so companies do not have to wait for nothing to happen. Some 

of the campaign participating company managers mentioned that it would be great to have some kind 

of follow up during the campaign or summary when the campaign is over: 

“It would have been great if there would have come another video shooting, some kind of follow-up 

for the campaign. Short filming, kind of what is in those always. We could have filmed it for example 

at the end of summer or something” (Others manager 1), 

“I hope, I do not know how the other entrepreneurs have felt or how they will respond but if the results 

of other companies are similar and they feel also a little bit confused, or they feel that the campaign 

did not help that much compared to the effort that was required. I hope for the wisdom from Telia that 

they (Telia) will look at the situation and if it is possible, send a postcard or something like it to lift 

up the feeling among the companies. I think that everyone has had a wing in the ground for one reason 

or another. Even though it has been a great opportunity for all of us and sure everybody has been 
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happy to participate but it could be just something like a movie ticket, postcard and just the gesture 

could be nice” (Health and wellbeing manager 2). 

While many of the managers expressed that they are ready to make more material, that could be used 

in the campaign, some of the entrepreneurs told more precise feedback and advice on how the material 

should be done and shared. For example, one company manager that had sales outside of Finland told, 

that Youtube could be utilized more. With Youtube it would be possible to reach also customers 

outside of Finland because companies also have customers in other countries and some of them 

Finland is not even the main market: 

“It is worthy of taking it to account that for example my company also exports abroad through the 

web site but also with those events. So, I bring money to Finland from abroad, which is a big deal… 

It would be good sometimes to think about that side also, you can also help if someone has exports 

outside of Finland” (Others manager 1). 

 

4.4 Summary of the findings 

Here is the summary of the empirical findings. For a summary of how the crisis has affected company 

business, it is obvious that almost every one of the interviewed companies suffered from the crisis. 

Still, several companies have adopted the situation in a way that they feel that there has been also 

something good for the business. Fear and uncertainty were common factors connected to the COVID-

19 that separated the crisis from a financial crisis. Companies that require close contact with customers 

suffered most, because some customers were too afraid to use their services. Some of the interviewed 

company managers mentioned that formal and informal restrictions related to the pandemic were 

affecting business negatively. However, co-operation and especially communication during the crisis 

has been very supportive between entrepreneurs. Due to co-operation and communication with other 

businesses some of the managers explained that they have invented new ways of making business. 

Eventually, even the crisis has many negative effects for business, it can also offer opportunities and 

push companies to find new ways to co-operate with other companies to enhance business. It is clear, 

that without the pressure and despair that the crisis has made for entrepreneurs, there would not have 

been so many participants in the campaign. The crisis has offered the commissioner company an 

opportunity to network with new possible customers that normally would be more challenging to reach 

with traditional marketing strategies. By using CSR activities like #yhdessä-campaign, it raises 
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possibilities to reach possible new customers and build a relationship with them. Thus, according to 

the results of this research, CSR activities like #yhdessä-campaign also foster a relationship in 

previous stakeholder relationships. 

Participation in the campaign has made an effect on relational attributes, which are affecting on how 

the relationship is built between the commissioner company and the stakeholders. There is a summary 

in table 4 from the importance of relational attributes from participating in CSR campaign for 

stakeholders that did have a previous relationship with the commissioner company before joining the 

campaign compared to stakeholders that established the relationship within the campaign. Previous 

research revealed that trust and commitment are the main indicators of relationship quality (Dorsch et 

al., 1998; Smith 1998; Phan, Johnson, Sohi & Grewal 2004; Styles & Patterson 2005; Ivens & Padro 

2007; Skarmeas, Katsikeas, Spyropoulou & Salehi-Sangari 2008) which displays the overall depth, 

proximity, and atmosphere in interorganizational relationships (Jiang et al., 2016). Several 

stakeholders said that their trust towards the commissioner company has raised because of the 

campaign. The same number of stakeholders said that the co-operation through the campaign has not 

affected trust or it has only confirmed previous assumptions because trust has always been at a good 

level with the commissioner company. In a conclusion, it can be said that CSR was only weakly 

important on trust for stakeholders, that were already previously having a relationship with the 

commissioner company. For new relationships that were established through the campaign the effect 

on trust was highly important. Based on the results, commitment to continuing the relationship with 

the commissioner company was raised because of the campaign for all the stakeholders. Additionally, 

every company was ready to recommend both the commissioner company and #yhdessä-campaign 

(or another similar campaign) for their colleagues and friends. Even the managers that answered 

negatively for some other questions of the interview or got their first personal experience from the 

commissioner company by joining the campaign were ready to do recommendations. It requires strong 

loyalty for one to be ready to do recommend another so it can be said that the commissioner company 

has succeeded to build commitment and loyalty among the campaign participant businesses. 

 Table 4. Summary of effects of #yhdessä-campaign to relational attributes. 

Relational attribute Stakeholders before the 

CSR campaign 

Stakeholders through the 

CSR campaign 

Trust   Weakly important  Highly important  
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Commitment 

  

Highly important Highly important 

Image   

  

Important Highly important 

Shared values   

  

Weakly important  Weakly important 

Communication  Highly important Highly important 

Empathy/reciprocity  

  

Highly important Highly important 

Comparison to 

alternatives 

Highly important in few 

answers 

Not visible 

Opportunistic behavior 

  

Not visible Not visible 

Power  Important in the situation 

where the commissioner 

company is doing CSR for 

its stakeholders 

Important in the situation 

where the commissioner 

company is doing CSR for 

its stakeholders 

 

Image has a remarkable influence on trust, so it has an indirect effect on relationship building (Long-

Yi & Ching-Yuh, 2010). Most of the company managers did not have a strong positive or negative 

image of the commissioner company before the campaign. Only a few of the managers answered 

positively about how they experienced the commissioner company before the campaign. The main 

reason for positive answers was that the manager felt that the commissioner company has always 

worked as it should. Most of the stakeholders were thinking that the commissioner company is just 
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another mobile operator which does not raise any strong feelings. Thus, few stakeholders were having 

a clearly negative impression of the commissioner company before joining the campaign. Though, 

after participating in the CSR activities the image changed to a way more positive and most of the 

stakeholders explained their positive image of the commissioner company. After participating in the 

campaign none of the answers about the company image were negative. Surprising was that 

stakeholders that were having a negative image from the commissioner company before the campaign, 

changed their minds to the opposite and were having a positive image because of participating in the 

campaign activities. Additionally, companies that were previously thinking positively but dilute about 

the commissioner company are now having a stronger positive image. It can be said that among 

campaign participant stakeholders, the commissioner company is now occurring in favor compared 

to competitors or any other large companies. The campaign was highly important for the image of the 

commissioner company for the stakeholders, that became stakeholders through the campaign, but it 

was also important for the rest of the stakeholders, that were already having relationship with the 

commissioner company before the campaign.  

For the rest of the relational attributes, the opinions were varying depending on the relational attribute 

but were mostly supporting the building of a stronger relationship. Co-operation as one of the 

relational attributes was not further separately discussed, because it is included in all the campaign 

related activities between the commissioner company and the stakeholders. There was no straight 

question related to all of these relational attributes but during interviews, companies offered opinions 

to interpret. Some of the answers were related to other interview questions and they needed to be 

interpreted related to relational attributes. Overall, the answers about the relational attributes and the 

relationship were positive. For shared values, most of the stakeholders were saying, that the values 

of the commissioner company are now more familiar but still they are not well recognized and because 

of this, it is challenging to call them shared values. Only a few of the managers said that values were 

familiar already before the campaign and they did not learn anything new from the campaign. In a 

conclusion, the campaign has made the values of the commissioner company more visible for most of 

the campaign participants at least at some level. Communication between the commissioner 

company and stakeholders was good and stakeholders were saying that communication has been clear 

and efficient. The only negative impression related to communication was that the interviewed 

companies did not know if the campaign is still ongoing or has it finished. This was visible also later 

when stakeholders were explaining their future expectations towards the commissioner company and 

#yhdessä-campaign. Many of the company managers were having expectations related to CSR 
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activities that are possibly coming. If the campaign is decided to be finished and it is not messaged 

clearly, there might come disappointment with too high expectations which are having a negative 

effect on the relationship. To avoid this, few of the interviewed managers said that when the 

commissioner company decides to end the campaign, it would be good to send some kind of a 

conclusion and thank you note for the participants. Empathy and reciprocity were visible in many 

stakeholder answers, and they were having a highly important impact on the relationship because of 

the campaign. The interviewed company managers expressed their empathy and reciprocity with the 

desire to keep their services from the commissioner company, even they would not need them during 

the crisis. Thus, a few of the managers were thinking about how they could give something back to 

the commissioner company and help it in turn. 

According to Neumann & Laimer (2019) comparison to alternatives, opportunistic behavior, and 

power are affecting relationships negatively, so it might be that these attributes were not so well visible 

because of the positive experience from the CSR campaign. Comparison to alternatives was visible 

in few answers from the stakeholders that have been in the relationship with the commissioner 

company before participating in the campaign. The result must be seen in a positive way to the 

commissioner company because stakeholders were comparing the commissioner company to its 

competitors or other large companies that could have established CSR activities, but they did not and 

because of it the commissioner company is evaluated as a better company. Opportunistic 

behavior was not recognized based on the interviews. Power was visible to some extent in many of 

the stakeholder answers. It can be considered to have an important effect on the relationship because 

the commissioner company as a big multinational company has far more resources compared to any 

of the campaign participating companies. Therefore, it can help and do things that would be normally 

impossible for the stakeholders. 

One of the research’s main questions was about how #yhdessä-campaign has affected the relationship 

between the commissioner company and the stakeholders participating in the CSR activities during 

the crisis. Answers were clear and almost all of the interviewed company managers said that there has 

been a positive effect on the relationship. More than half of the interviewed company managers were 

old customers of the commissioner company and they said that the campaign has made the previous 

customer relationship stronger. The rest of the interviewed company managers that answered 

positively were not currently customers of the commissioner company, but they said that they will 

change their services to it immediately when it is possible. Based on the interviewed managers’ 
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opinions about relational attributes, it could have been already said that the relationship between 

stakeholders and the commissioner company has been enhanced but after these results for the 

research’s main question it is confirmed. Additionally, if Share of Heart is utilized to estimate the 

relationship, most of the interviewed companies’ relationships with the commissioner company after 

joining the campaign could be categorized as friendship. If companies that participated in the 

campaign are viewed with Berry’s seven levels of relationship commitment model, it can be said that 

most of the campaign participating stakeholders are at the fourth level (Enhancement) or fifth level 

(Identity). These managers explained that they are ready to do more for the relationship to enhance it 

and some of the managers thought about the commissioner company as a friend or team member.  

Central in this research about stakeholder theory and evaluating stakeholder relationships is that did 

the commissioner company bring enough value for participating companies, so their effort in 

participating in the campaign has been worth it and relationship is experienced beneficial. Based on 

the results it is clear that the commissioner company could bring value for most of the stakeholders 

through co-operation in #yhdessä-campaign. Only few of the managers felt that the campaign 

activities did not offer much value for them. Additionally, most of the managers wanted some kind of 

continuation for the campaign, which supports the previous results on the perceived value of the 

campaign. If participation in the campaign is viewed through Social exchange theory, the interviewed 

companies did not sense too many costs compared to benefits that came available through joining the 

campaign and co-operating with the commissioner company. Joining and participating in the 

campaign was made clear and simple. Additionally, the interviewed managers did not feel that there 

was any cost related to the campaign. Every company had continued the campaign since the beginning, 

so the campaign and relationship with the commissioner company have been felt beneficial compared 

to the effort.  

Based on the research findings, the more successful encounters related to CSR activities and 

collaboration with the commissioner company there was, the more relationship was praised and 

developed towards the collaborative stage. Figure 6 is a theoretical model designed with Theories-In-

Use approach to illustrate the development of the relationship through positive experiences gained 

from supplier’s CSR activities. By participating in the supplier's CSR activities and gaining value 

from it, stakeholders get positive experiences that enhance the relationship and encourage them to do 

more co-operation with the supplier. Companies that felt that participating in the CSR activities with 

the commissioner company was not offering much value for them, did not present strong positive 
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emotions towards the relationship, even the overall opinion about the company was positive. This 

indicates that companies should focus that CSR which is targeted to stakeholders has actual value for 

them to gain mutual benefits.  

 

Figure 6. B2B relationship development through value and positive experiences from CSR (own 

illustration). 

According to the empirical findings of this research, a crisis is recognized to effect to the formation 

and co-operation in B2B relationships. The interviewed company managers were having challenges 

related to the crisis and because of the challenges, the companies were more open to try co-operation 

through CSR. Essential for the study was to find out what kind of impact the co-operational CSR 

campaign has made on the factors influencing the relationship such as trust and commitment. And 

finally, to find out whether co-operation through the campaign has made an impact on the relationship 



 

87 

 

of the companies and what the level of impact has been. Considering the empirical findings of this 

research, it seems that CSR activities are enhancing the relationship between the activity establisher 

and its stakeholders during a crisis. The research was made during the transboundary crisis COVID-

19 and this needs to be taken into account when analyzing the results. Most stakeholders that 

participate in the CSR activities during the crisis felt, that the campaign helped them to cope with the 

crisis-related problems such as the decline of customers.  
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5 CONCLUSIONS AND DISCUSSION 

The final chapter of this research concludes the empirical findings of the study by providing answers 

to the research questions and compare the findings with previous literature. Additionally, the 

theoretical contributions and managerial implications are discussed. At the end of the chapter, there 

are limitations and suggestions for further research presented.     

 

5.1 Discussion and theoretical contributions 

Here are provided answers for the research questions represented in chapter 1.3 based on the insights 

gathered from the primary data findings. Afterward, existing theory and findings are viewed from 

theoretical perspectives. The findings of the primary data can be seen to have a direct connection for 

academical perspectives of the existing literature. Connections between primary and secondary data 

are examined and new findings that are differing from the existing literature are discussed.  

RQ: How can CSR build B2B-stakeholder relationships in a time of crisis? 

During the planning of the research, there was an assumption that companies may be more active and 

open to participate in B2B co-operation during the crisis. Especially, if the threshold for beginning 

co-operation is made low with invitational CSR campaign (#yhdessä-campaign) and there are clear 

and concrete means that what is going to happen and how participants can benefit from it. The 

assumption was approved based on the findings and crisis like COVID-19 makes companies look for 

new opportunities to cope with the situation. Many interviewees said that they are ready to participate 

in everything that seems to be helpful, and all kind of possible help for business is worth trying in the 

challenging times. Therefore, the previous insight that CSR during a crisis can be an opportunity for 

a company made by Souto (2009) and Yelkikalan & Köse (2011) is confirmed. Additionally, 

Yelkikalan & Köse (2011) clarified that CSR could help companies to avoid the negative effect of 

crises by sharing its positive influence and it was also confirmed in this research. Most of the 

stakeholders that participated in CSR activities established by the commissioner company were 

experiencing that participating in CSR has been valuable and helpful to cope with the challenges 

emerged by the crisis. 
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If the results of this study are viewed from Stakeholder theory perspective, it is approved that 

stakeholder relationships should be nurtured to get most value from the business for the society but 

also for the company itself. This perspective can be used to answer one of the central questions of 

CSR: What responsibility does a company owe society to self-regulate its actions when seeking profit? 

There should be no responsibility but instead companies should understand that by affecting the 

society and stakeholders positively, also companies benefit from it and can pursue for bigger profits. 

For example, if the commissioner company would not have established the CSR campaign, there could 

be less B2B customers (previous stakeholders) and possible new B2B customers (new stakeholders) 

because of the effects of the crisis. If the commissioner company can help stakeholders that are for 

example in trouble to go bankruptcy because of the crisis, then it also maintains the existence of 

potential customer.  

For a company to gain the most value from its CSR activities, it is recommended to use Shared value 

and Strategic CSR which transforms the company’s value-chain activities to benefit the stakeholder 

(Porter & Kramer 2006, Porter & Kramer 2011). Concepts of Shared value and Strategic CSR are 

describing #yhdessä-campaign well because these concepts are about making the most predominant 

social impact while gaining the greatest business benefits and they can be said to offer valuable 

guidelines for companies planning CSR activities efficiently. The commissioner company could 

utilize its value chain activities in the CSR campaign such as offering media visibility and offering 

tools for companies to digitalize their services. This way the commissioner company could bring most 

of its resources in use with its scale and market presence to make a relevant impact on the societal 

problem. Thus, with this approach, the company can benefit most economically and maintain its 

commitment over time. Therefore, the findings of this research are in line with Porter & Kramer 2006 

and 2011 findings and #yhdessä-campaign offers a great real-life example of Shared value and 

Strategic CSR. As it was illustrated previously in figure 5, well implemented Shared value and 

Strategic CSR can be said to affect B2B stakeholder relationship positively. Based on the research 

findings and as it was illustrated in figure 6, the more successful and valuable encounters related to 

CSR activities with the commissioner company there was, the more relationship was enhanced 

towards the collaborative stage. By gaining value from CSR, stakeholders get positive experiences 

that enhance the relationship and support further co-operation.  Therefore, according to the results of 

this study, the more value a company can offer to its stakeholders through CSR, the more relationship 

develops and there is chance of competitive advantage for example. 
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In general, companies that participated in the CSR campaign established by the commissioner 

company felt that the campaign has affected positively the relationship between the commissioner 

company and the campaign participating companies and has made it stronger. Companies that were 

already commissioner company’s stakeholders before attending the campaign, became more 

committed to the relationship after positive experiences gained from the CSR activities. Companies 

that had just established a relationship with the commissioner company became stakeholders through 

the campaign and were ready to take services from the commissioner company when it is possible and 

for example, the old contract terminates. Additionally, these new stakeholders were also committed 

to the relationship. 

Attributes that were recognized in previous research to influence how a relationship is built were 

analyzed in the context of this research. Almost every previously identified relational attribute came 

visible in the company interviews and seemed to influence in forming of a relationship through CSR. 

The expectations were relational attributes, that were recognized in previous studies to affect 

negatively relationships because they were not so well visible in this research findings. For example, 

the relational attribute “opportunistic behavior” was not found based on the interviews. The reason 

for lower involvement of negatively affecting relational attributes may be that because the research 

participant companies had a good experience from the campaign and the co-operation with the 

commissioner company, there were no negative feelings experienced about the relationship. 

Additionally, the period the CSR campaign had been active, and stakeholders could participate in the 

campaign-related activities and do co-operation was about half a year, which is a short time in 

company relationships. Maybe negative aspects would have come more visible if the research about 

the development of the relationship would have been made after a longer period. Some attributes 

influenced the relationship formation more than others. According to Seth (2015) trust and 

commitment are the twin foundations of relationship marketing and they both had a strong influence 

on the relationship between the commissioner company and interviewed stakeholders. Still, for this 

study, it was clear that commitment from the twin foundations of relationship marketing was more 

influenced by the CSR campaign. Especially for the stakeholders, that were having a relationship with 

the commissioner company before the crisis, trust was already at a good level with the commissioner 

company and many of the interviewed managers said that the campaign did not affect trust because it 

was already at a good level before participating in the campaign and there is nothing that can be 

improved. From the rest of the relational attributes communication and empathy/reciprocity were most 

affected by the CSR activities, Additionally, the image was strongly affected especially for the 
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stakeholders, that did not have a current relationship with the company before the crisis and became 

stakeholders by participating the campaign.  

Relationship between the commissioner company and most of its stakeholders that participated CSR 

activities has become mutually confirming and developed to a symbiotic relationship which has been 

recognized to be beneficial for business (Porter 2006). Results of 7 levels of relationship commitment 

show that most of the stakeholders were very committed to the relationship with the commissioner 

company. Additionally, most of the companies experienced that the co-operation has helped to survive 

in the crisis and therefore the symbiotic relationship has been recognized beneficial. Thus, the results 

of this study confirm the previous findings of Ellis (2011), that exchange partners are consciously 

seeking the goal of long-term seller-buyer relationships for a relative benefit for all the relationship 

participants. 

Based on the results gathered from interviews and viewed with Social Exchange Theory, CSR 

activities have been mostly valuable for the stakeholders. The cost to participate in the CSR campaign 

was experienced low among stakeholders, therefore the expectations for value formation were not set 

too high. Additionally, even some of the stakeholders could not evaluate value from the campaign for 

themselves, they still experienced that participation in the campaign was worth it and they were ready 

to recommend participating in similar kinds of activities for their colleagues. According to Chumpitaz 

& Paparoidamis (2007) knowledge of what makes the B2B relationship long-lasting and stable is the 

main focus in the academic research of organizational relations. These findings of affecting B2B 

relationship through CSR bring new insights into why and how stakeholders decide to enter a 

relationship in a relational mode when participating in a mutual CSR campaign with the CSR founder 

company. It seems that the stakeholders that are part of the company’s CSR activities, form an active 

relationship with the CSR founder company. Additionally, the campaign has transferred previous 

passive stakeholder relationships that were already established before the crisis to active relations. 

Based on the results of this research it can be said that CSR which offers value to stakeholders is 

building new and strengthening previous long-lasting and stable relationships among stakeholders and 

CSR founder company.   
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5.2 Practical and managerial implications 

The findings of the research provided valuable information for the commissioner company and more 

general theoretical information for other businesses from a practical view regarding the CSR activities 

as part of the company's relationship building with its stakeholders during a crisis. Additionally, the 

research provided information for the whole society on how inter-organizational relationships can 

support companies to better cope with a transboundary crisis in order to gain the least possible damage 

for the companies and for the whole society. According to the findings of this research, society should 

support the building of inter-organizational relationships, especially during a transboundary crisis, 

because it decreases the damage to organizations and to the whole society.  

The research findings are useful for managers to plan and implement CSR activities among 

stakeholders to enhance a relationship with them. When a company’s CSR activities should be always 

tailored for the company and the situation to get the most value from it, it is not beneficial to generalize 

the findings too much for other companies and try to copy and repeat exactly what happened on this 

campaign or other successful CSR campaign. Rather for other companies, it is more beneficial to view 

the results of this study as a general guideline to understand how CSR can be made to enhance B2B 

stakeholder relationships. Eventually, according to Porter & Kramer (2006) the closer the social 

challenge is to the firm’s business, the more there are chances to use the firm’s resources and 

competencies to benefit society. Because of this to get the most benefits a company should find social 

issues that can be most affected by the company business. The research was made during a 

transboundary crisis, so the findings are most applicable for building a relationship with stakeholders 

with CSR during crisis times. Though, the results are applicable also for relationship building with 

CSR in times when a crisis is not present at some extent. Based on the empirical findings of this 

research and previous literature, if there is a social issue that is close to a company’s resources, then 

there are the best possibilities for offering value for stakeholders through CSR. However, if CSR 

activities are experienced overall valuable among stakeholders, there is a need for them even the crisis 

is not ongoing. For example, media visibility and gift cards that were offered for the #yhdessä-

campaign participants would be appreciated also in the times when crisis is not ongoing because they 

were experienced so valuable for customer acquisition.  

As the findings of this study revealed, the relationship with B2B stakeholders can be greatly enhanced 

with previous and new stakeholders with CSR. Especially in times of crisis, when companies are 

looking for every possible option that could help them in a challenging situation, well-implemented 
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CSR can offer valuable help that can lead to mutual benefits between the CSR establisher company 

and its stakeholders. Thus, it can provide an efficient way of building new and enhancing previous 

B2B stakeholder relationships in crisis times when traditional marketing may not be working at its 

best. As it was demonstrated in figure 6, to gain the most benefits from CSR, companies should focus 

to offer maximum value for their stakeholders through CSR, to enhance the relationship and gain the 

most benefits. Over a thousand companies participated in the CSR campaign and based on the research 

findings everyone was ready to recommend the commissioner company for their colleagues which 

can be said to be an amazing result itself. Additionally, when most of the campaign participating 

companies were having a previous relationship with the commissioner company, some of the 

stakeholder relationships were completely new. Probably most of the stakeholders would not have 

been in active or any kind of collaboration with the commissioner company without the campaign. 

The campaign has offered a mutual channel for collaboration and co-creation. Active participation in 

mutual CSR activities can lead companies to reach the collaborative stage. Collaborative relationships 

are recognized to offer relevant components for attaining competitive advantage (Neuman & Laimer 

2019). 

Based on the findings, to enhance the relationship, there could be more company related useful 

information (marketing of products and values of the commissioner company for example) included 

in CSR. Especially if a company has operations that can reduce or help to overcome the challenges 

caused by the crisis, it is encouraged to bring those operations visible to the stakeholders. It is mutually 

beneficial because stakeholders can get help for their challenges and the company can bring more 

value to the relationship. For example, in the interviews of this study, several managers told that the 

commissioner company could have included more about what kind of services it has to offer in the 

CSR campaign. According to the interviews, this kind of advertising through the CSR campaign 

would have not been perceived as pushing of the services. Additionally, based on the results company 

values were not well known among stakeholders, so there could be more company values included 

and visible in the CSR activities. Especially, if CSR is used to build B2B relationships, shared values 

are one attribute that is part of building it. 

Basically, the only direct constructive feedback from the interviews concerning #yhdessä-campaign 

was related to a few campaign activities that were not possible to participate for every company 

because some of the activities were only possible for companies with a brick-and-mortar shop for 

example. For the future, it is recommended to only establish CSR activities that are possible for 



 

94 

 

everyone to take a part included in the target group. If some stakeholders can benefit more than others 

in CSR activities like #yhdessä-campaign, it causes inequality which can lead to discontent with the 

CSR establisher company. Of course, for a company, some stakeholders may be more valuable than 

others and because of it they are treated differently as part of the customer portfolio management but 

from a CSR perspective, everybody should be treated equally. 

The communication of the campaign was praised and especially the efficiency and clarity at the 

beginning of the campaign received positive feedback. When the crisis begun the commissioner 

company almost immediately established the CSR campaign for Finnish small entrepreneurs with a 

clear message about what the campaign includes and requires from the participants. However, when 

the crisis continued the communication related to the campaign decreased and for example, some CSR 

activities that the commissioner company established as part of the campaign, were not understood to 

be part of the campaign among campaign participants. Because of this, some of the commissioner 

company's CSR activities were not recognized to be part of the original CSR campaign (#yhdessä-

campaign) among the campaign participants. Additionally, because stakeholders could not participate 

in these CSR activities which were unknown to them, the experienced benefit that would have become 

through participation was also missing and the relationship was not enhanced. To avoid challenges 

like this, it is recommended to use consistent communication. Especially if the CSR activities are 

working satisfactorily and the communication is related to the same activities, there should be no need 

for changes in communication. 

As mentioned earlier the commissioner company created the CSR campaign which collected over 

1000 Finnish SMEs together. This offers a great opportunity for the commissioner company to further 

develop the relationship value for stakeholders by building a community between the stakeholders. 

Building B2B communities is recognized to have effective advantages as an outcome of integrated 

one-to-one marketing, contact databases, and value-based marketing (Hunter & Tietyen 1998). 

Therefore, for example there could be something similar included in #yhdessä-campaign, that was 

part of before mentioned Alibaba’s community which emphasizes the value of social links built 

between individuals that are sharing similar consumption practices. According to the participants of 

this study, they were ready to contact and do co-operation with other companies included in #yhdessä-

campaign, but there was no channel to do it. Some of the interviewed companies even said that they 

have noticed that the other campaign participant companies have interesting services that they could 

use, but so far, they have not contacted any of the companies. For the commissioner company it is 
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recommended to build a community for #yhdessä-campaign participants. It would bring more value 

for the companies participating in the campaign when they could for example give peer support to 

each other and buy and sell services through the community where every company has already 

something in common because of the crisis and the campaign. If the community is built properly, 

there is more value for the company stakeholders, and building a community would foster the 

relationship between the commissioner company and stakeholders to make the relationship stronger. 

 

5.3 Limitations and further research proposals  

While implications from theoretical and managerial perspectives were made some limitations were 

discovered. This research provided new information on what kind of challenges Finnish small 

entrepreneurs have had during the crisis caused by COVID-19 which is categorized as a transboundary 

crisis. However, the crisis is global and therefore the findings of the research could have been 

discussed more from an international perspective as well. Additionally, another limitation for the 

study is that the commissioner company as a large multinational company has resources to implement 

CSR activities, which would be impossible to do at least on the same scale for smaller companies. 

Therefore, the findings of this study are most applicable for companies that have enough resources to 

establish valuable CSR activities for their stakeholders.  

Preliminary literature about crisis management is overall scarce and there are even less scientific 

publications about the transboundary crisis caused by the health pandemic which affects the 

economies globally. Additionally, there was not found previous research on the use of CSR in time of 

transboundary crisis in B2B settings to build relationships. Even the research was not about crisis 

management, and it rather focuses on B2B relationship building during a crisis, it offers valuable 

information for managers to utilize CSR as one of the crisis management tools. Co-operation is an 

efficient and effective way of being more resilient in times of crisis (Svedin 2016). The study offers 

insights into using CSR during a crisis from a stakeholder perspective and therefore the topic could 

be further studied also from the view of the CSR founder company. Further research could include for 

example how co-operation with stakeholders has been experienced in the CSR founder company, how 

is the value evaluated, and has the co-operation with stakeholders helped the company to adapt to the 

crisis. 
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The research was an empirical study about the building of B2B relationships with CSR during a 

transboundary crisis. The data was collected with qualitative semi-structured interviews during the 

crisis. The research subject about building relationships through CSR during a crisis could be further 

researched because it would be interesting to discover with the repeated study what kind of results 

would be and how the relationship has been developed after the crisis is declared to be over. Although 

the purpose of this study was not to discover any numerical values, that are used in quantitative 

research, it would be interesting to discover how co-operational CSR campaign affects for example 

to participating companies’ monthly average purchase. Thus, later it would be interesting to discover 

does the customer relationship between the commissioner company and campaign participating 

stakeholders become longer lasting and more stable compared to relationships with stakeholders that 

have not participated in the campaign activities. At least based on the results of this research, it can 

be assumed that the duration of the relationship is longer for stakeholders that have participated in the 

campaign. From relational attributes, especially commitment was affected strongly, which gives an 

assumption for the desire to continue the relationship and not easily terminate it.   

Generally, the findings of the research were positive, showing that establishing CSR activities with 

stakeholders during a crisis is beneficial for the building of B2B relationships from a relationship 

marketing perspective. According to Grönroos (1996) establishing partnerships and networks is just 

one strategic part of building and implementing a relationship marketing strategy. In this context, 

further research of other aspects of relationship marketing strategy such as building a database and 

developing a customer-oriented service system could be more investigated.   

If the results from the interviews would have been different and there would have been negative 

reactions found, it would be interesting to discover, what went wrong in the campaign based on the 

campaign participant opinions. Because the campaign was successful at least based on these results, 

it is impossible to say what kind of reactions weakly performed CSR campaign would raise during a 

crisis. The phenomenon of is using CSR during crisis threat or opportunity is closer viewed in Souto's 

(2009) publication. Souto (2009) focuses on the financial crisis, and therefore current transboundary 

crisis caused by the COVID-19 pandemic would have given a new kind of perception for the 

phenomenon of CSR campaign being a possible threat during a crisis. 
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APPENDICES   

Appendix 1. Interview questions 

Kriisiin liittyvät kysymykset (Questions related to the crisis): 

1. Miten tämän hetkinen kriisi on vaikuttanut yrityksesi toimintaan? Mitkä ovat pääerot 

verrattuna ns. normaaliin tilanteeseen tai esimerkiksi aikaan ennen kriisiä? (How has the 

current crisis affected to your company business? What are the main differences compared to 

so called normal situation or for example time before crisis?) 

2. Miten on vaikuttanut, että kriisi ei ole puhdas talouskriisi, vaan maailmanlaajuinen 

terveyspandemia, joka aiheutti talouskriisin? (How has it affected, that crisis is not pure 

financial crisis but a global pandemic that caused financial crisis?) 

3. Miten kriisi on vaikuttanut muiden yritysten kanssa toimintaan? (yhteistyö, kilpailija, yms.) 

(How has crisis affected co-operation with other businesses? (Partners, competitor, etc.)) 

Teliaan ja #yhdessä kampanjaan liittyvät kysymykset (Questions related to Telia and #yhdessä-

campaign): 

4. Kerro mielikuvastasi Teliasta ennen kampanjaan liittymistä? (Tell about the image of Telia 

before joining the campaign?) 

5. Kerro mielikuvastasi Teliasta nyt. (Onko se muuttunut kampanjan myötä?) (Tell about the 

image now. Has it changed because of the campaign?) 

6. Miten Telia nähdään organisaatiossanne tällä hetkellä? (Onko olemassa yleistä määritelmää 

tai sanaa joka kuvaisi Teliaa organisaatiossasi? Jos ei ole, voitko itse kertoa omin sanoin?) 

(How is Telia seen at your organization at the moment? (Is there any overall definition or 

word about Telia, that would describe Telia at your organization? If there is not, can you 

describe on your own words?) 

7. Mikä sai sinut/yrityksen liittymään #Yhdessä kampanjaan? (What made you/the company to 

join #yhdessä-campaign?) 

8. Miten #Yhdessä kampanja nähdään organisaatiossanne tällä hetkellä? (Onko olemassa yleistä 

määritelmää tai sanaa joka kuvaisi #yhdessä kampanjaa organisaatiossasi? /Jos ei ole, voitko 

itse kertoa omin sanoin?) (How is #yhdessä-camapign seen at your organization at the 

moment? Is there any overall definition or word about #yhdessä-camapign, that would 

describe it at your organization? If there is not, can you describe on your own words?) 

9. Miten #Yhdessä kampanja on vaikuttanut yritykseen? (Kampanjan arvo) (How is #yhdessä-

campaign affected to your company? (Value of the campaign) 

10. Mikä kampanjassa on auttanut/edistänyt yritystä eniten? (suurin koettu yksittäinen arvo) 

(What in the campaign has helped/promoted the company most? (greatest perceived single 

value)) 

11. Mikä on ollut kampanjan ”hinta” yritykselle? (esim. materiaalien valmistelu, ja myös esim. 

ajankäyttö) (What has been the “price” of the campaign for the company? (For example, 

preparing of the marketing materials and also time spend)  
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12. Miten kampanja on vaikuttanut yrityksen ja Telian suhteisiin? (How has the campaign affected 

to the relationship between Telia and your company?  

13. Onko yhteistyö kampanjan myötä vaikuttanut luottamukseen Teliasta? (Has the co-operation 

through the campaign affected to trust about Telia?) 

14. Onko yhteistyö kampanjan myötä vaikuttanut sitoutuneisuuteen Telian kanssa yhteistyöhön 

jatkossa? (Has the co-operation through the campaign affected to commitment about co-

operation with Telia in future?) 

15. Onko yhteistyö kampanjan myötä vaikuttanut yhteisten arvojen ”löytämiseen” Telian ja 

yrityksesi välillä? (Onko Telian arvoja selkeämpi ymmärtää) (Has the co-operation through 

the campaign affected to “exploring” shared values between Telia and your company? (Are 

the values of Telia now more simple to understand)) 

16. Mikä on saanut sinut/yrityksen jatkamaan kampanjaan osallistumista? (What has made 

you/your company to continue participating in the campaign?) 

17. Oletko ollut yhteistyössä muiden #yhdessä kampanjassa mukana olleiden yritysten kanssa 

kampanjan myötä tai omatoimisesti? (Onko tapahtunut verkostoitumista?) (Have you been in 

co-operation with other #yhdessä-campaign companies through the campaign or on your 

own? (Has there been networking?) 

18. Koetko, että kampanja on auttanut sinua ymmärtämään mitä Telia voi yrityksellesi tarjota? 

(Do you experience, that the campaign has helped you to understand what Telia can offer to 

your company?) 

19. Suosittelisitko kokemustesi perusteella muille yrityksille tai kollegoille vastaavaan 

yhteistyökampanjaan liittymistä ja voitko perustella? (Based on your experiences, would you 

recommend participating in similar kind of co-operative campaign to other companies or 

colleagues and can you give some justifications?) 

20. Suosittelisitko kokemustesi perusteella muille yrityksille tai kollegoille Telian kanssa 

yhteistyötä? Voitko perustella? (Based on your experiences, would you recommend co-

operation with Telia to other companies or colleagues, and can you give some justifications?) 

21. Mitä odotuksia sinulla on yhdessä kampanjalta jatkossa, onko jotain mitä odotat tai toivot 

Telialta tai tältä kampanjalta kun kriisi vielä jatkuu? (What expectations do you have about 

#yhdessä-campaign in the future? Is there something that you expect or wish from Telia or 

from the campaign, when the crisis is still ongoing?) 
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Appendix 2. Letter of invitation for the research about #yhdessä-campaign 

Moi, 

 

olen maisterivaiheenopiskelija Lappeenrannan yliopistosta ja teen gradua liittyen Telian #Yhdessä 

kampanjaan. Tutkimuksessa haastatellaan #Yhdessä kampanjassa mukana olleita yrityksiä liittyen 

kampanjaan ja Telian ja yritysten välisiin suhteisiin. Tutkimuksen tarkoituksena on selvittää miten 

suhdemarkkinointikampanja voi vaikuttaa siinä mukana olevien yritysten suhteisiin ja 

mahdollisuuksiin selvitä koronan aiheuttamassa kriisissä. Haastattelu antaa yrityksille tilaisuuden 

kertoa miten kampanja ja Telian tarjoamat palvelut ovat kriisin aikana yrityksen toiminnassa tähän 

asti näkyneet ja onko Teliasta yhteistyökumppanina koettu konkreettista hyötyä. Koronakriisi, kuten 

#Yhdessä kampanjakin vielä jatkuu, mutta nyt on sopiva hetki katsoa miten kampanja on yrityksissä 

koettu tähän asti ja miten sitä voisi parhaalla mahdollisella tavalla kehittää jatkossa niin, että mukana 

olevat yritykset selviävät tämän haastavan ajan yli. 

 

Tutkimukseen valitaan ensimmäiset 10-20 mukaan ilmoittautuvaa yritystä, joiden yhteyshenkilöitä 

haastatellaan puhelimitse tai netin välityksellä. Tarkempi haastatteluajankohta sovitaan erikseen 

haastateltavan kanssa, mutta alustavasti tarkoitus on tehdä haastattelut loka-marraskuun aikana. 

Tiedän, että yrittäjälle tai yrityksen muulle yhteyshenkilölle ei ole aikaa hukattavaksi ja olen valmis 

tekemään haastattelut joustavasti täysin haastateltavan aikataulujen mukaan. Haastatteluissa 

kerättäviä tietoja käsitellään asianmukaisesti yrityksiä kunnioittaen ja lopullisessa palautettavassa 

työssä yrityksiä ei ole mahdollista tunnistaa. Lopullisessa työssä yrityksistä käytetään ilmaisua 

Company A, Company B…. ja yrityksistä kerrotaan niiden edustama ala, kuten vapaa-aika ja 

harrastukset. Haastatteluiden tietosisältö ei myöskään sellaisenaan päädy Telialle, vaan Telia saa 

käyttöönsä gradun julkisen lopputuloksen. 

 

Toivottavasti mahdollisimman moni teistä innostuu lähtemään mukaan, jotta saadaan tutkimus 

tärkeästä aiheesta tehtyä ja eväitä Telialle kehittää #Yhdessä kampanjaa jatkoa ajatellen. Tsemppiä 

tulevaan talveen kaikille yrityksille ja niiden työntekijöille! Pidetään huolta toisistamme ja pysytään 

positiivisina, vaikka illat pimenevät. 

 

Ystävällisin terveisin Valtteri Salminen 
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Appendix 3. Letter of invitation for the interview 

Moi, 

 

Lämmin kiitos halukkuudesta osallistua #Yhdessä kampanjan tutkimukseen ja sovitaan nyt 

tarkemmin yritykselle sopiva haastatteluajankohta. Itselleni lähtökohtaisesti kaikki ajat ovat sopivia, 

mutta olisi hienoa saada haastatteluaika sovituksi marraskuulle, niin ehdin tuloksia kunnolla käymän 

läpi ja graduni etenee sovitulla tahdilla. Haastattelun kesto on noin 20-30min, joten siihen on hyvä 

varata sopiva hetki. Mielelläni tulisin yritykseen paikanpäälle haastattelemaan, mutta vallitsevan 

koronatilanteen vuoksi voidaan alustavasti sopia, että pidetään haastattelut esimerkiksi 

videoneuvotteluna Skypen/Microsoft Teamsin välillä, tai vaihtoehtoisesti puhelimella. Jos 

haastateltavalle sopii, niin haastattelu nauhoitetaan, jotta siihen voidaan palata myöhemmin kun 

tuloksia analysoidaan. Nauhoitus on ehdottomasti luottamuksellinen. 

 

Vastaathan tähän viestiin ja kerrot sopivan haastatteluajankohdan ja toiveen millä tavalla haluaisit, 

että haastattelu tehdään, niin tiedän lähettää sitten esimerkiksi Microsoft teams kokouslinkin 

tarvittaessa. Tsemppiä töihin ja voimia syksyyn, toivottavasti nähdään pian haastatteluiden merkeissä! 

 

Ystävällisin terveisin Valtteri Salminen 

 

 

  

  


