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i. Abstract


Denne  afhandling  komplimenterer  den  begrænsede  litteratur,  der  eksisterer  på  fænomenet corporate 
 activism. Vi undersøger fænomenet ved at basere vores undersøgelse på den empiriske virkelighed, som den 
 øvrige litteratur på området endnu ikke forholder sig til. Formålet med den nærværende afhandling, er at 
 komplimentere den eksisterende litteratur ved at foreslå en mere præcis og empirisk funderet forståelse af, 
 hvad corporate activism er. Dette gøres ved at besvare tre underspørgsmål hvori vi først ønsker at klarlægge 
 eksisterende  videnskabelige  konceptualiseringer,  dernæst  vil  vi  identificere  forskelle  i  typer  af  politiseret 
 kommunikation på sociale medier, og slutteligt vil vi konkretisere den nuværende forståelse af fænomenet 
 ved at adskille corporate activism fra politiseret kommunikation. Vi anvender grounded theory metode, til at 
 analysere vores empiriske data, for at kunne fundere vores bidrag til feltet i en empirisk virkelighed. Som 
 foreskrevet  af grounded  theory, har  vi foretaget  to  komparative  analyser,  først  har  vi  sammenholdt  og 
 dermed kategoriseret vores empiriske data, og dernæst har vi sammenholdt disse kategoriseringer af data 
 med den eksisterende teori. Vi finder frem til, at de eksisterende videnskabelige konceptualiseringer, lægger 
 op til en bred fortolkning af corporate activism. Endvidere, afslører en sammenholdning af den empiriske 
 data  og  eksisterende  teori,  nuancer  i  den  politiserede  kommunikation  som  den  nuværende  litteratur  på 
 corporate  activism overser.  På  baggrund  af  vores  komparative  analyse  kan  vi  konkretisere  forståelsen  af 
 corporate activism, og foreslå en ny empirisk funderet definition, som er på én gang utvetydig såvel som den 
 inddrager eksisterende konceptualiseringer fra litteraturen. Vi samler vores bidrag i et konceptuelt skema, 
 som er anvendeligt for andre forskere på området, der ønsker at bygge videre på forståelsen af corporate 
 activism.  Slutteligt,  diskuterer  denne  afhandling corporate  activism  som  en  ny  form  for  uformel  politisk 
 deltagelse.



ii. Keywords 


Corporate Activism, Activism, Politicized Communication, Political Corporations, B Corporations, Social Media, 
Corporate Social Responsibility, Political Participation    
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1. Introduction  


Corporations today, increasingly take a stance on political issues of common concern for society, and act as 
 politicized entities through the participation in the political debate (Morsing & Vestergaard, Forthcoming; 


Böhm, Skoglund & Eatherley, 2018; Baur & Wettstein, 2016). Particularly in the US, corporations are seen to 
 evolve from  favouring a neutral  position when it comes to social and environmental issues and concerns 
 raised by society, to now increasingly take a public stance on such issues in mass- and social media (Morsing 


&  Vestergaard,  Forthcoming;  Livonen,  2018).  A  company  highly  engaged  in  advocating  for  progress  on 
 societal issues is Ben & Jerry’s who is publicly committed to campaigning for causes such as racial justice 
 (Deighton, 2020). Similarly, shoe producer, TOMS, is publicly participating in the contagious gun debate in 
 the  US,  advocating  for  legislation  securing  background  checks  at  all  gun  sales  (Gintzler,  2019).  This 
 phenomenon has been termed corporate activism, and as it is a rather novel phenomenon, few scholars have 
 sought  to  answer  what  is  behind  this  rise  of  corporations  expressing  public  political  opinions  on  societal 
 issues.


Some scholars have argued that the phenomenon can be explained as a reactive response to external 
 pressures from consumers and civil societal actors, including NGOs and social movements (Mckean & King, 
 2019; Wilcox, 2019; Böhm et al., 2018; Aronczyk, 2016; Davis & White, 2015). The external pressures have 
 been further substantiated as a result of the shifting priorities of investment companies. Earlier this year, 
 Laurence D. Fink, the founder and chief executive officer of the world’s largest asset management company, 
 BlackRock, sent his renowned, influential, annual letter to corporate executives around the world. In it, he 
 expressed that his firm, which manages investments of nearly $7 trillion, would “make investment decisions 
 with environmental sustainability as a core goal” (Sorkin, 2020), prompting the largest and most profitable 
 American companies, to react and present elaborate plans to combat climate change (Sorkin,  2020).  The 
 prospect is clear: become responsible or lose your investment. 


However, corporate activism has further been argued to be a proactive measure and way of enacting 
internal corporate values that are increasingly aligned with societal values (Mckean & King; Baur & Wettstein, 



(6)2016).  Corporations  are  thus  increasingly  taking  part  in  redefining  the  role  of  business  in  society.  One 
 expression  of  this  development  is  the  non-profit  organization  called  B  Lab,  who  certifies  businesses  that 
 proactively balance purpose and profit (Certified B Corporation, 2020). Certified B Corporations then actively 
 takes part in a “global movement of people using business as a force for good” (B Lab, 2020). Thus, corporate 
 activism  may  be  seen  as  both  reactive  responses  to  external  pressure  or  proactive  measures  reflecting 
 internal corporate values (Mckean & King, 2019). Although the majority of the existing literature on corporate 
 activism seek to answer what may have caused the rise in the emerging phenomenon of corporate activism, 
 there is currently no agreement on how it can be defined. 


1.1 Problem Area


In this thesis we propose to offer a nuanced, yet specific understanding of what corporate activism is, and 
how  it  may  be  detected  in  B  Corporations’  communication  on  social  media.  Due  to  the  novelty  of  the 
phenomenon,  corporate  activism, it  is  our  view  that  the  field  is  rather  ambiguous  with  multiple 
conceptualizations, which may potentially run the risk of overstating the phenomenon. It is furthermore our 
view, that no current research has yet attempted to articulate exactly how corporate activism may be termed 
by looking towards empirical data. Thus, based on current theorization and empirical data, we wish to make 
distinctions of what is currently considered corporate activism, and distinguish corporate activism from what 
we  term  politicized  communication.  In  doing  so,  we  ultimately  aim  at  suggesting  a  new,  unambiguous, 
definition of corporate activism, and develop a framework which maps out the specific elements pertaining 
to  corporate  activism  and  politicized  communication,  respectively.  Thus,  the  present  research  seeks  to 
reassess  the  definition  of  corporate  activism,  by  answering  the  research  question  and  sub-questions 
presented  below.  By  answering  these,  our  thesis  will  prove  relevant  for  other  researchers,  who  wish  to 
further explore the phenomenon of corporate activism.



(7)1.2 Research question


What is corporate activism?


•  How is corporate activism conceptualized in the literature of the emergent field? 


•  Which distinctions can be identified in the B-corporations’ politicized communication?  


•  How can corporate activism be distinguished from politicized communication?  


1.3 Explaining politicized communication


In our thesis we continuously refer to the term politicized communication, why we gather that a definition is 
 essential. Hence, we suggest that politicized communication can be understood as communication that refers 
 to issues with a social or environmental agenda, or issues that generally impact citizens in society. 


1.4 Research motivation 


The motivation of this research stems from our general interest in the field of corporate social responsibility. 


Especially,  throughout  the  course  of  our  specialization  within Corporate  Responsibility,  Governance  and 
Communication we have become particularly acquaint with the ever-changing responsibility of corporations 
towards society. Hence, it is not the first time that we investigate areas of the field. In our studies, we have 
previously investigated the development of corporate social responsibility (CSR) from differing perspectives 
pertaining  to  responsibility  merely  as  a  form  of  legitimacy  or  greenwashing.  Additionally,  we  have 
investigated  how  corporate  communication  has  come  to  explicitly  include  corporation’s  CSR  efforts  and 
commitments,  rather  than  a  formerly  implicit  form  of  CSR  communication.  Moreover,  we  have  even 
investigated  the  blurring  boundaries  between  actors  in  society,  looking  at  CSR  as  a  way  of  securing 
fundamental human rights. As such we have had a consistent interest and growing curiosity in the dynamic 
field of CSR. This interest, and the ever changing and encompassing nature of business’ responsibility towards 
society,  has  led  us  to  now  explore  one  of  the  most  recent  developments  within  the  field,  namely  the 
phenomenon of corporate activism. 
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2. Literature review 


The  intention  with  the  forthcoming  literature  review  and  the  purpose  hereof,  is  twofold.  Firstly,  the 
 presented  literature  has  the  purpose  of  enabling  us  to  answer  our  first  sub-question  namely: How  is 
 corporate activism conceptualized in the literature of the emergent field? This is done, by initially placing the 
 emergent phenomenon of corporate activism in a historical frame of earlier understandings of the field of 
 CSR. Proceeding, the literature review will seek to cover the already established field of research on corporate 
 activism. Since  the  phenomenon  of  corporate  activism plays  out  in  the  intersection  of  several  fields  of 
 research,  the  presented  research  on  corporate  activism  will  draw  on  elements  and  concepts  from  other 
 overlapping literatures. Due to the interdisciplinary nature of corporate activism, the various concepts and 
 ideas, which are drawn upon from the related fields, will be presented in separate proceeding sections. These 
 fields of research, many of which are mature, concern: The Political Corporation, Social Media and Activism. 


Secondly, then, the literature review has the purpose of illustrating the lack of empirically grounded previous 
 research on the topic of this thesis.


As  prescribed  by  the  grounded  theory  method,  fundamental  to  the  present  thesis,  the 
 literature review has been conducted after conducting our preliminary analysis.  However, it is presented in 
 the initial pages, to provide a proper context of our field for the reader. As prescribed by the grounded theory 
 method, the theories, concepts and ideas presented in the literature review, have been selected based on 
 their relevance to our preliminary findings,  with the purpose of allowing us to substantiate these in later 
 sections  (cf.  6).  The  methodological  approach  will  be  thoroughly  explicated  in  later  sections,  under  our 
 method (cf. 3)


2.1 Historical developments of CSR


The  present  section  is  included  in  order  to  place  corporate  activism  in  a  historical  frame  of  earlier 
understandings of the field, as well as to describe the evolving role and responsibility of businesses in the 
context of globalization, from which the concept of corporate activism has emerged. 



(10)Social  responsibilities  of  businesses  have  been  discussed  well  before  the  term  globalization 
 manifested  itself  in  the  literature  (e.g.,  Baumhart  1961;  Bowen  1953;  Donham  1927). In  more  recent 
 literature, however, globalization is recognized as an explanatory factor for the changing role of business in 
 society, with increasing responsibility and political influence (e.g. Rasche, Morsing & Moon, 2017). Scholars 
 have argued that this leads to an erosion of national politics and presents a new form of governance, where 
 the state withdraws from areas in which it has otherwise previously exercised a regulatory monopoly (Rasche 
 et al., 2017; Scherer & Palazzo, 2011; Strange, 1996). Consequently, new actors and institutions has gained 
 political  influence,  because  their  activities  are  not  limited  to  one  particular  territory  (Scherer  &  Palazzo, 
 2008). Thus, scholars have articulated that globalization is enabling corporations to expand their operations 
 and become transnational, while the regulatory power of nation states remains bound to its national territory 
 (Scherer & Palazzo, 2008; Avi-Yonah, 2003) creating a ‘regulatory vacuum’ (Scherer & Palazzo, 2008 p. 13). 


This mechanism has made corporations expand and relocate their operations to parts of the world in which 
 democratic political systems, and concerns for citizen rights, are more or less non-existent (Scherer & Palazzo, 
 2008). In these instance, scholars have argued that for the citizens living in these areas, corporations may in 
 fact prove to be more responsive to administer their values and interests than their governments (Rasche et 
 al., 2017; Scherer & Palazzo, 2008).


It  is  recognized  in  the  literature  that  because  of  globalization,  members  of  civil  society  are 
increasingly able to influence legislative processes  (Scherer and Palazzo,  2008).  As a  result, scholars have 
found  that  the  societal  expectations  are  changing  and  corporations  are  faced  with  increased  suspicious 
scrutiny,  changing  conditions  of  legitimacy  and  growing  demands  (Scherer  and  Palazzo,  2008).  In  the 
literature, NGO’s are recognized as advocates or watchdogs of universal values and general public interests, 
who take the role of scrutinizing corporations, and demanding that corporations become engaged in solving 
social  and  environmental  issues,  ideally  through  collaborations  (Baur  &  Palazzo,  2011).   The  literature 
describes CSR as a means for companies to address certain issues and to engage in a degree of self-regulation 
(Scherer, Palazzo, & Baumann 2006). Businesses, then, are seen as a potential solution to global regulation 



(11)challenges (Margolis and Walsh, 2003). Historically, however, CSR has primarily been conceptualized from 
 an  instrumental,  neoclassical  perspective,  and  has  been  reduced  to  the  economic  argument  that  social 
 performance positively affects financial performance, and hence, satisfies shareholder interests (Rasche et 
 al., 2017; Friedman, 1970). However, Scherer and Palazzo (2008), argue that such instrumental perspective, 
 is accepted only thus far that corporations are operating within clearly determined state regulations. Hence, 
 due  to  globalization,  the  lack  of  global  regulations,  and  the  increasingly  political  approach  to  CSR  that 
 corporations are seen to pursue  (Scherer & Palazzo,  2011; Garriga & Melé, 2004), more  recent literature 
 suggest a political understanding of CSR in which corporations are viewed as citizens and are expected to use 
 their growing power responsibly (Matten & Crane, 2005). Other scholars, treat CSR as a an integral concept 
 that includes doing good even beyond interests of the firm, and may even be driven by ethical responsibilities 
 towards  society  (Garriga  &  Melé,  2004;  McWilliams  &  Siegel,  2001;  Carroll,  1979).  Examples  include 
 normative management (Freeman, 1984) or sustainable development defined as businesses “integration of 
 social, environmental, and economic considerations to make balanced judgments for the long term’’ (World 
 Business Council for Sustainable Development, 2000, in: Garriga & Melé, 2004, p. 61). 


2.1.1 New forms of political participation 


The  literature  on  the  historical  developments  of  CSR,  is  thus  deeply  intertwined  with  the  emergence  of 
 globalization, enabling and to some extent demanding, that corporations take political responsibility towards 
 society  (cf.  2.1).  In  the  literature,  globalization  is  further  recognized  to  create  a  new  public  sphere  (e.g. 


Castells, 2008). The concept of the public sphere was first introduced and defined by Habermas as “a network 
for communicating information and points of view” (Habermas, 1996, p. 360). Yet, with globalization, ‘the 
network’ has become global and online, and thus, scholars argue that the global civil society is able to express 
concerns, interests and values of the global society online (Castells, 2008). This is suggested to have improved 
civil society’s ability to express opinions and  seek to influence decision makers in global society (Castells, 



(12)2008). Hence, globalization may thereby have enabled a more informal way of political participation, in what 
 scholars term lifestyle politics (Loader & Mercea, 2011; Dahlgren, 2005; Bennett 2003a). 


In the literature, political consumption is also considered a growing and alternative form of political 
 engagement  and  participation  (Stolle,  Hooghe,  &  Micheletti,  2005).  Political  consumption  is  defined  by 
 Micheletti, Follesdal and Stolle (2003) as “consumer choice of producers and products based on political or 
 ethical  considerations,  or  both”  (in:  Stolle,  Hooghe,  &  Micheletti,  2005,  p.  246).  Similarly,  Jacobsen  and 
 Dulsrud (2007) argue that political consumptions entails consuming politically, by using purchasing power to 
 either  buycott  or  boycott  products,  with the  purpose  of  changing  institutional  or  market  practices.  Thus, 
 consumption  has  been  argued  to  have  been  politicized.  Jacobsen  and  Dulsrud  (2007)  even  ascribe  these 
 individual acts of political participation, with the possibility of transcending into political movements, which 
 may  ultimately  challenge  economic  and  political  power.  Opposing  this  claimed  ability  of  political 
 consumerism to  bring  about  social  and  political  change,  is  Stolle  et  al.,  (2005)  who’s  research  indicate 
 limitations in the ability of  political consumerism to install change on these types of issues.  Although the 
 authors  still  contend  that  political  consumerism  is  a  form  of  political  participation,  they  suggest  that  the 
 effectiveness of such political participation should place it as an addition to traditional political participation, 
 and not as a replacement (Stole et al., 2005). 


These  two  parallel,  historical  developments,  of  alternative  ways  of  political  participation,  are 
 considered crucial predecessors to a more recent form of political participation, namely corporate activism.  


2.2 Corporate Activism 


Corporations today, increasingly take a stance on political issues of common concern for society, and act as 
 politicized entities through the participation in the political debate (Morsing & Vestergaard, Forthcoming; 


Böhm et al., 2018; Baur & Wettstein, 2016). Businesses, particularly in America, have gone from favouring a 
neutral position when it comes to social and environmental issues and concerns raised by society, to now 
increasingly  taking  a  public  stance  on  such  issues  in  mass-  and  social  media  (Morsing  &  Vestergaard, 



(13)Forthcoming; Livonen, 2018;). The emergence of this empirical phenomenon in recent years, has begun to 
 catch scholarly attention. Being a relatively new and emergent field of research, few studies exist. Scholars 
 have termed the phenomenon Corporate Activism (Böhm et al., 2018), Corporate Political Activism (Morsing 


& Vestergaard, Forthcoming), and Corporate Political Advocacy (Baur & Wettstein, 2016). The present study 
 will  treat  these  terms  as  one  concept,  and  refer  to  it  collectively  as corporate  activism.  As  an  emerging 
 phenomenon, research within the field remains limited, and much of the existing literature focuses on the 
 type of corporate activism called CEO activism (Voegtlin, Crane, & Noval, 2019; Hambrick & Wowak, 2019; 


Livonen, 2018). Other  research perspectives on corporate activism has looked at consumer perception of 
 corporate activism (Corcoran, Devasagayam & Newman, 2016), corporate activism as a force to influence the 
 regulatory agenda (Corvellec & Stål, 2019), corporate activism enabled by social media (Wilcox, 2019), tactics 
 employed by corporate activists (Aronczyk, 2016), and employees as change agents/corporate activists (Davis 


& White, 2015). 


2.2.1 Conceptualization 


Scholars have discussed the concept of corporate activism in connection to the umbrella term of CSR and to 
 Corporate Political Activity (CPA) as it shares different traits with both practices. Corporate activism and CPA, 
 including lobbying, share the same ultimate purpose in the sense that both practices seek to influence politics 
 (Livonen, 2018). CPA is typically concerned with influencing politics, with the goal of creating an advantage 
 for business practices, irrespective of public interest and sometimes even contrariwise (Livonen, 2018; Baur 


& Wettstein, 2016). Hence, the driver for CPA practices is often the economic self-interest of the firm (Baur 


& Wettstein, 2016). By contrast, corporate activism has been found to most commonly seek to influence 
politics, which does not relate to the core business practice of the firm (Livonen, 2018). Additionally, another 
important  characteristic  separating  the  concepts,  is  that  while  CPA  practices  (e.g.  lobbying)  usually  are 
hidden  from  the  public,  corporate  activism  occurs  publicly  and  often  through  mass-  and  social  media 
(Wettstein & Baur, 2016). Likewise, although CSR has come to encompass many different practices, it most 



(14)often  has  an  internal  focus,  looking  at  how  businesses  can  contribute  positively  to  society  through  its 
 operations (Livonen, 2018; Baur & Wettstein, 2016). Thus, whereas CPA and CSR are often understood as 
 driven by external forces (legislative environment, stakeholders and society at large), but with an internal 
 focus e.g. a firm’s CSR activities, corporate activism has an external focus (Livonen, 2018). Another factor, 
 separating CSR and corporate activism, is the issues in focus (Livonen, 2018). Whereas CSR activities often 
 concern more widely socially accepted behaviours, corporate activism is conceptualized by Livonen (2018) 
 as  being  mostly  concerned  with  more  contentious  topics,  which  hold  many  different  positions  among 
 different  societal  actors.  This  means  that  contrary  to  the  legitimation  seeking  nature  of  CSR,  companies 
 practicing corporate activism “[...] may be willing even to override this legitimacy requirement and promote 
 specific ideal causes without their prior legitimization in broad stakeholder deliberations” (Wettstein & Baur, 
 2016, p. 205). Additionally, to distinguishing corporate activism from ‘classical lobbying’, Baur and Wettstein 
 (2016) further distinguish corporate activism from practices of philanthropy and cause-related marketing. 


The authors contend that philanthropy lacks the ‘voicing’ component of corporate activism, whereas cause-
 related marketing differs from corporate activism in that the support of a cause is inherently linked to and 
 depending on selling a product (Baur & Wettstein, 2016). They further argue that in order for something to 
 be termed corporate activism, it must move beyond the economic interest of the firm (Baur & Wettstein, 
 2016). 


Morsing and Vestergaard (Forthcoming) propose an understanding of corporate activism as “[...] a 
 form of activism that aims at influencing some political, industrial, commercial or cultural agenda” (p. 2). In 
 similar terms, Corvellec & Stål (2019) suggest that corporate activism becomes a means for corporations to 


“actively  shape  their  institutional  environment  by  influencing,  for  example,  the  nature  of  competition, 
existing legislation, or social standards” (p. 29). Another definition is proposed by Wettstein and Baur (2016) 
who suggest that corporate activism can be defined as “[...] voicing or showing explicit and public support 
for certain individuals, groups, or ideals and values with the aim of convincing and persuading others to do 
the same” (p. 200). 



(15)The authors further specify that it is a type of political involvement, which is disconnected from the 
 core  business,  meaning  that  “[...]  the  company  understands  those  values  and  ideals  as  worth  promoting 
 independently of what its business is and it would do so even if it was engaged in an entirely different sector” 


(Wettstein  &  Baur,  2016,  p.  200).  In  its  conceptual  purity,  the  authors  suggest  that  the  driver  behind 
 corporate activism is “[...] the vision and the core values that define the role that the company aspires to 
 assume within the broader society.” (Wettstein & Baur, 2016, p. 203). This view is supported by Mckean and 
 King  (2019),  who  claim  that corporate  activism  poses  as  an  opportunity  for  corporations  to  publicly 
 demonstrate their values.  


Scholars  claim  that  what  additionally  sets  corporate  activism  apart  from  other  types  of  political 
 engagement, is that it occurs outside the formal political systems (Wettstein & Baur, 2016; Baur & Wettstein, 
 2016). Building on this observation, is Corvellec and Stål (2019) who further expand the concept by contesting 
 that corporate activism “[...] is an activism that takes place in social arenas such as the media and gallerias 
 instead of political parties and parliamentary institutions” (Corvellec & Stål, 2019, p. 29). 


2.2.2 Towards a political corporation 


The responsibilities of businesses, state and civil society were previously clearly defined, and each actor had 
 a specific role to pursue within society (Van Marrewijk, 2003). Civil society was formerly the sole responsible 
 of  shaping  society  via  collective  action  and  participation,  the  state  the  only  responsible  for  creating 
 legislation,  and  businesses’  primary  responsibility  was  traditionally  limited  to  creating  wealth  (Van 
 Marrewijk,  2003).  However,  as  complexities  have  grown,  scholars  have  claimed  the  three  entities  have 
 become mutually dependent (e.g. Van Marrewijk, 2003). This means that the lines between businesses and 
 civil society actors are gradually blurring, as the corporate world has entered the political realm of society 
 (Böhm et al., 2018; Van Marrewijk, 2003). Recently, with the emergence of corporate activism, businesses 
 are taking on a role as change agents to the social and environmentally pressing issues of society (Corvellec 


& Stål, 2019; Wilcox, 2019). The political role of the corporation has, so far, been given much attention by 



(16)scholars. This is partly due to the territorial limitations of national law and weak enforcement mechanisms 
 under the new conditions of globalization (Buhmann, 2016; Scherer & Palazzo, 2011). Political CSR has been 
 proposed as an “extended model of governance with business firms contributing to global regulation and 
 providing public goods” (Scherer & Palazzo, 2011, p. 901), where the nation state is unable or ceases to do 
 so (Scherer & Palazzo, 2016, 2011; Matten & Crane, 2005).  


When  taking  a  public  political  stance,  corporations  run  the  risk  of  disagreeing  with someone. 


According to scholars, this someone will inevitably include some of the corporation's customers and other 
 stakeholders (Korschun & Smith, 2018; Wettstein & Baur, 2016). In an increasingly politically polarized world, 
 scholars have sought to explain, why these corporations are willing to run the risk of alienating customers 
 and other stakeholders (Korschun & Smith, 2018). One possible reason is the rising demand from society and 
 internal stakeholders for corporations to take a stance and promote positive change in society (Wilcox, 2019; 


Böhm et al., 2018; Davis & White, 2015). Scholars have suggested that inside the organization, corporate 
activism is driven by especially the younger generations in management positions, as well as value-driven 
CEOs  who  use  their  personal  values  to  guide  corporate  political  action  (Böhm  et  al.,  2018;  Real  Leaders, 
2018). Additionally, the term Social Intrapreneurs has been introduced by Davis and White (2015), to describe 
employees who “(...) lead change within their own organizations by aligning their social or environmental 
cause with the company’s core business objectives” (p. 4). Furthermore, during the last 25 years, there has 
been a rise in activism campaigns made by civil society actors, which target and question business practices 
of corporations (Aronczyk, 2016). Traditionally seen as the state’s responsibility, societal actors have begun 
to turn to corporations with “naming and shaming” campaigns aimed at forcing businesses to adopt more 
responsible practices (Aronczyk, 2016). Moreover, a rising consumer consciousness and demand for socially 
responsible and value-driven companies, has also been suggested to drive the demand for corporate activism 
(Real Leaders, 2018; Aronczyk, 2016; Corcoran et al., 2016). In similar terms, Corcoran et al. (2016) contend 
that “Consumers not only want corporations to act responsibly but they also want them to be sincere in their 
efforts.”  (p.  53).  Thus,  besides  the  goal  of  influencing  the  political  agenda  and  supporting  social  change, 



(17)corporations  have  been  found  to  engage  in  corporate  activism  as  a  means  to  respond  to  the  increasing 
 expectations  from  society  and  their  stakeholders  (Corvellec  &  Stål,  2019;  Aronczyk,  2016).  However, 
 Wettstein  and Baur  (2016)  suggest  “[...]  the  alienation  of  certain  stakeholders  based  on  the  values  of 
 corporations  is  nothing  new,  but  has  always  been  a  part  of  business.”  (p.  208).  As  such,  Wettstein  and 
 Baur (2016) argue that mission statements have been a common guiding part of business practices for long, 
 and that these statements are not value-neutral. Expressing a particular mission means endorsing a specific 
 value set. Thereby the risk of alienating stakeholders by adopting and promoting specific values, have been 
 argued by the scholars to not be anything completely new to corporations (Wettstein & Baur, 2016). 


2.2.3 Corporate activism and mobilization 


The literature on corporate activism further comments on how corporations actively adopt behaviours and 
 characteristics of traditional activists when engaging in corporate activism. Some interesting perspectives are 
 offered by Aronczyk (2016) who has looked into the tactics used by corporations who have adopted activism 
 as a business practice. In her study, she proposes that corporations, social movements, and NGOs all use the 
 same  toolkit  in  their  activism  efforts,  and  that  corporations  “[...]  employ  classic  protest  tactics  such  as 
 boycotts and public demonstrations as part of their quest for visibility and legitimacy.” (Aronczyk, 2016, p. 


3). However, Aronczyk (2016) suggests that, now that corporations use the same tactics as social movements 
and NGOs, the lines between these actors are increasingly blurring. Furthermore, she argues that corporate 
activism is dominated not by the quest for social change and political action, but rather a quest for visibility, 
legitimacy and ultimately self-promotion (Aronczyk, 2016). “Such a self-interested approach has the strong 
potential to create a culture of apathy and scepticism toward these organizations. More problematic still, it 
privileges mediation over action; it becomes more important to represent the action taken than to pursue 
the action itself“ (Aronczyk, 2016, p. 15). The consequence hereof, Aronczyk (2016) proposes, is that the use 
of such tactics in the name of capitalism may deprive the authenticity and sincerity of these concepts, when 
used by societal actors.



(18)2.2.4 CEO activism 


Most research, within the field of corporate activism, has focused on the type of corporate activism termed 
 CEO activism (Voegtlin et al., 2019; Hambrick & Wowak, 2019; Livonen, 2018; Böhm et al. 2018). CEO activism 
 is defined by Hambrick and Wowak (2019) as “a business leader’s personal and public expression of a stance 
 on some matter of current social or political debate, with the primary aims of visibly weighing in on the issue 
 and influencing opinions in the espoused direction.” (in: Voegtlin et al., 2019, p. 2). Based on this definition, 
 CEO activism is understood as a phenomenon that takes its offset in a CEO’s personal values, but which is 
 then counterbalanced against the expected support from the firm’s stakeholders (Hambrick & Wowak, 2019). 


As two closely related concepts, CEO activism, like corporate activism, proposedly focuses on social issues, 
 which are not related to the core business of the firm (Chatterji & Toffel, 2017).   


In their research, Chatterji and Toffel (2017) has explored the extent to which the phenomenon of 
 CEO activism influences and shapes customer attitudes and public opinion. What the authors found, was that 
 CEO activism does in fact “[...] shape public opinion by framing the public discourse and suggest that they 
 can do so as effectively as statements by politicians or unattributed remarks.” (Chatterji & Toffel 2017, p. 4). 


This influence is also to a large extent enabled by the fact that mass media widely report such political CEO 
 statements, and thus the reach and influence of these is increased (Livonen, 2018; Chatterji & Toffel, 2017). 


Livonen  (2018)  expands  the  understanding  of  CEO  activism  as  a  new  phenomenon  by  looking  at 
 which tactics and actions the CEOs use. Livonen (2018) conceptualizes these politically active CEOs as “[...] 


periodic social movement (SM) participants who use a wide variety of tactics, also disruptive ones, usually 
associated with traditional social movement actors.” (p. 2).  Thus, it is suggested that the CEOs practicing CEO 
activism, use a variety of activist tactics already used and tested by social movement actors, in order to reach 
the goal of installing positive change in society (Livonen, 2018). She further argues that when CEOs take on 
the  role  as  change  agents  throughout  the  public  political  engagement,  they  usually  enter  an  already 
established issue field inhabited by social movements (Livonen, 2018, p. 6). 



(19)2.3 The interdisciplinary nature of corporate activism 


In the above section, we have introduced the existing literature on corporate activism, and in the following, 
 we will highlight the other fields of research, which the literature on corporate activism has been shown to 
 draw upon. In the literature, the political role of the corporation is regarded as a fundamental premise for 
 corporate activism. Therefore, it is found relevant to highlight the key thoughts and concepts, from within 
 the literature, of the political corporation, which proves relevant to our topic. The literature on corporate 
 activism has stated that the phenomenon of corporate activism unfolds through communication on mass- 
 and social media (that functions as a political arena). Given that the  interest field of our research unfolds 
 within the realm of social media, we find it relevant to highlight the concepts and ideas within this field, 
 which  can  be  seen  in  relation  to  the  topic  of  our  research.  The  literature  on  corporate  activism  further 
 proposes that corporate activism may be conceptually understood as a form of activism, as well as it has 
 been  suggested  that  corporate  activism,  in  practice,  adopts  the  same  toolkit  as  traditional  activists. 


Therefore, we find it relevant to present concepts from within the field of activism. Corporate activism thus, 
 contains elements from the fields of social media, political participation and activism. Therefore, relevant 
 concepts and theories from within all of these fields will be presented in the subsequent sections.


2.4 The Political Corporation 


Beyond the widespread understanding of CSR merely as a form of compliance with, or integration of, societal 
 expectations, is the belief that corporations are increasingly pursuing a political approach to CSR (Scherer & 


Palazzo, 2011; Garriga & Melé, 2004). Similarly, the political nature of the corporation and way of engaging 
in corporate social responsibility, is a fundamental premise for corporate activism. Consequently, the mind-
set of political CSR is found to be a fundamental and overarching frame for the concept of corporate activism, 
as these two concepts share the same logic. The following literature review, will draw together academic 
research on the topic of political CSR as well closely related concepts.



(20)The political role of the corporation has been widely researched in recent years, and scholars suggest 
 that the increasingly political role of the corporation, should be seen in the light of globalization, and the 
 increasingly transnational character of corporations and the increase of power, which has followed (Scherer, 
 Rasche,  Palazzo,  &  Spicer,  2016;  Scherer  &  Palazzo,  2011;  Scherer  &  Palazzo,  2007;  Scherer  et  al.,  2006; 


Matten & Crane, 2005; Matten, Crane, & Chapple, 2003). Scherer & Palazzo (2007) suggest that corporations 
 have obtained an increasingly powerful role in society, yet their power is not found to be based solely on the 
 vast  amount  of  resources  they  possess,  or  their  ability  to  simply  allocate  these  resources  to  the  most 
 profitable locations around the world. Rather, scholars have accredited the power of corporations to their 
 increasing political impact (Scherer & Palazzo, 2007; Scherer et al., 2006; Matten et al., 2003). According to 
 Scherer and Palazzo (2008) “political solutions for societal challenges are no longer limited to the political 
 system but have become embedded in decentralized processes that include non-state actors such as NGOs 
 and corporations” (p. 20).   As a result,  researchers suggest to think of corporations as more than merely 
 economic actors, and that rather, corporations should indeed also be regarded as political actors (Scherer & 


Palazzo, 2008; Scherer & Palazzo, 2007; Scherer, Palazzo, & Baumann, 2006; Matten et al., 2003). 


As  formerly  noted,  globalization  has  been  argued  by  scholars  to  present  a  determining  factor,  in 
 explaining the significant shifts in the relationship between society and business (e.g. Garriga & Melé, 2004). 


This view, is supported by Barber (2000) who contends: "We have managed to globalize markets in goods, 
labor,  currencies  and  information,  without  globalizing  the  civic  and  democratic  institutions  that  have 
historically  comprised  the  free  market's  indispensable  context"  (p.   275).  On  the  backbone  of  these  new 
governance structures, the lack of global regulations, and the politicization of the corporation, scholars have 
proposed a paradigm shift in CSR towards political CSR (Scherer & Palazzo, 2008). In recent research, the 
phenomenon of political CSR (PCSR) is defined by Scherer, Rasche, Palazzo, & Spicer (2016), as “responsible 
business activities that turn corporations into providers of public goods in cases where public authorities are 
unable or unwilling to fulfil this role” (p. 4). According to Rasche et al. (2017), this definition emphasises that 



(21)when entering the political sphere, corporations become involved in the regulatory practices of social and 
 environmental problems. 


Political CSR, following Scherer et al., (2016) conceptual understanding, is primarily focused on the 
 relationship between the state and the corporation. Although corporate activism has been found to seek to 
 influence  and  contribute  to  the  political  agenda  and  the  regulatory  environment,  it  is  a  practice,  which, 
 contrary to political CSR, focuses on the relationship between the corporation and citizens. However, one 
 approach  to  political  CSR,  which  looks  at  this  relationship,  is  the  closely  related  theory  of  corporate 
 citizenship (Rasche et al., 2017; Scherer & Palazzo, 2011; Matten & Crane, 2005; Garriga & Melé, 2004). By 
 introducing the theory of corporate citizenship, a closer understanding of the premises of the relationship 
 between the corporation and the individual citizen is brought forward. Thus, the notion of political CSR and 
 the notion of corporate citizenship, represents two different levels of political CSR. 


2.4.1 Corporate citizenship 


In recent times, the theory of corporate citizenship has been developed particularly by Matten et al., (2003) 
and Matten and Crane (2005). They reflect deeply on the notion of ‘citizenship’ arguing that barely any other 
scholars  on  the  subject,  consider  citizenship  beyond  the  idea  that  it  implies  membership  in  a  political 
community, normally bound to national territory. The notion of corporate citizenship is conceptualized by 
the authors as a political understanding of CSR in which corporations are viewed as citizens and are expected 
to use their growing power responsibly (Matten & Crane, 2005; Matten et al., 2003). Within the liberal view 
of citizenship, the state is considered a pivotal actor, as it is the duty of the state to uphold and protect civil 
rights, protect social rights by providing the appropriate welfare, and finally constitute the main arenas, in 
which citizens can exercise their political rights (Scherer et al., 2006; Matten & Crane, 2005; Matten et al., 
2003; Hettne, 2000). Yet, as already proposed, research has found that due to the process of globalization, 
and the accordingly increased power of corporations, the nation state is no longer the only guarantor of 
citizen’s rights (e.g. Matten et al., 2003). Wood & Lodgson (2002) have added that although it principally 



(22)should be the role of the nation state to protect citizens’ rights, in many countries globally, the state has been 
 failing to fulfil this role. The authors further remark: “[...] economic forces of global capitalism have proven 
 to be far stronger than the political muscle of any nation-state, and the right of the world’s citizens have 
 sometimes been trampled in the rush of opportunist behaviours” (p. 168). Matten and Crane (2005) propose 
 that corporations engage with citizenship under particular circumstances in which traditional actors of the 
 state fail to “be the "counterpart" of citizenship” (p. 171). The authors note that under such circumstances, 
 corporations are then expected to ‘take over’, and it is in such instances that corporations enter the arena of 
 citizenship  and  legitimize  the  term  corporate  citizenship.  Matten  and  Crane  (2005),  further  suggest  that 
 corporations,  then,  should  be  regarded  "legal  entities with  rights  and  duties,  in  effect,  'citizens'  of  states 
 within which they operate" (p. 169). Following this, researchers argued that some corporations have now 
 begun to assume a state-like role (Scherer & Palazzo, 2011; Matten & Crane, 2005; Matten et al., 2003; Wood 


& Lodgson, 2002). 


Matten  and Crane  (2005)  define  corporate  citizenship  as  “[..]  the  role  of  the  corporation  in 
 administering  citizenship  rights  for  individuals”  (Matten  &  Crane,  2005,  p.  173).  Scholars  have  further 
 adopted  the  categorization  of  corporate  citizenship,  proposed  by  Marshall  (1965).  He  contends  that  the 
 notion holds three elements of entitlement, i.e. civil rights, social rights and political rights (Scherer et al., 
 2006; Matten & Crane, 2005; Matten et al., 2003; Marshall, 1965). Social rights are understood by scholars 
 as the right to education, healthcare and other forms of welfare (Scherer et al., 2006; Matten & Crane, 2005; 


Matten et al., 2003; Marshall, 1965). Civil rights refer to those rights that enable “[...] freedom from abuses 
 and interference by third parties (most notably governments) [...]” (Matten & Crane, 2005, p. 170). Finally, 
 political rights are understood by Scherer et al., (2006) as “[...] the right of the citizen to take part in the 
 processes that determine public rules and issues of public concern.” (p. 505). 


As pointed out by Matten and Crane (2005), a corporation is not entitled to social or political rights, 
and thus, it is challenging to accept the notion of corporate citizenship. Yet, since the term is still considered 
relevant, it is due to the loosened definition of citizenship that argues “corporations enter the picture not 



(23)because they have an entitlement to certain rights [...], but, rather, as powerful public actors which have a 
 responsibility to respect those “real” citizen’s rights in society” (Matten et al., 2003, p. 115). Similarly, Wood 


& Lodgson (2002) claim that it is not only businesses’ responsibility to respect these human rights, they also 
 have  a  moral  duty,  to  actively  participate  in creating,  and  furthering,  the  conditions  under  which  human 
 rights can be attained. The human rights perspective, which the notion of corporate citizenship brings about, 
 is strongly related to that of corporate activism in that it involves businesses taking a broad responsibility for, 
 and engagement in, securing universal rights for citizens. Furthermore, the theory of corporate citizenship 
 highlights the relationship between the corporation and the citizen, which is a central aspect of corporate 
 activism. Although the two concepts are related, there is no literature from within this field of research which 
 grasps corporate activism as a whole. 


2.5 Social Media as forums for political debate and mobilization


It has been suggested in the literature of corporate activism, that the phenomenon of corporate activism 
 takes  place  outside  formal  political  institutions,  such  as  social  media  (Corvellec  &  Stål,  2019;  Baur  & 


Wettstein,  2016).  Furthermore,  since  the  mobilizing  effect  and  ability  of  social  media  is  considered  a 
 determining factor of activism, the concept of mobilization through social media proves relevant for the topic 
 of corporate activism. 


Scholars have demonstrated social media’s ability to facilitate new arenas for political participation 
 and political communication that reaches far beyond national territory (Enjolras, Johnsen & Wollebæk, 2012; 


Valenzuela,  Kim,  &  Gil  de  Zúñiga,  2012;  Dahlgren,  2005).  These  platforms  have  enabled  individuals, 
 corporations  and  civil  society  actors  worldwide,  to  engage  in  political  activities  (Valenzuela  et  al.,  2012). 


Scholars  have  looked  at  the  effects  of  these  digital  networks  in  a  context  of  political  participation.  Here, 
Dahlgren (2005) has argued that, from a traditional understanding of the role of the media in the formal 
political system, the internet has not had much influence on the political participation of citizens. However, 
looking at politics from a more informal perspective, scholars have found that the political participation on 



(24)these platforms, can be seen as a shift towards a more informal form of political participation (e.g. Dahlgren, 
 2005). Despite its informal character, researchers have regarded this a new form of political participation, as 
 it  consists  of  behaviours,  seeking  to  influence  government  action  and  legislation  (Gil  de  Zúñiga,  Jung,  & 


Valenzuela, 2012; Dahlgren, 2005). What has been found, is that the internet, and social media in particular, 
 has fuelled a massive growth in the amount of engagement and participation in informal politics (Loader & 


Mercea, 2011; Bennett, 2003a; Dahlgren, 2005). 


Research on the technical artefacts of social media has provided several relevant insights to help us 
 understand the premises for this type of political communication and participation. In their research, Pfeffer, 
 Zorbach and Carley (2014) argue that the communication on these platforms are often limited by character 
 limits, and that the communicative responses and opinions are made into binary choices, as they are often 
 based on i.e., ‘like’ or ‘dislike’. This view is supported by Lupia and Sin (2003)  who likewise highlight that 
 these digital platforms make collective efforts into a product of binary choice i.e., ‘retweet’ or ‘sign petition’. 


The tendency of participating in low-cost activities without any real action behind it, has also been termed 


“slacktivism” (Shriky, 2011). Scholars have further criticized the digital platforms for isolation and the lack of 
 diversity. This view is presented by Pfeffer et al. (2014) who found that the factor of speed and algorithms of 
 these platforms, may result in a temporal dominance of one topic. As a consequence, these platforms have 
 been argued to fall short of promoting the civic ideal (e.g. Dahlgren, 2005). 


2.5.1. Mobilization through social media 


Scholars  contend  that  social  media  has  considerably  lowered  the  cost  of  organization  and  information 
 gathering and distribution, and thereby the cost of participating in political activities (Davis & White, 2015; 


Enjolras  et  al.,  2012;  Boyd,  2010;  Lupia  &  Sin,  2003).  Research  has  further  suggested  that  social  media 
networks supplement existing political participatory options, as these platforms have been found to attract 
groups of individuals, who have otherwise not been participating actively in the political debate (Whelan et 
al., 2013; Valenzuela et al., 2012; Enjolras et al., 2012; Correa & Jeong, 2011; Lupia & Sin, 2003). The technical 



(25)architecture of social media, combined with the reduction of cost associated with participating in politics, 
 have been argued to make social media networks idle channels for mass mobilization (Enjolras et al., 2012). 


Research  on  the  mobilizing  effect  of  social  media  has  found  that  new  communication  technologies,  and 
 especially the rise of social media, have been major factors, in the ability for activists to mobilize mass support 
 for causes across borders, and install pressure for social change (Davis & White, 2015; Enjolras et al., 2012). 


In similar terms, social media has been found to be a powerful communication tool for activists, as it bridges 
 the  local  and  global,  by  enabling  activists  to  spread  a  local  cause  across  the  networks,  and  create  global 
 effects (Enjolras et al., 2012). Social media has been found to enable not only online mobilization for a cause, 
 but also the mobilization of offline demonstrations (Enjolras et al., 2012). Moreover, scholars have found 
 that social media  networks play  an important role for corporations, when mobilizing  support for a cause 
 (Davis & White, 2015). Supporting this view is Bennett and Segerberg (2012), who, in their research, argue 
 that organizations can obtain a broader public engagement for a cause when using social media and focusing 
 on easily personable action themes. Furthermore, the authors suggest that we have witnessed a move from 
 collective action to what the authors term connective action (Bennett & Segerberg, 2012). Connective action 
 networks, the authors suggest, are enabled by technology and digital media that works as an organizing agent 
 for creating large scale fluid networks (Bennett and Segerberg, 2012).


2.6 Activism, social movements and the pursuit of institutional change 


The literature on corporate activism, has suggested that corporate activism, including CEO activism, adopts 
 some of the same tactics as social movements and activists (Livonen, 2018). Hence, the academic literature 
 on activism is often intertwined with the fields of social movements theory and institutional change theory, 
 and thus, literature from within these overlapping fields will be drawn upon in the following. 


In the activism literature, it has been widely recognized that, as the responsibility of addressing 
social and environmental issues increasingly lies on corporations and other private institutions, rather than 
states, pressure from activist groups has also become all the more prevalent (Den Hond & De Bakker, 2007; 



(26)Matten & Crane, 2005). Hence, as corporations’ activities become matter of public debate, scholars argue 
 that activist groups can stand at the  forefront as legitimate, and often successful, claimants on behalf of 
 society, in addressing issues of interest to the general public (Spar & La Mure, 2003; Knight & Greenberg, 
 2002). Scholars argue that activist groups may emerge from the need for organization and coordination (Den 
 Hond & De Bakker, 2007) and that, on a continuum of extremes, activist groups may be created either by 
 people coming together into loosely organized networks, or, depending on their ability to mobilize, by people 
 creating formal social movement organizations (McCarthy & Zald, 1977). Simultaneously, it is recognized in 
 the literature that the rise of the internet serves as an important enabler of global activism, in the sense that 
 it  further  strengthens  the  ability  of  activists,  to  coordinate  communication  and  action  transnationally 
 (Bennet, 2003b). Corning and Myers (2002), understand activist behaviour as “[...] an individual’s developed, 
 relatively stable, yet changeable orientation to engage in various collective, social-political, problem-solving 
 behaviors  spanning  a  range  from  low-risk,  passive,  and  institutionalized  acts  to  high-risk,  active,  and 
 unconventional behaviors.” (p. 704). 


The majority of literature within the field of activism further draws on social movement literature. 


For instance, Den Hond and De Bakker (2007) define activist groups as “stakeholder groups that represent a 
 social movement or that claim to do so”, and as such they directly link the fields of social movements and 
 activism. Social movement activity is recognized in the literature, as becoming an ever-present and routinized 
 form  for  expressing  public  concerns,  and  theories  and  definitions  on  social  movements  have  been  well-
 articulated (e.g. Goodwin & Jasper 2014; Goodwin & Jasper, 1999; Meyer & Tarrow 1998; McAdam & Snow 
 1997). Despite various definitions, there seems to be an agreement in the literature upon a set of dimensions 
 that are incorporated in social movement definitions, i.e. collective or joint action; change-oriented goals or 
 claims; some extra- or non-institutional collective action; some degree of organization; and some degree of 
 temporal  continuity  (e.g.  Snow,  Soule  &  Kriesi,  2008).  Snow  et  al.  (2008)  define  social  movements  as: 


“collectivities  acting  with  some  degree  of  organization  and  continuity  outside  of  institutional  or 
organizational  channels  for  the  purpose  of  challenging  or  defending  extant  authority,  whether  it  is 



(27)institutionally or culturally based, in the group, organization, society, culture, or world order of which they 
 are a part” (p. 11). The scholars further argue that “social movements are one of the principal social forms 
 through which collectivities give voice to their grievances and concerns about the rights, welfare, and well-
 being of themselves and others” (Snow et al., 2004, p. 3). Additionally, they explain that social movements 
 may engage in various sorts of collective action, such as public protesting, in order to express their concerns 
 (Snow et al., 2004). The literature on social movements generally offers a tradition of research focusing on 
 how the public expresses collective grievances (e.g. Den Hond & De Bakker, 2007; Della Porta & Diani, 1999). 


Klandermans (2004), argue that people join social movements due to one of three interdependent motives, 
 namely, instrumentality, identity and ideology. The latter motive has further been recognized in the literature 
 as what may set activist groups apart. Hence, Clemens (1993), argue that within a social movement there 
 may be a number of activist groups, with differing arguments and tactics, implying that while they may have 
 similar reasons why they operate (Rowley & Moldoveanu, 2003), how they operate can differ significantly 
 (Den Hond & De Bakker, 2007). This further implies that while a social movement may have a shared identity, 
 it is suggested that activist groups are in fact defined and driven by their ideology, i.e. views and beliefs of 
 what is problematic, and may thus choose different influence tactics in support of their claims (Den Hond & 


De Bakker, 2007). 


2.6.1 Seeking institutional change


As indicated in the literature on both activism and social movements, an orientation towards change, is a 
central dimension of activism, and tactics are chosen depending on the objective of change. In this regard, 
scholars have argued that the objective of activism, is often not to change individual corporate practices, but 
rather, the core motivation of activist groups, is that of field level change (Lounsbury, Ventresca, & Hirsch, 
2003). Furthermore, the literature suggests that the ultimate objective is to achieve institutional change, in 
the form of either deinstitutionalization of current practices, i.e. the elaboration, decline or abandonment of 
an institution, or preferably, reinstitutionalization, i.e. one institution’s replacement by another preferred 



(28)institution (Jepperson, 1991). Den Hond and De Bakker (2007) incorporate literature on institutional change 
 (Greenwood, Suddaby, & Hinings, 2002; Tolbert & Zucker, 1996), to suggest possible routes through which 
 institutional change may be achieved at the field level. One is to work at the field level, through activities 
 such as lobbying towards state regulations, and another is to work at the organizational level by influencing 
 and convincing individual members to change their practices, with the aim of changing individual firms and 
 ultimately evoke field-level change. 


In obtaining either form of institutional change, scholars within the literature of activist groups and 
 ideology (Minkoff, 2001; Zald, 2000), suggest that activist groups may be distinguished as either radical or 
 reformative in their approach (Haines, 1984). As stated by Zald and McCarthy (1980), activist groups that 


“offer a more comprehensive version of the problem and more drastic change as a solution… are normally 
 called radical” (p. 11). Such groups perceive corporations as the problem. On the contrary, activist groups 
 may be considered moderate or reformative. While  still recognizing corporations as part of the problem, 
 reformative groups, however, also consider corporations as part of the solution in driving corporate social 
 change (Den Hond & De Bakker 2007).


2.6.2 Mobilization


Inherent in the literature on both activism and social movement theory, and central to the ability of achieving 
any form of change is the ability to mobilize support for a particular set of beliefs or a certain cause. This 
relates to what scholars refer to as the logic of numbers and the power of collectivists, in the sense that the 
actions of a large number of people showing mutual and collective support for a given cause (through for 
instance petitions or boycotts), are more likely to lead to change (Della Porta & Diani, 1999). Similarly, other 
scholars have argued that in order to induce any sort of change, and in order to mobilize support, it is a 
necessity to establish the sufficient awareness around a particular issue (Lawrence & Weber, 2008). Thus, 
the need to mobilize is linked to the need for activists to become more salient in order to be able to better 
impose pressure on an organization or institution (Lawrence & Weber, 2008). 



(29)While a lot of social movement theory considers mobilization a result of grievances and discontent 
 (e.g. Snow et al., 2004; Della Porta & Diani, 1999), other literature on social movement mobilization, suggests 
 that  resource  mobilization  is  an  alternative  interpretation  of  social  movements  (Jenkins,  1983).  In  this 
 alternative  view  on  mobilization,  originally  formulated  by  McCarthy  and  Zald  (1977),  the  availability  of 
 resources,  e.g.  organizing  facilities  and  relationship  to  the  media,  is  considered  a  major  determinant  of 
 mobilization. In modern literature, such organizing facilities may be understood as social media (cf. 2.5). 


2.6.3 Tactics (for change and mobilization)


Regardless  of  which  perspective,  one  applies  to  social  movement  mobilization,  mobilizing  support  is 
 considered  an  absolutely  crucial  and  inherent  element  of  achieving  change.  Therefore,  we  consider  it  is 
 relevant  to  assess  whether  the  frames  that  may  be  applied  by  social  movements,  are  oriented  towards 
 problems or solutions. 


In the literature, many frames for mobilization have been suggested (Benford & Snow, 2000; Snow 


& Benford, 1988; Goffman, 1974). Goffman (1974) defines frames as ‘schemata of interpretation’ enabling 
 individuals to make sense of occurrences within their life and in the world in general. This is supported by 
 other scholars who contend that social movements use collective action frames to condense aspects of the 


‘world out there’ (Benford & Snow, 2000). However, it is further suggested that action frames not only hold 
 an interpretive function, but that collective action frames are also intended to mobilize potential supporters, 
 and  to  demobilize  antagonists  (Snow  &  Benford,  1988).  Benford  and  Snow  (2000)  suggest  that  social 
 movements  may  use  three  core  framing  processes,  i.e.  "diagnostic  framing",  "prognostic  framing,"  and 


"motivational framing” in inspiring and legitimizing social movement organizations. In this regard, Gamson 
 (1992) contend that action frames are the potential outcome of negotiating shared meaning, so that they 
 are not just representative of individual attitudes and perceptions. 


In  the  literature,  another  suggestion  of  mobilizing  frames  is  presented  by  Furnari  (2017).  Furnari 
(2017) argues that for any given actor (also referred to as issue proponents), to be able to change existing 



(30)field structures, actors attempt to mobilize support for the actor’s view of the issues by “engaging in ‘issue 
 framing’ – that is, by crafting issue frames that make some aspects of an issue more salient to other field 
 actors in order to attract their support” (Furnari, 2017, p. 328). Building on the former two core framing tasks, 
 diagnostic and prognostic framing by Benford and Snow (2000), Furnari (2017) defines two basic ideal-types 
 of  issue  frames,  adversarial  and  collaborative,  that  vary  in  relation  to  their  diagnostic  and  prognostic 
 components, which again, affects the support that a social movement may mobilize. Finally, Furnari (2017) 
 argues that issue frames typically coexist in a field, all competing for mobilizing the same, scarce support 
 from other field actors, why “many issue frames will not succeed in mobilizing support in the field” (p. 328), 
 which is supported by Oliver and Marwell (1992), who suggest that this inherent challenge may even directly 
 affect what causes, activists to choose to seek mobilization for and what tactics they pursue in doing so. 


2.7 Sub-conclusion 


In the literature review presented above, we have been able to answer our first sub-question, namely how 
corporate  activism  is  conceptualized  in  the  literature  of  the  emergent  field.  The  presented  literature  on 
corporate  activism  has  distinguished  the  phenomenon  from  related  concepts  of  CSR,  CPA  (lobbying), 
philanthropy and cause-related marketing. Furthermore, we have illustrated that the literature offers various 
suggestions  on  what  may  be termed  corporate  activism.  Hence,  drawing  together the  conceptualizations 
from the field, leaves a broad conception of what defines corporate activism. Furthermore, we have assessed 
interdisciplinary fields of research, to highlight related concepts and ideas to corporate activism. Finally, the 
presented literature from the field of corporate activism has illustrated that there is a need to further explore 
this emerging phenomenon and that there is a current lack of empirically grounded research on the topic of 
corporate activism. 



(31)
3. Method 


3.1 Scientific paradigm


A  scientific  paradigm  contains  a  set  of  fundamental  principles,  which  control  a  given  field  of  research 
 (Nygaard, 2012). Each paradigm consists of a unique set of ontological, epistemological and methodological 
 beliefs (Nygaard, 2012). The ontology of a paradigm describes how reality is looked upon, and which things 
 are  believed  to  exist.  The  epistemology  of  a  paradigm  sheds  light  on  what  knowledge  is  and  what  is 
 considered to be obtainable knowledge (Nygaard, 2012). Finally, the methodology of a paradigm describes 
 how to conduct research and which methods to use (Nygaard, 2012). The choice of paradigm therefore plays 
 a determining role for the results of a research. The following sections, will present the scientific paradigm 
 of this study, and comment on the implications of the choice of paradigm for our research. 


We have chosen the social constructionism paradigm as our scientific standpoint for this study. This 
 scientific  paradigm  is  relevant  for  our  study,  given  that  our  research  field  lies  in  the  interconnected 
 relationship  between  organizations,  citizens  and  society  at  large  (Nygaard,  2012).  Adopting  this  scientific 
 viewpoint implies that we, as researchers believe that the reality in which we exist, is socially constructed 
 and does not exist without our construction hereof (Nygaard, 2012). It is believed that it is not possible to 
 obtain  knowledge  about  social  reality,  independently  from  the  individual’s  subjectivity  (Nygaard,  2012). 


Furthermore, within this paradigm, it is believed that all human knowledge is developed, transmitted and 
 maintained  through  social  interactions  (Nygaard,  2012).  Several  types  of  social  constructivism  exist,  and 
 these can be subdivided into four main categories (Collin, 2003 in: Nygaard, 2012). The main differentiator 
 between these four types of social constructivism, is whether the paradigm presumes that knowledge about 
 reality is a social construction, or presumes that reality in itself is a construction (Nygaard, 2012).


We have chosen to adapt the epistemological perspective on social constructivism, which implies, 
that  we  acknowledge  that  a  physical  reality  exists  independently  from  our  perception  of  it,  but  that  our 
knowledge about the physical reality is socially constructed. Thereby, this thesis acknowledges that corporate 
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