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Purpose


This empirical research paper explores social networking sites (SNSs) within the context of Bakhtin’s conceptualisation of 


‘carnival’. While CSR communications literature has focussed upon how organisations might attempt to control SNSs as 
 part of reputation management, this paper examines discursive stakeholder resistance and disintegrative features of CSR 
 communication.


Approach


This extended abstract explores concepts of control and resistance within the CSR communication and reputation 
 man-agement literatures, prior to introducing Bakhtin’s notion of ‘carnival’. It then discusses data collection and the 
 methodol-ogy of critical discourse analysis and offers working observations. The paper examines three markers of carnival: profanity; 


sarcasm; and humour, in dialogue operating within the SNSs of four retailers: The Co-operative, Marks and Spencer, Lidl 
 and Sainsbury’s.


Findings


Our findings illustrate how, in response to organisational control, stakeholders discursively disrupt organisational authority 
 through ‘carnivalesque’ CSR talk, creating cacophony and chaos in the SNSs. As its core contribution, the paper examines 
 how control is exercised and resisted in CSR communication in SNSs as part of mutually constitutive practices, and 
 intro-duces the concept of ‘dispersed authority’, active in the polyphonic (multivoiced) SNS contexts.


Originality


In exploring the rich social media milieu as a polyphonic site for the championing of ‘freedom from’ pre-established 
 hierar-chies and ‘liberation for’ individual voices, the paper contributes to the evolving body of scholarship concerned with CSR 
 communication and reputation management in network societies.
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Abstract
 Purpose 


The paper is exploratory and aims to investigate CSR communication before, during and after critical events related to 
 com-panies CSR actions. The paper focuses both on the organization of communication process and specific signs and codes 
 applied in relation to the communication process before, during and after critical events. 


Design/methodology/approach 


In order to exemplify the critical event context we provide an example of Finnish multinational company, Stora Enso and 
 the recent event related to child labour in Pakistan. We also conduct interviews with multinational industrial companies in 
 order to obtain their perspective on the communication process before, during and after critical events. We apply semiotic 
 approach to the analysis of texts related to the critical event example case and interviews.


Findings


Based on the literature review and empirical findings we have outlined several phases in connection to critical event CSR 
 communication and relevant signs and codes for each phase. 


Practical implications 


The paper provides managerial implications on how companies should communicate in connection to critical events 
 re-lated to CSR and what factors they should pay attention to. 


Originality/value 


More complex analyses were called upon in previous literature on CSR communication. In order to fill in this gap, the 
 cur-rent research applies a semiotic perspective on CSR communication. By taking this perspective the paper emphasizes the 
 need to consider specific signs and codes, while studying and developing CSR communication strategies, particularly in 
 connection to critical events.


Keywords


CSR communication, critical event, industrial markets, semiotics


Introduction      
        


Corporate Social Responsibility (CSR) has become part of company’s way of engaging in the wider society and 
 inter-acting with the actors of the company’s own business network. At the same time, the increased importance of being 
 socially responsible and sustainable raised the amount of critical events that can occur to a company, e.g. 
 environmen-tal disasters, labor issues and corruption. A critical event can be regarded as temporary specific happening, which a 
 certain actor views as influential regardless of whether it has a positive or negative outcome (Tidström and 
 Hagberg-Andersson, 2012). As a consequence, critical events related to CSR matters and the aftermath of these events have 
 be-come increasingly important for companies operating in today’s competitive global business environment. In 
 or-der to survive critical events companies should carefully think through their CSR communication strategy in the first 
 place  and  be  able  to  communicate  appropriately  in  connection  to  critical  events  (see  Schwaiger  and  Sarstedt,  2011).       
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of whether it has a positive or negative outcome (Tidström and Hagberg-Andersson, 2012). As a consequence, critical 
 events related to CSR matters and the aftermath of these events have become increasingly important for companies 
 op-erating in today’s competitive global business environment. In order to survive critical events companies should carefully 
 think through their CSR communication strategy in the first place and be able to communicate appropriately in connection 
 to critical events (see Schwaiger and Sarstedt, 2011).       


      


CSR communication is a phenomenon with two sides, on one hand it has been highlighted as beneficial for company’s 
 business (Morsing and Schultz, 2006), on the other hand companies are “reticent about communicating their [CSR] actions, 
 fearing criticism and wary of creating expectations” (Outtes Wanderley et al., 2008, p. 371). Despite a considerable amount 
 of literature on CSR communication during the last decades, scholars highlight that the communication aspect is still an 
 underexplored area of CSR (Outtes Wanderley et al., 2008). Previous literature predominantly looked at company’s 
 com-munication via annual sustainability reports, which are predefined by certain standards (see Bakker et al., 2005), e.g. EU’s 
 Non-financial reporting guidelines (European Commission, 2015). This paper does not focus on CSR reporting, but regards 
 companies’ communication through other communication platforms, e.g company’s website, media and social media. We 
 regard CSR communication as proactive and dialogical with CSR being “a dynamic continuum of competing, 
 communi-catively negotiated meanings” (Golob et al., 2013, p. 186). Thus, communication should be done in an “interactive” way by 
 engaging in a “dialogue” with the actors’ of the company’s business network. In this study we apply the concept of business 
 network actors (Håkansson and Snehota, 1995), rather than stakeholders, as it better highlights an interactive and 
 proac-tive approach to communication and includes the role of indirect relationships.       


      
 Furthermore, the language and specific signs and codes applied in CSR communication play a crucial role in its 
 effective-ness. Few environmental scholars focus on language use during environmental and social problems (Joutsenvirta, 2009). 


We aim to fill this gap by applying a semiotic perspective on CSR communication. Semiotics regards communication as a 
 vehicle for transmission of signs and codes - creating a specific meaning to different receivers in the communication 
 pro-cess (see e.g. Guiraud, 1975). One of the benefits of focusing on specific signs and codes is that it allows understanding how 
 the investigated parties assess a particular event and what arguments they put forward (Joutsenvirta, 2009). Thus, rather 
 than focusing on the performance and motives of the companies, which has been extensively studied in previous research 
 (see Golob et al., 2013), we focus on the way companies describe and explain its CSR actions and what particular codes they 
 apply when it comes to a critical event related to CSR matters.      


       
 The aim of this paper is thus to understand how should a company communicate within its business network in connection 
 to critical events related to CSR matters. The specific research questions are the following: 


       


•  How is the CSR communication process organized before, during and after critical events related to CSR matters?


•  What specific signs and codes do the companies apply in relation to the CSR communication process before,  
        during and after critical events?       


       
 In order to reach the research aims, we first present the case of the Nordic based company Stora Enso, which is one of the 
 largest producers of paper and wooden products in the world, with operations in more than 35 countries (Stora Enso, 
 2015a). Our analysis focuses on a critical event that struck the company in March 2014 and the discourse that came into 
 the public eye before, during and in the aftermath of the critical event. This is done in order to exemplify the 
 communica-tion process during this event and regard the company’s response strategies and specific codes used. Second, we conduct 
 semi-structured conversational interviews with senior managers from 5 multinational Finnish industrial companies. The 
 aim of the interviews is to complement our understanding of issue in question with “insider” perspectives. We further 
 anal-yse the data from a semiotic perspective.  


The paper is structured in the following manner. First, we present a theoretical overview on CSR communication in business 
 networks and in connection to critical events, as well as provide a theoretical framework for the study. Second, we describe 
 the methods used in the study, namely semiotic analysis. Finally we provide the findings of the study and implications on 
 how companies should communicate in connection to critical events related to CSR and what factors they should pay 
 at-tention to. 


CSR communication in business networks


CSR activities has been part of large companies engagement in the wider society since the beginning of the 19th century 
 in order to create better circumstances for production and development. It is, however in the later part of the 21st century 
 when CSR activities became a standard practice for companies and organizations (Gulyás, 2011). Clement-Jones (2005, p. 


10) notice that, there are many drivers behind CSR and different programs formed by organizations, but “by far the most 
 relevant to business is the bottom-line effect of incorporating a socially responsible element into corporate practice”. A 
 crucial part of implementing CSR practices within the company and building the reputation as a sustainable company, is 
 communicating appropriately its CSR beliefs and activities both internally and externally.  


CSR communication gained its prominence in the last few decades and is mostly regarded as a way of communicating CSR 
values and informing about companies CSR activities (Golob et al., 2013). CSR communication is also perceived as a “means 


channels or rhetoric arsenals) they use to inform stakeholders about their CSR policies and activities” (ibid., p. 178). The 
 standard means of communicating the CSR message and activities is through annual sustainability reports. However, with 
 the advent of new technologies and increased accessibility of information, companies strive to employ other 
 communica-tion tools, e.g. corporate website, social media. Furthermore, face-to-face interaccommunica-tion with company’s business network 
 actors and communication through media outlets also serves as means for CSR communication purposes. 


CSR communication has been mostly regarded through the application of stakeholder theory (see e.g. Golob et al., 2013). 


In this paper we however follow the business network approach (Håkansson and Snehota, 1995), which regards a business 
 network as a structure where a number of actors (i.e. organizations) are related to each other by specific relationships. 
 Al-though stakeholder theory and business network approach are to some extent similar, Lindfelt and Törnroos (2006) identify 
 several differences between these two approaches: First, the initial focus of stakeholder theory does not take into account 
 the indirect role of business relationships, meaning that the focus is mostly on dyadic business relationships between the 
 focal company and various stakeholders (Lindfelt and Törnroos, 2006). The network approach considers both the dyadic, 
 direct relationships, as well as indirect relationships, i.e. the role of relationships between other actors in the network for 
 the focal company’s strategy. In relation to CSR matters, the companies nowadays are not only deemed responsible for 
 their own actions and those of their closer partners, but also for the actions of the actors who have an indirect connection 
 to the focal company, e.g. supplier’s suppliers. The business network related to CSR communication may include, but is not 
 limited to the following actors: internal actors (e.g. subsidiaries), NGOs, competitors, investors, suppliers, customers, end 
 users, supplier’s suppliers and media.


Second, in classical stakeholder theory the company is seen as resisting and reacting to different stakeholder pressures, 
 whereas in business network approach the emphasis is put on cooperation, connectedness and interaction between actors 
 in order to gain mutual benefits (Lindfelt and Törnroos, 2006, p. 10-11). Although recent research in CSR communication 
 emphasizes the need to engage in a dialogue with various stakeholders (see Golob et al., 2013), most of CSR 
 communica-tion research still focuses on one-way view of communicacommunica-tion (see Morsing and Schultz, 2006).  Therefore one could say 
 that the traditional assumptions of stakeholder theory promote a one-way, reactive approach to CSR communication, by 
 putting emphasis on reaction to pressures, while the application of network approach is more appropriate if adhering to a 
 two-way, proactive approach towards CSR communication. 


When constructing its CSR communication strategy and message the company needs to take into account the perspectives 
 and beliefs of various actors in the business network. Welch and Wilkinson (2002) argue for the inclusion of the idea and 
 schema concept into the business network approach.  Ideas and schemas represent itself the actors’ “beliefs or “theories” 


about how the world functions, norms about appropriate behaviour, attitudes toward particular issues as well as values 
 concerning what is desirable” (Welch and Wilkinson, 2002, p. 29). For example, customers may predominantly focus on the 
 environmental aspects of CSR, as it is usually incorporated in the company’s product. Thus, communication with different 
 actors in the network should be conducted depending on their schemas related to CSR. Consideration of ideas and 
 sche-mas implies applying an interpretative approach when analyzing CSR communication, which has been rarely applied in 
 CSR communication research (see Golob et al., 2013). A semiotic approach to communication is viable in this case. 


In order to understand the communication system and what is communicated in connection to e.g. a critical event, 
 semiot-ics provides the tools, structure and framework for analysing and understanding different factors in connection to the 
 com-munication process.  Semiotics is the study of signs and codes. According to Chandler (2007) signs are found everywhere 
 and form the meaning through our creation and interpretation of signs. Sausurre (1970) finds that signs are formed based 
 on a dual sign system, where the signifier is the actual phrase that the sign is expressing and the signified is the mental 
 concept that the signs is carrying. 


A sign has both a denotative and connotative meaning, where the denotative meaning provides the literal, obvious and 


“common sense” meaning of a sign (Chandler, 2007). The denotative meaning can also be recognised, defined and 
 identi-fied by people from different cultures and is referred to as being the first level of signification (Emmison and Smith, 2000). 


Connotation on the other hand is referred to the personal (ideological and emotional, etc.) and socio-cultural 
 associa-tions of the sign (Chandler, 2015) and is seen as the second level of signification. According to Guiraud (1975) denotation 
 and connotation provide two fundamental yet opposed modes of signification. Even if most coded messages are formed 
 based on a combination of the two, the message can be defined being predominantly denotative or connotative (Guiraud, 
 1975). The multifaceted signification that specific signs provide creates a complex system of codes. The way the codes are 
 produced and communicated by e.g. the company has also an effect on the outcome of the interpretation of the codes by 
 the various actors in the business network. This is of particular importance in connection to critical events occurring with 
 companies.


Critical CSR events and communication in business network


Even though a solid CSR communication strategy, which involves a deep understanding of the network actors’ beliefs and 
values regarding CSR matters, may reduce the possibility of a critical event happening, the company still needs to engage 
in a critical event communication mode if a critical event related to CSR issue appears. Ways of communication during 
negative critical events or crises are related to crisis communication. In the field of crisis communication a crisis is described 
by Coombs (2007, p. 164) as ”a sudden and unexpected event that threatens to disrupt an organization’s operations and 


poses both a financial and a reputational threat”. A critical event, in turn “can be described as ‘temporally specific outcomes 
 of performed acts’ (Hedaa and Törnroos, 2008, p. 324) that the actor perceives to be influential” (Tidström and 
 Hagberg-Andersson, 2012, p. 334). In comparison to a crisis, a critical event can be both positive and negative, depending on the 
 perception of the actors of the event (see ibid.). Therefore, in case of a critical event the company’s communication might 
 not only focus on mitigating problems and protecting company’s reputation, as in case of a crisis (Heath, 2010), but it may 
 also focus on the positive changes that the company accomplished in connection to the critical event. This aligns with a 
 call in crisis communication literature to regard crisis not only as a “threat, but also consider the potential opportunities 
 embedded in these events” (Ulmer et al., 2010, p.691).  The core idea of the critical event concept is that it acts as an “engine 
 for change” (Hedaa and Törnroos, 2008, p. 322), therefore being it a negative or a positive event, it serves as an opportunity 
 to engage in a dialogue with relevant actors and change the company’s business and operational processes.


While a crisis is defined as ”sudden and unexpected” (Coombs, 2007, p. 164), a critical event may involve anticipation of 
 the event to come by analysing the possible influence factors for the event to come (see Halinen et al., 2013). A critical 
 event perspective considers the past, present and future, where the ”present event is based on earlier and possible future 
 events” (Hedaa and Törnroos, 2008, p. 323), forming a flow of events (Halinen et al., 2013). Thus, while the perception of the 
 present event is based on the actors expectations and experiences before the actual event happens, as well as on various 
 influence factors, the present event also acts as “engine for change”, e.g. in the company’s communication strategy (Hedda 
 and Törnroos, 2008, Halinen et al. 2013). This perspective corresponds with a recent call in crisis communication literature 
 to consider the discourse not only during the crisis period itself, but also taking into account the discourse before and after 
 the crisis (Frandsen and Johansen, 2010). Furthermore, as the focal critical event is interconnected with the past events and 
 the future events, the communication is present not only during the focal critical event, but also in connection to other 
 events leading to the focal event or being the outcome of it (see figure 1). 


Figure 1 represents the theoretical framework for critical event CSR communication, based on the foregoing discussion. We 
 regard the CSR communication both as a long-term strategic approach and short-term process. In long-term it is related 
 to 1) forming a CSR communication strategy in a dialogue with relevant actors in the business network, which will set the 
 base for the expectations and trust the other actors have towards the company, and 2) being able to implement needed 
 changes to the CSR communication strategy after certain critical events. Short term communication relates to 
 communica-tion in conneccommunica-tion to critical events related to CSR matters and consists of processes for recognizing the possible 
 forthcom-ing event, usforthcom-ing relevant messages durforthcom-ing the critical event itself and buildforthcom-ing a proper aftermath communication.  


Critical events also provide specific circumstances in which different types of signs and codes are used in developing a 
 specific message. These specific messages differ in comparison to normal/everyday marketing and other types of 
 commu-nication, due to higher intensity of the communication. In the field of crisis commucommu-nication, for example, there has been a 
 considerable amount of literature on response strategies during crises (e.g. Coombs, 2007; Coombs, 2014). The strategies 
 for response depend on the level of responsibility that the company has in relation to the crisis situation (Coombs, 2007). 


Coombs (2007) emphasises the need to be consistent in messages to various actors during the critical event, as well as 
 be quick in responding and honest, avoid being silent and be available for communication with the actors that require a 
 response. However, if we take a holistic perspective on critical event communication (see figure 1) we have to consider the 
 codes, which need to be applied by the company before and in the aftermath of the event. This relates to a proactive mode 
 of communication, whereas focusing only on response strategies is mostly a reactive way of communicating. Furthermore, 
 a company should use the right codes in CSR messages in long-term, i.e. including when building trust and expectations 
 regarding companies CSR activities and when changing the CSR communication strategy after the critical event (e.g. for 
 internal purposes). 


FIGURE 1: THEORETICAL FRAMEWORK       


Methodology


The research is based on two types of data. First, we covered textual discourses in relation to a critical event, which occurred 
 to Finnish multinational company Stora Enso. This case serves in this paper as an example of communication before, 
 dur-ing and after the critical event. Stora Enso, with operations in the forest related industries, is one of the largest companies 
 based in Finland and Sweden, with sales of 10.2 billion EUR (in 2014), and 29000 employees in 35 countries (Stora Enso, 
 2015a). In September 2012, Stora Enso announced investments into Pakistan and in May 2013, Stora Enso formed a joint 
 venture, Bulleh Shah Packaging, together with the Pakistani based company Packages Ldt (Stora Enso, 2014). Before 
 in-vesting in Pakistan, Stora Enso already began its operations in other emerging countries, as China and Brazil, where they 
 had some major problems in terms of CSR, related to monoculture plantations of eucalyptus (see Kanninen, 2013). In the 
 beginning of March 2014, Stora Enso’s operations in Pakistan were highlighted and criticized in the Swedish TV Channel 
 four together with the business magazine Veckans Affärer. The focus of the media reports was on Stora Enso’s work with 
 CSR and the fact that child labour was used in the feeding system for waste paper at the joint venture company Bulleh Shah 
 Packaging (Veckans Affärer, 2014). The timeline before the critical event, being focused on, dates back to May 2013 and the 
 aftermath period of the event is taken until January 2015. Focusing on this event allowed us to understand the 
 communica-tion process, as well as specific signs and codes applied by the company in its crisis communicacommunica-tion before, during and after 
 the critical event.       


       
 The textual data regarding the critical event includes discussions in Swedish and Finnish media outlets on the Internet, due 
 to lack of coverage of the critical event by international media. We have particularly investigated the news that were posted 
 on the websites of the following news providers: 1) Kauppalehti, one of the leading daily business newspapers in Finland; 


2) Yle, the main Finnish national broadcasting company; 3) TV4 and Veckans Affärer, the Swedish television network and 
 the leading weekly business journal respectively, which were actively involved in bringing up the critical event; 4) Svenska 
 Dagbladets, one of the Sweden’s largest subscription daily newspapers. Finally the main source for analysing company’s 
 communication was Stora Enso’s website and the information, which the company has posted there. 


In order to understand better how should the communication process be organized and what are the relevant codes for 
 communication we also conducted interviews with senior managers from 5 multinational Nordic-based industrial 
 com-panies, which are among the best in CSR communication and sustainability in the Nordic countries and worldwide. The 
 interviews lasted for 1 to 2 hours and were conduced in English in a semi-structured manner with the help of an interview 
 guide, however, without following any structured protocol. The interviews helped us to enhance our understanding of the 
 CSR communication processes in general and in regards to a critical event and added credibility to our findings. 


The analysis of the interviews regarding the communication process and text published in connection to the critical event, 
 is organised by using Barthes (1988) general operational arrangements and principles for semiotic analysis through a) 
 segmenting the text into specific themes or grids, which in our case relate to the 5 phases outlined in the theoretical 
 frame-work (see figure 2); b) defining the signs used in the different phases in accordance with the model presented c) define the 
 denotative  and connotative meaning attached to signs concerning the communication process d) define the meaning of 
 the codes. We have structured the findings in the following manner. First we present the Stora Enso case as an example of 
 CSR communication in connection to a critical event, including the codes applied by the company before, during and after 
 the event. Second, we present the findings from the interviews structured according to the 5 phases presented in the 
 theo-retically based framework (see figure 1). We give an overview of the codes used by the respondents in order to describe CSR 
 communication during each phase. Thus Stora Enso serves mostly as a critical event, short-term communication example, 
 whereas the interviews embrace the long-term perspective.


Findings 


Stora Enso: an example of CSR communication before, during and after a critical event 


About 2 years before the focal critical event, in the buildup to the investment in Pakistan, Stora Enso conducted a due 
diligence process (Stora Enso, 2013). Among the critical factors identified, was the risk of child labour in the end part of the 
supply chain (collection of waste paper). This critical factor was presented in an external consultancy report, where not just 
the risk of child labour was identified but also the fact that child labour was used by suppliers and could therefore be part 
of the joint venture company, Bulleh Shahs supply chain (SEBCON, 2012). In order to actively work with the risk of child 
labour in the supply chain, Stora Enso introduced several measures, both long and short-term. These measures included 
e.g. education, evaluation and certification of supplier in Pakistan, and working together with local and international 
orga-nizations. Stora Enso viewed itself as open about the critical factor of child labour and invited different organizations and 
media to work with them, long-term, in order to improve the conditions for families and children concerned. However, in 
general, little discourse in the company communication and the media was present before the actual critical event. The 
main codes in traditional media were related to risk, rumours, detecting problems and plans for improvement. The 
discus-sion concentrated on the possible risks of child labour that the company might have when operating in Pakistan (Kanninen, 
2013). A positive image of the company is highlighted by emphasizing Stora Enso’s attempts to detect the social problems 
in Pakistan and construct a strategy for improvement of children’s situation in the country. The investment in Pakistan itself 
can be considered as a separate event, which although not negative, required appropriate communication. However, it 


might be that partly due to lack of communication in connection to this event the following focal critical event happened. 


The focal critical event occurred on 6th of March 2014, when the Swedish TV Channel 4 broadcasted in the program “Kalla 
 Fakta” an investigation into Stora Ensos operations in Pakistan. Together with the Business Magazine: Veckans Affärer, TV4 
 highlighted the fact that Stora Enso knew about the risk of child labour being part of the supply chain in Pakistan, and 
 despite the fact, went through with their investments in the country. At this phase the company’s response to media 
 comments largely consisted of a “no comments” silence response strategy with a reference to the bulletin for stakeholders 
 commenting on the situation posted on their website (Stora Enso, 2014). The usage of silence in this situation may have 
 caused the critical event to escalate further, as it “reflects uncertainty and passivity” and indicates that the company is not 
 in control of the situation, while at the same time allowing other, as in this case – media, to take control over the situation 
 (Coombs, 2014, p. 129). 


After a silence response strategy Stora Enso turned to applying a denial response strategy by not fully admitting the use of 
 child labour in its joint venture company and trying to defend itself. The codes risks and possibility were again highlighted 
 at this phase, saying that Stora Enso admits the risk and the possibility of its joint venture company using child labour, 
 but so far they have detected only one case (Salokorpi, 2014). Furthermore the PR manager of the company applies a 
 justification response strategy and justifies their investment by hypothesizing the situation that if the company had not 
 been present in the country, the situation of the children might have been worse. However, the way the justification was 
 communicated by the PR manager caused the crisis to spread even more, due to inappropriate usage of codes (ibid.). Thus, 
 inappropriate communication during the first days following the focal critical event turned out to be a critical event as 
 such, which further worsened the focal critical event scope. The media, in turn, criticized the company for shortcomings in 
 communication concerning the event. 


Later on, different investors noticed the media attention and indicated the problem of investing in the company 
 consider-ing the lack of CSR actions in connection to the critical event in Pakistan. The criticism from the stakeholders in the 
 tradi-tional media emphasized that Stora Enso was neglecting responsibilities and paid little attention to CSR, which lowers their 
 level of trust in the company and redlists it for the investors. The stakeholders also requested the company to take some 
 action by providing more information and explaining the ways of correcting the situation. (Jakobsson and Alestig, 2014; 


Uusivaara, 2014)


In turn apology and corrective action strategies were applied by the company, highlighting their admittance of failures in 
 communication and a promise of working on the situation. The company particularly apologized for not communicating 
 what they knew about the situation in Pakistan ahead of their investment in the country. The company also admitted that 
 they could react more quickly on the issue of child labour and that the communication of their actions could be more 
 trans-parent. The corrective action strategy was present by emphasizing that the company has already made some 
 improve-ments during the last 12 months and now have started to conduct a wide assessment of human rights issues. The company 
 also has presented its perspective on the future of its operations in Pakistan, by highlighting that they have high goals and 
 that improvement can only be achieved by long-term effort, as child labour is a general social problem that cannot be dealt 
 with in one night. The company also stressed that they cannot guarantee full elimination of child labour and that to act on 
 the problem they need to be there in order to educate their partners and work with the society to create better alternatives 
 and thus, cannot cease their operations in the country. (Veckans Affärer, 2014)


In the aftermath of the focal critical event the company conducted a structural reorganization. The reorganization mostly 
 concerned the renewable packaging division, which was involved in the focal critical event. First, the head of the division, 
 Mats Nordlander, left his post. This represented an event in itself, which occurred as a consequence of the focal critical 
 event and should have been properly communicated. However, traditional media’s reaction to the reorganization was that 
 of critique, stating that the company has found a scapegoat in form of Nordlander and that dismissing him was a quick fix 
 for the company (Siivonen, 2014). The media also emphasized that this kind of reorganization will lead to wrong 
 conse-quences and that there is a need to start reorganization at the top of the company. Discharging the division manager of 
 renewable packaging was also questioned by other actors. 


In a month after discharging the division manager the CEO of the company left. Media speculated whether this event was 
 related to the Pakistan issue (Tapiola, 2014). The company communication in turn emphasized that the leave of the CEO 
 and division manager had nothing to do with the focal critical event and emphasized the time factor affecting the situation 
 with the leave of both the CEO and the packaging division manager (Tuvhag and Alestig, 2014). In this paper we by no 
 means take any of the sides, but try to analyse the events itself. At the same time the media covered the company’s annual 
 meeting were the CEO announced about his leave. The CEO applied an apology strategy when speaking of the Pakistan 
 situation by blaming himself, thus taking a personal stance on the problem and making the company closer to the society 
 (Liimatainen, 2014). 


Changes in CSR communication followed by this focal critical event and previous major critical events (in China and Brazil) 
resulted in Stora Enso communicating more extensively about their actions in the respective countries. They have 
imple-mented some new communication programs. First, a “progress centre”, which showcases their progress in social and 
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