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Abstract 
The aim of this study is to research environmental factors and their impact among 
manufacturing companies in Umeå. In order to capture the essence of environmental impacts , 
two research questions were asked; which environmental factors are considered, and in what 
context are they evaluated among manufacturing companies in Umeå, and how are 
stakeholders an implication on corporate environmental efforts for manufacturing companies 
in Umeå? 
 
First and foremost relevant theories were discovered, using several databases. Second, they 
were incorporated into a conceptual framework, where their relationship and characteristics 
were displayed. The theories were then transformed into themes, which became the 
foundation of the interview guide. 
 
The study was conducted by interviewing six manufacturing companies with more than 10 
employees in Umeå. The interviews were semi-structured, and a mixture of telephone 
interviews and in-person interviews. An analysis of the empirical material was undertaken, by 
analyzing the data using the theories found during the information search. 
 
Almost all participating companies consider environmental factors in one way or another, 
according to the findings of this study. Further, the customers were concluded to be the most 
important stakeholder in leading to environmental reform among the companies. However, 
other stakeholders were also recognized by the respondents, and had an impact in for the 
stakeholders’ specific circumstances. 
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1. Introduction 
In this chapter a background about the subject will be given the reader. In addition, an 
introduction of this study’s purpose and research question will be given, along with 
motivations as to why this research is pertinent. 
  

1.1 Background 
Today there are frequent discussions of how the world’s changing climate are affecting us. 
Rarely a day goes by without one hearing buzzwords like green house gases, sustainable 
development and global warming.1  
 
The increased concentration of carbon dioxide in the atmosphere was first measured by 
Charles Keeling in 19582, and was soon found to be linked to human activity.3 The problem 
was officially recognized by the UN in the Framework Convention on Climate Change 
(UNFCCC) for the first time in 1992.4 Despite the problem being recognized, the emission of 
green house gases continued to increase and people realized that something needed to be 
done.  Seemingly a good first step toward tackling the issue came with the Kyoto protocol in 
1997. Since this protocol was not ratified by all industrial countries5, new measures had to be 
taken. 
 
Lately, new steps have been taken to once again rectify some of the over-reliance on fossil 
fuel. UN and EU are among the pioneer organizations trying to reduce the dependence on 
these kinds of energy sources. UN is currently holding conferences to form a consensus in 
these complex issues.6 At the same time the member states of the EU are determined to reduce 
the emission of greenhouse gases to eight percent below the levels of 1990 by 2008-2012, as 
agreed upon in the Kyoto protocol.7 
 
Despite hearing about sustainability every day, few people know what is meant by this 
concept, as many interpretations exist. Brundtland’s now classical definition argues that the 
concept involves ‘‘development that meets the needs of the present without compromising the 
ability of future generations to meet their own needs’’8 and according to Daly’s more practical 
definition; 
 

“A sustainable society needs to meet three conditions: its rates of use of 
renewable resources should not exceed their rates of regeneration; its rates of use 
of non-renewable resources should not exceed the rate at which sustainable 
renewable substitutes are developed; and its rates of pollution emission should 
not exceed the assimilative capacity of the environment”9

  
 

                                                 
1 http://edition.cnn.com/2008/TECH/science/04/01/Energy.intro/index.html?iref=newssearch 2008-04-03 
2 http://cdiac.ornl.gov/new/keel_page.html 2008-04-02 
3 http://news.bbc.co.uk/2/hi/science/nature/7120770.stm 2008-04-03 
4 http://unfccc.int/kyoto_protocol/items/2830.php 2008-04-03 
5 http://www.abc.net.au/lateline/stories/s334953.htm 2008-05-20 
6 http://unfccc.int/meetings/intersessional/awg-lca_1_and_awg-kp_5/items/4288.php 2008-04-03 
7 http://ec.europa.eu/environment/climat/eccp.htm 2008-04-03 
8 Elkington, J. (1999) “Cannibals with forks – the triple bottom line of 21st century business”, new edition, 
Capstone, Oxford, p. 55  
9 Elkington, J. (1999), pp. 55-56 
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What few researchers dispute however, is that there need to be a new way of thinking and 
acting to be environmentally sustainable. Although efforts are made on a macro level with 
new regulations and rules, what is lacking in research is how individual organizations and 
companies tackle these issues. A growing field within companies is the so called CSR: 
Corporate Social Responsibility, where companies consider the interests of employees, 
customers and the environment etcetera.10 Clarkson and Waddock et al. argues that “the 
fundamental idea of CSR is that business corporations have an obligation to work towards 
meeting the needs of a wider array of stakeholders”11 There is a growing concern for 
companies to be responsible for their actions, a purpose which has become a goal alongside 
the classical corporate objective of maximizing shareholder wealth. Some corporate social 
responsibility can be gathered in the companies’ annual reports, but these reports usually lack 
depth. 
 
While the environmental debate normally focuses on a national level (international emission 
agreement) or on major corporations environmental efforts, local companies affecting mostly 
their respective region are rarely considered. Since all company shares a part in the 
responsibility to protect our planet it is imperative to take even local firms into account. To 
investigate whether new ways of thinking has had far-reaching effects could be an interesting 
research topic. Therefore, one of the focuses in this study is to investigate if this view has 
made an impact on a micro level; whether it has changed the way companies think about 
environmental issues in all levels of the organization.   
 
Seeing what focus companies have is rarely useful without context. Therefore this study will 
also try to research the drivers for change towards becoming a more environmentally 
responsible company. Previous studies have shown that company stakeholders are often the 
most important factor in this regard.12As stated by one of the foremost experts within the field 
of corporate environmentalism, John Elkington; “It is difficult to overstate the importance of 
stakeholders in driving – or stalling – the sustainability transition.”13 Accordingly, a 
perspective of how firms are influenced by stakeholders’ pressure will be utilized.  
 

1.2 Selection of subject 
Few topics have been as thoroughly discussed in the newspapers lately as the environment 
and effects of global warming. The effects of global warming are evident for almost all 
scientists and widely accepted around the world. It has been put in connection with such 
phenomena as melting of polar ices and extreme weather variations in many parts of the 
world.14 
 
Sweden has so far been spared from the most inclement weather, but companies and 
individuals still worry about any future global effects the weather may have. For many years, 
there have been mandatory rules and regulations enforcing strict environmental compliance in 
for instance pollution control. Sweden had environmental protection laws enacted in 196415, 

                                                 
10 Jamali, D., Mirshak, R (2007) “Corporate social responsibility (CSR): theory and practice in a developing 
country context”, Journal of Business Ethics 2007, Vol. 72:3 p. 243 
11 Jamali, D., Mirshak, R (2007), p. 244 
12 Wood, D., Ross, D. (2006) “Environmental social controls and capital investments: Australian evidence” 
Accounting and Finance 46, pp. 677–695 
13 Elkington, J. (1999), p. 166 
14 http://royalsociety.org/displaypagedoc.asp?id=13619 2008-05-06 
15 http://www.riksdagen.se/Webbnav/index.aspx?nid=3911&bet=1964:822 2008-05-06 
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and did in 1999 enforce a sustainability law.16 At the same time there are indications that 
companies are starting to take initiative on their own, to be on the forefront of the 
environmental movement. Sustainability policies and green reporting are now commonplace 
for major corporations.17 18Additionally, Swedish companies are starting to market their 
environmental performance increasingly, using the environment as an important marketing 
tool. It is therefore clear that the environment is becoming more and more vital, for both 
consumers and producers. 
 
While green marketing, CSR reporting and environmental plan implementation are 
widespread concepts for major corporations, little investigation has been put in how local 
companies adjust to the changing environmental requirements. As a result, how local 
companies cope with the shifting business landscape is where this thesis makes its 
contribution. 
 
This research will use the Swedish manufacturing industry as a focal point. The reason is that 
the authors deem the manufacturing industry to be a more frequent polluter and have a larger 
environmental impact. These companies should require more investigation and thought-
processes with more stakeholders included, compared to for instance the service industry. The 
SNI codes in the Affärsdata database were used to distinguish manufacturing companies, in 
this way the companies were defined through the database rather than by the authors. To what 
extent this method of classification has affected the thesis is difficult to determine. If the 
authors themselves would have defined manufacturing companies, it might have lead to bias 
which now is avoided through the definition by a third party. 
 
The authors are focusing on companies with limited liability, and with 10 employees or more. 
To exclusively choosing limited companies it is assumed that all companies have the same 
purpose; to maximize shareholder wealth. Otherwise the study risks being biased by including 
organizations that provide public service, with other goals than shareholder wealth 
maximization. With 10 employees or more, the authors consider it more likely to find 
specialists in each field of the company. Hence, the risk of including corporations where the 
manager makes decisions solely based upon “gut feel” should be reduced. Because there 
might be less discussion in smaller companies, there might also be less consideration of 
environmental factors. Previous studies have revealed that small businesses more frequently 
fail to properly value the cost of capital, thus increased standard deviation of cash flows are 
prevalent in small businesses,19 which is an indication of that rationality is not always 
established in small companies. Also, small companies’ lack of resources can influence 
managers. By doing more than necessary to fulfill regulations the company risks expanding 
their environmental investments too far, thus burdening the company’s finances.20 Therefore, 
this study assumes that small businesses makes less environmental investments than large, 
hence it has been decided that this study will focus on larger companies.  
 
As all firms in our sample have 10 employees or more, it is assumed that these companies 
have more active stakeholders than smaller companies. First of all, they have more 

                                                 
16 http://www.sweden.gov.se/content/1/c6/02/28/47/385ef12a.pdf 2008-05-06 
17 http://www.hm.com/us/corporateresponsibility/csrreporting__csrreporting2.nhtml 2008-05-06 
18 http://www.timberland.com/corp/index.jsp?page=../include/csr_reports 2008-05-20 
19 Palliam, R. (2005) “Estimating the cost of capital: considerations for small business” Journal of Risk Finance, 
Vol. 6 Issue 4, p. 337 
20 Rivera-Camino, J (2007) “Re-evaluating green marketing strategy: a stakeholder perspective” European 
Journal of Marketing; Vol. 41 Issue 11/12, p. 1338 
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employees, which are stakeholders. Second, environmental groups and authorities are 
probably more interested in the activity if a firm manufactures at a larger scale which should 
make somewhat larger companies ideal in this study. 
 
Finally, since the research will be based on local companies’ adaptation of environmental 
policies, one region had to be chosen. The choice of geographic limitation to Umeå was based 
partly on the fact that both authors currently resides there, but also because Umeå is one of 
Sweden’s most expansive regions.21  
 

1.3 Purpose and research question 
This thesis raison d’être is to uncover how companies in the Umeå region have adapted to 
new requirements, both through rules and regulations and perhaps customers’ changing 
environmental preferences. While the former will not be specifically addressed in this thesis, 
rules and regulations might have functioned as a catalyst for corporate reformation. 
Consequently, interest lies within the field of environmental issues, and to achieve this 
purpose the following research question is asked: 

 
Which environmental factors are considered among manufacturing companies 
in Umeå?  
 

While a certain amount of management theories will be applied, these are only relevant in 
how they relate to the measures taken. Further, the aim is to understand what measures are 
taken now, what measures will be taken in the imminent future and what environmental 
efforts companies undertake in order to gain an advantage. Hence, it is not the purpose to 
investigate management processes per se, only to see their impact. 
 
When commencing the thesis process it was shortly discovered that stakeholder influence was 
a factor that neither could be denied, nor neglected. As previously stated in the introduction 
several experts within the field have uncovered stakeholder importance in changing corporate 
environmentalism. Therefore, a secondary research question was deemed necessary. 
 

What are the impacts of stakeholders on corporate environmental efforts for 
manufacturing companies in Umeå? 

 
In order to recognize the impacts of the stakeholders, they must first be identified. As a result, 
this thesis will also describe the most important stakeholders for each company. While the 
components of the research questions partially are explained, the reader is referred to the 
selection of subjects chapter for more a more detailed discussion of the different aspects.  
 

1.4 Delimitations 
In order to avoid tedious repetitions of the same concepts different terms such as 
environmental efforts, environmental performance and green factors etc have been used 
almost interchangeable throughout this thesis. The only one of these concepts that should be 
distinguished is the term environmental policy, which refers to an actual written document 
that may or may not include all of the environmental efforts of one company. 
 

                                                 
21 http://www.ac.lst.se/en/factsaboutthecounty/ 2008-05-08 
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2. Theory 
This section will provide the reader with the theories necessary to analyze the empirical 
studies in the next chapters. Here, some general theories will be included and combined into a 
framework designed to increase the understanding for the theories used in this study. As these 
theories will be used as a starting point, they will not themselves be included in the analysis. 
 

2.1 Eco-orientation 
When considering how companies take environmental factors into consideration for the 
organizational process it is important to consider both internal and external factors. External 
factors takes for instance stakeholder pressure into account, while internal factors are more 
concerned with organizational structure and management style. Recently a new management 
style has been developed to describe managers concerned with environmental issues. This 
management style is called ecocentric management. One of the most important researchers in 
the field uses the following explanation for ecocentric management; “The ecocentric 
paradigm aims at creating sustainable economic development and improving the quality of 
life worldwide for all organizational stakeholders.”22 There are a few things of note here 
distinguishing this definition of ecocentric management versus “conventional” management. 
First is the fact that sustainable development is pointed out, a concept that was not at all a 
priority for management 20 years ago. Also, the statement that the aim should be to improve 
quality of life for organizational stakeholders is totally different compared to the classical 
finance theories of maximizing shareholder wealth. Ecocentric management is therefore a 
theory about the organization’s place in society, and about what decisions to take in order to 
benefit all of society. Shrivastava goes so far as to say that Ecocentrism is a new management 
paradigm23, a claim other researchers have disputed.24 However, as Shrivastava’s theory is 
rather abstract, it will merely be used as an introduction to environmental management to 
benefit the reader, and will not be further used in the analysis of the empirical material in this 
thesis. 
 
Miles & Munilla places great importance of how eco-orientated business philosophy is 
different from other business philosophy.25 The researchers note that eco-orientated business 
philosophy, which may be very similar to the concept of ecocentrism, have different 
responses than conventional philosophies to external events such as competitive pressure. A 
summary of the most important strategic differences is found in following table. 
 
 
 
 
 
 
 
 
 
                                                 
22Shrivastava, P, (1995), “Ecocentric management for a risk society.”, Academy of Management Review, 
Volume 20, No 1, p. 130. 
23 Shrivastava, P, (1995), p. 127-134. 
24 Hanna, Mark.D. (1995),” Environmentally Responsible Managerial Behavior: Is Ecocentrism 
a Prerequisite?”, Academy of Management Review, October issue, pp. 796-799. 
25 Miles MP, Munilla LS. (1993) “Eco-orientation: an emerging business philosophy?” Journal of  Marketing – 
Theory and Practice, Winter, pp. 43-50. 
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Business 
philosophy 

Production 
orientation 

Sales 
orientation 

Marketing 
orientation 

Entreprenereurial 
Orientation 

Eco-orientation 

Typical 
strategy 

Lower cost Increase sales 
volume 

Build market 
share and 
profitability 

Seek high risk/high 
return 
opporunities. 

Eco-friendly 
products & 
business practices  

Key systems Cost accounting Sales projections Strategic 
marketing plan 

Growth, profits Monitoring 
perceived 
corporate 
environmental 
sensitivity held by 
major segments 

Traditional 
strengths 

Engineering, 
logistics 

Sales Marketing Pragmatic, 
aggressive 
marketing, 
innovation 

Marketing, product 
& logistics 
innovation 

Normal focus Internal 
inefficiencies  

Short-term sales, 
distribution 

Customers 
satisfaction, 
fulfiling 
organizational 
goals 

Growth, 
innovation, 
dominance 

Customer 
satifaction with the 
total product, 
including service, 
and organizational 
business practice 

Typical 
response to 
competitive 
pressure 

Cut costs Cut price, 
increase selling 
effort 

Consumer 
research, 
modification of 
marketing mix 

Innovative 
solutions, 
aggressive 
response toward 
competion  

Educate consumers 
about the 
company’s eco-
program 

Overall 
mental 
attitude 

“what we need to 
do in this 
company is get 
our cost down 
and our quality 
up” 

“where can I sell 
what we make” 

“What will the 
customers buy 
that we can 
profitably 
make?” 

“What project 
offers the best 
opportunity” 

“What we need to 
do in this company 
is to create high 
value, eco-friendly 
products, sold in 
high volumes, 
through traditional 
distributors, to a 
wide array of 
customers.” 

Figure 1 – Miles and Munilla’s business philosophies (adapted but revised due to length from 
Miles & Munilla)26 

 
The table shows in what manner an eco-oriented business philosophy is different from other 
business philosophies. This means thast eco-oriented business philosophy can be used to 
complement traditional mangement styles.  
 

2.2 Environmental management 
Except for self-fulfillment, are there other benefits of behaving environmentally ethical? 
According to Klassen & McLaughlin environmental management could have a impact on 
financial performance, by thinking enviromentally, managers can eliminate some production 
costs and gain market shares. This could, for instance, be acchieved by reducing waste and 
energy consumption, or by gaining production environmental certification which could suit 
the customers preferences. Klassen & McLauglin also measured how the markets received 
positive and negative company enviromental news and found that environmental crisis was 
associated received very badly by financial markets. This indicates that there is a point to 

                                                 
26 Miles MP, Munilla LS. (1993), pp. 46-47 
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implement environmental management, even if the cost is higher in the short-term, the long-
term cost might be lower.27 
 

 
Figure 2 - Linkage of Environmental Management to Firm Profitability28 

 

2.3 Resource-based view 
In order to better grasp the concept of the Natural-resource-based view, which will be 
introduced in the upcoming chapter, a brief description on the resource-based view is hereby 
given. The resource-based view argues that a firm’s competitive advantage very much 
depends on the firm’s bundle of resources, rather than what products the resources manages to 
put together. Hart describes the resource-based view in a simplified model, available in Figure 
3. It shows that a firm’s competitive advantage is dependent on its capabilities, which in turn 
is dependent on the firm’s bundle of resources, where the basic requirements provide key 
characteristics to the firm. 
 

                                                 
27 Klassen, R.D., McLaughlin, C., (1996). “The impact of environmental management on firm performance.” 
Management Science, Vol. 42, No. 8, pp. 1199–1214 
28 Klassen, R.D., McLaughlin, C., (1996), p. 1202 
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Figure 3– The resource-based view29

 

 

2.4 The natural-resource-based view 
In a study conducted in 1995, Hart put out a framework for the Natural-resource based view, a 
refined model of the resource-based view, in which he argues that ‘‘one of the most important 
drivers of new resources and capability development for firms will be the constraints and 
challenges posed by the natural (biophysical) environment’’.30 In this natural-resource-based 
framework, Hart establish three dimensions; pollution prevention, product stewardship and 
sustainable development. Pollution prevention is the strategy a company undertakes to reduce 
emissions and waste, whereas product stewardship implies minimizing life-cycle cost of 
products, similar to Klassen’s and MacLaughlin’s ideas concerning environmental 
management.31 Previous studies have shown that product stewardship may help differentiate 
the company’s products by projecting a green mover image of the company, thus giving the 
company a competitive advantage.32 Together, pollution prevention and product stewardship 
help reduce the negative relationship between corporations and the environment. Sustainable 
development relates to minimizing the negative connection between companies in the 
Northern parts of the World, and the developing countries in the south.33 According to Hart, 
companies with an objective to create long-term relationships with developing countries 
should render the companies with a competitive advantage in future performance compared to 
their competitors, as displayed in Figure 4.34  
 
                                                 
29 Hart, S. (1995) “A Natural-Resource-based view of the firm”, Academy of Management Review Vol. 20, No, 
4, p. 988 
30 Hart, S. (1995), p. 989 
31 Klassen, R.D., McLaughlin, C., (1996), pp. 1199–1214. 
32 Menguc, B., Ozanne, L, K (2005) “Challenges of the ‘‘green imperative” : a natural resource-based approach 
to the environmental orientation–business performance relationship”, Journal of Business Research Volume 58, 
p. 432 
33 Hart, S. (1995), p. 996 
34 Hart, S. (1995), pp.997-998 
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Strategic Capability Environmental Driving 

Force 
Key Resource Competitive Advantage 

Pollution Prevention Minimize emissions, 
effluents & waste 

Continuous improvement Lower costs 

Product Stewardship Minimize life-cycle cost 
of products 

Stakeholder integration Preempt competitors 

Sustainable 
Development 

Minimize environmental 
burden of firm growth 
and development 

Shared vision Future position 

Figure 4- A Natural-Resource-Based View: Conceptual Framework35 

 

2.5 Stakeholder theory 
When defining stakeholder, it could be of interest to first define what a stake is. According to 
Mitchell et al., a stake is the risk of that something can be lost.36 Stakeholder orientation 
argues that a business’s ultimate goal is to create value for all stakeholders. 37 The concept of 
stakeholder theory is, according to Freeman, that any business must take legitimate interest in 
“any group or individual who can affect or is affected by the achievement of a corporation’s 
purpose”; no matter the goal of the business.38 In addition, Freeman argues that there exist a 
two-fold relationship between the stakeholders and a firm, where the first part of this 
connection states that stakeholders can affect the performance of the firm may be affected by 
the proceedings of the stakeholders. Hence, it is vital for businesses to manage the 
stakeholders in order to maximize profit.  
 
The second part of the relationship recognizes that managers can feel obliged to act morally 
appropriate towards the stakeholders, which shapes their behavior as managers.39 Freeman’s 
definition of stakeholders includes almost anyone, and due to the wideness of this definition 
other researchers have made distinctions between stakeholders. For instance, Clarkson 
differentiates primary and secondary stakeholders. Primary stakeholders are those that are 
vital for the survival of the organization, for instance customers, investors and employees. 
Conversely, secondary stakeholders are those who affect or are affected by the organization, 
without direct interaction with the organization. Secondary stakeholders include interest 
groups and the society, which are not vital for the organization, but can severely damage the 
business.40 Organizations have, according to stakeholder theory, an obligation towards their 
stakeholders, including ethical obligations and moral responsibilities.41   
 

                                                 
35 Hart, S. (1995), p. 992 
36 Mitchell, R., Agle, B. and Wood, D. (1997) “Toward a theory of stakeholder identification and salience: 
defining the principle of who and what really counts”, Academy of Management Review, Vol. 22 No. 4, p. 857 
37 Murphy, B., Maguiness, P., Pescott, C., Wislang, S., Ma J., Wang, R (2005) “Stakeholder perceptions presage 
holistic stakeholder relationship marketing performance”, European Journal of Marketing, Volume 39, Issue 
9/10, p. 1050 
38 Freeman, R. E. (1984) “Strategic management: A stakeholder approach”, Pitman, Boston, p. 46. 
39 Berman, S, L., Wicks, A C., Kotha, S., Jones, T, M. (1999) “Does Stakeholder Orientation Matter? The 
Relationship Between Stakeholder Management Models and Firm Financial Performance” Academy of 
Management Journal, Oct99, Vol. 42 Issue 5, p. 491 
40 Clarkson, M.B.E., (1995) “A Stakeholder framework for analyzing and evaluating corporate social 
performance”, Academy of Management Review, Vol. 20, number 1, p. 106 
41 Spence, L J., Coles, A-M., Harris, L. (2001) “The Forgotten Stakeholder? Ethics and Social Responsibility in 
Relation to Competitors”, Business and Society Review 106 (4), pp.331–352 p. 332 
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A contrary position is found in an article by Henriques et al., where the authors summarize 
four main categories, which are stressed in environmental literature.42 These are regulatory 
stakeholders, organizational stakeholders, community stakeholders and the media. Regulatory 
stakeholders include the government, trade associations and the firm’s competitors, which if 
they implement a new technology which later becomes industry standard can set rules, which 
in practice makes them entry barriers.43 Organizational stakeholders are those that can affect 
the business and are directly related to it, which includes customers, suppliers, shareholders 
and employees. The customers may affect the company by promoting green thinking in terms 
of increased sales, but may boycott or even press charges against a company that lacks a 
coherent environmental and ethical policy.44 Suppliers can affect the business by stop supplies 
to a company, or put pressure on a firm to implement a more sustainable policy. Shareholders 
can express their discontent by selling their shares, or by expressing their disappointment at 
shareholder conventions. Finally, the involvement of the employees is required for a company 
to successfully implement environmental policies.45 
 
The third category is community stakeholders. They consist of “[...] community groups, 
environmental organizations and other political lobbies”, which all have the possibility to 
rally public opinion.46 The forth group, which is not thoroughly discussed in other articles, is 
the media, which also may influence the public’s opinion of a company, by using information 
gathered from the business. Media’s influence is especially important in crises.47  
 

2.6 Stakeholder typology 
In a study conducted by Mitchell et al., the authors describe three different classes of 
stakeholders, in which different stakeholders can be categorized according to their 
preferences. Depending on different structures in terms of power, legitimacy and urgency the 
authors classifies a number of different stakeholder types. The concept of power is defined in 
Mitchell et al.’s article as “A relationship among social actors in which one social actor. A, 
can get another social actor, B, to do something that B would not have otherwise done”48 
adapted from Dahl (1957), Pfeffer (1981), Weber (1947). Legitimacy is defined as “A 
generalized perception or assumption that the actions of an entity are desirable, proper, or 
appropriate within some socially constructed system of norms, values, beliefs, definitions” 49, 
adapted from Suchman (1995) and Weber (1947). Urgency is defined as “The degree to which 
stakeholder claims call for immediate attention”.50 In order to identify different types of 
stakeholders and thereby put out the framework for stakeholder salience, Mitchell et al. maps 
these characteristics in a figure, as displayed in Figure 5. According to the authors of 
stakeholder salience, to what extent a manager perceive stakeholder’s attributes is what 
determines salience.51 Stakeholder salience is the notion of “the degree to which managers 

                                                 
42 Henriques, I., Sadorsky, P., (1999) “The relationship between environmental commitment and managerial 
perceptions of stakeholder importance”, Academy of Management Journal Vol 42, number 1, p 89 
43 Barrett, S. (1992) “Strategy and the environment”, Columbia Journal of World Business, 27(3 & 4): 202-208 
p. 206 
44 Elkington, J. (1999). pp 132-135  
45 Henriques, I., Sadorsky, P., (1999) p. 89 
46 Henriques, I., Sadorsky, P., (1999) p. 89 
47 Henriques, I., Sadorsky, P., (1999), p. 90 
48 Mitchell, R., Agle, B. and Wood, D. (1997), p. 869 
49 Mitchell, R., Agle, B. and Wood, D. (1997), p. 869 
50 Mitchell, R., Agle, B. and Wood, D. (1997), p. 869 
51 Mitchell, R., Agle, B. and Wood, D. (1997), p. 871 
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2 Discretionary 

give priority to competing stakeholder claims”.52 Moreover, the authors claim that the 
stakeholder attributes are variable, socially constructed and consciousness and willfulness 
may or may not exist.53 This means that for any given situation, different stakeholders might 
have a different mix of stakeholder attributes, since they will react different to each situation.  
 
The different stakeholder groups can be classified into three main categories. Those 
stakeholders who posses only one attribute are described by Mitchell et al. as latent 
stakeholders, of which whom managers may not recognize or may ignore, as they do not 
currently possess a threat to the business. Stakeholders possessing two attributes are known as 
expectant, and definitive stakeholders are those with all three attributes.54

 

 
 

 
Figure 5 – Stakeholder typology55

 

 
Stakeholders with only one of the attributes can be defined as latent stakeholders, which may 
become a threat in the future, but can currently be considered as peripheral stakeholders. 
Deriving from Figure 5, it follows that dormant stakeholders possess the power attribute only, 
and lack an urgent relationship and legitimacy to claim their stakes. Dormant stakeholders 
usually do not have much interaction with the business. The second group is discretionary 
stakeholders, which like dormant stakeholders possess only one attribute, legitimacy. 
According to Mitchell et al., there is little need for managers to focus on these stakeholders. 
The third group are the demanding stakeholders, which also posses only one attribute, 
urgency. Since they do not posses power or legitimacy, they are mostly getting a manager’s 
attention, without having real claims. Mitchell et al. defines these stakeholders as 
“"mosquitoes buzzing in the ears of managers”.56 
 
The second group of stakeholders are the expectant stakeholders, which posses more 
attributes, thus their salience level becomes different. With two attributes, Mitchell et al. 
argues that these stakeholders become expectant, since they take an active stance, and 
generally firms become more responding to the interests of these stakeholders. The group of 

                                                 
52 Mitchell, R., Agle, B. and Wood, D. (1997), p. 869 
53 Mitchell, R., Agle, B. and Wood, D. (1997), p. 868 
54 Mitchell, R., Agle, B. and Wood, D. (1997), pp. 873-874 
55 Mitchell, R., Agle, B. and Wood, D. (1997), p. 874 
56 Mitchell, R., Agle, B. and Wood, D. (1997), pp. 874-875 

8 Nonstakeholder 
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expectant stakeholders consists of three parts, the first one being dominant stakeholders, 
which according to Figure 5 are both powerful and legitimate. Because of the claims these 
stakeholders can make on a business, together with their ability to take action on these claims, 
they are referred to as dominant. Dominant stakeholders should be considered by managers, 
as they propose a possible problem to the firm. Many companies have institutions which 
handles the firms relationships to dominant stakeholders, for instance human resource 
departments usually handles the employee-company relationship. Other ways of treating the 
relationship towards dominant stakeholders may be through annual reports and sustainability 
reports.57 
 
The next category of expectant stakeholders are dependent stakeholders, which possess 
urgency and legitimacy, but lacks power. The lack of power indicates that they depend on 
other stakeholders to carry out their requests by using the power of other stakeholders, 
through advocacy or guardianship. If a dominant stakeholder adopts the claim of a dependent 
stakeholder, the dominant stakeholders become definitive, as they now possess all three 
attributes required, which also illustrates Mitchell et al.’s notion of stakeholder salience not 
being fixed, but constantly being variable. 58 
 
Next, dangerous stakeholders have urgency and power, but lack legitimacy, which generates a 
coercive relationship to other stakeholders. Coercive actions include “wildcat strikes, 
employee sabotage, and terrorism.”, and examples of actions undertaken by dangerous 
stakeholders are putting nails in trees in order to hamper logging and kidnappings. These 
actions are both illegitimate and dangerous to the individuals and entities involved, as well as 
the stakeholder-manager relationship. For managers it is important to identify, but not to 
acknowledge, dangerous stakeholders in order to not encourage these illegal activities.59 
 
Finally, there is the group of definitive stakeholders, a group which holds all three attributes 
and by default will be perceived as having the highest stakeholder salience by managers. If a 
stakeholder who already possess power and legitimacy gain urgency, the stakeholder 
transforms into a definitive stakeholder. The most common transition is from dominant 
stakeholder to the definitive stakeholder category.60 
 

2.7 Sustainable marketing 
Sheth and Parvatiyar made some suggestions about how to revise corporate strategy, in order 
to go from conventional to sustainable marketing. The authors argue that “[…] a marketing 
approach that promotes sustainable development and protection of our ecosystem can be 
called “sustainable marketing”.” 61 They suggest a four-step process by which marketing can 
become more sustainable, the first one being reconsumption. Reconsumption is a concept 
which concern recycling and reuse of products over several generations. The marketers, the 
used products, life-cycle analysis and the material selection process are all connected to the 
concept of reconsumption.62 

                                                 
57 Mitchell, R., Agle, B. and Wood, D. (1997), pp. 876-877 
58 Mitchell, R., Agle, B. and Wood, D. (1997), p. 877 
59 Mitchell, R., Agle, B. and Wood, D. (1997), pp. 877-878 
60 Mitchell, R., Agle, B. and Wood, D. (1997), pp. 878 
61 Sheth, J., Parvatiyar, A. (1995) ”Ecological Imperatives and the Role of Marketing”, in eds Polonsky, M., 
Mintu-Wimsatt, A. “Environmental Marketing – Strategies, Practice, Theory and Research”,  The Haworth Press 
in NY and London pp 3-20 p. 8 
62 Sheth, J., Parvatiyar, A. (1995), pp. 9-11 



18 
 

 
Further, the authors claims that “It is marketing’s task to redirect their [the consumers] needs 
and wants towards consumption that is ecologically least harmful.” This is the basis for the 
next concept, redirection. Tools to fulfill the redirection include advertisement, promotion and 
different kinds of marketing research.63  
 
The next step is reorientation of the entire marketing mix, where an environmental assessment 
of the mix is made. The reorientation includes packaging, the product itself, distribution, 
promotion and the product’s use and disposal. As a result, more environmentally conscious 
customer segments can be reached.64 
 
Finally, reorganization refers to how the organization is structured to cope with the new 
demands levied on them, in order to fulfill their new environmentally conscious practices. 
Communication is a critical step in the new organization, to make the employees understand 
the measures needed to be taken. Reorganization is crucial, since, “An organization that does 
not improve its own environment cannot market environmentally sound products or 
services”.65 
 

 
Figure 6 - Sustainable corporate strategy (adapted from Sheth and Parvatiyar).66 

 

                                                 
63 Sheth, J., Parvatiyar, A. (1995), pp. 11-12 
64 Sheth, J., Parvatiyar, A. (1995), pp. 12-13 
65 Sheth, J., Parvatiyar, A. (1995), pp. 13-14 
66 Sheth, J., Parvatiyar, A. (1995), p. 10 
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Crane argues that there has been too much focus on the consumer, compared to other 
stakeholders, which contrasts Sheth’s and Parvatiyar’s research, which emphasizes on how to 
transform and redirect consumer preferences. Instead, Crane implies that other stakeholders 
than the consumers, such as regulators and pressure groups have a higher level of veracity, in 
respect of forming green marketing strategies. The problem with consumers is that while they 
may have a strong opinion, they may be hesitant to organize in order to take further action.67 
 

2.8 Conceptual framework 
The theories included in this thesis have been conceptualized and summarized into a 
conceptual framework, as seen below in figure 7. The primary motivation behind this 
conceptual framework is to benefit the reader of how the theoretical parts and concepts are 
connected, in order to increase understanding. The concepts seen under the heading “The 
company” represent processes conducted within the company, especially environmental 
management and natural-resource-based view can be considered internal processes. 
Sustainable Marketing is a tool which may be used to affect one aspects of the organizational 
stakeholders; the customers. Therefore, Sustainable Marketing is an extension of, and a 
complement to, the natural-resource-based view and environmental management in that it is 
aimed to influence the consumers, and to raise awareness of the now more environmentally 
friendly products and processes. 
 
The organizational stakeholders may affect the firm in many aspects. The customers to a 
business venture may influence the environmental policy work by taking their business 
elsewhere, when they perceive a company to have a poor sustainability process or are 
identified as indifferent when it comes to environmental issues. These perceptions could be 
influenced by media, where consumers often get their information from. Consequently, there 
is outside pressure from the media, and there is also an incentive for the company to emit a 
positive image. Otherwise, motivation exists for consumers to organize in different kinds of 
community stakeholder groups, to influence the company. 
 
Regulatory stakeholders have a role to play once the internal processes fail in any way. By 
using rules and regulations as a tool, government agencies and trade associations may force 
companies to comply with new rules. Competitors may also affect rules and regulations by 
establishing new industry standards. 
 
 
 
 
 
 
 
 
 
 
 
 
 

                                                 
67 Crane, A. (2000), “Facing the backlash: green marketing and strategic reorientation in the 1990s”, 
Journal of Strategic Marketing, Vol. 8, p. 291 
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Figure 7 - Conceptual framework 
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3. Method  
In this chapter the reader will be informed of the methods used while gathering, processing 
and summarizing the data. In addition, influential aspects such as the perspective of this thesis 
and the authors’ preconceptions are introduced in the theoretical part of the method, whereas 
how the data collection was carried out is found in the practical method chapter. 
 

3.1 Theoretical method 
In the theoretical method chapter an overview will be given of the considerations had before 
actually commencing the empirical data gathering. 
 

3.1.1 Perspective 
The perspective used in this study is the company perspective. The actions and motivations of 
the firms will be analyzed using relevant theories in the field. Firstly, questions will be asked 
to clarify what environmental procedures are undertaken by the company. Then, questions 
concerning the procedures found within each organization are asked to comprehend the 
motivations behind decisions regarding the environment. Both lines of thought are then traced 
back to theory, in order for conclusions to be drawn. Since these conclusions are based on 
internal processes and external pressure the essay will continuously utilize a firm perspective.  
 
Since this thesis has a pronounced stakeholder focus, it is vital to make clear that stakeholders 
exist in this thesis only in the way in which they are viewed from the firm representatives. As 
this study’s aim partially is to focus on how the firms perceive stakeholders and their 
environmental preferences, to include stakeholders’ own opinions would not have contributed 
to achieving the objective. By including only one viewpoint, subjectivity is omnipotent within 
the essay. However, it is not the objective of this study to achieve objectivity; it is rather to 
interpret social actors’ milieu, in order to bring understanding of their actions and 
motivations. 
 

3.1.2 Preconceptions 
The authors of this thesis are not originally from the Umeå area, and have been brought up in 
similar social milieus. Hence, they may share common values, beliefs and perspectives, which 
could make the process of identifying certain aspects and make alternative interpretations 
more cumbersome. To counter the effect of having a similar value base, both arguments and 
opposing arguments were discussed before analysis and conclusions were drawn. Thus, other 
aspects have been considered and the authors have tried to include auxiliary viewpoints.  
 
Despite having spent three years studying at Umeå University, the authors have had limited 
contact to the environmental concerns of companies in Umeå. The limited contact includes 
the interviewed companies as well, since they cater almost exclusively to the business-to-
business market. Even though the authors have come into contact with one of the companies 
before, during a guest lecture at the university, they consider themselves relatively 
unknowledgeable regarding most of the responding firms. The majority of the preconception 
about the manufacturing industry instead stemmed from the traditional factory image, an 
Oliver Twist-like image with roots in the industrial revolution; dirty, grey and polluting 
factories. 
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To the environmental issues, the authors have been relatively indifferent. Although willing to 
spend a few more percent for ecological and environmental friendly products, as well as 
occasional recycling, the extent of their environmental contribution ends there. While their 
engagement ends there, they are well aware of the most important issues facing our planet 
through media’s constant coverage. Therefore, it would be unfair to claim that the authors 
commenced the writing process without stipulations. Since media has affected the authors’ 
perceptions over a long period of time, it is not possible to determine in what way and to what 
extent this has influenced the research.  
 
Finally, the issue of the authors’ preconceptions toward different kinds of stakeholders 
emerges. Entering a for the researchers previously unexplored area, it was soon discovered 
that stakeholders played a significant part in how environmentally friendly firms were. Some 
of the stakeholders were well-acknowledged to the authors as business students, such as 
customers and suppliers. The picture was cluttered through the roles the researchers had, both 
as business students and as citizens. The foundations of the preconceptions stemmed from 
such diverse sources as theories from scientific articles, myths and the general societal 
discourse. Other stakeholders had not been the focus in the authors’ different roles, thereby 
only existing as stakeholders in the periphery. These stakeholders included environmental 
groups, the society as a stakeholder and environmental authorities. 
 

3.1.3 Selection of method 
Because the authors intend to gain deeper knowledge of the social context in manufacturing 
companies in Umeå, a qualitative study was conducted. According to Denzin and Lincoln, 
qualitative research “[…] addresses questions about how social experience is created and 
given meaning and produces representations of the world that make the world visible“.68 As 
part of the goal of this study is to produce knowledge and understanding of how 
organizational members and stakeholders view environmental factors, the qualitative method 
is appropriate. In organizational and management fields in has been found apposite to utilize a 
qualitative approach. For instance, Gephart argues that: 
 

“[…] qualitative research can provide thick, detailed descriptions of actual 
actions in real-life contexts that recover and preserve the actual meanings that 
actors ascribe to these actions and settings. Qualitative research can thus provide 
bases for understanding social processes that underlie management. Qualitative 
research can also provide memorable examples of important management issues 
and concepts that enrich the field.”69 

 
Further, while quantitative research may capture attitudes and behaviors at one point in time, 
qualitative studies have the benefit of also capturing ongoing processes, thereby lending 
themselves to provide a deeper meaning of social actors’ context.70 Consequently, not only 
does the method reveal the current position of the organization, but also in which direction 
they are moving and why. 
 

                                                 
68 Gephart, R. (2004) “Qualitative Research and the Academy of Management Journal”, Academy of 
Management Journal Aug2004, Vol. 47 Issue 4, p. 455 
69 Gephart, R. (2004), p. 455 
70 Gephart, R. (2004), p. 455 
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3.1.4 Epistemology 
Summarized in Figure 8 are the differences between the Realist-Naturalist stance and the 
constructionist-interpretivism stance. Traditionally, qualitative research uses constructionism-
interpretivism in order to be able to give meaning to social character’s actions.71 This paper 
aims to interpret social actors’ words and tries to contextualize them. Since the knowledge 
will be context specific, it will only be applicable for a social setting during a specific time 
not generalizable as a positivistic epistemology suggests. Therefore, the epistemology used 
will be closer to constructionism than positivism.  
 
 Realist-Naturalist Constructionist-Interpretivism 
Ontology Objectivistic – Belief that there 

is a reality that exist 
independently of the researcher 

Intersubjectivistic – Social reality is 
created by hermeneutic processes 

Epistemology Positivism – Knowledge is 
achieved by generalizable 
common principles 

Interpretivism – To understand 
knowledge you have to understand 
social situations. Therefore knowledge 
is valid only for specific context 

Figure 8 – Summary of ontological and epistemological stances.72 73 
 

3.1.5 Ontology 
Ontology concerns individuals’ perception of social entities, i.e. how individuals observe 
reality.74 Commonly, the constructionist way of viewing reality is used in qualitative research. 
The constructionist stance means that “[…] reality is context-dependent, shifting, based on 
perspective, values and interests of observer”,75 implying that reality is constantly changing, 
and phenomena are ephemeral, since the way individuals perceive phenomena are 
continuously redefined. The opposite of this philosophy is the objectivistic position, which 
states that there is an objective reality, independent of social actors.76 While few researchers 
enters research process by stating their preferred ontological stance, suspicion lies that most 
researchers primary objective is to select subject, it can be useful to be guided through the 
process with a well thought through stance of what reality really is. This study will use a 
blend of both positions. The constructionist stance is useful when interpreting how individuals 
create meaning within organizational structures. In contrast, there are parts in individuals’ 
reality that cannot be created by social actors’ values and beliefs, such as physical objects. 
Whereas some processes regarding environmental factors are designed by man, such as 
environmental policy and routines, others are objectively measurable, such as pollution 
control. Therefore this study will use both the objectivist and constructionist ontology, and 
will hence mix and match the two types of concepts of reality.  
 

                                                 
71 Gephart, R. (2004), pp.454-455 
72 Hatch, M., Yanow, D. (2008) ”Methodology by Metaphor: Ways of Seeing in Painting and Research”, 
Organization Studies, Volume 29, p. 30 
73 Bryman, A., Bell, E. (2003) ”Business Research Methods”, Oxford University Press, Oxford pp. 13-24 
74 Bryman, A., Bell, E. (2003), p. 19 
75 Heracleous, L., Jacobs, C. D (2008) “Understanding Organizations through Embodied Metaphors” 
Organization Studies, Vol 29, p. 51 
76 Bryman, A., Bell, E. (2003), p. 19 
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3.1.6 Scientific approach 
Normally, a qualitative research favors an inductive approach.77 An inductive approach 
emanates from the collected data and the researcher then forms theories based on the findings. 
A deductive process starts with the researcher explores previous research, and proves or 
disproves existing theories using the data gathered.78 This study is performed using a 
methodology closer to deductive.  This has been used to connect the responses given by the 
interviewee to existing theory. The motivation for conducting the study in this manner is that 
there is a wide range of research and there already exist previous research that cannot be 
ignored. Therefore the authors started exploring existing research and formulate the interview 
guide based on prominent theories within the field. After the interviews had been made and 
the research data has been compared with theory, the research will have an inductive aspect 
investigating if an alternative interpretation can be made. Consequently, this study will have a 
deductive approach and will use inductive elements only to complement existing theory in the 
specific social context. 
 

3.2 Practical method 
The information given in this chapter will follow in the chronological order as they were 
conducted during the study. 
 

3.2.1 Collection of secondary sources 
Since the area of environmental issues have been thoroughly investigated in previous 
research, an overview of the existing literature was deemed important. The research was 
initiated by starting from existing literature and scientific articles. Next, a triangulation step 
was taken, whereby the new articles’ sources were compared to see if there existed a common 
classical theory widely accepted in scientific circles. This mix, new interesting articles and 
classical accepted papers, were the basis for the theory chapter. The databases used during the 
information search were primarily Business Source Premiere (EBSCO), Helecon (SCIMA), 
Econlit and Emerald Fulltext. The keywords used during the information search can be found 
in Appendix B. The main reason for using these particular databases is that the articles 
comprised in the respective database are always peer reviewed, as they are included in 
different kinds of business journals, and can therefore be assumed to have a high quality, both 
in their methodology and in their analysis. 
 

3.2.2 Primary Sources 
In this study primary data have been used for the foundations. Therefore, the importance of 
gathering and handling of data cannot be neglected. In this chapter, there will be a discussion 
and critique how the data were collected and treated. It will also cover how the sampling of 
companies and the selection of individual employees within participating companies was 
made. 
 

                                                 
77 Hyde, K, (2000) “Recognising deductive processes in qualitative research” Qualitative Market Research: An 
International Journal, Volume 3, Issue 2,  p.82 
78 Hyde, K, (2000), p. 83 
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3.2.3 Selection of respondents 
Once the authors decided that this study would focus on manufacturing businesses located in 
Umeå municipality with 10 employees or more, a search in Affärsdata was made in order to 
obtain information concerning suitable companies. Using the SNI codes for manufacturing 
companies, which ranges from 10-33, it was discovered that few manufacturing companies 
existed in Umeå. Since the authors used the keyword “Umeå” for town, the authors failed to 
include major companies such as Volvo Lastvagnar and SCA Packaging Obbola AB, which 
both have their premises in close proximity to the town of Obbola. 26 businesses were found, 
but since four were bakeries and another two newspapers, thus deemed not to be a “classical” 
manufacturing firm, the sample frame was limited to 20 companies. This is contradicting to 
the selection of subject chapter, in which it was stated that the definition of manufacturing 
was made by Affärsdata. However, the newspaper and bakeries were deemed too different to 
find common characteristics and thereby be able to use the same interview guide. An initial 
contact was made to 13 companies in the sample frame using email, out of which two 
companies replied. One of these companies informed us that they did not manufacture 
anything on their own, which led to their exclusion of the sample frame, thereby reducing the 
sampling frame to 19 companies. The other company agreed to be interviewed on a later date. 
In order to reach theoretical saturation, those companies who did not reply to the initial e-mail 
were contacted again over telephone, until it was deemed that enough interviews had been 
arranged. In total six firms were interviewed and since more than one fourth of the sampling 
frame was interviewed, it was judged that saturation was reached. Theoretical saturation 
occurs when no new or relevant data can be gathered with additional interviews.79 
 
Once the firms had been selected, it was necessary to locate an employee with enough 
information to participate in the study. Maxwell argues that the typical sampling method used 
while conducting a qualitative study is called purposeful selection. This technique is based on 
finding the right information, setting and activities, in order to gather information that could 
not have been acquired from any other person. Further, Maxwell claims that “Selecting those 
times, settings and individuals that can provide you with the information that you need in 
order to answer your research questions is the most important consideration in qualitative 
selection decisions”.80 Thus, the outcome of this study was dependent on gathering 
information, rather than performing a perfect probability sample. As such, it was deemed 
important to locate the staff concerned with environmental issues in the responding 
companies. No such person existed in the smaller companies, as they seemed to have 
personnel involved with many different tasks. For instance no defined environmental manager 
existed.  
 

3.2.4 Ethical principles 
While conducting a study, it is of great importance to protect the respondents. This can be 
done in a number of ways. In 1978 Diener and Crandall argued that four main ethical 
principles exist in social science. These principles revolved around participants being harmed, 
informed consent from respondents was received, whether privacy of the participant was 
infringed and if the interviewee has been deceived.81 To protect the participants and the 
organization they represented from being harmed, they were able to opt for anonymity, an 

                                                 
79 Bryman, A., Bell, E. (2003), p. 330 
80 Maxwell J.A, (2005), “Qualitative Research Design: An Interactive Approach”, 2nd ed, Saga Publications Inc, 
Thousand Oaks, p. 88 
81 Bryman, A., Bell, E. (2003), p. 519 
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alternative that the respondents declined. In certain cases however, arrangements were made 
so that anonymity was given to certain stakeholders to protect the firm from harm. 
Participants in the study were informed of how the data gathered from their respective 
interview would be implemented in the finished essay. Both at the beginning and in the end of 
each interview the respondents received a thorough explanation of the research process. In 
addition, interviewees were at any point allowed to refuse to answer a specific question if the 
question was deemed too sensitive. To ensure that no deceptions would occur, the 
interviewers were upfront with the motives to the study from the start. 
 

3.2.5 Truth criteria 
Traditionally, validity and reliability is used in quantitative research to establish the quality of 
the study.82 Since no measurements as such are done in qualitative studies, truth criteria 
replace validity and reliability. Therefore, researchers have suggested alternative criteria to 
evaluate qualitative research, trustworthiness and authenticity.83 
  

3.2.5.1 Trustworthiness 
Trustworthiness consist of four main components; credibility, transferability, dependability 
and confirmability. According to Erlandson there is no objective reality, instead individuals 
create meaning in their own milieu. In order to grasp individuals’ meaning of reality, it is 
important to ensure that their experiences are correctly interpreted, which is what credibility is 
concerned with. Therefore, credibility is similar to the concept of internal validity, which is 
concerned with causality and traditionally used in quantitative research.84 Whilst internal 
validity is increased by asking the right question in a questionnaire, in order to establish 
causality, credibility is improved by accurate interpretations. Credibility may be improved, for 
instance through respondent validation, which has been done in this study.85 
 
The second consideration in research trustworthiness is the study’s transferability. This aspect 
concerns how well a study’s findings can be transferred to another social environment.86 In 
this way it relates to external validity, which is also concerned with how research findings can 
be extended to another social setting.87 In this study, certain characteristics are company and 
area specific, and are therefore unlikely to transfer to another area. However, other aspects, 
such as environmental laws and competitive advantage through green thinking, are a common 
consideration among firms. Hence, parts of the research findings might be transferable to 
other social settings. 
 
Dependability comprises how well the documentation of the research process has been done. 
It also includes how well aforementioned documentation has been made available and 
accessible to be evaluated by peers, so that an outsider could determine whether the research 
process has been carried out properly. Another benefit is that they evaluate if interpretations 
and deductions has been made justifiably.88 This study will keep audio recordings from the 

                                                 
82 Bryman, A., Bell, E. (2003), p. 286 
83 Bryman, A., Bell, E. (2003), p. 288 
84 Bryman, A., Bell, E. (2003), p. 288 
85 Halldórson  A., Aastrup J (2003) “Quality criteria for qualitative inquiries in logistics”, European Journal of 
Operational Research, Volume 144, p 327 
86Halldórson  A., Aastrup J (2003), p. 327 
87 Bryman, A., Bell, E. (2003), p. 569 
88 Bryman, A., Bell, E. (2003), p. 289 
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interviews, interview guides and the transcribed interviews available for peer review, along 
with other material from the research process. Consequently, the interpretations being made 
and the motivation behind them will be more transparent for the peer reviewers to consider. 
The dependability of the thesis will gain because of increased transparency. When researchers 
make material available to review by peers the dependability and reliability increases, and 
therefore dependability share qualities with reliability. 
 
Finally, confirmability is concerned with to which extent the research mirrors the inquiry and 
not personal beliefs and values of the researchers. A research were personal opinions imbue 
the study will have low confirmability. This research will try to improve confirmability by 
stating what been said in interviews and thereafter drawing conclusions, thus enabling the 
reader to determine if the right inferences has been made.89 
 

3.2.5.2 Authenticity 
Authenticity, unlike trustworthiness, is geared more towards the impact the study will have on 
the subject matter. It encompasses criteria such as fairness, ontological authenticity, educative 
authenticity, catalytic authenticity and tactical authenticity. Fairness is about having a 
balanced approach in relation to research topic. It involves such facets as allowing different 
perspectives in social settings to be conveyed. Ontological authenticity is the notion of the 
research aids the respondent to gain a deeper insight of their social environment. Educative 
authenticity covers if the research assists respondents to gain comprehension about other 
actors’ viewpoints. In which manner a report changes the behavior of the respondents is 
referred catalytic authenticity. Tactical authenticity is the criteria concerned with whether 
researchers have given subjects drive to reform their social setting.90 Authenticity does not 
really have a corresponding concept in quantitative research, since this concerns rules about 
the direct interaction between the interviewer and the respondent, a close relationship that 
does not exist in the same manner within quantitative research. 
 
Since only one respondent has been taken into consideration per included company, this 
research might be liable to the effects of one individual’s personal interpretation of a 
phenomenon. The fairness might therefore be negatively affected. Although, the respondents 
were considered knowledgeable in the subject by the replying company and should 
consequently be well aware of the organizational philosophy as well as the environmental 
rules and therefore should be able to represent the firm in environmental issues. While some 
of the responding companies had a well composed and ambitious environmental plan, others 
were in the startup and planning period for the process of becoming more environmentally 
friendly. Therefore, the level of ontological authenticity is concluded to depend on the 
responding firm. For some of the companies, the questions asked during the interview might 
have covered new ground, and lead to new processes and viewpoints previously not 
considered. As the result of this study will be delivered to the responding companies, it is 
plausible that some of the conclusions will in some form be implemented, or at least taken 
into account. Thus, this study has at least moderate catalytic authenticity, and in fact, at least 
one company mentioned that the findings would be one of the founding points of a new 
environmental policy. At the same time, the report will contain information about other agents 
in the same field, which could increase the educative authenticity, as the respondents will be 
able to compare and contrast their behavior to the behavior of others’. 
 
                                                 
89 Bryman, A., Bell, E. (2003), p. 289 
90 Bryman, A., Bell, E. (2003), pp 289-291 
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The report will have a lack of tactical authenticity. The reason for this is made deliberately, if 
the researchers actively would have tried to drive the actors to reform their social setting, it 
could have lead to too much subjectivity and too much interference in the study of values and 
beliefs. This is especially relevant considering the trustworthiness criteria stating that the 
research loses credibility if the researchers transfer their values onto the subject matter. 
 

3.2.6 Outline of data collection 
In this section, a brief overview of the interviews will be given to the reader. Figure 9 
provides facts about the respondents and the interview method used. 
 
Respondent Date Time Method 
Gunilla Brandt, Logistics, 
Seaflex 

2008-04-16 24 min Semi-structured telephone 
interview, Dictaphone  

Jonas Jonsson, Plant 
Manager, Komatsu Forest 

2008-04-17 35 min Semi-structured in-person 
interview, Dictaphone 

Svante Karlsson, Project 
evaluator Tängmans 
Processautomation 

2008-04-22 22 min Semi-structured telephone 
interview, Dictaphone 

Fredrik Grundberg, CEO, 
Djäkneböle Emballagefabrik 

2008-04-22 12 min Semi-structured telephone 
interview, Dictaphone 

Marie Gustafsson, Quality 
Manager, Swerock 

2008-04-22 20 min Semi-structured telephone 
interview, Dictaphone 

Magnus Lundkvist, 
Environment & Maintenance 
Manager Ålö Brännland 

2008-05-06 46 min Semi-structured in-person 
interview, Dictaphone 

Figure 9 – Summary of interviews 
 

3.2.7 Data collection  
The data was collected by interviewing managers for various manufacturing companies in 
Umeå. An initial contact was made with the company via e-mail, and after that a follow-up 
call was made. The responding companies were allowed to decide themselves which 
employee was most suitable to answer the questions. The procedure used lead to a somewhat 
heterogeneous group of managers, where some were responsible for production, others for 
logistics and some in quality and environmental factors. Some managers were specialized, 
whereas others had responsibility for a wide variety of tasks. As a result, the selection process 
used might introduce a bias, since all managers were not experts in all fields of the study and 
therefore brought different perspectives to their answers. 
 
After the respondent had been selected and an appointment had been made, an outline of the 
themes for the forthcoming interview was sent out. The motivation was to prepare the 
respondent for our themes, in order to better answer the questions to be asked. The 
preparation was especially useful for companies that were highly specialized, where the 
respondent could ask managers in other fields to better be able to answer the questions, 
thereby mitigating a potential bias caused by the differences in their respective roles. The 
drawback with preparing the respondent could be the risk of he or she embellishes the truth to 
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put the company in a favorable light. Since the questions as such were not considered to be of 
a sensitive nature, this risk was deemed small.  
 
Once the interviews were booked an interview guide was created. As mentioned before, 
previous research could not be neglected, and as a result existing theories were used when 
constructing the interview guide. Themes were developed, relating to the different theories, 
and in a secondary step actual questions were created. In a tertiary step, the actual questions 
were reconnected to theory to ascertain that only limited aspects of theory were overlooked in 
the operationalization of concepts. Another benefit of operationalize concepts, through the 
deductive research process, was that it enabled the researchers to get a clear grasp of pertinent 
theories. The reader is referred to Appendix A for more information concerning the interview 
guide. 
 
During the interviews, respondents were asked if recording of the interview was acceptable 
and that their replies would be written down and sent to the respondent for clearance, before 
using the material in this thesis. By using respondent validation, the number of 
misunderstandings should be limited.91 The interviews were recorded so that the interviewers 
could focus on what was been said and be able to probe and prompt. Further, the recording of 
the interviews enabled the interviewers to better interpret how the respondents answered the 
questions, and allows the research to be more reliable, as other individuals may listen to the 
interview and form their own opinion if the research can be interpreted in any other way. 
However, the recording of the interviews might create a bias, since some respondents might 
feel uncomfortable or self-conscious while answering questions if they are aware that their 
answers will be recorded.92 
 
The interviews were conducted mainly by telephone, but due to technical calamities one 
interview was performed in person. An additional interview was performed in person due to 
the preferences of the respondent. The benefit of a telephone interview is that due to the lack 
of physical contact there is a limited risk of the interviewer’s affecting the respondent through 
body language. Due to the nature of telephone interviews, where no eye contact can be made 
and the use of body language is unseen, there is potential for misunderstandings and a loss of 
transferability of information.93  
 
In certain cases, stakeholder identity was made anonymous in order to ensure that this report 
would not damage relationships, which did not appear to influence the quality of this report. 
 
Interviews were also conducted in person. The inconsistent way of information being 
collected i.e. some were collected by telephone and some in person might have lead to a bias. 
The reasons for this are several, among them when carrying out interviews in person; easier 
probe and prompt, conversation rather than strict interviews, easier to interpret social context 
in terms of how the respondent answers a question. The authors tried to mitigate bias related 
to the different interview techniques by using the same interview guide and tried to use 
follow-up questions in the same manner to ensure the respondents had the same opportunities 
to answer the questions. 
 
In terms of environmental management theory, some theories were not explicitly covered in 
the interview guide, since it was assumed that those aspects could be extracted in a more 

                                                 
91 Bryman, A., Bell, E. (2003), pp 289-290 
92 Bryman, A., Bell, E. (2003), p. 353 
93 Bryman, A., Bell, E. (2003), pp 120-121 
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efficient way by interpreting other questions with similar themes. In this way, the monotonous 
aspects of the interviews were kept to a minimum, as repetitive questions were reduced. Using 
similar reasoning, whenever an aspect of the interview guide was excluded from company 
practices, the theme was abandoned, and no further questioning was conducted on that 
specific theme. 
 
The interview with Ålö was conducted in their production facilities, where the respondent, 
Magnus Lundkvist gave a guided of the facilities. The experienced benefits with a visit were 
that it decreased ambiguity and simplified the process of asking follow-up questions. It made 
it clearer what was intended when describing different functions when it is possible to 
visualize them. One drawback of the visit was the noisy environment, making it more difficult 
to transcribe the material. As a result of the noisy environment, along with conversation 
covering for this thesis irrelevant information, parts of the interview were not fully 
transcribed. The incomplete transcription, along with words not captured by the Dictaphone, 
might have meant that germane parts of the conversation accidentally were omitted. To limit 
this effect the parts that were not transcribed were still listened to, and particularly noisy 
fragments of the interview were repeated to restrict the loss of information. 
 
Another issue was the interviewers’ lack of experience vis-à-vis interviews. The inexperience 
might have lead to deficiencies in relation to follow-up questions and the way questions being 
asked, which might have lead to not all relevant information was extracted from the 
respondents. The researchers are sanguine that the effect caused was mitigated by extensive 
preparations, for instance by rehearsing questions and peer reviewing the interview guide. 
 
Despite the fact that the same interview guide was used for all interviews, the interview varied 
in length quite considerably. The reasons for this were numerous, among them were that the 
interviews were respondent controlled, and while some interviewees were very laconic, some 
elaborated their replies. Another reason is that the larger companies have a lot more 
procedures to cover during the interview, which was obviously reflected in the interview’s 
length. As stated previously, the in person interviews made it easier to ask follow-up 
questions, which prolonged the interview. Also, in the case of Ålö, since the interview took 
place during a guided tour in their production facilities, aspects were covered which were 
interesting, but not pertinent to this thesis.  
 
After the interviews had been conducted, the time-consuming process of transcribing 
commenced. The transcription was conscientiously undertaken to ensure a limited loss of 
meaning and nuances. It was performed carefully enough to interpret what was said and in 
what way it was said, in order to capture the discourse. According to Hardy, discourse 
concerns both verbal and written communication, and how meaning is given to the 
communication.94 No formal discourse analysis were made, instead the discourse was used to 
complement what was actually being said. 
 
Once the transcription was completed, the process of translating the transcribed data began. In 
order to make sure that no significant pieces of information were lost the translation was done 
carefully. However, the dual translation from English concepts to an interview guide in 
Swedish, translated back to interview replies in English, might have lead to inconsistencies. 
For instance, there might be a lack of suitable translations of concepts and questions, due to 
semantic differences between the two languages. To limit issues with mistranslation, a 
                                                 
94 Hardy, C. (2001), "Researching organisational discourse", International Studies of Management and 
Organisation, Vol. 31 No.3,. P 26 
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secondary respondent validation step was taken, whereby the now translated and summarized 
empirical material was approved by the original respondent, as to ensure an improved 
empirical authenticity. 
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4. Empirical data 
Here, the essence of this study’s findings stemming from the interviews will be presented. 
 

4.1 Presentation of participating companies 
In this section the reader will be given a short description of the participating companies. As 
their field of business and the respondent itself may affect the outcomes of this study, a brief 
summary of these two categories will also be presented. 
 

4.1.1 Djäkneböle Emballagefabrik 
Djäkneböle Emballagefabrik manufactures different kinds of wooden packaging supplies for 
other companies needs. The company is situated in Djäkneböle, a village outside Umeå. The 
company has nine employees, including the two owners. Although Djäkneböle have only nine 
employees, they were included in the sample frame collected through Affärsdata due to that 
they had more employees the last time this directory was updated. The interview was 
conducted with Fredrik Grundberg, CEO of the company, and one of the two owners. 
 

4.1.2 Seaflex 
Seaflex is a small, family-driven manufacturing company which specializes in mooring 
systems and springs for pontoons and buoys. The benefit with their mooring systems is that it 
is made of flexible rubber material, in contrast to traditional mooring systems made by metal 
links and chains. The company has 10 employees and is mostly focused towards export; 97% 
of the production is exported. The respondent was Gunilla Brandt, responsible for logistics 
and human resources within the company. 
 

4.1.3 Swerock 
Swerock is active in three areas; gravel and digging, transportation and concrete. Recently, 
the company has increased its number of employees rapidly, to around 650 nationwide. The 
interview was conducted with Marie Gustafsson, Quality Manager for the Northern region. 
The Northern region employs 105 individuals and has its headquarters in Umeå. 
 

4.1.4 Tängmans Processautomation 
Tängmans Processautomation is in the process control niche, with a focus on asphalt and 
concrete plants, automatizing the process for asphalt- and concrete-plants. With 11 
employees, Tängmans upgrades current manual systems to fully automatized process controls, 
and have offices at several locations in Sweden. Svante Karlsson, project evaluator at 
Tängmans Processautomation, was the interviewee. 
 

4.1.5 Komatsu Forest 
Komatsu Forest product line consists of vehicles for the logging industry. Three different 
types of products are produced in Umeå; forwarders, harvesters and harvester heads. The 
company formerly known as Valmet was acquired by the Japanese company Komatsu, and is 
now a major player around the world. The company has 400 employees in Umeå, of which 
300 works in the factory. The respondent was Jonas Jonsson, the Umeå plant manager.  
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4.1.6 Ålö 
Ålö manufactures front loaders for farming vehicles. Their business idea is to be flexible and 
work in close collaboration with their customers. As a result, Ålö is now world leading in its 
field, with close to 20 percent market share for front loaders. Starting in the 40’s in Brännland 
just outside Umeå, the company is today located at the same place. After a major 
reorganization in the early 2000’s, the company cut back on staff, but gained efficiency. The 
factory currently has 200 employees. The Environment & Maintenance Manager of Ålö 
Brännland, Magnus Lundkvist, agreed to be interviewed.  
 

4.2 Review of empirical data 
In the review of empirical data the most relevant parts of the interviews conducted with the 
participating companies will be presented.  
 

4.2.1 Stakeholder theme 
In this section the interesting aspects about the corporate stakeholders extracted during the 
interviews will be presented. 
 

4.2.1.1 Customers 
Customers were found among the respondents to be one of the, if not the most, important 
stakeholder. Several of the respondents mentioned that the customers were the ones that 
guided their environmental work. Tängmans Processautomation responded that their 
customers have an existing environmental policy, to which the company must comply in order 
to compete. The existing customers’ environmental plans include different kinds of 
requirements in terms of recycling and transportation that must be fulfilled. To answer the 
question of why they do not formulate an environmental policy of their own, they replied it is 
not worth it in monetary terms, i.e. the cost exceeds the benefits. The respondent also 
admitted that some of their customers were very progressive in the environmental field, and 
evaluated the suppliers’ quotations partly on a green basis. While Tängmans 
Processautomation customers demand certain obligations, the opposite is true for Djäkneböle 
Emballagefabrik. Replying to a question of why they do not have an environmental policy, 
the answer was twofold. First, the wooden-packaging industry is not traditionally seen as 
environmentally damaging. Second, their customers do not require such actions from the firm 
and as a result, the owners did not see any need for an environmental policy. The owner did 
however admit that they did not monitor the environmental preferences of their customers at 
all. 
 
Seaflex’s case was different, as they possess a product unique to the customers. As such, they 
do not need the environmental aspect to distinguish themselves from competitors. Even 
though they did not presently follow an environmental policy, the product alone was more 
environmentally friendly compared to the alternatives of their competitors. The respondent 
also mentioned that some customers demanded that the mooring system should be Seaflex’s, 
due to its more environmentally friendly features. 
 
The respondent at Swerock emphasized that the customers’ preferences was a consideration 
when applying for and receiving an environmental certification in the beginning of the 21st 
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century. The customer focus has once again shifted, this time away from environmental 
issues, according to the respondent. 
 
Evidence of the importance of customer care was found at Komatsu Forest, as they try to use 
a shared vision with their customers, in order to survive. By ensuring that the customers’ and 
Komatsu’s goals are aligned, they will both benefit. If customers’ environmental preferences 
change, Komatsu will emphasize their environmental policy more intensely. Further, the 
respondent claimed that Komatsu did not currently focus on environmental factors, but other 
benefits associated with environmental performance, such as developing fuel-efficient engines 
will be a cost reduction for their customers by lowering their fuel costs, regardless of how it 
helps the environment. Another example of this phenomenon was found in Komatsu’s 
harvesters, manufactured at Komatsu’s factory in Umeå. By implementing wheels instead of 
tracks on the harvesters, not only does the machine cause less damage to the ground, they are 
also more flexible and have a lower probability of getting stuck in certain terrain. Therefore, 
the respondent stated that environmental issues and economical issues are often 
interconnected.  
 
Ålö described the long-term relationship with their customers as very important. When 
customers develop new tractors, Ålö gets access to their blueprints before it launches, 
enabling them to develop a suitable front loader for that model. This gives Ålö an advantage 
for launching their model-specific front loaders, compared to their competitors.  
 
Further, Ålö is very proud of their new production facilities are keen to display it for their 
resellers. Therefore they arrange factory visits for resellers, customers and suppliers from all 
over the world. The outward image conveyed by a clean, environmentally friendly factory 
was described by Magnus Lundkvist as very important and in line with how the customers 
should perceive the product. 
 

4.2.1.2 Suppliers 
Tängmans Processautomation, as a small company, is dependent of the material sold by their 
supplier. Therefore, they adjust to new environmental standards on the conditions forwarded 
by their suppliers. The actual purchasing process of Tängmans, is that information is given by 
suppliers concerning new products and their environmental effects and Tängmans 
Processautomation then takes an informed decision about which supplies to purchase. The 
respondent mentioned that previously environmentally friendly products were more 
expensive, but with larger volumes sold by suppliers the prices have converged. 
Consequently, whenever possible, they purchase the environmentally friendly product, which 
enables Tängmans to establish for their customer that they are environmentally committed. 
Seaflex and Djäkneböle Emballagefabrik did not elaborate on how the suppliers are taken into 
account in the environmental work. For Seaflex, there are several materials that are essential 
for their production, and cannot be replaced by more environmentally friendly solutions. 
 
As Swerock takes their materials from nature, they do not have suppliers as such for their raw 
material. Accordingly, Mother Nature can be seen as their supplier. In their case, the main 
objective is to limit the damages made from processing gravel at quarries, by reusing old sites 
for other projects so that no new damage is created. They try to make sure that no new 
exploitation of nature occurs, although in certain cases new excavations needs to be 
undertaken. 
 



35 
 

Jonas Jonsson, the respondent of Komatsu Forest, stated that they communicate their 
environmental policy to suppliers. Most of Komatsu’s suppliers are situated in West Europe, 
on order to keep transportation costs low and take advantage of the existing technological 
competence in these countries. The suppliers were evaluated on a series of criteria, including 
quality, economical, security and environmental aspects, where the top-ranked suppliers 
gained access to a “green club”. When Komatsu evaluates the suppliers, one part considered 
is the environmental certification parameters from ISO14000.  The suppliers included in the 
green club gets better contracts with Komatsu, stipulating for instance better prices, better 
conditions of payment and better business opportunities with Komatsu. In return Komatsu 
expects that the suppliers invest in the fields of environment, quality and volume. Other 
requirements are also stipulated; “If Komatsu opens a new manufacturing facility in 
Indonesia, the green club suppliers are expected to invest in own manufacturing industries 
nearby the new factory”95. 
 
Ålö purchases their supplies from all over the world, including emerging economies, and 
Magnus Lundkvist claimed that the primary condition levied on these suppliers was that they 
complied with Ålö’s standards, but also that the packaging was recyclable, along with other 
routines.  
 

4.2.1.3 Employees 
As many of the participating companies do not presently have a formulated environmental 
policy, they have had no reason to communicate it to their personnel. Swerock, that had an 
existing environmental policy, conveyed it continuously to their employees through 
information meetings and other channels. 
 
Komatsu has an environmental policy, which in order to simplify for their employees, they 
continuously try to improve. To ensure that employees remember the policy, it has been 
simplified in several steps, and the respondent claimed that a future development might 
consist of combining pictures and text, to aid people that has a better picture memory, than 
text memory. By remembering the image, the context of the policy will be apparent, 
according to Jonas Jonsson. 
 
Further, Komatsu have experimented with mechanisms designed to gather employees’ 
suggestions over the years. Currently, they are utilizing their intranet, where employees can 
post own suggestions, which are then responded to and given feedback. The underlying 
motivation for this system is that the employees themselves can visualize the reporting 
process, and how their suggestions for improvements are taken into consideration. 
  
Ålö admitted that the manner they communicate environmental policy to employees could 
improve. Some of the environmental reports were however accessible by the employees, since 
the reports now were available electronically. 
 
When asked if the companies have a reward system for fulfilling the environmental goals, all 
respondents claimed that no such system existed. 
 

                                                 
95Please note that this is an original quote in Swedish that has been translated. Consequently, it will not as 
accurately represent what has been said and meant as if it would have been in the original language. This is true 
for all quotes used in the empirical review chapter. To ensure high quality, respondent validation was used, so 
that the quotes, now in English, could be approved by its original source.  
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4.2.1.4 Regulators 
A common characteristic among most participating companies is their communication with 
Umeå municipality. This communication reaches from environmental advice (Ålö and 
Swerock) and neighbor disturbances (Djäkneböle Emballagefabrik) to business and export 
issues (Seaflex). Swerock need permits from different agencies to excavate new digging sites. 
Seaflex also reported that they have frequent contact with the Västerbotten Chamber of 
Commerce and the Swedish Trade Council, as a result of the majority of their production is 
exported. Komatsu describes their cooperation Umeå municipality and Västerbotten County 
Administrative Board as well-functioning. 
 
Some companies also reported that they undertake most of their communication with 
authorities using intermediaries, such as Sweco and Elinstallatörernas Intresseorganisation, 
which is an organization for companies involved in the business of electrical wiring. The task 
of these organizations is mainly to inform about new rules and regulations affecting the 
companies involved. Komatsu are also using intermediaries. In partnership with their 
landlord, Komatsu have created a system where they purchase information about upcoming 
rules and regulations, suggestions for implementation or revisions of their production process. 
The supervision of changes and laws were previously done by monitoring the Swedish 
Environmental Protection Agency’s website in-house. 
 
Ålö have a good cooperation with different government agencies such as Umeå municipality, 
and Västerbotten County Administrative Board. The contact between Ålö and these agencies 
went through a variety of different channels, for instance through paper format, electronic 
format, visits or through intermediaries. The collaboration is undertaken by agencies making 
suggestion and the different parties always maintaining an open dialogue.  
 

4.2.1.5 Media 
Most companies’ communications with media were sparse. For instance, Tängmans 
Processautomation reported no media contact at all. Seaflex stated that they themselves 
released little material to media, but have had inquiries from media, wanting to see their 
facilities. The few press releases issued were connected to special events, such as new patents 
and launches. Ålö have been reached out to by different environmental magazines and have 
been offered media coverage, which comes with a price. 
 
Komatsu tries to contact media whenever new launches or new investments are made. In 
addition, Komatsu has to actively seek out media by such measures as press releases or 
arranging journalist visits to their production facilities. This has been carried out several times 
lately, for instance in the beginning of 2008, when four new models where uncovered. More 
generally, the respondent thought that not enough focus was put on positive environmental 
investments. Instead, there has been negative environmental attention whenever rumors 
circulate. Even when positive environmental investments are highlighted, wrong aspects are 
usually illuminated, for instance the investments amount instead of environmental attributes it 
provides. Consequently, the respondent opined that more positive media focus was warranted, 
which is aligned with Djäkneböle Emballagefabrik’s experience. They have had a limited 
contact with the media, except when a fire tormented their production facilities in 2005. 
Suddenly the media, which had not been interested before, started covering the small wooden-
packaging manufacturer. 
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Since the interviewee at Swerock sat in the regional office and they had a centrally placed 
media relations manager, the local office had very little contact with media. 
 

4.2.1.6 Competitors 
The respondent of Djäkneböle Emballagefabrik considered the company to be without 
competitors. They focused their sales effort to close proximity to their production facilities. A 
similar situation, but for different reason, was found in Seaflex answers. As they offer a 
unique product they did not considered themselves to have competitors in their segment. 
However, they also tried gaining customers that traditionally had purchased conventional 
mooring systems. If someone would invent a new mooring system the monitoring would 
increase, but at the moment Seaflex are improving independently of competitors. Komatsu 
have certain areas where they aim to be far superior to their competitors, for instance fuel 
efficiency. 
 
Some of Tängmans Processautomation’s customers evaluate quotations by different criteria, 
one of them being environmental friendliness. Implying that if the firm improves their 
environmental performance, they can get an advantage compared to their competitors. 
Therefore, Tängmans Processautomation supervises their competitors through different 
channels, such as newspapers and advertisements. 
 
According to Marie Gustafsson, Swerock did not consider their competitors environmental 
thinking when planning their own policies, but instead tried to improve on their own and 
correctly implement plans from the beginning. 
 
While Ålö have had an environmental thinking, the respondent noted that their improved 
environmental performance the last few years were undertaken independently of competitors 
but instead were initiated by new ownership. Ålö’s representative noted that they always try 
to be ahead of their competitors. 
 

4.2.1.7 Community 
The respondent of Djäkneböle Emballagefabrik reported that communications with their 
neighbors were conducted through Umeå municipality. 
 
When asked if they had any contact with the local community Magnus Lundkvist replied that 
a lot of local people were employees of Ålö and they had always been situated in Brännland. 
 
Komatsu claimed that the firm has certain mechanisms designed to handle the community’s 
complaints or suggestions. The important things in these mechanisms is to have an open 
dialogue and quick feedback to the suggestions made, however no such complaints or 
suggestions have been reported since at least 2005. 
 

4.2.1.8 Owners and investors 
Since Komatsu’s owner shift in 2004, no major differences in their environmental policy have 
been reported. However, the Japanese owners are working towards networking between units, 
in such aspects as health, environmental and safety. Still, the most guiding principle is the 
concept of quality. In some smaller companies interviewed, there was no outside ownership. 
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Ålö’s reorganization and reconstruction of their factory were motivated, according to Magnus 
Lundkvist, by an ownership change in the early 21st century. “It was too old, the factory. It 
was the owners, they wanted to make results. They wanted to get out volumes, they wanted to 
make money, they wanted it to go well. They saw the potential.” In another answer the 
respondent of Ålö said that the owners wanted to gain market shares. The investors’ 
preferences are one of the reasons for investing in the new recycling facilities, in order to both 
save money and become more environmentally friendly. 
 

4.2.1.9 Other stakeholders 
Marie Gustafsson, the respondent at Swerock, mentioned that they have an unusual 
stakeholder. As their digs occasionally are conducted in the wilderness very close to where 
the Swedish minority group Sami resides. This means that whenever a new dig in their area is 
commenced, the Sami people are an interest group which has to be considered.  
 
Many firms reported some sort of cooperation with environmental consulting agencies. These 
consulting agencies provided a variety of tasks, ranging from monitoring and reporting new 
rules and regulations (Komatsu, Ålö and Tängmans Processautomation), reducing energy 
consumption, supervising chemical wastes (Ålö) and general environmental planning 
(Seaflex). 
 

4.2.2 The Natural-Resource-based view  
Data which can be connected to Hart’s Natural-Resource-based view will be introduced in the 
following section. 
 

4.2.2.1 Sustainable development 
No relevant aspects were found in the field of Hart’s sustainable development, as only Ålö of 
the participating company had suppliers outside Europe. Further, Ålö stated that they have 
routines and standards for approving suppliers. The information given did not provide deeper 
understanding whether Ålö works with sustainable development in emerging countries. Since 
limited empirical material was collected about these issues, this part will be omitted in the 
analysis. 
 

4.2.2.2 Product stewardship 
While most companies responded that no product development was done solely for the sake 
of the environment, it was still an aspect of the new product design.  
 
Marie Gustafsson at Swerock explained that they have made their production process more 
environmentally friendly by reusing old sites for other projects so that no new damage is 
created to nature. In that manner they have limited the damages made from processing gravel 
at quarries. While Djäkneböle Emballagefabrik have not made any specific alternations to 
their products, they have evaluated their production energy consumption, which has enabled 
them to reduce energy costs. Seaflex reported that they constantly improve the materials in 
their mooring systems, in order to reduce corrosion and limit environmental damage. Since 
Tängmans Processautomation competes in the environmental field with their rivals, new 
materials and processes are regularly considered. Since they do not manufacture anything, but 
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instead purchase from resellers, the material selection process, rather than manufacturing, is 
the crucial step.  
 
Komatsu replied that the development of new products is a constantly ongoing process, and 
especially the engine efficiency can reduce both the fuel costs and emissions. The respondent 
also claimed that the choice of material was an important factor, for instance such issues as 
how to recycle the material was mentioned. The secondhand market for their machines is also 
something Komatsu Forest considers, how to increase the machines durability so that they can 
be reused after the primary purchaser decides to upgrade their equipment. Jonas Jonsson also 
mentioned that he believes it will become more important to look at lifecycle analysis for the 
machines in the future. 
 
While Ålö have been continuously improving their products’ environmental performance, as 
their processes have been substantially upgraded over the last few years. The upgrades 
includes material selection, energy usage, improved painting processes, finding new energy 
sources for their heating furnaces, improved treatment facilities and the upcoming launch of a 
recycling station.  
 
Ålö’s product is slightly more expensive then the equivalent substitutes from their 
competitors. The reason for this, according to the interviewee at Ålö, is that they offer a better 
product. The product has according to the respondent better durability, performance and also a 
better environmental impact than what their competitors’ products offer. Therefore, they can 
charge a higher price. 
 

4.2.2.3 Pollution Prevention 
Swerock reported that they are actively working with reducing the pollution for their concrete 
plants. The slop water from the production is not in any way harmful for the environment, 
rather it balances the pH-level. However, since the slop water is grey and saturated, its 
aesthetics is not attractive. Thus, Swerock uses closed systems to minimize the leakage. 
Furthermore, Swerock tries to recycle slag products formed in the system. Other types of 
activities designed to reduce pollution include Eco-driving, constantly upgrading the 
machinery and their transportation vehicles and placing the diggings as close as possible to 
the end-user, in order to minimize transportation cost and pollution. 
 
Djäkneböle Emballagefabrik does not consider themselves as a polluter, as any slag material 
from the production is used for heating. The production at Seaflex leads to a minimal rubber 
waste, which is discarded. As no production is performed, Tängmans Processautomation 
cannot per se pollute. Any spare material from their installations is recycled according to the 
regulations and their customers’ policies. 
 
Komatsu holds manager meetings every year where new production pollution goals are set up. 
These are designed to constantly challenge existing solutions, in order to minimize emissions. 
However, they do not attempt to set too many objectives, because if you fail to reach set 
objectives, it can lead to a negative spiral where a positive culture is replaced by a negative 
one. Instead, fewer goals are set, but with clear demands and allotted resources to fulfill the 
goals. When new investments are undertaken, the requirement is always to preserve or 
improve the environmental performance. Considering their product, which also is causing 
emissions, the company is always trying to find solution to limit emissions. 
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In order to control and minimize pollution, Ålö uses a number of measures. They have their 
own pretreatment facilities for chemicals and water. After they are processed the liquids are 
transferred to a settling tank, which is used to filter out particles. When installed, it was the 
best alternative available, and is described by Ålö’s respondent as well-functioning. When the 
treatment process is finished, the water is cleaner than stream water, but is still transported to 
the municipality treatment facility. Ålö, in dialogue with the municipality water supply 
system UMEVA, is considering new ways of streamlining the process.  
 
On-site, Ålö have a number of mechanisms designed to eliminate the risk of spillage in the 
nature, even if one system leaks. If chemicals and oils are leaked from their containers there 
are gutters, with an objective to transport any leaks to a station where they are taken care of. 
Although they are not damaging nature, if leaks occur, they are reported to appropriate 
governmental agencies, which will start an investigation to detect faulty systems in order to 
improve any deficiencies.  
 
Other provisions include switching to more environmental friendly energy sources for 
heating, where there almost exclusively were oil before, it has almost completely been 
replaced by wooden pellets. Also, the painting process has been more efficient, both by 
reducing the amount of color used, and by planning the painting arrangements more carefully. 
 

4.2.3 Sustainable Marketing 
Using the four sub-sections from the Sustainable Marketing theory, the data gathered from the 
participating companies will be described in the upcoming chapter. 
 

4.2.3.1 Reconsumption 
Swerock have in parts of their field of business utilized reconsumption, by recycling and 
reusing materials from old concrete. In this way, parts from the concrete may be reused over 
several generations. 
 
Komatsu Forest claims that old and refurbished vehicles and machines are resold to emerging 
markets, such as Eastern Europe and Russia. Hence, the new customers can learn the systems 
using old machines, before eventually purchasing brand new systems. Komatsu are 
experienced in re-usage, having a network of used machine centers, to find a machine for all 
customer needs. When the lifecycle of a machine comes to an end, it is salvaged at metal 
value, since the metal itself is so valuable that selling the scrap exceeds the cost and trouble of 
doing so. Ålö also uses the secondhand market to resell used products and spare parts. 
According to Ålö’s spokesperson there is money to be made in the aftermarket, if opportunity 
exists. 
 

4.2.3.2 Redirection 
Since Seaflex product is so different from the other products on the market, according to 
Gunilla Brandt, they see themselves without competitors. She considers their product more 
environmentally friendly, since it is not made of ground cable capable of destroying a lake or 
a seabed. 
 
Swerock have tried to redirect their consumers, from traditional reinforced concrete to self-
compacting fiber reinforced concrete. According to Marie Gustafsson, this provides a better 
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working environment while deploying the concrete, as the self-compacting concrete does not 
need to be vibrated in order to make it fit. 
 
In respect to Komatsu, their redirection aspect lies in continuously upgrading the efficiency, 
and thereby the environmental performance, of the engines. Hence, they are redirecting their 
customers towards better alternatives, which may have a higher price, but is motivated by 
future cost reductions due to lower fuel consumption. 
 

4.2.3.3 Reorientation 
Since reorientation can be classified using several categories, this part will be divided using 
several different sub-headings. 
 

Transportation 
Seaflex describes to issues related to transportation and distribution. As 97% of their 
production is exported, the transports are often of a longer nature. Seaflex representative said 
that they try to deliver as much as possible by boat, and whenever possible they try to use the 
same transportation for many customers. Further, Gunilla Brandt admitted that when express 
delivery was required, they had to use air transports. Within the EU road transports are the 
commonplace.  
 
Whenever Swerock starts a new quarry, the company tries to position it as close as possible to 
the end-consumer, in order to reduce transportation. The proximity to road construction sites 
is also a consideration Swerock has to take into account. Otherwise all transports are made by 
truck and courses in Eco-driving are held, in order to become more efficient. 
 
Due to increasing transportation costs, Djäkneböle Emballagefabrik is focusing on the 
business area close to them. Environmental effects are subordinate to the economical factors 
of transportation for them. 
 
When starting an installation, Tängmans Processautomation tries to locate a local supplier 
whenever possible, in order to minimize transportation distances. Apart from the actual 
ordering of material, the staff generally lives on-site during projects, thus saving time and 
limiting emission. Tängmans Processautomation only possesses vehicles with diesel engines, 
which today are a better alternative for the environment. 
 
Ålö constantly tries to improve their packaging and transportation processes. In an ongoing 
project, students are trying to fit more front loaders into each container, which could save Ålö 
a substantially amount of money and could have positive environmental effects. In addition, 
Ålö tries to ship as much as possible using sea transportation. They are also in negotiations 
with SJ (the state-owned Swedish Railroad company) to transport their products all the way 
from Ålö’s factory on SJ’s rails. 
 
 
Packaging 
In regards to packaging, Seaflex have to comply with the rules and regulations set forward by 
the importing country’s authorities. For instance, in some of the countries the packaging 
cannot contain wood. Otherwise they try their best to pack as efficiently as possible. 
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In regards to the aspects of packaging, Ålö responded that some recycling of packaging 
materials exist, but the recycling would improve over the upcoming years. They try to make 
sure that their suppliers’ uses only packaging materials that Ålö can recycle. While not 
everything is recyclable presently, they will in the future be able to handle corrugated 
cardboard, steel, pallets and plastics.  
 
 
Product 
Since this section concerns how to make products more eco-friendly, extremely similar to the 
product stewardship section, these aspects will not be repeated here. 
 
 
Disposal 
Komatsu has, as mentioned before, a sophisticated reselling organization. When vehicles are 
replaced by their first owner, they are often resold to emerging markets. Once the machines 
are deemed obsolete, they are recycled for metal value. 
 
Swerock recycles parts of their concrete left-over’s, whereas Djäkneböle Emballagefabrik 
take their scraps and reuse it for heating of their production facilities. 
 
For Tängmans Processautomation, the disposal of materials necessary for their installations is 
recycled on-site, using the customers’ recycling systems. Thereby they are obeying their 
customers’ environmental policies. Seaflex hardly produces any waste, but the small amount 
is discarded. 
 
Other materials that Ålö produce, except for the already mentioned chemicals and packaging 
supplies, include spillovers from the painting process. These particles are now sent to be 
burned for heating purposes at a thermal power station, and since the particles from the paint 
contains a high level energy they are valuable for the power station. Therefore, Ålö are 
planning to find a way to recycle the paint as well, as Magnus Lundkvist states “[…] It is 
money we send, so we would benefit from recycling of paint”. 
 

4.2.3.4 Reorganization 
Ålö undertook a reorganization in order to modernize its business plan and its production 
process.Since the machinery was made more efficient, half of the employees were let go.  
 
No other relevant aspects concerning how the firms have reorganized in order to meet the 
environmental requirements were found while carrying out this study. 
 

4.2.4 Environmental Management 
Komatsu’s representative Jonas Jonsson argued that initially the environmental certification 
was in the organization seen as yet another sales pitch. He claims that in the beginning “[…] 
[Among] those who sold it [environmental certification] or raved about it, it was very few that 
really understood why”96. Now he sees the certification as a good tool to raise awareness to 
avoid profligacy in the production process, whereby both saving money and becoming more 

                                                 
96 The square brackets is used to clarify for the reader when there is confusion about what object and subject 
being discussed, and are added by this thesis’ authors. 



43 
 

environmentally friendly is possible. For instance, by recycling correctly huge sums of money 
can be saved. Other benefits include avoiding over-purchase and keeping too much inventory. 
 
Komatsu have been conducting marketing campaigns under the motto “Quality comes in red”, 
highlighting the products durability and performance, and respondent at Komatsu emphasized 
that there are presently little marketing focus on green factors. 
 
Swerock decided to become environmentally certified in the 2000, the reason for this being 
both top management decisions and customer pressure. In order to inform their customers 
about their environmental policy and certification, Swerock’s website was used.  
 
Seaflex are planning to get an environmental certification later this year. The stated reason for 
the certification was “for their sake” and it is associated with a product that is environmentally 
friendly. Channels used while marketing their products where boat fairs and seminars, the 
internet and relationship marketing. The alluring attributes were security and durability, but 
also partially environmental arguments. 
 
In terms of environmental certification, Ålö are considering to become certified soon. The 
stated reasons for this are both environmental and economical considerations; “We are 
burning money. We can benefit both the environment at the same time as we benefit ourselves 
[…]”. Another incentive apart from the financial motivation is the green image connected the 
certification. 
 
Fredrik Grundberg, the respondent of Djäkneböle Emballagefabrik, claimed that no 
environmental aspects where included in their marketing campaigns. 
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5. Analysis  
In this section the empirical data will be analyzed using the theories introduced in the theory 
chapter. 
 

5.1 Environmental management 
During the interview with Djäkneböle Emballagefabrik, they mentioned that recently they 
evaluated and reduced their energy consumption. The energy consumption reduction both 
saves money and is good for the environment, and is consistent with the measures needed to 
be taken, according to Klassen’s & McLaughlin’s figure. Otherwise Fredrik Grundberg, the 
owner of Djäkneböle Emballagefabrik, did not reveal any other apparent information which 
conforms with Klassen’s & McLaughlin’s table.97 
 
Swerock became environmentally certified in the early 21st century. According to Marie 
Gustafsson, the respondent at Swerock this was due to it was trendy, but also because it was 
preferred by customers. The stated reasons leads to the suspicion that the certification might 
partly be motivated by the factors from Klassen’s  & McLaughlin’s figure i.e. gaining market 
shares and having a higher product contribution margin, which according to the model should 
improve financial performance.98 Furthermore, the use of old digging sites for new raw 
material gathering could be a new management practice that might become industry standard. 
Although Swerock works with processing spill mateial, their slag products are not 
environmentally hazardous as such, thus, does not fully apply to the model about the 
environmental management’s linkage to firm profitability. 
 
Seaflex are currently preparing to become environmentally certified, with no apparent stated 
reason other than it fits well with a product that is more environmentally friendly than the 
competitors equivalents. Since Seaflex’s mooring systems already are environmentally 
considerate, they may already benefit from higher product contribution margins. Therefore, it 
is possible that no additional market shares could be gained with an environmental 
certification, since the customers with strong environmental preferences might already be 
customers of Seaflex. Thus, the decision to get a certification is seemingly based on other 
parameters that Klassen’s & McLaughlin’s model does not comprise. 
 
As Seaflex has patented the design of their mooring system, it is very unlikely that there will 
be any competition with the same product characteristics. Instead, Seaflex’s competitors will 
have to compete in other aspects, such as price and quality. Seaflex, already having a strong 
environmental focus on their product, may find it natural to become environmentally certified, 
as it aligns the company policy to their product. 
 
Since the product is different from other mooring systems, it is dubious that Seaflex can 
establish any industry-wide standards, as suggested from Klassen & McLaughlin’s model.99 
 
Since several of Tängmans Processautomation’s customers are grading quotations based in 
part on environmental factors, they have the opportunity to develop industry standards. By 
constantly improving and implementing new materials and techniques, Tängmans 
Processautoamation could gain an advantage when customers evaluate quotations on similar 

                                                 
97 Klassen, R.D., McLaughlin, C., (1996), p. 1202 
98 Klassen, R.D., McLaughlin, C., (1996), p. 1202 
99 Klassen, R.D., McLaughlin, C., (1996), p. 1202 
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conditions. Well-placed investments in environmental performance improvements could leave 
their competitors scrambling to adjust. If these investments are accepted and rewarded by 
Tängmans’ customers, it might lead to Tängmans’ establishing new industry standards, as 
their competitors are forced to adapt. The risk associated with this is that Tängmans 
Processatuomation needs to be sure that their customers evaluation process are time 
consistent, that is if they switch the evaluation process, Tängmans might have invested 
heavily to upgrade environmental policies with money that later cannot be recouped. To 
ensure that no unwise investments are undertaken, an open dialogue should be maintained 
with their customers, in order to deepen their collaborations. 
 
Komatsu Forest, in the early stages, became environmental certified partially to find a new 
sales argument. This is in agreement with the upper part of Klassen & McLaughlin’s model, 
that  states that an environmental certification could lead to market gains and higher product 
contribution margins.100 Lately, Komatsu have discovered that substaintial cost savings can be 
achieved by investigating factors such as material and energy usage and spill reduction, which 
can also be found in the lower parts in the same said model. Komatsu Forest is also working 
with preventing spills and environmental liabilities, perhaps to avoid clean-up costs and 
penalties. There are some aspects that Komatsu is working diligently to outperform their 
competitors in, one of them being the fuel efficiency of their vehicle engines. This might be 
interpreted as trying to set new industry standards which, once established, their competitors 
will have to adapt to at some cost. The added benefit with a more fuel efficient engine is that 
it is possible to charge more initially, since customers will save fuel costs over time, thereby 
linking the energy consumption box to the higher product contribution box in Klassen & 
McLaughlin’s model. This connection can be made for all companies manufacturing a 
product which requries energy to function, i.e. the customers may be more tolerant to a higher 
initial outlay, if there is a transference of energy consumption benefit. 
 
Ålö has the last few years implemented technology designed to be less ecologically harmful, 
consistent with the left side of Klassen & McLaughlin’s model.101 For Ålö, only a small part 
of the upcoming environmental certification is motivated by gaining market shares. It was 
seemingly more important to revise the routines and eliminate profligacy from their 
production processes. Aspects considered includes energy consumption, where Ålö have 
frequent discussions with an energy consultant and decreased paint usage, where they are 
constantly evaluating the optimal solution. Also important was to obviate spill, and different 
systems and mechanisms existed to ensure that no leaks where emitted into nature. While 
these measures were partially taken in order to comply with rules and regulations, a number 
of other reasons might also be speculated on. These include displaying their commitment to 
different stakeholder, having the latest equipment fostering a positive working environment 
and it is likely that preventing any and all spills associated with clean-up costs should be 
avoided. 
 
In respect to the higher product contribution margins found in the table Linkage of 
Environmental Management to Firm Profitability, Magnus Lundkvist states that the customers 
have to pay a premium for their product. The motives for this are several; but the 
environmental factors are a piece of the premium the customers pay. 
 
Certain aspects of Ålö’s collaboration with their resellers and customers might be considered 
attempts to establish new management practices. For instance, the transparency of their 
                                                 
100 Klassen, R.D., McLaughlin, C., (1996), p. 1202 
101 Klassen, R.D., McLaughlin, C., (1996), p. 1202 
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production might lead to an increased demand from customer and forces competitors both to 
modernize their production, and to reduce the opaqueness.  
 
 

 
Figure 10 – Linkage of Environmental Management to Firm Profitability (Revised for 

empirical material) 
 

In Figure 10 the model from Klassen & MacLaughlin has been revised to include a 
categorization of this study’s responding companies.102 The categorization has been limited to 
show the measures taken, and not the underlying management systems seen on the left side of 
the figure. While some aspects of the underlying management design were apparent from the 
empirical data, others remained latent. Among the aspects found were the operation 
technologies used by Ålö and the management system consisting of processes intended to 
continuously improve environmental performance. In terms of those factors which were less 
apparent, it was necessary to do reasonable assumptions based on the empirical data. 
 
Since these underlying management systems on the left side of the model leads to the 
measures found on the right side, it is probable that some of these systems exists within the 
interviewed companies, but could not be accessed by the interviews. To fully grasp the 
underlying management systems the researchers would have had to immerse themselves in 
the organization of the company. By doing so, the researchers could have gained deeper 
understanding of the social context, thus the management systems used by studying processes 
and listening to the discourse over an extended period of time. While it would have been 
interesting to investigate why some companies are lacking one or more aspects, it is not the 
aim of this thesis and will have to be recommended for further research.  
 
                                                 
102 Klassen, R.D., McLaughlin, C., (1996), p. 1202 
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5.2 Eco-orientation 
This section will utilize Miles & Munilla’s eco-orientation theory as a framework for 
analyzing the business philosophies used among the participation companies. 103 When it 
comes to Djäkneböle Emballagefabrik the only aspect of Miles & Munilla’s eco-orientation 
philosophy was found to be that they have an eco-friendly product. Otherwise, several of the 
answers given by the respondent suggested that their business philosophy was rather than eco-
oriented more focused on production and sales. For instance, the lack of a monitoring system 
for supervising the environmental preferences of their customers contradicts Miles & 
Munilla’s theory that the monitoring of customer should be a key system for eco-oriented 
businesses. In addition, Djäkneböle did not have any environmental aspects in any of their 
marketing campaigns, thereby failing to educate consumers about an eco-program, another 
vital aspect of the eco-oriented business philosophy. Since these, along with other factors 
were missing, it is concluded that no eco-orientation existed in Djäkneböle Emballagefabrik.  
 
The product of Swerock is not considered to be environmentally harmful, even if spilled in 
nature. When their raw materials are excavated it can lead to both aesthetic and other 
environmental damage. Therefore, there are arguments and counter arguments to whether they 
have an eco-orientated product. Since they try to limit damages to nature, by using old 
excavation sites, Swerock are not creating little new damage to nature. Swerock partially 
monitor customers’ environmental sensitivity. When they became environmentally certified, 
the firm had partially inquired the wishes of the customers, which is assumed to be an 
indication that Swerock monitor their customers. While few, if any, tendencies within product 
and marketing innovation was found, they had processes which indicated that some logistics 
innovation exist. These processes included courses held in eco-driving and strategically 
located excavation sites, in order to reduce the transportation distance. Another environmental 
aspect within Swerock was the way in which they transmitted environmental information to 
organizations and individuals, using their website. To conclude, Swerock possess features 
suggesting that they considers some parts of the Miles & Munilla model, however it is 
seemingly not the primary objective of the firm. 
 
Seaflex possess a product that is supposedly more environmentally friendly than the 
conventional mooring system. Because of their product’s superiority, the might not need to 
monitor the environmentally friendly segments of the market, but ostensibly this segment 
monitors Seaflex. In other words, the customers with sufficiently strong environmental 
preferences might locate Seaflex’s product in the marketplace, and therefore there might not 
be any need for Seaflex to locate these customers. According to Miles & Munilla, one of the 
traditional strengths of eco-oriented companies is innovation in the fields of marketing, 
products and logistics. Regarding marketing, Seaflex used relationship marketing, a website 
and attended different fairs and seminars, in order to educate their consumers about the 
environmentally friendly features of Seaflex’s products. It is difficult to determine if these 
procedures are innovative, or if it is standard practices. In respect to the product, Seaflex have 
patented several of their solutions, suggesting that the solutions are innovative. While Seaflex 
has procedures dealing with packaging and logistics including packaging as efficient as 
possible, using energy efficient transports whenever possible and pooling the transports 
together when suitable, none of these measures can truly be classified as innovative. Although 
Seaflex corresponds to many of the aspects considered in the eco-orientation model, it is 
assumed that Seaflex utilizes this business philosophy alongside traditional business 
philosophies. 

                                                 
103 Miles MP, Munilla LS. (1993), pp. 46-47 
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Tängmans Processautomation does not have a product as such, rather their whole idea is to 
upgrade and thereby “recycle” the process controls of old facilities to automate manual 
systems. In that manner, they recycle old facilities that otherwise would have been discarded, 
thereby it can be argued that they have an environmentally friendly business practice. Since 
their customers have begun to evaluate their quotations based partially on environmental 
factors, motivation exists to monitor customers’ environmental sensitivity. Since this 
sensitivity existed, it was also important to get the message across to customers about current 
environmentally friendly activities and materials. Whereas some process concerning 
marketing could be identified, nothing was prominently innovative. Consequently, a more 
pronounced eco-orientated business philosophy, complementing the traditional views, might 
benefit Tängmans Processautomation. 
 
Komatsu Forest is continuously evaluating the environmental performance of their products 
and business practices. Whenever new machinery and processes are to be introduced and 
implemented, their requirements are always with preserved or improved environmental 
performance. Komatsu Forest monitors their customers’ environmental preferences; this is 
especially true for their main customers where visions are shared. While product stewardship 
and innovation is a focus at Komatsu, including making their products more environmentally 
friendly, this viewpoint has yet to penetrate their marketing. Instead, traditional attributes, 
such as performance and durability, are still the prestige words. Despite the importance of 
enlightening Komatsu’s customers, in order to make them willing to pay a premium for a 
product that will save fuel expenses at a later date, it does not appear to be highlighted in 
regular marketing channels. In newly established channels such as internet, information can 
be found about their environmental policies. There seem to be a recently established eco-
orientation growing alongside and complementing the classical manufacturing 
philosophies.104  
 
Ålö has changed their business practices quite substantially in the last few years. They have 
designed systems that are cleaner, more efficient and environmentally friendly. Ålö track 
customers’ environmental sensitivity by for instance guided factory tours, where a dialogue 
can be initiated and where a smorgasbord of issues can be discussed. The customer visits may 
have a dual focus; both to monitor customers’ needs and wants and to educate the customers 
about Ålö’s production processes. Furthermore, constantly ongoing innovations in product 
and logistics are strengths of Ålö’s. While the product innovation process is typically guided 
by customer wants, the logistics innovation is designed to improve economic and 
environmental factors, which will benefit Ålö financially and nature. Overall, it seems that 
Ålö has progressed from a traditional welding shop to a state of the art factory which 
considers environmental factors, but still the eco-orientation appears to be subordinate to 
conventional aspects. 
 

5.3 Natural-Resource-based view 
As Djäkneböle Emballagefabrik does not have any slag product or no significant air pollution, 
they did not actively engage in pollution prevention strategies, suggesting that they do not use 
an approach similar to Hart’s theories.105 What they have implanted is a mechanism to reduce 
energy consumption used for heating. By not purchasing as much energy, they might be 

                                                 
104 Miles MP, Munilla LS. (1993), pp. 46-47 
105 Hart, S. (1995), p. 966-1014 
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reducing the pollution caused by the energy companies. The energy reduction seems to be the 
sole active step taken by Djäkneböle Emballagefabrik to make their product or process more 
environmentally friendly. 
 
Swerock utilize processes intended to reduce emissions as spill water. Those emissions are 
not damaging to nature, but look aesthetically unpleasing and it is therefore preferred to limit 
them. Since Swerock also have other business activities developed to limit pollution, it might 
be claimed that they are actively working with pollution prevention, perhaps to get a 
competitive advantage. While there are limited options of how to manufacture the actual 
product, there are alternatives for how the process is devised. As previously mentioned, the 
digging sites are strategically located, thereby limiting the environmental cost of the raw 
material, which indicates that some aspects are consistent with Hart’s natural-resource-based 
view. 
 
Since Seaflex assembles the parts for their mooring system only, there is a limited number 
processes which can generate emissions. As a result, there is little need to overlook their 
pollution control. The benefits of the product Seaflex offers has already been thoroughly  
debated, and it can put in relationship with Hart’s theory about minimizing lifecycle costs, as 
the product seemingly is less environmental harmful. 
 
For Tängmans Processautomation the pollution is not a major issue, since they themselves do 
not manufacture, but rather installs process controls. What they can, and are doing, to limit 
their environmental effects is trying to locate local suppliers, and at the same time finding 
optimal solutions for their own transportation needs. When they are trying to minimize 
lifecycle costs for their installations, Tängmans’ suppliers are crucial. The range of materials 
and their prices will guide Tängmans to their purchases, and especially if there are 
environmentally friendly products offered at reasonable price, Tängmans Processautomation 
will have an incentive to go green. Presently, they are taking some steps to lower lifecycle 
costs of products, but might in the future take further action towards Hart’s framework. 
   
Komatsu Forest is almost following Hart’s pollution prevention resource to the letter. As 
emphasized in the Natural-resource-based view, Jonas Jonsson, Komatsu Forest plant 
manager, stressed continuous improvement in regards to reducing emissions. Komatsu is 
constantly considering new ways to minimize lifecycle cost. The fuel efficiency of the engine 
has already been discussed, but also factors like material choice are taken into account. In this 
manner Hart’s ideas about product stewardship are perpetually incorporated into the product 
development process. 
 
Ålö has implemented many different factors to eliminate and reduce emissions of both 
chemicals and green house gases in line with Hart’s propositions about pollution reduction. 
Although Ålö is somewhat restricted by their customer’s preferences in their product 
development, they do have control over material choice such as metal and paint used. In their 
production process they have the opportunity to undertake environmentally friendly 
modifications, which evidently has been implemented. Thereby, Ålö is reducing lifecycle 
costs of products. 
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5.4 Stakeholder theory 
In this section the stakeholders of companies will be analyzed using Henriques et al. grouping 
of stakeholders. 

5.4.1 Organizational stakeholders 
Djäkneböle Emballagefabrik consists of nine employees, out of which two are the owners. 
Since one of the owners stated that they do not see the need for an environmental policy, it is 
possible that this philosophy is imbuing the entire company, as Djäkneböle Emballagefabrik 
can be considered to be a rather small firm. Other organizational stakeholders such as 
customers did not put any pressure on the company to become more environmentally friendly. 
 
Swerock’s customer base was partly influential in the decision to become environmentally 
certified, but the respondent replied that their customers’ environmental preferences have 
become weaker over the last few years. While Swerock have a lot of the internal processes for 
communicating environmental policies within the company, it is not possible to determine 
whether they arise from employees’ or investors’ initiatives. The supplier of most of their raw 
material does not have a say as such, but works through intermediaries, as it is Mother Nature. 
Therefore, it is the responsibility of different kind of regulatory government agencies to 
protect the interests of nature. 
 
Seaflex’s customers did not explicitly put environmental pressure on Seaflex, but there had 
been customers that required their mooring system to be fabricated by Seaflex even thought 
Seaflex are not environmentally certified, due to the product’s environmentally friendly 
characteristics. Seaflex respondent stated that some customers need instant shipping, which 
requires air transports. Today, there has been a lot of focus on avoiding air transports, as 
aircrafts are a strong contributor to different kind of green house gases.106 As a remedy, a 
closer collaboration and a more open dialogue with their customers would allow Seaflex to 
prolong their planning horizon, and enable them to send freight more consistently using 
environmentally friendly transports. The dialogue could also aid the customers in 
understanding Seaflex production process, thus placing orders in sufficient time, which might 
work as a catalyst for environmental logistics, and at the same time possibly entail avoiding 
delays in the customers’ projects. 
 
Further, no environmental conditions were stipulated, either from Seaflex to their suppliers, or 
from their suppliers on them. The lack of a well-functioning supplier selection process was 
partly explained by the materials constituting the product, where some materials are essential. 
For instance, there is only a certain amount of ways to manufacture stainless steel, inducing 
the suspicion that almost all suppliers of that material may have similar environmental 
performance. It is probable that Seaflex will explore material choices for the forthcoming 
environmental certification, hence having discussions with suppliers, both present and 
potential future. 
 
The organization of Seaflex share common characteristics with those of Djäkneböle 
Emballagefabrik, in that both firms have their owners working alongside the employees. In 
this way, the distance between management and employees might be fairly small, as it is 
likely that the owners and the employees interact on a regular basis, for instance during coffee 
breaks and in the day to day tasks of running a business. Hence, it seems plausible that some 
sort of consensus has been formed in their workplace; ergo it might be reasonable to suspect 

                                                 
106 IPCC (1999) “Aviation and the global atmosphere”, Cambridge University Press, Cambridge, p. 31 
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that the viewpoints of the owners and the employees as stakeholders are almost 
indistinguishable in issues such as environmental issues. 
 
Since the respondent stated that the decision to become environmentally certified was taken 
for their own sake, it is hard to determine what stakeholder that was the instigator behind the 
process. Two underlying factors combined; primary the tight knit atmosphere within a small 
company, along with the respondent reply to why to become certified, might be identified as 
the reasons to be certified. As a result, the certification might be interpreted as a decision 
made by the owners in consultation with the employees. 
 
As previously mentioned, the customers of Tängmans Processautomation, are instrumental in 
leading Tängmans to become more environmentally friendly. In that way, it seems as their 
customers are the main stakeholder in environmental aspects. At the same time, Tängmans 
Processautmation is restricted by the material choices offered by their suppliers, and they may 
lack the bargaining power to directly influence the supply kept by their suppliers. 
Consequently, they are guided in their environmental policy work by both ends of their supply 
chain. While their environmental efforts relates only to their supply chain’s wants and needs, 
the environmental thinking as such might be lacking in other aspects. 
 
During the interview, a limited number of aspects concerning the owners’ and employees’ 
environmental thinking of Tängmans Processautomation were found, leading to the 
conclusion that it might not be an important aspect for them, except for how the 
environmental reasoning related to their customs or suppliers. 
 
Komtasu Forest’s owners have been playing a significant role in their organizational 
restructuring towards becoming more focused on quality aspects, which includes, but is not 
limited to, environmental factors. Even though there are some activities within the Komatsu 
network designed to improve environmental efforts, emphasize is still put within the same 
said network on quality. The respondent claimed that environmental focus always has been a 
priority for the employees and management in his production facilities, indicating that the 
factory in Umeå has a strong environmental thinking, no matter its owners and organization, 
suggesting that management and employees have been attempting to improve environmental 
efforts. However, the environmental reasoning might have been strengthened in certain 
aspects due to new perspectives from other entities within the network. 
 
In terms of supplier and customer stakeholders, Komatsu strive towards having mutual 
recognition of visions. Among other thing, this indicates that Komatsu tries to align their 
environmental preferences, on both sides of the supply chain, i.e. their suppliers and 
customers. Komatsu’s customers appears to be more influential than their suppliers, the 
reason being that if the customers change their preferences, Komatsu must shift its 
preferences as well, meaning that more demands will be levied on the suppliers. 
  
As previously mentioned, the owner shift was the primary reason for Ålö’s modernization and 
rationalization of the production facilities and organization. While the primary reason for the 
provisions taking was to increase volume output, thereby increase sales and possible 
achieving economies of scale, environmental procedures were also considered and upgraded. 
Consequently, the owners played a significant role as a motivator behind more 
environmentally friendly processes, even though that may not have been their primary 
objective. 
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Whereas few specific environmental demands were stipulated on the suppliers, the 
requirements regarded for instance package, instead Ålö used different ways to influence their 
suppliers. By inviting suppliers to a clean and near state-of-the-art factory, they might be able 
to enthuse their suppliers to take action in their own processes. 
 
Ålö’s customers’ primary consideration when picking what front loader to equip their vehicle 
with was found to be the products quality, not only in terms of its durability and performance, 
but also softer characteristics such as design and appearance. The respondent also revealed 
that environmental factors were part of the outer image of the product; along with the 
appearance of a clean factory, green elements should be associated with the Ålö brand. 
Although the customers may not actively insist on environmental issues, it seems to be part of 
their customers’ preferences in terms of the overall image, therefore inducing Ålö to 
constantly progress in these aspects. 
 
In terms of employees as a stakeholder, Ålö used an electronic system in order to publish 
information and new ideas, but no system for employee feedback were uncovered. This 
suggests that no active communication from the employees is taking place in order to change 
environmental efforts, and it might be that all environmental change stems from management 
level. Ålö might benefit from setting up routines in how to take all employees suggestions 
into account, as an increased number of perspectives might lead to new ways of seeing 
opportunities and creating new innovative solutions. 
 

5.4.2 Community stakeholders 
Although questions exist on the interview guide used, few relevant answers were given by the 
respondent of each company. Suspicions exist that the community stakeholders only 
highlights a company whenever they have misbehaved in some way, for instance by polluting 
or have questionable ethical principles. Hence, the community stakeholders should be 
unlikely to organize to manifest for a company they like and has behaved well. Furthermore, 
if the previous statements are true, it could be considered likely that companies behaving in an 
ethical manner are not aware of community groups. Therefore these companies might not 
have been able or knowledgeable enough to discuss these issues during the interviews. In 
order to only discuss relevant aspects, only a few companies will be represented in this 
section.  
 
Djäkneböle Emballagefabrik reported that communication to the community went through 
Umeå municipality, but since this seemed to be an isolated event, it cannot be concluded that 
this it is Djäkneböle Emballagefabrik’s routine when communicating to community 
stakeholder. 
 
A rather unusual stakeholder was found during the interview with Swerock’s respondent. The 
respondent claimed that the Sami people had been taken into account during several 
operations, the reason for this being that excavations were conducted in close proximity to 
their villages. This means that Swerock receives different proposals from the Sami people of 
how and where the excavations can be conducted, which Swerock has to take into 
consideration while planning their digging sites. The Sami people, being the part of the 
Swedish cultural heritage, should be carefully considered and protected. If Swerock fails to 
recognize the Sami people’s needs, it might lead to negative publicity and a tarnished 
reputation not easily mended.  
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Komatsu Forest has systems for handling complaints and suggestions sent in by different 
community groups. These consist of both an evaluation of the suggestions, and feedback 
given to the sender. As no complaints have been filed since at least 2005, the company is 
seemingly behaving well and is not disturbing any kind of community groups. The systems as 
such have probably not been used for a long time and it might be a good idea to audit their 
routines, in order to spot any deficiencies. 
 
Ålö answered the question about community groups very laconic by stating that many 
individuals in that area were employed by Ålö and their company has always been situated at 
the same location. This indicates that no formal outward external channels were needed to 
communicate with the local area, since the information transpired by employees discussing 
aspects with mutual acquaintances. One of the important factors is to ensure that the 
employees have not misinterpreted information given, as information has a tendency to 
become distorted the more times it is passed on. Consequently, it might be suggested to 
consider creating a more direct communication with the community, to avoid distorted 
information being spread. 
 
Ålö has certain activities intended to inform individuals as well as groups about their 
production process. These activities include staging inner-city shows and arranging guided 
factory tours for groups that are interested in observing the production facilities. While shows 
may not affect peoples’ preconceptions concerning the production in general, guided tours 
may be a good way of changing opinions by transparency. When groups visit the production 
facilities and see the improvements being made in aspects such as the environment and 
working conditions, the increased understanding may provide an excellent framework for 
reformation of convictions. In other words, when seeing how clean and efficient a modern 
factory is, it may be hard to maintain old preconceptions. In this way, Ålö gains by being 
transparent, a concept that other producers could imitate in order to dispel myths and 
stereotypes about the production industry.  
 
While no companies had major problems with community groups, all of them might benefit 
by either creating routines or assess existing routines. Even though no current issues exist, 
new situations might emerge suddenly. If no routines exist at that time, it will be difficult to 
create the same systems in order to cope with the problem. If a company fails to identify and 
rectify community stakeholders’ claims it could lead to infamy in certain circles, which might 
harm the firm in their business activities.  
 
Although no companies involved in this study except Ålö has suppliers in other continents, it 
could be important to consider the ramifications of a company’s suppliers. When suppliers are 
detected to have bad business practices, it reflects poorly on its customers as well. The 
customer is often blamed for any inconsistencies found in a supplier, even thought the 
supplier might very well comply with national rules and regulations. While this study does not 
specifically address these issues, it might be wise for the firms to consider and evaluate their 
supplier’s procedure. Although legal in the supplier’s country, it might antagonize community 
groups in the home country. 
 
Indications suggest that the future holds a constant struggle to secure scarce resources, the 
reason being population increase, a modernization of China and India along with customers 
with stronger environmental consciousness. As consumers become more aware of nature’s 
limits, some may change their purchasing behavior and require greener products from their 
suppliers, implying that the suppliers need to find alternative ways of extracting raw materials 
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to satisfy those consumer groups. It may also be necessary to review the company’s policy, in 
order to avoid clashes with the ethical principles of large consumer segments. While it does 
not appear to be a common consideration among the companies included in this study, it is 
possible that in the future it will be an important aspect, as information might spread even 
faster. 
 

5.4.3 Regulatory stakeholders 
Since several of the companies have similar relationships with their regulators, the results will 
not be presented listing each company individually. Common among almost all companies 
was an intimate collaboration with Umeå municipality, comprising a whole range of issues. 
Most of the companies described this dialogue as open and beneficial. It is admirable that 
Umeå municipality lends so much support and resources to the companies in this region, and 
that the help appears to be appreciated. This might be a consequence of the Umeå region’s 
aim to expand and become the major city in Northern Sweden, where the business climate 
will play a large role, in order to attract people and capital to the region. As relatively few 
large companies exist in this region, more time can be devoted to the existing ones. Another 
aspect is the likeliness of companies in close proximity to major cities forming informal 
networks for information exchange, a possibility that might be more limited in the Umeå 
region. Thus, the municipality may function as a support for networking and to gain outside 
ideas. Umeå municipality’s role is not emphasized in this study, rather how it relates to the 
manufacturing companies. 
 
Other government agencies considered by the companies include Västerbotten County 
Administrative Board and the Swedish Trade Council. The government contact between the 
companies and these instances were partly conducted directly, and partly done through 
intermediaries. The intermediaries played a crucial role in that they collected information and 
knowledge about such topics as rules and regulations, but also other type of environmental 
information. This system is more efficient since one person at the intermediary company can 
be used by several firms. Since that individual should be an expert within environmental 
issues, the reliability of the information should be higher. As the information is collected 
reliably it might lead to that the entire company becomes more environmentally orientated. If 
the information had been collected in-house by an individual within the organization, this 
employee might not be an expert in the field, which could lead to some parts of the regulatory 
communication being neglected. 
 
Henriques et al. also consider competitors to be a regulatory stakeholder, since they can create 
industry standards that may become regulations later on.107 While no company in this study 
was particularly keen on discussing their competitors, it can be speculated on how the 
companies themselves were trying to form industry standards. For instance Komatsu Forest’s 
progress with fuel efficient engines may become an aspect which their competitors must 
comply with at a later date. 
 
 

                                                 
107 Henriques, I., Sadorsky, P., (1999), p. 89 
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5.4.4 Media 
According to Henriques et al., media as a stakeholder is especially important during crises, 
which the respondent of Komatsu Forest seemed to agree with. Since most companies 
reported very little media contact, this could be an indication of that many companies lack 
routines for communicating with media. While not an important consideration in day to day 
operations, the lack of routines could have a disastrous effect at one of the participating 
companies in case of a crisis. If a system of proper media communication exists, it can 
quickly transmit correct information, in order to control the information, and thereby the 
situation. Although the extent of the interviews conducted were not enough to gain the 
sufficient depth to understand which routines existed in communicating with the media, it is 
suggested that the participant companies either review their routines, or create new ones. 
 

5.5 Stakeholder typology applied 
The true characteristics of different stakeholders, according to Mitchell et al.’s three attributes 
are only apparent when stakeholders are importuning the companies to consider their views. 
For instance it is hard to determine how much power a stakeholder group really possesses 
before they gain the attribute of urgency, i.e. the level of power is only afterwards assessed, 
depending on their success of incorporating the stakeholder group’s view. As this is the case, 
it is hard to accurately place the participating companies’ stakeholders in a Mitchell et al.’s 
conceptual map. As a result, this section will be based on speculation and is based the 
authors’ of this thesis perceptions gathered through the study of the empirical material. It 
would not be useful to categorize all stakeholders for each company as the companies may not 
be aware of their true characteristics. Therefore only the clearest few examples are included 
and stakeholders are only categorized in how much they can influence environmental specific 
issues. 
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Power 
Legitimacy 

2 

4 

5 

 
 
 

The position marked as one (1) might be where the Sami people would be ranked for 
Swerock. While they have legitimate claims and at least on occasion have urgency behind 
those claims, they do not necessarily have channels to exercise formal power. While Swerock 
maintains an open dialogue with the Sami people and take their proposals into consideration, 
this might not always be enough and therefore regulators might need to act as a representative 
for them and protect their rights. Hence the Sami people might sometimes, through regulators, 
have the characteristics as a definitive stakeholder. However, in regards to Swerock they are 
considered to be a dependent stakeholder group.  
 
The second (2) position is where Tängmans Processautomation’s customer lurks. Whereas 
their larger customers certainly have the power to influence Tängmans, along with a 
legitimacy to do so, they do have a limited urgency. The customers have gradually upgraded 
their environmental standards, instead of acting with urgency. Therefore, this study concludes 
that Tängmans Processautomation’s customers are dominant stakeholders with a possibility of 
becoming definitive stakeholders. As Mitchell et al. states dominant stakeholders are the 
group that most frequently becomes definitive stakeholders.108 If their customers are to 
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Figure 11  - Applied Stakeholder Typology 
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become definitive stakeholders Tängmans Processautomation might be in a bad position, if 
they have not made the suitable preparations beforehand. 
 
The third (3) position marked in Mitchell et al.’s map of stakeholder typology represent the 
position the employees of Komatsu Forest, discounting the management level, might possess. 
Although they currently are situated as discretionary stakeholder, they are in close proximity 
to also possessing the attribute of power, since there are channels in which the employees can 
influence existing policy. Additionally, since the employees are educated on environmental 
policy and taught its importance, it is not inconceivable that they might gain the attribute of 
urgency at some point in the future. 
 
Regulatory stakeholders are covered by the fourth (4) position, since they are common to 
almost all companies covered in this study they will not be considered as company specific. 
Regulators acting on the behalf of the government always possess the attributes of legitimacy 
and power, which means that they are always at least dominant stakeholders. When policy 
must be reformed, regulators might gain the extra attribute of urgency, leading to their 
transformation into definitive stakeholders. As soon as the companies have adapted to the new 
policy, the regulatory agents might revert to dominant stakeholders. 
 
Ålö’s owners were situated somewhere close to point five (5). When Ålö changed owners a 
few years back, they saw the need for reorganization and modernization. All majority owners 
possess the attributes of power and legitimacy and the need for reorganization might have led 
to that the owners added the dimension of urgency. It is ambiguous whether the owners still 
can be considered to be definitive, or if they have regressed to dominant stakeholders, now 
that the majority of the reorganization have been completed. 
 

5.6 Sustainable Marketing 
Using Sheth and Parvatiyar Sustainable Marketing theories109, the empirical material will be 
analyzed in this section. 

5.6.1 Reconsumption 
Certain interesting factors concerning reconsumption emerged from the empirical material. 
For instance, some respondents talked about material choice which limited the lifecycle 
damaged cause by the product. Since these aspects are already covered in the previous 
sections, they will not be rehashed. Instead, this section will focus on elements such as 
recycling and reusing of products.  
 
In two of the companies, reuse of products was prominently featured. At Komatsu, they used 
a reselling system which filled two purposes; first it allowed the customer and Komatsu forest 
to come to terms on a price that would not have been possible with a new vehicle. Secondly it 
taught new customers the Komatsu system at a low price, which enabled the customer to 
already be well-acquainted to the system, once they had gathered enough financial resources 
to purchase a new machine for the first time. By capturing customers before they become 
strong financially, Komatsu may be able to brand itself and its products to customers in 
emerging economies, thus benefiting the environment, Komatsu itself and the customers. 
Thereby Komatsu oblige Sheth and Parvatiyar’s reasoning about reconsumption and are 
expanding it beyond its regular scope, through Komatsus use of reconsumption as a mean of 
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gathering potential customers. Conversely, Ålö and Swerock are seemingly using 
reconsumption in the classical way advocated by Sheth and Parvatiyar, i.e. to profit from the 
secondary market, as well as be environmentally friendly without an apparent ulterior motive 
of attracting potential future customers. 
 

5.6.2 Redirection 
Seaflex’s product’s unique characteristics enable Seaflex to try and redirect their competitors’ 
customers to their product, which seems to be a better environmental option. It appears that 
their business plan revolves around redirection, from conventional wisdom to progressive 
solutions. According to Sheth and Parvatiyar, redirection seems to have the objective of 
redirecting customers from one part of a company’s product line to a more environmentally 
friendly part, while Seaflex redirection is more focused on redirecting customers to their 
product, more in line with traditional marketing perspectives concerned with gaining market 
shares.  
 
The respondent at Swerock replied that they are attempting to redirect customers from one of 
their products to another. Since it was not shown during the interview that the environmental 
characteristics of the two products were substantially different, this could not be considered 
the redirection Sheth and Parvatiyar intended. Instead, this redirection had more to do with the 
working conditions than environmental considerations. 
 
More aligned with Sheth’s and Parvatiyar’s notions, Komatsu Forest demonstrated 
characteristics which could be referred to as redirection. As Komatsu constantly are working 
with improving the fuel efficiency of their engines, they let their customers share the future 
gains of such innovation, albeit the slightly higher initial investment. This company was the 
only company demonstrating obvious tendencies for what Sheth and Parvatiyar intended with 
their concept of redirection. 
 

5.6.3 Reorientation 
The concept of reorientation will be analyzed company by company. Some relevant aspects 
may be omitted since those aspects have been covered earlier in the analysis, especially 
related to the product itself, since it has been covered in the section product stewardship of the 
analysis. 
 
Djäkneböle Emballagefabrik, as stated previously, did not seem to be as environmentally 
focused as other companies within this sample. However, some relevant information was 
gathered throughout the interview concerning how they perceived some of the aspects 
included in Sheth’s and Parvatiyar’s reorientation concept. For instance transportation 
pollution could not be considered a major issue, since they only sold their products locally. 
Other interesting aspects brought up during the interview were how they disposed used 
material, which they burn for heating purposes and can be considered environmentally 
friendly. 
 
Swerock tries to use different strategic solutions to minimize the environmental footprint of 
their business activities. Examples of this include the transportation solution and the recycling 
previously mentioned in the empirical material. These kinds of activities could be construed 
as part of the vernacular when Sheth and Parvatiyar discuss the concept of reorientation. 
While the above mentioned measures are part of a reorientation, it might be doubtful if 
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Swerock fulfills the true concept of reorientation original purpose. As this thesis might lack 
sufficient depth, it is difficult to assess to what extent the company has changed its marketing 
mix. 
 
Next, Seaflex too has been able to somewhat progress towards reorientation. By bundling 
transports with similar destinations together to provide efficaciousness, along with packing as 
efficient as possible and transport using boats whenever possible, the stated factors along with 
the product’s characteristics allow suggestions that parts of Sheth and Parvatiyar’s ideas can 
be captured within Seaflex’s marketing mix. Nonetheless, it is possible that only a few steps 
has been taken towards a reorientation over the last few years, rather that the product as such 
have had environmentally friendly characteristics over the company’s lifetime. 
 
Even though Tängmans Processautomation had some aspects connected to Sheth and 
Parvatiyar’s reorientation concept, they might be considered to not have bargaining power and 
resources enough to reorientate their marketing mix. Being a relatively small company that 
does not fabricate anything on its own, they are likely to be influenced by its suppliers and 
customers in terms of material selection. Still, Tängmans Processautomation locates local 
suppliers whenever possible, in order to minimize transportation. Consequently it would not 
be fair to claim that the firm completely lacks a reorientation perspective, in accordance with 
Sheth and Parvatiyar’s theory. 
 
Komatsu Forest has a very distinguishable reorientative aspect on the product side, as already 
mentioned before. It includes both product development and reselling of old machines. 
Otherwise, few aspects were gathered about subjects such as logistics innovation, perhaps 
because the interviewee at Komatsu Forest was not responsible for such issues. While they 
clearly have a reorientation perspective on the product side, it is opaque in other aspects. 
Therefore a clear judgment in regards to reorientation cannot be made. 
 
As Ålö undertook large reorganizational change some years ago, where the production 
facilities were modernized, it is fair to assume that a reorientation also took place. Since then, 
they have become better at recycle, at the production process, the product has improved its 
environmental qualities, and the logistics process has been innovated. All these measures are 
spotlighted in Sheth and Parvatiyar’s theories, inducing the suspicion that Ålö are going 
through a reorientation process.   
 

5.6.4 Reorganization 
Sheth and Parvatiyar discuss how firms must reorganize to cope with new requirements put 
on them by the emerging of corporate environmentalism. Since no firms were captured in a 
state of reorganization due to newly formed requirements based on environmental factors, it 
was difficult to collect information regarding these aspects. While clearly some kind of 
restructuring had taken place a few years back at Ålö, it was difficult to grasp exactly in what 
manner and to what extent these changes had manifested themselves.  
 
It is also probably that other companies with developed environmental plans had undertaken a 
restructuring process, but also in that case no pertinent findings were collected. To include 
reorganizational aspects in this study without properly covering them might be a limitation of 
this thesis. 



60 
 

6. Conclusions 
For Djäkneböle Emballagefabrik few environmental factors were considered. While they have 
evaluated aspects such as energy consumption and to some extent transportation distances, it 
was not found to be a priority on their agenda. 
 
The reason for their lack of an extensive encompassing environmental plan might be because 
of the disinterest of their most important stakeholders; the customers. Djäkneböle 
Emballagefabrik’s customers did not require such actions; this may be due to the wooden 
packaging image of a green industry. The reasoning given makes it reasonable to suspect that 
the customers did not establish any specific stipulations, since they might assume that 
companies within this industry does not leave a large environmental footprint. Because 
Djäkneböle Emballagefabrik cannot increase sales or improve their financial situation, there 
are merely Karma benefits of improving environmental efforts. 
 
Swerock displayed a more comprehensive thinking, crowned by an environmental 
certification. It was clear that they fulfilled many requirements conditioned by the theoretical 
framework used in this thesis. While no theory was accomplished to the letter, Swerock 
exhibited tendencies that correspondent to aspects of all theories. This indicates that although 
Swerock may not have been fully transformed into a green company, they have taken 
measures whenever possible, and when it has not been prohibitive by too much economical 
and organizational burden. 
 
When Swerock commenced the process to become environmentally certified in the beginning 
of the 21st century the customers were instrumental, but have seemingly become weaker in 
their environmental preferences. This is a pattern which challenges conventional wisdom. The 
existing stakeholder activities appears to be designed to maintain the static state, i.e. avoid 
deterioration. Therefore, the organizational strong stakeholders, investors and employees, 
seem content with status quo. 
 
Most arguments about Seaflex made in this thesis emanates from the characteristics of their 
products. Hence, it is clear that they work with product stewardship and aspects about the 
product in sustainable marketing and environmental management. Some aspects of the 
economic theories used in this thesis are not taken into account, a matter that might be looked 
into during the upcoming environmental certification process.  
 
While Seaflex customers prefer their products, they do not necessarily favor Seaflex as an 
environmentally certified company. Instead, this change might be undertaken on the initiative 
of the owners, backed by the employees. The change was also partly motivated due to the 
company should have the same green image as their products.  
 
Despite not being a producer per se, some aspects of the theoretical framework can be applied 
to Tängmans Processautomation. Ostensibly, this firm seems to be taking the environmentally 
friendly option if available and not too economically burdensome, but it might not be a part of 
a well-grounded and well-communicated environmental plan. 
 
Tängmans Processautomation appears to be influenced by their customers and their suppliers, 
thereby leading to the suspicion that their environmental efforts are guided by outside 
stakeholders. Although seemingly disadvantageous for the firm, it may help create strong 
relationships with both ends of their supply chain, thus benefiting all parties. More 
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specifically, it may aid Tängmans Processautomation in their policy work by taking advantage 
of joint expertise. 
 
As Komatsu Forest described their environmental practices, they displayed similarities with a 
lot of the theoretical concepts. Many of their practices could be considered as types of 
environmental management and utilize the environment as a tool to improve and rationalize 
their processes. The company considered several environmental factors and issues including 
the product development, pollution control and different kinds of recycling. This indicated 
that Komatsu Forest had an extensive environmental plan that encompassed several fields. 
 
In terms of Komatsu Forest stakeholders, it was apparent that a very progressive stance was 
taken. Several steps were taken; within the network they tried to cooperate, employees could 
influence environmental policy and a shared vision was adopted with the main customers. 
Furthermore, attempts to mold the suppliers, by offering economic incentives if certain 
requirements were fulfilled, were made. In conclusion, Komatsu cooperates with their 
stakeholders in many aspects; however the most important stakeholder appears to be the main 
customers. A change in their green preferences might force Komatsu to take further action in 
the environmental field.  
 
Ålö also presented indications that they had understood the importance of parts of the 
concepts introduced in the theory chapter. Compared to Klassen and MacLaughlin’s model, 
Ålö’s business model corresponded fairly accurately on many points. Other areas of theory 
where similarities existed were product stewardship and pollution control. Although there are 
indications of that Ålö have been focusing on environmental factors in the past as well, they 
have seemingly increased their environmental efforts the last few years. While Ålö’s change 
of ownership can be said to be the catalyst for the reorganization, they still have other 
important stakeholders. Ålö seems to utilize well-designed systems where their customers 
play a key role by setting standards about how certain aspects of the product should be 
developed. However, Ålö’s employees should not be neglected, and might play a significant 
role in future development, if Ålö manages to capture their expertise in a more efficient 
manner. 
 
To what extent has this thesis answered its research questions? The research question will first 
be repeated to refresh the memory of the reader; 
 

Which environmental factors are considered among manufacturing companies 
in Umeå?  
 

In order to answer the first question, it will be concluded that all companies except 
Djäkneböle Emballagefabrik had some sort of progressive environmental movement. This 
company however, was not considered environmental damaging from their very foundations, 
and therefore the same kind of need for newly designed environmental systems may not be 
needed. The range and the scope of the different companies’ environmental thinking were 
inconsistent, but it was clear that environmental aspects were considered, although not in the 
same manner. Thereby this thesis has identified environmental factors and measures 
undertaken by manufacturing companies in Umeå. Furthermore, it may have identified the 
issues most important in the specific context.  
 
The second question concerned stakeholders and their significance in the field of 
environmental issues;  



62 
 

 
What are the impacts of stakeholders on corporate environmental efforts for 
manufacturing companies in Umeå? 

 
To answer this question it was deemed necessary to discuss Henriques et al.’s classification of 
stakeholders, starting with the organizational stakeholders. The customers were generally seen 
as the most important stakeholder, by stipulating demands on the companies’ environmental 
policies and products. For the company that did not have any stipulated demands the opposite 
was true. The reason for this might be that by fulfilling the preferences of large customer 
segments, companies can increase sales and thereby profit, which will gain both the company 
and many of their organizational stakeholders. Thus, by benefiting the customers the benefits 
can be transferred to other organizational stakeholders, for instance higher wages 
(employees), a higher material price (suppliers) and a higher company value (owners and 
shareholders).  
 
Media was not found to be of importance; the reason for this might be that no company had 
seemingly faced a crisis in recent time.  
 
Community stakeholders could not be, in most cases, identified. Many of the participating 
companies displayed unawareness about which community stakeholders existed, perhaps due 
to a lack of encounters.  
 
The participating companies had an apparently well-functioning collaboration with regulatory 
stakeholders. While this was true, many companies expressed whishes to go beyond the letter 
of the law. Therefore, lawfulness could have been built in to their routines, as a starting point. 
Hence, it is concluded that regulators have a role to play by setting up minimum requirements. 
However, their function may not be constructive for proactive companies in the design of 
their environmental efforts. 
 
While most stakeholders could be important in a specific situation, the customers were 
consistently found to be the driving force for reform.  
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7. Appendices  

7.1 Appendix A – Interview guide 
Appendix A 
Intervjumall 
Bakgrundsfakta 

• Vad gör företaget? 
• Antal anställda 
• Vilken är din position inom företaget – ansvarsområden 

 
Miljöpolicy 

• Miljöpolicy –uttalad? Ex. Iso 14000Varför / varför inte 
• Var baserar ni er miljömålsättning på? 
• Vad är viktigast? 
• Vad är vanligast i branschen?  
• Kommunicerar miljöplan till intressenter och aktieägare, har ni miljöutbildning 
• Belönar ni uppfyllda miljömål? 
• Har ni genomgångar av uppfyllda miljömål? 

 
Produktutveckling 

• Har ni ändrat en product för att bli mer miljövänligt?  
o minska avfall 
o miljövänligare material  
o energiåtgång vid produktion 
o transportkostnader 

• När ni lanserar en produkt, hur tar ni hänsyn till miljöaspekter? 
  
Utsläppsförminskande åtgärder 

• På vilket sätt arbetar ni för att minska utsläpp 
• Vilka lagar måste ni efterfölja? 
• Hur påverkar lagarna era beslut? 

 
Hållbar utveckling 

• Har ni underleverantörer i andra länder? 
• Om ja på ovanstående, har ni särskilda rutiner för hållbar utveckling? 

 
Intressenter 

• Hur tar ni hänsyn intresseorganisationer / miljögrupper 
• Hur tar ni hänsyn till kundernas miljöpreferenser? 
• Hur tar ni hänsyn till konkurrenters miljötänkande?  
• Övervakar ni myndigheters beslut i miljöfrågor? Isf vilka  
• Kommunicerar ni med lokalsamhället? Hur? 
• Kommunicerar ni med media? Hur? 

 
Marknadsföring 

• Tror ni att era kunder är villiga att betala ett högre pris för miljövänligare produkter? 
• Vem marknadsför ni er till? 
• Vilka kanaler använder ni er av? 
• Vilka attribut uppmärksammar ni? Kvalitet/säkerhet etc 
• Har ni haft miljöaspekter i mf? 
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7.2 Appedix B –Keywords 
Keywords used for the theoretical framework included: 

• Environmental Management 
• Ecocentric Management 
• Ecocentrism 
• Ecological Management 
• Environmental Marketing 
• Green Marketing 
• Sustainability 
• Sustainable Marketing 
• Corporate Environmentalism 
• Manage Environment 
• CSR Management 
• CSR 
• Stakeholder theory 
• Stakeholder environment 
• Natural-resource-based view 
• Resource-based view 
• Triple bottom line 

 
The keywords used in order to find methodological viewpoints comprised: 

• “Qualitative research” methodology 
• Ontology 
• Epistemology 
• Telephone interview 
• “Qualitative constructionism”  
• “Qualitative epistemology” 
• Ontology Intersubjectivistic 
• Trustworthiness credibility 
• Research discourse 
• Research credibility 
• Inductive research 
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