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Executive Summary 
 
Context and research objectives 
 

This  report was developed within the Erasmus+ project, Cooperate to Operate – bringing 
together youth organizations and Small or Medium Enterprises (SMEs) through corporate 
social responsibility (CoOp). The main goal of the research was to collect relevant 

information that can be used by the CoOp partners in developing meaningful tools for youth 

organizations interested in increasing and improving their collaboration with Small and 

Medium Enterprises from their community. 

         

This report is intended to summarize the existing literature on the subject of SMEs-NGOs 

cooperation and general CSR understanding in Norway, detail the results of our data 

collection from Norwegian SMEs and youth organisations, and compare the results of the 

existing literature with the conclusions of the survey and interviews we have conducted 

between November 2017 and June 2018. 

          

The study specifically attempted to identify the gap in the literature referring to the youth 

organizations and SMEs collaboration. Second, it aimed to understand if  and how the youth 

organizations interacted with SMEs from their community, and what kind of bad or good 

experiences they had in these collaborations or partnerships; what these organizations' 

needs are in regards to collaboration with the private sector; what kind of resources they 

need from SMEs; what type of SMEs will fit their profiles; and, finally, what type of projects 

they could propose to SMEs for future collaboration. Finally, the study also targeted SMEs, 

learning from them what CSR is for them and how they cooperate with the youth 

organizations. 

  

Methodology 
  

We have conducted a literature review looking at previous studies on youth work in Norway, 

CSR activities and business-NGO collaboration in Norway. This literature review helped us to 

develop conceptual framework of CSR in Norway and identify the informational gaps in 

regards to the collaboration between the Norwegian youth organizations and in general 

business sector. Moreover, we have interviewed two experts in the field of CSR to support 

mapping process and get a better understanding of the CSR and community involvement 

concept in Norway.  

  

Then, following the CoOp research design, we conducted a survey sent to more than 97 

youth organizations under Funksjonshemmede, Frivillighet Norge and LNU-Norwegian 

Youth and Children Council. 11 of the organizations answered to the survey, ensuring a 

11.3% response rate. The general objective of the survey was to understand how Norwegian 

non-profit organizations interact with small and medium enterprises (SMEs) from their 

community; and what is the prospect for the organizations to address their needs through 

collaboration with the businesses. 
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In the last step of the study, we have conducted interviews with 10 interviews of SMEs from 

Norway. The purpose of the face-to-face interactions with the owners or the employees of 

SMEs was to identify to what extent SMEs tend to follow a pattern or have a particular 

interest while cooperating and establishing partnerships with youth organizations or NGOs 

working with young people. Besides the aspects related to cooperation practices among 

SMEs and youth organizations, the qualitative research also tackled the question of 

motivation when it comes to SMEs’ involvement in community development. The research 

is intended to build on the issue of successful collaborations that were made possible with 

the support of the SMEs, altogether having a positive and significant social impact on youth 

and their communities. 

  

Main f indings 
  

The national desk research showed that there are a number of CSR related activities of 

Norwegian SMEs. Yet, there is a gap in literature in terms of SMEs’ involvement in the 

community or in supporting youth organizations. So, from desk research we could not get a 

clear answer to the following research questions we were seeking answers to: the number 

of SMEs which are involved in community projects and activities, the level of involvement, 

what types of youth organizations they support, the amount given, the motivation for giving, 

and any plans for the future in regards to their community involvement. Similarly, our 

literature review did not reveal any relevant study that specifically analyzed the youth 

organizations’ collaboration with the business sector or the SME. 

  

The main results of the survey showed that NGOs working with youth and youth 

organizations have different financial stability levels in the last years. 45% of them pointed a 

decrease in their income level, while 55% have increased their income. Also, referring to the 

income sources, we can conclude that the NGOs responding to our survey count mostly on 

local and national public funds, individual donors and membership incomes. The survey 

results also show that SMEs’ support is not a part of income resources model for majority of 

NGOs. 54% of the organizations have not received any funds from SMEs, while for those 

which received funds from SMEs, this income source represents on average less than 10% 

of their annual budgets. In terms of needs from the SMEs, 100% of the youth organizations 

need SMEs’ employees as volunteers and their spaces and offices; 73% - products and 

services SMEs could provide, and 64% - money, respectively SMEs’ networks of 

professionals and partners. 

 

When it comes to the types of the companies they would prefer to cooperate, all of the 

participating youth organizations prefer to work with companies that have a specific CSR 

strategy or philanthropic strategy and clear objectives for their community involvement. 

Additionally, the perfect partner-company description of the participants emphasizes on the 

profile of the companies and matching priorities. Yet, there is a common cautious approach 

to business cooperation. Lastly, marketing experts and executive directors, with an average 

of 3-5 years working experience, make the people from youth organization that are 
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responsible to develop and maintain the relations with companies, in cases where the 

organization is involved in any cooperation with SMEs. 

 

The main results of the interviews with the SMEs show the general understanding of CSR 

activities in Norway, in parallel with the CSR concept promoted by the official agenda, which 

includes sustainability goals and environmental objectives. As a part of the strong state-

funding to NGOs in Norway, SMEs are not seen at the center of the civil society funding. Yet, 

this does not stop them to involve in community projects through either their dedicated 

fundraising scheme or donations, at different level. Also, as a part of the strong volunteering 

culture in Norway, we observe many SME workers involved in volunteer works, in their free 

time - yet, this is not an area the majority of the companies see as a part of their community 

involvement strategy, as it is seen as more individual involvement. Then, we learned that the 

majority of SMEs we have interviewed do not have a matched community involvement 

pattern yet or a clear preference in terms of causes they choose. They tend to favor inclusive 

projects, in which children and young people are involved. Also sports, cultural and 

educational projects come first on their list. Only the medium size enterprises do have a CSR 

strategy, and none of the companies have a dedicated unit for CSR / community 

involvement. While in medium sized enterprises CSR activities are carried out as part of their 

marketing department, in smaller size enterprises - there is no clear or dedicated structure 

for these activities. When it comes to the urges for the SMEs to get involved in community 

projects, clear and doable objectives come first. Except for the companies which have 

dedicated community project funding schemes, the other SMEs interviewed do not 

necessarily measure the impact of their involvement in the community. 

 

For the complete results of the CoOp research in Norway, please read the following 

chapters, and for any questions you might have, we encourage you to contact directly 

Norsensus Mediaforum. 
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Literature Review 
Previous studies on Norwegian SMEs’ 
community involvement, Norwegian youth 
sector and the collaboration between SMEs 
and youth organizations 
 

Reports,  studies referring to the involvement in CSR 
activit ies of the Norwegian companies (SMEs, large or 
multinational companies) 
 

SMEs in Norway at a glance 
 

There were a total of 408,932 enterprises in Norway by January 1, 2018, out of which 

134,972 were firms having employees (Statistics Norway, 2018). The bulk of the employer 

firms were SMEs, employing between 1 and 249 employees and accounting for 99.8% of 

total firms with employees. Of the firms with employees, 79% had less than 10 employees, 

while less than one percent of enterprises had more than 250 employees.  

 

Considering SMEs definition as firms having less than 250 employees, virtually almost all 

Norwegian firms are classified as SMEs. 

 

The total turnover of these firms was 5,100,374 Million NOK (537,183 Million EUR). 

Wholesale and retail trade makes the biggest sector which Norwegian SMEs who have 

employees operate in. Construction and Professional, scientific and technical activities 

follow it and make the half of all SMEs.  

 

Number of enterprises (with employees) as of January, 2018, distribution according to the 

number of employees and their legal form of establishment. 
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Source: SSB (Statistics Norway) 

Number of employees in Norwegian enterprises - in newly-established enterprises and 

discontinued enterprises, by economic activity

 
Source: SSB (Statistics Norway) 

 

CSR in Norwegian enterprises 
 

In this part of our research, we have studied the literature review about CSR, youth work and 

civil society-business sector collaboration in Norway. Moreover, we have interviewed two 
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experts from business organizations, NHO and Oslo Chamber of Commerce to reveal the 

latest trends in the field. 

 

As a country with strong welfare tradition and peculiar volunteering values, Norway has 

significant division of responsibilities between public, voluntary and private sectors. These 

sectors are also characterized by various institutional logic and values, which are specific for 

Scandinavia area (Ditlev-Simonsen and Midttun 2011). In the intersection of a sector that 

manages values related to profit and another sector that manages solidarity and non-profit, 

a collaboration between the two raises some skepticism (Loga, 2016). That is the reason 

why there is not a large literature on specifically the focus of our study.  

 

However, we have decided to pick a number of few comprehensive studies on CSR, youth 

work and business community involvement that can help us to clarify the conceptual 

framework of our study. In this frame, the first report we have chosen is Ledelse av 
samfunnsansvar (Leadership and CSR) by Caroline D. Ditlev-Simonsen & Fred Wenstøp. The 

report, published in 2013, is based on four Norwegian companies from four different 

industries and it is part of a more comprehensive survey that was conducted between 

February and October 2008. The purpose of the study is to understand how company's 

activities within CSR should be managed, and what kind of leadership style is desired to 

achieve this. In the study, the researchers map employees' views on leadership style within 

CSR, what style and strategy are used to develop and lead the corporate social identity and 

activities. Then the study investigates what the employees know about CSR measures the 

company currently supports and how they want the company to prioritize social, 

environmental and art-related activities. Moreover, it looks at the employees' preferences 

regarding prioritization between local, national and international causes. The significance of 

the employees' age, position and sex are also discussed in detail. The research points out 

that we do not have a good overview of what today's companies support for ideal measures, 

but we have better information about what individuals support in social causes.  

 

According to the Institute for Social Research (ISF), the total donation market (individual 

donors and private companies support) is about 7 billion NOK, in 2010. There are 700,000 

employers and a market for sponsorship agreements amounting to 1.2 billion NOK, which 

has increased by 5% annually (Soria Moria, 2011). This shows that Norwegians, individual 

donors and companies, significantly contribute to supporting ideal purposes. According to 

a survey conducted by Deloitte for the Soria Moria Foundation (Deloitte, 2010), SOS 

Children's Villages, Plan Norway and Redd Barna had a total of 48% of all permanent donors 

& private sponsors in 2009. 

 

The study (Leadership and CSR, 2013) asked whether the respondents (companies’ 

employees) knew that their company was involved in activities for social good. This 

question was posed by three of the companies included in the study, which had provided 

financial support to nonprofit organizations. Accordingly, 28% (trade sector), 89% (service 

sector) and 62% (transport sector) of the respondents, from the three companies, were able 

to name a non-profit organization supported by their company (although the name was 

sometimes incorrect).  
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The survey then asked whether the employees would like the company to support local, 

national or international causes. Here, the preferences were quite clear. In the first place, 

local causes, then, national causes, and finally - other international causes. Women were 

significantly more interested than men for the company to give more support internationally. 

 

The survey also asked what kind of measures the employees want their employer to 

support, where the possible choices were social causes, environmental causes or art / 

culture. It was clearly stated that respondents want the company to support environmental 

causes. Secondly, social initiatives, and then, art and culture came last.  

 

The report Frivillighet og forretning: En kunnskapsoversikt om nye former for samspill 
mellom sivilsamfunn og marked (NGOs and business: A knowledge base overview of new 
forms of interaction between civil society and market) is an up-to date and comprehensive 

document prepared in 2016 by Senter for Forskning på Sivilsamfunn og Frivillig Sektor. In 

the frame of our research, this is one of the few available reference documents that 

specifically focus on NGO-business cooperation in the Norwegian context. 

 

This report highlights some of the key terms that have appeared up in interaction between 

the civil society and the private sector, and also discusses the implications of such forms of 

interaction. The report is based on various research projects conducted in connection with 

the Center for Research in Civil Society. Among these: a project for KS called “Social 

Entrepreneurs - Volunteering and Business Partnership for New Solutions” and a article 

“Social entrepreneurship in Norway: an introduction to the field”, by Eline Lorentzen Ingstad 

and Jill Loga (2016). The purpose of the report is to develop a conceptual explanation and 

discuss the research literature about social entrepreneurship, social  investment, 

philanthropy and corporate social responsibility. The report further highlights the contents 

of the concepts and provides an overview of research traditions that are attached to them in 

the Norwegian context.  

 

The researchers point out that the CSR term is mainly imported from countries that both 

have other welfare models and different traditions of civic involvement and voluntary 

organizations, than what characterizes a Nordic context. So, it explores to what extent these 

concepts and phenomena represent something really new in a Norwegian context; to what 

degree these concepts and phenomena can be extended in Norway; and the importance of 

these concepts for the development of the future Norwegian welfare society. The report 

basically states that the concepts introduce a new developmental feature that deals with the 

boundaries between public, private and voluntary sector, which become more complex and 

complex and enhance the development of new forms of interaction between the sectors. 

 

Through a discussion of key concepts that have been updated in recent years, the report 

highlights various forms of interaction between private and voluntary sectors, such as social 

entrepreneurship, social affairs, social investment, philanthropy and corporate social 

responsibility. Using a theory-based approach, the purpose has been to illuminate what 

these concepts include, as they are mainly imported from American and European research 

traditions, and relatively new in the Norwegian context. Yet, the authors note that the 

interaction between the public, private and voluntary sectors has existed in various forms in 
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social care sector, before the welfare state emerged, even though it varied throughout 

history, both in terms of the nature of the interaction and the degree of interaction.  

 

However, after the emergence of welfare model, the research in the field and focus has 

shifted to the interaction between the state and the non-profit organizations (Kuhnle, 1983; 

Nagel, 1991; Seip, 1991; Selle and Øymyr, 1995; Grønlie and Selle, 1998). In this context, the 

interaction between the voluntary sector and private sector is a less elucidated theme 

because of the same reason. The theme has to some extent been highlighted in historical 

research in the 19th and 20th centuries, when social work was more widely left to the 

private initiative. In recent civil society research, private contributions concern the 

registration of foundations, fundraising actions and gift giving for public purposes (Dugstad 

and Lorentzen, 2010; Sivesind, 2015). The report, aiming to illuminate this neglected 

interaction between private and voluntary sectors in Norwegian context, is a unique one. 

 

The report initially discusses the concepts of social entrepreneurship and civic activities. In 

order to clarify the meaning of these concepts, it is first described how these phenomena 

have grown in different national contexts. Here, particular emphasis is placed on 

socioeconomic conditions, the type of welfare model and the traditions of social 

participation and commitment. Furthermore, three different research approaches are 

emphasized on social entrepreneurship and civic activities, all of which are shaped by the 

context in which they are developed. Here, the report also looks at the boundaries between 

social affairs and other phenomena such as social enterprises, voluntary organizations and 

traditional business activities. 

 

The emergence of new forms of interaction between the voluntary and private sectors can 

be interpreted, according to the report, that the voluntary sector is subject to a 

commercialization process that potentially threatens to undermine the entire sector. This is 

a perspective that emphasizes different threats to civil society's autonomy and shows that 

civil society is still challenged by a strong state on the one hand, an erosion due to the 

increasing spread of neoliberalism on the other hand. Both in civil society research and 

among voluntary sector actors, this is a concern that has been observed since the 1980s 

(Liyan, 2016).  

 

This is also an observation shared by the experts we interviewed: “I think that traditionally 

there has been a kind of sharing of work. Business was supposed to concentrate on 

business and NGOs should protect human rights and maybe focus also on corruption and 

particularly corruption in companies. But the spread of neoliberal values at governmental 

level in Norway has challenged this clear border”, says one of the experts we interviewed. 

The concrete outcome of this political value change is shows itself with Norwegian 

authorities’ attempt to conversion process and reform of the welfare state (Soli Mori, 2013). 

Regarding the voluntary sector authorities want to strengthen the importance of the sector 

and stimulate its potential, and encourage the sector to be part of more interaction with 

both public and private sector. Again, new expectations for the voluntary sector are linked 

again to the emergence of so-called post-NPM reforms (New Public Management reforms) 

in the public sector as among other things. This leads to more so-called "co-production" or 

"co-creation" between sectors (Liyan, 2016). This can furthermore be linked to the stated 
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need for conversion and renewal of the Norwegian welfare state, among other things by 

creating increased involvement of non-public actors. 

 

The report also highlights New Public Governance (NPG) reform action (2013), a common 

name for a bunch of new reforms that seek to reduce fragmentation and lack of interaction 

between public, private and voluntary sectors. The NPG reforms largely concern 

coordination and encourage the development of new forms of interaction between sectors. 

Particularly important in the context of this report is how reforms raise the importance of civil 

society and how interaction with civil society, and the private sector carries new potential for 

innovation. NPG reforms thus bring in a new topicality and attention to civil society, and 

expectations that there is an untapped potential in terms of both economic value creation, 

innovation of new solutions, involvement and inclusion of citizens, interest and user 

involvement, and in contributions to service production of various forms of welfare. 

 

Both the report and the experts we interviewed additionally highlighted the increasing 

scope for new forms of philanthropy in Norway, and how Norwegians' skeptically viewing 

traditional philanthropy seems to be changing. The prosperity growth in Norway has led to 

various changes that have an impact on civil society, for example, that voluntary 

organization sector has increasingly turned to the cultural and leisure fields and away from 

the areas that were previously more central, such as social care, health and welfare services.   

 

The report "Social Entrepreneurs - Partnership for New Solutions" (Loga et al., 2016) 

describes, among other things, how social entrepreneurs participate in networks with both 

voluntary organizations and local businesses that contribute knowledge sharing, as their 

CSR role. This interaction can take place both through long-term and time-limited 

contributions. The community center in Stavanger is an example of a platform organization 

where non-profit organizations (such as the Red Cross and Kirkens Bymisjon) participate in 

interaction with social investors (such as TD Veen, Skagen Funds and Stavanger Venture) 

and local businesses. Such companies, often called partners, can contribute both through 

financial support and risk capital, such as guarantees and loans, or with their volunteer work 

provided by their employees in the company (they contribute, for example, by volunteering 

with the social entrepreneurs' businesses and NGOs ). 

 

In the frame of philanthropy, Kirkens Bymisjon’s short survey, back in 2010, presents the 

Corporate Social Responsibility in Norway, and shows to what extent businesses provide 

different types of support to NGOs, such as financial support or different forms of voluntary 

work (Kirkens Bymisjon, 2010). This is a research topic that we aimed to address partially, 

among other things, to investigate the growth and awareness of what is now regarded as 

corporate social responsibility in Norway and what content social responsibility actions 

include. Do the companies formulate their social responsibility primarily in line with 

traditional philanthropy, and what is generally known in Norway as charity, or do the 

companies increasingly wish to contribute through more long-term investments and 

commitments that can help strengthen the civil society sector with emphasis on youth 

work? The figures from Kirkens Bymisjon survey indicate that larger companies have a more 

conscious relationship with CSR than smaller businesses, and that the larger companies 

also increasingly include other forms of social responsibility than traditional charity. 
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Overviewing the Kirkens Bymisjon report, we conclude that the topic of voluntary work 

provided by the companies has until now been mainly researched in the economics and 

marketing fields, but it could be beneficially to be also linked to research in both voluntary 

and public sectors. 

 

What is needed in the f ield or gaps identif ied in the l iterature 
 

A distinctive feature of the Nordic countries is that there is close interaction between public 

and civic sectors and an evident skepticism towards interaction of business with civil 

society. Research on CSR and social activities in Norway are therefore mainly dealing with 

the business’ sole CSR model that has developed as a strictly isolated and business related 

activities and it governs the issues such as sustainability goals, the business ethics and fair 

trade issues rather than civil society involvement (Innovation Norge, 2017, NHF, 2018).  Yet, 

there are few attempts to shed light on the missing dimension of CSR in Norway, which 

usually find itself in the form of philanthropy, community involvement of businesses. 

Though the aforementioned studies clearly map the current vision and understanding in 

this field, there is still need to obtain data how the NGOs are doing in collaboration with the 

companies, how they are reacting to the changing civil society sector, as a result of 

decreasing state involvement and encouragement of intersectoral cooperation by the 

government. Additionally, there is a need to develop better understanding of youth work-

business sector collaboration in Norway through more comparative studies that reveal 

similarities and differences to other countries. Through such forms of comparative research, 

one can also clarify the characteristics of Norwegian conditions that prevent growth and 

possibly also create barriers to the emergence of social cooperation between the two 

sectors in Norway. 

 

Reports,  studies referring to the youth sector in Norway 
 

Overview of Youth Work in Norway 
 

The traditional welfare model is prevalent when it comes to youth work in Norway. The state 

does not only have direct interest in upbringing of children through state's strong child 

welfare services but also involve and support voluntary work as an important arena for 

young people to learn about participation and democratic processes (Council of Europe, 

2006). 

 

Because of this the main responsibility for funding and providing public youth work lies with 

the state and municipalities. The youth work is provided by both independent NGOs and 

the public organizations in the form of youth clubs, culture and music schools, as well as 

child welfare and social services. There is a broad range of youth organizations that focus 

on sports, culture, politics, religion and recreational activities. In most cases these 

organizations are run by volunteers. Organizations of this type are normally open to all 

people who want to participate (LNU, 2015). There are both national and local level 

organizations which are actively involved in youth work.  
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Since 2000s, the number of youth organizations and members at the youth organizations 

has increased steadily. By 2015, youth organizations have around 400,000 members, which 

makes tone of the biggest income source for youth organizations (LNU, 2016). 

 

In Norway there are 155 national youth associations and they have received the amount of € 

23.9 million in 2014 (LNU, 2016). There are also 450 registered youth clubs in Norway and 

19 youth information centres. For both public and private youth work activities,  youth 

sports play an important role, as 50% of the activities provided by voluntary organizations 

refer to these activities (Frifond, 2015). There is no data on the number of employees in 

youth work by 2015 as youth work is predominantly made with voluntary contribution all 

over the country. The information available shows that in 72% of the youth clubs the sum of 

part-time and full-time employees adds up to two or less full time positions (LNU, 2015).  

 

When it comes tho budget of youth organizations, they are heavily dependent on public 

funding through membership scheme. Each of the organization receive around 47 Euro per 

members annually (Council of Europe, 2006). VAT return for annual budget scheme makes 

also an important income source for almost half of the youth organizations (LNU, 2015). 
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Report on the survey conducted on 
Norwegian youth organizations and 
organizations working with young 
people 
 

The general objective of this survey was to understand if and how the youth organizations 

in Norway interact with small and medium enterprises (SMEs); and what the youth 

organizations needs are in regards to collaboration with the private sector. The following 

report presents the data collected from youth organizations and NGOs working with young 

people in Norway. 

  

Profi le of the participating NGOs in the survey 
  

The online survey was sent to 97 youth organizations and NGOs in Norway via LNU – The 

Norwegian Children and Youth Council, and Frivillighet Norge. Until June 2018, 11 

organizations positively responded to our request by filling in the survey, ensuring a 

response rate of 11.3%. Five of the organizations were countrywide associations, while the 

rest were local ones. The profile of the responding organizations is diverse, promoting many 

issues such as inclusion, sports, development work, youth active participation, youth policy 

and inter-cultural dialog. 

  

18% of the organizations had budgets of more than 200,000 Euros in 2017; 27% had 

100,000-200,000 budget; 27% had a budget of 50,000-100,000 Euros; 27% had a budget 

between 20,000 to 50,000 euro. In this sense, the survey had representatives from all 

financial scales. As part of the survey, we also seeked to assess the financial situation of the 

respondent organizations referred to the change of the NGOs budgets during the last three 

years. About 55% of the organizations declared that their budgets had increased in the last 

three years, while 45% of the organizations - that their budgets has decreased. The survey 

showed that out of the total number of organizations, about three of them had carried out 

activities with the same amount of money as in the previous years. 

  

When it comes to the main income sources of the organization’s budget for 2017, we found 

out that organizations rely on mainly local and national government funds, in addition to 

individual donors and membership incomes. But, 46% of the respondents mentioned 

though SMEs as one of their income sources. 
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Youth organizations interaction with SMEs from their  
community 
 

None of the organizations received a significant contribution from small and medium 

enterprises’ or large/ multinational companies for their budgets. Only 5 out of 11 youth 

organizations had received some funding from SMEs, and this income source made less 

than 10% of their budget. 

 

Despite scarcity of a clear collaboration between youth organizations and SMEs, the way to 

engage SMEs in organizations' has similarities. On average, the NGOs collaborating with the 

SMEs partnered with less than three SMEs/year, for a time period of one year. For majority of 

the organizations (54%) the mere act of collaborating with SMEs is non-existent.  
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When interaction among NGOs and companies does take place, youth organizations prefer 

to communicate or get in touch with the person who has a position in the marketing 

department of the company (63%). Owners of SMEs or general managers/executive 

directors of SMEs are also favored for developing and maintaining the collaborations with 

the companies (45%). The contact is made during meetings and interactions that take place, 

for the majority of the NGOs, less than 3 times /year. 

 

 

 

When the participants asked about the types of companies they would like work with, 

majority of the respondents (72%) preferred companies that have a specific philanthropic 

strategy and clear objectives for their community involvement. On the other hand, 28% 

prioritized small companies. In this respect, the preferences of the organizations indicate 

that NGOs are not necessarily inclined to collaborate only with big companies or the ones 

having clear community involvement strategy, but most accessible ones. 

 

The lack of an organized strategy for including companies in their sustainability action is 

pertaining in responsibility to develop and maintain the relations with companies. None of 

the youth organizations in the survey has dedicated CSR/fundraising personnel, but assign 

this responsibility to marketing personnel if there is one (27%). In smaller organizations, all of 

the responsibility is on shoulder of the director (63%) and the volunteers who have personal 

contacts from private sector (63%).  

 

Most of the participants to the survey mentioned that the persons responsible for the 

interaction and communication with SMEs do not have a specific qualification. By default, a 

suitable candidate for the type of position mentioned above should have good 

communication and persuasion skills.  
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Youth organizations’ needs 
  

In the survey, 100% of the Norwegian youth organizations mentioned that they would need 

from SMEs: their employees that could volunteer for the organization; and their spaces and 

offices. Then, they are interested in the products and services SMEs could provide (73%), 

and only afterwards in their money (64%) and their networks of professionals and partners 

(64%). 

 
  

Perspectives of future collaborations between SMEs and 
youth organizations 
  

Youth organizations in Norway showed a clear lack of involvement in terms of business-

NGOs collaboration. Also, they did not show a clear long term vision and strategic 

competence or investment in increasing this collaboration. However, when they are asked, 

they showed interest to utilize partnership with the business sector. According to the survey, 

64% of NGOs have discussed in their organizations the necessity to involve SMEs in specific 

projects in the following two years. Monetary and in-kind contributions were chosen by the 

majority of the respondents: receiving support with equipment, expertise in areas like 

promotion and IT, direct sponsorship for individual projects and festivals, involving the 

companies’ employees in volunteering activities, mentorship programs, etc. are some of the 

highlighted points to the question in what specific projects they would like to involve the 

SMEs in the following two years. 

  

Based on the cases described by the organization representatives, the collaborations that 

were regarded as successful consisted of direct sponsorship to activities, providing IT 

service and training on various topics for NGOs’ personnel and their target groups /clients / 

beneficiaries. Also, the main prerequisites of carrying out successful joint projects with the 

business sector, identified by the respondents were: a clear non-intrusive and non-business 

motivational agenda, transparent communication, shared values,  and honesty, among 

many other things.  
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Main conclusions 
 

One of the most prominent suggestion we had from the research is that business 

involvement in community and youth work in traditional CSR framework is not an 

established understanding in Norway due to conventional strong public funding options for 

NGOs and strong strong local community bounds, as it was suggested in the literature 

review (Loga, 2016). 

  

In terms of the profile of the NGOs and youth organizations included in the study, the profile 

shows a great variety in terms of size and coverage. However, the response rate is lower 

than the ideal sample. Putting together the data from the survey and the literature review, 

we could say that Norwegian NGOs working with youth and youth organizations have had a 

stable financial situation in the last years, and majority managed to secure their budgets at 

the same level or increasing. Yet, there is a common concern of shrinking public funds in the 

long run. 

  

As for the income sources, participating organizations in our study share a general 

characteristic in terms of income sources. All of the organizations are mainly dependent on 

public funds and membership contributions. On the other hand, 54% of the organizations 

have no funds from SMEs, while the funds from SMEs for those which collaborate with SMEs 

make less than 10 percent of their total budget. These figures are in align with the literature 

referred above. 

  

In regards to the responsible person that takes care of the fundraising activities from the 

companies, none of the NGOs has a dedicated fundraiser and this activity is mostly done by 

the marketing personnel. In smaller organizations this task is in the domain of directors and 

volunteers.  

  

Comparing to the literature on the sector, our study provides additional information about 

the youth work-business interaction, interest and competence in this area in Norway, in 

addition to the prospects and vision about community involvement of private sector among 

youth organization representatives, as a part of their sustainability plan.  
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Report on interviews with SMEs in 
Norway 
  

For the last part of the research, we have conducted interviews with ten representatives of 

small and medium enterprises in Norway. The purpose of these interviews was to identify 

and understand their community involvement and CSR approach, if they cooperate with 

NGOs, and if they tend to follow a collaboration pattern, and have a particular interest while 

cooperating and establishing partnerships with non-profit organizations.  

  

The following report presents the data collected from the 10 Norwegian SMEs who 

participated in the CoOp study. 

  

Profi le of the SMEs who have been interviewed 
  

The participant profile of this phase of research showed a wide variety. 6 of the 10 

companies were smaller and family businesses with less than 10 paid employees. 4 out of 

10 businesses were well established and are already well known businesses for their 

community involvement activities. The sectors of the participating companies had a wide 

range including IT & design, media, banking, consumer goods, real estate, food and retail 

industry. The interviewees were either owners/co-owners in smaller businesses and 

marketing directors or head of programs for larger businesses who have a dedicated 

community funding scheme. In this sense, there was a diversity of perceptions and opinions. 

 

SMEs’ Corporate Social Responsibil ity activit ies and 
cooperation with youth organizations 
   

The interviews we had with the SMEs reveal some key findings about how much and what 

kind of projects and causes the SMEs are willing to contribute to. Three of the SMEs had 

dedicated funding schemes for community involvement and sponsorships for community 

activities. In this frame, they have granted funding to 10-15 community activities/year 

coming from NGOs working with children and youth, as well as charities for other countries, 

sport events, cultural events, concerts, social activities for families and children and festivals. 

Meanwhile, the average community involvement for the rest of SMEs is 3-5 community 

projects / year, and these vary in form of support given. The SMEs provided to the NGOs 

sponsorships, media services, design services and also direct monetary funding either 

directly to the activities, or by hosting a fundraising box at the business venue or through 

the annual telethon (TV-aksjonen).  

 

All of them tend to support concrete activities/projects instead of the NGOs administrative 

expenditures, as a result of clear boundaries drawn by both sides in terms of business 

influence and transparency of NGOs. This situation is a clear hindrance to establish a long 

term collaboration that can support NGOs’ mission and causes more sustainably. Instead, 
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those cases described by the SMEs representatives are predominantly activity-based, or 

single time donations. Yet, there are also some cases where there are long term 

collaboration, in activities such as tournaments, and festivals.   

  

Based on the answers to interview questions, we can say that the enterprises do not 

explicitly express their preferences when they choose to support a particular cause. Yet, the 

examples they brought are predominantly sport tournaments, events, material support to 

sport clubs, cultural activities for young people and children, festivals, concerts, local family-

children events and humanitarian ones, such as fundraising for educational and immediate 

needs of children in developing countries. Humanitarian causes and charity cases come at 

the top of preference list. They usually consist of charity events organized by the youth 

organizations for children and people in developing countries or for catastrophes.  

 

In terms of the average monetary support which enterprises make to an organization or a 

project, only the bigger SMEs having the dedicated funding schemes gave exact number - 

around 300,000 euro/year, while the others gave less than 20.000 Euro/year, in average. 

When it comes to the type of the support they give, there is again a diversity. Except for one 

enterprise, all of them have given monetary support to NGOs. While the majority of the civic 

involvement is in the form of sponsorship or donations, there are also cases where the 

companies provide in-kind support, such opening their venues for a community activity, 

reduced-price services, providing free IT and media services, helping with promotion of the 

NGOs’ activities, and media sponsorship.   

 

It is possible to talk about specific strategy or criteria in deciding how much they support a 

project only for the enterprises with dedicated funding schemes, but for most of the others, 

the decisions are made intuitively by the business owners or the personnel who knows the 

organization which is asking for support. Marketing departments are usually the units who 

make these decisions in larger enterprises, while in the smaller ones, the decision makers 

are the owners or relevant personnel to lead the community involvement.  

 

When there is no established scheme, the support initiative is made through personal 

contacts from the NGOs, non-structurally and very intuitively. If there is no personal contacts 

or reference, the reputation of organization makes an impact in prioritizing the support.  

When making donations and supporting community projects, businesses have a clear 

tendency to support activities toward their customer groups and toward involvement of 

young people. Interestingly, two of SMEs representatives have emphasized that sometimes 

they tend to favor the organizations that are led by the individuals from their country of 

origin and the same community or neighborhood, disregarding the cause.  

 

SMEs’ needs and motivation in regards to CSR 
 

Matching with the ambivalent nature of the community involvement of Norwegian SMEs, 

there is not a uniformed community involvement pattern. Only the medium size enterprises 

do have a CSR strategy, and none of the companies have a dedicated unit for CSR / 

community involvement. Likewise factors determining the community involvement of the 
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SMEs are diverse. In addition to trustworthiness and popularity of organizations, those 

organizations having clear and simple objectives play role for SMEs to provide support. In 

practice, they tend to support bigger organizations, with exception of super local projects 

and organizations having had a public attention. Having a personal contact in those 

organizations is also important factor for facilitating SMEs' involvement.  

 

According to our study, SMEs are inclined to support the type of activities that are debated 

in public. So the preferences can be shaped with seasonal public discussions. But this is 

usually the case in their relation with small organizations.  

 

For SMEs located in Oslo, neighborhood preference is more limited but still they tend to 

support super local projects that have simple and to the point objectives.  

 

As for the preferences of SMEs in making donations and contributions, both monetary 

contribution and in-kind support in the form of promotion of activities, and venue sharing 

are equally favored. There is no observed trust issue about if the organizations will be using 

the money rightfully.  

 

Talking about their motivation for providing support, the social responsibility and 

importance of volunteering culture are named by all SMEs. Interestingly, none of the SMEs 

have expressed their interest in promotion of their business as a part of these kinds of 

involvements.  

 

Previous community involvement experiences of SMEs 
 

The SMEs we interviewed expressed they supported local youth activities or the NGOs. The 

interesting point about the youth work was the tendency to support the activities instead of 

contributing to the running of organizations. Most of the interviewees from smaller 

enterprises mentioned they contribute up to 3-5 activities annually, while this number went 

up to 10-15 in larger enterprises. Yet none of them could name the extent and the frequency 

of the collaborations and a long term contribution to a youth organization with exceptions of 

contribution to long term youth projects. 

 

When it comes to the causes preferences for SMEs,  there is an inclination to support 

inclusive youth and children activities such as sport events, tournaments, cultural events, 

youth festivals, concerts and educational projects. In parallel, local sport clubs, music and 

culture clubs receive support from SMEs.   

  

Humanitarian causes and charity cases come at the top of preference list. They usually 

consist of charity events organized by the youth organizations for children and people in 

developing countries or for catastrophes.  

 

The decisions about granting support in larger SMEs are usually made after a consultation 

by relevant units and administration, while owners of the companies are the decision 

makers in small SMEs. Hence, the decision to grant support in smaller SMEs usually relies on 
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personal contact and subjective intuitive criteria. In larger SMEs, the impact and previously 

determined priority areas determine the contribution of SMEs. Yet, there is also personal 

contact factor in making decision as in smaller organizations.   

 

One common recommendations from the SMEs is having a simple and clear objective, as 

well as inclusive and trustable cause. Being clear about the activities and what kind of 

support is needed for actualizing them are among the expectations of SMEs. 

 

Lastly, the SMEs do not have a direct interest of making use of their contribution as a 

marketing opportunity. But they tend to see the impact of their involvement in the 

community with observable outcomes, even if it is not necessarily with reporting.  

 

Main conclusions 

  

Based on the the interviews data, we can suggest that: 

● There is a clear distinction in understanding of CSR and community involvement. For 

all of the companies, CSR deals more with their responsibilities to act ethically as a 

business, supporting the conceptual framework presented in the literature review, 

while community activities are handled separately; 

● SMEs involved in our research make different forms of support, but monetary 

support comes first. In-kind support takes place in the form of reduced-price service, 

free service providing, etc. While monetary contributions are specifically targeted on 

activity costs, excluding administrative costs, in-kind support can be for both 

individual projects/activities and to support NGOs in general; 

● The SMEs involved in our project show a tendency to support projects targeting 

children or young people, in the forms of sports tournaments, charities for children in 

other countries, festivals, concerts, local clubs, and cultural events; 

● The participating SMEs do not have a dedicated person only for arranging the 

community involvement activities. In larger entities, the community-involvement 

decision is made under marketing departments, while in smaller ones, it is intuitively 

made by the owners; 

● Finally, the majority of SMEs tend to be involved in community projects when the 

NGOs are trustable and have a local community impact, in addition to the matching 

target groups. Aside from that, community based connection to the causes, activities 

is also a core influence factor for SMEs to provide support.   

 

Despite the government’s initiative to encourage both business and civil society sectors to 

interact more, there is no significant development in the traditional skeptic approach to 

business-civil society collaboration. As both SME representatives and the reports in the 

literature suggested, the legal regulations and structure are not clear and encouraging 

enough for SMEs to get engaged in supporting better the civil society activity. 


