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Abstract 
There are inequalities in terms of gender and ethnicity within the labor market in Sweden. In 
the past years there have been great developments to equalize and diversify workplaces with 
qualified employees. The case study organization Equalisters is a purely Web-based non-
profit organization working to break norms associated with gender and ethnicity within the 
Swedish media and various business sectors. However, there is still work to be done to regain 
Sweden’s place as the number 1 equal country in Europe. Therefore, it is crucial to get a 
thorough understanding and deeper knowledge regarding a non-profit organizations 
possibilities to grow. Hence, the purpose of this research is to answer the following research 
question: 
 
How can a purely Web-based Non-profit organization in the start-up phase continue its 
growth? 
 
To investigate the research question the authors formed the following three sub-purposes:  
 

! To examine the attitude towards making a financial profit for non-profit organizations 
 

! To examine an organization within the phenomenon of social entrepreneurships 
approach to long-term goals 
 

! To examine attitude towards knowledge-sharing amongst employees and clients, 
within Web- based non-profit organization in the start-up phase 
 

The authors of this thesis have conducted a qualitative research in collaboration with the 
chosen case study organization, Equalisters, and their clientele. The qualitative research 
consists of nine semi-structured interview, with three of the key individuals within the 
organization and six clients of the organization. The authors have used a thematic analysis 
when conducting the qualitative study. Furthermore, the authors have studied the business 
documentation received by the organization, had continuous email contact with the case study 
organization and observed a lecture done by the organization. The empirical findings have 
then been analyzed and compared with the chosen main theories which are entrepreneurship, 
small business growth, knowledge sharing. 
 
As a conclusion the authors argue that a purely Web based non-profit organization can grow 
both financially and operationally through differentiating procedures. The organizational 
growth will continue with the aid of immediate connections to the fact that the employees, 
accommodators, clients and volunteers do make a difference in society, which results in 
intrinsic rewards. In addition a financial profit is accomplishable without harming the core of 
the business by developing side services or side products such as quality checks for the lists, 
consultancy work with the aim of observing inequalities within the companies or firms, 
financially supporting the organization by “adopting lists” and create an identification of the 
organization as an investment to corporate social responsibility work for companies and 
firms. Moreover, utilizing social venture capitalist is another approach to increasing finances. 
However, the authors have observed a risk with involving more people to the organization 
since the core mission might have to change as a result of the financial support. Therefore, the 
aforementioned side services and products are more in line with keeping the organizations 
core objective uninfluenced. 
 
Key Words: Entrepreneurship, Web 2.0, Knowledge sharing, Small business growth 
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(Designed by the authors, 2013) 

1. Introduction 
The following chapter will contribute with a description and reasoning of the choice of 
subject and a description of the problem-background and the aim of this thesis. Additionally, 
we will define the research gap, the research question and three sub-purposes. Lastly we will 
provide you with an overview of our definitions and delimitations of our thesis. 
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1.1 Historic review of Equality 

The world is continuously changing in regard to human hierarchies, the white male has 
dominated throughout centuries. As an example of the past 80 years the world has seen 
African Americans treated as slaves by white men in the United States of America, however 
within the same 80 years the world has witnessed an African American elected as president of 
the United States of America (The Whitehouse, 2013). The asymmetry in empowerment for 
women and people of various ethnicities are continuously challenged and forced to change 
(UN, 2013). In the last years we have seen huge developments in regard to women in mainly 
male dominated areas of work. In addition, swedes have been comfortable thinking Sweden is 
still the primarily most equal country in the world. However this was the case in 1996, and 
today the country still has equality work to accomplish to be number one again (UN, 2013). 
The movement of empowering women in Sweden started in the 1920’s when women were 
allowed to vote (Riksarkivet, 2013), which then developed into women being allowed to work 
outside the home. However, only within fields suited for women. In the 1970’s women took 
more charge and demanded equal rights between the male and the female population 
(Landsorganisationen [LO], 2013). This is something women are still struggling with around 
the world. In the past years there have been great developments in the Swedish community to 
equalize and diversify workplaces with qualified employees (Statistiska Centralbyrån [SCB], 
2013). Between the years 1975-2000 the changes has reached the government where there 
was an increase of female representatives from 15% to 45% (SCB, 2013).  

1.2 Choice of subject 

The authors of this thesis are two women with non-Swedish origins and have thus 
acknowledged gender and ethnic inequalities within their chosen future field of work. The 
chosen majors at the Umeå School of Business are differing, with one majoring in 
Entrepreneurship and Business development and the other within Management and 
Marketing. Being two Master students writing the final thesis with a strong desire to 
contribute to creating a better tomorrow, has created a middle ground between these 
specialties which has lead to the topic, subject and purpose of this thesis.  We have therefore 
chosen to analyze and proceed to work with the topic of a purely Web-based non-profit 
organization, henceforth: NPO, within the phenomena of Social entrepreneurship. 
 



! .!!!
!!!!!!

!
! !

Today’s western society utilizes smartphones, tablets and computers to access Web 2.0 
continuously. Web 2.0 is a technical term to describe an updated version of the Internet, 
which contains networks such as Facebook and Twitter (Beck, 2007, p.2). This version is a 
more interactive World Wide Web than the one the humanity experienced 20 years ago (Beck, 
2007, p.1). According to Levy, (2007, p.125) there has been a change in the business 
environment to a more Web-based focus. Levy’s observations resonate well with the personal 
experiences of the authors of this thesis, who have witnessed this change within their 
workplaces and educational arena.  
 
We decided to combine our interests, expertise and daily usage of Web.2.0 to contribute to the 
society which lead us to the case study organization of this thesis, Rättviseförmedlingen, 
henceforth: Equalisters, which is the organizations official English name. In 2010 a Social 
movement called, Equalisters, was founded with a precise and ambitious mission: 
 
“To correct the imbalances of participation and representation in media, culture, 
business and other contexts across the globe.”  

(Rättviseförmedlingen, 2013) 
 

Equalisters is a purely Web-based NPO working to break norms associated with gender and 
ethnicity within the Swedish media and various business sectors. Equalisters approaches its 
clients and accommodators through social medias such as Facebook and Twitter 
(Rättviseförmedlingen, 2013). The clients are firms, organizations or individuals utilizing 
Equalisters help and the accommodators are the public who has “liked” Equalisters Facebook 
page, which is the organizations main platform. A more thorough description of the 
organization will be presented in the following section. In addition to the academic purpose of 
this thesis the authors hope to contribute with practical and actionable recommendations in 
regards to the organizations future development and growth.  
 
We will investigate the situation of Equalisters through two different perspectives: 
Organizational perspective and Clientele perspective. In doing so, we will make use of 
theories from the fields of Entrepreneurship, Small Business growth, Social Entrepreneurship 
and Knowledge Sharing.  
 
In addition, Equalisters are in no official matter supervisors of this thesis and can only be 
considered to be information pools for the authors. The reason for this is because of the 
organizations lack of resources in terms of finances and employees. Therefore the authors will 
attempt to contribute with recommendations to increase the finances of the organization to 
help them grow in a financial, organizational and public matter.  

1.3 Problem background 

In this following sector of the introduction we will provide the reader with information 
explaining the core of the purpose and the research question. The authors will present an 
introduction to the phenomena of entrepreneurship and its subchapters with the definition of 
an organizations start-up phase. This is followed by a presentation of the chosen case study 
organization and a subchapter containing the phenomenon of social movements, which is a 
part of Equalisters business. These are chosen as introductory sections to provide the reader 
with basic information regarding the phenomenon of which the case study organization is 
within and the difficulties in knowing where, in terms of business growth, the case study 
organization is placed. In addition a description of the case study organization and its founder 
will provide the reader with an overview of their work as well as a description of what defines 
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a modern social movement, which is a term the organization identifies with. In addition 
information regarding other modern social movements is provided in this section.  

1.3.1 Entrepreneurship 

The phenomenon of Entrepreneurship is not a new one, it can be traced back in history to the 
emergence of the term centuries ago. Jean Baptiste and Richard Cantillon described the 
theoretical definition of entrepreneurship in the early seventeenth century. However, at that 
time it was mostly focused on the contractor i.e. the individual behind the creativity and the 
active creation (Landström, 2005, p.23). Additionally, later this focus has shifted from the 
aforementioned to a focus on the phenomenon entrepreneurship itself and the function on the 
market place (Landström, 2005, p.15). 
 
Furthermore, the mind behind the entrepreneurship is the entrepreneur itself, this individual 
can be the founder or owner of either a small business or an entrepreneurial firm. The level of 
entrepreneurial implementation of the idea and its innovation distinguishes the difference 
between a small business owner and an entrepreneur. This can be measured by observing 
various factors that have different effects, e.g growth over a period of time and the level of 
innovation (Boulton et al., 1984, p. 357). According to Boulton et al. (1984, p.358), the 
definition of a small business owner is an individual whose primary starting point is to 
generate an income. Additionally, the small business can be approached as an extension of the 
owners persona. Small business owners usually do not have enormous growth in comparison 
with an entrepreneurial firm. In addition, entrepreneurs are defined as individuals who run a 
business with the purpose of creating economic, social or cultural change through innovation 
but also with a focus on profit making (Boulton et al., 1984, p. 358). According to Armada 
(2010, p.1072) small businesses and large corporations have the same probability of reaching 
growth. Everything depends on various growth factors, the effects of these are differing 
dependent on how fast the growth process proceeds. These are as follows: Size of the 
company, age of the company, financial tools and R&D. Motivation factors for small and 
large businesses, however, differs markedly, small businesses often focus on survival while 
large companies focuses on creating a strong place on the market for themselves (Armada et 
al, 2010, p.1074). 
 
Within the ranks of entrepreneurship a new phenomenon has emerged, called Social 
entrepreneurship (Shaw & Carter, 2007, p.419). An organization within the field of social 
entrepreneurship can sometimes take the form of an NPO (Mclean & Peredo, 2006, p.64). 
Additionally, the increasingly more popular phenomena called social entrepreneurship, is 
widely discussed, it mainly focuses on contributing and increasing progress in regard to 
societal development, with focus on social benefits rather that financial benefits (Shaw & 
Carter, 2007, p.419). From a financial aspect, NPOs previously collaborated with the 
government to gain financial support, but recently more independent NPOs have been 
developed in the society. Today this is not the case, and NPO and social entrepreneurships 
face the struggle of low finances continuously. To be able to accomplish their goal of societal 
change the entrepreneur has to keep innovation at a high level to make the business idea and 
its activities more difficult to duplicate for competitors (Mort & Weerawardena, 2012, p. 
91).   
 
An example of an organization within the field of Social entrepreneurship is the case study 
organization, Equalisters, whom have utilized the possibilities of social-media-networking 
and knowledge sharing to move closer to accomplishing their goal to break norms. Moreover, 
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their contributions to societal change have lead to them experiencing extensive media 
coverage in Sweden while continuing their contribution to societal change 
(Rättviseförmedlingen, 2013).    

1.3.1.1 The start-up phase 

Each firm generally goes through several stages in its development, below we will review the 
start-up phase of a business or an organization. Exactly when a start up phase ends is 
something widely discussed in several theories, however it is often stated that a start-up phase 
is between 1 month- 3 years. A way to determine whether or not a company is in the start-up 
phase is by taking a closer look on their accountancy (Toledo-Lopez et al., 2012, p.1659). 
However since Equalisters is an NPO it is quite different to determine when their start-up 
phase will end or if it has ended. Because of the aforementioned differences there are other 
methods to determine whether or not a firm is in the start-up phase. According to Churchill 
and Lewis (1983, pp.31-34) a companys start-up phase includes two-three stages of the 
companys life cycle. The companys survival lies in focus of these two-three years, whereas 
the growth phase is when a company starts developing strategies for the future and clear 
strategic directions (Churchill & Lewis, 1983, pp. 34-36). 
 
However another indication of a firms’ start-up phase is that the firm has a core team with 
similar backgrounds and values to achieve the goals needed for survival (Riemenschneider, et 
al., 1997, pp. 187-188).  

1.3.2 Equalisters 

Lina founded the organization Equalisters in 2010 and is today Chairman of the board. The 
name Equalisters has been designed based on the following description: Equal for equality 
and Listers for the lists of people who contribute to the organizations missions 
(Rättviseförmedlingen, 2013). The organization is a modern social movement (JMW, 2013) 
that includes anyone who wishes to participate and contribute by providing contact-
information and names of professionals, experts and board members that can serve as 
alternatives to break the current norms in the society. These participators are called 
accommodators, they provide this information to different organizations where there are 
inequalities of representation in any given context. On the 22th of May 2013 there was 41 214 
accommodators connected to Equalisters through Facebook and 7 863 accommodators 
connected through Twitter that contribute with their contacts (Rättviseförmedlingen, 2013). 
The agency is a NPO as well as a non-governmental organization, henceforth: NGO.  
 
In addition to being the founder of Equalisters, Lina is the owner of the PR-agency FRAU that 
amongst other artists, represent the famous Swedish pop-star Robyn. Additionally, she is also 
a known DJ within the Stockholm nightclub arena (Damberg, 2010). In other words, she is a 
women with various talents, who possesses a strong strive to equalize workplaces around the 
globe. With various life experiences she has learned to channel her frustrations into the 
practical work that she today implements into Equalisters. One of the agency’s focus areas is 
to increase the number of women working within male-dominated jobs, which was the aim as 
it was founded. Additionally, to be able to cover many aspects of inequality within white-
collar jobs and the media business in Sweden, seven individuals with a variation of genders, 
ethnicity and backgrounds construct the board. The construction of the board strives to reflect 
the diversity of society and the aim of equality that Equalisters is working for 
(Rättviseförmedlingen, 2013). 
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The mission of Equalisters is to find competences that are in the dark because of stereotypical 
notions regarding gender, ethnicity and physical conditions in Sweden (Rättviseförmedlingen, 
2013). The organization practices its work as an intermediate and reaches its clientele and 
accommodators on Facebook and Twitter by announcing advertisements regarding expertise 
needed in some situations, possible openings in workplaces as well as simply constructing a 
list of competent people within differing field of work on their own initiative. These lists are 
later presented to companies where there are imbalances between gender and ethnicities. Later 
the accommodators comment the announcement with a name and contact information to 
someone who holds the qualifications of the individual needed. (Rättviseförmedlingen, 2013) 
The agency does not follow an official business model, however one can argue it is a fairly 
new online-based business model intertwined with a crowdsourcing knowledge sharing 
business model. 
 
Equalisters have received a lot of attention by medias all over the world and have since 2011 
expanded to other parts of Europe and USA. At the point being, the agency has influenced 
people to start equivalent agencies in Italy, UK, USA and Finland where they have 
representatives in each country (Rättviseförmedlingen, 2013). 

1.3.2.1 The modern social movements 

The case-study organization, Equalisters, consider themselves a modern social movement 
where they involve the public in their work by giving the public the role of an accommodator 
when suggesting a competent person on the Facebook announcements (Rättviseförmedlingen, 
2013). According to statistics presented by Frida, the community manager and project leader 
at Equalisters, the organization is one of the largest and most developed modern social 
movements in Sweden. Among the latest developments of social media there are the new 
types of social movements based online. The human race is becoming more and more 
dependent on technology and technological communication aids and the two most global ones 
are Twitter and Facebook (Social Media Today, 2012). These two social networks, used as 
communication aids, have in the last five years become the main instrument for social 
movements, which people use to get their message across (Feira-Galicia, 2001, p. 706).  
 
In the spring of 2011 the world faced a possible fall of the Arabic world as we knew it, it 
started with a revolution in Egypt and stretched to Libya and Tunisia. The revolution in Egypt 
started in January of 2011, and an instrumental arena for the start of the revolution was 
Facebook, where the public communicated and organized themselves to fight for their rights. 
Utilizing Facebook and other social medias to create a social movement is a new phenomenon 
and can be fitted to an online business model. Additionally a reason it is becoming 
increasingly popular is because of the possibilities to reach more people and the low operating 
costs (Choudhary, et. al. 2012, p.74). 
 
Regardless to social movements being Web-based or not, there are some people stating that a 
social movement does not make a difference for society in the long run (Yang, 2000, p.380). 
Nevertheless, they continue to exist and people who strongly believe in making a societal 
change often approach the method of social movements. Previously social movements were 
organized by actual public spheres, however, the former U.S. Secretary of State, Hilary 
Clinton, has argued that the Internet is the 21st-Century’s public sphere (Srinivasan, 2011, 
p.51). 
 
The Arab spring is one of the most known modern social movement uprisings, another 
modern social movement organized through Facebook is Occupy Wall-Street. These are 
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indications of the possible success with the modernization of social movements through 
Facebook (Feira-Galicia, 2001, p. 706). Additionally, the authors of this thesis argue that 
these are indications of innovative ways of involving the public, which might lead to a new 
type of business arena.  But, do these social movements affect the society? According to the 
CEO of Equalisters they have, during their 3 years of work, advertised over 500 jobs and 
received about 1600 names from accommodators (Rättviseförmedlingen, 2013). Hence, 
Equalisters have changed the way of thinking for 500 companies, firms or journalists who 
have utilized the organizations services and therefore broadened their sample of applicants. 
This is an indication that social movements make a difference in Sweden. In addition, the 
amount of individuals connecting to the page for the past three years has been approximately 
200 individuals a week, this also indicates a success of the movement of Equalisters 
(Facebook, 2013; Rättviseförmedlingen, 2013). 

1.4 Research Gap 
Despite extensive coverage in the media, television and newspapers about NPOs applying 
online-based business structure there are few academic studies that have investigated the 
usage of the World Wide Web in relation to NPOs. There are several articles investigating the 
usage and emergent of Web 2.0. Additionally, there are several articles and researchers 
investigating the phenomena of social entrepreneurships and small business growth. 
Furthermore, there has not been extensive research done combining Web 2.0, social 
entrepreneurship and small business growth. According to Weerawardena et al. (2010, p. 348) 
the literature on the issue of building a sustainable NPO is fragmented and relatively 
underdeveloped. We have therefore, based on the aforementioned, observed a lack of 
information regarding growth opportunities for NPOs with primarily Web-based focus, which 
lead us to believe it was an interesting field to investigate.  
 
In addition the topic of growth is somewhat complex. An organization can measure its growth 
dependent on organizational growth such as increased amount of employees. It can also be 
measured by increased sales or production, as well as an increased customers base and larger 
market shares or growth in regard to the organizations finances (Hynes, 2010, p.89). 
However, since NPOs do not focus on finances, and have lacking resources which leads to 
limited amount of paid employees the question of growth is somewhat blurry. Furthermore, 
the authors argue that it is controversial for a NPO to want growth since it would be an 
indication of no decrease of their mission. In this thesis the authors aim is to express growth 
from the perspective of growth in resources such as finances. Additionally, the organizational 
growth, i.e. spreading the idea of the NPO to the public and having more people connected to 
it will also be taken into consideration. Moreover, the authors will treat the complexity of the 
word growth when executing the empiric research.  
                             
The phenomenon of social entrepreneurship is getting more acknowledged and established, 
both in the academic world and the business world. The phenomenon is conducted by groups 
or individuals utilizing innovations to create social value and reduce societal issues in the 
society (Mclean & Peredo, 2006, p.64). These types of social businesses are increasing, 
however, they take different forms depending on who is executing the work (Dees, 1998, p.1). 
Moreover, the case study organization, Equalisters business: utilizing the public as 
accommodators through Facebook and Twitter and creating a new modern type of social 
movement, is rarely found and is a fairly unique business (JMW, 2013). 
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Additionally, the ongoing evolution of the Web 2.0 opens up doors to new challenges and 
possibilities for research within business and social studies (OECD, 2001, pp.9-11). 
According to Trexler (2008, p.71) social enterprise as a phenomenon is increasing, however 
there are those who believe it is only a periodic phenomenon that will disappear in a few 
years. Moreover, Trexler (2008, p.75) believes there is a new emerging business with a 
combination of social enterprises and public contribution, which will lead to long-term 
success. However, the concept of social enterprises is vague and he argues that this might be 
its Achilles heel (Trexler, 2008, p.67). Furthermore, social enterprises need to become 
measurable, with other words: tangible, to become successful. In addition, to transform the 
intangible concept to something tangible there must be a shared understanding of precisely 
what it is we are suppose to measure (Trexler, 2008, p.67; Mair & Marti, 2006, p.42). 
 
All of the above are singularly new phenomenons and innovative ways to approach new 
obstacles, however, combined they create an even more innovative and new phenomena 
which leads us to a situation that has not yet been researched. Therefore we behold a research 
gap to fill with new additional theories and recommendations for companies fitting the 
aforementioned criterias. The main reason for the research gap we have observed is the fact 
that public movements and NPOs utilize web 2.0 to spread their message. This is also done by 
companies when forming marketing strategies. However, in the last years the world has seen 
the Arabic spring, Occupy wall-street and a more recent social movement in Turkey, all 
organized through web 2.0. This is an indication of how NPO can utilize web 2.0 to 
accomplish their goals, however, since web based NPOs are somewhat new the area of their 
growth has not yet been researched. Which is why the authors of this thesis have observed a 
clear research gap and possible new market to tap into for other NPOs. 

1.5 Research question & purpose 

Based on our featured problem-background, we have formulated the following research 
question: 
 
-How can a purely Web-based Non-profit organization in the start-up phase continue its 
growth? 
 
Thus the main purpose of this study is to develop a further understanding and deeper 
knowledge on how organizations within social entrepreneurship that is purely online-based 
can continue its growth without having the focus on profit-making. In terms of growth the 
authors aim to describe organizational growth to be able to make a change the NPO needs to 
grow larger and connect more people. To accomplish this the authors believe NPOs need 
resources both financial and personnel. Therefore the main purpose of this study is to answer 
the research question. In addition, the authors wish to form recommendations for NPOs within 
similar fields of work to apply to their organizations to be able to accomplish the aim of the 
organization. 

1.5.1 Sub-purposes 

To investigate our area of research, we have formed three sub-purposes that are presented 
below:  

• To examine the attitude towards making a financial profit for non-profit organization 
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• To examine an organization within the phenomenon of social entrepreneurships 
approach to long-term goals 
 

• To examine attitude towards knowledge-sharing amongst employees and clients, 
within Web-based non-profit organization in the start-up phase 
 

The sub-purposes above are focused on differentiating areas of the research question, which 
will give us a valid overlook to be able to form recommendations and finalize a conclusion 
with a focus on growth for Web-based NPOs within the same field of work as Equalisters. 

1.6 Delimitations 

Since we have approached the topic and the research question through Equalisters perspective 
we have delimited our study to not focus on all NPO or NGO in Sweden. Nor will we focus 
on any other NPOs and NGO’s that utilize social media as part of their business model, we 
will only focus on Equalisters. Furthermore, Equalisters focuses on increasing diversified 
workplaces in Sweden, which is another delimitation we are facing by disregarding all other 
types of NPO and NGO’s within this sector and in general. The organization is in the start-up 
phase and fits the criteria’s to be considered a small business, which delimitates us further 
since we will not consider growth possibilities in regard to larger entrepreneurships or 
companies (Wild-Pugsley & Hurst, 2011, p.79). As aforementioned Equalisters reaches its 
accommodators through two social media platforms, Facebook and Twitter, which are the 
only two we will take into consideration in our degree-project. Additionally, there will be no 
comparison with other NPOs working in Sweden, the focus will lie on the case study 
organization and their growth possibilities. Furthermore, we will only contribute with 
recommendations adaptable for NPOs within an exact equivalent field of work and equivalent 
place from a small business growth perspective.  

1.7 Definitions 

Vocabulary Description of usage 

NPO Non-profit organization: Organizations not focused on profits 

Growth Growth can be measured in terms of organizational, financial, product, sales and 
marketshare (Hynes, 2010, p.89). In terms of this thesis the term of growth will focus on 
organizational, financial and spreading the message to the public. 

NGO Non-governmental organization: Organizations not connected to a government 

Social Movement A movement public participation is required (Feira-Galicia, 2001, p. 704) 

Accommodators The public accommodating information through Facebook and Twitter 
(Rättviseförmedlingen, 2013) 

Clients Companies utilizing Equalisters services 

Facebook Facebook is a Web-based service where people can network, create contacts and 
communicate with friends and family (Facebook, 2013) 

Social media “A group of Internet-based applications that build on the ideological and technological 
foundations of Web 2.0, and that allow the creation and exchange of user- generated 
content” (Kaplan & Haenlein, 2010, p.61) 
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Diversity A variation of ethnicity and gender in society and workplaces (Lucas & Baxter, 2012, 
p.65) 

Social 
Entrepreneurship 

A new phenomena with the aim to add social changes and prevent social problems by 
using entrepreneurial innovations and provide sustainable development in the society 
(Mclean & Peredo, 2006, p.64) 
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 (Designed by the authors, 2013) 
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2. Methodology 
The following chapter will give a proper understanding regarding the methodological approach 
taken to reach a conclusion to the research question. Additionally, this chapter will contribute 
with arguments regarding the chosen methodology. 
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(Designed by the authors, 2013)!

2.1 Pre-understandings and its effect 

2.1.1 Theoretical pre-understanding 

Our previous experiences within societal changing work and NPOs with addition to our 
several years of studies within a large variation of fields such as human rights, political 
science and economy has paved the path to our final destination within the field of Business 
Administration and our differentiating majors Management and Entrepreneurship & Business 
development. Throughout our years as students we have gained comprehensive knowledge 
regarding Business administration, as well as profound knowledge regarding Organizational 
Management, Management, Entrepreneurship and Business development and International 
networking. We believe our educational background will provide us with a good starting point 
when conducting our degree project with the focus of our case study organization, which is a 
new start up within the fields of social contribution and entrepreneurship. The main areas of 
our study within the field of business and administration will be management and 
entrepreneurship.  
 
Our previous work experiences and educational experiences give us a good base in regard to 
our choice of subject. Additionally, being two women within an industry with a glass ceiling 
contributed to the choice of subject and case study organization, which works with identifying 
norms and inequalities to counter and break them. In addition our previous educational 
background will give us a good base in regard to the screening process when it comes to 
relevant theories to utilize. Furthermore, our educational experiences has taught us to have a 
critical approach, which will be useful when analyzing our conducted data and reaching a 
relevant conclusion with valid strategic recommendations for Equalisters and equivalent 
NPOs. 
 
Nevertheless, it is of uttermost importance to take into consideration that our personal 
backgrounds might lead to an unconscious subjectivity in regard to our thesis. This, since our 
genders and ethnicities are highly affected by the mission of the case study organization. 
There are risks that our pre-understanding of entrepreneurship and management, and the main 
theories around the aforementioned fields might form our way of approaching the topic and 
the problems we have pinpointed. Having our pre-understandings forming our approach and 
way of thinking is a problem since we might look past acquiring relevant theories and other 
information when doing our research as well as having a narrow approach to acquiring a valid 
amount of theories. Additionally, our research will re-form us and we will continuously add 
new information to our educational base. 
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2.1.2 Practical pre-understanding 

The authors have had differing work experiences as well as commissions of trust experiences, 
where their communication skills with people from different backgrounds and cultures have 
enhanced. Previous work experiences have also contributed to a common interest for equality 
and social issues. These factors will be utilized in the practical work with the degree project. 
The authors will meet and conduct interviews with people from differing backgrounds while 
writing the thesis, which requires the right communication skills in order to convey the 
suitable message in the interviews. In addition, there is a risk that the authors subconsciously 
will let the theoretical and practical pre-understanding have an impact on the work. It is 
therefore important to remember to have a complete objective approach during the collection 
of data as well as handling data to ensure a high quality of the thesis. However, according to 
Graneheim and Lundman (2004, p. 111) complete objectivity is impossible to accomplish. 

2.2 Methodological awareness  

 
.JKLMN!7!E!Visual map of method-awareness 

 (Designed by the authors, 2013)  

2.2.1 Research approach  

When executing a study the authors need to select from two alternative approaches in regard 
to the relation between empirical data and theory: Deductive or Inductive. The deductive 
approach is to utilize theories, followed by conducting collections of the empirical data, 
finalized with creation of new theories, whilst the inductive approach moves in the opposite 
direction, i.e. conducts and analyzes empirical data to form theories (Bryman & Bell, 2011, 
pp.11-14). Another way of explaining the inductive approach is that the study moves from a 
specific state to a more general state and is often based on individual observations. A simpler 
way of explaining the differences of deductive and inductive approaches is made by Saunders 
et al. (2009, pp.124-126), where it is stated that a deductive approach is a way of testing 
theory while inductive approach is building theory. The main characteristics of an inductive 
approach is that it creates theories out of empirical data, while the deductive approach has 
theories as its starting point and approaches the collection of empirical data through the 
theories (Bryman & Bell, 2011, p.25). 
 
Additionally this thesis will follow the path of a deductive research since the qualitative 
research is based on current theories. However, the traces of inductive approach might be seen 
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in the thesis since, according to Bryman and Bell (2011, p.14) deduction includes a small 
amount of induction. In terms of the authors utilizing the inductive or deductive approach, 
might however be questioned, this because the study investigates an area where there has not 
been much research done. Moreover, the starting point is previous research regarding several 
differing areas that will later be utilized to analyze and match the empirical findings. Where 
the authors will discuss the matching of the findings with the actual information given by 
previous research. Therefore, the final result will make room for new theories, however, it 
will be based on former research, in other words, this study is deductive with hints of 
inductive.  
 
As collecting the data the authors will conduct a qualitative research with only profound 
interviews with the parties affected by the research, therefore the Hermeneutics approach will 
be utilized (Johansson Lindfors, 1993, p.56). This interview style is chosen because the 
authors want to obtain deeper knowledge regarding, the organization, its clients and the 
industry by interviewing clients and specific representatives from the organization. As 
aforementioned the hermeneutic philosophy is conducted to get deeper knowledge regarding 
actions of human beings (Bryman & Bell, 2003, p.29), which is what we aim to accomplish 
with our research. 
 
Additionally there has been an active choice in two differing views to approach the topic, one 
is an Analytical approach and the other is the Participative approach. The analytical approach 
in described to state the whole is a sum of different parts (Arbnor & Bjerke, 1994, p. 69). The 
participative approach states that ones perception of reality is built upon a social construction, 
i.e. the whole is constructed as a structure of the significance, i.e. by the participants (Arbnor 
& Bjerke, 1994, p. 69). In this specific study we have chosen the analytical approach since we 
argue that the reality is a sum of all the differing results of the conducted empirical research 
(Arbnor & Bjerke, 1994, p. 69). 

2.2.2 Research philosophy 

According to Trost (2005, p 13), one should base their choice of method on the study's 
purpose and definition of the problem and then have the decisive role in the choice of method. 
When we based and took our position on what method we should avail ourselves of, we 
started from the purpose of the study and our research question, in the same line as Trost 
highlights. 
 
Methodology is referred to which approach and which tools the researcher utilizes in order to 
conduct scientific studies to detect the human reality (Fejes & Thornberg, 2009, p.22-23). The 
chosen method is dependent on which approach the scientist has towards knowledge 
development (Saunders et al, 2000, p. 84; Bryman & Bell, 2011, pp.23-25). There are three 
main approaches to take, one is the Epistemological approach, the Ontological approach and 
the Axiological approach. The Ontological approach is focused on what the nature of reality 
is, the Epistemological approach is focused on what valid knowledge is, and the Axiology is 
focused on the role of values in ones approach (Bryman & Bell, 2011 pp. 15-24; Bryman & 
Bell, 2011, pp.23-24; Fejes & Thornberg, 2009, pp. 21-23). When conducting a research 
through the Ontological approach one has to decide which of the two following paths to take: 
Objectivism or Constructionism (Bryman & Bell, 2011, pp.20-22). We have the viewpoint of 
ontological constructionism, this perspective can be approached from two standing points. 
Bryman and Bell (2011, p.22) states that one can observe the culture or organization as pre-
given and therefore confront the social actors as external realities in which the culture or 
organization has no role in making. However, Walsh (1972, p.19) states that one should not 
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nor cannot take for granted that the availability of a pre-constructed world phenomenon for 
investigations are given, instead one is forced to examine the process by which the social 
world is constructed. Since we will approach the topic of our thesis by investigating a socially 
constructed phenomenon of Social entrepreneurship and a NPOs future growth, 
constructionism is the most suitable methodological philosophy of our study. 
 
In regard to how the authors will approach the philosophical viewpoint of knowledge, the 
authors have chosen the Hermeneutic interpretation. Hermeneutic is within Interpretivism, 
and is about interpreting and creating an understanding of theory and methodology of human 
behavior and actions (Bryman & Bell, 2003, p. 29; Saunders et al., 2009, pp.115-116). It 
provides an explanation of the actions of human beings (Bryman & Bell, 2005, p.29; Fejes & 
Thornberg, 2009, P.62). Within a hermeneutic perspective, one can interpret the content of a 
text to create a numerical understanding that a person's understanding and knowledge is 
something that evolves continuously. The information gathered is specifically for that 
situation and cannot be compared with knowledge from other situations. (Kvale & 
Brinkmann, 2009, p.66) To answer our research question we need to incorporate multiple 
perspectives expressed by several respondents as well as several scientists perspectives within 
each theory. Therefore, we have chosen to perform a qualitative study in our thesis. A 
qualitative study is a matter of deeply interpreting and understanding the information 
collected (Nylén, 2005, p.12). We will therefore make use of a hermeneutic perspective, and 
therefore interpret and understand the deep interviews with the respondents. 

2.2.3 Research design 

When performing research studies there are a variety of designs defined by different 
researchers, we have chosen to combine several researchers when choosing a design and 
description of the research methods. According to Bryman and Bell, there are two main 
research designs that one can use when conducting a study, these two are the following: the 
quantitative research methodology or qualitative research methodology. Both of these designs 
assume that the researcher attempts to collect data by going through different procedures 
(Bryman & Bell, 2005, p.40; Saunders et al., 2011, p.151). 
 
Quantitative research study recognizes and emphasizes the quantification of data and analysis 
of data in which different theories are tested. Which often means that the study is mostly 
deductive and positivistic with an objectivist approach (Bryman & Bell, 2005, p.40). 
Qualitative research studies differ significantly from a quantitative line because it highlights 
the words that the respondents use and ads depth to the collected information. A majority of 
qualitative studies are described as inductive and hermeneutic with the constructionist 
approach (Bryman & Bell, 2005, p.40). In our study we have chosen to conduct a qualitative 
study in which we aim to interpret, understand and evaluate in regard to different social 
contexts within the case study organization and its industry.  
 
As aforementioned this study is based on a social constructionist theory and hermeneutics 
approach. When performing a qualitative study the essential information is to gain an 
understanding of the social reality by studying how participants in a particular environment 
interpret the actual reality (Bryman & Bell, 2005, p.298). In qualitative studies, the researcher 
often wishes to create a close relationship with those individuals who are being studied in 
order to see the world through their eyes (Bryman & Bell, 2005, p.322). Researchers that are 
conducting qualitative studies also want to create a greater understanding of the environment 
and therefore strive to understand social actors and the underlying factors (Bryman, 2008, 
p.362).  
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The aforementioned is based on a wish to understand and describe patterns and processes 
occurring in the surrounding environment when conducting a qualitative study (Bryman, 
2008, p.365). During a qualitative study researchers often strive to create as detailed 
description as possible in order to describe the context (Bryman, 2008, p.363).  
 
In terms of this thesis the authors have chosen a qualitative research design to get an 
understanding of how the sector and the case study organization operates, thus gaining an 
understanding of the employees' opinions, thoughts and perceptions of the organization 
(Trost, 2010, p.32). We believe that the best way for us to create the transparency that is 
required is by conducting qualitative interviews to get a personal relationship with the 
employees and clients. By conducting a qualitative research, the authors believe that it will be 
accomplishable to provide concrete and practical recommendations. As a conclusion we have 
chosen to conduct a qualitative research method since we believe it is the most suitable 
research method for our study. 

Moreover, when conducting a research one needs to chose between several strategies, the 
different approaches are: experimental, survey, action research, grounded theory, 
ethnography, archival research and case study (Saunders et al., 2009, pp.141-142). In the 
terms of this specific thesis the authors have chosen to conduct a case study strategy where 
the data collection will comprehend observations and semi-structured interviews. Bryman and 
Bell (2003, p.72) argues that when conducting a case study the researcher often conducts a 
qualitative research design. The reason why this design is chosen when doing a case study is 
because it provides the researchers with thorough information. The reasons to conduct a case 
study in comparison to other strategies are to generate answers to questions like Why? What? 
and How? (Saunders et al. 2009, p. 146).  
Additionally, the authors have chosen a single case approach to investigate one specific case 
of one specific organization, to be able to answers the research question of “How” a NPO can 
generate growth. The authors have chosen the case study organization because it fits the 
purpose of this study and can therefore provide with thorough empirical findings to answer 
the research question.   

2.2.4 The pathway to theoretical knowledge 

We realized during our start-up phase we needed to search for relevant literature that is 
current because our area is within a new contemporary phenomenon. The subject area that we 
have chosen, is as aforementioned a new area of research, and although social movements 
have existed throughout centuries, Equalisters is a purely Web based social movement which 
gives it a new perspective. This results in that we have constantly been critical to the sources 
we have found to determine if they are actually dealing with our specific field. 
 
The literature search has been made through various channels. The channels that we have 
used mainly are the databases that are available through Umeå University Library. We have 
also used books, which is where we found inspiration regarding the fundamental approach. 
The database we have used frequently to find relevant literature is: Business Source Premier 
(EBSCO). This is a database where you have access to articles in full text formats. This 
database also provides you with the choice of sorting the available literature by year and peer-
reviewed criterias, which are principles to strengthens the credibility of a final result. The 
database includes a lot of areas, examples of these are as follows: entrepreneurship, 
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marketing, management, auditing and finance. Within these areas there are reliable 
information on abstract and citations for business and economic research. 
 
We have also used Google Scholar to facilitate the search for articles since it is an effective 
tool to find the relevant articles in each area. This is because Google scholar ranks the articles 
available by how relevant they are considered to be, which is measured by how many people 
have used the articles earlier. Google scholar then refers to other links where you access full 
articles. 
 
To increase the credibility of the literature, we have continuously ranked the literature that we 
have chosen to use by checking in which journal the article in question has been published. 
An example of this may be that an article has been published in the Journal of World 
Business, that we later on have considered being credible and have thus given a heavier 
weighting in our degree project. We also took into account how many times the article in 
question has been referred to in other articles for further use as relevant articles as possible. 
However, because we have an unexplored subject there are times when we have utilize other 
sources, such as ebooks and Web pages reached through Google books. We have also 
consistently used the articles comprising keywords as follows: social entrepreneurship, 
entrepreneurship, SME business growth, social media, social enterprises, successful social 
enterprises/entrepreneurships, business growth, knowledge sharing business, social 
entrepreneur, entrepreneur, Facebook based business, online knowledge sharing, online 
business models, venture capitalists, social venture capitalist, knowledge exchange online and 
success. 

2.3 Source criticism 

When collecting and utilizing the chosen theories we have evaluated them according to the 
four following core principles of source criticism: time, independency, authenticity and 
freedom of disposition (Eriksson & Wiedersheim-Paul, 2006, pp. 167-168; Thurén, 1997, p. 
11). 
 
When talking about ‘Time’ it is in regard to the amount of time there has been between the 
researchers literal descriptions of an event and the time of the actual event. Furthermore, if 
there has passed too much time between collection of data for a study and the literal 
description of the study, one should doubt the credibility of the source (Eriksson & 
Wiedersheim-Paul, 2006, p. 167). Since some of the theories used in this thesis are within 
fairly new concepts the time aspect has not been an issue when collecting valid articles. 
However, in regard to the older theories such as Entrepreneurship and some of the 
management related terms, e.g. knowledge sharing and OPR, we have tried to optimize the 
quality of the researchers articles dependent on who conducted the research. Many of the 
reliable, known researchers within entrepreneurship, small business growth, knowledge 
sharing and social entrepreneurship have published articles that time wise can be considered 
old according to Eriksson and Weidershem-Paul as well as Thuren (2006, pp.167-168; 1997, 
p.11). Nevertheless, in regard to the groundbreaking results accomplished by the pillars of the 
aforementioned theorists we consider the information to be invaluable, crucial and timeless, 
and have therefore chosen to disregard the time-aspect of some articles and theories. 
 
In regard to the second principle of Independency it is referred to the source, in other words 
the principle of using the master copy of a theory and not a reused version where an author 
cites the master copy (Eriksson & Wiedersheim-Paul, 2006, pp. 167; Thurén, 1997, p. 11). 
This aspect is important, as the reused articles author might have misinterpreted the theory 
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when citing the master copy. Therefore we have, to the uttermost possibility, found the master 
copy of the theories we have utilized in this thesis. However, it is also important to highlight 
that we have tried to not use secondary sources as long as we have the primary source 
available, moreover, on occasion we have been forced to rely on the secondary source. When 
utilizing the secondary source we have attempted to stay critical and keeping in mind it is a 
secondary source we are citing. In regard to the case study organization of our thesis their 
sector is fairly new which is why we have utilized Google scholar to gain a larger variation of 
information. In addition, we have ensured the information given is credible by investigating 
other sources to ensure the message given is the same as in other. 
 
To accomplish Authenticity one has to ensure the articles and books used are reliable, utilizing 
peer-reviewed articles and books from reliable publishing firms or known authors can achieve 
this (Eriksson & Wiedersheim-Paul, 2006, pp. 168). Peer-reviewed articles are articles that 
have been published in Academic Journals and have been thoroughly analyzed and criticized 
by several peers. In terms of the collection of our articles and books it has been somewhat 
easy to accomplish by only utilizing peer-reviewed articles or books from reliable publishing 
firms such as Oxford university press, Prentice hall and Liber AB, as well as books from 
reliable authors and pillars of certain theories such as Brooks (2007), McLean and Peredo 
(2006), Shaw and Carter (2007) and Leadbeater (1997). With Freedom of disposition we 
mean to express questioning the outcome of the research to ensure it does not leave the reader, 
i.e. us, with a misleading impression of the world. Examples of this could be illustrated with 
literature that has reached preposterous results. Nevertheless, as this is somewhat difficult to 
realize we have had to rely on our pre-understanding of the theories and comparing articles 
and researches with one another while gaining more knowledge about the various theories and 
topics. However, we wish to highlight that we have not encountered articles with, what we 
consider, preposterous result. 
 
Additionally since a majority of the sources we have utilized have been in English we have 
not lost valuable information while translating from another language. In the circumstances 
we have utilized a Swedish source or sources translated into Swedish we have tried to analyze 
the information given to ensure no information lost in the translation. 
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3. Theoretical framework 
The following chapter will provide a review of theories, which the methodological approach, and 
the research question have had its base in. Each of the following theories will have a thorough 
and profound description. Additionally a summary of the theoretical framework and the theories 
in connection to Equalisters will be given under the section theoretical review.  

 

 

              

 

 

 

 

 
!
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(Designed by the authors, 2013) 

3.1 Entrepreneurship & Small business growth 

The following section will contribute with a thorough explanation of the phenomenon 
entrepreneurship as well as a detailed description of the differing stages of small business and 
NPO growth.  

2.1.1 Entrepreneurship 

Entrepreneurship is one of the most extensive terms used in business and other related sectors. 
Davidsson (2004, pp.1-6) states that the term of Entrepreneurship has differentiating 
meanings dependent on the individual, this is an important aspect of entrepreneurship. 
Additionally he explains that entrepreneurship is associated with innovation, risk-taking, 
creativity, forward-thinking approaches and some simply associate the term as a part of a 
business (Davidsson, 2004, pp.5-6). There are endless varieties of definitions of what 
entrepreneurship involves.  
 
According to Shane and Ventkataraman (2000, p.218) entrepreneurship is about the 
identification, the process of discovering, evaluating and explorations of opportunities. This 
also includes those individuals who discover, evaluate and exploit these opportunities. Brooks 
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(2007, pp.1-2) argues that the most common keyword behind entrepreneurship is: Process. He 
defines entrepreneurship as: 
 
 "[…] the process of pursuing opportunities without limitation by resources currently in 
hand."  
 
Henceforth, Brooks (2007, p.2) has compiled the five most common steps in 
entrepreneurship. These reads as follows: 
 
Entrepreneurial stages Description 
Opportunity recognition Entrepreneurship begins with the recognition that an 

opportunity exists to create value. 
 

Concept development An opportunity cannot yield a valuable venture 
without its translation into a business concept. 
 

Resource determination and acquisition 
 

 

If an entrepreneur proceeds to develop a business 
concept, the next step involves the determination and 
acquisition of sufficient resources. These resources 
generally includes money, but they are not limited to 
the financial dimension. The entrepreneur also needs 
information and human resources as well. 

Launch and venture growth 
  
 

After an opportunity is recognized and resources 
acquired, the venture can be launched. Then an 
entrepreneur grows the venture in a way that will 
maximize its payoff. This means frequently 
continuing to invest, developing a larger business 
strategy, retaining (as opposed to acquiring) human 
resources and dealing with inevitable conflicts. 
 

Harvest the venture Ultimately, the entrepreneur exists from the venture, 
ideally in a way that maximizes his or her benefit. Exit 
may mean taking the company public, selling it to 
another company, liquidating assets, or passing the 
venture on to ones offsprings. 

'PWSN!4!E!'ON!+VRMNQMNVNLMJPS!ZRPKNZ! 
(Designed by the authors, 2013)!

3.1.2 Small Business and Non-profit organizations growth 

Small businesses differ from larger corporations in a variety of ways, amongst these the 
amount of resources available, strategies, drivers, importance of managerial values, level of 
involvement and stakeholder prioritization (Coppa & Sriramesh, 2013, p.32). An organization 
goes through several different phases as it grows. Much like a seed grows into a tree, an 
organization grows from an idea, to an actualization of the organization in a smaller form. 
Later as a tree grows branches and leaves, so does the organization, it grows larger, acquires 
more employees and thus has started its movement to accomplish the organizational mission. 
Business growth may take different forms, it can be employment, revenue, market share and 
product development, these might not nor need not occur all at the same time (Hynes, 2010, 
p.89). 
Many organizations measure their success in monetary or financial terms. The internationally 
overarching view of a successful company is a company with large finances (Toledo-Lopez et 
al., 2012, p.1659). As aforementioned it is difficult to measure success when it comes to small 



! "E!!!
!!!!!!

!
! !

businesses, it is also almost impossible to categorize patterns and obstacles because of the 
various sizes and capacity for growth of small businesses (Churchill & Lewis, 1983, p.30).  
However, Churchull and Lewis (1983, pp.31-40) developed a framework containing a five-
stage model of developments for small businesses growth. The model aims to describe the 
different growth phases as the small business develops. This framework is effective to utilize 
to observe what kind of problems a small business faces as it is growing.  

Below the five stages are presented:   

Small business growth Description  
Existence stage In this phase, the main concern is to maintain the 

customers and the service or the products that deliver. 
Simply, how the business should work in order to 
survive. The owner of the business operates on his 
own, further he does not have any employees during 
this phase. 
 

 Survival stage At this stage, the company has proven that they can 
survive. Now they have a clientele who are pleased 
with the work that the business performs which leads 
to that the customers remain. The business is still at a 
very basic level and has only a few employees. The 
main issue is now how the business handles the 
revenues versus expenses. 

 Success stage In this stage, the owner must determine if the business 
should exploit what they have achieved and try to 
keep the business stable and profitable or whether to 
expand the business. The main issue at this level is 
whether the business should be uses as a platform for 
growth or to move forward and open up new 
enterprises. 

 Take off stage Now the main issue is how to evolve and figure out 
how the business can grow with speed and at the same 
time finance that growth. 
 

 Resource maturity stage At this stage, the company encounters difficulties with 
being able to keep track of the profits made due to the 
rapid growth, while trying to maintain the benefits that 
come with being a small business. 

'PWSN!7!E!&RPKNZ!YX!ZUPSS!WLZJVNZZ!KMY]RO! 

(Designed by the authors, 2013) 
A visual aid of the stages is as follows below: 

                            
  
.JKLMN!@!E!Churchill and Lewis Growth stages (1983, pp.30-40) 
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However, there are organizations where the financial gain is not the main goal, these 
organizations are NPOs, and can sometimes fit into the phenomena of social entrepreneurship 
(Austin et al., 2003, p.3; Boschee, 1998, p.4). Entrepreneurships are also known as small 
businesses, and whether or not a NPO within the phenomena of social entrepreneurship has a 
goal in financial terms, they do need to obtain a stable financial status to be able to 
accomplish their contributions to society, since they are too small businesses (Mair & Marti, 
2006, p.39).  
 
In regard to the survival of NPOs, they often employ a unique operational model, which 
depend on multiple stakeholders for the resources needed to be able to accomplish their 
specific goal (Weerawardena et al., 2010, p. 346). Historically speaking the source of funding 
for NPOs has been government (Wijkström, 1997, p.636; Kunle, 2004, p.454), however, the 
same source has been the reasons for NPOs uncertainty of survival (Kunle, 2004 p.455). The 
source of the aforementioned uncertainty is the “Reinventing Government” initiative and 
“New public management” (Kettl, 1998, pp. 37-40), which has changed the relationship 
between NPOs and their main source of financial support: government (Osborne & Gaebler, 
1992, p. 25). These changes has lead to increased competition within the NPO sector, since 
NPOs are not financial profit driven organizations and their survival is based on the amount of 
donations received by multiple stakeholders. However, regardless to the challenges of 
receiving financial funds the NPO sector is growing with an increasing number of NPOs 
(Weerawardena et al., 2010, p. 346). These changes have involuntarily forced NPOs to 
implement strategies aimed to build sustainable, viable organizations to be able to continue 
their social mission (Bryson. et al., 2001, p.274; Chetkovich & Frumkin, 2003, p. 566). 
 
Many scientists choose to use the model of Porters five forces to capture the intensity of 
competitors in the immediate environment of the NPO sector. However, the authors of 
Sustainability of nonprofit organizations; An empirical investigation (Weerawardena et al., 
2010, p.350), argues that even though the parallels to the model of Porters five forces are 
remarkable the system of the proposed strategies for NPOs has not been subjected to actual 
empirical testing. In addition they state that many researchers have suggested the following 
strategic plans to deal with possible competitive challenges: adopting an entrepreneurial 
posture, implementing innovative practices, and market orientation (Weerawardena et al., 
2010, p. 351). However, there are also scientists suggesting that NPOs should implement 
marketization, which is a business model that may conflict with their core ideals and social 
mission (Eikenberry & Kluver, 2004, p.133). In addition they state that if these business 
models would be successful they would have the financial support to continue their social 
mission. 
 
However when a NPO merges with an entrepreneurial business within the phenomena of 
social entrepreneurship the results are slightly different according to Boulton et al. (1984, p. 
357). An entrepreneur has often a profit-driven personality, since an entrepreneur want to 
succeed with its business idea it has to stay competitive and ahead of everyone else, hence it 
will form strategies for the business (Boulton et al.,1984, p. 357). 

3.2 Social responsibilities through business 

This section will provide the reader with theories regarding businesses aimed to create a 
societal contribution. The aim to contribute societally does not contradict with financial profit, 
however there are organizations only focusing on not making financial profit known as NPOs. 
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Additionally a contribution of information regarding possible difficulties that might occur 
when working with societal change will follow.  

3.2.1 Social entrepreneurship 

We live in a society where we are facing world problems like: global warming, poverty and 
sufferings (Baogous et al, 2009, p.201). The fact that we live in a global world makes all of us 
a part of the world’s problem. According to Gore (2006, p.204) this makes it critical for us to 
make a change, create opportunities and implementing these solutions to solve these 
increasing problems, which is crucial for our survival as world citizens. One of the solutions 
as well as an effective tool has been proved in various forms through the phenomenon Social 
entrepreneurship (Mclean & Peredo, 2006, p.64). Social entrepreneurship is a phenomenon 
within entrepreneurship that can be mapped out back to the eighteenth century (Shaw & 
Carter, 2007, p.419). The start was when industrialists and philanthropic entrepreneurs in the 
UK expressed their frustration and concern about their employees' well-being through the 
improved conditions in the workplace, educational and cultural life. This era was crucial to 
the development of social entrepreneurship, and ever since, social entrepreneurship has been 
associated with development, education, volunteering, community benefit, and NPOs (Shaw 
 & Carter, 2007, p.419). 
 
According to Alvord (2004, p.262) the goal with social entrepreneurship is to eliminate the 
social problems or needs that exist in the society and are unmet by governments or private 
marketers, in other words to make a societal change. This is also something that Austin and 
Wei-Skillern (2006, p.3) illustrates, they argue that there are numerous different definitions of 
what social entrepreneurship covers. Austin and Wei-skillern (2006, p.3) as well as Bornstein 
(1998, p.34) stated that the common mission of social entrepreneurship is to create social 
value, change and improve the socio-economic problems that exist rather than create purely 
monetary gain and benefits for the parties involved. Furthermore, it is still difficult to define 
the concept of the social entrepreneurial landscape due to the fact that it is broad and includes 
various areas. There are researchers who consider businesses within the commercial sector 
involved in cross-sector partnerships to be socially responsible organizations. In addition they 
state that these businesses express an obligation to invest in various movements, which 
contributes to their social entrepreneurial behavior (Sagawa & Segal, 2000, p.108). NPOs are 
where researchers have put the greatest emphasis on the field of social entrepreneurship, this 
has led to the creation of an image of social entrepreneurship that focus solely on creating a 
social value and not an economic value. Simultaneously, social entrepreneurship has been 
identified with creating innovative solutions to socio economic problems in society (Shaw & 
Carter, 2007, pp.419-420). 
 
After examining the phenomenon of social entrepreneurship, one can observe that various 
researchers have several differentiating definitions and perspectives regarding what the 
concept of social entrepreneurship entails. One can also ensure that social entrepreneurship 
can be interpreted and addressed in various ways. However, the current definitions of social 
entrepreneurship are based on the following common characteristics according to Austin et al 
(2006, p.2):  

 
! The underlying driving force of social entrepreneurship is the desire to create social 

value rather than financial performance and value 
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! The activity itself is usually characterized by innovation or something innovative and 
pioneering 
 

! The central driving force for social entrepreneurship is to manage and solve social 
problems in society, where resources are often lacking     

3.2.2 Social entrepreneur 

Defining what makes a social entrepreneur is as complex and difficult as it is to define the 
phenomenon of social entrepreneurship. There are several different definitions of what 
characteristics a social entrepreneur possesses, made by different researchers. Dees (1998, 
p.2) argue "We have always had social entrepreneurs, even if we did not call them that". 
Additionally, Dees (1998, p.1) states that everyone involved in and who contributed to 
creating the social institutions the humanity takes for granted today are social entrepreneurs. 
Furthermore, he states that a social entrepreneur is an individual who creates the best methods 
to address social problems in the best possible way (Dees, 1998, p.1). 
 
Moreover, social entrepreneurs possess a specific gift that allows them to perceive and 
understand social needs, to then be able to tackle them through creative and innovative ways. 
The focus is thus steadily on creating social value (Mclean & Peredo, 2006, p.57; Shaw & 
Carter, 2007, p.419). According to Certo (2008, p.268), one can find social entrepreneurs in 
all sorts of places, for example within for-profit organizations, or within the government, as 
well as in non-profit associations or organizations. In other words, Certo argues that there is 
not a "special type" to describe social entrepreneurs. Dees (1998, p.3) states: 
 

"Social entrepreneurs are one species in the genus of entrepreneurs" 
 
Additionally, he states that they are individuals who are entrepreneurs with a social mission. 
However, this can also mean that problems and difficulties can arise because the individuals 
have a social objective, which is something that Brooks (2007, p.11) agrees about. 
Additionally, he believes that problems may arise with huge complexity for social 
entrepreneurs to face. Furthermore, Brooks (2007, p.12) highlights that a social entrepreneur 
is an individual that can gather a group of people with similar interests and opinions, and 
create a common project or start an organization. Regardless to the differentiating 
characteristics of a social entrepreneur the key is always to focus on creating social value. The 
aforementioned affects how social entrepreneurs perceive and undertake opportunities that 
they discover. However, it is the creation of social value that is the focus and not the creation 
of personal wealth (Dees, 1998, p. 2). The aforementioned differs in regard to business 
owners who measure their value by investigating if they created an economic value. This 
because if they do not create assets and resources, chances are that the business has to declare 
bankruptcy, which would antagonize the essential existence of the business (Dees, 1998, p.3). 
 
The different definitions of what a social entrepreneur is for an individual, often does not 
highlight the personal traits the individual holds nor does it highlight what the individuals do. 
This fact is something that Brooks (2007, p.11) considers to be important to emphasize and to 
put forth, he argues that the internal forces in entrepreneurship and social entrepreneurship are 
important to understand. In addition, according to Dees (2001, p.4), a social entrepreneur is a:  
 

“Change agents in the social sector" 
 
Moreover, Thompson argues (2002, p.413) that social entrepreneurs possess similar 
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personality traits as commercial entrepreneurs. However, he states that the purpose of their 
work differs quite significantly because of the fact that they position themselves differently. 
Commercial entrepreneurs often find themselves in the business world while the social 
entrepreneur are involved in the community and thus change people's lives because of their 
strong drive to achieve social change (Thompson, 2002, pp.413-414). In addition, this does 
not mean that the social entrepreneur disregards the value of fundraising and acquiring other 
financial resources, according to Thompson (2002, pp.414) it is considered to be an equally 
important skill for the social entrepreneur to possess.  

3.2.3 Social entrepreneurship and Entrepreneurship 

Austin and Wei-Skillern (2006, p.2) have as many other researchers chosen to classify 
entrepreneurship in two different types to get a better understanding of the term. These two 
types are as follows: Commercial entrepreneurship and Social entrepreneurship. The 
definition of these two are quite similar, as both have a focus on innovation and “outside-the-
box”- thinking (Austin & Wei-Skillern, 2006, pp.2-5).  
 
Nevertheless, there are differences in these two types, below we have illustrated a table to 
provide the reader a clear picture of the differences (Austin & Wei-skillern, 2006, pp.2-15; 
McLean & Peredo, 2006, p.59): 
 

Types of 
Entrepreneurship 

Social Entrepreneurship Commercial Entrepreneurship 

Mission and Value -      Aims at social value creation -      Aims at private gains 

Performance 
measurements 

       Value creation is usually intangible - Measured in  
- financial performance 

Resource mobilization -     Difficulties, due to the fact that they usually 
lack enough financial capital to keep 
running the organization 

- No difficulties to attract  
venture capitalist, due to the fact that 
it is usually profit oriented 
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(Designed by the authors, 2013) 
 
In recent times the opinions and approaches to what differentiates the two types of 
entrepreneurship have somewhat changed. In today's society, it is increasingly common for 
business owners and organizations to be involved in various social activities that are not only 
based on a focus of personal commercial gain. However, it is important to differentiate the 
two, commercial entrepreneurship is fundamentally about making a profit while social 
entrepreneurship is about creating a social value (Certo & Miller, 2008, pp.267-268). 

3.2.4 Social Venture Capitalist 

A recurring issue raised within research is how to finance an organization within social 
entrepreneurship, which might be difficult since the focus is not to be financially profitable, 
but to contribute to a sustainable society. According to Miller and Wesley (2010, p.705), it is 
common for organizations within the social sector to finance themselves through private and 
public donations. 
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Recently a new concept has emerged called social venture capitalist. Social venture 
capitalist's are different from other traditional fundings of NPOs because, they have different 
value-rewarding factors when financing a NPO. The criterias below are to create added value 
for both social venture capitalist's and NPOs (Miller & Wesley, 2010, p. 706):  
 

! Social mission 
! Social sustainability   
! Community based network   

    
The result of the strong growth and development of the phenomena of social entrepreneurship 
is the development and creation of social venture capitalists. In 2010 all social venture 
capitalists represented 6% of the total market for venture capitalists (Miller & Wesley, 2010, 
p.706). This opened new doors and created new possibilities for social entrepreneurs to 
finance their operations, which formerly was an obstacle (Miller & Wesley, 2010, p. 707). 
 
“ I hope corporations will dedicate a percentage of their top innovators' time to issues that 
could help people left out of the global economy. This kind of contribution is even more 
powerful than giving cash or offering employees' time off to volunteer. It is a focused use of 
what your company does best. It is a great form of creative capitalism, because it takes the 
brainpower and makes life better for the richest, and dedicates some of it to improving the 
lives of everyone else.” 
      - Bill Gates, founder of Microsoft 
 
Mair & Marti (2006, p.39) also argues that financial profit cannot be ignored in terms of 
social entrepreneurship in the long term. The best way to achieve sustainability is to focus on 
social change and the elaboration of society but also through making profits in order to grow 
and achieve the maximum impact in the same line as Bill Gates highlights.  
 
The authors of this thesis argue that there are two social entrepreneurs in the frontline who 
infact make a profit on their entrepreneurship and use it to contribute to creating sustainable 
social value. The two front liners are: Muhammad Yunus founder of Grameen Bank in 1976 
with the aim to provide micro-credits to women in Third World countries (Grameen Bank, 
2013). Bill Drayton, the founder of Ashoka, established in 1980, is contributing to 
entrepreneurs within social entrepreneurship to develop and continue their work for a better 
world (Ashoka, 2013). Yunus and Drayton are today two of the great pillars and pioneers in 
social entrepreneurship, they have both contributed to increasing living standards to millions 
of people around the world through their innovative businesses, which in turn has created an 
economic and social value (Mair & Marti, 2006, p 37). Both of the aforementioned social 
entrepreneurs have proven it is possible to create a long-term social value as well as making a 
profit to further reinvest in their business to create a sustainable social value (Mari & Marti, 
2006, p.39). Additionally in 2006 Yunus was awarded the Nobel Peace Prize and Drayton has 
been recognized by the Nobel Prize committee for his work and utilization of 
entrepreneurship for a societal gain (Nobel Prize, 2006; Nobel Prize, 2013). 

3.2.5 Corporate social responsibility  

“Sustainability is about stabilizing the currently disruptive relationship between earth’s two 
most complex systems—human culture and the living world. The interrelation between these 
two systems marks every person’s existence and is responsible for the rise and fall of 
civilizations [...]Today, for the first time in history, an entire civilization—its people, 
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companies, and governments—is trying to arrest the downspin and understand how to live on 
earth, an effort that represents a watershed in human existence” 

      (Hawken, 2007; cited in Trexler, 2008, p.66) 
 

The definition of corporate social responsibility, henceforth: CSR, is somewhat undefined, 
there are several differing statements constructed to express the essence of CSR (Green & 
Peloza, 2011, p. 53). According to Coppa and Srirames (2013, p.31) CSR is aimed for 
corporations to make a profit while creating minimal harm to society in addition to going a 
step further by contributing to social improvement as well. Murray and Vogel (1997, p. 142) 
however stated that an organization working with CSR does it with an exchange of offering 
something of value e.g. a social benefit or public service to an important constituency and in 
return expects receiving the approval and support of clients. Ahuja (2012, p.52) stated that 
there is another aim to utilize CSR, which is to measure a companys success. Previously there 
has been several ways and tools to measure the success of a business: market shares and sales 
have been the two most common instruments used to ensure a companys growth. 
Additionally, in recent times CSR attracted attention both in the media and in the academic 
world. The reason for CSR to have made it into the spotlight is because the world requires a 
change in regard to the current environmental situation and sustainability in general within the 
society. The companies focused on the field of CSR often work with sustainability to 
contribute to factors within society such as economic, social and environmental contributions 
(Ahuja, 2012, p.53). According to Green and Peloza (2011, p.52) consumers of organizations 
performing CSR-work perceive the value from CSR through one of three forms: emotional, 
social, and functional. 
 
Companies taking their social and environmental responsibility in society often become the 
leading firm within their market, in addition CSR has a significant impact on both internal and 
external stakeholders, hence, important for a sustainable competitive advantage (Ahuja, 2012, 
p.54). Previously, it has been found that the social responsibility each company has in society 
has gone from acting on humanitarian issues to become a value-creating tool for both internal 
and external stakeholders. Some companies use this as a tool for competitive advantage, but 
ultimately it is about making a societal change in society (Ahuja, 2012, p. 57). Additionally, 
Antoci et al. (2006, p786) states that for-profit firms choosing to contribute to the funding of 
NPOs can be considered to be socially responsible firms, due to their choice of corporate 
philanthropy. 
 
The European Commission (2011, p. 3) has redefined the term of CSR numerous times, the 
most recent version is the following:  
 
“CSR is a concept whereby companies integrate social and environmental concerns in their 
business operations and in their interaction with their stakeholders on a voluntary basis” 
 
According to the Commission a strategic approach to CSR is increasingly important for 
enterprises to keep their competitive edge (European Commission, 2011, p. 4). The COM 
2011 (European Commission, 2011, p.6) states that an updated CSR strategy can bring 
benefits in terms of risk management, cost savings, access to capital, client relationships, 
human resource management and innovation capacity to a business. However, it is stated that 
the complexity for larger corporations to stay up to date regarding CSR strategies might be 
slightly more difficult than for small and medium businesses. The paper states that for most 
small and medium-sized enterprises, especially micro-enterprises, the CSR process is likely to 
remain informal and intuitive (European Commission, 2011, pp.6-7). 
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Examining different definitions of CSR can bring the eye of the beholder to a common 
denominator where CSR stands for creating a sustainable future with universal gain (Grosser, 
2009, p.290). However, identifying the word sustainable might be slightly complex. 
According to the renewed EU sustainable development strategy (Council of the European 
Union, 2006,p. 18) sustainability is: 
 
“[…] about safeguarding the earth’s capacity to support life in all its diversity and is based 
on the principles of democracy, gender equality, solidarity, the rule of law and respect for 
fundamental rights, including freedom and equal opportunities for all.” 
 
In addition, Lucas and Baxter (2012, p.65) argue that diversifying workplaces is beneficial for 
organizations and that it contributes to an organizations success. Furthermore, Morris (1958, 
p.382) states that organizations often benefit from having a diversified product line which can 
satisfy diversified customers. However, he adds to it by stating that to have knowledge 
regarding diversified product lines and customers the organization needs diversified 
workforce to observe the range of products the customers need.  
 
As a concluding remark an organization working for a diversified workplace can be argued to 
be a sustainable business and therefore within the fields of CSR. 

3.2.6 Difficulties with businesses contributing to societal change  

A standing question for most businesses it which factors determines what kind of organization 
or business is in the spotlight or gets the most media coverage? Baogous et al (2009, p.201) 
argues that different constellations of social organizations are daily seeking confirmation from 
the society. He also believes that legitimacy is one of the biggest problems that arise for social 
entrepreneurs, he adds to it by stating there is a long way to go until social entrepreneurship 
receives the confirmation it is worth (Baogous et al, 2009, p.202). NPOs are the latest form of 
enterprises that are not yet included in the same compartment as the government or for-profit 
organizations, which in turn means they generally do not get the same attention or media 
coverage as other businesses (Baogous et al, 2009, p.201). 
 
Furthermore, Baogous et al. (2009, p.201) highlights that NPOs are often only noticed when 
they have made an effort to clean up the mistakes of either for-profit organizations or 
government, when the aforementioned have not been able to provide resources to community 
residents. As soon as social entrepreneurs have cleaned up they enter back to the dark corner 
of the market and the spotlight is no longer focused on the social entrepreneur (Baogous et al, 
2009, p.201). With other words social entrepreneurial businesses are not observed by the 
society or media to the same extent as for-profit organizations are. The aforementioned is an 
actual and crucial problem that should be of major concern for social entrepreneurs, since they 
create new innovations within the social sector (Baogous et al, 2009, pp.201-202). 
 
It is also important to reflect on how social enterprises differ from NPOs. According to 
Baogous et al (2009, p.203), NPOs have always been those to take care of and tackle the 
mistakes the government has caused, while social enterprises want to take it one step further 
and perhaps create a business with a socially profitable outcome. Additionally he argues that 
NPOs and social enterprises differ in terms of values, norms and strategies (Baogous et al, 
2009, p.203). 
 
Defining what a social enterprise is and how it differs from a normal NPO is as difficult and 
vague as defining what a social entrepreneurship means. One researchers definition is often 
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differentiating to others definitions, since social enterprises include everything from NPOs to 
volunteers (DTI, 2001, p.41). Furthermore, looking at the different definitions one can argue 
that a social enterprise is an independent organization with social and economic objectives 
that strive to meet the social objectives while ensuring the financial stability of the 
organization in order to reinvest in the organization to be able to fulfill and accomplish more 
of their social goals (DTI, 2001, p.41). 

3.3 Businesses utilizing communication for growth 

In this section we will provide the reader with theories regarding businesses utilizing the 
possibilities for growth through different communication channels. Additionally, we will 
explain how businesses and individuals can utilize communication to create businesses by 
forming opinions.  

3.3.1 The new updated World Wide Web 

To be successful within a business or organization the business model has to continuously 
change and develop to fit in with the public and its clients (Waddock & McIntosh, 2011, p 
306; Wirtz et al., 2010, p.273). In regard to business models and creating a modern business 
strategy for businesses around the world, there have been many changes since the creation of 
Web 2.0. The term Web 2.0 was introduced by Tim O’Reilly to define this groundbreaking 
new step of the World Wide Web, i.e. the Internet (Beck, 2007, p.1). The new and updated 
version of the World Wide Web allows users to interact with each other and organizations as 
well as creating interoperability and collaboration for organizations (Campbell et al., 2011, 
p.87). In addition, the development of the usage of Internet has lead to the creation and 
utilization of social networks. 
 
As aforementioned Web 2.0 has changed the way businesses and organizations communicate 
within the organization as well as towards clientele. The creation of an interacting Web 2.0, 
has lead companies to be more likely to want to interact with their clients (Waddock & 
McIntosh, 2011, p. 306). This type of interaction with the public has in its turn lead to a fairly 
new type of business with its base online (Waddock & McIntosh, 2011, p. 307). The easily 
accessible technique to spread a message or perhaps market a new product has lead to a 
unique usage of Web 2.0 in forms of Facebook groups and Twitter. It has also been utilized to 
market and supply information regarding the company towards suitable future employees on 
social networks such as LinkedIn (Levy, 2007, p.125; Solomon & Schrum, 2007, p. 8; Wirtz, 
Schilke & Sebastian Ullrich, 2010, p.276). When organizations apply the techniques of Web 
2.0 into their enterprises it is called “Enterprise 2.0” instead of Web 2.0 (Denyer et al., 2011, 
p.377; Levy, 2007, p.125). However, according to a study made by Denyer et al. (2011, 
p.375) some of their participants claimed that the open, social and participative Enterprise 2.0, 
did not meet the expectations when utilizing it within the company. In regard to 
communicating with clients, however, it is has proven to be successful in many aspects 
(Chaffey, 2007, p.393). Additionally in 2011 politicians stated that the usage of Enterprise 2.0 
has not had a differing effect nor is it more social, open or participative than traditional 
methods of communication (Denyer et al., 2011, p.375).  
 
To provide the reader with a simple and to the point explanation of the differences between 
Web 2.0 and Web 1.0 we will cite Singel quoting Mayfield, a CEO of a software WIKI 
Solutions Company: ‘‘Web 1.0 was commerce. Web 2.0 is people’’. (cited in; Levy, 2007, 
p.121)  
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3.3.2 Internet usage in Sweden 

The SCB conducted a survey in 2011 which stated that the number of swedes having access to 
a computer increased from 5,5 million to 6,5 million between 2004 and 2011 (SCB, 2011, 
p.11). However, many people might have a computer without access to internet, which would 
make the aforementioned less interesting, luckily the internet access curve followed similar 
trends from 5,1 million to 6,5 million (SCB, 2011, p.1). In the fall of 2012 90% of the 
Swedish population utilized the Internet, and the age coverage has increased since 2004 (SCB, 
2011, p.36). 94% of teenagers-young adults utilize the Internet on a daily basis, and the 
percentage is continuously increasing (SCB, 2011, p.37). The authors of this thesis argue that 
this is an indication to a newly emerging business platform. Additionally, Pew Research 
Center (Madden & Zickhur, 2011) reports that there has been a great increase in adults 
utilizing social medias and internet in the world as well, the amount of adults utilizing social 
medias has increased from 8% in 2005 to 65% in 2011. 

3.3.3 Communicating through Web 2.0 

Regardless to which type of business an organization is pursuing, keeping the communication 
between its clients and the organization good is essential to be able to gain more market share 
and make a difference (Chaffey, 2007, p.391). Throughout centuries organizations and 
companies have utilized traditional methods of marketing such as magazines, posters, radio 
and TV (Steyn, 2009, p.29). However, the new digital era and the introduction of Web 2.0 has 
opened up doors for organizations to reach their marketing strategies on to new levels, this 
has lead to a complete new type of business strategies based online (Waddock & McIntosh, 
 2011, p. 305). 
 
The development of Web 2.0 has lead to the phenomena of social media, this increases the 
amount of interactive services provided by companies towards their clients, clients and 
employees. Companies or organizations utilizing social medias as a communication aid 
creates a relationship with its clients, which has been proven to further generate loyalty and 
lock in clients (Solomon & Schrum, 2007, p. 8; Hart & Saunders, 1998,pp. 88-90; Kalakota & 
Whinston, 1996, p.2). According to Brown (2009, p.4) communication as the world has 
known it has been going through an extreme change, where the technology aspect makes a 
huge impact on how both the mass and individuals communicate. Pitt et al. (2002, p.8) and 
Javalgi et al. (2005, p. 665) argues that Web 2.0 opened up possibilities for communication 
between consumers on a one-to-one basis as well as one-to-many and many-to-many. 
 
There are scientist stating that Web 2.0 and the applications joint to it has changed the power 
structure from organizations and companies to clients (Constantinides & Fountain, 2008, p. 
232). With other words, consumers now have the possibility to choose what part of a 
marketing campaign she or he wants to take part of (Lee et al., 2006, p. 290). With this aspect 
in mind, Barwise and Meehan (2010, p. 82) argues that organizations today focus more on the 
clients rather than the product itself. The movement from a product focus to a consumer focus 
is an indication of how businesses will try to be present where the consumers are, hence: 
organizations and businesses will spend more time on resources online, and change their 
business models towards a more online based business model (Barwise & Meehan, 2010, p. 
83). Other than communicating with consumers or clients, NPOs have utilized the 
communicative possibilities with Web 2.0. The beginning of the twenty first century has 
contributed to several conflicts between countries and people. One of several conflicts is the 
Arabic spring and the organized social movement through Facebook and twitter (Waddock & 
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McIntosh, 2011, p 307). Additionally, this proves that new types of organizations emerge 
from the easily accessible Web 2.0 that have a larger goal than to increase revenue, these 
types of organizations are Web-based NPOs and focus on correcting errors in the society 
(Waddock & McIntosh, 2011, pp. 313). 
 
There are several experts that state how consumers have gained a lot of power from utilizing 
Web 2.0 (Mougayar, 1998, p. 141). It is important to highlight that this thesis has a focus on 
the business perspective of communication with clients, clients and employees. However, the 
general perspective of communication in regard to Web 2.0 is often given from a consumer 
perspective. The authors of this thesis argue, as many researchers have (Barwise & Meehan, 
2010, p. 83; Waddock & McIntosh, 2011, p. 305; Levy, 2007, p.123; Wirtz et al., 2010, 
p.273), that since organizations and consumers move according to its clients the 
communication perspective can also be applicable from an organizational perspective.  The 
introduction of Web 2.0 opened up small businesses to new as well as efficient 
communication possibilities. Since organizations now move to where their clients are, this is 
also where new businesses emerge (Barwise & Meehan, 2010, p.83; Waddock & McIntosh, 
2011, p. 305; Levy, 2007, p.123; Wirtz et al., 2010, p.273). 
 
In conclusion the OECD (2001, pp.10) has stated that the emergence of the new version of the 
Internet, Web 2.0, has provided firms with new ways to execute their businesses, 
communicate their ideas, and exchange information, this allows them to improve their 
efficiency and develop new ways of organizing their activities.  

3.3.4 Formation of opinion 

Forming a public opinion is something of great value for social movements, NPOs and for 
businesses wanting to promote a product (Wilson, 1933, p.372; Roch, 2005, p.110). Whom is 
included in terms of public can be somewhat discussed. According to Wilson (1933, p.373) 
the public is everyone who can influence the conduct of government, and other scientists 
states they are trendsetter (Roch, 2005, p.110). The former is essentially a sociological theory, 
in which groups are of the greatest importance because if one can successfully form a groups  
opinion more people will eventually follow (Wilson, 1933, p.373). 
 
When talking about social movements, making a political statement or even when planning a 
marketing approach one should think about the importance of having followers (Roch, 2005, 
110). Forming a group of followers and creating a common opinion amongst them is 
universally called formation of opinion. When the field of business utilizes formation of 
opinion the start is often referred to the diffusion process (Rogers, 1995, p.5). This is referred 
to the process of when followers adopt the information or message it often starts with a few 
scale. However, the diffusion curve starts climbing quite fast as more and more people 
connect to the idea. Eventually the climb slows down and fewer people connect (Rogers, 
1995, p.23). In addition Rogers (1995,p.23) states that eventually, fewer people remain in the 
not-adopting group. Diffusion is the process when an innovation, i.e. an idea or belief, is 
communicated through specific channels over a longer period of time, amongst members 
within a social system. This type of communication is a special type of communication since 
the messages are concerned with new ideas and is aimed to engage people to connect to the 
new idea. (Rogers, 1995, pp. 5-6) The social system, which is the physical space to 
communicate, differs through time and innovation. Since the emergence of the new Web 2.0, 
the social sphere where people communicate is less locally based and more flexible than what 
it was 20 years ago (Rogers, 1995, pp. 5-6; Srinivasan, 2011, p.51).      
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Forming an opinion is a term that can be placed into several differing situations, everything 
from making up your mind in which politician to vote for to knowing what type of food is 
healthy or not. Different motivators can influence the formation of an opinion, according to 
Katz and Lazarsfeld (2009, p. 162-163) it could be officially known people, your parents, 
your best friend and artists. However, Rogers (1995, p.294) state that an opinion leader often 
have certain characteristics given by the one it influences. Additionally, Rogers state that 
(1995, p.293) opinion leaders are individuals who influences others opinions and they are 
believed to have a larger exposure to external information, a larger social participation and a 
higher socioeconomic status than others, which is something Katz and Lazarsfeld (2009, 
p.331) agrees with. Rogers also adds several characteristics to an opinion leader (Rogers, 
1995, pp. 293-295): 
 
Personal traits Description 
External communication 
 

Opinion leaders have greater exposure to mass media 
than their followers 
 
Opinion leaders are more cosmopolite than their 
followers 
 
Opinion leaders have greater change agent contact 
than their followers 
 

Accessibility Opinion leaders have greater social participation than 
their followers 
 

Socioeconomic status Opinion leaders have higher socioeconomic status 
than their followers 
 

Innovativeness Opinion leaders are more innovative than their 
followers 
 

Innovativeness, Opinion leadership and System 
norms 

When a social systems norms favor changes opinion 
leaders are more innovative, but when the norms do 
not favor change opinion leaders are not especially 
innovative 

'PWSN!@!E!(QJVJYV!SNP[NM!TOPMPTRNMJZRJTZ! 

(Designed by the authors, 2013) 
 
According to Rogers (1995, p.293) an opinion leader has followers, which as the word 
indicates, follow the leader. There are also innovators that are essentially the adopters of the 
idea. Opinion leadership is the degree to which an individual can informally influence other 
individuals’ opinion or behavior (Rogers, 1995, p. 354). According to Katz and Lazarsfeld 
(2009, p.3) there is an opinion leader in each community who is likely to expose her-or 
himself to mass-media and to influence individuals in their immediate environment as well as 
outside their immediate environment. Additionally, the influence flow is reserved to take 
place according to a given network structure. Since the influence network is likely to emerge 
initially from personal awareness, its structure can be presumed to be an extension of the 
structure of regular social networks. When the opinion leader network messages with people 
in his or her surrounding and convinces them to follow his or her opinion he or she will be 
considered dependable by other individuals to adopt its innovation (Rogers, 1995, p. 313). 
When forming an opinion it is important to keep the message spreading to make it as broad as 
possible and reach out to as many followers as possible, i.e. to make a opinion grow, one 
needs to have many followers (Rogers, 1995, p. 217).  
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In addition to the characteristics of an opinion leader, there are general characteristics in 
regard to being a true leader (George, 2003,p.35). According to George (2003, p.36) an 
authentic leader should have a purpose, values, heart, relationships and self-discipline. These 
can be described with additional words according to George (2003, p 37), purpose stands for a 
passion for the job executed. Values represents the leaders behavior when being in situations 
out of the leaders comfort zone, the way the leader behaves when being forced to do 
something uncomfortable is what George (2003, p 38) argues is the leaders actual values. 
Heart is referred to a leaders compassion (George, 2003, p 39), the leader must learn how to 
truly be compassionate to be able to show compassion (George, 2003, p.40), this could be 
developed through intimate relationships with family, friends and coworkers as well as the 
having experienced rough patches in life. The word relationship expresses connectedness, 
which George (2003, p.41), states can be developed when enduring closer relationships to 
people and creating a deeper connection. Lastly the word of self-discipline refers to having 
consistency in life, this could be accomplished by having a weekly schedule to follow, 
meditating or even a daily exercise routine (George, 2003, p. 42). All of the aforementioned 
boils down to an organized and true leader with deep knowledge about herself or himself.  
 
The connections between the words and becoming an authentic leader is visualized and 
presented in the figure below: 
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(Designed by the authors, 2013) 

3.3.5 Knowledge sharing 

“Information flow is the lifeblood of your company because it enables you to get the most out 
of your people and learn from your clients.” 

-Bill Gates, founder of Microsoft 
 
Organizations and companies utilize the concept of knowledge sharing to keep the knowledge 
within the firm, regardless to the knowledge keepers future existence in the organization. It is 
a part of the knowledge management process and has been observed to be difficult to utilize 
because of employees not seeing the positive outcomes of knowledge sharing from a personal 
perspective (Foss et al., 2010, p.169). 
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According to Davenport and Prusak (2005,p. 2) there is a difference between knowledge, data 
and information sharing. Data are strictly objective facts in countable form of actual events 
(Davenport & Prusak, 2005, p. 2), while information can be described as a message with a 
sender and a receiver. Information is often ‘sent’ from the sender to change the perception of 
a particular situation of the receiver (Davenport & Prusak, 2005, p. 3). Knowledge, however, 
is often considered to have a broader, deeper and richer grasp of the actual event then 
information and data (Davenport & Prusak, 2005, p. 4). Additionally, Davenport’s and 
Prusak’s (2005, p.4) definition of knowledge is that it is a: 
 
“[...] Fluid mix of framed experiences values contextual information and expert insight that 
provides a framework for evaluating and incorporating new experiences and information.” 
 
The given definition provides enough information to clearly state that the term of knowledge 
is not nearly as simple as one might think. In regard to this thesis we will utilize the term of 
knowledge sharing as a combination of information sharing and knowledge sharing. 
Therefore when we use the term of knowledge sharing we will focus on a form of knowledge-
sharing combined with information-sharing. 
 
There are several types of rewards that a manager can utilize when rewarding knowledge 
sharing, these can be in forms of extrinsic rewards as well as intrinsic rewards (Alvesson & 
Kärreman, 2007, p.258). Extrinsic reward motivates an employee by fulfilling external needs, 
such as material and financial rewards (Alvesson & Kärreman, 2007, p.360). An intrinsic 
reward motivates an employee based on the idea of fulfilling an employee's internal needs, 
such as a sense of accomplishment, a sense of appreciation or even a sense of adding value to 
something (Davenport & Prusak, 1998, p. 158-159; Gagné, 2009, p. 577; Lin, 2007, p.137-
138). However, there are factors to take into consideration working against knowledge 
sharing. In fact, what may be incentives for knowledge sharing might also be an incentive to 
not share knowledge. For example keeping knowledge and being an expert within a certain 
field may often lead to promotions, bonuses etc. However, when the employee shares her or 
his expertise with her or his co-workers she or he might lose the aforementioned extrinsic 
rewards, which is why it is important to create a natural knowledge sharing environment 
where it grows organically with an intrinsic reward rather than extrinsic (Davenport & Prusak, 
1998, p. 158-159). There are several different types of intrinsic rewards, some highlighted by 
Gagne (2009, p.575) and other researchers (Baard, Deci, & Ryan, 2004, pp. 2046-2048; 
Hackman & Lawler, 1971, p. 262) are to create a feeling of accomplishment to the employee, 
to create a team spirit, a feeling of belonging and finally to be a part of a community or 
fellowship. Additionally, it has been stated that a motivated workforce believing in the 
trademark of the organization and its work will eventually become the trademark of the 
organization, and therefore help them in having a competitive advantage (Steers et al., 2004, 
p.383). 
 
Many companies utilize the term Organization-Public relationships, henceforth: OPR (Men & 
Hung, 2012, p. 151). In the case of our case-study organization, Equalisters, the OPR would 
be the relationship between the accommodators and the organization. Since the work is 
mainly based online it is crucial to know how to get the message across in a good and timely 
manner. As aforementioned OPR stands for Organization-Public relationship and is a strategic 
management process (Men & Hung, 2012, p.153), according to Cutlip et al. (1994, p.6), 
public relations is: 
 
“[…] The management function that establishes and maintains mutually beneficial 
relationship between an organization and publics on whom its success or failure depends.” 
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Additionally, it has been stated that public relations is what adds value to an organization by 
creating and sustaining a good relationship with its clients over time (Ledingham et al., 1999, 
pp.180-181). Furthermore, Thomsen (1997, p.12) states that: 
 
”[…] The building of relationships and the management of communication between 
organizations and individuals is what public relations are about.” 
 
In regard to the value of OPR it has been recognized to have great value for angles from a 
cognitive to a behavioral level, Dozier et al. (2002, p.85) argued that: 
 
“[...] The purpose and direction of an organization is affected by relationships with key 
constituents in the organizations environment [...]” 
 
In other words, that organizations function more efficiently when they receive immediate 
feedback from its clients. Furthermore on a cognitive level an organizations reputation 
receives a positive boost by utilizing OPR (Grunig & Hung, 2002; cited in Men & Hung 
2012, p.153; Yang & Grunig, 2005; cited in Men & Hung, 2012, p.153). 
 
With an increasing business within Enterprise 2.0 organizations need to be aware of the 
negative aspects of ‘word of mouth’ (Bach & Kim, 2012, p.60), and control themselves much 
more. Word of mouth is a process of conveying information from person to person (Jansen et  
al., 2009, p. 2169). Furthermore Kucuk (2008, p. 6) has stated that: 
 
“[...] Online word-of-mouth can reach limitless individuals making it a far more powerful 
weapon against companies than traditional WOM, which is likely to only reach a small 
number of friends or family[...]” 
 
The phenomenon of word of mouth has existed throughout times, however with the easily 
accessible Web 2.0 the negative and positive word of mouth reaches a broader audience, 
therefore organizations and companies need to be more careful when handling certain issues 
(Bach & Kim, 2012, p.60; Boote, 1998, p. 145). 
 
Reis et al. (2010, p. 169) concludes this section with a statement of:  
 

“[…] communication is one of the structural elements of strategy[…]” 
 
The doors Web 2.0 opens to communication between consumers and organizations as well as 
employees and managers are of immense importance for an organizations survival. 

3.3.6 Small business benefits through Web 2.0 

With the growth of knowledge-sharing-based organizations and the arrival of the Internet as 
we know it today, organizations with computer-based technology to transmit, transform and 
receive information are increasing (Leonardi & Barley, 2010, p.3). These types of businesses 
are increasing since it can serve both business goals as well as social goals (Mumford, 2006, 
pp.333-336), where organizations benefit through a greatly improved information and 
knowledge sharing within the organization. Additionally, coordinations are enhanced as well 
as providing employees with support and opportunities to express their concerns (Da Cunha & 
Orlikowski, 2008, p. 141). In regard to the case study organization, the authors of this thesis 
consider the employees of Equalisters to be the accommodators, whom add information to the 
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basis of the organization and without the network of the, more than, 41 000 people the 
organization would not be able to continue with their business 
(Rättviseförmedlingen, 2013). 
 
The growth and fast evolution of Enterprise 2.0 and the fact that it has a non-proprietary 
nature gives small businesses an enormous potential to establish themselves (Pflughoeft et 
al., 2003, p.468). According to Pflughoeft et al. (2003, pp.471-472) effective use of Web 2.0 
holds great promise for businesses. The reason the utilization of Web 2.0 holds great promise 
is because Pflughoeft et al. (2003, pp.472) believes Web 2.0 leads to greater market access in 
term of number of actual and potential clients and consumers. Additionally, a larger market 
access might lead to more sales and higher revenue (Pflughoeft et al., 2003, pp.473). 
 
Another factor promoting a greater usage of Web 2.0 is the fact that it is cost efficient, which 
levels the playing field between large corporations and small businesses (Mougayar, 1998, p. 
132; Mougayar, 1998, p. 208). Organizations can utilize the Web to accomplish several goals 
and to fulfill differentiating purposes, however for several potentially used for a variety of 
purposes such as (Schneider & Perry 2001; Turban et al., 2002, cited by; Pflughoeft et al., 
2003, pp.470): 
 

! Communicating internally and externally and sharing data  
! Searching for information on clients, suppliers, and competitors  
! Providing client service and vendor support  
! Purchasing and selling products and services Collaborative work 

 
According to Denyer et al. (2011, pp. 381-382) findings from a case study focused on the 
actual benefits from utilizing Web 2.0 was that it was: 
 
“[…]An extremely efficient way of reaching a large number of people, both time-wise and 
cost-wise.” 

In regard to utilizing Web 2.0 within the organization, its been argued that it stand the best 
chance of success when a new technology has clear business and social benefits (Katz & 
Shapiro, 1994, pp.96-97; Kauffman et al., 2000, p.65) Katz and Shapiro (1994, p.97) also 
state that an individual is more likely to utilize a technology if more people utilize it. With the 
aforementioned in mind one can argue that the usage of Web 2.0 in regard to business will 
increase since the amount of individuals and organizations connecting online increase every 
year. According to Pflughoeft et. al (2003, pp.471-472) the benefits of utilizing Web 2.0 in 
regard to small businesses are several, and even though there are outcomes from qualitative 
studies stating that some employees feel the usage of Web 2.0 is distancing people from each 
other (Denyer et al., 2011, pp.385-390) both Pflughoeft et. al (2003, pp.495-496) and Denyer 
et al. (2011, p.391) state that the pros conquers the cons in regard to small businesses utilizing 
the Web 2.0. 
3.4 Theoretical Review 

Since the research question involves several aspects to approach as well as several 
differentiating theories to take into consideration the authors of this thesis will highlight the 
most important aspects as a summary of the provided theories.  
 
Entrepreneurship has been highlighted as a complex term with various definitions (Davidsson, 
2004, pp.1-6), there are those who believe an entrepreneur needs to be innovative with a profit 
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driven focus (Boulton et al., 1984, p. 357), others expect the entrepreneur to identify, explore 
and discover business opportunities (Shane & Ventkataraman, 2000, p.218). Therefore, the 
authors have observed complexity in giving the case study organization a purely 
entrepreneurial stamp. Within the term of entrepreneurship there is a phenomenon called 
social entrepreneurship (Mclean & Peredo, 2006, p.64), the phenomenon is as difficult to 
define as entrepreneurship according to Austin and Wei-skillern (2006, p.3), two of the main 
researchers within the phenomenon. The common denominator amongst the definitions, 
observed by the authors of this thesis, is: A business aimed for societal development (Shaw & 
Carter, 2007, p.419). In addition a social entrepreneur can be both profit driven and driven by 
societal change, within the term of social entrepreneurship one can fit a type of businesses 
working with no financial drive, those are called NPOs (Mclean & Peredo, 2006, p.64).  
 
A problematic aspect of NPOs is the financial struggle, many social entrepreneurships finance 
themselves through private funds (Miller & Wesley, 2010, p.705). Additionally there are 
social venture capitalists that can contribute with financial support within the field of social 
entrepreneurship (Miller & Wesley, 2010, p. 706). The question of social entrepreneurships 
being profitable has thus been highlighted, and according to Mair and Marti (2006, p 37) the 
two Nobel prize-winners and pillars of social entrepreneurship, Drayton and Yunus are proof 
of financially and socially profitable social businesses. Another approach to societal change 
highlighted is CSR, again the definition of the term is complex with several definitions (Green 
& Peloza, 2011, p. 53). Coppa and Srirames (2013, p.31) states that its main objective is to 
create societal change while Murray and Vogel (1997, p. 142) states it is for financial gain as 
well as societal development. Ahuja (2012, p.52) on the other hand says it is utilized to 
measure a companys success. However, it has been proven that clients are more likely to deal 
with companies executing CSR work, which finalizes a conclusion of companies doing CSR 
work for financial gain (Green & Peloza, 2011, p. 52). 
 
Knowing whether or not an organization has the components for growth, or where they are 
placed in terms of growth or start-up is another aspect highlighted by Churchill and Lewis 
(1983, p.30). They add to it by stating the differences between larger corporations and small 
businesses in terms of growth and how it is measured, the five-stages of growth regarding 
small businesses is presented (Churchill & Lewis, 1983, p.31). Hynes (2010, p.89) presents 
the different approaches to growth, which are financial, organizational, and market. In 
addition the difficulties in measuring growth for small business and NPOs is highlighted 
because of its importance in regard to the case study organization. 
 
The perception of sharing knowledge amongst employees and clients was highlighted by Foss 
et al. (2010, p.169), where they state both negative and positive approaches. In addition two 
types of rewards to motivating employees and clients was described as intrinsic and extrinsic 
rewards (Alvesson & Kärreman, 2007, p.258). In terms of knowledge sharing a description of 
OPR (Men & Hung, 2012, p.153) was provided where the importance of organization and 
public relationships to gain positive word of mouth was highlighted by Bach and Kim (2012, 
p.60) as well as Boote (1998, p. 145). Furthermore the differences between intrinsic and 
extrinsic reward were provided, where to simplify, intrinsic refers to internal feeling of 
rewarding and extrinsic refers to external material rewarding (2009, p.575; Baard, Deci, & 
Ryan, 2004, pp. 2046-2048). The section continues with a larger focus of the type of 
rewarding the clients, accommodators and official employees of Equalisters gain, which is 
intrinsic. To ensure the growth of an organization where the business is opinion forming Roch 
(2005, 110) highlights the importance of having followers. Katz and Lazarsfeld (2009, p. 162-
163) along with Rogers (1995, p.5) state that to get followers one must have a change agents 
and a strong opinion leader, moreover the characteristics of opinion leaders are presented 
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(Rogers, 1995, p. 293-295). Additionally, Georges (2003, pp.34-41) list of requirements to 
becoming an authentic leader, hence, a good leader is provided: purpose, values, heart, 
relationships and self-discipline. 
 
In terms of the case study organization, the development of Web 2.0 and the increase of a new 
type of business with social and business goals have been highlighted (Mumford, 2006, 
pp.333-336; Leonardi & Barley, 2010, p.3). In addition to this, the term Enterprise 2.0 was 
developed and refers to the process of enterprises utilizing Web 2.0 (Denyer et al., 2011, 
p.377; Levy, 2007, p.125). Furthermore, Pflughoeft et al. (2003, pp.471-472) highlighted that 
effective use of Web 2.0 will generate in profitable businesses. However, Denyer (2011, 
pp.385-390) stated employees and clients have observed complications with the organization 
distancing themselves from its clients when utilizing Web 2.0. 
 
As a concluding remark the research question is aimed to study how a purely Web-based NPO 
can grow. The authors argue that this can be accomplished by combining the aforementioned 
theories. This because, the work of the case study organization is within the terms of social 
entrepreneurship, however, there is also a need of entrepreneurial spirit to implement a focus 
on financial profit. Additionally, the organization is purely Web-based, which is why the 
emergence of Web 2.0 and the usage of Internet in Sweden was provided. Lastly, the business 
strategy is to grow and contribute to societal change by utilizing knowledge sharing. To 
motivate knowledge sharing one must know how to reward the people involved with the 
organization, which is why those theories were provided.  
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4. Practical Method 
In the following chapter we will provide a review of our choice of organization and sample of 
respondents. Additionally we will describe how we conducted our study, our data collection 
and how we constructed our interview guide. Furthermore, there will be a proper description 
of how we processed all the collected data, lastly we will clarify the ethical considerations 
and quality evaluation of our thesis. 
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(Designed by the authors, 2013) 

4.1 Choice of organization 
When conducting a case study, the main ambition might, at times, be to study typical cases 
where the researcher can generalize the outcome to other organizations or cases. However, 
there are case studies conducted with differing organizations or cases as well, such as an 
organization with extreme success or failure (Lundahl & Skärvad, 1999, pp. 191-192). In the 
case of this specific thesis it can be stated that the situation, organization and success of the 
case study organization makes it original and unique. Moreover, the research question can be 
generalized to other NPOs attempting to accomplish a difference as well as staying alive 
within an economy similar to the Swedish economy. 
 
Having studied management and entrepreneurship the chosen case study organization suits 
our common interests and area of research. When choosing a case study organization some 
researchers state that the choice should be made in regard to adding large theoretical 
contributions (Saunders et al., 2009, p. 147). However, Lundahl and Skärvad (1999, p. 192) 
argue that this is rarely the case and that studies should be framed according to what is 
practically accomplishable. When taking the chosen case study organization in consideration, 
we believe it would be difficult to study if the approach would include the +41 000 
accommodators on Facebook and Twitter (Facebook, 2013; Twitter, 2013). Which is why we 
have narrowed it down to only the most important actors within the organization and some 
companies that have utilized their service. 
 
”The Equalisters visualizes competence. The work is to take concrete and constructive steps 
to correct deformities based on stereotypical notions regarding gender, ethnicity and physical 
conditions. Our primary approaches and methods are announcements and tips through social 
media. We work for a fair representation in an equal society where our aim is to contribute to 
a social change, with a result that the operation can be terminated by year 2020. (Because it 
will no longer be needed).” 

             (Equalisters mission, 2013) 
 
The mission of the case study organization, Equalisters, is as stated above and has been 
translated from the original mission, that can be found in Appendix I, by the authors of this 
thesis. 
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As aforementioned the elected case study organization is Equalisters, and was established 
during January 2010. In the spring of the same year, the founder, Lina appointed the members 
of the Equalisters board of directors, which includes: Mohamed, Johanna, Christoph, Ola, 
Digge. Simultaneously to appointing the board of directors, the founder appointed a CEO of 
the company, whom also is a part of the board of directors: Sofia. The aforementioned shows 
a division of 4 male and 3 female members of the board. 
 
Once the board of directors was established the organization became an official agency with 7 
official members. According to Swedish law an instrumentality, i.e. an association, of this sort 
needs to have official members whom pay a fee to join the association to make it an official 
instrumentality (Bolagsverket, 2013). Having paid members is one step to become official, as 
well as paying fees to the Swedish companies registration office to patent your name, logo, 
receive an organization no and be able to take charge for business operations (Bolagsverket, 
2013). All of the aforementioned requirements for Equalisters to become official were met in 
its completion by March 2010. 
 
As mentioned in the introduction the organization is a NPO, with an aim to diversify 
workplaces in Sweden in regard to ethnicity and gender as well as to break norms associated 
with gender and ethnicity (Rättviseförmedlingen, 2013). To get the financial resources 
needed to accomplish their goals Equalisters receive endowments, private donations and 
governmental financial support connected to specific projects benefiting the Swedish 
society. The latter, projects benefiting the Swedish society, is something the community 
manager and project leader, Frida, is in charge of. She works with a majority of the 
organizations projects. Currently she is working with a project, called Expansionsrådet, the 
project is constructed as a group of people participating by attending lectures, workshops 
and discussion session. 
 
The aim of the project is: 
 

! To give a larger group of people an insight and knowledge of the core operation of 
Equalisters 
 

! To network with potential future employees 
 

! To gain volunteers to help out when it comes to: Facebook/Twitter announcements 
with project applications 

 
! To create a forum to discuss and develop strategies and ideas 

 
! To establish a sense of loyalty between the participators of the project 

 
! To make actual progress within the situation of diversifying workplaces in regard to 

ethnicity 
 

! To become more present in differing parts of the country 
 

! To educate people to spread the message of the Equalisters 
 
Additionally, the founder, the CEO and the community manager give lectures, associated with 
their business and their aim for equality, for companies, organizations, governmental 
associations and universities. The mentioned project, lectures, selling bags with their logo and 
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additional project is how the organization actively works to make a profit to be able to 
continue their work. Furthermore, the organization utilizes interns as a workforce and has 
currently 5 interns working within differing fields. Equalisters attempt to have interns that 
represent the society when it comes to ethnicity and gender. However, they have had 
difficulties getting applications from interns with differing ethnicities, which is a problem 
they are trying to solve. 
 
The organization culture is somewhat open, with everyone able and comfortable to speak their 
mind and make smaller adjustments. In a majority of making major adjustments regarding the 
organization the board of directors meet to take an official decision. However, the smaller 
adjustments such as Facebook updates, what to announce, which organization to help etc. are 
smaller decisions and could even be made by the interns. The organizations open approach to 
taking decisions and making adjustments makes us believe our suggestions to establish 
sustainable ways for the organization stay alive might be positively welcomed. 

4.2 Sampling of respondents 

The most common form of qualitative case studies are non-probability samples, and refers 
to a term that includes several sample forms, these selection-forms are usually not based on 
probability principles (Merriam, 1988, p.61). The authors of this thesis argue that it is 
important to be accurate and careful when selecting the respondents chosen to include in the 
study because profound knowledge regarding the different responsibilities and actors within 
the business are needed. This is intertwined with what Lundahl and Skärvad (1999, p.186) 
argues, they believe that when performing a case study it is crucial to seek to understand the 
different actors and their roles within an organization. They also believe that one of the most 
important aspects is to determine what kind of influence each respondent has within the 
selected company, in addition to determining what impact they may have on the specific 
problem statement one has (Lundahl & Skärvad, 1999, p.186). In order to generate the best 
possible way to get a thorough and comprehensive insight into how the Equalisters 
organization works, the authors of this thesis have taken a variety of perspectives into 
consideration when selecting respondents to this specific study. This is because we aim to get 
the a range of information from various sources to be able to reach a final result and form  
suitable recommendations. 
 
Therefore, we have former the following two perspectives: 
 

! Organizational perspective, in order to gain an overall picture of how daily operations 
are run and managed. Additionally, the researcher aims to get a thorough 
understanding of the business as a whole and try to get an understanding of how the 
employees think, envision and reason about their current and future work within the 
case study organization. 
 

! Clientele perspective, is utilized in order to get a thorough understanding of how the 
clients of Equalisters think and reason about the work that organization performs. 
 

Furthermore, based on these two perspectives, the respondents that we have included in our 
case study were selected. When selecting the respondents within the organization the aim has 
been to select respondents in various positions and levels within the organization, to ensure us 
getting a thorough understanding of how they perceive the situation within the organization. 
Based on the aforementioned, we therefore considered it to be appropriate to use a non-
probability sample selection. In addition, the case study organization only has three paid 
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employees, which were the three employees we chose to interview. Moreover, we performed 
an evaluation of all the employed within the case study organization and then selected the 
ones that we believed were suitable for our case study, and would provide us with relevant 
information. According to Saunders et al. (2009, p.233), non-probability sampling is a 
appropriate and convenient form of selection when conducting a case study based on a case 
study organization within the field of business, to be able to answer your research question. 
According to Merriam (1988, p.91), selecting the respondents is dependent on what the 
researcher aims to study when he or she is conducting a qualitative case study. Additionally, 
Merriam (1988,p.91) argues that the researcher needs to consider what kind of information is 
relevant to the specific case study. When electing a sample of respondents there are a range of 
differing procedures, we have chosen to utilize snowball sampling and purposive sampling. 
Snowball sampling is often used when it is difficult to identify the intended target group, 
according to Saunders et al. (2009, p.240) it is difficult to take the initial contact to 
identification the target audience, but after this is done it gets easier to identify other 
respondents. When performing a purposive sample, the researcher identifies and designates 
the most appropriate and relevant respondents. This selection often used when there is a 
limited audience, and when the researcher knows that credible information can be obtained 
from the specific audience (Saunders et al, 2009, p.239). When conducting interviews with 
snowball samples the answers might be angled according to what the organization wish to 
express. These risks can occur since the sample is elected by the organization itself, which can 
lead to the organization only picking very satisfied clients or very satisfied employees. 
Therefore the actual answers to some questions might be somewhat angled towards the 
positive critique rather than purely truthful answers. In regard to this thesis, the snowball 
sampling was the only alternative to approach the former clients of Equalisters. In addition, 
the authors argue that the questions asked during the interviews were not very sensitive and 
personal but quite technical, which increased the chances for truthful and untangled answers.  
 
Our intent is to use our pre-understanding and our theoretical framework to study and to 
understand the employees in addition to the chosen case study organization, Equlisters. Since 
locating the correct clients was difficult we chose to utilize the snowball sampling method 
when selecting respondents amongst the clients. We received a number of contact details from 
our case study organization of their previous clients who had utilized their services. Later, we 
contacted the clients and requested them to participate in our qualitative case study. As 
mentioned earlier the purposive sampling method was utilized when deciding whom to 
interview within the case study organization. This meant that we, the authors of this thesis, 
decided who we considered to be most suitable to contribute with information from the 
organizations perspective. Our aim was to interview employees with differing roles within the 
case study organization, in order to create an understanding of the organization through 
different perspectives. 
 
The respondents elected for interviews are as listed below (Rättviseförmedlingen, 2013): 
 

Name: Form of 
employment: 

Responsibilities: Duration: 

Lina Founder & 
Chairman of the 
board at 
Equalisters 

Has key responsibility for Equalisters and is also the face of the 
organization. (Rättviseförmedlingen, 2013)  

1,30 h 

Sofia CEO of the Has primary responsibility for the daily operations and is, together 1,30 h 
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Equalisters with the founder Lina, spokesperson for Equalisters. She keeps in 
touch with business partners, manage the finances, and ensures 
that the organization develops strategically under Equalisters 
overall goal of fair representation in an egalitarian society. Sofia is 
also the general manager of the projects Equalisters power. 
(Rättviseförmedlingen, 2013) 

Frida  Project manager 
and Community 
manager of the 
Equalisters 

As project manager and community manager she is responsible for 
Equalisters communication through social media and handles 
correspondence with everyone emailing the organization. Frida is 
also the project manager for Fair Service's Expansionsråd, a 
venture that launched in 2013 with the support of the Youth 
Board.  (Rättviseförmedlingen, 2013)   

2,10 h 

Pernilla Employee at a 
Swedish 
municipality 

An employee at a Swedish municipality needed help finding 
experts with non-European ethnicities on the theme food and 
therefore contacted Equalisters. (“Pernilla”, Personal 
communication, 2013) 

0,35 h 

Caroline Author An author who wanted help finding women within science that she 
needed when writing school literature and therefore contacted 
Equalisters. (“Caroline”, Personal communication, 2013) 

0,37 h 

Per Journalist at UR Journalist who sought help in finding people for a program about 
sexuality and disability, contacted Equalisters after trying to trace 
individuals by herself. (“Per”, Personal communication, 2013) 

0,36 h 

Linda Freelance 
journalist 

A journalist who had difficulties locating female experts regarding 
American politics, contacted Equalisters. (“Linda”, Personal 
communication, 2013) 

0,28 h 

Klara Business advisor An Entrepreneur/Business advisor who contacted Equalisters when 
he had difficulties finding a suitable female board member for his 
board of directors. (“Klara”, Personal communication, 2013) 

0,38 h 

Anna Journalist A Journalist who wanted a list of experts within the field of 
astronomy. (“Anna”, Personal communication, 2013) 

0,25 h 

'PWSN!?!E!=NZTMJQRJYV!YX!MNZQYV[NVRZ! 

(Designed by the authors, 2013) 

4.3 Data collection 

The most commonly used methods of collecting data when conducting a qualitative research 
method approach are: observations, interviews, focus groups, discourse analyses and analyses 
of documents (Saunders et al., 2009, pp.141-142). Additionally, qualitative researchers utilize 
several differing methods when mapping out the collected data (Bryman, 2008, p. 344). 
 
The method of utilizing several research methods and sources of information is called 
triangulation, with other words: one specific situation is observed from more than two 
perspectives (Denscombre, 1998, p. 184; Saunders et al., 2009, p.146). Furthermore, 
triangulation is commonly used within qualitative research to strengthen the execution of the 
case study. When executing this research the authors have chosen to conduct a qualitative 
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case study with interviews, documents and observations with a triangulating perspective. By 
highlighting several perspectives the research will reach a more reliable version of the reality 
of this specific case study organization and is sector. 

4.3.1 Interviews 

According to Bryman and Bell (2011, p.467) it is crucial to execute the interviews in a way to 
ensure the respondent feels comfortable expressing every emotion and gives deep and 
comprehensive answers, when conducting a qualitative study. There are, however, two 
differing ways of constructing interviews: semi-structured and unstructured (Bryman & Bell, 
2011, p.467). The unstructured interview type is open-ended and leaves the respondent to talk 
freely about a certain subject: these types of interviews are commonly used in focus groups. 
In regard to this research the authors have chosen to apply a semi-structured structure of the 
interviews where the researcher has a list of open-ended questions they want answered (Bry-
man & Bell, 2011, pp.467-468). 
 
The authors have chosen the approach of semi-structured interviews because it allows the 
respondent to give deep answers to answer a specific question. This approach enables the 
interviewer and the interviewee to communicate and invites the interviewer to view the 
situation from the interviewees’ perspective to fully understand him/her and the situation 
(Robson, 2002, p. 269; Trost, 2010, pp. 42-43). The focus of this study is to find sustainable 
strategies for a NPO with a purely Web based business focus to survive and continue its 
growth without losing the formation of opinion. To be able to form strategies accordingly we 
need to gain as much information and understanding of the sector and organization as possible 
as well as a thorough understanding of the companies and organizations utilizing the 
Equalisters services. This type of understanding evolves through taking part of the 
experiences, appreciation and opinion of both employees and clients of the Equalisters. By 
allowing the employees to express their opinion, appreciation and ideas regarding the 
organization we will gain enough knowledge to form recommendations that do not contradict 
the organizations core beliefs. Additionally the thoroughly in-depth executed interviews with 
the clients, i.e. organizations that have utilized Equalisters services, will provide us with a 
good base of information to know what is needed to improve from a consumer perspective. 
 
When conducting the aforementioned thoroughly in-depth executed interviews, it is important 
to have a good knowledge about the area of research to be able to ask valid and relevant 
questions and thereby access good information (Patel & Davidson, 2011, p. 82). According to 
Trost (2010, pp.42-43) the aforementioned interview structure should be executed through 
one of two approaches: by the phone or face-to-face. We have chosen to execute three of the 
interviews with the Equalisters face-to-face and the remaining interviews with Equalisters 
clients through telephone interviews, the later because of lack of resources to travel to their 
differentiating geographical locations. All of the aforementioned interviews have had a semi-
structured structure with a thoroughly, and deep going approach. 

4.3.2 Documents 

In regard to the documents we were allowed partake information from their official 
documents such as financial statements from the Equalisters as well as unofficial documents 
from board meetings and applications for financing projects. The aforementioned type of 
information is by Bryman (2008, p. 496) described as official documents from private 
sources. By describing these documents as official documents from private sources Bryman 
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means to describe documents such as annual reports, financial statements and private 
documents for internal use. The latter: Private documents for internal use, could be crucial 
information to obtain, however, they are usually quite difficult to get a hold of, mainly 
because its difficult to localize what information is relevant and where to gain from it. In 
regard to Equalisters we had the great help of utilizing Frida as a source of information, 
additionally she sent us all the information that were not secret documents.   
 
Yin (2003, p.87) states that collecting documents is quite usual when conducting case studies: 
nevertheless, it is stated that the documents should be thoroughly and critically reviewed since 
the one who created the document might have interpreted the information given. The reasons 
we have utilized the documents offered by Equalisters have been because we have felt the 
need to get an insight into their finances as well as how they formulate themselves to get 
donations or financial support from the government. The latter information was of great 
importance because we wanted to verify that their core business was obvious in their 
applications as well as online. The documentation that we gained from Frida and Sofia 
contributed to us forming strategies that would not harm the core business. 

4.3.3 Observation of lectures & the Facebook page 

We have had the opportunity to attend one of Equalisters lectures, which is one of their 
services the user needs to pay for. The reason we were able to attend was because it was held 
in Umeå, additionally there were a few seats left to fill. Since we were not a part of the lecture 
nor did we receive any special treatment for being involved with the Equalisters, we can 
consider this as an observation of one of their services. Additionally, since the organization is 
purely Web based we consider ourselves observers of their main service on Facebook and 
Twitter. 
 
There are several types of methods for a researcher to observe a case study organization 
within the fields of ethnography: group sessions, role-playing and group experiments (Cassell 
& Symon, 2004, p. 141). Within these there are differing approaches to take: complete 
participant, participant-as-observer, observer-as-participant and complete observer (Bryman 
& Bell pp.437-438). We chose to approach the lectures and the Facebook/Twitter interactions 
through a complete observer approach, where we did not interact with Lina: the lecturer nor 
with the accommodators on Facebook and Twitter (Bryman & Bell, 2009, p. 437). The 
information gained from these observations will contribute to our knowledge regarding their 
core business as well as their cash-cow. The concept of cash-cow is referred to a service 
which is the organizations most profitable service (Ryan & Shankling, 1981, p.11). 
 
Additionally, we have thoroughly investigated each status-update on Facebook, and the other 
Facebook related shared information. This has given us an insight of how the daily operations 
actually work and how they communicate with their accommodators. The relationship with 
the accommodators is an important part of their knowledge sharing approach to the business. 

4.4 Construction of the interview guide 
According to Bryman and Bell (2008, p.363) there is a clear focus on the context when 
performing qualitative case studies, this is done through explanations and thorough 
descriptions with a focus on issues challenging why the study is needed. Our research 
question is to create strategies for a NPO to ensure and increase their growth without losing 
their core values. Furthermore, we have to gain thorough understanding of how our case study 
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organization, Equalisters, works but also the difficulties that the organization faces in general 
and in their daily operations. To gain the information and understanding needed in the best 
possible way we chose to design an interview guide (See: Appendix 2). This technique is to 
easily facilitate the work when collecting the necessary data in terms of the employees and 
clients opinion, the description of the situation and their general impressions. Developing an 
interview guide fulfills two different functions according to Merriam (1988, p.93), by creating 
an interview guide it specifies the main goal and it gives a clearer picture of what the purpose 
of each question is. Bryman and Bell (2003, p.369) states that one can use an interview guide 
when conducting a semi-structured interview but also when performing an unstructured 
interview. As aforementioned we are performing semi-structured interviews, we have 
therefore chose to conduct an interview guide to be able to organize our questions, to have a 
structure and a clear vision to easier behold whether or not the questions fulfills the case study 
research question and purpose. However, we will ask questions if needed that are outside the 
guide depending on the specific situation during the interviews (Bryman & Bell, 2003, p.369). 
 
The interview guide is based on the theoretical framework and on the differing categories, the 
questions are thus based on different themes and criterias (Saunders et al,. 2009, p.329). This 
is to make it easier for the respondents to understand the purpose of our case study and for us 
to shorten the empirical analysis procedure. When forming the interview guide we have taken 
into consideration that we need not to have theoretical jargons or concepts since the 
knowledge of those concepts might vary amongst the interviewees (Saunders et al., 2009, 
pp.331-333). We have constructed the following structure of our interview guide: 

Type of questions Description 
Introductory background questions The purpose of these questions is to give us a 

description of the respondents background. This 
information is later utilized by making an assessment 
of the respondents responsibilities within the 
organization. When interpreting the answers received 
from the respondent depending on the role within the 
organization knowing the respondents background 
will help. Furthermore, it will provide us with a better 
understanding of the clients and their background and 
the reason to why they contacted Equalisters.  
 
 

Growth and Finance These questions relate to the organizations growth and 
future funding opportunities. The current status and 
the future in terms of growth and funding of the 
organization. This is illustrated both from the 
organizations perspective, but also from the clients 
perspective. Through these questions we want to get 
an understanding of the organizations possibilities. 
 

Social entrepreneurship and NPO 
 

These questions are general questions about how the 
organization is structured and operated. We ask these 
questions to understand the structure and how the 
daily operations work, in addition to how decisions 
are made. Additionally we want to create an 
understanding of the organizations contribution to a 
societal change. Furthermore, we want want to see 
how the clients perceive the work of Equalisters. 

Web 2.0 These questions relate to the development and usage 
of Web 2.0 as platform for the organization. The aim 
is to highlight the advantages and disadvantages that 
the clients experience based on the organizations 
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 (Developed by the authors, 2013) 

4.5 Actualizing the study 
In late February 2013 we finalized the agreement of writing our master thesis with a focus on 
the Swedish NPO: Equalisters. The primary contacts between the organization and the authors 
were emails back and forth, regarding a suitable research question that could contribute into 
practical solutions to enhance the growth and survival of the organization as well as 
theoretical contributions to add into the noted research gap. 
 
The authors of this thesis started off by investigating which theories could be connected to 
such a deeply uninvestigated area. In an early stage it was apparent that several differing 
theories and areas of research needed to be intertwined in this study. The start off was with a 
focus on female leadership and business growth, however the focus was redirected towards 
entrepreneurships, social networking and small business growth at an early stage. Once the 
theories, and the focus of the thesis was decided The authors arranged a phone meeting with 
the organization to get to know each other better and to ensure a mutual goal. Finally, a 
practical and theoretical purpose was formed: to gain as much knowledge as possible to form 
strategies and give suggestions to NPOs in the same situation as Equalisters to continue their 
growth in a sustainable way. 
 
When selecting who to interview and how to interview the respondents the authors decided to 
keep the clients that have utilized Equalisters services anonymous. The organizations that the 
individuals work for and who they are will be provided to the reader in this section, however 
the answers will be held anonymous. Keeping material confidential is something Patel and 
Davidson (2011, p.75) states could be beneficial for the respondent, because it will enable 
them to speak more freely. Additionally, keeping the material confidential means that the 
authors and researchers of this thesis will know who gave which answer, without providing 
the information to anyone else (Patel & Davidson, 2011, p. 74). The purpose of interviewing 
the clients was to gain information of how they perceive the work of Equalisters and whether 
or not they would adjust anything in the service line. 
 
As aforementioned the interviews held with the Equalisters were face-to-face interviews and 
were aimed to gain a thorough understanding of the organization and its sector. However, the 
interviews held with their clients were mainly telephone or Skype interviews, which can be 
slightly more complex to execute than a face-to-face interview. Eriksson and Wiedersheim-
Paul (2006, p. 99) highlights the challenge of executing telephone interviews is to not have 
too complex or sensitive questions since the interviewer cannot use his or her body language 
nor can he or she study the body language of the respondent. The former and the latter might 
be important factors to take into consideration when asking sensitive questions, to be able to 

Web-based activities. We also want to understand the 
employees attitudes regarding the communication via 
Web 2.0. 
 

Conclusive questions 
 
 
 

The respondent will be given the opportunity to 
supply with their personal grasp of the case study 
organization, Equalisters. As well as adding 
information regarding an area not covered during the 
interview. 
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analyze it in a fair manner. In regard to this thesis, the purpose of the held phone interviews 
was not to gain thorough or in-depth personal information regarding complex questions, but 
to ask shorter more general questions with an aim to get thorough in-depth answers regarding 
the topic in a more structured manner. However, the aforementioned complexity with giving 
the respondent space to answer a question in his or her own time was not challenged since the 
authors approached the interviews by asking a question and then staying quiet and giving the 
respondent time to answer. When approaching the clients of Equalisters regarding 
interviewing them, the authors explain why an interview would be appreciated, what the 
research question is and how long the interview will take (Bryman & Bell, 2011, pp.130). 
Furthermore, the authors gave the interviewees the option to participate and strongly 
expressed that the choice was theirs and that their identity would be held anonymous, this 
would make sure of the well-being of the participants as well as increasing the quality and 
ethical aspects of the thesis (Bryman & Bell, 2011, pp.129-130). 
 
When having the telephone-interviews with the clients the authors sent an outline of the 
questionnaires ahead of time to give them a more thorough understanding of what type of 
questions the authors were to ask. However, with the face-to-face interviews with the 
Equalisters the authors chose not to send them the questionnaires ahead of time because the 
authors wanted to receive “in the moment” answers. The interview approach was consistent 
with each other, where the same person was in charge of the interviews and the other took 
notes as well as asked follow-up questions. 
 
The authors actively chose not to have a pilot testing, which is when the researcher conduct an 
interview with someone outside the study to analyze how well the questions are understood 
and if they make sense. These types of pilot-testings are usually made in quantitative studies, 
however a qualitative study could also benefit from utilizing the system of a pilot study 
(Saunders et. al, 2009, p. 394; Bryman & Bell, 2011, pp.262-263). The reasons why the 
authors chose not do a pilot test were because the interview questions were specifically 
formed towards the organization and its clients, and a test interview would therefore not be 
helpful. Instead the authors made sure to formulate the questions with a non-academic 
language to ensure the respondents understanding of the question (Bryman & Bell, 2011, 
pp.466-468). In the start of every interview the authors asked for the approval of recording the 
interview from the respondents. Additionally, the authors offered the respondents the 
possibility of validating their interviews and the information gained from their own 
interviews, this is called respondent validation. This will enhance the trustworthiness of the 
thesis and has reassured the respondents of the importance of high quality as well as created a 
mutual trust between the interviewer and interviewee (Bryman & Bell, 2011, p.396). 
 
As a final contact with the organization the authors attended a lecture held by the founder of 
Equalisters, Lina. At the lecture the authors were complete observers, without interacting at 
any point, the reason we arranged for a possibility to attend the lecture was to observe the 
organizations cash-cow. During the lecture the authors took notes of the people attending the 
lecture as well as regarding Linas form of lecture, additionally the authors recorded the lecture 
to be able to listen through it thoroughly several times. The lecture was 2 hours long and gave 
the authors great insight into how the organization makes a profit and how the word of mouth 
affects them. Since the lecture was the latest contact with the organization the authors already 
knew a lot about the organization, however it was utterly interesting what a NPO feels 
confident sharing openly with the crowd. 
 
Throughout the work the authors have had continuous contact with Frida and Sofia regarding 
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the progress and when acquiring additional information, additionally the authors have had 
sporadic contact with Lina.  

4.6 Processing collected data 
The initial contact the authors had with Equalisters was through email because their 
organization and office is located in Stockholm. Because of this the authors have utilized 
email most of the time when communicating back and forth, thus all information is 
documented on their email addresses and on the Google drive. The authors were handed 
several important documents from Equalisters, containing information about their activities 
and finances. These were assigned at the beginning of the study, the acquired information has 
most possibly contributed to a better understanding of the organization, Equalisters. The 
authors have studied the documents intensively throughout the research. 
Furthermore, the authors chose to use a dictaphone when executing the interviews, telephone 
interviews, observations and meetings in order to record everything that was said. According 
to Bryman and Bell (2003, p.374) the answers are really important when it comes to 
qualitative studies, both in regard to what the respondents say and how they express 
themselves. This is important to be able to utilize everything that have been said during the 
interview when analysis the data. Additionally, Bryman and Bell  (2003, p.375) argues that 
the recording has a crucial role to be able to get the full reports of the interview. There may be 
a negative aspect of this, the respondent may experience stress and thus become nervous 
which could result them becoming extra thoughtful when supplying the authors with their 
answers. In addition everyone who participated in the interviews did not mind that to be 
recorded and transcribed. However, there may be a risk that it will be a formal atmosphere 
during the interview when using a recording instrument (Lundahl & Skärvan, 1999, p.120). 
Nevertheless Merriam (1988, p.96), states it is common for the respondent to forget that they 
are being recorded during the interview after a while, in addition, the authors have not 
experienced any complications when executing our interviews, everything went smoothly. 
 
During the study the authors have conducted three interviews with selected individuals from 
Equalisters and six selected clients who have utilized Equalisters services. When all the 
interviews were completed, the authors transcribed all the recorded material. Later the 
material was processed to be able to compile the most important and relevant information in a 
shorter format. In the processing of the material, some information was screened because of 
its irrelevance to the study and to the research question. However, the information previously 
mentioned helped the authors in creating an overall picture of Equalisters and its clients. 

4.7 Execution of the analysis 

Bryman (2008, p. 528;Patel & Davidson, 1991, p.100-104) describes the usage of thematic 
analysis when doing a qualitative study. This type of analyses refers to the researcher dividing 
the empirical data into several themes, and then proceeds with breaking these up into sub 
themes (Patel & Davidson, 1991, p.100-104). With this strategy the researcher organizes core 
themes that are the core of the study. The aforementioned step is followed with sorting the 
collected data into the sub themes. When approaching the analysis step of our empirical data 
in relation to our chosen theoretical frameworks we have chosen to approach it accordingly. 
The authors chose to sort the empirical data according to color scheming: each color 
represented a sub category. Once color scheming of the empirical data was accomplished the 
information was divided dependent on the theories provided in the theoretical framework. The 
following headers were selected: The Organization, The Finances, The Clients and 
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Observation of Lectures and documents. The aforementioned categorizations and themes 
make it easier for the reader to follow a structure throughout the thesis with final 
recommendations to answer the research question. 

Since former research regarding the topic of the thesis is somewhat unexplored the authors 
have utilized a great portion of the information gained from the qualitative data. The analyze 
itself is built upon the theories and deep interviews with three of the representatives of the 
case study organization and six semi-deep going interviews with individuals, journalists, 
companies and organizations having utilized Equalisters.  

4.8 Ethical considerations 
When performing a case study within business and management, there are several ethical 
issues to consider. These questions are usually about how the researcher should treat and 
approach the respondents, with whom one decides to include in the survey, and what kind of 
activities one decides to implement with the participants (Saunders et al., 2003, p.129). The 
common ethical problems that arise during a study are usually about not treating the 
respondent properly. It is therefore important to take into account that the interviewee feel 
comfortable and that you do not intrude their personal space. Following the general ethical 
principles can prevent this, these usually involve volunteerism, integrity, confidentiality and 
anonymity of the participating respondents (Bryman & Bell, 2003, p.557). The authors have 
taken the mentioned ethical issues into account when approaching the respondents. The 
general basic principles of ethnics were also followed when acquiring data and general 
information. 
 
According to Merriam (1988, p.47) and Saunders (2009, p.326), it is important that the 
researcher and the respondent are aware of the bias, i.e. prejudices, which may arise when 
conducting a case study. The authors have had regular contact with the case study 
organization, Equalisters, and with the clients used in the respondent sample. The reasons for 
a regular contact has been to be able to rely on that the information gathered is reliable and 
described correctly. Employees at Equalisters and their clients who participated in the study 
have also been reviewing the material, in order to ensure that all information and materials is 
correct. Additionally, the four important general ethical rules to keep as guidelines when 
conducting a research study are: information requirement, the requirement of consent, 
confidentiality obligations and utilization requirement (Bryman & Bell, 2003, p.557; Saunders 
et al., 2003, p.131). Information requirement means that the researcher has an obligation to 
inform the respondent about the purpose of the study (Saunders et al., 2003, p.131). The 
consent requirement means that the respondent should know that his or her participation of 
the study is completely voluntary and that they have the right to cancel whenever they so wish 
(Saunders et al., 2003, p.131). Confidentiality obligations, all personal information about the 
respondent should be treated with full confidentiality of the researcher (Saunders et al., 2003, 
p.131). The useful requirement means that all information collected will be used only for 
research purposes (Saunders et al., 2003, p.131). 
 
When initially contacting the selected respondents they were informed about the purpose of 
the case study and the interviews, additionally the authors expressed that the participation was 
entirely voluntary and that they at any time could choose to terminate its participatory 
involvement. As aforementioned everyone in the sample was consent to participate in the 
study and to be recorded with a dictaphone. However, the authors have chosen not to use the 
respondents name in the processing of the collected data, but instead give them fictional 
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names where the only male name does not represent the only male respondent. This is to 
ensure ethical guideline of confidentiality. Additionally, the case study organization, 
Equalisters, and their clients have reviewed all of the collected information, this also 
strengthens the reliability of the collected information. 

4.9 Truth criterias 
When executing a study it is important to ensure the quality of the research, in regard to 
qualitative studies this can be accomplished by measuring Trustworthiness and Authenticity 
(Bryman & Bell, 2011, p.395). Trustworthiness can be divided into four criterions: credibility, 
transferability, dependability and conformability of the study. The aforementioned are 
versions of the quality measurements used when executing a qualitative study, however, when 
executing a quantitative study the measurements are as followed: reliability and validity 
(Bryman, 2008, p. 351;Bryman & Bell, 2011, p.395). Additionally, the terms of reliability and 
validity can be adjusted to the truth criteria of qualitative research. Since the authors argue 
that the terms of validity, reliability and objectivity are somewhat easier to grasp we a table 
showing which Qualitative truth criterias are equivalent with the Quantiative has been formed. 
 
Below you can follow which word of the trustworthiness criteria’s is the equivalent in within 
validity and reliability (Bryman & Bell, 2011, p.395): 
 
   
    
 
 
 
  
 
 
 
 
 
 
'PWSN!C!E!'MLRO!TMJRNMJPZ! 

 
(Designed by the authors, 2013) 
 
According to Bryman and Bell (2003, p.48), the validity is one of the most important truth 
criteria that researchers must take into account when conducting a case study. Validity refers 
to an assessment of how credible the end result is, and if you can really trust the produced 
research results. In the case of qualitative research studies, internal validity refers to how to 
match your observations with the theories that have been established (Bryman & Bell, 2003, 
p.49). As mentioned earlier the authors of this research study have chosen to design semi-
structured interviews based on our theoretical framework. In terms of credibility, i.e. internal 
validity, the authors have required the respondents to validate the information gained from 
their interviews, this adds to the credibility of the study, i.e. the trustworthiness of the studies’ 
findings (Bryman & Bell, 2011, p. 396). 
 
In regard to the criteria of transferability the qualitative study often entails a close study of a 
small group, in our case the Equalisters, with other words it is more about the depth of the 
study than the breadth. As seen in the table above the transferability can be compared to 
external validity, which aims to express to which extent the study can be replicated (Bryman 

Qualitative Quantitative 

Credibility Internal validity 

Transferability External validity 

Dependability Reliability 

Confirmability Objectivity 
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& Bell, 2011, p. 398). In the case of this study, the transferability will be to ensure that the 
information received and the recommendations formed will be adaptable to other NPOs 
within the same sector. However, the authors are aware of the fact that the study at hand is 
specific and that each NPO differs from the other, and that the recommendations and 
suggestions offered could be suitable to NPOs acting within a similar economy and a similar 
sector as Equalisters.  
 
The dependability can be compared to reliability, which entails how much one can depend on 
the information given in the study is truthful or not. A system to ensure the dependability is to 
transcribe every interview and continuously check the information to ensure the researcher 
that true information is projected (Bryman & Bell, 2011, p. 398). Another approach to ensure 
the dependability is to continuously have close contact with the supervisor at Umeå School of 
business as well as the contact persons at Equalisters. In regard to confirmability, it is 
important the researcher acknowledge that, while complete objectivity is impossible in 
business research, he or she have acted in good faith. With good faith, the authors aim to 
express that the researcher has not overtly allowed personal values (Bryman & Bell, 2011, p. 
398). According to Guba and Lincoln (1985, p. 219) one of the main objectives of the author 
should be to establish confirmability. In regard to this thesis, the authors have tried to not 
angle the information gained to any certain direction, but to convey all sides of theories 
connected to a specific area of research. However, since it is a topic within a field both of the 
authors are affected by, the authors have tried to receive an outsiders’ perspective as often as 
possible to ensure the objectivity is kept in order. 
 
In regard to authenticity, the authors hope to provide the reader with a deeper understanding 
of its environment and the terms of NPO, social entrepreneurships as well as the importance 
of sharing knowledge in todays’ Web 2.0 environment (Bryman & Bell, 2011, p. 399). 

4.10 Method criticism  
 
In this section the authors want to illustrate criticism in regard to the chosen practical 
methods, that have not been mentioned previously. When the authors began the study, one of 
them had a previous pre-understanding of how the case study organization, Equalisters 
business worked. The other one had prior knowledge of the NPO sector from previous work 
experiences. This may have affected the interpretations when completing the case study, but 
may also have helped when interpreting and understanding what significance different factors 
have had during the study. Equalisters has been involved in the study from the beginning, in 
addition to that they had the opportunity to give inputs on what they wanted us to study. This 
was taken into account when creating the research question, and could be an advantage 
because the organization has been involved throughout the discussion regarding the subject 
and topic of the thesis. Furthermore, their participation may have affected the study as the 
authors have conducted a case study where the aim was to encounter solutions from a 
practical perspective to contribute to the organizations future. Both of the authors have gained 
a thorough understanding for the organization through the study material and information the 
organization has contributed with. 
 
Additionally, the authors are aware of risk with the fact that a majority of the sample of 
respondents are women, and that this might lead to slightly angled responses. However, the 
authors strongly argue that the risk for the aforementioned is low since the questions asked are 
purely from a business and operational perspective. 
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(Designed by the authors, 2013) 

5. Empirical findings 
In this following chapter the authors will provide the reader with a thorough presentation of 
the collected qualitative empirical data. The sections will be divided into several headers 
allowing the reader to follow the interviews through different points of view. The main 
headers are: The organization, The Finances, The Clients perspective and Observation of 
lectures and data. 
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5.1 The organization 
In this section we will provide the reader with acquired empirical information from the 
Founder of the organization, the CEO and the community manager and project leader. 
Moreover, there is additional information given by the Interns at the organization. The section 
will follow 5 sub-chapters where we present each angle of the organization thoroughly.  

5.1.1 The organization and its segment 

The story of Equalisters started with the approach towards gender equality, which was their 
primary segment. According to Lina the reason for this to have been the primary segment was 
because of the publics already strong opinion regarding gender equality. Additionally she 
states that the statistics and measurements of gender inequality are much easier to grasp and 
count than other types of inequalities. She adds to this statement by saying the public 
recognizes the lack of women in expert panels rather than people with non-Swedish 
ethnicities. Moreover, Frida states that knowing whether or not someone has non-Swedish 
origin can be difficult since it is nothing one can see as obviously as someone’s gender. 
 
“Stating that we want more diversified workplaces is not a complete description of our goals, 
we want to create a better Sweden and better workplaces. We consider Better to be equivalent 
with Diversified, and Diversified to be equivalent with Competent.” (Lina, Lecture, 2013) 
 
This is how one of the many descriptions of the organizations follows. According to Frida 
phrasing a 30 second pitch of what the Equalisters do and want to accomplish is difficult and 
often become complicated. Sofia expresses the aim of the organization as follows: 
 
“We want to implement a new way of thinking, that “Not finding” is not a good enough 
reason. When you get dressed in the morning and you cannot find pants to wear you will not 
leave your apartment without putting something on. You will not walk around in public half 
naked. Imagine seeing a half-naked man walking around in public, you would think “Hey, 
that is insane”. Our aim is to create the same reaction when an expert panel of only white 
men is presented in media. A non-diversified panel is as crazy as walking around but naked in 
public, and you would not leave your house without finding pants to wear, would you?” 
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The description above made by the CEO Sofia has been used in a majority of the lectures 
since the end of March 2013. The reason is because the organization has faced difficulties 
with communicating their segment to the public. According to Frida some assume Equalisters 
work with affirmative action for women or only do random Facebook updates, others believe 
the organization is a recruitment firm. In regard to their communication issues Frida told us 
about the history of the organization and what the people of the organization had done 
previous to the Equalisters. The common denominator for all of the three key individuals of 
the daily operation is that they have expertise within media, social media and PR work. 
According to Lina, this is why they were able to accomplish the success of a Web-based 
NPO, because they had the knowledge of how to communicate with the public through non-
face-to-face, Web 2.0 communications. However, all three of the respondents from the 
Equalisters state that they need to be more communicative with what their goals is to be able 
to grow further and reach more people. Lina has received a Facebook message where they 
asked whether or not there is an equivalent organization for people with disabilities, ethnic 
minorities and homosexuals. Moreover, when Frida presented this information we asked if 
they had observed any specific difficulties with their diversification. Frida answered by 
stating that there is no diversification with their segment, that their segment is to break all 
norms in society, the more norms they break the better. The reason the main focus lies on 
women is because inequalities and norms in regard to gender are easily calculated, 
additionally Lina stated that the reason she believes Equalisters became such a success is 
because there was already a formed opinion regarding gender equality. 
 
“The sample of white male representatives already exist, please help us and give us 
suggestions about others within this field!” 
 
Below you can find a printed screenshot of an example of a Facebook update from their 
Facebook page (Rättviseföremedlingen, 2013): 

 
.JKLMN!?!E!PrintScreen Announcement 

 (Designed by the authors, 2013)  

5.1.2 Organizational Structure 

The Equalisters is one of the most innovative projects in Sweden: its aim is to provide the 
country and businesses with lists of qualified individuals that usually are not represented in 
the specific sector by involving the public. The organization and its founder have received 
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awards such as the Titan-Egg, Stockholm hero of the year, by DN på stan, To do good 
scholarship in 2010 by The foundation to do good and other awards that are considered to be 
great accomplishments for NPOs in Sweden (SvD, 2012; Rättviseförmedlingen, 2013). 
When the authors arrived at Equalisters headquarters in Stockholm the representation of the 
organization in the office that day was: Communication manager and project leader, Frida and 
the five interns. Additionally, Lina, the founder, stopped by the office for a quick talk with us. 
As outside observant the atmosphere at the office it was open, discursive and relaxed. Adding 
to the atmosphere the office-space is open with all the desks connected in the same area, there 
is no distancing between the CEO, Communications manager or the interns. Conclusively the 
structure of the daily operations seemed to be open and communicative throughout the 
organization. Furthermore, the organization culture is somewhat open just as mentioned 
above, with everyone able and comfortable to speak their mind and make smaller adjustments. 
In a majority of the major adjustments regarding the organization the board of directors meet 
to take an official decision. However, the smaller adjustments such as Facebook updates, what 
to announce, which organization to help etc. are smaller decisions and could even be made by 
the interns. The organizations open approach to taking decisions and making adjustments 
makes us believe our suggestions to establish sustainable ways for the organization stay alive 
might be positively welcomed.  
 
When the interns were asked why they chose to do their internships at Equalisters one of them 
answered: 
 
“I would have worked within the advertising business if it had not been for the Equalisters. I 
felt like wanting to do more and contribute more to the society and help this organization 
rather than working in an office.” (Intern at Equalisters, 2013) 
 
The usage of interns is something executed to its uttermost by the Equalisters, according to 
Lina it is because the turnover of people they gain uniqueness in ideas, point of views and 
knowledge that they can utilize as they continue their work. Additionally Frida and Lina states 
that a majority of the interns will end up working at huge media companies or other large 
companies within other fields of work, and by implementing the idea of Equalisters to these 
interns they will ensure a brighter tomorrow for Sweden. Lina adds to this by saying that all 
of these interns are Equalister Ambassadors of great value.  
 
In regard to the organizational structure and making decisions the communication manager 
Frida stated that there are no hierarchical structures within the organization and that most of 
the activities involving the daily operations are made on the spot. We later asked if it was 
possible for an intern to make a decision on the spot, Frida stated that she is a sounding board 
for most of the on the spot decisions, as well as the final decision maker for the daily 
activities. Furthermore, the founder Lina stated that she is deeply engaged in the daily 
operations and that she is involved in a majority of the decisions made to ensure the quality of 
the brand name. Additionally Sofia stated that a majority of the email threads concluding the 
decisions involve: Mohammed, Lina, Sofia and Frida. Nevertheless, Frida later stated that 
only the smaller decisions such as how to phrase a status-update on Facebook, or what type of 
lists to create are decisions made on the spot. She added that the more profound decisions 
where the core of the operation might be affected are made during the weekly committee 
meetings. 
 
The authors observed hidden hierarchies in regard to the founder and the rest, however, as 
Frida, Lina and Sofia have stated everyone’s voice is heard. Lina has taken on the 
responsibility of ensuring the quality of the brand, as well as strongly expressing her wish to 
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keep the formation of opinion and not charging for any services. However, Sofia has stated 
there is a need to update the business plan and make sure the organization makes some profit. 
At the point being the organization has a three-month survival time where they have finances 
to survive three months in the future. 
 
In regard to applications to receive project contributions Equalisters often involve the board of 
members in the decision to ensure everything is accomplishable. All decisions other than, 
issues regarding the fundamental core business, can be made on the spot and there is not 
hierarchical latter to check with, however since the organization is somewhat small as it is 
today, most of the board members are aware of what is going on and according to Lina it is 
utterly important that all of board members are aware of what is going on within the 
organization. 

5.1.3 Differences between running a Non-profit organizaion and a for-profit 
business 

As mentioned in the introduction the founder of Equalisters have a side business of being a 
freelance PR agent, one of her most famous clients is Robyn, Sweden’s most prominent Pop-
star and known feminist. During the interview the authors asked Lina what the main 
differences between running a profit focused PR agency and running a NPO is, her answer 
was: 
 
”The main difference is that your accomplishments does not give you a financial profit, 
however we have recently faced the bitter truth that just because we’re doing something good 
we do not need to do it for free.” 
 
She continues by expressing that her idea about not charging for any of the services is 
something she has as one of her own mantras, additionally she expressed one of her reasoning 
to give Sofia the role of the CEO is because:  
 
“[…] she has a more realistic view upon the survival of Equalisters and the need of finances 
to reach our goals.”  
 
According to Lina the CEO has a more realistic approach towards the survival of Equalisters 
from a financial perspective, Lina later expresses she is the one in the organization pushing 
for keeping it free of charge while the others have a much more realistic view which 
completes the organization. Having one pulling towards a direction and another pulling for 
the other puts them in the center. That Equalisters do not work for a financial profit is what 
Sofia states is the main difference between her previous experiences. She also agrees with 
Lina statement regarding having differing qualities and that they complete each other. With 
the differences of opinion regarding the finances and charging for their services in mind the 
founder adds stating that: 
 
“Many intelligent successful people have told me that our organization is something profound 
and important for the future of Sweden, that it actually makes a difference and that we need to 
start taking charge for our services, otherwise we will not be able to continue our work and 
reach our goals.” 
 
Lina adds to her explanation of the differences of running and NPO and her profit driven 
business that it is much more demanding than her PR agency. She continues by explaining 
that the media coverage regarding Equalisters sometimes could be fairly extensive. 
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Additionally, she says that on a personal level it can be tiring to be in the spotlight as the 
founder of an NPO, and that people often assume that as the founder of Equalisters everything 
she does must be correct and right according to moral, ethical and social standards. Moreover, 
she explains that as a founder of an NPO one needs to think of whom one is associated or 
allied with, because everything needs to follow the politically correct path and not contradict 
with being fair. A NPO has many eyes focused on the organization since it is suppose to be 
“doing good” it receives a lot of negative publicity if they do anything slightly wrong. Frida 
states similar difficulties with working at a NPO, she states that there are forums on the World 
Wide Web that have previously criticized the work of Equalisters, but not to the extent that it 
has not been solved by itself, no larger critiques have been made. One of the Interns adds to 
the topic by stating the organization have been questioned about having their headquarters at 
Stureplan in the center of Stockholm, due to what the public think of the high rent in that 
specific area. Stureplan is one of Stockholm’s most expensive locations to have offices, 
however, the office of Equalisters is in a soon to be demolished house where they rent the 
office space together with several other organizations. 
  
Something that caught the interviewers attention was the lack of non-Swedish ethnicities in 
the offices, which was why that question was brought up. In regard to having a lot of eyes on 
them, as well as contradicting their own core belief of diversity at the workplace was 
confusing. Lina stated that her aim is to be as true to the cause as possible, and that she 
continuously pushes herself to diversify the organization. Frida states that the difficulty of not 
finding anyone is not a valid response, however, it has been an issue for the Equalisters. 
According to Frida there are not enough applicants with non-Swedish origin, which she says 
is contradicting to Equalisters cause. Sha adds to it by stating that it boils down to their own 
flaws in communicating. She believes they need to communicate the need of interns with non-
Swedish origins better. Furthermore, Lina and Frida both mention that one of the board of 
committee members is of another origin, as well as an intern starting his work in the second 
half of 2013. 
 
Lina additionally states that another struggle part with running a NPO and for the people 
working for it is to continuously: 
 
“[…] Have strong identical ideological core and base, this is why you get a lot of eyes on 
you, because you are supposed to be perfect, and you need to think of every single step you 
take, everything from eating a hamburger and McDonalds to who you hang out with and the 
people you are associated with. “ 

5.1.4 Future of the organization 

When approaching the future plans for Equalisters with Sofia she states that the organization 
is in the very early stages of development and has not yet reached growth. She adds to it by 
stating that even though Equalisters ”likes” on Facebook are more than the Swedish political 
organizations they have not yet left the start-up phase, and that it is therefore difficult thinking 
of the next step, since many steps are focused on stabilizing the organization. She adds to her 
statement by saying the organization is trying to include as many aspects of inequalities as 
possible. When asked about whether or not she has seen a huge change in society in the last 
three years she says it is difficult to know because according to Sofia: 
 
“A large portion of our operation is about us wanting to pay attention to what we are doing 
in the society since it has never been done before. But everything takes a long time and we 
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have to work very hard to witness a result in comparison to for-profit companies that operate 
in mature sectors and see their results in financial forms.” 
 
Later we ask the CEO, Sofia, of the aim of the organization, and her view upon a future 
growth, she gives us an explanation stating several factors for why Equalisters is needed in 
Sweden today, and that if they feel flexible enough to adjust to new types of inequalities this 
is a work she finds very satisfying. However, she adds to her statements with an official 
organizational aim, which is:  
 
“Our aim is to no longer being needed in the Swedish society, by year 2020 there will be no 
panel of only white middle-aged men without people considering it incompetent, since it is not 
diversified. That is our goal, a panel like this will be as insane as walking without your pants 
in public.”  
 
We approached this statement when talking to Lina, and she stated that they want to grow 
within the terms of a business, however, their goal is still to not be needed in 2020. This can 
be viewed as somewhat contradictory and is complex according to Lina. She adds to it by 
stating that she has an entrepreneurial spirit and wants the business and organization to grow. 
However, she believes the organization will adjust to the situation in the future and therefore 
not be the exact same organization as today, as well as not focusing on the exact problems as 
today. She later says that since the organization will change it will no longer be contradictory 
to state that they do want to grow, both financially and organizationally.  
 
In addition the authors and interviewers of this thesis wanted to know whether or not the other 
key individuals of Equalisters thought a NPO within this field of work will include other 
inequalities or if the focus lies in male versus female. All three key individuals of Equalisters 
said that the breadth of their focus will grow, and that they try to add other inequalities to their 
business once a year, but that it is difficult.  
Lina later stated that: 
 
“Of course I want to save the planet from global warming and all the children in the world 
and inequalities for disabled people and for HBTQ people, the list is long, but we cannot save 
everyone at once, we need to narrow it down to a specific segment to stay true to our cause.” 
 
However, Frida stated that the aim of Equalisters is to have as many goals as possible. She 
later added that as of 2013 she would be in charge of a project called Expansionsrådet with a 
focus on getting external inputs and spreading the word of Equalisters further. Additionally 
Sofia added that they already do add everyone in their core business, and that the business is 
about breaking norms, all types of norms. Lina later stated that, the future of Equalisters in 
regard to their segment will not change much since she agrees with Sofia, she argues that their 
Facebook updates are open ended questions and that it is the accommodators that limit 
themselves by not thinking that a disabled person or a person with non-Swedish origin are 
people we are aiming for. Frida adds to this by stating that their status updates often try to 
communicate the following:  
 
“This is their sample, it is very narrow, give us suggestions of everyone outside this specific 
sample” 
 
Additionally she says, the most important part of their business in the upcoming years will be 
to learn how to better communicate the correct information to the public without being 
discriminating towards anyone. We were interested in knowing whether or not the 
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(Developed by the authors, 2013) 

organization had seen a change or shift in amount of organizations utilizing them as a source, 
in comparison to the organization forming lists on their own. According to Frida, there has 
been an increase in the percentage of the amount of organizations asking them for help to 70 
% of the entire business. Which she states indicates a great need for Equalisters as well as an 
implementation of the Equalisters way of thinking within the Swedish business world.  

5.1.5 Knowledge sharing and the business 

 “Our business is mainly Web-based, we would not exist if it wouldn’t have been for our 
accommodators, and everything we accomplish is thanks to them” (Frida, 2013) 
 
The aforementioned statement was made when talking to Frida about the daily operations and 
how much focus lies in their accommodators. She aims to express the importance of the 
accommodators and other followers of the organization to the organizations success and 
existence. Therefore she believes keeping a good relationship to the accommodators is 
essential for the future of Equalisters. When we ask how this is done she says that since the 
accommodators are a part of the organization and the movement but does not get paid we 
want to encourage them to contribute without payment, this is something we do by 
continuously thanking our accommodators and followers in our status updates. Additionally, 
she states that they once a week post a “This is what we have accomplished together”-status 
on Facebook. Furthermore we have observed, by thoroughly investigating their Facebook 
page, that they also share their accomplishments and rewards with the accommodators.  
 
Frida, Sofa and Lina adds to the fact that when receiving rewards it is of uttermost importance  
to turn the reward towards the accommodators, because, as Frida phrased it:  
 
“Whenever we receive a reward or are mentioned in the newspapers we try to communicate 
our gratitude to all the accommodators, it is not only Lina who does the work, it is actually all 
of our accommodators.” 
 
Below you can find a printed screen of how they share their Titan-Egg award with the 
accommodators on Facebook, next to the picture the reader can follow a translation of the text 
(Rättviseförmedlingen, 2013): 
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Frida later states that one of the most uniques aspects of Equalisters according to her is the 
fact that the Facebook page and the work they do is interactive. Additionally she said it differs 
strongly from other NPOs Facebook sites, since they do not overload their accommodators 
with information, but ask them for information and input. Later she explained that to be a part 
of the network of more than 41 000 people one only needs to “like” the Facebook page, and 
you are instantly a member of the organization, there are no additional costs or requirements 
one has to fulfill. As a conclusion of the topic of accommodators she states: 
 
“We change the world together and you are no external participant looking in, the 
accommodators are The Equalisters”  
 
The CEO, Sofia, has seen other organizations copying their business idea in the last two 
years, these organizations have, according to Frida, confronted Equalisters stating they, look 
up to the organization and the business approach. Lina has chosen not to patent the business 
style in any way, she has even stated: 
 
“I hope someone else will emerge with an even better solution for this, to make the equalizing 
process faster.” 
 
In addition to the fact that their accommodators is their entire business, the three 
representatives of the organization, Frida, Lina and Sofia all stated that the ones they aim to 
help is actually the companies, businesses, municipalities or individuals wanting to acquire 
the lists of competent people. However, when asked about whether or not they follow up their 
clients, i.e. organizations etc., Frida says the organization rarely have the resources to do 
thorough follow ups. Later she says the organization sometimes get thank you emails from 
clients having utilized their lists. Recently they received a thank-you email, which they posted 
on Facebook stating the following (Rättviseförmedlingen, 2013): 
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In addition, all three of Equalisters representatives state that the increased usage of Equalisters 
among both accommodators but also clients is a prof of the fact that changing peoples way of 
thinking in regard to break current norms actually does work.  
 
Moreover, Equalisters show additional appreciation towards their clients as well, the figure 
below is a status updated with an aim to thank the clients for helping Equalisters spreading 
their message. Below you can find the figure of the Facebook update and the translation on 
the side:  
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5.2 The Finances 

In this section we will provide the reader with acquired empirical information from the CEO 
and communication manager regarding the finances of the organization, and how they 
approach the future from a financial aspect. 

5.2.1 Equalisters Finances 

A NPOs finances is a topic that is often unclear and received as donations from outsiders. 
Equalisters have chosen to not charge for any of their Facebook-listing services, however they 
charge for lectures held by Lina, Sofia or Frida. When asking where they get their finances 
from Sofia says most of their finances is received from project donations in connection to 
differing projects e.g Expansionsrådet, private donations or through their lectures. Sofia adds 
to this by stating that currently they only have a three-month perspective in regard to finances, 
and that only she and Frida are paid employees.  
 
When asking about why they do not charge for the announcements or lists they all say the 
same thing, we are afraid it will harm the growth of our business and the formation of 
opinion. Sofia later adds to this by stating, when you require more of organizations or 
companies they will have reasons not to listen, because it will require more of their time or 
money. Frida later says that the organization wants to keep the possibility to approach a 
company with a list and say- Here you go! Without having to worry about them saying they 
cannot afford it or blaming it on needing to put it in their budget for the year before 
purchasing the lists.  

!
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Regarding charging the accommodators to be members of the organization Sofia says:  
 
“We would rather not take charge and lose the extra finances than losing the formation of 
opinion.” 
 
In terms of alternative sources of income the Equalisters will utilize the possibility of being a 
companys CSR. In April 2013, they started a sponsorship called “Adopting a list” where an 
organization can put its name on a list on the Website for a year. Additionally the company 
can add their own banner and will receive a diploma stating they have contributed to a more 
sustainable Sweden by adopting a list for a year. According to Frida, a company will 
contribute to a more sustainable tomorrow by adopting a list or being associated with 
Equalisters, hence this will be a CSR marketing possibility for the organization. According to 
the representatives of Equalisters they are a famous brand in Sweden and within Swedish 
business today, moreover, many organizations, companies and individual business people are 
afraid of getting on their “bad list”. According to Frida this will enhance the demand to adopt 
a list, because she has observed that being in Equalisters good grace is something businesses 
see as a good marketing opportunity.  

5.3 The client perspective  
In this section we will provide the reader with acquired empirical information from the clients 
of Equalisters. The clients of Equalisters are organizations, municipalities, individuals and 
companies having utilized their services.  

5.3.1 The primary contact with the Equalisters 

The Equalisters have “clients” utilizing their services by acquiring lists of competent 
individuals that break norms, by opening their minds to see inequalities and to help changing 
the society. A client can be everything between a large production company in search for 
specific participants to a show, a journalist looking for an expert to interview within a specific 
field and companies looking to recruit board members and other employees. Equalisters 
clients turn to them for the same reason, all of them have difficulties finding norm-breaking 
individuals with the qualifications they need. The services offered by the Equalisters are to 
locate people with competences that are not usually approached because of the barriers within 
todays societal norms. Equalisters have received a lot of publicity in the past years through 
different types of media. This has contributed to drawing organizations and businesses 
attention to the organizations existence and awareness of what kind of services they offer to 
clients.  
 
There are different ways of contacting Equalisters to acquire their aid, one can either email 
them with an enquiry or send them a message via Facebook through their group. Additionally, 
the organization has finalized lists on their Web-page that can be utilized if needed. Anna 
states that her first contact with Equalisters was when she was attending a lecture held by 
Equalisters at her place of work. She later emailed them regarding finding an individual for a 
specific project of hers. Caroline, however, heard about Equalisters through the daily 
newspaper, the article was an interview with the founder of Equalisters, Lina.  
 
A majority of the respondents stated the fact that the organization was easily accessible was 
the main reason of their primary contact. One of the respondents had seen her daughter 
“liking” them on Facebook, another one had stumbled by their Facebook page while browsing 
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Facebook. They all agree on the fact that it is easily accessible from anywhere in the world is 
one of the main attractions to the organization, other than the actual work. 
 
Moreover, Caroline had also “liked” them and has since the “liking” been active on their 
Facebook page by posting inquiries and giving suggestions on Equalisters announcements. 
Many of the respondents had heard of the organization through a magazine, in addition their 
first contact was to liked their Website on Facebook, this was how Per came in contact with 
Equalisters. After reading about the organization and its founder he liked Equalisters page on 
Facebook. Similarly, Klara, made primary contact with Equalisters through Facebook, the 
difference was that she by curiosity looked up the page after seeing that her daughter had 
liked the Facebook. After she realized what good work Equalisters are doing, she also liked 
the page on Facebook. 
 
Most companies and journalists turn to Equalisters when they no longer know where to turn. 
It was through this way Linda found Equalisters Website by having searched for a business 
that offered a similar service on Google, which resulted in that she found Equalisters and thus 
took contact with the organization to take advantage of their services. Several of the 
respondents made their initial contact with Equalisters via email and made their request, this 
is something that has been appreciated by clients. Pernilla additionally stated that she would 
have appreciated if there had been an opportunity to reach Equalisters by telephone, to 
facilitate the communication and future collaboration between clients and the organization. 
The respondents believes that the process from that they initially contacted Equalisters to that 
they received a response to their inquiry is generally positive, most of them argue that the 
process has gone very quickly. They also told us that there have not been complicated and that 
everything has gone very smoothly. However, when Klara contacted Equalisters she sent an 
email with a first draft of an announcement that she wanted them to call, Klara later on said 
that she then received: 
 
“An automatic reply with the information that there were many who sought help and that they 
would return as soon as possible”.  
 
After this email, it took a week before she got an answer back and another couple of days 
before she saw the announcement on Equalisters Facebook page. Because of this she 
experienced that the process took a very long time, but at the end she got many good tips on 
competent people that matched what she was looking for. 
 
As mentioned above, there are several different reasons that companies get in touch with 
Equalisters for their services. Caroline turned to Equalisters when she could not find any 
information about famous female scientists from the past, when she was writing a textbook in 
science. All the information that she could take part of from her usual source could only 
contribute with a lot of information about famous male scientists. In this case, it was not an 
individual she was looking for, it was information about someone’s existence. The other 
respondents unlike Caroline came to Equalisters to find living people with specific knowledge 
within a field, to fill the knowledge gaps with the work that they are performing. An example 
of this is the case of Pernillas, she was looking for a female candidate with board competence 
to her business. 
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5.3.2 Utilizing Web 2.0 as a client of Equalisters 

As aforementioned Equalisters has lists that are already put together and available on the 
Website, which have been made after there have been previous inquiries. Clients have the 
option to utilize previous lists with names of men and women of different ethnic backgrounds 
who are specialized in various subjects, several of the respondents have utilized this service 
when searching for people with specific skills. According to Frida, their clients usually 
contacts them if they are in need of a list of people that does not exist in their archive, this 
request is followed by Equalisters conducting a list through the usage of the Facebook 
announcement calls. Another way of Equalisters to make the announcements and status-
updates of Facebook is when they observe a need to conduct a list on their own. Equalisters 
performs this service without any payment in return. According to our interviews we have 
acknowledged that the most common tool to get in touch with the people who have been 
recommended on the Facebook thread on Equalisters page is through email or a Facebook 
message. This is because people leave email addresses or Facebook-tags as contact 
information of those they recommend, which results in people usually being contacted via 
email or through a Facebook message. 
 
When we raised the question about what the respondents thought of the organization being 
mainly Web-based, we generally got very positive responses. Most respondents agree that it is 
very positive that they are Web-based and Linda stated: 
 
“I think it is a prerequisite that the Equalisters are Web- based. This is where I, as a 
journalist spend my time as well as where I look for information, otherwise I would never 
have come across them.” 
 
This was something that even the others highlighted, a majority of the interviewees stated that 
since the internet is now available everywhere which in turn means that you always have 
access to it and it is usually a part of ones working tools, the fact that the organization is 
mainly Web-based is its main perk. Both Facebook and Twitter are social medias that many 
companies and individuals are taking advantage of and utilize in their work within different 
areas.  
 
Internet also contributes to the knowledge-sharing aspect of the organization and the way the 
knowledge is spread to a lot of people. One of the respondents believes that this knowledge is 
spread in a very educational and transparent way that she has never witnessed before, and that 
the online business model used is very interactive. Some of the respondents report that they 
consider a disadvantage to be that everything is not always maintained one hundred percent 
professional and that there may be many subjective arbitrary spirits. There may also be a risk 
in that it always reaches out to the same people and not reaching enough people who meet the 
specific qualifications that one have requested.  
 
There were several of the respondents who had difficulties comparing Equalisters service with 
a company that offers similar functions, several of them did not know any equivalent 
organization or company. Additionally, some of the respondents stated that the offered service 
of Equalisters and its quality is something they would not pay for if they were to be charged. 
Furthermore, they said that if Equalisters would charge for their services they would need to 
develop quality check-ups, quicker responses and do a follow up after the recruitment. 
Caroline stated: 
 
“The biggest difference is probably that because no one is getting paid, they can only take 
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things in the order and the pace that they can handle. This can lead to long waiting periods to 
get help in comparison to when purchasing a service, then the service is done at once, 
because you are paying for it.” 
 
She explains that in her specific case the process did not play out as her example above, she 
says it went very quickly when she turned to Equalisters for help.  
 
Additionally, one other respondent, Anna says that there is a service that the universities offer, 
that is the closest equivalent she can think of where the university provides very professional 
help regarding their Alumni but not like Equalisters. She highlights: 
 
“ I believe that Equalisters has a larger mission, not only when doing their announcements 
but also that they spread their way of approaching the topic of equality and where to acquire 
a broader audience of people and their knowledge [...]”.  
 
The aforementioned is based on the fact that Equalisters want to change people's way of 
thinking in a responsible way. Additionally a respondent stated that as long as the 
organization he is working with is providing professionalism there is no significant difference 
between working with a NPO and a ordinary profit driven business. With other words, as long 
as the clients gets what he is requesting there is no difference between the work of Equalisters 
and a profit driven business. Equalisters basic goal and strive is to change society by changing 
the way people think and reason regarding diversity, their goal is that diversity will be 
associated with quality and competence. 
 
“[...]Equalisters is an equality project aiming to correct the imbalances of representation in 
media, culture, business and other contexts. We believe that when it comes to including 
competent women and people from other underrepresented groups, excuses that claim that 
“there just weren’t any”, are no longer good enough. [...]” 
 
All respondents agreed on the topic of societal change, they believed Equalisters has an 
impact on the Swedish society and in changing how people approach the question of diversity. 
All of them believe and hope that Equalisters have a positive impact on society. Anna states 
that she thinks it is important to spread Equalisters thoughts to people who work within 
journalism or in a sector that is able to spread this way of approaching the topic through 
information lines to a larger group of people. In recent times, there are many influential 
people who have begun to understand that Equalisters exist and that their service is available, 
which in itself neutralizes some of the imbalances that exist in society. One of the most 
important tool to influence society, Klara argues the goal is to highlights and draw attention to 
the hidden inequalities and injustices that exist in society. She says that although she rarely 
meets people at her job who are unaware of the injustices and inequalities that exist in society, 
they can sometimes react on the hidden injustices in the workplaces and society: 
 
“I often receive comments from colleagues during coffee breaks about the hidden inequalities 
in society, this is brought up when they observe something I have shared or liked that belongs 
to Equalisters, at times there are inquiries on Facebook that highlight inequalities that are 
hidden even for the most educated person. [...] It does not matter what level of education or 
skills they have, there are many who are surprised when I suggest them to have a look at the 
Equalisters Facebook page. ” 
 
There was a common agreement amongst the respondents that Equalisters work is very 
important. This is because there are many biases to be resisted, one of the respondents believe 
that: 
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“With various representations of women or men or immigrants, handicapped or whatever it 
may be. The combination of practical activities and opinion building, is very important in my 
opinion, just like what Equalisters works with. Because there are many people talking about it 
but never taking action to try and make a difference. [...]” 
 
As a closing question we asked the respondents to describe Equalisters with three adjective. 
The reason for us to require this information was because we wanted to know what the 
strongest attributes of Equalisters are according to their current clients. Additionally we will 
utilize this information to form suitable recommendations for an NPO like Equalisters to 
grow. We received the following response: 
 
“Open, Effective, Equality, Important, Optimistic, Constructive, Direct, Eye Opener, 
Generous, Norm-breaking, Innovative, Helpful, Quick, Straightforward, Adjustable, Current, 
Interactive, Unprofessional ”  

5.4 Observation of lecture and included data 
In this section we will provide the reader with information gained from observing a lecture 
given by the Equalisters as well as a description of the documents and data provided to the 
authors by the Equalisters.  

5.4.1 Organizers of the lecture 

Monday, April 25, we chose to make an observation on a lecture held by Equalisters in Umeå 
in Folkets hus. This lecture was open to the public, anyone had the opportunity to take part 
and it was free of charge, it was organized by Umeå municipality equality-department and 
Lucky star music, which was why it was open for the public. The only thing one had to do to 
enter was to make a pre-registration through a Website. We received information regarding 
the lecture by Frida at Equalisters, who advised us to enter the Website and sign up. The 
reason Equalisters were in Umeå was because of a collaboration regarding including a gender 
perspective in the operations of the project Umeå cultural capital 2014: 
 
"This is a way to improve the skills of these issues, both in the municipality of Umeå and 
Umeå 2014 initiative. A way to simply raise awareness of gender equality in issues that has to 
do with culture. Because there are high aspirations in Umeå municipality's work on gender 
equality and they have had it for a very long time. [...] But at the same time you should also 
be aware that it is quite difficult to implement. There are very many old structures to be 
challenged, it is a very active work that you have to attend to. And one must also work to raise 
awareness of these issues [...]. " 

5.4.2 The Lecture  

The format of the lecture was very educationally posted, the lecturer and founder of the 
organization, Lina, went through an agenda of the upcoming 2 hour. The lecture consisted of 
several different aspects of how the business started, why it start and the aspect of gender 
equality. Throughout the lecture the focus was on the following: norms, stereotypes, limited 
ideas about who should do what, how to think ‘outside the box’, how to utilize a social 
network and how to act when handling new businesses. Lina also gave a description of her 
personal background, from her childhood to how she started the non-profit organization, 
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Equalisters. Additionally, she gave a more thorough description of how and why she had 
started her PR firm with Robyn as her main client. She also highlighted the difficulties and 
successes that she, as an individual has met over time but also the successes and setbacks that 
Equalisters faces today. She shared the experiences she had had regarding running two time 
consuming businesses simultaneously, whereas one is financially profitable and the other with 
a high societal profit. Much of the information given in the lecture were things we knew from 
our previous interview with the founder.  
 
Observing the lecture gave us an insight into their cash cow, how they present the 
organization to the public, which type of people attend their lectures and what type of 
questions that are being brought up by the attendees. We observed an overall content 
audience, appreciating both the arrangement of the lecture and the manner in which Lina 
lectured. Her approach was very casual, giving the lecture attendees her full attention as well 
as having a very personal approach, it gave many of the attendees a good vibe of the 
organization and the word of mouth after the lecture was very positive. As outside observers 
we perceived Lina to be very involved in what she lectured about, the final stage of the lecture 
was an open discussion where everyone had the opportunity to ask questions. Every other 
person asking a question was female and every other was male. Lina gave a very detailed 
answer to all the questions, she encouraged the audience to contact Equalisters if they had any 
questions, but also that they should sign in on Facebook and like their page. Lina was very 
open-minded and took every questions seriously and gave her own input as well as giving the 
attendee exclusive insight into how she went about when handling her own businesses.  
 
After observing this lecture, we generally formed a better understanding of what Equalisters 
background looked like and which successes and setbacks they face in todays society. We 
even got very descriptive information regarding the start of when Lina got the idea to start 
Equalisters 

5.4.4 External acquired documents and data 

As previously mentioned, we have had access to some documents from Equalisters. One of 
these documents is Equalisters annual report, where they present how the business is 
structured and functions in detail. It also contains information about many of the projects 
Equalisters work with and have worked with throughout the year, amongst these is a thorough 
analyses of Expansionsrådet and other additional information. Moreover, there is a monthly 
presentation of the activities and collaborations they have implemented in 2012, and the 
continuing goal of the organization. Furthermore, the annual report contains a description of 
each employee's job description and the individuals included in the Equalisters board. A 
majority of this information was utilized in the description of the organization in the practical 
method and introduction, as well as when designing the strategies. Additionally, we have had 
access to documents regarding the project called Expansionsrådet, and of the Equalisters 
annual accounts. The annual accounts shows that the cash flow is fairly low for an 
organization, there are no real income. We will have these in mind when designing future 
recommendations that Equalisters can utilize in the future. 
 
Furthermore, statistical information regarding the accommodators and followers of 
Equalisters provided in their annual report is that 70% of the followers are female and 30% 
are female. According to investigations made by the Equalisters the usual division of female 
and male in feminist organizations are usually 99,5% female and 0,5% male. With these 
statistics in regard Equalisters feel comfortable stating that they have successfully 
communicated that their business and a feminist approach is of great public importance. 
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6. Analysis and Discussion 

In this chapter we will provide the reader a discussion and analyze of the empirical data in 
regard to the selected theories presented in chapter 3. The purpose of this chapter is to 
provide the reader with an analysis of the empirical findings that will later lead to the 
conclusions of the thesis. 
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6.1 Introduction of the Analysis & Discussion 

Throughout the study we have discussed the topic and the elected theories in regard to the 
case study organization. In addition, we have carefully selected the relevant empirical data to 
be able to connect our findings with the theories to later reach a conclusion. The process of 
analyzing the empirical data was to primarily color scheme the empirical data in regard to the 
main theories used in the third chapter of the theoretical framework. Additionally, a thematic 
scheduling of the empirical data in relation to the selected theories and pairing them together 
to form a similar structure to the theories followed the aforementioned step (Patel & 
Davidson, 1991, p.100-104). The empirical data was conducted by clients of Equalisters to 
provide us with relevant information regarding how they perceive the organization through 
knowledge sharing, OPR and their attitude towards the case study organization being purely 
Web-based. In addition to the aforementioned the information was utilized to observe the 
possibilities to receive a financial profit through the clients. 
 
Furthermore, the following headers will be entrepreneurship and Equalisters, where we 
discuss how the organization fits or does not fit into the characteristics of entrepreneurship. 
Next we will present the social entrepreneur and the opinion leader to discuss and analyze 
whether or not the terms agree with the personality of the founder of Equalisters. A section 
regarding Equalisters and growth will follow this, where we discuss the theories regarding 
growth and the situation of the case study organization, Equalisters. Later we present the term 
of knowledge sharing and Web 2.0 in regard to the case study organization and its clients and 
accommodators, followed by a section of knowledge sharing attitudes within the case study 
organization. OPR is an important aspect to take into consideration when handling a purely 
Web based NPO, which is why we have a section discussing the OPR factor for a purely Web 
based NPO. 
 
Moreover, we have a section analyzing and discussing the benefits for small businesses in 
regard to being purely Web based, followed by a section of the organizations future finances. 
This section will mainly discuss which possibilities the organization has to make a profit and 
the attitudes from the organization in relation to the theories discussing financial profit for 
NPOs and small businesses.  
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6.2 The organization  

6.2.1 Entrepreneurship & Equalisters  
As mentioned in the theoretical framework there are scientists stating that a NPO can be 
within the phenomena social entrepreneurship, and that social entrepreneurship is within the 
phenomena of entrepreneurship which is the oldest and largest phenomena of the three. The 
Equalisters fit the requirements to be a NPO and within the field of social entrepreneurship, 
hence, the larger phenomena, entrepreneurship. According to Shane and Ventkataraman (200, 
p.218) what identifies an entrepreneurship is the process of discovering, evaluating and 
explorations of opportunities. These are explicitly adjectives describing the organizations way 
of working, however, Brooks (2007, pp.1-2) defines it as: 
 “the process of pursuing opportunities without limitations by resources currently in hand” 
 
Since the Equalisters does not have enough resources and can be defined by having to limit 
themselves because of this it does not fill Brooks description. However, the organization fits 
well within the frames of social entrepreneurship and NPOs according to the characteristics of 
an NPO given by several scientists. Some state that the main goal of the organization should 
not be to make a profit (Austin, Stevenson, & Wei-Skiller, 2003, p.3; Boschee, 1998, p.4), 
other state that the organization should not disregard the importance of making a profit 
because it is very well needed to be able to continue to eliminate the social problems of the 
society it is acting in (Alvord, 2004, p.262). The common denominator of all the 
differentiating descriptions of what a business within the phenomena of social 
entrepreneurship and NPO means is that the business idea should solely be focused on 
generating a societal improvement (Alvord, 2004, p.262; Shaw & Carter, 2007, p.419; Austin, 
Stevenson, & Wei-Skiller, 2003, p.3; Boschee, 1998, p.4). 
 
The aforementioned common denominator of the phenomena of social entrepreneurship 
places Equalisters in the center of the phenomena. It is an organization trying to accomplish a 
societal improvement and ensuring a more sustainable tomorrow by diversifying Swedish 
workplaces, media and boards of committees around the country. The organization itself does 
not have a focus on making a financial profit, which might be their Achilles heel, however 
there is a lot of entrepreneurial spirit within the walls of the organization. The CEO has 
previously worked within media for several known Swedish TV shows, the communications 
and project manager was the producer of one of Sweden’s most famous morning radio-shows 
and finally the founder of the organization has her own PR agency. We argue that these 
experiences produces personalities are fitted to the characteristic of entrepreneurs. 
Additionally the organization itself has been proven to be very successful with a lot of media 
coverage, and with approximately over 200 people connecting to the Facebook page a week. 
Regarding the extensive media coverage it somewhat contradicts Baogous et al. (2009, p.201) 
statement that NPOs tend to get less media coverage in comparison to for-profit 
organizations. We argue that these differentiations are contradicting from the perspective of 
Equalisters because of the extensive and extreme amount of media coverage they have 
received. An angle to highlight is that the organization started with a focus on the media 
business, which might have lead to the extensive media coverage, the media industry was the 
first to be affected and therefore the primary industry to experience the organization and its 
aim. We believe the situation might have been more similar to what Baogous et al. (2009, 
p.201) states if the organization had not started with the media business as their primary entry 
gate.  
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6.2.2 The social entrepreneur & opinion leader 
In the theoretical framework we present the difficulties of knowing what makes a social 
entrepreneur and what makes a firm within the phenomena of social entrepreneurship. 
However, as the latter there are some overarching descriptions of all of the differentiating 
definitions, those are (Mclean & Peredo, 2006, p.57; Shaw & Carter, 2007, p.419; 
Dees, 1998, p.2): 
 

! Individuals who have a gift of knowing how to understand and perceive social needs 
and creating creative and innovative ways of tackling them. 

 
 

! Individuals wanting to contribute to societal change 
 

! Individuals who create the best possible approaches to addressing social problems 
 
The authors of this thesis have observed a common denominator of all of the aforementioned 
to be to create social value, which is agreeable with Dees (1998, p.3) conclusions of the main 
characteristic of a social entrepreneur. In regard to the case study organization and the founder 
we have observed strong characteristics making the founder fitting well into the phenomena 
of a social entrepreneur. She has through a creative and innovative way approached the issue 
of inequality within several genres such as gender and ethnicity in media and business. 
Additionally, she has a general mission to break all societal norms connected to the two 
aforementioned genres, this allows her to fill the requirements of the first criteria. The second 
criterion is to want to contribute to societal change, which she wants and partially has 
accomplished. By creating the organization of Equalisters she has implemented a way of 
thinking for business owners and for media in Sweden. Additionally, the organization has had 
about 600 announcements and collected 1500 names on lists for other organizations and 
journalists to utilize when needed. Thirdly she has created a good, easily accessible way to 
approach and address the problem by utilizing Web 2.0 as well as being where everyone is, 
i.e. Facebook and Twitter. Moreover the actual effect the Facebook page has and the fact that 
she has, together with the rest of the organization actively contributing to a social change is 
another fact benefiting her fitting into the phenomena of being a social entrepreneur. 
 
Additionally, Brooks (2007, p.12) argues that a social entrepreneur is an individual with 
abilities to gather a group of people with similar opinions and interests to create a common 
interest or project. However, to be able to gather a group of people with similar interests or 
opinions and create a business out of it we believe the individual has to hold additional 
characteristics. These have been discussed in the section of opinion forming as the 
characteristics of opinion leaders. The reason we feel these are relevant is because the 
organization itself is aimed to create a new way of thinking to benefit the society in the long 
run by creating a more sustainable Sweden. To be able to accomplish their goals they need to 
keep their network growing and getting more people to connect, this is referred to as the 
diffusion process according to Rogers (1995, p.174). Eventually there will be more people 
connected to the idea of Equalisters and its Facebook page than people not connected to it. 
 
Furthermore, to accomplish this they need a strong opinion leader to promote the idea of the 
organization. In the case of Equalisters, their founder is the opinion leader and has become a 
powerful personality in Stockholm. Rogers (1955, pp.293-295) as well as Katz and Lazarfeld 
(2009, p.331), lined up seven characteristics an opinion leader should have to be able to 
connect many people to its opinion. According to the aforementioned scientists they should 
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have greater exposer to mass media than their followers (1955, pp.293), which Lina has had 
by being the PR agent of Robyn as well as the extensive media coverage of Equalisters in the 
last years. Secondly they should be more cosmopolite than their followers, which the founder 
is to some extent, she has lived abroad in Paris for some time, as well as traveling for work 
extensively. However, as the followers of Equalisters are a variation of people with differing 
ethnicities, ages and professions it is difficult to state whether or not she is more cosmopolite 
than all of her followers. Nevertheless we argue that a majority of the followers are less 
cosmopolite than her because of her PR profession and other previous experiences. The third 
requirement is that she should have greater change agent contact, which refers to her being 
closely tied to the person creating the idea. This is of course accomplished since she was the 
creator of the idea, the pursuer and the leader. 
 
The fourth requirement (Rogers, 1955, p.294) is in relation to accessibility, the opinion leader 
should have great social participation in comparison to their follower. This is referred to being 
approachable by her followers, this was presented as she held the lecture we attended, she was 
very easy going as she encouraged everyone who listened to contact the organization if they 
had any further question, additionally she kept the lecture open for questions at any time and 
had a very close relationship to the audience. Furthermore, she does not distance herself with 
neither the core of her topic nor the people affected by it. When we approached the 
organization she was very quick at replying and did not seem overly confident, which would 
have been understandable in regard to the extensive media coverage about her and her 
organization. In regard to the next requirement, we would not agree with the founder to be of 
any higher socioeconomic status than her followers, especially since the followers vary 
considerably in regard to age, gender and profession, which are important factors in regard to 
economic status. 
 
The fifth requirement expected from Rogers is (1955, p.294) that the opinion leaders need to 
be more innovative than its followers. Again this is difficult to measure in regard to Lina since 
the followers of the organization are a variety of individuals with differing interests and 
professions. However, since she was the founder and creator of Equalisters we argue that she 
has a great innovative spirit. Lastly, Rogers mentions the opinion leader needs to have the 
characteristic to be more innovative when social systems norms favor changes but when they 
do not, the opinion leader is not specifically innovative. We agree to some level that this is 
applicable on Equalisters, mainly because the emergence of Web 2.0 has enabled the founder 
to reach out to more people, which has lead to more flexibility than historically speaking. 
(Rogers, 1995, pp. 5-6; Srinivasan, 2011, p.51) Lina, herself has stated that the reason for her 
to actually create the page was primarily the accessibility with Web 2.0, but also that the topic 
was mature enough by the time the page was created (Lina, personal communication, 2013). 
This allows us to argue for the applicability of the last characteristic-requirement in regard to  
Lina being a opinion leader. 
 
Regardless to the largely differentiating characteristics of an opinion leader, which we argue 
is needed to promote social enterprise the key is always to focus on creating social value, 
additionally Dees (1998, p.11) has stated that social entrepreneurs are: 

 
 “change agents in the social sector” 

 
As discussed before, we consider Lina both the change agent of the organization and the 
opinion leader, we believe she fits the criterion of being a social entrepreneur. 
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In addition to the characteristics required for an opinion leader, George (2003, p.35) states 
differentiating requirements in regard to characteristics to become an authentic leader. The 
requirements are to be passionate about the work and its purpose, which the founder of the 
organization proved to be during the lecture, she had confidence in speaking about her 
organization and the topics occurring. The fact that she took time to answer each question 
thoroughly is an indication of her passion towards her business. Secondly George (2003, p.39) 
requires the leader to know themselves well enough to know their true values, since the case 
study organization and its leader is based on values we strongly believe Lina holds this 
requirement. The next requirement is to have a heart, (George, 2003, p.40) which refers to 
having compassion, since Lina is a woman with a purpose to equalize society from a gender 
and ethnic perspective we believe she should hold those characteristics. When talking to her 
we felt she was very easy going, compassionate and talkative, this indicates her either having 
the requirement or faking it, as George (2003, p.40) states is possible but highly unlikely. 
George (2003, p.41) add to the list with a requirement of relationships, which is referred to 
having deeper relationship to friends, family and coworkers. The team of Equalisters are very 
closely intertwined and seem to get along well, they talk about each other fondly which 
indicates the leader fills this requirement as well, in regard to her family we only know she 
has a large family with several siblings and can therefore not make a conclusion in this regard. 
Lastly he mentioned self-discipline (George, 2003, p.42), since we do not know the leader on 
a personal level, we cannot express any opinion in this regard. As to how she has handled the 
situation of having us investigating her business she has proven to be very coordinated and 
planned ahead of time. It was difficult to find a suitable time and date to interview her since 
she was very busy with lectures, meeting etc. this indicates she is a utterly planed person 
accomplish to be everywhere at once.  
 
In regard to the founder of the organization she holds many of the characteristics of an 
entrepreneur and has a side business making financial profit, this indicates that she has a 
strong entrepreneurial spirit. Being female as well as the founder and the owner of a NPO 
with Equalisters focus gives strong incentives to ensure the survival of the 
organization.  Having strong incentives is somewhat essential to ensure a growth of a NPO. 

6.2.3 The organization and Growth 
When knowing how the business of Equalisters could and should grow it is important to take 
into consideration that measuring success when it comes to small businesses is difficult. 
Additionally, characterizing in patterns and obstacles is practically impossible since small 
businesses vary in sizes and capacity for growth (Churchill & Lewis, 1983, p.30).  
 
Furthermore, knowing whether or not it is good for Equalisters to grow is another aspect to 
approach. We argue that a growth of the organization would mean an increase of the problem, 
or perhaps that the core reason for the organizations existents does not disappear. However, 
there are scientists stating that a growth perspective could be in product developments or 
growth in employment (Hynes, 2010, p. 89). In relation to Equalisters their products are their 
service of giving lectures, providing lists of professional people and doing researches on 
gender and ethnic equality within different fields. Therefore, a growth in regard to their 
offered services, i.e. a growth in their focus from gender equality to ethnicities, and more 
additions can be considered their business growth. However, the founder says there is a risk in 
changing too much of the core of the organization, because it might lead people to disconnect 
to the network, she adds to that by saying that not staying current is another risk, and that they 
of course need to adjust according to the environment, but carefully, without losing track of 
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the gender and ethnic perspective. Additionally, the fact that the Facebook page has had 
approximately 200 new individuals a week connecting to it is another aspect of their growth. 
We have chosen to consider the Facebook and Twitter accommodators as their employees, 
since they are providing them with valuable information, therefore the aforementioned growth 
of employees could be applicable to measure their growth. Moreover the community manager 
and project leader has stated that the organization would not exist if it had not been for the 
accommodators. 
 
In regard to where Equalisters are as an organization in official capacity, we argue that they 
most certainly are in the start-up phase. We have chosen to base our arguments according to 
Churchill and Lewis (1983, p.30) framework of the five stages. The presented five stages can 
be found in detail in the second chapter below small business and non-profit organization 
growth. In this following section we will only present the first three stages that we find most 
relevant in relation to the case study organization. These are presented since we know for a 
fact that the organization is within the start-up phase and has not yet reached the other two 
levels. 
 
The first stage of existence refers to the very beginning of the business, where the main 
concern is to maintain the clients and the services they deliver, with other word, how to stay 
alive. In aspect of employees Churchill and Lewis state that the owner often operate the 
business on his or her own in the existence stage. When approaching this stage with 
Equalisters in mind, we argue that this stage was passed in 2011 when Lina officially hired 
Sofia. Furthermore the stage has also been passed in relation to their clientele, especially since 
they have had a percentage growth of 20% in three years. 
 
The second stage is the survival stage, where the organization has proven their survival skills, 
at this stage they have often established a loyal clientele appreciating their service or product. 
In regard to the clients of Equalisters we have observed very positive remarks, appreciating 
their work and feeling comfortable utilizing their services again and again. Some of the 
respondents have had reoccurring contact with the Equalisters to utilize their services. In this 
stage of the business growth the organization is still quite small with approximately 5 
employees. Since Equalisters have about 3 paid employees, we would confidently place them 
in this section, however, if we would consider the accommodators as part of the business, the 
approach would be quite different. However, regardless to them being considered employees 
or not they are not being paid, which is not affecting the financial growth of the organization, 
and we will therefore not take them into consideration when applying Churchill and Lewis’s 
stages of business growth. 
 
The third stage is success, this is where the owner of the business decides whether or not the 
business is worth exploiting or not, i.e. whether or not they should expand or keep it small and 
stable. Equalisters could be placed in this section as well, especially if one would approach 
the topic of expansion from a broaden-services perspective. As Frida has stated, they want to 
add as many perspectives as possible in the organization, their goals is adding one new 
perspective of inequality a year, while still keeping true to the core business. If we would 
recognize the services their business, we would argue that they are in this stage especially 
since all of the interviews made with the representatives of Equalisters has lead to adding 
more perspectives to their business.  
 
As a concluding remark we would argue that the stage Equalisters are in at the point being is 
the latter, they already have a good base of clientele, this disregarded from their low amount 
of paid employees. Since the business is purely Web-based, where the accommodators 
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provide information to make or break, we appreciate the amount of paid employees of the 
Equalisters to be of low importance in regard to their growth. However, the organization are 
still in a strongly described start-up phase where they do not know of their own existence 
three months from now, this is considered from a purely financial perspective. The CEO and 
the community manager and project leader are working 80% at the moment, which does not 
allow them time to have an extra business on the side of their commitment to the Equslisters. 
This harshens their situation, and makes it essential for the Equalisters to start making 
revenue.  
 
Additionally, as Boulton et al. states (1984, p. 357), the life-cycle of a NPO is slightly 
different when NPOs merges with an entrepreneurial business within the phenomena of social 
entrepreneurship. This because an entrepreneur often has a profit-driven personality, while a 
NPO leader often has a focus on societal change. The combination of the two personalities is 
what we argue can be found in Equalisters if the founder realizes the organizations urgent 
need of finances.  

6.2.4 The organization and Corporate Social Responsibility 
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and Peloza (2011, p.52) clients want to consume products and services off of organization and 
companies who do CSR work. Which the authors argue is an explanation of why 
organizations want to be associated with Equalisters. In addition companies utilize CSR to 
gain competitive advantage (Ahuja, 2012, p. 57), which is closely intertwined with gaining 
more clients and customers. In addition Morris (1958, p.382) argued that diversifying 
workplaces is an aid to diversify the products and therefore gain a more broad variation of 
clientele. Therefore, as other scientists argue that diversifying workplaces is beneficial for 
organizations and that it contributes to an organizations success (Lucas & Baxter, 2012, p.65) 
can be a beneficial aspect to take into consideration for organizations such as Equalisters. 
  
Furthermore, there are organizations and companies that have observed the positive reactions 
of their clients when they donate finances or support NPOs from a financial aspect (Antoci et 
al., 2006, p786). This is again something that has been observed in regard to Equalisters as a 
valid percentage of their finances are donations from individuals and organizations attempting 
to help, but might even be to increase their public relationship.  
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6.3 Knowledge sharing 

6.3.1 Knowledge sharing & Web 2.0 

There are several differing opinions regarding the importance of knowledge sharing, and there 
are differing motivators promoting and not promoting being involved in sharing your 
knowledge (Foss et al., 2010, p.169). Knowledge sharing is often a strategy used by 
organizations to keep the knowledge within even if the knowledge keeper leaves. Since 
sharing information or knowledge is the actual basis of the case study organization, and 
therefore of great importance for there continued growth and future. There is however a 
difficult aspects of knowledge sharing and knowing how to motivate the knowledge keeper to 
share his or her knowledge and therefore lose his or her edge. According to Foss et al. (2010, 
p. 168) many employees does not see the positive outcome of sharing his or her knowledge 
since there is no direct positive outcome. However, when it comes to Equalisters, we argue 
that the type of knowledge sharing that is executed could be expressed as a combination of 
information sharing and knowledge sharing, and has an immediate affect with immediate 
response, which is why the accommodators, i.e. employees, see the value of sharing the 
knowledge or information. 
 
There have been individuals critiquing the knowledge sharing of Equalisters, amongst the 
critique we have observed has been from a former clients of the organization whom stated that 
the quality of the lists are not high enough and that it is because of the extensive knowledge 
sharing approach of the organization. Additionally, another individual had contacted 
Equlisters asking to be deleted from a list because she did not feel comfortable in the 
expertise someone had given her. These are some of the negative factors of the extensive 
knowledge sharing of Equalisters, knowing whether or not the information is of high quality 
and professionalism is unclear since the organization does not have resources to quality check 
each name on every list. One former client suggested maybe the organization should take 
charge for the accommodators to be allowed to post on Facebook. It could be argued that 
these individuals do not see the immediate positive effect of the knowledge sharing and 
focusing too much on the quality rather than the societal change. 
 
In regard to the Equalisters, we consider the motivator of the clients, accommodators and the 
Equalisters to be mainly intrinsic. The intrinsic reward given to the accommodators 
contributes to the organizations knowledge sharing business model. When Equalisters receive 
recognition or rewards they make sure to include all the accommodators in their work. 
Additionally a weekly status update with summaries of all the accomplished lists of names of 
the week and a sentence stating (Rättviseförmedlingen, 2013): 

 
“We would not be here without you.”  

 
The statement above is something that we believe adds to the accommodators’ intrinsic 
reward. Furthermore the accommodators know that they are involved in creating a better 
Sweden and as the Equalisters continuously receive prestigious awards such as the Titan Egg 
etc. The authors of this thesis also consider the rewards that the organization gains as extrinsic 
rewards. Even though the rewards are not material statues to put in the all the 41 000 living 
rooms we believe they can be considered to be material enough for the accommodators to 
feels appreciated and rewarded.  
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However, it seems like Equalisters are aware of the importance of keeping the organization, 
its purpose and core up to date as well as thanking the people involved. During the interviews 
they continuously said how much they appreciate their accommodators. According to the 
status updates on the Facebook page the authors of this thesis believe this is the way the 
Equalisters enhance the intrinsic rewards of the accommodators as well as their clients. On 
May 16th 2013 the Equalisters posted a status-update stating how much they appreciate their 
accommodators giving them an intrinsic reward to satisfy their need of belonging. Moreover, 
the purpose of the status update was to thank the clients utilizing Equalisters which, we 
believe added to their feeling of accomplishment, not only did they receive aid for free but 
also an official recognition and good PR from a marketing perspective. 
 
In regard to Equalisters or similar NPOs, the authors argue that the risk of losing the reward is 
somewhat insignificant as the reward is to create a societal change and making the world 
more equal. Lina, however, stated that she is worried of a future where the organization will 
lose its touch and core focus. Which is why she is firm in keeping the core service free of 
charge while trying to make a profit from some other source. Additionally, some of the clients 
of Equalisters have also been accommodators at one point, and according to them the intrinsic 
reward is something immeasurable that gives them a sense of accomplishment and belonging. 
Since the amount of accommodators and organizations utilizing them is growing continuously 
the authors observe a good strategic choice in the business-model when utilizing their status 
updates as intrinsic rewards. However, there are always ways of enhancing the 
communication, as the business is Web based and they have an interactive business model 
they have to continue to develop to be able to stay ahead of the curve.  
 
Additionally their communication-skills can be measured by the adjective we received from 
the clients of the organization.   
 
“Open, Effective, Equality, Important, Optimistic, Constructive, Direct, Eye Opener, 
Generous, Norm-breaking, Innovative, Helpful, Quick, Straightforward, Adjustable, Current, 
Interactive, Unprofessional ”  
 
Some perceived the organization to have an unprofessional approach, this was mainly linked 
to the lack of quality checking in regard to the lists, the adjustable was referred to the fact that 
the Equalisters are adjustable in forms of new technologies and approaches. Effective was in 
regard to the fact that the organization had replied to the request quickly as well as provided a 
list of people quick. However, we believe this is one of their weakest points since we believe 
the quality and professionalism is connected to quick and not thoroughly produced lists. 
Furthermore, we observe that most of the adjectives is what represents the organization, 
which indicated that they have successfully communicated their business, goals and aim of 
the organization to its clients.  

6.3.2 Knowledge sharing within the organization 
The concept of knowledge sharing could also be connected to the official organization itself, 
with official organization we aim to express the unpaid interns, the CEO, the community 
manager and project leader and the founder. Equalisters have managed to utilize interns as 
their main workforce, when we were at the office in Stockholm there were about 6 interns 
working on differentiating parts of the organization. None of the interns are paid, which we 
consider is an economically clever move by the organization in regard to their financial 
situation. Since the organization has received extensive positive media coverage, the young 
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professionals feel motivated to work for free. We have observed a high motivation in forms of 
intrinsic rewards for the interns. 
 
As aforementioned there is an intrinsic reward the accommodators and clients receive by 
being part of contributing to society, the same goes for the official organization. The founder, 
CEO and community manager and project leader all receive immediate extrinsic rewards in 
forms of paychecks and awards and additional positive attention in media for starting the 
organization as well as expanding the network to over 41 000 accommodators. All of the 
aforementioned are boosters to keep the organization going, however, as stated earlier, we 
want to add the interns to the official organization, regardless to them not being paid for their 
services. 
 
As Lina stated they have high turnover in regard to interns, which is something they try to 
maintain. She believes the knowledge and perspectives gained from the interns are worth a 
lot, which also comes through when they announce available internships. The three key 
individuals of the organization Lina, Frida and Sofia all agree that each one of their interns fill 
a knowledge-vacuum within the organization, which is also communicated to the interns. 
Below you can see one of their internship announcements stating that they are in need of 
people having expertise within differing fields. The announcement below is a print screen 
from the 8th of January 2013. It was collected from their Website: rättviseförmedlingen.se. The 
text expresses what types of qualities the intern is desired to hold and what type of expertise. 
Additionally, since the organization has received a lot of female applicants they encourage 
others to apply as well. This announcement was well appreciated by the unpaid interns at 
Equalisters in the spring of 2013. The announcement is as follows: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
!

.JKLMN!""!b!1MN!`YL!YLM!JVRNMVc! (Developed by the authors) 

In regard to the topic of knowledge-sharing, Foss et al. (2010, p.169) states that knowledge 
sharing is often not appreciated amongst the employees, because keeping the knowledge 
seems like a larger gain than losing the knowledge by sharing it. Additionally, they state that 
many employees approach the system of sharing the knowledge as a version of losing ones 
expertise, and therefore a possible intrinsic and extrinsic reward. However, in regard to 
Equalisters unpaid interns they consider sharing their knowledge, perspective and information 
as a contribution to society, which in return is a positive intrinsic reward. Additionally, they 
see a change in society every week in terms of more organizations wanting to utilize their 
services. Hence, more organizations are starting to comprehend the hidden and unhidden 
inequalities within the Swedish media and business world. Therefore we would have to 
disagree with Foss et al. (2010, p.169) regarding the employees disapproval of knowledge 
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sharing. What seems to be the largest contribution for this NPO is the approval and consent 
given by their interns and accommodators. 
 
In addition, as Davenport and Prusak (2005,p.2) states, there is a difference in knowledge 
sharing and information sharing, and in regard to the official employees of Equalisters it 
would be considered to be knowledge sharing. Moreover, in regard to the accommodators we 
have approached the business strategy as somewhere in between information sharing and 
knowledge sharing.  

6.3.3 Organization-Public Relation 

Additionally in relation to the term of OPR the authors of this thesis perceive the 
accommodators as employees of the Equalisters. Where the NPO is dependent on having a 
good relationship with their accommodators to be able to spread the word to ensure a growth 
of the network as well as the companies acquiring their services. In terms of having a good 
relationship with the accommodators, Equalisters need to keep a high OPR to ensure a good 
word of mouth. The authors of this thesis argue that creating a good word-of-mouth for Web 
based NPOs like Equalisters is essential, especially since all communication with ‘employees’ 
and clients are through is Web based operated. This means that all of their clients and 
employees are familiar with the possibilities of Web 2.0 and that they spend a fair amount of 
time on forums and social-networks. Therefore we argue a good word of mouth is essential 
for a future growth in terms of more accommodators, i.e. employees, and more clients. 
 
Reis et al. (2010, p. 169) stated that: 
  

“Communication is one of the structural elements of strategy.” 
 
Which is a good conclusion to this section, the doors Web 2.0 opens to communication 
between consumers and organizations as well as employees and managers is of immense 
importance for an organizations survival. 
 
The problem of negative word of mouth for Web based organizations and in regard to Web 
2.0 brought up by Bach and Kim (2012, p.60) is something the organization needs to be aware 
of. In the article they state how the negative word of mouth regarding material-products or 
services of companies is easier to access through the Web 2.0. Since Web based word of 
mouth is easily uploaded and shared with limitless individuals in comparison to the traditional 
type of word of mouth where the likelihood of the message reaching a mass was unlikely 
(Kucuk, 2008, p. 6) there is a very high risk in keeping a business purely Web based. The 
authors agree with Kucuk (2008, p.6) as he argues there are several disadvantages and larger 
risks, as the consumer might not be aware of other positive aspects of the services or products 
provided. Since the Equalisters work is mainly based online it is crucial to know how to get 
the message across in a good and timely manner without losing the OPR and the positive 
word of mouth. 
 
However, in regard to Equalisters the word of mouth we have acquired by talking to their 
clients has only been positive. Additionally, they have all stated that since neither the clients 
nor accommodators spend finances on the services acquired from the Equalisters they do not 
expect anything. According to the official employees of Equalisters the only bad press they 
have received so far has been from people disagreeing with their mission, and those are the 
types of people they do not need on their side anyway. 
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As Dozier et al. (2002, p.85) stated the value of OPR has been recognized from a cognitive to 
a behavioral level. Additionally he states that organizations function much more efficiently 
when they receive immediate feedback from its clients. In regard to Web based organizations 
such as Equalisters, their immediate feed-back is instant, they post a post and within 2 hours 
they have about 100 ‘likes’ and several comments. This immediate response gives them a 
great advantage to correct possible errors. If a post would not get as many ‘likes’ or comments 
as they usually do they have the ability to enter a post and adjust the language according to 
the post that did get a lot of response. With this possibility the organization can continuously 
develop, grow and improve. 
 
Additionally, according to Cutlip et al. (1994) the success or failure of an organization can be 
based on whether or not the public relations are executed well. Furthermore, Ledingham et al., 
(1999, p. 181) says that public relations add to the value of the organization. With this in mind 
the success of Equalisters can be traced back to the previous experiences of the organizations 
official and paid employees. All three of the interviewees has extensive experiences within 
PR, the owner and founder has her own PR firm, the CEO has worked within media several 
years and the community manager and project leader has worked as a producer of one of 
Sweden’s most popular radio programs as well as an annual fundraising called Musikhjälpen. 
Their previous experiences add to their edge and the success story of Equalisters. 

6.4 Small business benefits through Web 2.0 
As Leonardi and Barley states knowledge-based organizations are increasing, this increase is 
closely intertwined with the emergence of Web 2.0 and the easily accessible communication 
aids. (Leonardi & Barley, 2010, p.3;Waddock & McIntosh, 2011, p. 307) The reasons for 
Equalisters to be created a January morning were the easily accessible Facebook and the easy 
creation of Facebook groups. (Levy, 2007, p.125; Solomon & Schrum, 2007, p. 8; Wirtz, 
Schilke & Sebastian Ullrich, 2010, p.276) According to the founder, Lina, her frustrations 
regarding gender inequalities in Sweden lead her to utilizing her network of friends and 
connections to establish the Facebook group of Equalisters. It started with herself and as her 
friends and friends of friends entered the Website and agreed with the message the group 
started to grow. According to Mumford (2006, pp.333-336), the Web-based types of business 
are increasing since it can serve a business goal as well as a social goal, additionally, it is cost 
efficient and easily accessible from wherever you are located. 
 
There are researchers stating that effective usage of Web 2.0 gives great promise for 
businesses because it allows a larger market access in terms of more potential clients, which 
would benefit into more sales and more revenue (Pflughoeft et al., 2003, pp.471-472). In 
terms of Equalisters this could be considered to be very true, would it not have been for Web 
2.0, the creation of Equalisters would have been much more complex and expensive. 
Moreover, the business model of being purely Web based, knowledge based with a 
crowdsourcing focus and non-profit would not have been possible.  The amount of 
information the organization gains in only one hour from over 40 000 accommodators would 
not have been possible to accomplish without the access of Facebook and Twitter. The 
interactivity of the Web 2.0 gives the business model an extra edge, which the community 
manager and project leader, Frida, perceives is one of the organizations most unique qualities 
(Campbell et al., 2011, p.87). 
 
Additionally, the clients stated that the fact, that the Facebook page of the Equalisters is 
interactive is what drew their attention. Moreover, they expect more organizations’ to pop-up 
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with a Web-based business model because they consider most of their clients to spend a lot of 
time online. Chaffeys’ (2007, p.393) also stated that Web based businesses might be proven 
profitable, because of its easy access as well as its cheap operational costs. This, however, 
puts more pressure on the Equalisters, since they are pioneers within their business model in 
addition to being an NPO. They must keep changing and developing to stay successful and to 
fit in with the public and their clients (Waddock & McIntosh, 2011, p 306; Wirtz et al., 2010, 
p.273). 
 
Additionally, the possibilities of reaching a large number of people in an efficient manner 
both cost-wise and time-wise are qualities that motivated Equalisters existence (Denyer et al., 
2011, pp. 381-382). 

6.5 Future finances of the Non-profit organization 
The term NPO refers to organizations where the financial profit is not the main goal, however, 
even Social entrepreneurships can be described as organizations, businesses or firm with not 
the financial goal as the main object (Austin, Stevenson, & Wei-Skiller, 2003, p.3; Boschee, 
1998, p.4). In terms of the Equalisters, the idea started with ensuring more women taking their 
place in   business and media, i.e. getting more women to appear in the spotlight. The 
organization can be defined to be within the phenomena of Social entrepreneurship, and more 
specifically a NPO. Additionally, when a person with an entrepreneurial spirit starts a NPO 
the results are slightly different, and the phenomenon of social entrepreneurship is entered. 
The entrepreneur is often known to have a profit-driven personality and since the entrepreneur 
is highly motivated by success it will ensure the NPOs success. Additionally, to create a 
successful business the business has to stay competitive and ahead of everyone else, hence it 
will form strategies for the business (Boulton et al., 1984, p. 357). In regard to the Equalisters, 
their portfolio of clients has become more varied and a larger percentage is using them now, 
than they have previously, the increase of clients has been about 20%. However, since the 
organization is not charging for any of their services other than their lecture the revenue 
gained from the increase of clientele is not really relevant from financial perspective unless 
the organization realizes the emergency of the situation and starts charging for their services. 
 
When interviewing their clients we approached the questions of having to pay for the services 
provided by Equalisters, a majority of them stated that they would only pay for the service if 
the quality of the lists were improved. One participant stated that he or she no longer needed 
to contact them, because now he or she knew how to locate these hidden people and how to 
break norms. In regard to what Equalisters want to accomplish this would be fairly positive, 
since they want people to start thinking a certain way as well as their plans to evaporate by 
year 2020. If they did evaporate, it would require having implemented their opinion in a 
majority of individuals to be able to accomplish their goal, hence, having people not returning 
could be considered something positive. This is however, from a purely NPO perspective, 
what we have come to understood in regard to the case study organization from a business 
perspective is that they want to find a way to make it profitable, without losing the attraction 
and media coverage because of their accommodators. 
 
According to Thomspson (2002, pp. 413-414) being a social entrepreneur does not disregard 
the value of creating financial profit, and even though Lina and other employees of 
Equalisters does not want to shift their focus from opinion forming to financial gain they all 
seem to be aware of the importance of ensuring a financial profit. The question still standing 
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is though, how? How will this organization continue to exist if they do not want to risk 
harming the formation of opinion by charging clients or accommodators? 
 
We believe this can be accomplished by a variation in their services or product portfolio, in 
April of 2013 one of the Equalisters interns started with a project called “Adopt a list”, this 
referred to organizations paying an amount to be able to put their banner or logo on a list that 
is provided on Equalisters Web-page. The list referred to is a list of professionals collected 
from a Facebook announcement by the Equalisters, each list is within its own field of 
profession, expertise, experiences etc. Since the lists are free of charge for all organizations, 
and available for everyone to see this would work as somewhat of a CSR strategy for 
organizations. At the point being the organization has not allowed many companies names to 
be on announcements or in any relation to the organization, this because of the fact that it 
would be good PR for the companies to be associated with Equalisters, and if they would 
promote a company it should be regarded as PR work, or marketing for the specific 
organization, i.e. they should charge an advertising fee. The strategy of the lists might 
however not be as profitable as the organization expects, this because the lists are free as they 
are, and commercial companies are very revenue focused, therefore they could find a CSR 
strategy where their revenue would increase along with the CSR campaign. 
 
The reasons being associated with Equalisters would be considered CSR in our perspective is 
because their goal is to create a more diversified business and media world in Sweden, a more 
diversified business and media world is something we consider to be more sustainable. 
Having a larger variation of people being able to work, within differing fields of work and 
having these individuals working within their fields because they want to do it and not 
because of norms telling them that because of their gender or ethnicity they should not 
perform a certain job. This would make every business more profitable, since the people 
working at the business would be happy working with their chores. Therefore, because of the 
sustainable aspect of Equalisters aim it can be considered a business with a CSR angle, that 
companies or media could utilize as their CSR project to promote themselves. Since 
Equalisters have gained extensive media coverage, many Swedes within business and media 
know of their work and the Equalisters have received a lot of appreciation for their 
accomplishments, both official rewards and personal emails thanking them for their efforts. 
 
The organization is one of the only organizations in Sweden with the same aim and online-
based business strategy. However, regardless to them being first movers, i.e the primary 
movers on this type of market, there are indications that similar organizations might pop-up. 
Even though the organization decides to charge their clients or accommodators for the service 
provided, they need to continue to advance, adjust, change and develop to ensure their 
competitive advantage in relation to both competitors but also in relation to keeping up with 
the changes in the environment to stay attractive in the eyes of accommodators and clients. 
(Waddock & McIntosh, 2011, p 306; Wirtz et al., 2010, p.273). We argue that their business 
is a new and emerging business, and that the easily accessible Web 2.0 is a threat for the 
organization because it provides firms with new time efficient ways to do business (Levy, 
2007, p.125; OECD, 2001, pp.14). 
 
Another area to examine in relation to the financial perspective is social venture capitalist, 
since they take the roles of investors for NPO. Social venture capitalists do not prioritize 
financial profit, which is why they invest in movements such as NPOs that strive for societal 
change. In addition, since NPOs often do not have the financial resources to stay alive, social 
venture capitalists can provide financial aid. According to Weerawardena et al. (2010, p. 346) 
NPOs often utilize a unique operational model of having multiple stakeholders to be able to 
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utilize more resources to accomplish their goals. In regard to Equalisters the social venture 
capitalist or as Weerawardena et al. (2010, p. 346) states, the stakeholders would be external 
donations and contribute with expertise knowledge within management and marketing. There 
social venture capitalists can also be seen as organizations making donations to NPOs as their 
CSR work, which was highlighted previously. According to Antoci et al. (2006, p.786) there 
are organizations that donate finances to NPOs as their CSR work, which is something we 
have observed in regard to Equalisters. However these organizations are not equivalent to 
Social venture capitalists since they donate to gain positive reactions from their clients.  
 
It could be an advantage receiving finances through donations for Equalisters, however, the 
organization could also be harmed by it. Lina stated that when receiving money through 
donations the NPO must consider what the company or individual is standing for and if it is 
compatible with the organization. Additionally, when an individual or organization donates 
resources, there is a risk of them expecting something in return. These expectations might be 
having the donation become public knowledge for marketing gain but also from business 
perspective or that the company might want to have a say in how business should be done, 
and eventually the core of the organization will have evaporated. The Equalisters accept 
donations from different sources today, however the amounts are not large in the sense that it 
can keep them going for a longer period of time. Furthermore, the donations gained and the 
applications to apply for donations or financial support are very time consuming, hence, often 
not worth the effort of applying. According to the founder of the case study organization, the 
time it takes to apply for financial support, in addition to the amount of time spent to 
accomplish the goals required to gain the support is not efficient in time not resources.  
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(Designed by the authors, 2013) 

7. Conclusion  
This following chapter will provide the reader with the concluding remarks the authors have 
reached by analyzing the theories in relation to the collected data from the observations, 
interviews and documents. The authors will start with a presentation of the concluding 
remarks of each one of the sub purposes presented in the introductory chapter followed by a 
final conclusion of the research question. 
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7.1 Research question and purpose  

The main purpose of this thesis is to answer the following research question: 
 
How can a purely Web-based Non-profit organization in the start-up phase continue its 
growth? 
 
Since the research question is phrased with the word growth, which can be approached 
through different perspective the authors chose to phrase three sub-purposes to be able to 
answer the research question from several perspectives. To be able to answer the sub-
purposes the authors conducted a case study towards a Swedish NPO called Equalisters. The 
gathering of information and data was through qualitative interviews with the three key 
individuals of the organization, in addition to the key individuals the authors conducted 
interviews with 6 clients of the organization to gain a clients perspective.  
 
The aim of choosing the elected case study organization and conducting a qualitative study 
was to give the authors an insight within the phenomenon of a purely Web-based NPO and its 
clientele, to be able to conclude whether or not profit is out of the question within the 
aforementioned new types of NPOs. The authors approached the empirical findings from a 
deductive approach where the finding was analyzed from existing theories within the areas of 
entrepreneurship, small business growth, knowledge sharing and Web 2.0.  
 
The general purpose of this thesis was to increase the understanding and knowledge of the 
possibilities of a new type of purely Web-based NPOs and its possibilities to growth and 
generating financial profit. In addition, the authors aim to have provided the reader with a new 
way of approaching societal change in forms of business.  

7.2 Sub-purpose 1: We aim to examine the attitude towards making a 
financial profit for Non-profit organizations 

The organization of Equalisters aim is to contribute to societal change with the aid of people 
and knowledge sharing. This is quite differentiating from other types of NPOs where they 
collect monetary aid to contribute to societal change. By investigating, interviewing and 
observing the Equalisters we believe that their differentiating way of contributing to societal 
change is one of the main reasons for the disregarding of financial needs at Equalisters. The 
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following conclusion will be a general conclusion for organizations within the same field of 
work as Equalisters, as well as the same way of approaching societal change i.e. by helping 
people through public knowledge rather than collecting financial aid to help people in need. 

 
We have observed conflicting incitements for financial profit for organizations like the case 
study organization. The attitude towards making a financial profit for NPOs are differentiating 
dependent on what type of NPO it is. Since the case study organization has had a different 
approach to the problem with low financial expenses by operating through Facebook and 
Twitter the emergency of financial profit has not been as tangible and therefore the focus has 
not lied in making a financial profit. At the current stage of the organization there seems to 
have occurred a realization of a need for finances to be able to contribute to societal change in 
the long term. Additionally, we have observed objectives to turn the NPO into a profitable 
business to be able to make it grow. Moreover, the CEO has educational experiences as well 
as work experiences within organizational finances, which we believe, is why she has a 
deeper knowledge of financial revenue being a prerequisite for the existence of the 
organization. 
 
Another conflicting attitude we have observed is the risk of losing the formation of opinion 
the organization is aiming for, this aspect is intertwined with their approach of how to 
contribute to societal change. Since their source of power and influence lies in the hands of 
their accommodators and the amount of companies, individuals and organizations utilizing 
their services, their entire business is based on having the services free of charge. Therefore, 
wanting to make a profit as well as not wanting to charge for any of the services seems 
conflicting from our perspective. Furthermore this is why we have realized the only way of 
organizations like Equalisters to actually make financial profit, to be able to stay alive and 
contribute to societal change is by creating side services or products to promote for financial 
gain, instead of the core services. Regardless to the approach of Equalisters we have observed 
a general openness towards paying for their services, the only requirement from the clients 
have been to quality check the lists before finalizing them. If the organization received a 
financial profit for doing this they would be able to spend resources, i.e. time on quality 
checking the lists. We therefore, argue that the organization should reconsider not charging 
for any services, or creating profitable side-products to finance the whole organization. The 
profitable side products should however be profitable in regard to time spent to execute the 
service or create the product and monetarily profitable. 
 
In conclusion we have observed a positive attitude more related to a need of finances rather 
than the regular entrepreneurial motivation of making a profit for personal gain. 

7.3 Sub-purpose 2: We aim to examine an organization within the 
phenomenon of social entrepreneurships approach to long-term goals  

We argue that NPOs often do not consider the long life aspects of their organization when 
starting it. The aim is to stay alive until they have contributed to the societal change they were 
aiming to contribute to. However, when approaching a business strategy from a non-profit 
perspective we argue that one disregards the financial needs of a business survival. 
Everything from ensuring the volunteers, employees and other people involved are able to 
survive i.e. get paid to being able to pay for the operational costs, are factors one needs to 
consider to be able to have long term goals. The one long term goal the case study 
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organization has is to not be needed by year 2020, however to be able to accomplish this we 
believe they need resources to finance cost of employees, operational costs and research costs. 
Having a purely Web based operation eliminates some of the costs, however, the need of 
employees with IT knowledge and other specific knowledge is needed and might cost more 
than non-experts within IT if not having a purely Web-based business. However, since the 
case study organization seems to have entrepreneurial spirits operating it there is a difference 
in their ways of approaching long-term goals. As researchers have stated an entrepreneurial 
spirit is more profit driven than a non entrepreneurial spirit, as we aruge that a social 
entrepreneur often has an entrepreneurial spirit we believe these types of businesses have a 
more realistic focus on long term goals and how to be able to approach them. At the point 
being the case study organization has a three-month survival perspective, we believe this is 
because they have not had a main focus on how to make a profit to be able to stay alive in the 
long term. As mentioned earlier the organizations focus has been to make societal change and 
not a profit, we argue that this has resulted in the fact that the organization currently is in a 
three-month-survival situation. The three-month situation is referred to their knowledge of the 
existence of the organization three-months ahead of time but not further. 
 
The fact that the case study organization has over 41 100 followers, i.e. accommodators and 
has received extensive media coverage is because of the strength of the organizations core 
value of people having equal work-conditions regardless of ethnicity, gender or physical 
conditions as well as their strong opinion leader. Even though many researchers believe a way 
to keep a competitive advantage is by diversifying the product portfolio the case study 
organization strongly disagrees. They believe if they broaden their population they will lose 
the core of the business, hence, lose their long-term goals.  
 
We strongly agree with this aspect of their business approach, and argue that organizations 
equivalent to the case study organization have a positive, but at times, unrealistic approach 
towards long-term goals. As aforementioned we have observed the case study organizations 
approaching their long-term goals on how to solve the societal problem of their business but 
not from a business survival perspective, purely from a societal problem solving perspective. 
This is something we argue needs to be reconstructed to know how to keep the organization 
alive to be able to accomplish the long-term goals.  

7.3 Sub-purpose 3: We aim to examine the attitude towards knowledge 
sharing within Web-based Non-profit organizations in the start-up phase 

When analyzing the approach of knowledge sharing we highlighted the intrinsic and extrinsic 
rewards achieved and aimed for. In addition, the work of Equalisters and equivalent 
organizations provide the employees, interns, clients and accommodators with an immediate 
intrinsic reward. This is by having them realize they are a part of something larger, which we 
have observed results in a positive attitude towards knowledge sharing. The evidence of 
negative attitudes towards the knowledge sharing aspect of the Equalisters seems to be related 
to the quality of the lists rather than loss of information for the employees, which was what 
Foss et al. (2010, p. 168) argued was what the general negative approaches boiled down to. 
 
By providing the people involved in the organization e.g. employees, interns, accommodators 
and clients, with a proof of immediate changes or effects of their work the need of intrinsic 
reward will be fed. Moreover, by feeding the need of intrinsic rewards the organization will 
ensure the positive attitude towards knowledge sharing. The fact that the approach of 
knowledge sharing is in regard to a NPO, i.e. an organization aimed to provide positive 
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effects to society and make a change gives the individuals involved in the work a 
differentiating motivation in regard to why they share their knowledge. Additionally, we have 
not observed individual accomplishments or individual extrinsic rewards to strive for in 
regard to the people involved in the organization, the motivation is the societal change and 
improvement, which adds to reasons for the positive reactions towards knowledge sharing. 
Furthermore, the case study NPO is in its start-up phase, where change happens quickly, 
therefore we argue that to keep the positive reactions towards knowledge and information 
sharing the organization needs to keep providing the people involved with facts, proof and 
additional information showing the changes made because of their involvement. This will 
enhance the motivation and keep the approach towards knowledge sharing highly positive.  

7.4 Overall conclusion  

To finalize the conclusions of the sub-purposes to answer our final research questions we 
argue that a purely Web based non-profit organization can grow both financially and 
operationally through differentiating procedures. The organizational growth will continue its 
growth with the aid of immediately connections to the fact that the employees, 
accommodators, clients and volunteers do make a difference in society, which results in 
intrinsic rewards. Additionally the fact that a NPO is purely Web-based, specifically 
Facebook and Web-page based, adds to the possibilities to make a financial profit since it is 
an easily accessible service provided free of economical expenses by the organization and the 
people involved.  
 
In addition to this, we believe a financial profit is accomplishable without harming the core of 
the business by developing side services or side products such as quality checks for the lists, 
consultancy work with the aim of observing inequalities within the companies or firms, 
financially supporting the organization by “adopting lists” and by creating an identification of 
the organization as an investment to corporate social responsibility-work for companies and 
firms. Moreover, utilizing social venture capitalists is another approach to increasing finances. 
However, as mentioned in the analysis, there is a risk with involving more people to 
organizations since the core might have to change as a result of the financial support. 
Therefore we strongly believe the aforementioned side services and products are more in line 
with keeping the organizations core objective uninfluenced. 
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 (Developed by the authors, 2013) 

8. Implications & Recommendations 

In the following chapter the authors will present the theoretical contribution and provide the 
case study organization and equivalent organizations with recommendations to contribute 
their future growth with the aim of filling the practical gap in this thesis. Additionally, the 
authors will provide suggested recommendations for theoretical future research.   
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8.1 Theoretical contribution & Future research 

8.1.1 Theoretical contributions 

Since our study is based on one specific NPO our theoretical contributions are specific 
towards the case study organization, Equalisters. However, the theoretical contributions could 
be implemented by NPOs within the same field of business, organization structure and 
operational technique. The case study organization has contributed with proof of positive 
attitudes towards knowledge sharing amongst employees that see an immediate contribution 
in society as a result of their knowledge sharing. In addition we have contributed with 
qualitative proof of a new type of Web-based businesses with a core within knowledge 
sharing through Facebook.  
 
Moreover we have added information regarding how the intrinsic rewarding and immediate 
proof can affect the public and employees to contribute with their knowledge and information 
to help society. This is largely differentiating from intrinsic rewards in relation to businesses 
and for-profit organization. In terms of this specific NPO the reward is to help society become 
more equal with the individuals internal knowledge or information.  
 
Furthermore, an aspect of the obstacle of making a profit for NPOs in terms of opinion 
forming has been highlighted. 

8.1.2 Future research 

By only focusing on Equalisters we have disregarded other organizations within the same 
field of work, however a possible future research might be to compare Equalisters with either 
equivalent organizations or other non-Web based NPOs to observe the possible different 
approaches to knowledge sharing, financial profit and growth. Additionally we have observed 
the obstacle of harming the formation of opinion in regard to making the case study 
organization profitable, this is another area we would have liked to see research in. In other 
words, a research focused on how formation of opinion in regard to societal change is affected 
by financial profits for the opinion forming organization or leader. Moreover, another aspect 
we observed which would be an interesting area of research is whether or not growth is 
ethically correct when talking about NPOs. 
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8.2 Recommendations to Equalisters 
 

! Partnerships Universities: To continue a spreading of the mindset of Equalisters we 
recommend the organization to develop a long-term partnership with a private college 
to implement the mindset of Equalisters to students. By implementing the mindset to 
soon to be graduates whom are soon to be executives, journalists and other officials, 
the organization will have spread their message onto several workplaces. Moreover, 
this will result to several companies, newspapers and firms possessing employees with 
a certain way of thinking, i.e. the message of Equalisters will be implemented to 
several firms organization and newspapers without having to invest too much 
resources and time into the work. 

 
 

! Information portfolio: There is no time efficient transfer system for newly incoming 
interns at Equalisters today. Therefore, we recommend the case study organization to 
motivate existing interns to create an information portfolio, to leave as a heritage of 
what they have accomplished. This information portfolio should include detailed 
work-instructions and information regarding each interns responsibility. An 
information portfolio will help Equalisters in the long term to be able to maximize 
their resources in other necessary areas such as client relations and brand 
development. Additionally, this portfolio will add to the aforementioned intrinsic 
reward to ensure the intern has a positive emotion of having worked at Equalisters, 
since he or she has listed all her or his accomplishments to be proud of. 

 
 

! Business intern: The current lack of finances forces the organization to make a 
change, we have observed a slim knowledge of business within the employees and 
interns at the organization. Therefore, we recommend the organization to develop an 
internship for a business student at an advanced degree level. We believe that by not 
having business interns Equalisters lose an important perspective which is the business 
economic perspective. The business intern will add expert knowledge within business 
and continue to develop strategies and a business plan for the organization to bring in 
monetary funds, which will ultimately lead to a sustainable and long term 
development of Equalisters. 

 
 

! Ambassador: The lack of officially appointed ambassadors of the organization leads 
us to the following recommendation for Equalisters to appoint interns to future 
ambassadors after completing their internship period. This ambassador concept should 
stretch during a half-year period after leaving his or her ambassadorship to the next 
intern within the same field. This ambassador landscape will contribute a spreading of 
the organizations mindset among university students and in the long-run to the society 
in whole.  

 
 

! Database: To make the work of Equalisters more efficient we suggest them to develop 
a database where an organization, company or firm can access more selected 
information. The database would be constructed by an IT intern, and put into the 
aforementioned information portfolio to help the new IT intern. We recommend 
Equalisters to provide these organized lists for organizations willing to pay, and that 
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these lists have gone through a quality check before. The lists free of charge will still 
be offered.The organized ones will be developed by quality checking the broader lists, 
that are currently free of charge.  
 

! Side-services: We recommend Equalisters to expand its core services to facilitate the 
organizations financial situation. This could be accomplished by having companies 
connecting the Equalisters with CSR work, adding products or adding new services. 
The aforementioned database is a version of the side services we recommend. The side 
services should not negatively affect the core of the organization but simply act as side 
services provided in case an organization, firm or company wants to utilize them. The 
finances received from the side businesses could be invested in the organization to 
increase the needed resources.  
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Appendix 
In this section we provide the reader with the actual mission statement in Swedish as well as 
E-mails requesting interviews with Equalisters and their clients. In addition the section is 
provided with two interview guides, one to Equalisters and one to the clients. 
 

Appendix I 

The mission of Equalisters in Sweden 
 
”Rättviseförmedlingen synliggör kompetens. Arbetet går ut på att ta konkreta och konstruktiva steg för att 
korrigera skevheter som bygger på stereotypa föreställningar om bland annat kön, ursprung och fysiska 
förutsättningar. Vår främsta metod är efterlysningar och tips i sociala nätverk. Vi arbetar för en rättvis 
representation i ett jämlikt samhälle där vårt mål är att medverka till samhällsförändring så att verksamheten 
kan läggas ner år 2020 (för att den inte längre behövs).” 
 

Appendix II: E-mail to Equalisters 

Hej Frida! 

Vad roligt att ni tycker detta känns kul, det gör verkligen vi med! 

Idag har Eden och jag varit hos vår handledare för att arbeta fram en översikt av vad vi kan fokusera på inom 
Rättviseförmedlingen. 

Ur ett vetenskapligt perspektiv, där vi måste medföra teorier och liknande från andra vetenskapliga artiklar, 
tänkte vi fokusera på ert Sociala Entreprenörskap och stärkande av kvinnans ledarroll i samhället. 
Här tänkte vi även trycka på vikten och värdet av att ha en varierad bas av anställningsbas, dvs. att ha både 
kvinnor och män av olika etniska grupper i ett företag och generellt i samhället. I detta avsnitt av strategier 
tänkte vi  
även att vi kunde baka in vikten av förebilder i samhället, eftersom att det är, som du sa, något ni arbetar med. 

Därefter tänkte vi röra oss mot det Rättviseförmedlingen kan dra mest nytta av, nämligen strategier för företaget 
att växa och lyckas ännu bättre med allt ni gör. I detta avsnitt vill vi gärna undersöka vart i själva utvecklingen 
det "stannar upp", som ni skriver på hemsidan. Närmare bestämt skulle detta avsnitt handla om att "tacka ja" 
inklusive andra strategier som kan gynna företaget. 

Än så länge är mycket i arbetsfasen, dock är ovanstående vår plan och det vi önskar att arbeta med! 

Något som är värt att nämna är att vår uppsats kommer att vara på engelska då vi blivit tilldelade en engelsk-
talande handledare. 

Hur tycker ni det låter än så länge?  

För att utveckla strategier och få en bättre inblick i företaget skulle vi uppskatta en träff med grundaren Lina 
Thomsgård, och även er andra som sitter på kontoret i Stockholm, är detta en möjlighet? 
 
Bästa hälsningar,  
Eden & Demet 
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Appendix III: Interview guide to Equalisters  

Inledande bakgrundsfrågor 
 

1. Varför startade du Rättviseförmedlingen? 
2. Skulle du kunna ge oss lite bakgrundsinformation om hur varje steg utvecklats i    
organizationen till där ni är idag?  

 
 
Socialt entreprenörskap och Non-profit organizationer 
 

1. Har ni en formulerad Mission & Vision? 
2. Skulle du kunna beskriva skillnaden mellan att driva ett Non-profit organization och 

dina andra företag? 
3. Hur balanserar du dina andra företag och affärer med Rättviseförmedlingen? Hur är 

organizationen strukturerad och fungerande idag? 
4. Har ni en öppen affärsstruktur på kontoret? 
5. Där ni öppet delar åsikter, tankar, kunskap om olika minoriteter osv? 
6. Hur kommer Rättviseförmedlingens arbete utvecklas när minoriteterna förändras i 

samhället? 
7. Finns det en risk att du blir mindre motiverad när det inte längre handlar om kvinnor? 
8. Finns det någon risk i er diversifiering? 
9. Ex Coca-cola enterprises  associeras ofta med drycken coca cola trots att de även 

ligger bakom Sprite, Fanta och en drös andra drycker? Gäller detsamma för er att det 
finns en risk i att folk associerar Rättviseförmedlingen till endast kvinnor i arbetslivet?  

 
10. Vilka är de största utmaningarna Du har att möta i framtiden? 

 
 

Tillväxt & Finansiering  
 

1. Har Rättviseförmedlingens tillväxt och omfång överskridit dina förväntningar ? 
- På vilket sätt?  

2. Hur har du själv hanterat framgången? 
3. Vad är framtidsplanerna för Rättviseförmedlingen? 
4. Har ni några planerade strategier ni kommer att fullfölja?  
5. Vilka är de största utmaningarna som Rättviseförmedlingen har att möta i framtiden? 
6. Tror du att Rättviseförmedlingen kommer finnas kvar trots att det nuvarande 

problemet förändras/utvecklas/försvinner?  
7. Har ni planer på att göra Rättviseförmedlingen till ett vinstdrivande företag i 

framtiden? 
8. Har ni planer på att skapa ett samarbete med organizationer inom närliggande 

områden? 
9. Har ni planer på framtida samarbeten med andra rekryteringsföretag så som 

Manpower, Academic Work etc..?  
10. Hur ställer ni i er mot att skapa en CV databas där olika målgrupper kan ladda upp CV 

och företagen därefter kan få tillgång till de mot en eventuell betalning?  
11. Hur ställer ni er till att endast dela begränsad information ”gratis” och annat mot 

betalning? 
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Avslutande frågor 
 

1. Har ni något utöver frågorna som ni vill tillägga?  
 
 

Appendix IV- E-mail to the clients of Equalisters 

Hej, 
 
Vi är två civilekonomstudenter som skriver vårt examensarbete vid Handelshögskolan på 
Umeå universitet. Examensarbetet är riktat mot Rättviseförmedlingen där vårt mål är att ta 
fram strategier som kan bidra till en finansiell trygghet för Rättviseförmedlingen. Eftersom 
det är en ideell organization som i dagsläget inte är vinstdrivande är vi i stort behov av 
information från många olika parter för att kunna utveckla strategier för 
Rättviseförmedlingens framtid. Hittills har vi intervjuat två andra kontakter till 
Rättviseförmedlingen och även samtliga tre huvudpelare i organizationen. 
 
Vår direkta kontakt på Rättviseförmedlingen har varit Frida Mörtsell, det är även hon som 
bidragit med kontaktuppgifter så att vi nu kan kontakta Er, vilket vi hoppas är OK för dig? 
Anledningen till att vi fått Era kontaktuppgifter är då vi undrar om Ni skulle vilja hjälpa oss 
med vår uppsats genom att svara på några frågor angående Er kontakt med 
Rättviseförmedlingen och hur den fortskridit. Intervjun tar högst 30 minuter, förmodligen  
kortare än så och skulle förslagsvis göras via Skype eller telefon. 
 
Skulle ni vilja delta i en intervju med oss? 
 
Detta är självklart helt frivilligt och vi skulle verkligen uppskatta om ni var villiga att delta i 
 en intervju med oss! 
 
Bästa hälsningar, 
Eden Berhane och Demet Ergun 
 
 

Appendix V 

Inledande bakgrundsfrågor 
 

1. Hur kom du/ni i kontakt med RVF 
2. Skulle du/ni kunna förklara hur rekryterings/värvnings-processen gick till i detalj, 

när ni använde er av RVFs hjälp? 
- Vad är skillnaden i jämförelse med en ordinarie rekrytering/värvning? 

 
Socialt Entreprenörskap och Non-profit organizationer 
 

1. Vilken påverkan anser du/ni att Rättviseförmedlingens arbete har på samhället? 
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2. Anser du/ni att Rättviseförmedlingens arbete är viktigt? och i sådana fall på vilket 
sätt? 

3. Vad är den största skillnaden mellan att arbete med en ideell förening som 
Rättviseförmedlingen och ett vanligt företag som har jämförbara arbetsuppgifter? 

4. Har du/ni stött på några svårigheter med arbetet mellan Rättviseförmedlingen och er 
själva som kan baseras på att de är en ideell förening? 

5. Har du/ni ställt några särskilda krav på Rättviseförmedlingen? 
6. Hur uppfattar du arbetsinsatsen som Rättviseförmedlingen utför?  
7. Har du rekommenderat Rättviseförmedlingen  till andra företag? 
8. Finns det något som du skulle vilja justera/vilja ändra på i/under 

anställning/värvningsprocessen? 
 
Tillväxt och Finansiering  
 

1. Har du några tips/rekommendationer för Rättviseförmedlingen gällande 
 deras framtida arbetsinsats? 

2. Hur hade du ställt dig till att använda dig av Rättviseförmedlingens tjänst om de tagit 
betalt för tjänsten?  

- Hade du fortfarande varit intresserad av att använda dig av 
Rättviseförmedlingen? 

 
Web 2.0 
 

1. Majoriteten av utlysningarna görs via Facebook och Twitter. Vad är er åsikt angående 
en Webbaserad verksamhet?  

 
 
Avlutande frågor 
 

1. Vilka tre adjektiv skulle du förklara RVFs verksamhet med? 
2. Har ni något utöver frågorna som ni vill tillägga? 
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