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Summary 
Most companies have some sort of business model showing how they operate their activities, 

resources, cost and revenues etcetera. What is becoming increasingly emphasised in today's 

business is however to integrate sustainability within the business model. Our research will 

therefore investigate how companies are attempting to make their business model more 

sustainable. We have chosen to focus on the mobile phone industry as reports have shown that 

they are a significant contributor to carbon emissions and electronic waste. With this in mind our 

research question is formulated as follows:  
 

"How is the mobile phone industry attempting to innovate their business models towards 

sustainability?" 

 

As we attempt to understand how the mobile phone industry is attempting to innovate towards 

greater sustainability, we have chosen to perform a qualitative study. The material we used 

consisted of reports and web pages as well as interviews with manufacturers of mobile phones 

and MNO’s. To analyse the material we had collected, we chiefly utilised a list of material 

concerns specific to the aforementioned mobile phone industry stakeholders, a proposed 

archetype system for classifying attempts to innovate the business model to become more 

sustainable and finally a tool for graphically presenting a business model and its inner workings. 
 

Our conclusions show what the companies we have interviewed are attempting to innovate in 

their business model. The innovations focus mainly on their partnerships, activities, resources 

and value propositions. By performing this study we contribute to the still young research area of 

sustainable business model innovation through providing a snapshot of what our interviewed 

companies are attempting to innovate at the time of our study. Furthermore it also contributes to 

the empirical use of the proposed sustainable business model innovation archetypes as we apply 

them to empirical data in an attempt to classify the data. Through performing both of these 

actions we also contribute a proposed way of classifying sustainable business model innovation 

within a business model through the combining of the archetypes and the business model canvas.
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1. Introduction 

In this Chapter we will introduce our thesis concerning the global issue of sustainability, as 

well as the importance of these issues in relation with the mobile phone industry and their 

business models. Firstly we outline the industry and the different business models, 

including sustainable examples of what we argue that we should have. Further on we 

discuss the research gaps, the problem definition as well as the purpose of our research. 

We finish this chapter with our theoretical point of departure, outlining relevant theories 

and their importance to our research. 
  

1.1 Preface 

The issue of sustainability generally is highlighted as a global issue, where we are currently 

using 50% more resources than the Earth can provide, and it is predicted that not even two 

planets can supply our resource demands in 2030 (WWF, 2012, p. 6). NASA (National 

Aeronautics and Space Administration) figures also point out the concerns over global 

temperature, where the temperature rise is 100-fold faster than it should naturally occur, 

where ‘business as usual’ is becoming non-viable for long-term economic growth 

(Salterbaxter, 2014, p. 6). A common definition from the WCED document called the 

Brundtland report defines sustainable development as that it should “meets the needs of the 

present without compromising the ability of future generations to meet their own needs”, a 

definition we have chosen to adopt (WCED, 1987). The prior discussion points towards the 

importance for this research, since sustainability is a key issue in the modern world. This is 

not only an opportunity for new innovation and competitive advantage for firms, but also 

crucial in helping the environment and society in maintaining our planet. Our research can 

therefore make a contribution in understanding how firms are attempting to be more 

sustainable with their business models, in other words, how firms are innovating their 

business models towards greater sustainability. 
 

To illustrate the significance of the mobile phone industry, it has been reported to be worth 

an estimated $303 billion in 2013 globally, with smartphone shipments exceeding 1 billion 

units (CCS, 2014, p. 4). Another report puts this industry into perspective with other 

consumer electronics, where in 2013 mobile phones made up 1.8 billion of the total 2.35 

billion consumer electronics shipped globally (Electronics TakeBack Coalition, 2014, p. 4). 

This exemplifies that the large size and scale of mobile business globally and thus can be an 

interesting field to study. Indeed the case to study this industry is argued for by Camponovo 

& Pigneur (2003, p. 2) in that there are strategic uncertainties, and more recently discussed 

by Xia et al. (2010, p. 1) the need for identifying new business models for the rapid changes 

in new mobile innovations such as smartphones and more advanced mobile services, 

including app stores. Relating these strategic issues with more recent ones concerned with 

sustainability for this industry, an example of this is the issue of large amounts of electronic 

waste being produced.  
 

1.2 Problem Background 
 

1.2.1 Sustainable Business Model Innovation 
Before investigating the mobile phone industry and how business is done within this using 

a business model perspective, a business model can be defined in a numbers of ways. 
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Osterwalder et al. (2005, p. 3) proposes a constructed definition of the business model 

concept, which is ‘a conceptual tool containing a set of objects, concepts and their 

relationships with the objective to express the business logic of a specific firm. Therefore 

we must consider which concepts and relationships allow a simplified description and 

representation of what value is provided to customers, how this is done and with which 

financial consequences’. Relating this definition in terms of what this does for businesses, a 

simplified description and representation refers to the perspective that the business model 

should help to reduce complexity of how a company does business to an understandable 

level (Osterwalder et al., 2005, p. 3). On the other hand, the aspect of the earlier definition 

relating to relationships refers to a company’s business logic being explained through 

describing the different elements and relationships that interconnect in how the company 

does business (Osterwalder et al., 2005, p.3). The ways in which the business model 

concept can function for a company include: understanding and sharing, analysing, 

managing, prospects, and patenting of business models (Osterwalder et al., 2005, p.11). 

These functions will be further explained in our Theoretical Framework chapter. The 

business model concept can be seen as important in that it provides a construct that 

mediates the process of creating value, this being needed for translating technology to the 

economic domain for the company through a configuration which can be offered to the 

firm’s chosen market (Chesbrough & Rosenbloom, 2002, p. 550).  
 

To define business models further, Richardson (2008, p. 138) has defined the business 

model framework as consisting of three different parts, the value proposition, the value 

creation and delivery system, and finally the value capture. These different parts of value 

and their relation to business models is shared in Osterwalder & Pigneur’s (2010, p. 14) 

definition of a business model, being “a business model describes the rationale of how an 

organisation creates, delivers, and captures value”. From this supporting discussion above, 

we choose to take this definition of business models for this research. Furthermore, we will 

use the business model canvas, defined as “a shared language for describing, visualising, 

assessing and changing business models” (Osterwalder & Pigneur, 2010, p. 12). The use of 

business models as a conceptual tool is justified by Teece (2010, p. 191) in that it helps a 

business to describe the design on how the business creates, delivers, and captures value. In 

essence, this means that the business model helps to define customer needs and willingness 

to pay, how the business responds to this and delivers value to customers through products 

and services, to entice them to pay, and subsequently obtain profits from this through the 

configuration of the value chain (Teece, 2010, p. 191). Since this research concerns 

sustainable business model innovation, the business model canvas is needed as a tool for 

visualising, assessing and changing the business model towards greater sustainability in 

terms of the triple bottom line accounting (Osterwalder & Pigneur, 2010, pp. 264-265). The 

triple bottom line is a concept and accounting framework created by Elkington (1999), 

which mirrors our view of sustainability in that it it is comprised of three different areas, 

economic, social and ecological parts. For-profit firms usually regard only the economic 

aspect and therefore, with social and ecological aspects included, it becomes the triple 

bottom line (Slaper & Hall, 2011, p. 4). 
 

When thinking about business models, these require changing with time, in other words, 

the innovation of business models should be considered. The concept of innovation can be 

defined by Van der Meer (2007, p. 192) as “the total set of activities leading to the 
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introduction of something new, resulting in strengthening the defendable competitive 

advantage of a company”. This can be applicable to new products, markets, technologies 

and organisational forms, something that is ‘new’ for the firm (Van der Meer, 2007, p. 

192). In relation to this, Teece (2010, p. 186) explains business model innovation as 

stemming from new organisational forms and methods. The research also highlights how it 

is important to couple business model innovation well with other innovations, such as 

technological, in order for the innovator to capture the value of the innovation (Teece, 

2010, p.186). Therefore, when considering sustainable business model innovation, Girotra 

& Netessine (2013, p. 5-6) follows transparently with Teece’s line of reasoning and affirms 

his claims that with new sustainable technologies there is often need of new business 

models that are distinctly different from the current ones in order to successfully gain 

consumer acceptance and commercial success. Thus, in order for sustainable innovation to 

materialise, a novel business model is required to couple with this type(s) of innovation.  
 

When considering business models towards increased sustainability, there needs to be an 

economic environment in place which allows for this. The idea of sustainable economy can 

be seen as a system that needs to include the following: the encouragement or/and 

restrictions focused towards minimising consumption, designed to maximize societal and 

environmental benefits, where nothing is allowed to be wasted, emphasis on functionality 

and experience rather than product ownership, providing rewarding work experiences to 

enhance human experiences/skills, and to be built on collaboration and sharing rather than 

aggressive competition (Bocken et al., 2014, p.42-43). In terms of sustainable business 

models, an example can be seen from Renault, a French automotive manufacturing 

company, who are leasing batteries for their electric cars, then subsequently retaining them 

after use for recycling or use for re-engineering (Salterbaxter, 2014, p.13). Also, Renault 

have dedicated a plant near Paris that remanufactures car components for resale, and as a 

result of these business model innovations, the company’s plant uses 80% less energy and 

almost 90% less water, while also achieving higher operating margins than comparably 

new production facilities (Salterbaxter, 2014, p.13).  
 

The Renault example can be seen as a sustainable business model since it looks to 

contribute to a circular economy, a regenerative economic model that looks to reduce 

resource dependency as well as reduce waste through use, reengineering and reuse of 

products throughout the whole product life cycle and manufacturing process (Salterbaxter, 

2014, p.12). This goes in line with Bocken et al.’s (2014, p. 49) archetype for sustainable 

business model innovation known as ‘Create value from ‘waste’’, where Renault looks to 

turn waste streams into valuable input, making better use of under-utilised capacity. This 

archetype is one of eight mechanisms proposed by Bocken et al. (2014, p. 55), these having 

the purpose to help categorise and explain sustainable innovations embedded into a 

business model in a clear manner. Since this tool has proven to classifying the previous 

example of Renault’s sustainable business model innovations, we believe Bocken et al.’s 

archetypes (2014) as a tool for our research is needed to clearly present sustainable business 

model innovation in order to spur greater creativity towards embedding sustainability into 

current and/or new business models (Bocken et al., 2014, p. 54). We also look to adopt 

Bocken et al.’s (2014, p. 44) definition of what sustainable business model innovations are, 

which are outlined as “innovations that create significant positive and/or significantly 

reduced negative impacts for the environment and/or society, through changes in the way 
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the organisation and its value-network create, deliver value and capture value (i.e. create 

economic value) or change their value propositions”. 
 

With the use of Bocken et al.’s (2014) archetypes, we can identify sustainable 

practices/innovations in current business models, helping us to identify attempts of business 

models looking to include greater sustainability. However, what is considered an 

unsustainable business model? One example is the mobile phone industry, which is 

identified as excessively resource intensive, with highly negative ecological and social 

outcomes (Boons & Freund, 2013, p. 13). This type of industry is locked in its business 

environment, where there is reluctance towards disruptive technologies and to changes to 

the business model, as well as being capital intensive (Boons & Freund, 2013, p. 13). Sosna 

et al. (2010, p. 384) states that established firms need to reinvent current business models to 

counter lock-in effects in order to capture market share and to ensure long-term survival. 

Continuous development through an innovative process of experimenting and imagining 

new business models can be seen as important for successful design, which creates, delivers 

and appropriates value as easily as possible for all stakeholders concerned (Sosna et al., 

2010, p.403). Stated by Nidumolu et al. (2009, p. 64), sustainability equals innovation, so 

within this line of reasoning, the business model innovation process should include greater 

sustainability consideration. Therefore, in order for the mobile phone industry to become 

more sustainable, it requires continuous business model innovation, an on-going process 

that takes into account the obstacles of the business environment the industry operates in. 

Furthermore, not only does it account for environmental and social issues, it can also help 

to increase revenues and lower costs of operations (Nidumolu, 2009, pp. 57-58). This 

industry’s need to innovate towards more sustainable business models is further highlighted 

in the next sub-section. 
  
1.2.2 The Mobile Phone Industry and Sustainable Business Models  
In terms of the mobile phone industry and its ecosystem, there are a number of stakeholders 

which are involved, these including mobile networks operators (MNOs), mobile virtual 

network operators (MVNOs), handset manufacturers, and mobile operating systems, all of 

these needing to collaborate together in order to deliver the service required by consumers 

(Xia et al., 2010, p.2). We have decided to investigate two of these actors, MNOs and 

mobile phone manufacturers. Our reasoning for MNOs, as justified in Xia et al. (2010, p. 

3), is because they bridge all the actors within the mobile phone industry through their 

networks and subscriptions, and it is considered that the industry cannot live without 

MNOs. This implies the great significance of this actor within the industry. As for mobile 

phone manufacturers, Camponovo & Pigneur (2003, p. 5) explain that, in terms of the 

technology that is supplied in the mobile phone industry, the manufacturers are primary 

participants within the technology actors. In conclusion, both these actors are playing key 

roles within the mobile phone industry. The mobile phone manufacturers and MNOs, along 

with their business models and how these could include greater sustainability, will be 

highlighted within our Theoretical Framework chapter.  
 

As Hans Rosling (TED , 2010) shows, the developed world is using an unsustainable 

amount of energy from coal, gas and oil showing that as the world population increases and 

the overall prosperity of underdeveloped nations increase, the already developed world 

needs to become more energy efficient and source more of their energy from green energy 
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sources. Wilde-Rensing & de Haan (2006, p. 95) that innovation in mobile handset 

products is producing consequences in terms of resources used, where the production of a 

mobile phone device requires 800 times its own weight in fossil fuel consumption. To draw 

an alarming comparison, the manufacturing of a car only requires two times its own weight 

in fossil fuel consumption (Wilde-Rensing & de Haan, 2006, p. 95). Furthermore, this issue 

becomes even more of a sustainability problem in the mobile phone industry when mobile 

phone devices are contributing to electronic waste, this coming as a result of new 

technology becoming quickly obsolete coupled with high levels of replacement of mobile 

phone devices by consumers (Wilde-Rensing & de Haan, 2006, p. 95). While there is an 

agreement from 2002 with 12 manufacturers (Appendix 1) through the Basel Convention to 

promote sustainable end-of-life mobile phone management, a business model that relies on 

an ever-increasing number of sales, which in turn requires ever greater quantities of finite 

resources can therefore be seen as fundamentally unsustainable (Basel Convention, 2005). 

Solutions to this problem include take back schemes, where consumers voluntarily recycle 

end-of-life mobile phones (Ongondo & Williams, 2011, pp. 1307-1308). Research 

recommends that MNOs who engage in running take back schemes should think about 

situating collection points that are highly visible in busy, high traffic areas, as well as 

recommending that manufacturers should to be more active in running take back schemes 

in addressing this problem of electronic waste (Ongondo & Williams, 2011, p. 1314). 

These recommendations are proposed to positively contribute towards high return rates of 

mobile phone devices (Ongondo & Williams, 2011, p. 1314). Higher return rates of mobile 

phone devices can help towards greater conservation of natural resources that are required 

to produce mobile phone devices, as well as encourages reuse and recycling (Ongondo & 

Williams, 2011, p. 1314). 
 

A rising issue for the mobile phone industry, in terms of their supply chain, is the issue of 

conflict minerals; these being minerals sourced conflict zones in the DRC (Democratic 

Republic of Congo) (Epstein & Yuthas, 2011, p. 13). These minerals have contributed to 

producing metals which are subsequently been used in producing mobile phones (Epstein 

& Yuthas, 2011, p. 13). This issues that arise from conflict minerals is the poor and 

dangerous working conditions for mineworkers, as well as revenues made from selling 

these minerals being used to fund weapons and supplies to fuel continuous conflict, causing 

millions of deaths in this geographical region (Epstein & Yuthas, 2011, p. 15). Mobile 

phone manufacturers and MNOs have available suggestions to effectively address this issue 

by considering verification methods in order to ensure they prevent the sourcing of conflict 

minerals (Epstein & Yuthas, 2011, p. 23). Epstein & Yuthas (2011, p. 23) suggest 

verification methods such as auditing, supplier certification, bag and tag labelling, and 

analytical fingerprinting. The benefits of verification would be assuring customers that they 

are not funding violence when purchasing mobile phones, as well as this potentially 

supporting the situation in Congo and improve the well-being of the population (Epstein & 

Yuthas, 2011, p. 23).  
 

This issues outlined in the mobile phone industry gives us reason to believe that there is the 

need for innovation in the business models of mobile phone manufacturers and MNOs to 

create a sustainable business model that does not assume the constant existence of finite 

resources, as well as it having better accountability for the working conditions involved 

throughout the supply chain. 
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1.2 Research gaps  
In terms of gaps with a need for further research, research done by Boons & Freund (2013, 

p. 17) point towards research needed within normative requirements, business model 

elements, business models, the relationship between innovation and lock-in and differences 

between definitions of sustainability that need investigating in terms of sustainable business 

model innovation. While the research is contributing to creating a research agenda towards 

integrating sustainable innovations with business models,  more work is needed in this field 

of study on how sustainable business model innovation is being done, and how different 

elements in the research relate to this (Boons & Freund, 2013, p. 17). We agree with this 

research agenda and are willing to contribute to this due to the importance of the 

sustainability issue, as well as how this needs to be linked with business model innovation, 

both outlined in our Preface and Problem Background sub-chapters. Therefore, our research 

can make a contribution to providing empirical evidence of linking sustainability with 

business model innovation, as well as looking to address how businesses are doing this. 
 

Extant literature regarding sustainable business models, such as Stubbs & Cocklin (2008), 

examine what a sustainable business model may look like through two different cases. They 

admit, however, that they do not look into the process of change, how companies may 

change their business model (Stubbs & Cocklin, 2008, pp. 123-124). From this research, 

we highlight the need for research into investigating how companies innovate their business 

models towards sustainability. Stubb and Cocklin (2008, p. 124) further argue that research 

regarding this process would be helpful, in regards to helping other companies who wants 

to pursue greater sustainability.  
 

The area of sustainable business model innovation is lacking empirical studies that 

investigates how businesses generally look to change towards sustainability and Bocken et 

al. (2014, p. 55) states that the proposed archetypes need more research to see how 

innovative sustainable business models might develop. Bocken et al. (2014), for example, 

have put in place a framework that can help better define the ways in which businesses can 

innovate their business models. However, this article goes on to explain the need for 

applying the theory to new approaches in order to reflect the ‘latest state-of-practise’ 

(Bocken et al, 2014, p. 54). A further limitation in Bocken et al. (2014, p.54) explains the 

need for more research within this field of study, where currently there is a need for 

additional search criteria within the emerging academia of sustainable business models. By 

conducting our research, we will be able to contribute to this need of updating with new 

industry-specific insights relative to sustainable business models. Through Bocken et al.’s 

(2014, p.48) archetypes framework, we can help towards strengthening this conceptual tool 

by adding a perspective on the mobile phone industry, where firms can potentially benefit 

and be inspired from the insights, thus potentially spurring creativity and innovative 

thinking towards creating new sustainable business models (Bocken et al., 2014, p. 54).    
 

Within the area of sustainable business models there are industries with existing research 

such as the automotive and tourism industry (Wells, 2013; Dewhurst & Thomas, 2003). 

However, there seems to be a lack of research on sustainable business models in relation to 

the mobile phone industry.  Both the automotive and tourism industries contribute to large 

amount of waste due to carbon emissions and material waste, something the mobile phone 
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industry has similar issues with. Evidence of carbon emissions and material waste within 

the automotive industry can be observed in 2009, where road transport (including 

commercial vehicles and passenger cars) contributed to 14% of man-made carbon dioxide 

emissions, as well as only 15% of fuel in cars was used for movement, while the rest is 

wasted on friction losses, all resulting from original equipment manufacturers (OEMs) 

(KPMG, 2010, p.iii). In considering the tourism industry, its impact on global carbon 

emissions are estimated at 5%, making it also a significant contributor to the issue of 

climate change stemming from global warming (UNWTO, 2008, p. 13). Similarly, the 

information and communications industry was estimated to account for 2 - 2.5% of global 

emissions in 2010 where mobile phones accounted for 24% of the total information and 

communications industry emissions (GISWatch, 2010, p. 15). Comparing the statistics 

between the automotive, tourism, and mobile phone industries, it can be seen that 

investigating sustainable business model innovation in relation to the context of the mobile 

phone industry is needed. This is due to the fact that they are a significant contributor to the 

issue of global man-made emissions, and this theoretical approach is perhaps needed to 

provide industry insights, which can thus contribute to addressing the industry’s negative 

impact on global emissions. 
 

Fairphone, an example of a sustainable business model for mobile phone manufacturers, is 

a social enterprise which does not look to make an economic profit (Fairphone, About), 

unlike contemporary business models of these types of firms outlined as price driven and 

highly competitive (Xia et al., 2010, p. 2). We therefore aim to investigate attempts that 

account for social and environmental sustainability while being economically viable within 

the mobile phone industry. Studying this gap is important in order to potentially integrate 

business model aspects of Fairphone, a relevant example, to contemporary profit-driven 

firms in the mobile phone industry. Fairphone seeks to create a fairer economy, focusing on 

a number of sections within the supply chain (Fairphone, 2015). Elaborate details of the 

different aspects of their business model are further outlined in the Theoretical Framework 

chapter, as well as another sustainable example more relevant to MNOs. Fairphone as an 

enterprise is a good example of a sustainable business model since their outlined initiatives 

and goals look to address both social and environmental issues by defining societies and the 

environment as key stakeholders, as well as considering and aligning the interests of all 

stakeholders (Bocken et al., 2014, p. 44). 
 

It is relevant to study the possibilities of greater sustainability in the business models of 

mobile phone manufacturers. Not only due to the environmental and societal gains it may 

bring, but also the purely economical winnings that it will result in for the companies. With 

a slowdown of global sales of smartphones and increased competition in the market, it is 

evident that phone manufacturers need to innovate to stay ahead of the competition (BBC, 

2014). As Nidumolu et al. (2009, p. 10) boldly exclaims, sustainability equals innovation, a 

compelling argument to delve into sustainability research. With the aforementioned 

statistics in mind, the mobile phone industry evidently contributes a notable amount to the 

total carbon emissions of this world. Consequently, absence of research for potential 

increases in sustainability for the industry, which in line with Nidumolu et al. (2009) would 

mean innovation for the mobile phone industry, is to hamper potential development of it. 

Shown by Nidumolu et al. (2009, pp. 3-4), sustainability is a large source of technological 

innovations that delivers positive financial results. With this in mind the argument can be 
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made that for mobile phone manufacturers to find an edge on their competition they need to 

innovate, and if sustainability is a great source of innovation, mobile phone manufacturers 

should turn their eyes towards it.  
 

1.3 Problem definition  
From the previous discussion of our problem background, we have identified issues within 

the mobile phone industry regarding the sustainability of their business models and shown 

existing gaps within contemporary research.  
 

Issues 

● Energy and water consumption 

● Recycling and reuse of end-of-life mobile phones 

● Conflict minerals 

● Labour conditions 
 

Gaps 

● Lacking empirical studies of how companies conduct sustainable business model 

innovation 

● Linking sustainability and business model innovation 

● Lack of industry specific insights of sustainable business model innovation 

● Lack of research of sustainable business models in the mobile phone industry 

● Attempts at being social and environmentally sustainable while being economically 

viable.  
 

The research has called for the application of the theories to new approaches. As the field is 

under researched we have determined that an exploratory study into the mobile phone 

industry's attempts to become more sustainable, which we analyse with the relevant 

theories, will provide a snapshot of present attempts of two main actors in the industry. By 

determining this we came up with the following research question: 
 

"How is the mobile phone industry attempting to innovate their business models towards 

sustainability?" 

  

1.4 Purpose 
The purpose of our study is to examine how the mobile phone industry is currently 

attempting to innovate their business models towards more sustainable ones. This is needed 

in order to increase knowledge and empirical evidence for sustainable business model 

innovation. To be able to do this, we need to identify where in the business models of 

mobile phone manufacturers and MNOs innovation is taking place, and then subsequently 

illustrate this through theoretical frameworks. The aim of this is to give an empirical 

perspective for Bocken et al.’s (2014) framework on sustainable business model innovation 

and to connect this with Osterwalder & Pigneur’s (2010) business model canvas. In 

conclusion, we hope to contribute insights into the mobile phone industry with increased 

knowledge and greater awareness of sustainable development through building on and 

connecting existing theory.  
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We expect to contribute theoretically through empirically using the new concept of 

archetypes and therefore testing it applicability in a research setting. Furthermore by 

bridging the archetypes and the business model canvas we expect to provide a proposed 

way of classifying sustainable innovation within the business model canvas. We also expect 

to contribute to sustainable business model innovation through linking together previously 

unlinked theory, as well as insights to the sustainable innovations in the mobile phone 

industry. In terms of practical contributions we expect our research to provide managers 

with insights into how sustainable innovation can be done. 
  

1.5 Theoretical point of departure   
 

1.5.1 Global Reporting Initiative Sustainability Topics/Triple Bottom Line 

Companies generally in recent times have looked to disclose corporate sustainability 

reports as a way to account for economic, social and environmental issues through ‘triple 

bottom line’ accounting (Hedberg & Malmborg, 2003, p. 154). The triple bottom line is an 

accounting framework that includes consideration for economic, social and environmental 

values and performance within the business (Elkington, 1999). We will elaborate more on 

the triple bottom line concept during our Theoretical Framework chapter.  In assisting in 

the publication and development of these reports, there is international corporate 

sustainability reporting guidelines, such as GRI (Global Reporting Initiative) guidelines 

(Hedberg & Malmborg, 2003, p. 154). The GRI holds the purpose to develop a global 

consistency in the way that corporations, businesses, governmental and non-governmental 

organisations report on the external consequences of their corporate activities, including 

environmental, social and economic performance (Cadbury, 2006, p. 20; Hedberg & 

Malmborg, 2003, p. 155). By establishing global, voluntary corporate sustainability 

reporting guidelines through GRI, this enables stakeholders to have the possibility to 

compare companies and their reports with greater transparency (Hedberg & Malmborg, 

2003, p. 156).  
 

There are other ways of reporting that could be used, however Hussey et al. (2001, p. 18), 

after an evaluation of sustainable development matrixes, concluded that GRI appeared to be 

the best available tool. In recent times enterprises often feel pressured to use voluntary 

standards by outside groups, while these standards can also be drivers for sustainable 

innovation Nidumolu et al. (2009, p. 58). With this line of argumentation, GRI guidelines 

and their proposed sustainability topics provides a valid foundation for our research into 

sustainable business model innovation. The GRI sustainability topics highlighted for the 

relevant industries for MNOs and mobile phone manufacturers are illustrated through our 

table in Appendix 2, these being drawn from GRI’s report on sustainability topics for 

different sectors (GRI, 2013, pp. 104-110). Further elaboration on GRI will be discussed in 

the Theoretical Framework, while in our Empirical Method chapter we will discuss how we 

use GRI’s sustainability topics for sectors as a tool for our research. 
 

1.5.2 Business Model Canvas 

In assisting in defining the concept of business models, research has identified that there is 

a need for a framework of the business model concept that is clear and that everyone 

understands in order for easier descriptions of business models, as well as a tool to 

manipulate the business model for change towards new strategic alternatives (Osterwalder 
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& Pigneur, 2010, p. 15). Osterwalder & Pigneur (2010, p. 15-17) propose nine ‘building 

blocks’ which outline the logic of how the business intends to propose, create, deliver and 

capture value, covering four main areas of business that include “customers, offer, 

infrastructure, and financial viability”. The building blocks are comprised of customer 

segments, value propositions, channels, customer relationships, revenue streams, key 

resources, key activities, key partners, and cost structure (Osterwalder & Pigneur, 2010, p. 

16-17). These building blocks can be converted into a tool known as the business model 

canvas, which allows a business to illustrate a new or current business model, the links 

between the elements, while also building a platform for understanding, discussion, 

creativity and analysis (Osterwalder & Pigneur, 2010, p. 42).  
 

The use of the business model canvas for our research is supported by Zott et al. (2011, p. 

1038), whose research into extensive business model literature helps to define what a 

business model is under four themes, that they are “new units of analysis, they take a 

systematic view of the business and how it operates, while including boundary spanning 

activities, and mainly focusing on value creation and value capture”. These themes follow 

coherently with how the business model canvas works as a tool for a business to illustrate 

current and/or create new business models ideas. A further reason why we choose to use the 

business model canvas concept is to connect existing research on business models in the 

mobile phone industry (Xia et al., 2010, p. 2), where the conceptual tool is also used for the 

different actors in the industry. Therefore, this gives us a transparent foundation to build 

upon in our research into sustainable business model innovation in the mobile phone 

industry, and more specifically on the stakeholders of mobile phone manufacturers and 

MNOs. The outlay of this conceptual tool is illustrated in Figure 1, while a description of 

the Zott et al.’s (2011) four themes and how they relate to the business model canvas, as 

well as further description of the different blocks within the canvas will be discussed 

further in our Theoretical Framework chapter.  
 

1.5.3 Sustainable Business Model Archetypes 

In Bocken et al (2014, p. 43) they precisely follow the previously discussed systematic 

view, as well as taking into consideration value creation, value delivery and value capture. 

This research goes on to define business model innovations for sustainability, which is 

stated as “innovations that create significant positive and/or significantly reduced negative 

impacts for the environment and/or society, through changes in the way the organisation 

and its value-network create, deliver value and capture value (i.e. create economic value) 

or change their value propositions” (Bocken et al, 2014, p.44). An example of this could 

be manufacturing plants who take greater responsibility of the waste they produce from 

manufacturing and ensure that it gets repurposed or recycled to a larger extent than earlier. 

Resulting from the research conducted, the authors propose sustainable business model 

archetypes, building a conceptual framework to help categorise how a firm is innovating 

their business model towards sustainability, with groupings of technological, social and 

organisational changes (Bocken et al, 2014, p. 47-48). These groupings are simply themes 

that include proposed changes to an organisation, where the theme points to what type of 

impact the change will have on the organisation. 
 

Bocken et al. (2014, p. 54) sees the archetypes framework to be used as a way to link a 

theoretical proposition to business model innovation with practical transformation 
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mechanisms that a company might undertake for greater sustainability, i.e. the theory can 

be used for the process of business model innovation. It is important that Bocken et al.’s 

(2014) archetypes framework is integrated with the previously discussed business model 

canvas by Osterwalder and Pigneur (2010), and Bocken et al. (2015, p. 77, pp. 68-69) 

recommends the business model canvas as a useful tool for mapping the business model 

elements that needs to be changed, and to spur sustainable thinking in collaboration with 

this. As a result, we see it is reasonable to use both these frameworks coherently in our 

study of the process of sustainable business model innovation. The archetypes framework 

will be able to assist our research in categorising efforts towards sustainability in terms of 

business model innovation. We will be able to map out the archetypes that are being 

utilised from our empirical data on to the business model canvas for MNOs and mobile 

phone manufacturers in order to illustrate attempts in sustainable business model 

innovation. The archetypes framework is illustrated in Figure 2, as well as a more elaborate 

description of the concept in the Theoretical Framework chapter. We will also explain how 

we will use the archetypes as a tool in our research in the ‘Empirical Method’ chapter. 
 

1.6 Delimitations 

With our study there are a few limitations to consider. To begin with, our focus will be on 

companies within the mobile phone industry in the developed world, thus limiting the 

applicability of our empirical data to developed regions. With this, we choose only to focus 

on MNOs and mobile phone manufacturers, and while we identify these as the most 

significant actors in the mobile phone industry, still our data cannot apply generally to the 

complex stakeholder structure of the mobile phone industry. This complexity is exemplified 

by Xia et al (2010, p. 8), who explains that the mobile phone ecosystem in terms of all the 

different stakeholders and their business models is a complex network, and an area which 

needs more empirical data to obtain greater understanding of this industry. There is an 

unfortunate drawback when looking at Nordic or Western manufacturers, in that there 

aren’t many left. Examples of this include Nokia and Ericsson no longer producing mobile 

phones, two companies that would have been good candidates for our study. Consequently 

we will have to look at manufacturers that are mainly from Asian countries, meaning that if 

there were more western manufacturers we could get different answers due to different 

cultures. None the less, we are not looking to generalise, so while we may not get western 

manufacturers we still look at relevant actors in the industry.  We do not look to provide 

solutions for the mobile phone industry on how to have more sustainable business models, 

nor do we look to provide how this can be done successfully. Our focus to understand the 

attempts being made currently towards sustainable business model innovation by MNOs 

and mobile phone manufacturers, and in doing so we seek to provide insights of their 

current progress. Finally, we choose only to use one set of voluntary sustainability 

guidelines, being GRI, when companies do tend to use more than one set of standards. 

However, our study will not include how companies are reporting, but rather what they are 

reporting, and using this as a foundation to create other formats of data collection. These 

delimitations and their methodological consequences will be further elaborated in the 

‘Empirical Method’ chapter. 
  

2. Scientific Method 

This Chapter will show our methodological approach for our study. It starts with our 
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previous experiences that can affect our study and the research philosophy that we base 

our study on. We then continue with the approach we have taken to our study and the 

design of it, as well as the theories we have chosen. The chapter ends with a source 

criticism of the chosen theories. 

2.1 Preconceptions 

When judging values and what role they play in research the philosophy of axiology is used 

(Saunders et al., 2009, p. 116). It is used in order to elaborate on what values the 

researchers have and how will these affect the credibility of the research (Saunders et al., 

2009, p. 116). Our research will be affected by the values that we have, a consequence of 

this will be that all the choices we make throughout our research from the choice of 

research question to choice of interviewees and interview methods will be affected by our 

values (Bryman & Nilsson, 2011, p. 43; Saunders et al., 2012, p. 139). Due to the 

widespread use of mobile phones there will be some preconceptions of what our research 

will bring. This means that we both have been in contact with MNOs and mobile phone 

manufacturers and thus will have existing values. Therefore, we will use reflexivity to 

consciously evaluate our own values and how they will affect our research (Bryman & 

Nilsson, 2011, p. 44). To provide greater transparency for the reader we will disclose our 

backgrounds and the contact we have had with the research subjects that we will encounter. 
  
We both study business administration but have different backgrounds as one is completing 

the International Business program and the other is completing the Service Management 

program. Both of us have specialised in entrepreneurship and business development where 

we encountered business model development and sustainability issues within business 

model development. Sustainability is an issue that we both have a personal interest in and it 

therefore felt natural to conduct research within the area of sustainability. As we have been 

brought up in a world that increasingly emphasizes sustainability through the media, we 

feel a personal connection to the issues of our environment and society, including global 

warming. Since mobile phones are a large part of everyday life, as well as previously 

outlined as a large source of sustainability issues, we believe that they are an interesting 

industry to study. Furthermore, one of us has completed a course in market ethics, where 

sustainability was one of the issues and throughout that course received a first insight of 

sustainability issues and their importance for the future of the world. 
  
Having lived in Sweden all of his life, Adam Gunnarsson has had contact with one of the 

proposed MNO’s several times and therefore has previous knowledge of company products 

and offerings, as well as how the business works and the brand’s influence in Sweden. 

From this previous knowledge and values being influenced by this, there might be a bias on 

how we view and interpret the company. The other researcher, Gustaf Ljungwaldh, has had 

contact with Swedish MNO’s as well, along with more direct contact through an earlier 

course at university, where he had several interactions with a mobile phone manufacturer 

regarding sustainability issues that contributed to creating an understanding of what he feels 

on how companies view the topic of sustainability. Concerning products, we have both 

been exposed to products from all of our proposed manufacturers in varying degrees from 

being an owner of them to having operated them at some time. 
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Determining the mobile phone industry as our industry to research was done through 

consultation with our supervisor, but may have also been influenced by the earlier contact 

one of us had with a mobile phone manufacturer. This bias was lessened as we determined 

this industry through discussion with each other to get different perspectives based on 

statistics, as well as carrying out a literature review that pointed out the sustainability 

problem, realising the large scale of this industry as well as through the opinion of our 

supervisor. 
  
Our choice of framework may have been influenced by earlier courses as we have been 

exposed to the triple bottom line in earlier courses as well as in other theses and articles. 

This has influenced our choice of framework due to our conviction that the triple bottom 

line is a good sustainability framework and is well suited for our research. Other 

frameworks such as the business model canvas, as well as the sustainable business model 

innovation archetypes and the choice of these may be influenced as well by experiences 

from both authors during their participation in entrepreneurship and business development 

courses, where these frameworks and how they can be applied were discussed.  
  

2.2 Research Philosophy 

In terms of epistemology there are two contrasting viewpoints, which pertain to how you 

study the social world, if it can be conducted in the same way that you conduct research in 

natural sciences or not (Bryman & Bell, 2011, p. 15). The first viewpoint is positivism, 

which aims to follow the conduct of natural sciences and generalising the findings so that 

they can be tested and (Bryman & Bell, 2011, p. 15). The second is interpretivism, which 

can be defined as understanding humans and the differences between them in our role as 

social actors, where the researcher takes an empathetic stance in order to enter the social 

world of and to understand the views of the world from the perspectives of research 

subjects (Saunders et al., 2009, p. 116). The aim of our study is to understand the process 

that mobile phone manufacturers and MNO’s are going through in attempting to innovate 

their business models towards sustainability. Therefore, this requires interpretation of the 

accounts of subjective firms’ descriptions of their business model innovation efforts 

towards sustainability. It can be said that studying business and management can be too 

complex to define within certain ‘laws’ as the positivist view aims to do, and subsequently 

interpretivism seems more appropriate, since business world situations are complex and 

unique, involving special circumstances and individuals in a certain combination at a 

specific time (Saunders et al., 2009, pp. 115-116). Therefore, we take on the interpretivism 

perspective as our approach to epistemology. 
 

In terms of ontology there are two ways of perceiving reality. Firstly, objectivism sees 

social entities as objective and existing outside of social actors (Saunders et al., 2009, pp. 

110-111). Secondly, subjectivism explores how individuals subjectively perceive a social 

phenomenon (Saunders et al., 2009, pp. 110-111). For objectivism you get a more objective 

view of a phenomenon across different organisations while it misses how individuals may 

place importance (Saunders et al., 2009, pp. 110-111). In the case of subjectivism, the 

researcher will get more diverse answers from individuals as they will perceive situations in 

many different ways which will in contrast to objectivism not yield as uniform answers 

(Saunders et al., 2009, pp. 110-111). The aim of our research is to understand the attempts 

of the industry to become more sustainable in their business model, as we will look at each 
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individual company and their attempts we will stray from making general conclusions that 

tries to determine what other actors outside of the chosen ones may attempt. This fact that 

we will look at individual actors’ actions and not make general assumptions is in line with 

the subjectivistic view. Our ontological view is therefore the subjectivist viewpoint as we 

want to understand their attempts at becoming more sustainable and the underlying reasons 

unique to each company. An effect of this is therefore that our generalisability of the study 

is low; instead it shows an in-depth picture of the attempts by these companies at the time 

of our study. By establishing this in-depth picture we also provide future research with 

detailed data of how these companies attempted to become more sustainable. 
  
It is worth considering that, when we seek to interpret, that our study involves increased 

subjectivity. In order to reduce this and to carry out a study striving for objectivity, we as 

researchers must take on a self-critical position, where we obtain subjective information 

from our different sources of data, but look to take an objective stance in interpreting the 

data. This is an important aspect to consider throughout a study, where reflexivity 

recognises that interpretations can never be totally objective knowledge, however, that the 

researcher reflects on subjectivities throughout the whole process of the study (Ritchie et 

al., 2014, p. 22-23). In taking on the interpretivism perspective, this matches how we want 

to essentially conduct our study, since we use existing theory and research in assisting in 

the approach of and design of our research, such as designing fieldwork tools (Ritchie et al., 

2014, p. 22). The goal is then to obtain detailed information about people’s lives, and then 

subsequently placing the findings of this research back into the context of existing theory 

and knowledge (Ritchie et al., 2014, p. 22). We have discussed that there is a great deal of 

proposed theory in the field of business model innovation towards sustainability, as well as 

extensive research for the need for increased sustainability (both aspects discussed in the 

‘Theoretical Point of Departure’ section), while at the same time the need for empirical 

research for sustainability and business model innovation, both generally and for the mobile 

phone industry (outlined in the ‘Research Gaps’ section), justifies our reasoning to conduct 

our study for increased understanding. Our efforts to understand the process of business 

models innovating towards sustainability within the mobile phone industry will look to 

support existing theory by creating new knowledge in terms of gaining deeper insights 

through our interpretative approach.     

  

2.3 Research Approach and Design 

For the research approach there are two different ways of conducting the research. A 

deductive approach aims to develop a theory that is then subjected to testing and usually 

involves the use of hypotheses (Saunders et al., 2009, p. 124-125). The other approach is 

inductive, which seeks to firstly collect data which is later used to formulate a theory 

(Saunders et al., 2009, p. 126). For the deductive approach the researcher is implored to 

maintain an independent view of what is being observed, giving it a good chance of being 

objective (Saunders et al., 2009, p. 125). A potential drawback of using deduction is 

however that what has been deduced can only be applied to the sample that was chosen 

(Saunders et al., 2009, p. 125). When discussing the inductive approach, a strength that it 

has is that it looks at how the human interprets the social world, but has the drawback that 

while the findings may be interesting they can have unclear theoretical significance 

(Saunders et al., 2009, p. 126; Bryman & Bell, 2011, p. 13). Our study will mainly use a 

deductive approach as we use theoretical tools and by observing outside forces we will 
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conclude if the tools are strengthened or weakened by our findings (Ritchie et al., 2014, p. 

7). There are aspects of our study that are inductive in the way that we are developing new 

theory from data that isn’t inherent to the existing theory (Ritchie et al., 2014, p. 7). While 

we will chiefly use a deductive approach, Ritchie et al. (2014, p. 6) claims that there is no 

such thing as a purely inductive or deductive approach, the reasoning is that even though 

the approach may be inductive, the questions, the generation and interpretation of data can 

not be approached with a blank mind and therefore assumptions will have been deducted in 

the process. We will keep this in mind during the entire process of researching, that all of 

our choices will have been influenced by our own deductions and assumptions of what the 

data will show. By being aware of this we will hopefully look at our data objectively to a 

higher degree than what we would have done if we weren’t cognisant of our previous 

assumptions. 
  
Our study will be an exploratory one, meaning that we will try to shed light on exactly what 

our research participants do (Saunders et al., 2009, p. 139). An advantage of doing 

exploratory research is that it is very flexible and can be moulded to the researchers needs 

(Saunder et al., 2009, p. 140). A criticism of exploratory is that it can be directionless, 

however Adams & Schavenveldt (1991, cited by Saunders et al., 2009, p. 140) state that it 

does not suffer from a lack of direction, rather it is broad to begin with and becomes more 

narrow the longer the research progresses. As we look at how the mobile phone industry is 

attempting to innovate we believe that an exploratory approach is well suited as there is 

very limited empirical support regarding what they have attempted and thus we will shed 

light on the matter. 
 

As a quantitative approach is mainly used for a deductive approach and a qualitative 

approach is mainly used for an inductive approach they are used for testing and generating 

theory (Bryman & Nilsson, 2012, p. 40). Our research will focus on understanding the 

process of how mobile phone manufacturers and MNOs’ business models are becoming 

more sustainable through observing their existing business models and their attempts to 

innovate these towards greater sustainability. Richness of data is a key aspect of qualitative 

studies, as we performed an exploratory study we determined that richness of data would be 

an important key to gain enough material for our analysis (Ritchie et al., 2014, p. 3). Our 

research will have three different parts that will all have qualitative approaches. Through 

the use of a qualitative approach we will collect complex data that will have need of 

simplification to enable a meaningful analysis (Saunders et al., 2009, p. 482). This means 

that qualitative data analysis is not easy, as it can be challenging to find a good way of 

analysing it (Saunders et al., 2009, p. 484). Consequently researchers can run the risk of 

weakly analysing the data that is collected and have serious issues regarding validity 

(Saunders et al., 2009, p. 484). However, by using a qualitative approach we can get a 

thorough description of the data, which we need in order to get the deep analysis of each 

interviewed company (Dey, 1993; Robson, 2002; Box 13.1, cited by Saunders et al., 2009, 

p. 482).  
  
Our research will focus on observing business models that will later be analysed with the 

use of theory, to generate new theory. Denzin & Lincoln (2011, p. 9) state that a qualitative 

approach uses detailed interviews and observations, as we want to thoroughly scrutinize the 
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existing business models a qualitative approach will be used to give us the relevant 

individuals’ point of view.  
 

2.3.1 Triangulation 

 

The use of different research method techniques is called triangulation (David & Sutton, 

2011, p. 297). This means that the researchers use “...two or more research method 

techniques from within either a quantitative or qualitative approach...” and by doing this 

the researcher increases the validity of the results as biases decrease and irrelevant sources 

decrease in relevance (David & Sutton, 2011, p. 296-297). We will start by filtering 

sustainability topics in selected business sectors, identified by GRI, through template 

analysis of secondary data as well as coupling this analysis with supporting theoretical 

literature. The subsequent results will contribute to the creation of our interview guide to be 

utilised in conducting our semi-structured interviews with two different actors within the 

industry, MNOs and manufacturers. Finally, we will use the qualitative data and convert it 

through theoretical tools in order to illustrate attempts by MNOs and mobile phone 

manufacturers on the process towards sustainable business model innovation.  
 

Criticism of triangulation exists, key points are the somewhat naive belief that by simply 

using triangulation the research will have a more complete picture and that by using 

different methods, data may be under-analysed, as it may be easier to partially analyse 

several different data sets than properly analyse one (Silverman, 2000, p. 99). Silverman 

(2000, p. 98) states that a common justification for triangulation is that you want to use 

different sources to corroborate each other. Our line of reasoning follows the justification, 

by obtaining data from companies’ reports and company employees of mobile phone 

manufacturers and MNOs, through two different methods; we hope to gain greater 

understanding of which issues are important in the process of sustainable business model 

innovation. Greater elaboration on how we will achieve triangulation through explaining 

our data collection techniques will be further discussed in our ‘Empirical Method’ chapter. 
 

2.4 Choice of theories 

To investigate the change of business models we have used the ‘Business Model Canvas’ 

as a tool to visually show what constitutes a business model. We do this by first defining 

what a business model is by the same author as the Business Model Canvas so as to have a 

matching definition to the canvas. Then we move on to describe various business model 

definitions to give a broader view and what value means when it comes to business models. 

We then move on to showing how business models are relevant in terms of the value and 

strategy concepts within business, as well as the importance of business models. As we aim 

to investigate the change in business models, we discuss the relevant concept of innovation. 

Subsequent to this, we deconstruct the business model to look at it as a theoretical tool 

which moves us along to the Business Model Canvas tool. This tool is used for showing 

where in the business model sustainability can be put in place.  Next, we review arguments 

for the need for change within business models, knowledge explained as a concept and a 

reason for business model change, as well as the need for change within business models in 

regards to sustainability. We show sustainability standards that have been developed by the 

‘Global Reporting Initiative’, which we use as a basis for our entire study due to their 

utilisation by a significant number of large multinational firms. Afterwards, we review the 
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‘Sustainable Business Model Archetypes’, which have been developed as a tool for 

increased sustainability within business models by classifying and categorising sustainable 

business model innovations. We then conclude the theoretical framework by outlining the 

mobile phone industry, the context which our study will be conducted in, by reviewing 

current business models and how the mobile phone industry is relevant to sustainable 

business model innovation. 
 

2.5 Source criticism 

When finding relevant theories for our thesis we have used a multitude of approaches, the 

most prevalent being Google, Google Scholar, Umeå University library’s own search 

engine, our thesis supervisor, fellow thesis writers and through external consultations with 

working professionals in sustainability. Our most regularly used search words have been in 

no particular order, business model, sustainable business model, sustainability, business 

model canvas, business model innovation, sustainable business model innovation, 

innovation, knowledge, strategy, value, Global Reporting Initiative, triple bottom line. By 

the way of inter-article referencing we have built upon the shared articles that our thesis 

have emanated from, so the articles that reference each other have been used to a large 

degree in order to show coherence with earlier work. The sources that have not been from 

journals have mostly been sustainability reports from large telecom companies, articles that 

have been a part of industry-specific conferences as well as industry and sustainability 

publications. While these reports and articles may give a slanted view in favour of the 

industry, they provide valuable data and information that may otherwise have proven to be 

difficult to acquire. In terms of peer reviewing, we did not have the luxury of basing our 

study on peer reviewed articles only. The reason for this is that research in sustainable 

business model innovation is still relatively young, where there is precious little research to 

base the thesis on and consequently we could not afford to be too critical in our literature 

search.  
 

Our use of secondary sources in the form of sustainability/annual reports have been a 

necessary part of our research as they were the basis of our interview guide, while they are 

not based on theory, they are however based on the GRI material issues, which are based on 

the triple bottom line concept. Elizabeth Filkin assisted us in presenting this source that 

could contribute to our research study and construction of our interview guide; she also 

assisted in providing industry and sustainability reports. The interview guide and the fact 

that acquiring participants that wanted to interview proved challenging, this may partly be 

due to the release of new mobile phones corresponding to the timing of when we wanted to 

conduct our interviews, as explained to us by an employee in the mobile phone industry. 

We can further strengthen our argument that the secondary sources do not necessarily 

hamper our research since one of our interviewees stated that the answers we were going to 

gain from them would not really divert significantly from the sustainability report they have 

produced. While it may be difficult to claim that it would be similar for other organisations, 

it would however not be an entirely unlikely event. 
 

As the mobile phone industry is an industry with a rapid evolution, the information in 

articles, even if a few years old, may not necessarily be entirely valid for the outlook of the 

industry in present day. This is, however, an issue with dealing with such an industry. To 
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mitigate this risk we have tirelessly sought after new articles as much as possible to 

minimise the possible errors that time might have produced.  
 

3. Theoretical Framework 

For this Chapter we will give a thorough view of our chosen theories. We begin with 

examining the business model concept and our chosen theories from the foundation of a 

business model to sustainable business model innovation. We then move on to mapping the 

mobile phone industry, specifically the MNO’s and the manufacturers, and identifying the 

industry issues in sustainability, as well as explain how these can be addressed. 
 

3.1 Business Models 

 

3.1.1 Defining the Business Model 

The root of the business model concept in relation to technology came from being 

introduced as a new unit of analysis, stemming from transaction cost economics, where 

business design could be made cheaper through increasingly available and cheaper 

information technology (Osterwalder et al., 2005, p.4). This came from the result of the 

introduction of the Internet for commercial purposes in the mid-1990s, and has become 

increasingly popular ever since (Zott et al., 2011, p.1022). In terms of the authors who have 

studied business models, they do not share a uniform meaning of the concept, but instead 

three categories of research that have been identified in defining a business model 

(Osterwalder et al., 2005, p.5). These include an abstract, overarching concept that to 

describe all businesses in the real world, different abstract types of business models where 

each one describes a set of businesses, as well as conceptualising a particular business 

model in the real world (Osterwalder et al., 2005, p.5).  
 

Zott et al. (2011, p.1020) also identify the issue of a lack of a unified definition of the 

business model concept, where review of literature from research areas such as (1) e-

business and use of information technology in organisations, (2) strategic issues, such as 

value creation, competitive advantage, and firm performance, and (3) innovation and 

technology management, have identified four themes in attempting to define what a 

business model is. These themes help to outline a definition of business models as a new 

unit of analysis, that it is a systematic perspective on how to conduct business, this 

involving boundary-spanning activities by the firm or by others, as well as it being a 

concept that focuses on value creation as well value capture (Zott et al., 2011, p. 1038). 

First of all, the business model is seen as a new unit of analysis, since it looks to connect 

traditional methods of analysis, for example, the firm and/or the network (Zott et al., 2011, 

p. 1036). Secondly, a business model takes a holistic and systematic perspective since it 

looks to explain not only what the business does in terms of the products/services it offers, 

but also how this is done (Zott et al., 2011, pp. 1036-1037). Thirdly, a business model can 

be seen as a boundary-spanning activity system, linking the different components within a 

firm and seeing the dynamics of how this is done (Zott et al., 2011, p. 1037). Finally, there 

appears to be a focus towards value creation and value capture, where greater emphasis is 

being placed on value creation, for example, where literature highlights the customer value 

proposition, which leads logically to the formulation of the next step of value creation (Zott 

et al., 2011, p. 1037).  
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Since we look to use the business model canvas (Osterwalder & Pigneur, 2010) as a 

theoretical tool in our research (which we will discuss later in this chapter), we feel it is 

appropriate to take their definition of what a business model is, a definition that also 

follows transparently with the logic of earlier themes identified by Zott et al. (2011, 

p.1038).  In earlier research, Osterwalder et al. (2005, p.3) defines the business model as “a 

conceptual tool containing a set of objects, concepts and their relationships with the 

objective to express the business logic of a specific firm. Therefore we must consider which 

concepts and relationships allow a simplified description and representation of what value 

is provided to customers, how this is done and with which financial consequences”. In more 

recent and relevant research, Osterwalder & Pigneur (2010, p. 14) state more simply that “a 

business model describes the rationale of how an organisation creates, delivers and 

captures value”. This definition focuses largely on the concept of ‘value’, where 

Richardson (2008, p. 138) has defined the three different parts of this, these being the value 

proposition, value creation and delivery system and value capture. The value proposition is 

what the firm offers to the customer, the target customer and the basic way of gaining 

customers (Richardson, 2008, p. 138). The value creation and delivery system addresses 

what resources and capabilities are needed to deliver the value, as well as the organizational 

structure and what partners, suppliers and customers exist in the value chain to deliver this 

value (Richardson, 2008, p. 138). Value capture refers to the way the firm generates 

revenue and profit, which involves revenue sources and the economics of the business 

(Richardson, 2008, p. 138). The concept of value, in terms of creating and capturing it, can 

be seen as very relevant in defining and business model concept and its use, as well as how 

this links to strategy in terms of the business model assisting in assessing and 

communicating strategic choices (Shafer et al., 2005, pp. 206-207).  
 

3.1.2 Business Models and Strategy 

In terms of business research, the field of business models is covered extensively in 

strategy research, where strategy theoretically contributes in explaining many of the 

components of a business model (Hedman & Kalling, 2003, p. 49). Porter’s (1991) research 

describes strategy theory as a way of describing the firm’s performance within its 

competitive environment, while also suggesting strategy can lead to a firm’s competitive 

advantage and success within this environment. The business model is linked to strategy in 

a number of ways; one example of this is that it complements the value chain perspective of 

the firm, where it describes the steps taken in carrying out transactions (Amit & Zott, 2001, 

p. 513). The value chain perspective is linked to strategy by distinguishing all activities 

within the firm which systematically contribute towards the end result of customer value, 

which in turn leads to potential profits (Porter, 1991, p.102). These activities can be of a 

direct nature, i.e., directly applicable to producing, marketing and delivering the 

product/service, and those of a support function, which contribute the inputs and/or factors 

needed for these direct activities, such as the setup of planning and management (Porter, 

1991, p.102).  
 

Another example of the business model linking to strategy is through the consideration of 

the firm’s resources and capabilities, a resource-based view in bundling these in order to be 

more competitive, following consistently with the VRIO framework (Amit & Zott, 2001, p. 

513). The VRIO (value, rareness, imitability, and organisation) framework takes a 
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perspective of the resources and capabilities of a firm and if this can be transferred into 

sustainable competitive advantage (Barney, 1995, p. 60). Value relates to the question of if 

the firm initially has the resources and capabilities to neutralise threats and/or to exploit 

opportunities in their competitive environment (Barney, 1995, p. 50). However, a firm 

possessing valuable resources will only achieve competitive parity if the resource and/or 

capability is not rare, so the question of ‘rarity’ relates to how many competing firms 

possess these valuable resources/capabilities (Barney, 1995, p. 52). If these resources and 

capabilities are rare, this can help to achieve temporary competitive advantage, which can 

be turned into a sustained competitive advantage if the firm is able to address the issue of 

‘imitability’, in other words, if there is a cost disadvantage for competing firms in obtaining 

a resource or capability compared to firms that already possess these, and conclusively how 

difficult is it to imitate this resource and/or capability (Barney, 1995, p. 53). In order to 

realise the potential of these resources and/or capabilities, the firm needs to consider the 

‘organisation’ aspect, in terms of if the firm can combine these in order to exploit the 

competitive potential, which can lead to a fully realised competitive advantage (Barney, 

1995, p. 56). The business model perspective combines with this resource-based view on 

strategy by considering which ways resources can be valuable, following transparently 

from the reasoning provided by the VRIO framework of the resource-based view (Amit & 

Zott, 2001, p. 513). It is important to keep in mind that even if business models and strategy 

complement each other, they are, however, both distinct from one another. While the 

business model describes the business as a system and how all the components of this fit 

together, it does not account for competition, which is where strategy comes in to account 

for this critical dimension of performance (Magretta, 2002, p. 6). 
  
3.1.3 Why Business Models 

The complementary link between business models and strategy provides insights as to why 

business models are important. This can be exemplified through the example of product 

market strategy, a type of strategy that can be seen “as the way in which a firm chooses to 

position itself against competitors in its addressable market spaces” (Zott & Amit, 2008, p. 

3). Zott & Amit (2008, p. 19) find that there is a complementary link between product 

market strategy and business models, as well as a positive link between this connection and 

perceived firm performance in terms of market capitalisation. This research further 

concludes that the business model construct holds strategic importance by coupling with a 

superior product market strategy, which in turn can lead to competitive advantage emerging 

for the firm (Zott & Amit, 2008, pp. 19-20). So by this logic, business models are needed 

by firms in order to obtain competitive advantage, which in turn will lead to positive firm 

performance.  
 

Hedman & Kalling (2003, pp. 56-57) points out how business models are important in 

translating a resource into economic value (such as uniquely low costs or high qualities 

relative to the firm’s industry) through combining and embedding resources, carrying out 

activities to diffuse resources, as well as managing these activities in a way that creates the 

value offering. Teece (2010, p. 176) and  Chesbrough & Rosenbloom (2002, p. 549) builds 

upon this logic by stating that a firm’s technological innovation requires a business model 

in order to create value from the technological innovation, that creates needs for the market 

as well as creating the opportunity to satisfy the newly discovered customer needs. 

Furthermore, not only does a business model facilitate innovation, the business model itself 
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can be a way to represent innovation (Teece, 2010, p. 176; Osterwalder et al., 2005, p. 16). 

Osterwalder et al. (2005, p. 8) gives a note of caution on the use of business models, in that 

even if a business model is ‘strong’, being that it is relevant and coherent, it must be 

implemented and managed well to ensure the business model does not fail. 
 

3.1.4 Business Models: A Theoretical Tool  

In establishing the business model concept, it is important to understand how and why this 

concept can be used as a theoretical tool for firms. Petrovic et al. (2001, pp. 4-5) discusses a 

methodology for developing business models, firstly explaining the importance of mapping 

out a mental model of the business first before attempting to improve the business model. 

This involves communicating structures and sharing knowledge with the firm's different 

stakeholders about the ideas and assumptions of mental models (Petrovic et al., 2001, p. 4). 

After this, this mapped out model is challenged by testing inconsistencies within the model, 

this requiring the support of risk-free experimentation to avoid negative consequences upon 

implementing a business model, such as bankruptcy (Petrovic et al., 2001, p. 4). To support 

the challenging of mental models and assumptions of managers’ beliefs, there needs to be a 

learning environment in the organisation for managers to change mental models (Petrovic 

et al., 2001, p. 4). The idea of an organisation that needs to learn, and potentially unlearn 

through challenging their own assumptions and norms, is shared by Hamel & Prahalad 

(1994, pp. 60-61), where both these factors are just as important as each other in order for 

the firm to reinvent its industry through new marketplaces, firm boundaries, value 

propositions and fundamental assumptions on how to compete. This is seen as necessary in 

order for the firm to create a future for itself (Hamel & Prahalad, 1994, p. 61). Overall, this 

design process towards developing new business models, incorporating explaining, testing 

and revision of managerial assumptions has to support a flexible and iterative approach to 

continually changing and improving the business model, where all participants to changes 

can accept them (Petrovic et al., 2001, pp. 4-5). Lastly, the methodology towards business 

model development requires sound theory that practically applies to the design process in 

order to give relevance for managers, as well as to give results greater reliability (Petrovic 

et al., 2001, p. 5).  
 

The last point in Petrovic et al.’s (2001, pp. 4-5) discussion about the need for sound and 

applicable theory highlights the importance of thinking of the business model as a tool that 

is sound and reliable, an example of this is research aiming to better fit business and 

information systems together through improved communication, better understanding and 

increased flexibility of how the business operates logically (Osterwalder & Pigneur, 2003, 

p. 6). This better fit has been assisted by the use of a theoretical business model tool known 

as the business model ontology, which can build a framework to “better formulate, analyse, 

and share a company’s business model” (Osterwalder & Pigneur, 2003, p. 6). Research 

points out the need for this business model ontology in order to describe the different 

components and relationships needed for the business model, a conceptualisation that can 

be reused (Gordijn et al., 2000, p. 2). In the example of electronic commerce, a business 

model ontology can help designers identify what should be done to develop the business 

model, and subsequently help outline the business requirements needed for 

constructing/developing an electronic commerce information system (Gordijn et al., 2000, 

p. 2). Finally, Gordijn et al. (2000, pp. 2-3) point out that the ontology can help illustrate 

the network of stakeholders for the business model, and by outlining transactions and 
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activities between these, can help to further illustrate how value is created, delivered, and 

captured. 
 

The business model ontology consists of the four main areas/pillars of a company's 

business model, these being Product, Customer Interface, Infrastructure Management and 

Financial Aspects (Osterwalder, 2004, p. 42). The Product relates to what type of business 

the company is in, as well as the products/services along with value propositions that are 

offered to the market (Osterwalder, 2004, p. 42).  The Customer Interface refers to target 

customers of the company, how they deliver them products/services, and how these build 

strong customer relationships (Osterwalder, 2004, p. 42). Infrastructure Management 

relates to how the infrastructural and logistical aspects of the company performs 

effectively, to whom, and through what types of networks (Osterwalder, 2004, p. 42). 

Finally, the Financial Aspects refers to what revenue model(s) and cost structure(s) of the 

company has in place, and as a result, the viability of the business model (Osterwalder, 

2004, p. 42). These four areas contain nine interconnecting building blocks that are core to 

the business model, consisting of the value proposition, target customer, distribution 

channel, relationship, value configuration, capability, partnership, cost structure and 

revenue model (Osterwalder, 2004, p. 43). These building blocks, along with their 

associated areas of the business model is illustrated in Figure 1. 
 

The business model ontology is developed further in later research, where it is also known 

as the business model canvas, which is meant to give a simplified representation of 

describing, visualising, assessing and changing business models from a strategic point of 

view, illustrating nine building blocks that make up the business logic (Fritscher & Pigneur, 

2010, p. 29; Osterwalder & Pigneur, 2010, pp. 12, 15). This business model ontology 

(Osterwalder, 2004) served as a foundation for creating the business model canvas through 

the published book ‘Business Model Generation’ (Osterwalder & Pigneur, 2010), where the 

logic of the business model areas and building blocks hold the same logic. However, the 

business model canvas approach updates the way the building blocks are phrased, this 

transformation being illustrated by Hauksson (2013, p. 9) through a table displaying the 

changes in term phrasing from the business model ontology (Osterwalder, 2004) to the 

business model canvas (Osterwalder, 2010). These building blocks were thus rephrased, 

respective of the previous order from the business model ontology, as value propositions, 

customer segments, channels, customer relationships, key activities, key resources, key 

partners, cost structure and revenue streams (Hauksson, 2013, p. 9; Osterwalder & 

Pigneur, 2010, pp. 16-17). This theoretical update from the business model ontology to the 

business model canvas is displayed in Figure 2. The business model canvas works as a 

practical and illustrative tool, resembling a painter’s canvas, where all nine building blocks 

are displayed with the overall purpose of fostering “understanding, discussion, creativity 

and analysis” when discussing existing/new business models (Osterwalder & Pigneur, 

2010, p. 42).  
 

3.1.5 Business Model Canvas 

 

Figure 3 Business Model Canvas (Osterwalder & Pigneur, 2010, p. 44) 
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As previously discussed in the Theoretical Point of Departure in our Introduction chapter, 

Osterwalder & Pigneur’s (2010) business model canvas contains nine building blocks that 

look to illustrate comprehensively current and/or new business model ideas. To begin with, 

in terms of the Product pillar, the value proposition bundles the products and services that 

create value for the enterprise’s customer segments (Osterwalder & Pigneur, 2010, p. 22). 

Examples of this could be through newness (addressing entirely new needs e.g. new 

technology), more commonly through performance of products and services, through 

customisation (tailoring products/services to address individual customers or customer 

segments to create value), and so on (Osterwalder & Pigneur, 2010, p. 23).  
 

In terms of the Customer Interface pillar of the business model, customer segments defines 

the groups of people and/or organisations that the enterprise looks to reach and serve, and 

examples of these can be niche markets (specific and specialised segments, such as 

supplier-buyer relationships of car parts manufacturers to automobile manufacturers), mass 

market (large segment, broadly similar needs, such as consumer electronics), and many 

more (Osterwalder & Pigneur, 2010, p. 20-21). Channels refers to how the enterprise 

delivers its value proposition to customer segments through its communication and reach of 

customer segments, where these channels can be defined by the company through owned or 

partner channels, as well as this being direct or indirect (whether the company reaches the 

customer directly, or uses a partner/intermediary in distributing their communication and 

reach) (Osterwalder & Pigneur, 2010, p. 26-27).  Customer relationships defines the 

relationships that an enterprise establishes with specific customer segments, which can be 

done in a number of ways, examples including personal assistance (human interaction), self 

service (company providing means for customers to help themselves, holding no direct 

relationship), and community (facilitating network of customer members in assisting one 

another) (Osterwalder & Pigneur, 2010, p. 28-29).  
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Elaborating on the Infrastructure Management pillar, key resources are the main assets that 

are required to make the business model function, these can consist of physical assets (e.g. 

manufacturing facilities, machines etc.), intellectual (e.g. brand, patents), human (e.g. 

skilled labour, human resources), and financial (e.g. cash, stocks, lines of credit) 

(Osterwalder & Pigneur, 2010, p. 34-35). Key activities are defined as the most important 

actions the company needs to do in order for the business model to function, these either 

being in production (designing, making, delivering products), problem solving (providing 

solutions for individual customers), or in platform/network (key resource platform 

dominated by related key activities e.g. eBay and their website) (Osterwalder & Pigneur, 

2010, p. 36-37). Key partners is the suppliers and networks that make the business model 

function, with a number of motivations for creating partnerships, including optimisation 

and economies of scale (optimise allocation of resources, help to reduce costs), reduction of 

risk and uncertainty (strategic alliances in competitive, uncertain environments), as well as 

acquisition of particular resources and activities (e.g. knowledge, licenses, access to 

customers) (Osterwalder & Pigneur, 2010, p. 38-39).  
 

Finally, addressing the business model pillar of Financial Aspects, the cost structure 

defines all the costs that are involved in operating the business model, where costs are 

further defined in into two broad classes, these being value-driven (less concern for cost, 

more focus on value creation e.g. luxury hotels), and cost-driven (focus on minimising 

towards leanest cost structure possible e.g. Ryanair) (Osterwalder & Pigneur, 2010, p. 40-

41). Revenue streams describes the ways in which the enterprise generates cash from their 

customer segments, examples of this include asset sale (selling ownership rights of physical 

product), subscription fees (selling continuous access to a service), usage fee (charge 

customer for the use of a particular service) etc. (Osterwalder & Pigneur, 2010, p. 30-31).  
 

3.2 Business Model Innovation and the Need for Change 

Touching upon the business model concept and why we need business models, and one 

reason being that it provides a platform for innovation. However, what exactly is 

innovation? Innovation is defined by the Oxford dictionary (2015) as “the action or process 

of innovating” and subsequently to create a “new method, idea, product etc”, and thus is 

logically related to change. Many scholars have put forth their own definitions within their 

research, defining innovation from a number of different perspectives, such as 

organisational, different forms of innovation, degree of newness, and knowledge 

management (Baregheh et al., 2009, pp. 1325-1326). A foundation of defining innovation 

in research, and by this spurring similar definitions later in time, came from Thompson 

(1965, p. 2), where it was stated “innovation is the generation, acceptance, and 

implementation of new ideas. processes, products or services”. On the other hand, the 

perspective on different forms of innovation defines innovation accordingly “there are 

three stages of innovation: innovation as a process, innovation as a discrete item including 

products, programs or services; and innovation as an attribute of organisations” 

(Kimberly, 1981, p. 108).  An example of the degree of newness perspective outlines 

innovation through stating “as long as the idea is perceived as new to the people involved, 

it is an ‘innovation’ even though it may appear to others to be an ‘imitation’ of something 

that exists elsewhere” (Van de Ven, 1986, p. 592). This definition from the newness 

perspective looks to encompass technical innovations, such as product, service and 
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technology, as well as administrative innovations, such as procedures, policies and 

organisational forms (Van de Ven, 1986, p. 592). In knowledge management research, 

knowledge is seen as crucial for innovation, as well as knowledge being a type of 

innovation (Baregheh et al., 2009, p. 1326). Plessis (2007, p. 21) elaborates on this logic 

with an extensive definition, stating “innovation as the creation of new knowledge and 

ideas to facilitate new business outcomes,aimed at improving internal business processes 

and structures and to create market driven products and services. Innovation encompasses 

both radical and incremental innovation”. Ultimately, these definitions share the same 

logic in that innovation relates to change, the fact that an organisation needs to innovate in 

order to take advantage of opportunities in the changing internal and external environments, 

such as customer demands and lifestyles, technology, marketplaces, structure and dynamics 

(Baregheh et al., 2009, p. 1323; Damanpour, 1991). 
 

The non-uniform definition of innovation is seen as problematic, as Baregheh et al. (2009, 

p. 1334) points out that by having several different definitions this can create confusion and 

ambiguity. Therefore, adopting a broad definition of innovation for a business context, Van 

der Meer (2007, p. 192) defines it as “the total set of activities leading to the introduction of 

something new, resulting in strengthening the defendable competitive advantage of a 

company”. By defining it as a set of activities, we do not constrain innovation to any 

specific set of activities and therefore do not use our own implicit thoughts of what 

innovation entails. By utilizing a broad definition, several different types of innovations can 

be included within its boundaries as there are several different types, such as new products, 

services, processes, markets, organizational forms etc. (Baregheh et al., 2009, p. 1335; Van 

der Meer, 2007, p. 193). The term “new” Van der Meer (2007, p. 193) argues is simply to 

imply that it is new to the company, not completely new to the world. Considering Teece’s 

(2010, p. 176) argument earlier, innovations require business models, therefore business 

model innovation is needed as well in order to take advantage of market opportunities. 

Business model innovation does also come under Van der Meer’s (2007, p. 193) and 

Baregheh et al.’s (2009, p. 1335) logics of how innovation is defined and the different 

types. The business model, used as a tool, can assist in innovation and in implementing 

strategy successfully in any or all areas of the business through organisational structures, 

processes and systems (Osterwalder & Pigneur, 2010, pp. 15-17).  
 

Product innovation is a viable option as Danneels (2002, p.1095) claims that “really new” 

products are crucial to firm survival and corporate renewal. Chesbrough (2007, p. 12) 

agrees that not long ago innovation meant researching and developing products, however, 

he further states that with the rising costs of research and development, logistics and 

marketing it is no longer feasible to simply focus on the product offering, nowadays you 

need to innovate your business model. Furthermore, a superior business model will often 

beat a better idea or technology (Chesbrough, 2007, p. 12). To further argue that product 

innovation is not viable, Teece (2010, p. 172) states that without a well-developed business 

model, innovators will likely fail to deliver or capture value from the innovation. This 

means that well thought-out business model change is crucial to the success of an 

innovation, an important factor that can contribute towards successful long-term survival of 

the business. 
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The theme of a systematic view is recognised as a way to help innovate the business model 

by structuring activity systems in a purposeful and meaningful way, requiring the firm to 

ask key questions about their business environment in which they operate in (Amit & Zott, 

2012, p.47-48). These questions relate to what perceived needs are there and how these can 

be satisfied through new model design, what novel activities are required for this (business 

model content innovation), how the novel activities can be linked (business model structure 

innovation), who should perform each of the activities (business model governance 

innovation), how is value created as a result, and what revenue model should be used that is 

appropriate in part with the value created (Amit & Zott, 2012, p.47). In terms of business 

model innovation, we subsequently take the view of the systemic view, where a business 

must ask itself the key questions outlined if they wish to innovate their business model 

from Amit & Zott’s research (2012, p.47). In terms of knowledge required for business 

model change and innovation, this systematic business model perspective can help a 

company identify itself clearly within its business context, as well as help executives to 

purposefully structure and design their business models towards innovation (Amit & Zott, 

2012, p. 48). 
 

3.3 Sustainability and Business Model Innovation 

 

3.3.1 Sustainability 

To succeed in the future, Nidumolu et al. (2009, p. 58) claim that only the companies that 

will focus on sustainability will achieve a competitive advantage. Focusing on 

sustainability for the business model will lower the costs inherent for product development 

(Nidumolu et al., 2009, p. 59) as more renewable material will be used and reduced 

amounts of waste will be produced. Senge (2009, pp. 2-3) outlines that more sustainable 

business models can include better design and remanufacturing of products, such as cars 

and consumer electronics, which allows these businesses to obtain greater value from 

taken-back, non-operational products at the end of their life-cycle. Sustainability is a 

diverse word with many meanings. Since we will use the word ‘sustainability’ in a business 

context, our definition will also stem from business research. The definition itself is an 

offshoot of the famous WCED (1987, p. 37) Brundtland definition that sustainable 

development should “meets the needs of the present without compromising the ability of 

future generations to meet their own needs”, the business adaption of the definition is 

defined by Bansal & DesJardine (2014, p. 71) as “the ability of firms to respond to their 

short-term financial needs without compromising their (or others’) ability to meet their 

future needs”. Our interpretation of this definition is that firms need to balance their 

economic needs with the needs of the environment and society, both in the short and long 

term. Bansal and DesJardine mirrors our interpretation of the need to balance these three 

factors across time at both the micro and macro level (2014, p. 71). This balance is 

criticized as an oxymoron, development cannot be sustainable as we are already living 

outside our means, and therefore innovation is championed by many to transform 

economies and societies (Hall et al., 2010, p. 441).  
  
There are issues with innovating your business model instead of the product or service 

offering, as Girotra and Netessine (2011, p. 101) explains, is that managers often find it 

difficult to know what changes to the business model will work as opposed to whether a 

product or service will be popular. Furthermore, as Teece (2010, p. 182) states, businesses 
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that change their business model also have to be mindful of possible cannibalisation of their 

existing business. An example of the risk of cannibalisation, Teece (2010, p. 182) discusses 

the issue Blockbuster had when Netflix started renting out DVD’s on the internet, 

Blockbuster imitated this business model innovation of online rentals, and as a result they 

effectively cannibalised their in-store rentals. So with the possible high cost of changing the 

business model towards a more sustainable one, there is a risk that the predicted savings 

that Smith & Clinton (2014, p. 446) claim will emerge from the increased sustainability 

may not materialise as a consequence of cannibalisation. Girotra and Netessine (2011, p. 

104) does point out the risk of attempting sustainable business model innovation, 

highlighting the example of the electric cars concept, that would be environmentally 

friendly, has still failed to see popular adoption. This due to issues with lengthy time 

durations in charging batteries, as well as batteries themselves being very expensive, and 

would require a capital intensive approach (Girotra & Netessine, 2011, p. 104).     
 

Nidumolu et al. (2009, pp. 59-60) believes that contrary to popular belief, sustainability is a 

driver for innovation and crucial for all companies. To become sustainable, Nidumolu et al. 

(2009) believe that companies go through five different stages. It starts with Viewing 

Compliance as Opportunity (Nidumolu et al., 2009, p. 58-59), instead of doing the minimal 

required by law, companies stick to the strictest rules so their products can be sold 

anywhere. The next stage is Making Value Chains Sustainable (Nidumolu et al., 2009, pp. 

59-61), by first analysing and then reducing the use of non-renewables the value chain 

becomes more sustainable. The third step is Designing Sustainable Products and Services 

(Nidumolu et al., 2009, p. 61-63), by utilising knowledge gained from previous steps the 

companies can produce more eco-friendly products and gain market share due to customer 

preference. The fourth step is Developing New Business Models (Nidumolu et al., 2009, p. 

63-64), exploring and figuring out new ways to do business and capture revenue. The finals 

stage is Creating Next-Practice Platforms (Nidumolu et al., 2009, p. 64), question the 

existing assumptions, this will help in finding new sustainable products and services.  
 

3.3.2 GRI/Triple Bottom Line 

As previously stated by Nidumolu et al. (2009, p. 59), compliance can be viewed as 

opportunity. This line of reasoning is shared by Porter & Van Linde (1995, p. 121), who 

states that properly developed environmental standards can stimulate innovation within 

companies, which would lower production costs or increase the value of the product. A 

concept that includes environmental standards is the triple bottom line accounting 

framework created by Elkington (1999), which mirrors our view of sustainability in that it 

it is comprised of three different areas, economic, social and ecological parts. It is called the 

triple bottom line since the bottom line for normal firms regards only the economic aspect 

and therefore, with social and ecological aspects included, it becomes the triple bottom line 

(Slaper & Hall, 2011, p. 4). This accounting framework can be used to help firms factoring 

in environmental and social costs of their actions as well as evaluate the impact their 

environmental and social efforts have on their firm (Gimenez et al., 2012, p. 149). By 

utilising this framework Gimenez et al. (2012, p.149) showed that environmental programs 

in manufacturing plants had a positive impact on all three of the bottoms lines, which gives 

credibility to sustainability efforts as economically viable. When the three aspects are 

accounted for in a balanced manner a firm is, according to Carter and Rogers (2008, pp. 

369, 371), in the best area, where the firm generates profit while at the same time does not 
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cause harm to the social and ecological areas that would limit their own or others’ future 

needs. 
 

To include the triple bottom line in reporting, the GRI’s (Global Reporting Initiative) 

framework has been used by companies (Hedberg & Malmborg, 2003, p. 157). Functioning 

as a voluntary reporting standard, the GRI’s (2006, p. 1) mission is to “develop globally 

accepted common reporting framework for non-financial/sustainability reporting”, create 

an “accountability and transparency tool” and promote “reporting as a process”, where as 

of 2006 it had over 1000 users. Hedberg & Malmborg (2003, p. 159) reports that reasons 

for using GRI are to use a generally accepted standard that gives credibility to the reports 

and that GRI provides the companies with a good, established structure for their reports in a 

way that improves transparency. By being in the front of the pack when it comes to 

following standards, businesses naturally find opportunities before their competition 

(Nidumolu et al. 2009, p. 59). So by complying with strict standards, companies will be 

ahead of the competition (Nidumolu et al., 2009, p. 58).  
 

An example of following stricter rules in order to get ahead of competition is HP, where 

when a government-sponsored recycling initiative was to be instituted, they instead created 

a private one with other manufacturers (Nidumolu et al., 2009, p. 59). Due to the scale of its 

operations, HP had 55% lower costs than their rivals, saving HP $100 million in 4 years 

and increased their reputation with stakeholder groups (Nidumolu et al. 2009, p. 59). This 

initiative is present as one of Bocken et al’s. (2014, p. 48) archetypes called Create value 

from waste, where recycling constitutes an example of the archetype. Breaking the 

archetype down into the value proposition, value creation & delivery and the value capture, 

firstly the value proposition in HP’s case they found the value in what the consumer 

deemed to be waste (Nidumolu et al. 2009, p. 59; Bocken et al., 2014, p. 48). Secondly, the 

value creation & delivery is evident in the partnerships they formed with other companies 

to together recycle products and creating the new recycling initiative (Nidumolu et al. 2009, 

p. 59; Bocken et al., 2014, p. 48). Lastly, the value capture is lessening the environmental 

impact of electronic waste and turning the electronic waste into value while also increasing 

the reputation with stakeholders (Nidumolu et al. 2009, p. 59; Bocken et al., 2014, p. 48). 

In terms of the mobile phone industry, we have conducted a literature review of GRI topics 

that have been prevalently highlighted in company reports of mobile phone manufacturers 

and MNOs, this being discussed in Mobile Phone Industry subchapter. 
 

3.3.3 Sustainable Business Model Innovation: Bocken et al.’s Archetypes 

 

Figure 4: Archetypes (Bocken et al., 2014, p. 48) 
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Reflecting upon the previously examined archetype ‘Create value from waste’ in the 

example of HP, this classification for sustainable business model innovation is one of eight 

different archetypes proposed by Bocken et al. (2014, p. 48). The archetypes are 

mechanisms and solutions that might help to build more sustainable business models and 

finding gaps for future research (Bocken et al., 2014, p. 45). Bocken et al. (2014, p. 45) 

states that the purpose of them are “to create new development paths or a capability to 

innovate”. We will now review the theory behind them with examples from Bocken et al. 

(2014, p. 48) attached to each one to further clarify how the theory is used practically. First 

of all, the archetypes lie within three groupings that outline the main type of business model 

innovation for the archetypes within them, these groupings being known as Technological, 

Social and Organisational (Bocken et al., 2014, pp. 47-48), descriptive groupings that build 

upon research by Boons & Freund (2013, pp. 14-16) on sustainable business model 

innovation. The technological grouping contains archetypes mostly concerned with 

technological innovations, examples of this being the innovation of the manufacturing 

process and of the product design (Boons & Freund, 2013, p. 14; Bocken et al., 2014, p. 

48). The social grouping consists of archetypes dominatingly of social innovations, such as 

innovating the customer offering or changing consumer behaviour (Boons & Freund, 2013, 

pp. 15-16; Bocken et al., 2014, p. 48). Finally, the organisational grouping refers to 

archetypes that describe innovations in organisational change, such as changing the 

fiduciary responsibility of the firm (Boons & Freund, 2013, pp. 14-15; Bocken et al., 2014, 

p. 48). The underlying archetypes within these groupings are further elaborated below. 



30 

 

 

In terms of the technological grouping, Maximise material and energy efficiency (Bocken et 

al., 2014, p. 48-49) is the first archetype, it emphasises using less resources, generate less 

waste and to cut down on emissions and pollution. An example is lean manufacturing, 

which seeks to limit material waste in production processes. The second archetype is 

Create value from waste (Bocken et al., 2014, p. 49-50), rethinking the concept of “waste” 

and turn existing waste in to production input instead. For example, closed-loop business 

models which seeks to use end of use products as material for new value. Substitute with 

renewables and natural processes (Bocken et al., 2014, p. 50) is the third archetype, it aims 

to decrease environmental impacts and promote business resilience through using 

renewable resources in favour of non-renewable ones. For example, local renewable energy 

solutions, using solar and wind power for manufacturing processes. 
 

In terms of the Social grouping, the first archetype is Deliver functionality rather than 

ownership (Bocken et al., 2014, p. 50-51), it seeks to satisfy the needs a customer have 

without selling them a product. An example is car-sharing where you get the need, 

transport, without having to buy the product, the car. Adopt a stewardship role (Bocken et 

al., 2014, p. 51-52) is the second archetype; the purpose of it is to have stakeholder 

interaction in order to promote their well-being. Upstream stewardship is an example; it 

aims to promote better practices from suppliers upstream in the value chain. The third 

archetype is Encourage sufficiency (Bocken et al., 2014, p. 52-53), its purpose is to reduce 

demand from customers and in turn reduce production. For example, ‘product durability’ 

and longevity redesign products in order to promote longer product life-cycles.  
 

In terms of the Organisational grouping, Repurpose the business for society/environment 

(Bocken et al., 2014, p. 53) is the first archetype; it aims to shift the priority of companies 

to deliver social and environmental benefits in favour of economical value to the 

shareholders. An example is Non-profit organisations that depend on external donors and 

have the purpose of promoting social or environmental well-being. The second archetype is 

Develop scale-up solutions (Bocken et al., 2014, p. 53-54), by scaling up sustainable 

solutions as large as possible it will deliver the greatest benefits. Franchising and licensing 

are examples that will enable others to swiftly copy the solution for other geographic areas. 
 

Short et al. (2014) uses the archetypes framework when studying how a British 

manufacturer of sugar diversified their operations and by doing so utilised the Create value 

from waste archetype. The archetype mirrors the natural world in that there is no real waste 

as all by-products become resources for something else (Short et al., 2014, p. 605). By 

using the by-products of production, the manufacturer diversified into animal feed, topsoil, 

tomato horticulture, betaine used in health care products, bio ethanol production, carbon 

dioxide production and producing electricity to name a few (Short et al., 2014, pp. 607, 

609, 612). What prompted this development was decreased market protection opening them 

up for increased competition, supply-chain issues with the grower community and 

emerging legislation creating opportunities for bio-fuels derived from agriculture (Short et 

al., 2014, p. 607). All of these issues incentivised the company to enhance their competitive 

position by developing new product lines (Short et al., 2014, p. 607), this means that the 

business resiliency increases as they are less dependent on one source of revenue while also 

reducing costs.  
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Through the previous discussion concerning sustainability and business model innovation 

in relation to this, the use of GRI in terms of credibility in triple bottom line accounting 

(Hedberg & Malmborg 2003, p. 159), as well as the utilisation of the archetypes as a tool in 

providing solutions towards sustainable business model innovation (Bocken et al., 2014, p. 

45), both these concepts can be used towards the context that will be studied in this thesis, 

where the authors have chosen the mobile phone industry. 
 

3.3.4 The Mobile Phone Industry 

This industry is defined within mobile commerce, which is described as “all activities 

related to a (potential) commercial transaction through communication networks that 

interface with mobile devices” (Tarasewich et al., cited by Camponovo & Pigneur, 2003, 

p.1). This industry is further illustrated by Camponovo & Pigneur (2003, p.5) by outlining 

the users of the business world that possess mobility-related needs, and that these can be 

fulfilled through three necessary and complementary supporting blocks, including 

communication (the networks), technology (hardware), and services (applications, content, 

supporting services). Mobility can be defined and recognised as the most important value 

proposition for mobile business, since this is a distinctive advantage in which mobile 

services are built upon (Camponovo & Pigneur, 2003, p.2). Mobility is further defined 

through the related attributes of freedom of movement (services on the move), ubiquity 

(independent use anywhere), localisation (location-based services for user), reachability 

(users can be reached anytime, anywhere), convenience, connectivity and personalisation 

(Camponovo & Pigneur, 2003, p. 2-3).  
 

In terms of defining the industry’s stakeholders, we can begin with outlining MNOs, which 

are companies that “operates the access network infrastructure, delivers basic services to 

user (e.g. Voice, SMS, Internet Access), provides mobile services and controls the billing 

systems for the customers’ usage” (Bormann; Flake; Tacken, cited by Xia et al., 2010, p. 2). 

Further elaborated, they plan the network architecture, acquire and develop sites needed for 

delivering the network, oversee network implementation by the suppliers and 

subcontractors, as well as operating and maintaining the network (Xia et al., 2010, p.2). On 

the other hand, MVNOs provide mobile communication services to the end users without 

owning their own radio spectrums, but rather, lease network capacity or equipment from 

licensed operators, these including MNOs, where MVNOs look to lease excess network 

capacity from MNOs (Xia et al., 2010, p.2). MVNOs do still, however, compete with 

MNOs in terms services and and applications of their own, therefore competing for market 

share in these areas (Xia et al., 2010, p.2). Examples of MNOs include Vodafone, Orange 

(Camponovo & Pigneur, 2003, p.8), and TeliaSonera (Xia et al., 2010, p.3), while an 

example of MVNOs is Tele2 (Camponovo & Pigneur, 2003, p.3). The mobile phone 

manufacturers are the suppliers of mobile devices, which including a vast variety of 

features, as well as producing and selling mobile device accessories and other telecom 

equipment (Xia et al., 2010, p.2). Examples of these types of companies include Sony, 

Samsung, Motorola etc. (Camponovo & Pigneur, 2003, p.6). Finally, the mobile operating 

systems are interfaces between the user and the mobile device, which help users to control 

and manage resources and applications on their phone; these operating systems being 

supplied by companies such as Microsoft, Apple, Blackberry etc. (Xia et al., 2010, p.2). 
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3.3.5 Mobile Phone Manufacturers 

The manufacturing of mobile phones is an industry characterised by hyper-competition, an 

environment where flexible, aggressive and innovating competitors easily can move into 

markets as they have low barriers of entry and erode advantages of existing companies 

(D’Aveni, 1994, p. ix). Furthermore the mobile phone manufacturer industry is 

characterized with price being the primary driver and placing high emphasis on features 

(Xia et al., 2010, p.2). These factors have created a market that is in constant motion with 

new mobile phone models constantly being created and marketed in order to remain 

competitive and satisfy the customer. 
  
While a manufacturer may seem to have the end-user as the customer, it is in fact the 

retailers and MNOs who they seek to distribute their products (Xia et al., 2010, p. 4). By 

not selling their phones directly, the manufacturer can focus their core activities on the 

necessary actions for a hyper competitive market by performing large amounts of research 

and development, design future products and also produce and market their products 

(Camponovo & Pigneur, 2003, p. 5). Since they do not sell directly to end users, 

manufacturers generate revenue by selling to retailers and MNOs (Camponovo & Pigneur, 

2003, p. 6). 
 

Xia et al. (2010, pp. 5-7) outline the business model design of mobile phone manufacturers 

through the use of Osterwalder & Pigneur’s (2002) e-business model ontology. In order for 

a more theoretically up-to-date illustration of this business model design, we have 

translated Xia et al.’s (2010, p. 5) version for manufacturers to the language of Osterwalder 

& Pigneur’s (2010) business model canvas, the original version displayed in Figure 5, 

followed by the updated business model canvas version in Figure 6. In terms of the 

channels manufacturers distribute their mobile phones through; these can include branded 

stores of MNOs, through the manufacturers’ own store, or through device retail stores (Xia 

et al., 2010, p. 6). Manufacturers also look to distribute configured content and services 

through their own application stores, allowing a format for customers to use the mobile for 

social media, business and information purposes when connected to the 3G network 

provided by the network provider (Xia et al., 2010, p. 6). Another key area in the business 

model of manufacturers is their partners, which include application developers, content 

providers, and most importantly with MNOs, since this is usually the most popular 

distribution channel for their products through the MNOs’ retail stores (Xia et al., 2010, p. 

7). Finally, resulting from this business model design, manufacturers obtain their revenues 

through sales of mobile phone devices, as well as a share of revenue from the contents and 

services provision for application developers and content providers (Xia et al., 2010, p. 7).  
 

As mentioned previously in the Research Gaps chapter, Fairphone is an example of a 

mobile phone manufacturer that has a highly focus towards sustainability in their business 

model, that does not follow the conventional manufacturer model outlined by Xia et al. 

(2010, pp. 5-7). This includes a number of areas in terms of having greater focus on the 

environment and society through their value chain. To begin with, there is consideration for 

the minerals they acquire, such as tin and tantalum from the Democratic Republic of Congo 

(DRC). This is to help reduce conflict in this region, instead create greater stability, to 

promote economic development, as well as build better working conditions in providing 

local wages, addressing child labour, and to reduce environmental degradation caused by 
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mining (Fairphone, 2015, Mining). Secondly, the fairer materials are used in a transparent 

design process of smartphones that are focused towards greater longevity and repairability, 

as well as considering the impact on all stakeholders, from users and suppliers to factory 

workers (Fairphone, 2015, Design). In terms of Fairphone’s manufacturing process, they 

look to build working conditions with lasting improvements to worker well-being, in 

locations such as China (Fairphone, 2015, Manufacturing). Fairphone also seeks to promote 

recycling of mobile phones through customer encouragement, initiatives and programs, 

including the promotion of a circular economy, as well as giving customers the options to 

buy parts in order to repair their phones themselves (Fairphone, 2015, Life Cycle). Finally, 

Fairphone outline their principles of social entrepreneurship by making customers aware of 

what they are doing by describing each step of the process, including the costs involved, as 

well as elaborating on their supply chain (Fairphone, 2015, Social Entrepreneurship). 
 

Fairphone are using the Repurpose for society/environment archetype (Bocken et al., 2014, 

p. 53) as they are a social enterprise (Fairphone, 2015, About), a company that is for-profit 

but puts the profit as a secondary mission after the social mission they have (Bocken et al., 

2014, p. 53). At the same time, Bocken et al. (2014, p. 54) explains the importance of these 

archetypes being combined together in order to achieve real sustainability. This can be 

exemplified through Fairphone, where their effort towards mining reflects the Adopt a 

Stewardship Role archetype (Bocken et al., 2014, p. 51). More elaborately, Fairphone 

conducts Upstream stewardship, where Fairphone address employee welfare and living 

wages, development of the community, as well as reducing environmental impacts of 

mining to promote biodiversity protection and regeneration, all within the developing area 

of DRC (Fairphone, Mining; Bocken et al., 2014, p. 51). This archetype is also reflected in 

Fairphone’s considerations in the manufacturing process in terms of building working 

conditions and worker well-being (Fairphone, Manufacturing; Bocken et al., 2014, p. 51). 

In terms of design, this is relevant to the archetype of Encourage sufficiency, in that the 

design is focused towards transparency of the design process of mobile devices, as well as 

greater durability and longevity of devices (Fairphone, Design; Bocken et al., 2014, p.52). 

Within the same archetype, Fairphone tries to educate customers towards more sustainable 

use of mobile phones sustainable use and their product life cycles (Fairphone, Life Cycle; 

Bocken et al., 2014, p. 52). 
 

3.3.6 Mobile Network Operators 

Similarly to the previous explanation of the mobile phone manufacturer business model 

design, we adopt a similar in translating Xia et al.’s (2010, p. 4) version rooted from 

Osterwalder & Pigneur’s (2002) e-business model ontology into a more recent illustration 

tool, being Osterwalder & Pigneur’s (2010) business model canvas. Xia et al.’s original 

version can be found in Figure 7, while the business model canvas version can be seen in 

Figure 8. To begin with, in terms of the product, infrastructure management and customer 

interface pillars of the MNO business model canvas, the main value proposition is to 

provide and maintain a network in order to support voice calls, transmission of mobile data, 

as well as internet (Xia et al., 2010, p. 5). Networks such as 3G, and more recently 4G, are 

promoted by MNOs in order to ensure the customer the best experience with their mobile 

device, which will be able to support advanced services and applications (Xia et al., 2010, 

p. 4). The MNOs collaborate with manufacturers in selling mobile devices to the end 

consumer, firstly from the manufacturer producing mobile devices under specific 
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requirements set by MNOs, while the MNO subsequently buys and sells the mobile devices 

through the MNO’s own retail stores (Xia et al., 2010, p. 5). The MNO partner up as well 

as compete at the same time with manufacturers, content providers and application 

developers through the MNO’s own mobile application store, for example, bundling pre-

loaded applications with mobile devices of both the MNO’s and of third parties (Xia et al., 

2010, p. 5). In terms of financial aspects of the MNO’s business model, the major costs 

come mainly from maintenance and development of the network infrastructure (Xia et al., 

2010, p. 5). On the other hand, revenue mainly comes from billing customers for the 

MNO’s mobile network services, selling mobile phone devices bought from the 

manufacturer, as well as more recent revenue sharing with content providers, application 

developers, mobile device vendors and operating system (OS) platform owners through the 

MNO’s own branded application store (Xia et al., 2010, p. 5).  
 

In terms of industries that are considered unsustainable that are directly linked to mobile 

phone manufacturers, the MNO industry has been identified. According to Boons & Freund 

(2013, p.13), this industry is posed as an example of possessing a highly unsustainable 

business model in terms of its ecological impact. The common situation involves a joint 

marketing effort of MNOs and mobile manufacturers, where the hardware is offered at 

reduced prices, or even for free, coupled with long-term contracts with the MNO (Boons & 

Freund, 2013, p.13). The issue that arises from this business model is the high level of 

substitution of hardware where the devices are still functional, while firms continue to sell 

new models at a fast pace to fuel new fashions amongst users (Boons & Freund, 2013, 

p.13). This subsequently leads to excessive resource use in terms of rare earths and 

minerals required in producing the hardware, as well having negative effects on society in 

terms of the working conditions at mines where these minerals are extracted (Boons & 

Freund, 2013, p.13). 
 

Challenges that face the mobile phone industry, especially mobile phone manufacturers and 

network operators, include the demand for new mobile models and mobile applications, as 

well as sustainable use and recycling of mobile phones not being communicated  enough 

publicly (Welfens et al., 2013, p. 401). In terms of communication, this relates to the lack 

of information from the media, education systems and at home about the issues concerning 

the unsustainable use of mobile phones, and the need for increased awareness about return 

and recycling opportunities for more sustainable use of mobile phones generally (Welfens 

et al., 2013, p. 401). It is suggested a way in order to target this issue can be to 

communicate this information more transparently through the appropriate channels, for 

example, in targeting teenagers, the awareness and information should be published on 

Internet media and social media, such as Facebook, Twitter etc. (Welfens et al., 2013, p. 

401). The appropriate archetype for this issue is Encourage sufficiency (Bocken et al., 

2014, p. 52) with the specific example of Product durability and longevity (Bocken et al., 

2014, p. 52). The example wants to slow down replacement cycles, change the culture of 

excessive consumption and disposing products while they are still functional. This also 

couples with the example of Consumer education (models); communication and awareness 

(Bocken et al., 2014, p. 48), where communicating the sustainability issue about mobile 

phone use could be more transparent by MNOs in order to educate consumers towards 

more sustainable use through recycling. 
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The use of Bocken et al.’s (2014) archetypes, as shown in explaining the previous examples 

sustainable/unsustainable business models of mobile phone manufacturers and MNOs, this 

conceptual tool helps to categorise efforts to embed greater sustainability into existing 

business models (Bocken et al., 2014, p. 43). Since Boons & Freund (2013, p. 13) mention 

that the mobile phone industry needs more radical approaches to solving the environmental 

and social issues that are consequent to their business models, Bocken et al.’s (2014) 

archetypes can potentially assist in more rapid introductions of sustainable innovation, as 

well reduce the risks of implementation (Bocken et al., 2014, p. 54). From this reasoning, it 

seems appropriate to use Bocken et al.’s (2014) archetypes as a theoretical tool for our 

research.  
  
It seems increased awareness and implementation is needed globally to address the 

sustainability issues of the MNO industry. This is highlighted through conclusions in a 

report by Accenture and UN (United Nations) Global Compact (2011, p. 34), where the 

views of CEOs (Chief Executive Officers) generally in the communications industry 

require changing attitudes and proactiveness towards sustainability for their businesses. 

This emphasises the fact that they must look towards new opportunities as well as 

overcome challenges in the industry (Accenture & UN Global Compact, 2011, p. 34). The 

UN Global Compact is an initiative by the United Nations that aims at helping companies 

develop, implement and communicate CSR (corporate social responsibility) through 10 

principles regarding human rights, labour conditions, environment and anti-corruption 

(Runharr & Lafferty, 2009, p. 479). These principles have been criticised by Runharr & 

Lafferty (2009, p.  492) as having no effect for the three telecommunications companies 

that they studied, granted the companies were front-runners in terms of CSR, but they 

believe that for the Global Compact to have an effect on front-runners it would have to be 

more explicitly aimed towards them. This is due to Global Compact principles being 

perceived as minimum requirements for the companies (Runharr & Lafferty, 2009, p. 479). 

This follows the arguments of Nidumolu et al. (2009, p. 58) that following more stringent 

rules are more advantageous than simply following the lowest possible standard when 

seeking innovation. 
 

A solution to the previously discussed issue can be to follow more stringent guidelines, 

such as GRI guidelines. Following GRI guidelines can have positive implications on the 

external side of the firm, for example, being ranked within the Dow Jones Sustainability 

Index, where this will provide indicators for potentially excellent sustainability 

performance (Bocken et al., 2014, p. 47). The Dow Jones Sustainability Index originated 

from interest in sustainability by investors, where sustainability practices of firms could be 

linked to financial markets (Lopez et al., 2007, p. 289). Organisations with recognised 

prestige formed this index in order to give it credibility, and to introduce sustainability as a 

criterion for investment in firms, the idea that sustainability can lead to long-term value 

creation and shareholder benefits (Lopez et al., 2007, p.289).  
 

3.3.7 Mobile Phone Industry and GRI: Literature Review 

In order to verify a link between a link between GRI sustainability topics and issues that are 

apparent in the mobile phone industry, we conducted a literature review. This would serve 

to identify what research has identified so far in terms of industry issues. We would use the 

topics from an online document covering sustainability topics in relevant sectors that apply 
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for mobile phone manufacturers and MNOs, these being ‘Technology Hardware and 

Equipment’, ‘Semiconductors and Semiconductors Equipment’ and ‘Telecommunication 

Services’ (GRI, 2013, pp. 104-110). The full list of topics is presented in Appendix 2. The 

topics would be initially observed in correlation with company reports of mobile phone 

manufacturers and MNOs in identifying prevalent topics highlighted. Supporting literature 

is also reviewed in order to give theoretical argumentation for GRI topic choices the 

authors make for their study. We obtain the required literature by searching for these topics 

in relation to the mobile phone industry. We decided to use research that was published in 

the last 10 years in order to ensure greater credibility since, at Xia et al., (2010, p. 1) 

outlines, this industry is a fast changing a rapidly innovating as a business environment. 

Therefore, using literature from the past 10 years can support relevant GRI topics in terms 

of being more up-to-date with recent issues. 
 

To begin with, the issue of ‘Carbon Emissions’ and ‘Greenhouse Gas Emissions’ relative to 

mobile communications, which includes consideration MNOs and mobile phone 

manufacturers and their contributions, is highlighted throughout Fehske et al.’s (2011) 

research, especially on the matter of carbon emissions. Wilde-Ramsing & de Haan’s (2006, 

p. 95) report also supports the fact about this issue, generally discussing the toxic 

substances produced from the mobile phone’s manufacturing process is contributing to 

pollution of the air, contributing to climate change, as well as depleting the Ozone layer. In 

terms of ‘Customer Privacy’ and ‘Data Protection’, Lane et al. (2010, p. 149) discuss these 

issues as a challenge for the increasing trend of mobile phone sensing, where even if there 

are measures in place to help deal with this, such as privacy-preserving data mining, these 

issues in relation to social network data, for example, still show undeveloped solutions.  
 

Extensive research covered the issues of ‘Recycling/Reuse of End-of-Life Mobile Phones’ 

and ‘Energy and Water Consumption’, firstly where Yu et al. (2010. p. 4135) focuses on 

the example of China and the issues associated with the large amounts of energy 

consumption during the manufacturing phase of mobile phone production, as well as an 

alarming amount of mobile phones devices becoming waste. Possible solutions proposed 

for these issues is to ensure the design of mobile phone devices focuses on longevity and 

energy efficiency during use, as well as to ensure promotion of recycling after use (Yu et 

al., 2010, p. 4135). Research into take back schemes in the UK have looked to address the 

issue of electronic waste, where these schemes can help towards recycling and reuse of 

mobile phone devices by making it an incentive for customers and firms alike (Canning, 

2006; Ongondo & Williams, 2011). Take back schemes is considered a way for customers 

to dispose old electrical equipment through the retailer or distributor (gov.uk, 2015). Wilde-

Ramsing & de Haan (2006, pp. 95-97) point out that while there are take back schemes in 

place, this is still not addressing the issue of electronic waste effectively, where further 

issues such as illegal exporting of mobile phone devices subsequently to developing 

countries contributes further to damaging the environment and society.  
 

In terms of the topic ‘Supplier Screening’, Zakaria et al. (2012, p. 239) points out that that 

codes of conduct in the supply chain, and thus looking to implement greater CSR, is seen as 

a strategic issue, however, it is the way forward towards greater sustainability for the 

mobile phone industry. In terms of codes of conduct, this requires auditing of suppliers, to 

ensure areas of working conditions, health and safety, and the security in the supply chain 
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are monitored and therefore adhere to codes of conduct (Zakaria et al., 2012, p. 230). 

Wilde-Ramsing & de Haan (2006, p. 66)) also discuss the importance of supplier screening 

in terms of codes of conduct, where they highlight the ILO (International Labour 

Organisation) and their key and general areas of labour standards, these including freedom 

of association, right to collective bargaining, no discrimination of any kind, no forced or 

slave labour, a minimum employment age, health and safety measures, a maximum working 

week of 48 hours and voluntary overtime of 12 hours maximum, a right to a living wage 

and the establishment of an employment relationship. These standards are also relevant to 

the sustainability topic of ‘Labour Conditions’.  
 

When investigating the topic of ‘Conflict Minerals’, a report from the Enough Project by 

Prendergast & Lezhnev (2009, p. 1) highlights this issue within the supply chain of 

manufacturing mobile phones with minerals, such as gold, and the implications of this 

being negative on society, such as an increased war economy in Domincan Republic of 

Congo. Proposed solutions to this is for companies to provide greater transparency of the 

minerals in their mobile phones, as well as seek to certify their mobile phones as conflict 

free through supplier auditing, however, companies believe this is difficult due to the large 

size and complex nature of their supply chain (Prendergast & Lezhev, 2009, p. 1). This 

issue is also discussed in the same manner in Epstein & Yuthas’s (2011) research, giving 

further support to the significance of conflict minerals in the supply chain in the consumer 

electronics industry. Finally, research that has been reviewed earlier, Boons & Freund 

(2013, p. 13), mentions the main issues with the mobile phone industry, in that the business 

models in place promotes fast fashion for mobile phone devices, leading to high amounts of 

electronic waste, as well as excessive use of resources (especially rare minerals), which 

leads to negative impacts on working conditions in the supply chain. From this literature, 

the importance of topics such as ‘Occupational Health and Safety’, ‘Labour Conditions’, 

‘Supplier Screening’, ‘Recycle/Reuse of End-of-Life Mobile Phones’, as well as ‘Conflict 

Minerals’ are further emphasised. Table 1 provides a table summarising the topics that are 

covered. 
 

3.4 Summary of Theory 

Concluding this chapter, the three tools that the authors of this study will utilise is GRI’s 

(2013, pp. 104-110) sustainability topics, Bocken et al.’s (2014) sustainable business model 

innovation archetypes as well as Osterwalder & Pigneur’s (2010) business model canvas. 

First of all, the use of GRI material is supported by our previous discussions concerning the 

triple bottom line (Elkington, 1999), as well as by using strict guidelines, such as GRI, it 

can also help firms in getting ahead of competition through obtaining greater credibility and 

through capitalising on compliance opportunities (Nidumolu et al., 2009, pp. 58-59; 

Hedberg & Malmborg 2003, p. 159). Using GRI as a foundation then for the construction 

of our interview guide can be seen as a credible method in conducting the first part of our 

qualitative research. GRI is also discussed in relevancy in assisting to identify sustainability 

and examples of sustainable business models, contributing towards research in constructing 

the archetypes (Bocken et al., 2014, p. 47). Through this link, it gives further strength to 

our argument as to why we include GRI in assessing secondary data, as Bocken et al. 

(2014, p. 47) did in their research. This gives transparent and credible process in the use of 

our constructed interview and subsequently analysing data using the archetypes (Bocken et 

al., 2014).  
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In the second part of our qualitative research in terms of analysing our interview data, we 

will use Bocken et al.’s (2014) archetypes since part of our purpose is to provide more 

empirical data for this classification tool for sustainable business model innovation. This is 

also supported as a new, radical way to introduce greater sustainability into business model 

innovation without a high risk implementation risk (Bocken et al., 2014, p. 43). The 

applicability of the archetypes (Bocken et al., 2014) have been displayed throughout the 

‘Sustainability and Business Model Innovation’ section of this chapter. This includes 

transparent application to classifying examples, such as HP in following stricter rules on 

waste (Nidumolu et al. 2009, p. 59; Bocken et al., 2014, p. 48), a British sugar 

manufacturer utilising waste and its value (Short et al., 2014), Fairphone, as a social 

enterprise, manufacturing mobile phones in a sustainable manner (Fairphone, 2015; Bocken 

et al., 2014, pp. 51-54), as well as the issue the mobile phone industry generally needing to 

promote longevity of products and recycling of these (Welfens et al., 2013, p. 401; Bocken 

et al., 2014, p. 52). Since part of the research purpose is to contribute more empirical 

findings in sustainable business model innovation, by combining the archetypes (Bocken et 

al., 2014) and the business model canvas (Osterwalder & Pigneur, 2010) as a template to 

present sustainable innovation we can, by the logic of both these tools, instigate new 

development, creativity and an understandable way of mapping out the business model 

(Bocken et al., 2014, p. 54; 2015, p. 77, pp. 68-69).  
 

The business model canvas will be used due to its support as a concept in relation to 

strategy, including the resource-base view and VRIO framework (Amit & Zott, 2001, p. 

513), as well as linked to the concept of value (Richardson, 2008, p. 138; Shafer et al., 

2005, pp. 206-207; Osterwalder & Pigneur 2010, p. 14). Furthermore, the earlier, broad 

definition we adopt of innovation by Van der Meer (2007, p. 192) follows a holistic view, 

much like our chosen definition of business models by Osterwalder & Pigneur (2010, p. 

14), both being relevant to the business model canvas concept and how this helps towards 

business model innovation (Osterwalder & Pigneur, 2010, pp. 15-17). On top of this, since 

we seek to give a snapshot in time of the business models of MNOs and mobile phone 

manufacturers, the illustrative tool that is the business model canvas can help to present a 

clear and understandable picture of a firm’s business model, be it current, new or changed 

(Osterwalder & Pigneur, 2010, p. 42).  
 

We apply these tools in the context of which we are examining, being the mobile phone 

industry, and more specifically mobile phone manufacturers and MNOs. With the previous 

literature review covering the issues that exist in the mobile phone industry in relation to 

GRI sustainability topics (summarised in Table 1), this provides ground for our interview 

guide. Furthermore, the supporting literature strengthens our reasoning as to why it is 

important to investigate sustainability in the mobile phone industry, where research such as 

that done by Boons & Freund (2013, p. 13) generally highlights that this industry is 

unsustainable and why.  
 

These tools will be used in this order since the GRI sustainability topics concern our initial 

step in qualitative research, followed by using the archetypes (Bocken et al., 2014) and 

subsequently the business model canvas (Osterwalder & Pigneur, 2010) in the second part 
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of our qualitative research. The next chapter will elaborate more on the use of these tools 

for data collection and analysis in this study.  
 

4. Empirical Method 

In this chapter we will show the practical side of our study through preparation before 

gathering of data, the gathering of data, the methods of analysing our data, the analysis of 

data and the limitations and ethical implications of our chosen methods. 
 

4.1 Conceptual Framework 

 

 
Figure 9: Empirical Research Design 
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Our study was conducted through a number of steps. The first step was to get hold of the 

GRI material concerns relevant for the mobile phone industry, especially, MNOs and 

mobile phone manufacturers.. This was done by searching GRI’s web page and 

downloading it. After that was done we filtered the material concerns by reviewing 

sustainability reports from MNO’s and manufacturers to determine what they believed were 

the important issues. To further filter the material concerns, we also consulted a 

sustainability consultant to obtain an experienced and credible evaluation on our selected 

sustainability topics. These sustainability topics were further supported by relevant research 

covering these material issues in order to add greater validity to our choices and link it to 

theory. We then constructed our interview guide with these selected GRI sustainability 

topics and conducted interviews with employees from our selected actors within the mobile 

phone industry, these being MNOs and mobile phone manufacturers. We then coded the 

answers and classified them according to Bocken et al.’s (2014) archetypes. Finally, we 

determined where the chosen archetypes would stem from in Osterwalder & Pigneur’s 

(2010) business model canvas. By doing this, we could observe how MNOs and 

manufacturers are addressing these sustainability topics. This observation would take the 

data form of finding out what the companies were doing to solve these issues, what 

archetype they were related to, and finally, how it affected their business models through 

the use of the business model canvas. By finding out what archetype they use and what 

business model block that they innovate within we found out how the companies attempted 

to innovate their business model. 
 

4.2 Collection of Secondary Data: Sustainability Reports, Company Websites, 

Theoretical Literature, GRI Sustainability Topics 

Our first qualitative part was a template analysis, analysing company reports and webpages 

to see what themes emerge from it (David & Sutton, 2009, p. 365). The analysis was 

applied to annual-, sustainability reports and webpages by MNOs and mobile phone 

manufacturers in relation with material sustainability issues within relevant industries, 

electronic hardware and telecommunications. This data can be described as documentary 

secondary data, in the form of written materials (Saunders et al., 2009, p. 258). This type of 

secondary data can either serve as raw data sources or as a type of storage for compiled 

data (Saunders et al., 2009, p. 258). An advantage of using this type of data is that it 

requires fewer resources to access large amounts of data, giving researchers more time to 

think about how this can be analysed (Saunders et al., 2009, p. 268). By having this 

industry data we get a different perspective on the industry through several documented 

sources from MNO’s and manufacturers. Issues with the use of secondary data can be 

related to the possible subjectivity of published reports, as well as the quality of this 

information, where special care must be taken in evaluating the data (Saunders et al., 2009, 

pp. 271-272). Taking note of these potential concerns, we ensured to critically evaluate data 

from annual/sustainability reports and web pages, as well as from relevant literature 

concerning the mobile phone industry, in relation to categorising material issues 

highlighted by a set of global sustainability standards. During this process, we kept in mind 

the subjectivity that may be attached with some of this data, for example, reports that are 

published by the companies themselves. Analysing documents such as the sustainability 

reports is a cost effective way (Lee, 2012, p. 389) of gathering policies from many sources. 

By accessing the documents instead of contacting the companies themselves, we saved time 
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and as the documents were readily available on the companies’ websites we can conclude 

that they were official documents, authorised by the companies’ and third party auditors, 

giving validity to the documents themselves. Furthermore, as the documents were easily 

accessible, they provided an opportunity to compare (Lee, 2012, p. 390) them to highlight 

similarities and trends, and removed the need for us to analyse the answers we would 

otherwise receive. From the template analysis we used the themes that we identified in 

constructing the second qualitative part of our research, being the semi-structured 

interviews, which we discuss further in this chapter. The sustainability topics were initially 

obtained from an extensive list of topics relevant to the telecommunications and electronic 

hardware industries, these partly forming a GRI (Global Reporting Initiative) report on 

sustainability topics for different industries/sectors (GRI, 2013, pp. 104-110). GRI is an 

independent regulator that looks to, within a number of industries, set and outline their 

global sustainability standards, which are described as legally non-binding voluntary 

commitments by companies to improve their value chains (Von Hagen et al. 2010. p. 1).  
 

For the template analysis we used GRI’s sustainability topics for the hardware and 

telecommunications industry as an initial template, the full list of topics can be seen in 

Appendix 2. We began the process of filtering these topics by conducting a literature 

review of topics to determine which issues that were deemed important in the mobile phone 

industry. The literature review consisted of searching for articles that dealt with issues in 

the mobile phone industry and note what issues they reviewed. With his process done we 

identified 10 topics that were prevalent throughout the literature review, these 10 topics 

were used for our template analysis of company reports/websites, in order to see how 

frequent these issues appear for the MNOs and mobile phone manufacturers we selected.  
 

Before we conducted this template analysis, we consulted Elizabeth Filkin, a senior 

sustainability consultant at Jones Lang LaSalle, to contribute positively towards the validity 

of the topics we selected. We found her as a supporting contact through the network of a 

personal contact to one of the authors, and we chose to obtain her opinion due to her 

expertise and experience in the area of sustainability. Elizabeth assisted in sense-making of 

our chosen topics, drawing from her specialist knowledge of performing materiality 

reviews for companies in the real estate sector. She evaluated and approved of these topics 

being significant and relevant, where we subsequently then moved on to conduct next 

template analysis.  
 

After the initial filtering process, we carried out a template analysis of annual/sustainability 

reports and websites of 4 mobile phone manufacturers (Samsung, Apple, HTC, Sony), as 

well as of 4 MNOs (AT&T, Vodafone, TeliaSonera, Telenor). For the chosen 

manufacturers we had two criteria, the manufacturer needs to have a significant presence in 

the western world and be a top brand in terms of mobile phone products offered. All the 

manufacturers chosen offer their phones in the western world and are considered top brands 

(McGregor, 2015).  We chose the MNO’s based on two criteria, they needed to be an MNO 

in the western world and they needed to be a large MNO. The MNO’s hail from USA, 

England, Sweden and Norway, and they were all within the top 22 MNO’s in the world in 

the second quarter of 2014 (GSMAIntelligence, 2014).  
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In terms of the manufacturers, we used their company reports for the template analysis, 

which were phrased and formatted in their respective ways. To begin with, concerning 

Samsung, we investigated their 2014 Sustainability Report, a 134 page document that was 

available to download from Samsung’s ‘Sustainability’ section on their website. This 

document looks to communicate Samsung’s sustainability efforts and their economic, 

environmental and social performances (Samsung, 2014, p. 2). We looked closely at the 

‘Material Issues’ section within the report for our template analysis (Samsung, 2014, pp. 

34-93). During the time of writing this thesis, this report was the most recently published 

available. 
 

The next manufacturer we examined was Apple, where we used two online documents of 

theirs. Firstly, we used their 2014 Environmental Responsibility Report, a 29 page report 

that covers the progress made towards goals in environmental performance for the fiscal 

year of 2013 (Apple, 2014, p. 3). We obtained this document through downloading it from 

Apple’s website, and more specifically on their ‘Environmental Responsibility’ webpage. 

We used the content within the sections that include ‘Climate Change’, ‘Greener 

Materials’, and ‘Finite Resources’ for our template analysis of Apple (Apple, 2014, pp. 4-

19). The second report of Apple’s we investigated was their 2015 Supplier Responsibility 

Progress Report, a 42 page report outlining the progress Apple are making in terms of 

greater sustainability, environmentally and socially, in their supply chain (Apple, 2015, p. 

5). We obtained the document by downloading it from Apple’s website, and more 

specifically on their ‘Supplier Responsibility’ webpage. The content we used for our 

template analysis was included in the report sections of ‘Accountability’, ‘Empowering 

Workers’, ‘Labor & Human Rights’, ‘Health & Safety’, ‘Environment’ and ‘Audit Results’ 

(Apple, 2015, pp. 6-42). During the process of our research, these reports were the most up-

to-date available. 
 

The third manufacturer we sought to examine was HTC, where we investigated their 2012 

Corporate Social Responsibility report, a 124 page document that covers HTC’s CSR 

achievements and performance, with time coverage of 2010 to March 2013 (HTC, 2013, 

pp. 2-3). We obtained this document by downloading it from HTC’s ‘Sustainability 

Agenda’ webpage. This report was the latest version that was published, and that any 

updates on activities within the area of HTC’s sustainability are published on their CSR 

website (HTC, 2013, p. 2). We used the content from the sustainability-related sections in 

the report for our template analysis, these including ‘Responsible Management’, 

‘Partnership’, ‘HTC People’, ‘Environmental Sustainability Agenda’ and ‘Social 

Investment and Contribution’ (HTC, 2013, pp. 31-117). 
 

The final manufacturer we looked at to analyse was Sony, where we examined their 2014 

Corporate Social Responsibility report, a 435 page document that discloses Sony Group’s 

CSR activities over the fiscal year between 2013 and 2014 (Sony, 2014, p. 2). For our 

analysis, we focused on a number of sections within the report, these including ‘Corporate 

Governance’, ‘Compliance’, ‘Human Resources’, ‘Responsible Sourcing’, ‘Quality and 

Services’, ‘Environment’ and ‘Community’ (Sony, 2014, pp. 19-416). This report was also 

the latest available to download during the time of this thesis being written. 
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For MNO’s we used company reports and information from their websites for the template 

analysis. For TeliaSonera we used their 2014 Annual Report, available within 

TeliaSonera’s ‘Annual and Sustainability Reports’ webpage,  as they had included their 

sustainability report in it. The report consists of a director’s report, a corporate governance 

section, their sustainability work, their financial statement as well as a section called other 

information (TeliaSonera, 2015). The report was available from their website and consisted 

of 202 pages, the section we looked at was their sustainability work section (TeliaSonera, 

2015, pp. 64-88) 
 

The second MNO we looked at was Telenor, the document was used was their 2013 Social 

Responsibility report, which is a part of the Telenor Group Annual Report. It was 

accessible on the ‘Download reports’ webpage in the ‘Sustainability’ section of their 

website. As it was a part of a larger report it only included the Social Responsibility report 

in the document (Telenor, 2014). The report was available from the website and consisted 

of 13 pages, as it was a short report we investigated it fully (Telenor, 2014, pp. 1-13). 
 

AT&T was the third MNO, as their 2013 Sustainability Report did not include any material 

issues we instead opted to use their Materiality Assessment that was available on their 

website. We accessed in the ‘Materiality Assessment’ webpage within their ‘FAQ, 

Governance, Policies’ section. The materiality assessment was conducted in 2013 through 

working with Deloitte and it concluded with their materiality issues (AT&T, 2014). The 

materiality issues were displayed in a matrix with one axis ranking them in terms of 

importance for stakeholders and the other axis ranking them in terms of importance for the 

business. We investigated the matrix for our template analysis (AT&T, 2014). 
 

The last MNO was Vodafone, we utilised their 2012/13 Sustainability Report which was 

available on their website under the ‘Vision and Approach’ webpage followed by the ‘CEO 

introduction’ section. It consisted of three parts, Vision and approach, Transformational 

Solutions and Operating responsibly, we investigated the ‘Managing Sustainability’ 

(Vodafone, 2013, pp. 6-12) under the ‘Vision and Approach’ section (Vodafone, 2013, pp. 

4-19) 
 

After our template analysis, we proposed an initial 10 topic areas of material issues of 

which would serve as a foundation for our constructed interview questions. After 

consultation with Elizabeth Filkin we determined that they were appropriate for our 

intended interview guide. 
 

4.3 Analysis Method of Secondary Data 

For our initial qualitative research we utilized template analysis, described by King (2012, 

p. 426-427) as “the technique is the development of a coding template, usually on the basis 

of a subset of the data, which is then applied to further data, revised and reapplied.” Our 

coding template was already existing, the GRI material issues list, meaning that we merely 

needed to funnel it down into a smaller more manageable list of issues. This was done 

firstly by focusing on the technology hardware and semiconductors topics as they are stated 

as being relevant for manufacturers (GRI, 2013, p. 104), and the telecommunication 

services topics as they are similarly stated, relevant to the MNOs (GRI, 2013, p. 108). 

Initially we were given 42 issues for hardware manufacturers and 24 issues for 
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telecommunications from the GRI sustainability topics report. We would then highlight 

which issues could be relevant or sub-categorised as the first part of our filtering process 

through a literature review. Subsequent to this, we would review our initial filter with a 

consultant in sustainability in sense-making of our choices. This contributed to validating 

our selection of sustainability topics. While this consultation is good, we also had to 

consider the consultant’s personal bias. These selected sustainability topics would serve as 

the coding template we use for the next part of our filtering process in analysing 

sustainability/corporate social responsibility reports of mobile phone manufacturers and 

network operators. We then analysed sustainability reports to gather data on what they 

believed to be important when it came to sustainability/corporate social responsibility. 

Afterwards, we will compile the issues from the reports to see the frequency of the issues. 

The ten issues with the largest frequencies will then become the overarching issues we 

decide to be the basis for our interview guide. The subsequent interview guide will be used 

for our semi-structured interviews, giving our secondary data collection a clear link to the 

interview part of our research.  
 

4.4 Data Collection Method for Qualitative Semi-Structured Interviews 

Our sampling technique was a non-probability sample as we looked at what the specific 

company was doing and we therefore had no need for generalisation and subsequently a 

probability sample (Saunders et al., 2009, p. 213). As we had two industry actors that we 

wanted to get equal data from, so we would not stray in either direction, we initially aimed 

to have the higher ambition sampling technique quota sampling (Saunders et al., 2009, p. 

235). The sampling technique functions as follows, firstly you divide the population into 

groups, you then calculate how many participants you want from each group, you then 

assign the interviewer the appropriate number of interviews that are needed and finally you 

combine the data from the different interviewers into one full sample (Saunders et al., 2009, 

p. 235). In our case we had two groups in the form of MNO’s and manufacturers, and as 

previously stated we wanted a balanced view so an equal amount of interviews were 

determined to be needed. As we were the only researchers we carried out all of the 

interviews and finally we put together the data. 
 

The procedure did have some drawbacks, chiefly that getting participants who wanted to be 

interviewed proved challenging. We contacted the majority of manufacturers that are 

present in the western world before acquiring willing participants and we had similar issues 

with acquiring MNO’s. An effect of this was that we, to a certain extent, adopted a 

convenience sampling technique, meaning that the ones we could get to participate were 

chosen for our study (Saunders et al., 2009, p. 241). The flaws of convenience sampling are 

difficulties in generalising and getting a  representative sample (Saunders et al., 2009, p. 

241), however, as stated previously we look at what the individual company was 

conducting and without the intent to generalise. The aforementioned difficulties in getting 

participants we have deduced to most likely stems from sustainability being a sensitive 

topic, especially in the relevant industry, with companies feeling reluctant to talk about 

what they are doing, or more precisely, what they are not doing. We had further restrictions 

placed upon our study by the companies willing to participate in the form of us promising 

to not compare the companies to analyse what they might or might not be doing. While it 

would be interesting to draw comparisons, we determined that to get any willing participant 
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we needed to accept this limitation and instead focus on what we could do with the data 

gathered and the limitations placed upon us. 
 

Qualitative interviews can take many forms but have a spectrum ranging from unstructured 

to highly structured, with semi-structured interviews in the middle (David & Sutton, 2011, 

pp. 119-120). Unstructured interviews can be in the form of almost casual conversations 

with no apparent structure while structured interviews keeps the same question and order 

between each interview (David & Sutton, 2011, p. 119).  Semi-structured interviews consist 

of themes and questions that will be covered within the interview, but follows the flow of 

the interview to a larger extent than a structured interview (Saunders et al. 2009, p. 320). As 

we have previous themes identified that make up the core of the interview guide, as well as 

conducting an exploratory study with the intention of finding out what they are or 

attempting to do, we determined that a semi-structured interview style is well suited. Our 

reasoning is as follows, while we have found our core topics that we wanted to research 

there is an extensive list of potential answers to each topic, meaning that as we are 

exploring what the industry actors are doing we cannot beforehand predict what possible 

specific follow up questions should be asked. So by having a previous structure which 

eliminates conducting an unstructured interview and performing exploratory research, 

which eliminates structured interviews, we determined that semi-structured interviews are 

the most suited for our research. So by having semi-structured interviews you can skip 

questions that does not make sense for the interviewee in question and have greater 

freedom in how the interview is conducted (Saunders et al., 2009, p. 320). As questions can 

be omitted, the opposite can also take place, where questions are added to bring greater 

clarity to answers or provide unexpected new insights (Saunders et al., 2009, p. 320). These 

interviews will concern sustainable business model innovation, current efforts and future 

ones, and how these are addressing or not addressing the sustainability issues that are 

highlighted as most important within the industry.  
 

4.4.1 Interview procedure 

We performed our interview through Skype where one of us conducted the interview while 

the other wrote down notes on key issues and words. The note taking was used as a safety 

net if the recording would be unsuccessful so that we could, in a worst case scenario, have 

the relevant points the interviewee discussed. The roles as interviewer and note taker were 

consistent throughout the interviews so as to only risk having one interviewer bias that was 

consistent throughout the interviews instead of two that could lead to differences in the 

interviews. Interviewer bias is formed by the different ways the interviewer speaks, 

responds to questions and interpret responses etcetera (Saunders et al., 2009, p. 326). This 

also gives the interviews one interviewee bias, similar to interviewer bias but for the 

interviewee (Saunders et al., 2009, p. 326). By having the same interviewer for all of our 

interviews we could diminish potentially different interviewer/interviewee biases that could 

have emerged if we had both interviewed or switched roles when conducting them. While 

we can not totally exclude the bias we ensured that it was on a low and consistent level that 

addresses the issue of reliability well by having the same method of interviewing across all 

interviews. The interviews were recorded through an add-on recording program called 

Callnote through Skype, as well as recording from a mobile phone in order to have two 

sources in case problems would arise with one recording. 
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Interview with TeliaSonera 

Our interview with an MNO was conducted with the Sustainability Director at TeliaSonera, 

Henrik Weinestedt, whose position implying that he was the most relevant person to 

answer questions regarding sustainability within the company. The interview was 

conducted the 21st of April through Skype with us in Umeå and our interviewee in 

Stockholm. Before we conducted the interview, we had exchanged several emails regarding 

the interview so he could be sufficiently prepared and understand what we wanted to 

interview him about. We did not mail in our interview guide as we did not want him to 

prepare answers beforehand but instead let the interview follow the structure of a semi-

structured interview where it can change depending on what is deemed important at the 

moment of interviewing. The interview took 1 hour and 10 minutes with a break in the 

middle as the interviewee had a call he needed to answer. 
 

Interview with Samsung 

The interview with Samsung was conducted with Annachiara Torciano, Sustainability 

Manager at Samsung Electronics Nordic. As with TeliaSonera, we felt that her position 

would give credible answers from the manufacturer perspective that we could use in our 

research. We conducted the interview on the 8th of May 2015 by calling her through Skype 

to her mobile phone; we were in Umeå but did not inquire to where she was. Before the 

interview we had sent our interview guide as per her request and she had mailed back with 

short answers to our questions. Because of this, the interview had a different character 

compared to the TeliaSonera interview, in that we asked follow up questions to her emailed 

answers as well as asking her to explain her answers in more detail.  
 

Interview with Huawei 

Our interview with Huawei was conducted with Alan Aicken, ‘Vice President of 

Procurement’ and ‘Chief Sustainability Officer’. These positions are, like with previous 

interviewees, positions that lends credibility to the answers we received. The interview was 

conducted on the 15th of May through the use of Skype, by calling a conference system 

Huawei uses, we as with all our interview were in Umeå while Alan was in China. Due to 

the time sensitive nature of our thesis we had from this interview and onwards decided to 

forward our interview guide in advance to prepare our interviewees for the questions. The 

effect we hoped would result from this measure would be shorter interviews as we needed 

less time to explain and clarify our questions. This was to a certain degree true as we ended 

up with an interview of 45 minutes. 
 

Interview with Telefonica 

The Telefonica interview was conducted with Keithley Martin, Head of Supplier 

development, in his own words meaning that he looks at quality and sustainability. Our 

reasoning for justifying his position is that unlike the earlier interviewees, his position does 

not have the word sustainability in it and therefore it could question the relevance of his 

interview.Our interview with Keithley was conducted on the 15th of May, shortly after the 

interview with Alan,by calling his phone with the use of Skype. Like the earlier interview 

with Alan we had sent the interview guide before to cut down on interview time, get more 

thought through answers and to ensure that our interviewees were comfortable with 

answering the questions. Our interview with Keithley was 34 minutes long. 
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4.4.2 Limitations of Interviews 

When conducting our interviews we only had one instance of a significant disturbance 

which came in the form of our conference call interview with the employee at Huawei 

suddenly cutting which led to us needing to call his mobile phone instead to continue the 

interview. A limitation for our Samsung interview was due to the interviewee only having 

15-20 minutes for the interview, unlike the others were we could take as much time as was 

needed. While we did not find it to be detrimental to the quality of the interview it is 

however important to note. For the Telefonica interview we experienced low quality sound 

consistently through the interview, making it difficult to discern exactly what was said at 

times. It did not, however, ultimately impact the transcription process. We recorded all of 

our interviews through an add-on to Skype, however, as they all had echoes in the 

recording and despite our best efforts to eliminate it between interviews, we ultimately 

chose to use the back-up mobile phone recordings as the sound was clearer albeit lower. 

This created issues when transcribing as it could at times be difficult to hear exactly what 

was said, however, after collaboration we managed to determine what the interviewees had 

said. Due to the time constraints of the Samsung interview and the pressure of time we 

ourselves had for our thesis we chose to mail the interview guide to Samsung, Huawei and 

Telefonica despite our initial apprehension that it may change what the interviewees 

answer. Our own assessment of this choice after the interviews were done was that it was a 

positive change that gave us more informed answers, with less uncertainty from the 

interviewees. Lastly, as we earlier stated, we were under considerable time pressure for the 

last two interviews, and we therefore chose to only transcribe the parts that we determined 

were important for our thesis in the Huawei and Telefonica interviews. To ensure that 

nothing was missed we carefully listened to them in their entirety. All of the final interview 

transcription parts that we determined to be useful we sent to our interviewees after 

transcribing to ensure that they had enough time to read through and determine whether 

anything was misheard or misunderstood. 
 

4.5 Analysis Method for Qualitative Semi-Structured Interviews 

We began by transcribing (Saunders et al., 2009, p. 485) our interviews to get written 

material to analyse. The chosen method of analysis, template analysis, functions by creating 

a template which is essentially a list of categories that stem from the collected data 

(Saunders et al., 2009, p. 505; King, 2012, pp. 426-427). This method of analysis combines 

the inductive and deductive approaches, as codes can be predetermined and changed or 

additional ones can be added through the process of analysing data (Saunders et al., 2009, 

p. 505). By adopting this analysis method we can utilise the strength of its flexibility, with 

the flexibility of our exploratory research design, meaning that they can be tailored to 

match each other very well. The themes that arose from our initial analysis, these being key 

quotes from the interview transcriptions, were matched against Bocken et al.’s (2014) 

archetypes to ascertain what archetype each theme is a member of. This matching process 

consisted of classifying what actions a theme could mean in relation to the archetypes, for 

example, working towards increasing green energy is considered in the Substitute with 

renewables and natural processes archetype classification. The resulting archetypes that 

were applicable to the themes were then matched towards the business model canvas to see 

where in the business model the relevant archetypes were attributed to. This final step was 

the completion of our analysis, which showed the root of where the sustainable business 

model innovations/practices could be applied to. 



48 

 

 

4.6 Ethical considerations 

The ethical aspects of research are of great importance (Trost, 2010, p. 123) and should be 

considered throughout the research, not only in first contact, interviews and safekeeping of 

interview material but through the entirety of the research (Trost, 2010, p. 123). The 

cornerstone of ethical issues are according to Saunders et al. (2009, p. 186) the avoidance 

of harm as interviews can potentially create anxiety or stress. To reduce the chance of 

eliciting these emotions we had a preliminary phone call with our interviewees so they 

could get a good understanding of what we intended to inquire about as well as a discussion 

regarding publishing of interview answers that they may deem sensitive at the end of our 

interviews. We also informed them before the interviews that if they did not feel 

comfortable answering a question they did not have to. 
 

When gaining access to appropriate interviewees we made sure not to put any pressure on 

the candidates and would be unlikely to have done without our own knowing as it is 

unlikely to happen when requesting access to another organisation that you aren’t a 

member or employee of (Saunders et al., 2009, p. 188). Furthermore, we made sure to 

inform them that we could keep both their identity and the identity of their organisation 

private if they deemed it necessary to minimise any chance of negative repercussions as a 

consequence of the interview. They gave us their consent to use the data gathered in our 

research after we explained how it would be used as to give clarity to the interviewees so 

they could give us their informed consent (Saunders et al., 2009, p. 190). We also agreed 

upon time and date in agreement with our interviewees as to best fit their schedule. 
 

5. Empirical data 

This chapter will show the results of our data collection in the following order, the template 

analysis of secondary data, and the semi-structured interviews of MNOs and Mobile Phone 

Manufacturers. This order is due to our triangulation approach we chose to conduct for 

our research. 
 

5.1 Empirical Data from Template Analysis 

 

5.1.2 GRI Sustainability Topics Filter 

The 10 material issue topics are displayed in Table 2 in the appendix, along with numerical 

recording of the frequency of certain issues were mentioned by the secondary data of the 

companies we investigated.  
 

From the count in Table 2, it displays the frequently mentioned sustainability topics by 

mobile phone manufacturers and MNOs that we investigated. It appeared that most topics 

were concerned with both stakeholders in the mobile phone industry, with exceptions for 

topics such as ‘Customer Privacy’ and ‘Data Protection’, which seemed to be more relevant 

to solely MNOs. A topic area which seemed more relevant to manufacturers was ‘Conflict 

Materials’, a topic which was only partially relevant to MNOs in terms of ‘Supplier 

Screening’, in other words, that MNOs audit suppliers they choose through codes of 

conduct, assessment of these including the consideration of conflict minerals in the supply 
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chain. The supporting literature from our literature review for each topic is also specified 

within the table, displaying what research is relevant for each sustainability topic.  
 

The resulting 10 sustainability topics, along with our former template analysis of company 

reports/websites and theoretical literature in relation to GRI sustainability topics relevant to 

the mobile phone manufacturers and MNOs, will serve as our empirical results of the initial 

part of our study. These findings provide support in applying these sustainability topics into 

the questions of our interview guide we would use to interview TeliaSonera, Samsung, 

Huawei and Telefonica. Our constructed interview guide, which includes these 10 

sustainability topics, is presented in Appendix 3. In order to answer our research question, 

we will ask these companies how they are addressing the sustainability topics, as well as 

asking where in their business models are they addressing these topics. 
 

5.1.3 Transcriptions from Semi-Structured Interviews 

In this section we will present concisely the findings obtained from the following 

interviews with TeliaSonera, Samsung, Huawei and Telefonica. Full and more elaborate 

transcriptions of the 4 interviews are presented in Appendix 4. 
 

Interview with Henrik Weinestedt, Sustainability Director, TeliaSonera 

  
Company Introduction 

TeliaSonera is a telecom company that was founded in the 1850’s; they are present in the 

Nordics, the Baltics, Eurasia, Russia, Turkey and Spain (TeliaSonera, 2015, About Us). 

They are presently the fifth largest operator in Europe and had in 2014 72.8 million 

subscribers (TeliaSonera, 2015, About Us). 
  
Interview 

We initially asked Henrik why businesses should be more sustainable. He began answering 

with the reason of increasing expectations of owners, investors and shareholders. Further, 

he states that what is good for society in good for business in terms of value creation. If a 

firm wishes to survive in the long-term, they need a social license to operate, to be 

accepted. We continue by asking how TeliaSonera formulates sustainability goals. Henrik 

states that these are important externally for stakeholders in terms of predictability. The 

current goals are not clear, but he explains that they are launching a new sustainability 

strategy. Initially the first targets were environmentally focused, but Henrik states that they 

need to develop value creation with a foundation in ethics and compliance. He finishes by 

saying that they need a combined sustainable business strategy. 
 

We move on to ask Henrik about the emissions topic and its relevancy to TeliaSonera. He 

states during his answer they look to cut down on travelling, as well as focusing more on 

renewable energy. Furthermore, he says they can help logistical companies with tracking 

routes through their SIM cards. He goes further to say they need to change the relationship 

with broadband providers, to develop infrastructure. This is needed in order to increase 

bandwidth of Internet, so that providing services like Skype become less costly. 

TeliaSonera can also support innovation in areas such as the E-health industry. 
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The next question concerned the recycling/reuse of mobile phones, where Henrik says it is 

important but not driven by legislation. Further, he states the issue is more relevant in 

Nordics, unlike Baltics and Eurasia. Henrik tells us there is an opportunity to strengthen the 

brand as well as obtain inherent value from electronic waste. Finally, he states that they do 

take back schemes, and that it should be developed in sending recycled phones to Baltics, 

and subsequently to Eurasia. He adds that these schemes are not costly; otherwise they 

would not do them. 
 

The next question concerns the topic of labour conditions, where we also cover 

occupational health & safety as well as supplier screening. Henrik tells us that they follow 

ILO guidelines, highlighting two important areas for TeliaSonera is supervised workers in 

call centres and contractors. Finally, he states that they look at labour rights, human rights, 

environmental practices and anti-corruption practices when doing supplier screening, with 

as heavy emphasis on anti-corruption. 
 

Moving on to our next question, concerning the topic of customer privacy, Henrik tells us 

that this is not an area he is most knowledgeable about. However, he can tell us that some 

companies may use privacy as a way to gain competitive advantage by specialising in this. 

In terms of transparency, he believes that customers might want to be better informed about 

their data, what it is being used for and by whom. 
 

Concerning the question of conflict minerals, Henrik tells us that they have a supplier code 

requiring suppliers to have a policy on conflict minerals. Additionally, he states that they 

could inform the general public more about this issue to create discussion and awareness. 
 

Our next question discusses the topic of energy and water consumption, where Henrik 

states that they buy green electricity from Denmark, Norway, Lithuania and Finland. 

Additionally, for TeliaSonera to account for Eurasia, they buy extra renewable energy 

credits in the Nordics. Finally, he suggests that they could do similar to IKEA and buy their 

own turbines. The next question looked to address data protection; this was however 

skipped due to Henrik’s lack of knowledge in this area in his role. 
 

Henrik adds the discussion of the anti-corruption topic, stating that it is a very important 

industry issue. He goes further to state that they are firing people for misconduct, reviewing 

contracts, suppliers and governmental relations, as well as training staff in the area of anti-

corruption. 
  
Interview with Annachiara Torciano, Sustainability Manager, Samsung Electronics 

Nordic 

  
Company Introduction 

Samsung Electronics was founded in 1969 and is a Korean company that works in fields 

such as IT and mobile communications among other areas (Samsung, 2015, About 

Samsung). In 2012 they had net sales of €208.4 billion and with a net income of €20.3 

billion (Samsung, 2015, About Samsung). They are currently ranked as the 7th most 

valuable brand in the world according to Forbes (2015). 
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Interview 

We begin by asking Annachiara why Samsung should be more sustainable. She first 

answers that it helps lowering risk. Furthermore, it benefits company values through 

acceptance by society. She goes on to say that it strengthens the brand through consumer 

recognition of Samsung’s work in sustainability. She finally adds that both private and 

public customers have high expectations, especially in the Nordics, on sustainability. We 

follow up this answer by asking Annachiara how Samsung formulate goals for 

sustainability, where she mentions that they do it for all stakeholders, examples being 

customers, investors, NGOs and the media. She states that in terms of the environment, 

they do life-cycle analysis of their products. In terms of social responsibility, which they 

call ‘Corporate Citizenship’, they are investing into society, in areas such as healthcare, 

education, and especially innovation. 
 

We move on to ask Annachiara about the topic of emissions and its relevance to Samsung. 

She informs us, from a previous e-mail, that Samsung are looking to increase efficiency, 

phasing out chemicals from products, having eco-certification and conducting supplier 

screening, where she states in the interview that this is all integrated into the business. In 

terms of the environment, this is integrated into product design, operations, factory 

management and the supply chain. She adds that they have a code of conduct that is 

integrated into procurement, HR, complaint and legal levels. 
 

The next question concerns the topic of recycling and reuse of mobile phones, where 

Annachiara first answers by saying that Samsung assesses the product life cycle, making 

many decisions that impact recycling and/or reuse of products. On the manufacturing side, 

Samsung has carbon objectives. She goes further to explain that, in the product design 

phase, they have an internal, eco-design process. In the end-of-life phase, Samsung seeks to 

extend longevity of products, starting many different projects, refurbishing products and 

putting them back into the market. When designing products and considering recycling, 

they consider how they can voluntarily phase out chemicals from products. In regions with 

no legislation/lack of a recycling system, Samsung runs take back schemes. Finally, 

Annachiara mentions the term ‘circular economy’, where it is important to be more 

efficient with resources, especially in terms of material efficiency in order to minimise 

product waste. 
  
We move on to the topic of labour conditions, where we also cover energy and water 

consumption, as well as supplier screening. Annachiara mentions that they follow EICC 

code of conduct, as well as use the guidelines in formulating Samsung’s own code of 

conduct, which they communicate with suppliers. She states that the manufacturing side is 

concerned with energy and water consumption, adding that their manufacturing as well as 

environmental groups look at Samsung’s target aiming for greater energy and water 

efficiency.  
   
The next question discusses the topic of occupational health and safety, where Annachiara 

first mentions that they have set up systems to control processes. This is apparent to their 

own factories as well as those of suppliers, where Samsung audits and guides them. 

Samsung has an eco-partner program, where they look at eco-partner certifications and 

environmental/main aspects of supplier operations. 
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In terms of the topic of conflict minerals, Annachiara mentions that Samsung is part of the 

Conflict Free Sourcing Initiative under the EICC. She adds that they have a policy on 

conflict minerals, as well as that Samsung conducts due diligence with their supply chain 

on conflict minerals. Finally, she states that they are looking to standardise information 

gathering and presentation from the supply chain. The next question concerned the topics of 

customer privacy and data protection, and while she mentions that these are important, she 

cannot discuss these for legal reasons and this is a matter for the legal department. 
 

Interview with Alan Aicken, Vice President of Procurement and Chief Sustainability 

Officer, Huawei 
  
Company introduction 

Huawei is an ICT solutions company that produce telecom network equipment, IT products 

and solutions and smart devices, their products and solutions are used in 170 countries and 

regions (Huawei, 2015, About Huawei). In 2014 the company revenue was an estimated 

$46.5 billion and were ranked 285th on Global Fortune 500 in 2013 (Huawei, 2015, About 

Huawei). 
  
Interview 

We firstly ask Alan why Huawei should be more sustainable. He starts with saying that 

there are high expectations of companies that they do business with. He goes on to state 

that it is the right thing to do, as well as it being a win-win situation when fulfilling 

customer and NGO expectations on sustainability. Sustainability can also reduce the risk of 

being punished by customers, as well as support the brand and the supply chain. Alan 

emphasises that it is important to go beyond compliance in sustainability, and that they can 

lead their supply chain in this matter through their sustainability agreements. Finally, he 

adds that Huawei have a carbon project with 35 engaged suppliers, making savings through 

carbon reduction, and passing these savings on to customers. After this, we ask how 

Huawei formulate sustainability goals, where he answers by saying that they focus on 

stakeholders when determining what issues are important. Also, Huawei works with NGOs 

and academia to figure out what priorities are there in terms of sustainability.  
 

Discussing firstly the topic of emissions, Alan states that they are trying to drive the 

importance of emission reduction in the supply chain. He goes on to say that they power 

their factories with solar power from their own solar panels. He adds that solar panels make 

good environmental and financial sense. 
 

We move on to the topic of recycling/reuse of mobile phones, where Alan states that they 

are trying to make a workable business model for taking back mobile phones. However, 

they do sell obsolete mobile phones to developing nations through a project called ‘Closing 

the Digital Divide’. He says they do this as they want to connect the unconnected, where 

there is huge market potential. Huawei do large amounts of recycling, with a recycling rate 

of 96%. Finally, Alan states that they want to work with competitors in being more 

sustainable.  
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In terms of the topic of labour conditions, Alan states that they measure themselves against 

the EICC code of conduct. He continues by saying that they are measuring suppliers against 

this too. 
 

We ask Alan about the topic of supplier screening, where he begins explaining that Huawei 

uses a risk ranking tool they borrow from Vodafone in managing the risk of suppliers. 

Furthermore, they audit high and medium risk suppliers on site, where if any faults are 

found, the supplier(s) have 6 months to fix the issue(s). He finally adds that if a supplier 

isn’t serious about addressing certain issues, such as child labour, they will stop using this 

supplier. 
 

The next topic concerns conflict minerals, where Alana states that Huawei have recently 

hired a consultancy group in helping to understand how Huawei can fix this issue. Huawei 

have made a policy statement concerning conflict minerals, which they have been getting 

suppliers to sign. 
 

We move on to discuss the topic of energy and water consumption, where Alan states that 

Huawei are measuring both energy and water consumption. They are also asking suppliers 

to manage this matter as well.  
 
  
Finally, we ask about the topic of occupational health & safety, with Alan answering that 

Huawei follows OHSAS 18000 and 18001 standards, while also requiring suppliers to 

follow these standards or equivalent. Alan finally adds that they have also conducted 

workshops that focus on risk areas with suppliers, as well as auditing and guiding suppliers 

on this matter. 
  
Interview with Keithley Martin, Head of Supplier Development, Telefonica UK 

Limited 

  
Company Introduction 

Telefonica is a telecommunications company founded in 1924 and is today one of the 

largest telecommunications companies in terms of number of customers (Telefonica, 2015, 

About Telefonica). They are present in 21 countries and in 2014 had more than 274.5 

million mobile phone accesses (Telefonica, 2015, About Telefonica). 
  
Interview 

We initially ask why Telefonica should be more sustainable, where Keithley states there are 

business and ‘doing the right thing’ motivations. In order to win business, companies need 

to have a positive story about sustainability, a criteria for winning bids. Sustainability 

makes business sense in terms of how it is managed internally and externally. Keithley goes 

on to say that Telefonica are promoting youth employment, this being good in a moral and 

business sense. Further motivations relate to compliance/obligations, as well as protecting 

the brand. Keithley explains that they have sustainability strategies and plans that address 

people and planet. He goes on to explain that customer insights drive the inclusion of 

sustainability into the brand. Finally, Keithley adds that a sustainability agenda helps to 

attract employees and investors, as well as create stickiness between the brand and 



54 

 

stakeholders. We and Keithley agree that answers here also address the question on how 

Telefonica formulate sustainability goals.  
 

We first ask about the topic of emissions, where Keithley states that they are a member of 

the Carbon Trust, as well as that they are identifying what emissions their business makes. 

Telefonica has actions and plans in place to counteract their own emissions by 10 times. In 

terms of services Telefonica provides, teleconferencing benefits the environment by 

reducing travel. Keithley goes on to say that they require suppliers to run emission 

reduction programs, as well as requiring main suppliers to make social and environmental 

commitments. Furthermore, they are driving suppliers towards power efficiency, which 

through potentially lowered operating costs.. Keithley explains that he looks to run a 

program benchmarking suppliers of emissions, pushing towards emission reductions. 

Keithley adds that they are looking to purchase green electricity, as well as introduce 

sustainable thinking in relation to their own products and services 

  
Moving on to the topic of recycling and reuse of mobile phones, Keithley notifies us that 

they do run take back schemes, where revenues go towards social causes. He adds that 

Telefonica are removing phone chargers from product packaging in order to reduce 

electronic waste and carbon impact of the production and consumption of phone chargers. 

Finally, he states that they make sure suppliers are recycling. 
 

The next topic concerned labour conditions, where we also covered occupational health & 

safety and supplier screening topics. Keithley explains that they support working from 

home, which is good for the environment in terms of reducing travel. In terms of the supply 

chain, Telefonica have their own policy that is aligned with the ILO base code. Telefonica 

assess and identifies suppliers in consideration of factors such as location, activity and 

visibility to media. Furthermore, they assess high-risk suppliers through a third-party online 

assessment tool called EcoVardis. They also use this tool when assessing labour conditions 

in their on-site auditing of suppliers. 
  

The next topic to cover was conflict minerals, where Keithley informs us that he and 

Telefonica require suppliers to have a policy on conflict minerals in line with EICC 

guidelines. On top of this, they make sure suppliers are adopting and following these 

guidelines. In regards to the issue on conflict minerals in Indonesia raised in the general 

media, Telefonica were engaged looking to help the situation by asking suppliers how they 

were dealing with this. Finally, he adds that he would be checking suppliers and their 

supply chain management, making sure that they have a policy on conflict minerals. 
 

We move on to the topic of energy and water consumption, a topic that Keithley admits he 

is not so knowledgeable about in his role, but will tell us what he can. He states that they 

state clear requirements, and run projects with their Facility management companies to 

manage energy and water consumption in their leased buildings of operations. In terms of 

suppliers, Telefonica requires suppliers to have emission reduction plans, at the same time 

they are pushing suppliers towards more commitments concerning the amount of green 

energy they source. Finally, he adds that he is thinking of also benchmarking for suppliers 

on water consumption.  
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We discuss the final topics of customer privacy and data protection, where Keithley notifies 

us again that this is not an area he knows deeply but will tell us what he can. Firstly, he 

states that they comply with legal obligations, as well as telling us that everyone in the 

business needs to be knowledgeable and trained about data protection. They set clear 

requirements of suppliers, making sure that they have systems in place to ensure protection 

of data. Keithley continues by saying that they have an information security team, adding 

that these controls are needed in order to operate and provide these for governments. On top 

of this, they require suppliers to also have information security plans in place. Keithley 

finally adds that they audit themselves internally too in order to maintain compliance with 

standards 

 

6. Analysis 

In this chapter we will analyse our empirical findings, by filtering our qualitative data into 

the theoretical tools we have chosen to use and subsequently discuss observations, as well 

as discuss these observations in relation to our quantitative data. 
 

6.1 Analysis of Qualitative Semi-Structured Interview Data 

Our analysis will consist of matching direct quotes of our interviewees towards Bocken et 

al’s archetypes, and then subsequently show where in the business model these archetypes 

will affect the current business model by using Osterwalder & Pigneur’s (2010) business 

model canvas tool. 
 

After conducting our template analysis of our interview transcriptions with Henrik 

Weinestedt (TeliaSonera), Annachiara Torciano (Samsung), Alan Aicken (Huawei) and 

Keithley Martin (Telefonica) we identified key quotes from each of these interviews. We 

selected these key quotes on the basis that these answers to our questions outline an effort 

in sustainability which can be classified under an archetype in terms of ‘how’ they deal 

with an issue. These key quotes were also selected in terms of the content telling us ‘where’ 

in the business this effort is happening and applicable to, and therefore suggesting a 

location for the assigned archetype to a block in the business model canvas. Listed below 

are the interviewed companies along with how many key quotes we identified from the 

interview transcriptions with their interviewees. 
 

TeliaSonera: 14 

Samsung: 12 

Huawei: 12  

Telefonica: 15  
 

These key quotes are listed below, along with their matched archetype(s) and business 

model canvas block(s), as well as reasoning for these choices. We reason for archetype 

classifications in that a ‘how’ in a key quote relates to the sustainable practice/development 

that can be classified. We will also show where each of the quotes affect the business 

model canvas at the core, i.e. where in the canvas the change can be attributed to, not where 

in the canvas the change will affect the other parts. Our reasoning with key quotes relating 

to business model canvas blocks will be when we highlight a ‘where’ for each quote, which 

gives us an idea of where the sustainable practice/development is taking place in the 
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business model. For greater readability, we have chosen to abbreviate the archetypes and 

business model canvas blocks into more simple terms.  
 

Archetype Groupings: 

T=Technological 

S=Social 

O=Organisational 
 

Archetypes: 

T1=Maximise material and energy efficiency 

T2=Create value from waste 

T3=Substitute with renewables and natural processes 

S1=Delivery functionality rather than ownership 

S2=Adopt a stewardship role 

S3=Encourage sufficiency 

O1=Repurpose for society/environment 

O2=Develop scale up solutions 

 

Business Model Canvas Blocks: 

KP= Key Partners 

KA=Key Activities 

KR=Key Resources 

CS1=Cost Structure 

VP=Value Proposition 

CR=Customer Relationship 

CH=Channels 

CS2=Customer Segments 

RS=Revenue Streams 

 

In summarising the links between the relevant quotes from the interview transcription, the 

archetypes associated with these quotes, as well as these linking with the business model 

canvas, we are able to illustrate reasoning of the innovations towards a sustainable business 

model. The summary business model canvases displayed for MNOs reflects the elements 

that Osterwalder & Pigneur (2010, pp. 62-63) and Xia et al. (2010, p. 4) believe are 

included in the business model of an MNO. In the summary canvases for TeliaSonera and 

Telefonica, innovations classified in green refer to innovations that add to current aspects of 

their business models, while innovations classified in red refer to new sustainable business 

model innovations, be it current or potential for the future. 
 

The business model canvas we use for mobile phone manufacturers and the original 

elements is an adapted version of Xia et al.’s proposed business model canvas of a mobile 

phone manufacturer (Xia et al., 2010, p. 5). Quote references, along with their associated 

archetype classification, are displayed in red if they are not in the original canvas. 

Innovations in green indicate sustainable changes/practices to original elements that already 

existed in the adapted business model canvas. 
 

6.1.1 TeliaSonera 
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Quote 1  “...the ICT services and telecom services have an enormous potentially a vast 

potential of for helping customers reduce their own emissions” (T1, S3) (VP)  
 

This quote was obtained by asking about TeliaSonera’s view on this industry specific issue 

of emissions, including greenhouse gas and carbon emissions, in order to find out what 

opportunities they see in addressing this topic. We could therefore see their view for 

sustainable development in this area, as well as see if a potential value proposition would 

be stated. The ‘how’ in this quote is the potential for reducing emissions in ICT and 

telecom services through their customers. The ‘where’ is associated with this potential for 

emission reduction with customers also being a potential addition to TeliaSonera’s value 

proposition. 
 

The archetypes inherent in this statement are ‘Maximise material and energy efficiency’ 

(Bocken et al., 2014, pp. 48-49) as they aim to provide low carbon solutions, as well as 

‘Encourage sufficiency’ (Bocken et al., 2014, p. 52) by creating solutions that reduces 

consumption that creates emissions. The quote refers to the potential of reducing emissions, 

and assisting customers to do this, which relates to the value propositions of both these 

archetypes in terms of identifying the opportunity to potentially capture value through 

sustainable innovation (Bocken et al., 2014, pp. 48, 52).This is implied from Henrik seeing 

the potential for lowering emissions through TeliaSonera’s services of customer support, as 

well as helping to reduce consumption of customers by educating them about the emissions 

issue in relation to mobile phone consumption, be it the purchasing behaviour, or the 

mobile phone use. 
 

We have placed this quote in the Value Proposition block, this is due to the nature of the 

value proposition, it consists of the products and services that create value (Osterwalder & 

Pigneur, 2010, pp. 22-23). As the quote talks about what the company can potentially offer 

customers, in terms of sustainable innovation and reduction of emissions in the future, we 

found a clear link to the value proposition. Osterwalder & Pigneur (2010, p. 265) integrates 

the triple bottom line in the business model canvas and thus extends this link to include the 

social and environmental benefits that a business model can bring in terms of adding to the 

Value Proposition.  
 

Quote 2 “...the most obvious things are of course things like, you know, video 

conferencing, phone conferencing because if you assume it replaces travel, it's kind of 

obvious how it's good” (T1) (KA)   
 

This quote was identified by Henrik answering our sub-question for the previous question, 

which was to do with identifying where in the business are TeliaSonera looking to deal 

with the emissions issue. This helps to give an idea of ‘how’ they address the issue, which 

is video conferencing, and ‘where’ in the business, which is in the company’s business 

operations in terms of their communications and meetings. 
 

The archetype present is ‘Maximise material and energy efficiency’ (Bocken et al., 2014, 

pp. 48-49), by using teleconferencing they produce less waste by not using air travel while 

accomplishing the same goal. This is portrayed as a way TeliaSonera is creating and 

delivering sustainable value, in that this is a reconfiguration of activities that looks to to be 
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more efficient, as well as a way to reduce emissions produced by the company significantly 

(Bocken et al., 2014, p. 48). 
 

The second quote relates to Key activities (Osterwalder & Pigneur, 2010, p. 36), which 

regards the most important activities a company needs to undertake to function and deliver 

value. The quote talks about innovation within the key activities to the reduce travel and 

subsequently emissions by instead using video conferencing to replace physical meetings. 

As TeliaSonera offers a network their primary Key Activities are platform related 

(Osterwalder & Pigneur, 2010, p. 37) which requires management of that very platform and 

subsequently good communication to have it functioning properly. 
 

Quote 3 “... there's huge potential for renewable energy, I mean for example we are 

present in Nepal, in Tajikistan, in Uzbekistan, we roll out solar panels, you know solar 

powered base stations, which is still, I mean ,it’s just a very, very small part of the total 

energy footprint” (T3) (KR)  
 

This quote from Henrik was another answer on the topic of emissions, which outlines 

another ‘how’ in that they look to use renewable energy, and the ‘where’ concerns with this 

new energy source that contributes towards sustainable development by helping to reduce 

emissions in their operations, this being a change to the company’s resources for power.  
 

‘Substitute with renewables and natural processes’ (Bocken et al., 2014, p. 51) is the 

archetype for this quote as they change the energy source from a non-renewable one to a 

renewable one. Henrik discusses the solar powered power base stations in the supply chain 

in terms of energy resources, which can be interpreted as the way TeliaSonera is attempting 

to create and deliver value through some of their value networks being based on renewable 

energy resources (Bocken et al., 2014, p. 50). In terms of the value capture, while Henrik 

mentions this is a small part of TeliaSonera’s footprint, it still, however, implies that this is 

reducing emissions, as well as reducing use of non-renewable resources, and therefore 

value is captured in terms of the environmental aspect (Bocken et al., 2014, p. 50). 
 

This quote regards the Key Resources (Osterwalder & Pigneur, 2010, pp. 34-35) of 

TeliaSonera, the required resources to deliver the value proposition. The innovation 

inherent in the quote discusses the adoption of solar panels in countries where they are yet 

to be widely used. Electricity is a key resource to power base stations and therefore to 

deliver the connection to the mobile network, it is deemed a sustainable innovation of a key 

physical resource. 
 

Quote 4 “And in the Nordic countries we have a much easier situation, we can buy green 

electricity, we can use free cooling like Facebook does in Luleå where they have extremely 

efficient cooling methods”.  (T3) (KR) 
 

This quote links fairly closely to the previous one in the emissions discussion, which 

provides another answer on addressing this issue. The ‘how’ and is identified as the idea of 

free cooling and obtaining energy from this, this having an effect on the ‘where’ in the 

change to energy resources of TeliaSonera. 
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Similar to the quote before this one also uses the ‘Substitute with renewables and natural 

processes’ (Bocken et al., 2014, p. 51) archetype, using electricity from renewable sources 

and using natural cooling. This implies another way TeliaSonera are looking to create and 

deliver sustainable value through their value networks, as well as partnerships with firms 

with whom they can purchase green electricity from (Bocken et al., 2014, p. 50). 
 

In similar fashion to the previous quote this one also talks about sustainable innovation 

within the Key Resources (Osterwalder & Pigneur, 2010, pp. 34-35), but unlike the 

previous quote this regards the Nordics. To power their operations they buy green 

electricity and have located their servers to the north where cooling is to a certain extent 

free and more efficient. As electricity is a key resource as explained earlier and their servers 

are needed for their operations both these initiatives are sustainable innovations of key 

resources. 
 

Quote 5 “With good coverage, we can stick SIM cards into DHL for example and they can 

of course better plot how to drive and how they travel and telemetry on related to eco-

driving for example” (T1, O2) (CS2) 
 

We have identified this as a key quote as another answer in the emissions discussion, the 

‘how’ being the SIM cards helping towards eco-driving, as well as the ‘where’ in terms of 

serving a sustainable purpose for the business-to-business customer segment of transport, 

DHL being an example here.  
 

In this quote there are two archetypes, firstly the ‘Maximise material and energy efficiency’ 

(Bocken et al., 2014, pp. 48-49) archetype as improved plotting of routes will cut down on 

emissions. The second archetype is ‘Develop scale-up solutions’ (Bocken et al., 2014, p. 

53-54), by widely distributing this technology it will benefit both society and the 

environment. TeliaSonera imply that through their products, in this case SIM cards, they 

can contribute to lowering emissions and increasing efficiency in terms of transport 

systems, thus this can be seen as an approach to creating and delivering sustainable value 

(Bocken et al., 2014, p. 48). Simultaneously, this product and service offering (i.e. their 

value propositions) can benefit towards sustainable development in the infrastructure of the 

environment and society generally, in that having business relationships with transport 

services, such as DHL, can contribute to wider scale solutions in creating and delivering 

sustainable value (Bocken et al., 2014, p. 54). 
 

For this quote the business model block changes due to a sustainable innovation. The block 

is Customer Segments (Osterwalder & Pigneur, 2010, pp. 20-21), the different groups that 

TeliaSonera wants to reach. The reasoning behind this is as this new innovation for plotting 

routes is created they will also create a new customer segment that is interested in that type 

of service. Our reasoning for not choosing this to be a Value Proposition, Key Activities or 

Key Resource is due to SIM-cards being nothing new for TeliaSonera and that the plotting 

of the routes are being done by the customer themselves, TeliaSonera only supplies the 

needed hardware that they already supply. 
 

Quote 6 “And I think governments, for example, like the Swedish government which has a 

plan to be fossil free and basically zero carbon, you know, climate neutral, or to be energy 
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efficient  or something like that. I mean I don’t think it’s possible to do it without really 

smartly using ICT. I think another area coming up is the whole issue of smart cities, of how 

we build the cities of the future, where ICT and IT is just vastly important in how we build  

energy efficient, you know, efficient, smart, good commuting opportunities and so on“. (T1, 

O2) (KP) 
 

This quote appears to be key in that it identifies another ‘how’ in terms of smart cities, 

efficient and smart commuting, and thus energy efficient, using ICT to help this, where 

TeliaSonera can help to contribute towards to improve the environment and society. In 

terms of ‘where’, the mention of the governments, implicitly suggests that they can partner 

with TeliaSonera in terms of ICT solutions to contribute to this sustainable development.  
 

The two present archetypes are ‘Maximise material and energy efficiency’ (Bocken et al., 

2014, pp. 48-49) as they would lower energy use, and emissions by devising smarter 

commuting. The other archetype is ‘Develop scale-up solutions’ (Bocken et al., 2014, p. 

53-54) due to the large scale of city planning their contributions would benefit all residents 

in the town and the country as a whole due to lower emissions. This quote by Henrik 

follows on from the previous quote about DHL, in that the value proposition can be to 

develop ‘smart cities’ that are energy efficient and climate neutral, therefore this point can 

relate to the value propositions and potential value capturing proposed from both T1 and 

O2 archetypes (Bocken et al., 2014, pp. 48, 54). 
 

This quote regards the future of building cities and how TeliaSonera can help to make them 

more sustainable, as this is a large venture for the public we have classified this as 

belonging to Key Partners (Osterwalder & Pigneur, 2010, pp. 38-39) and not Customer 

Relationships. Working with the government to innovate infrastructure for the future and 

help in developing smart commuting we consider to be classified as a strategic alliance 

between non-competitors. 
 

Quote 7 “Then you have sitting in, you know, up in Norrland somewhere and you can have 

instead of 10 nurses driving around you can have 4 nurses of which two just kind of sit 

there and monitor and two are driving around to check”. (S2) (CS2)  
 

This was selected as a key quote, this being the final answer from Henrik concerning the 

emissions topic, where the ‘how’ is identified by further use of SIM-cards for eco-driving, 

instead taking the example of nurses, so again their products and services is contributing to 

reducing emissions in this respect. The ‘where’ is within the customer segments of medical 

institutions, in assisting more efficient and ecological driving by their nurses. 
 

By improving the nursing systems the ‘Adopt a stewardship role’ (Bocken et al., 2014, p. 

51-52) archetype is used due to their engagement improving health and well-being. This 

again follows on from the previous two quotes, but look more specifically on how 

TeliaSonera’s product and service offerings can contribute to the well being of stakeholders 

in terms of E-health, and by creating and delivering value through partnering up and having 

business relationships with medical institutions, such as hospitals, can promote greater 

efficiency in ensuring the long-term health of society (Bocken et al., 2014, p. 51).  
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Similar to the fifth quote the business model block change is in Customer Segments 

(Osterwalder & Pigneur, 2010, pp.20-21) due to the innovation of existing business. By 

supplying SIM-cards to machines that can monitor and relay information to one person 

instead of several people driving around, TeliaSonera will help lower emissions due to 

decreased travel. By finding this new use of the SIM-cards they have also found a new 

customer segment. 
 

Quote 8 “So from our own perspective this is of course something we need to manage, we 

need to have good proper structures for it, not just scrap ending up in warehouses, but 

having good processes for utilising its value and taking stuff apart to sell it and get the best 

value from it. I would say at this point it is not something we are very good at...we don't 

have a good proper strategy for it and it's something we definitely need to work on better” 

(T2) (KA, RS)  
 

To obtain this quote we moved on to our next question in asking Henrik on TeliaSonera’s 

view on this industry issue of recycling/ reuse of end-of-life mobile phones, as well as 

mentioning the relevance of this to electronic waste. With this question we aim to gain 

insights as to their view on this issue, as well as how they are or how they think they should 

address it and where. Here he mentions ‘how’ this issue can be dealt with, the need for 

processes that utilize the value of waste, and thus this idea relevant to archetypes. However, 

he is also mentioning that this isn’t quite in place yet for TeliaSonera. Suggesting ‘where’, 

he mentions in business operations, and in terms of ‘what’ can be seen as the potential 

value and revenue from reselling waste material, both aspects being relevant for identifying 

business model canvas blocks. With the potential ‘how’ and ‘where’ being outlined here, 

there wasn’t a need to use our sub-questions for this issue. 
 

‘Create value from waste’ (Bocken et al., 2014, p. 49) is the archetype identified here, by 

finding use for what can be considered waste. Henrik here describes the need for greater 

attention needed towards the area of electronic waste, where he highlights the value 

proposition, as well as what is required to create and deliver sustainable value in addressing 

this issue, for example, having better processes in taking back, remanufacturing, and 

reselling/reusing mobile phone devices (Bocken et al., 2014, p. 49).  
 

This quote we argue feeds into Key Activities (Osterwalder & Pigneur, 2010, pp. 36-37). 

By creating new processes that focuses on dismantling scrap products, a new source of 

revenue can be found as the scrap has inherent value. Due to TeliaSonera not being a 

manufacturer but a service provider the value that is found can be sold to manufacturers 

instead adding a new Revenue Stream (Osterwalder & Pigneur, 210, pp. 30-31), as well as 

the lowered consumption of new materials and increased use of recycled ones.  
 

Quote 9 “What we should do is we should collect phones in Sweden and the Nordics and 

we should send them to the Baltics...when there are not funny or fashionable, we should 

send them to Eurasia and they use them until they fall apart.” (T2, S3), (KA, VP, RS)  
 

This quote was identified as key in that it provides another answer from our recycling/reuse 

question, where the ‘how’ is collecting unfashionable, unwanted mobile phones and 

sending them to other geographic markets. The ‘where’ in the business is identified as 
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within their operational activities, which can be the potentially added value proposition for 

TeliaSonera, as well as another source of revenue, a similar idea to the previous key quote. 
 

The first archetype used is ‘Create value from waste’ (Bocken et al., 2014, p. 49) as they 

reuse phones that would otherwise have been scrapped. Secondly there is the ‘Encourage 

sufficiency’ (Bocken et al., 2014, p. 52-53) archetype as the product longevity would 

increase due to the phone being used several times by different users. Henrik continues on 

the discussion of electronic waste, and how TeliaSonera can help in this matter, where they 

can first put processes in place to recycle phones to send to other geographic markets. This 

can be seen as a way of creating and delivering sustainable value through creating and 

using this waste stream, while at the same time promoting longevity of products by getting 

customers to take back their old phones to TeliaSonera, where they can be re-distributed 

and used by customers in another part of the world (Bocken et al., 2014, p. 52). 
 

As the previous quote regarding recycling, this quote regards reuse of mobile phones. It 

relates to Key Activities (Osterwalder & Pigneur, 2010, pp. 36-37) as they find a new 

sustainable revenue stream of used phones. By reselling phones the total production of 

phones will be decreased due to consumers buying used ones instead of new ones. By 

reselling used phones there is also a new Value Proposition (Osterwalder & Pigneur, 2010, 

pp. 22-23) that they provide to the existing customer bases in the Baltic and Eurasia. 

Furthermore it creates a new Revenue Stream (Osterwalder & Pigneur, 210, pp. 30-31) by 

selling used phones to a new marketplace. 
 

Quote 10 “Our services can kind of reinforce the development here...if its easy, you can 

use a smartphone app or finding a place where you can take your stuff...the services we can 

provide can also support, but this is an area where we definitely need to work better.” (O2) 

(KP, VP)  
 

This key quote identified here is picked out due to it being another suggestion for dealing 

with the issue of recycle/reuse of mobile phones, where TeliaSonera’s services can provide 

a smartphone app, the ‘how’, in promoting an easier way to recycle phones for society. The 

‘what’ and ‘where’ is the use of third party application developers, a type of business 

partner for TeliaSonera, in delivering a potential sustainable addition to TeliaSonera’s value 

proposition.  
 

The archetype here is ‘Develop scale-up solutions’ (Bocken et al., 2014, p. 53-54) due to a 

large distribution of a recycling app would benefit the environment. Again, Henrik 

mentions a possible way in which sustainable value could be created and delivered, through 

the development of a mobile application that can assist take back initiatives of mobile 

phone devices, which overall could apply to this industry, as well as society and the 

environment generally (Bocken et al., 2014, p. 54). This suggestion pointing towards the 

use of mobile applications, the use of TeliaSonera’s partnerships, with third-party 

application developers in this case, will be important in creating and delivering this service 

and subsequent value (Bocken et al., 2014, p. 54). 
 

This quote touches upon two blocks. The first is Key Partners (Osterwalder & Pigneur, 

2010, pp. 38-39), by supporting development of apps that increase the availability of 
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sustainable avenues for end of use products they form a joint venture for creating 

sustainability apps. By forming this joint venture TeliaSonera will also innovate their Value 

Proposition (Osterwalder & Pigneur, 2010, pp. 22-23) as they can offer a sustainability app 

to their customers that they previously didn’t. 
 

Quote 11 “So occupational health and safety, practices with our contractors because we 

have outsourced almost all of the construction, maintenance and all that kind of work, we 

have no employees doing that our selves, so its outsourced so of course we need to make 

sure that we have suppliers and contractors who have good labour practices...this is of 

course a requirement“. (S2) (KP, KA)  
 

By asking Henrik about the sustainability topic of occupational safety, we ask about how 

and where in the business is this issue being dealt with by TeliaSonera in order to identify 

their sustainability actions and where this happens in their business model. Henrik outlines 

the ‘how’ in that they look to ensure suppliers and contractors are abiding to good labour 

practices. TeliaSonera is checking on their supply chain to make sure of these good labour 

conditions, and the mention of suppliers and contractors, as well as the activities involved 

with managing these, identifies ‘where’ in their business they are addressing this issue.  
 

By making sure that all their outsourced workers are treated fairly they fall within the 

‘Adopt a stewardship role’ (Bocken et al., 2014, p. 51-52) archetype. In terms of Henrik 

discussing ensuring good labour practices in suppliers and contractors relates to the 

sustainable value proposition ensuring the well being of stakeholders in the supply chain 

(Bocken et al., 2014, p. 51). 
 

The relevant block for this quote is Key Partners as they need to have partnerships with 

suppliers (Osterwalder & Pigneur, 2010, pp. 38-39), and the quote aims to reduce risks and 

uncertainty and also to acquire resources, in this case mobile phones (Osterwalder & 

Pigneur, 2010, p. 39). By making sure that their suppliers have good labour practices the 

risk for mistreatment of workers and scandals are lowered. Furthermore there is an inherent 

change to the Key Activities (Osterwalder & Pigneur, 2010, pp. 36-37) block as they audit 

suppliers to make sure they follow the code of conduct. 
 

Quote 12. “our responsibility extends to making sure that we don't buy it and lobbying on 

suppliers and manufacturers, that we don't buy or that they have processes in place, I mean 

you can see in our Supplier code, for example, there a requirements that they need to have 

a policy related to conflict minerals.” (S2) (KP)  
 

We obtained this key quote by asking how and where in the business are they dealing with 

the issue of conflict minerals so we could identify their sustainable practice and/or progress 

around this sustainability topic, as well as to see where in their business model is this 

practice/progress rooted. Henrik here states that they make sure they do not purchase from 

suppliers who may source conflict minerals, as well as having a Supplier code to ensure 

suppliers to not source conflict minerals. These points outline the ‘how’ through how 

TeliaSonera handles their suppliers, and the suppliers indicating the ‘where’ in 

TeliaSonera’s business model, being with this kind of business partner. 
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The archetype present is ‘Adopt a stewardship role’ (Bocken et al., 2014, p. 51-52), making 

sure that conflict minerals aren’t used in production upstream. This follows on from the 

previous quote, where value is created and delivered by making sure they have a supplier 

code of conduct, which is to ensure suppliers have policies in place that deliver stakeholder 

health and well being, such as addressing the issue of conflict minerals by being free of 

them (Bocken et al., 2014, p. 51). 
 

Similar to the previous quote, this one is relevant for the Key Partners block (Osterwalder 

& Pigneur, 2010, pp. 38-39). The difference from the earlier one is however that this quote 

regards conflict minerals and the pursuit of mobile phones that do not have conflict 

minerals in them. 
 

Quote 13 “we do buy quite a lot of green electricity, something like 700 gigawatts hours of 

green electricity, and this is conscious decision, something I was pushing for because I 

think it's important… This year we expanded so we also bought it in I think Norway, 

Denmark and Lithuania, and Finland of course. Its a problem with the trading system, it's a 

bit tricky, so for example, for Eurasia, there are no credible system for REC’s for 

renewable energy, so what we can do of course, if we want to be like 100% green 

electricity, we can sort that by buying extra credits in the Nordics and we can retire them 

and say that it was the equivalent of the electricity consumption in Eurasia...but it’s kind of 

a weird way of doing it, don't know if it actually supports… We can be doing like IKEA, 

they are buying their own wind turbines and we could be doing that but it's not really core 

business.” (T3) (KR, CS1)  
 

Continuing from the discussion concerning energy and water consumption, we obtain this 

key quote, where Henrik explains that TeliaSonera buys a lot of green electricity, as well as 

suggesting possibly doing like IKEA in the future, where they buy their own wind turbines. 

The ‘how’ identified in this quote is the fact that TeliaSonera buy green electricity in 

accounting for the environment and climate change. The ‘where’ identified here is that this 

concerns what energy resources TeliaSonera has/changes, as well as this having an impact 

on their costs for power in their operations.  
 

This quote shows both what they are doing and what they might do in the future in terms of 

the ‘Substitute with renewables and natural processes’ (Bocken et al., 2014, p. 51) 

archetype, focusing on green energy. This point made by Henrik extends on a previous 

discussion concerning green electricity in relation to the supply chain. He explains more 

elaborately what TeliaSonera is doing in terms of creating, delivering and capturing 

sustainable value through green electricity purchase, the issues with this in terms of 

credible systems for renewable energy in certain geographic regions, while he also points 

out a possibility for the future in buying their own wind turbines, like IKEA, to add to the 

value proposition (Bocken et al., 2014, p. 50).  
 

There are two relevant blocks for this quote, firstly Key Resources (Osterwalder & Pigneur, 

2010, pp. 34-35) as we have stated earlier that they are changing the sourcing of electricity 

to a green one and a potential source in the future.  The second block is Cost Structure 

(Osterwalder & Pigneur, 2010, pp. 40-41), by potentially sourcing their own electricity, the 
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cost structure of their electricity would change greatly as they would no longer buy it but 

instead generate it themselves and therefore change the inherent costs in the organisation. 
 

Quote 14 “I mean we are getting rid of people, firing people because of misconduct, we 

are going through contracts and strengthening our processes of reviewing suppliers and 

government relations. I don’t run the program, but we are doing a million things; we are 

training people too…. I don't know how many people we have trained. But that is of course 

a really, really important dimension, you can have the best policies in the world but it 

doesn't help if people don't really understand it or be that it doesn’t apply to them.” (S2) 

(KA, KR)  
 

Before we ended the interview, Henrik added that the sustainability topic of anti-corruption 

should be considered, something which was not included in our interview guide. Due to 

this being an unpredictable opportunity for new insights, we followed up the mention of 

anti-corruption, asking how and where in the business is this topic being addressed. As a 

result, we obtained this final key quote for TeliaSonera, the ‘how’s’ being identified has 

firing and training staff, as well as reviewing contracts and strengthening reviewing 

processes of business relations. These many activities, as well as the mention of this being 

dealt with staff, indicates ‘where’ in the business model anti-corruption practices are taking 

place.  
 

The ‘Adopt a stewardship role’ (Bocken et al., 2014, p. 51-52) archetype is present, making 

sure that any chance of corruption is minimised by reviewing policies and so forth. Henrik 

highlighted this area of anti-corruption being very important to TeliaSonera, an area which 

was not directly part of the topics we cover in our constructed interview guide. This relates 

to the value proposition in that anti-corruption looks to ensure the health of stakeholders, 

value is created and delivered with many activities in place by TeliaSonera in terms of 

reviewing supplier and government relations, firing staff for misconduct, as well as training 

existing staff so that policies are fully understood and applied (Bocken et al., 2014, p. 51). 
 

For the final quote, the Key Activities block (Osterwalder & Pigneur, 2010, pp. 36-37) is 

relevant. By emphasising the importance of avoiding potential corruption when working in 

regions where it is rampant they are minimising the risk of scandals and by teaching what is 

good ethics in business they are ensuring that the actions taken are fair. This is hugely 

important as corruption would make the business unsustainable. Furthermore as this 

regards in-house personnel it also regards the Key Resources (Osterwalder & Pigneur, 

2010, pp. 34-35) block as personnel is a human resource. By following the policies they 

have, they ensure that their human resources follow the rules that are stated. 
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Figure 10: TeliaSonera Business Model Canvas with Sustainable Innovation Archetypes 

 
 

6.1.2 Samsung 

Quote 1 “Same thing if you look at, for example, an area of social sustainability, that is 

very important to us which we call ‘Corporate Citizenship’. It is about investments in 

society, especially in healthcare and education. And innovation, because we think that 

because of our business and the products we do, we have the biggest contribution to make 

there.” (S2, O1) (KA, CS1).  
 

We obtained this initial key quote by asking Annachiara to clarify what areas of 

sustainability are deemed important and relevant for Samsung as a mobile phone 

manufacturer. This question would aim to get an overview of the sustainability topics that 

are highlighted the most by Samsung, as well as possibly obtain insights as to how and 

where they address these highlighted areas. The ‘how’ identified from this quote is their 

investment activity in healthcare, education and innovation. These investment activities 

also indicate ‘what’ drives this sustainable development, as well as implicitly understanding 

that Samsung’s ‘where’ is their the finances that this roots from. 
 

This quote discusses Samsung’s work in social sustainability in terms of investing into 

education, healthcare and innovation. This quote from Annachiara can be associated with 

the archetype ‘Adopt a stewardship role’, in that Samsung looks to ensure the long-term 

health of stakeholders, especially in terms of ‘upstream stewardship’, where they look to 

develop communities by investing into education and healthcare (Bocken et al., 2014, p. 

51). This statement also implies that Samsung are progressing towards delivering 

environmental and social benefits through innovation, which relates to the ‘Re-purpose the 

business for society/environment’ archetype, especially in terms of the entrepreneurial 

function in sustainable innovation (Bocken et al., 2014, p. 53). In terms of the S2 archetype, 

value is created and delivered by ensuring that Samsung’s investment activities focus on 
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and deliver stakeholder well-being (Bocken et al., 2014, p. 51). The O2 archetype relates as 

Samsung creates and delivers value with the same logic, in that through these investment 

activities they create and deliver social benefits for communities in education and 

healthcare (Bocken et al., 2014, p. 53). 
 

There are two blocks relevant for this quote. Firstly there is Key Activities (Osterwalder & 

Pigneur, 2010, pp. 36-37), by investing in the social settings they are present in they are 

managing their brand while providing for society. Secondly there is Cost Structure 

(Osterwalder & Pigneur, 2010, pp. 40-41), by investing in society they are increasing their 

costs presently but are expecting a positive result from it, evidently from using the word 

“investments”. 
 

Quote 2 *discussing emissions and energy efficiency* “It’s been integrated in the business 

and then you look at different areas, if you look at environment its been integrated in our 

product design, its been integrated in our operations management, in our factory 

management, in our supply chain.” (T1) (KA, KP).  
 

As the key quote implies, this comes as a result of asking Annachiara about how Samsung 

deals with the industry issue of emissions, as well as where in the business this is 

sustainable practice takes place. The ‘how’ identified here is that Samsung look to integrate 

the environment into many production areas of the business, and the ‘where’ being is 

product design, operations and factory management and in the supply chain. These are seen 

as measures to help towards reductions in emissions and greater energy efficiency. 
 

This quote by Annachiara implies that this issue is being addressed in all these areas of 

production, thus relating to the archetype ‘Maximise material and energy efficiency’ 

(Bocken et al., 2014, p. 48). This quote states the value proposition within this archetype in 

that Samsung’s products and services aim to reduce resources used, wasted as well as 

reduce their emissions impact while delivering similar offerings (Bocken et al., 2014, p. 

48). 
 

As the previous quote, there are two blocks relevant for this quote. The first is Key 

Activities (Osterwalder & Pigneur, 2010, pp. 36-37), focusing on integrating environmental 

aspects in production and overall management. The second is Key Partners (Osterwalder & 

Pigneur, 2010, pp. 38-39), making sure that the supply chain also focuses in the 

environmental aspects that their operations affect. 
 

Quote 3 “so the first step when we look at recycling and reuse, we have to take a step back 

and think of the whole life cycle assessment. Because, each phase of the life cycle of a 

product is linked to another. So when you design a product you make a lot of decisions that 

impact recycling or that impacts reuse.” (T2) (KA).  
 

We asked Annachiara about this industry issue of recycle/reuse of end-of-life mobile 

phones, followed by the sub-questions of how and where in Samsung is sustainable 

practices/development taking place in order to obtain sustainability and business model 

insights related to this topic. The ‘how’ here is that by designing products that are suitable 

for recycling/reuse, this contributes towards eliminating electronic waste. The ‘where’ is 
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identified as the product design activities, where life cycle assessment is made in order to 

address this sustainability topic. 
 

Annachiara here discusses recycling and reuse in relation to product design decisions, 

relating to the archetype ‘Create value from waste’ (Bocken et al., 2014, p. 49). These 

activities look to eliminate life cycle waste and thus value is being created and delivered in 

this part of the production process (Bocken et al., 2014, p. 49). 
 

Similar to the quote before, the block present in this quote is Key Activities (Osterwalder & 

Pigneur, 2010, pp. 36-37). Samsung are focusing on each phase of the life cycle to be 

cognisant of their impacts on recycling and reuse. 
 

Quote 4 “As I said the biggest impact is manufacturing, and there we have carbon 

objectives, the second impact is the design phase and there we have something we call the 

eco-design process, it's an internal process where we look at the environmental features of 

our products, and then there is of course the use-phase and then end-of-life.” (T1) (KA). 
 

This quote comes from the previous discussion concerned with recycling/reuse of mobile 

phones, where Annachiara talks about the product design phase also considering carbon 

impact. The ‘how’ identified in this key quote is by having in place an eco-design process, 

and the ‘where’ relates to the fact that this process falls within the product design activities 

of Samsung. 
 

This quote relates to further discussion on product design, more specifically on emission 

reducing and eco-design, and therefore this statement can be classified with the ‘Maximise 

material and energy efficiency’ archetype (Bocken et al., 2014, p. 48). This activity of eco-

design creates and delivers the value proposition within this archetype as it is innovation in 

the manufacturing process and product (Bocken et al., 2014, p. 48). 
 

The block relevant for this quote is Key Activities (Osterwalder & Pigneur, 2010, pp. 36-

37). By looking at the impacts their manufacturing and design process have on carbon and 

the environment. 
 

Quote 5 “If you look at how we increase possibilities to extend the lifetime of our products 

we are starting different projects, at the level of sales companies, where we look at maybe 

refurbishing products, putting them back on the market.” (T2, S3) (KA, RS).  
 

Continuing on from the previous discussion, Annachiara comes back to this aspect of 

recycle/reuse of mobile phones in that these end-of-life phones can be refurbished and 

resold. The ‘how’ in this quote is by refurbishing and reselling mobile phones this aims 

towards greater longevity and sustainability of Samsung’s products. In terms of the 

business model, the ‘where’ is identified again as the activities in the company required to 

do this process, as well as the ‘what’ being potential new revenue from these activities.  
 

This quote relates to the archetype ‘Create value from waste’, in terms of Samsung looking 

to sell refurbished products (Bocken et al., 2014, p. 49), as well as the archetype 

‘Encourage sufficiency’ in that Samsung encourages product longevity as a result of selling 
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these refurbished products (Bocken et al., 2014, p. 52). This activity creates, delivers, and 

captures value through the waste stream of end-of-life mobile devices being manufactured 

and then sold back into the consumer market, promoting longevity and an extra source of 

revenue (Bocken et al, 2014, pp. 49, 52).  
 

For this quote the Key Activities (Osterwalder & Pigneur, 2010, pp. 36-37) block has been 

classified. Looking at how they can extend the life of their phones and reselling them. 

Additionally the Revenue stream (Osterwalder & Pigneur, 210, pp. 30-31) block is also 

relevant as they resell mobile phones that would otherwise not have generated revenue. 
 

Quote 6 “When it comes to recycling, you know when its waste, as I said, a lot of design 

choices affect how easily you can recycle a product. For example if you phase out 

chemicals voluntarily that is good for recycling.” (T2) (KA).  
 

This key quote comes again from this discussion of recycle/reuse of mobile phones, again 

discussing the aspect of design choices. However, Annachiara adds the idea of sustainable 

practice of voluntary phasing out of chemicals in their products. The ‘how’ is that by 

phasing out these chemicals, this also helps towards being more sustainable by making 

mobile phones easier to recycle. This idea, like previous quotes, is associated with the 

product design activities, indicating the ‘where’ the sustainable practice is in their business 

model. 
 

Again, Annachiara touches upon product design in relation to electronic waste, especially 

the aspect of chemicals, thus this quote being associated with the archetype ‘Create value 

from waste’ (Bocken et al., 2014, p. 49). The design choices are activities by Samsung that 

seek to eliminate life cycle waste, where sustainable value is created and delivered (Bocken 

et al., 2014, p. 49). 
 

In this quote we have classified it with the Key Activities (Osterwalder & Pigneur, 2010, 

pp. 36-37) block. This seems appropriate as Samsung are looking at how the design will 

affect the waste management of their end of life products. 
 

Quote 7 “In Europe there is legislation for electronic products, so there are systems set up 

so that products are recycled, and producers contribute to this system. In countries where 

there is no such legislation, we often do take back schemes, not in every country but in line 

with the rest of the industry, it's always something that we look at and offer in some 

countries.” (T2, S3) (KA, CH).  
 

This key quote was identified as the last from the discussion around the sustainability topic 

of recycling/reuse of mobile phones, where Annachiara talks about legislation in relation to 

electronic waste, as well as how areas are addressed that do not have such legislation. The 

‘how’ in terms of sustainable practice is the running of take back schemes in areas without 

electronic waste legislation. ‘Where’ in the business model is referred to the activities 

involved in running these take back schemes, as well as these offering a new channel for 

mobile phones to be recycled back to Samsung.  
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This relates back to earlier discussion on take back of mobile devices, which can be 

associated with the archetypes ‘Create value from waste’ (Bocken et al., 2014, p. 49) and 

‘Encourage sufficiency’ (Bocken et al., 2014, p. 52). This is a way of creating and 

delivering sustainable value by collecting end-of-life mobile devices that can be 

remanufactured/resold, as well as promoting product longevity (Bocken et al., 2014, pp. 49, 

52). 
 

For this quote we have two blocks that are relevant. The first one is Key Activities 

(Osterwalder & Pigneur, 2010, pp. 36-37), by focusing on recycling both through 

established initiatives and through their own initiatives when there are no established ones. 

The second block is Channels (Osterwalder & Pigneur, 2010, pp. 26-27), by providing 

post-purchase support of end of life phones by having take back schemes. 
 

Quote 8 “And circular economy is nothing new, it's just a new name, but what it means is 

that we have to be efficient with resources, and the focus has been for a long time energy 

but also waste and water for the manufacturing and production, material efficiency has 

been very important in our industry, trying to minimise product waste, both because 

consumers want light products but also because it's more efficient to produce and to 

transport.” (T1, T2) (KA, KR).  
 

This quote was identified as well in the recycle/reuse of mobile phones discussion, where 

part of our earlier question did also ask about sustainability topic and issue of energy and 

water consumption. We did this since the two topics, in terms of where these are being 

addressed in Samsung, share a similar place in manufacturing and production. We asked 

Annachiara for Samsung’s view on this, as well as how and where in Samsung this issue is 

addressed. She responds by emphasising the importance of this, relative to a circular 

economy in terms of being more efficient with resources and waste in manufacturing, 

production and distribution. The ‘how’ here we identify is by having this thinking around a 

circular economy for Samsung, they can sustainably develop production and manufacturing 

in minimising waste and being more efficient with resources. The ‘where’ is identified as 

how much resources the firm uses and changing this, as well as the activities changing in 

manufacturing and production operations. 
 

Annachiara discusses Samsung and how they look to contribute to a circular economy as 

well as be more efficient with resources such as energy and water, points relevant to the 

archetypes ‘Maximise material and energy efficiency’ (Bocken et al., 2014, p. 48) and 

‘Create value from waste’ (Bocken et al., 2014, p. 49). This quote relates to Samsung 

creating and delivering sustainable value through ensuring energy efficient production 

processes, these activities and partnerships with suppliers aiming to reduce product life-

cycle waste (Bocken et al., 2014, pp. 48-49). 
 

For this quote we have two blocks that are considered relevant. Firstly, Key Activities 

(Osterwalder & Pigneur, 2010, pp. 36-37), focusing on being efficient in the manufacturing 

process and transport. Secondly Key Resources (Osterwalder & Pigneur, 2010, pp. 34-35) 

have been identified, being efficient with materials, water and energy. 
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Quote 9 “But we use this as the code of conduct that we communicate to suppliers, and we 

also have our own code of conduct that is aligned with the same issues as of the EICC code 

of conduct.” (S2) (KA, KP).  
 

In obtaining this key quote, we went on to our next question concerning labour conditions, 

asking how and where Samsung address this sustainability topic. We asked this question to 

obtain insights into sustainability in dealing with their own working conditions as well as 

those of their suppliers, and where in the business model contributes to dealing with this 

topic. Annachiara answers by mentioning the EICC code of conduct, which is 

communicated to suppliers, as well as Samsung having their own code of conduct that is 

aligned with the EICC version. The ‘how’ identified here is that Samsung communicates a 

code of conduct to suppliers, ensuring they follow guidelines to sustainable practices. The 

‘where’ is found here through mentioning its relevance to suppliers, being a business 

partner, and to the activities involved in communicating code of conduct with these, as well 

as Samsung creating their own code of conduct. 
 

Annachiara here discusses codes of conduct with suppliers, and these being aligned with 

the EICC code of conduct, which relates to the selection and reconfiguration of suppliers to 

meet these standards, all this relating to the archetype ‘Adopt a stewardship role’ (Bocken 

et al., 2014, p. 51). This activity of selecting suppliers based upon Samsung’s code of 

conduct creates and delivers sustainable value, where this stringent approach can contribute 

towards environmental and social benefits (Bocken et al., 2014, p. 51). 
 

This quote has two blocks, the first block is Key Activities (Osterwalder & Pigneur, 2010, 

pp. 36-37), auditing the supply chain so it follows the code of conduct that is established. 

The second block is (Osterwalder & Pigneur, 2010, pp. 38-39) Key Partners (Osterwalder 

& Pigneur, 2010, pp. 38-39), through communicating their supplier code of conduct to 

suppliers. 
 

Quote 10 “And the targets I mentioned before, the energy consumption reduction by 2020, 

70% more efficient by 2020. And we also have a water target.” (T1) (KA, KR).  
 

In acquiring this key quote we brought up the sustainability topic of energy and water 

consumption again, but instead phrased in a more standalone respect. We did this in order 

to gain another answer to how and where in Samsung’s business model do they address this 

issue, thus enriching the content on this topic. Annachiara responds by mentioning 

Samsung’s energy consumption efficiency target, as well as mentioning they have a water 

target too. The ‘how’ here is identified that these goals help to contribute towards 

sustainable development by increased resource efficiency. The ‘where’ is identified as these 

targets having direct effects in changing Samsung's activities and amount of resources 

needed and used. 
 

Annachiara here states one of Samsung’s top sustainability goals to do with energy 

efficiency, thus related with the archetype ‘Maximise material and energy efficiency’ 

(Bocken et al., 2014, p. 48). This goal outlines a value proposition towards greater 

sustainability in terms of aiming towards reducing resource consumption while offering 

their regular products and services (Bocken et al., 2014, p. 48).  
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Similar to the previous quote this one also has two blocks. As our interviewee did not 

explicitly state how the would reduce energy consumption we have posed a likely scenario. 

Firstly there is  Key Activities (Osterwalder & Pigneur, 2010, pp. 36-37), streamlining 

processes to reduce consumption, that would subsequently reduce the amount of  Key 

Resources (Osterwalder & Pigneur, 2010, pp. 34-35) in production. This would be in line 

with the stated goal of reducing energy and water in production. 
 

Quote 11 “Both in our own factories and our suppliers, and of course in our own factories 

we can set up systems to control processes, suppliers we can audit, we can give them 

guidance, we have an eco-partner program with suppliers where we look at all the eco-

partner certifications, where we look at all the environmental aspects of the supplier's 

operations, or the main aspects.” (S2) (KA, KP).  
 

We acquire this key quote by asking Annachiara about Samsung’s view on the 

sustainability topic of occupational health and safety, as well as how and where in 

Samsung's business model the topic is being addressed. We ask this question for the 

purpose of identifying any sustainable practices/progress in the topic of occupational health 

& safety, as well as identifying where we can place this in our summary business model 

canvas of Samsung. She answers by listing out ways to deal with this, within Samsung’s 

operations as well as with suppliers. The ‘how’ identified in this quote is the listed ways 

which can address the topic, being control processes, supplier auditing, an eco-partner 

program and so on. We identify ‘where’ these take place in the business model, which is 

primarily in the activities of Samsung, as well as with Samsung’s suppliers. We felt this 

quote also covered the topic of supplier screening to a satisfactory level, so we did not press 

for a separate question asking specifically that sustainability topic. 
 

The activities explained here in terms of monitoring and auditing of Samsung and supplier 

operations relates to the archetype ‘Adopt a stewardship role’ (Bocken et al., 2014, p. 51). 

These activities seek to create and deliver sustainable value by assessing suppliers, via the 

eco-partner program, and Samsung’s own operations to ensure production processes are 

delivering environmental and social benefits (Bocken et al., 2014, p. 51). 
 

This quote has two blocks, firstly Key Activities (Osterwalder & Pigneur, 2010, pp. 36-37) 

as they put in place control processes . Secondly there is Key Partners (Osterwalder & 

Pigneur, 2010, pp. 38-39), engaging with suppliers in terms of guidance on eco-issues and 

environmental aspects. 
 

Quote 12 “It's an initiative under the EICC that is called the Conflict Free Sourcing 

Initiative. So we also have a policy that we aim to avoid conflict minerals from conflict 

zones. So the ambition and the statement is there, and we do due diligence with our 

suppliers because we do not buy these minerals and our suppliers often do not buy them 

either under suppliers down the supply chain.” (S2) (KP, KA, KR).  
 

We obtain this final key quote from our Samsung interview by asking Annachiara about 

this industry issue of conflict minerals, inquiring how and where in the business they are 

dealing with this. We do this to gain insights as to what Samsung does in order to address 
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this industry issue, as well as to find out where in the business model of Samsung they deal 

with this. The ‘how’ here is by Samsung having a policy which follows the EICC’s 

Conflict Free Sourcing Initiative, making sure they do not buy from suppliers who source 

conflict minerals. We identified the ‘where’ in terms of it affecting the suppliers that 

Samsung chooses, the activities in terms of auditing suppliers on this issue, as well as this 

ensuring resources for mobile phone manufacture are conflict mineral free.  
 

This quote discusses how Samsung deal with the issue of conflict minerals, again relating 

to code of conduct with suppliers, and thus this falls within the archetype ‘Adopt a 

stewardship role’ (Bocken et al., 2014, p. 51). This falls roughly within the same logic as 

the last quote, in that choosing suppliers that supply conflict-free minerals has positive 

implications on society and the environment in the supply chain, emphasising that Samsung 

create and deliver sustainable value in this area of their business (Bocken et al., 2014, p. 

51). 
 

For the final quote we have used three blocks for determining its impact. The first block is 

Key Partners (Osterwalder & Pigneur, 2010, pp. 38-39), ensuring that their suppliers do not 

use conflict minerals from conflict zones. Secondly there is Key Activities (Osterwalder & 

Pigneur, 2010, pp. 36-37), performing due diligence on suppliers to ensure that they follow 

the code. Thirdly it impacts Key Resources (Osterwalder & Pigneur, 2010, pp. 34-35), 

ensuring that they themselves use materials that are conflict free. 
 

Figure 11: Samsung Business Model Canvas with Sustainable Innovation Archetypes 

 

6.1.3 Huawei 

Quote 1 “attitude towards environment and CSR in the past was rather lax, with issues in 

labour and environment etcetera. But of course dealing with British telecom and Vodafone 
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and Dutch Telecom, Orange all those, their expectations are rather high and they make it 

very clear to us, and then we drive those expectations to our supply chain.” (S2) (KP). 
 

We pose the initial interview question to Alan about why Huawei should be more 

sustainable. We asked this in order to get an initial insight of how they see sustainability, 

the importance of it, and if this is driving any change for them in their business model. Alan 

responds by stating the increasing expectations of business partners they supply in terms of 

sustainability, which are also driven into Huawei’s supply chain. The ‘how’ is with 

increasing expectations, Huawei address this by taking these on board, as well as 

communicating these with their own supply chain for the purpose of sustainable 

development of the business. The ‘where’ identified in this quote is with changes applied to 

business partners, and more specifically, the changing of expectations. 
 

This quote has been assigned the ‘Adopt a stewardship role’ (Bocken et al., 2014, p. 51) as 

they engage with their supply chain in order to make sure that they, like Huawei, take 

sustainability and CSR seriously. This activity of communicating expectations within the 

supply chain, for the sake of stakeholder well-being, seeks to create and deliver sustainable 

value (Bocken et al., 2014, p. 51). 
 

The first quote regards the Key Partners (Osterwalder & Pigneur, 2010, pp. 38-39) block, 

ensuring that CSR and environmental concerns are taken seriously in the supply chain as 

they have high expectations on them. 
 

Quote 2 “....it actually has to go beyond compliance. If we were simply compliant with 

emissions laws or water management laws or labour laws that is not good enough. Really, 

we need to drive beyond compliance. For example we pay higher than the minimum wage… 

And our air emissions are significantly better than what the law requires, and we pass that 

attitude along to our suppliers as well and actually in our sustainability agreement with 

our suppliers, we ask them to cascade that to their suppliers and so forth…. So when you 

are talking about compliance I just want to emphasise that we go beyond compliance.” 

(S2) (CS1, KP).  
 

This key quote comes from the previous discussion about why Huawei should be more 

sustainable, where we pose a sub-question about if it has to do with compliance. Thus sub-

question serves the purpose in getting a deeper insight into Huawei’s reasons to be more 

sustainable, where more needs for change towards sustainability can be identified. Alan 

explains that Huawei has to go beyond compliance, adopting better standards and results in 

sustainability than what the law requires, as well as driving this into their supply chain. The 

‘how’ identified here is that Huawei go beyond compliance in paying higher wages, having 

better emissions reductions than required, having sustainability agreements with suppliers 

and so on. The ‘where’ identified here is relates to changes in their costs in terms of wage 

structure, as well as the aspect of changing supplier relationships with sustainability 

agreements. 
 

As the previous quote, this one also falls within the ‘Adopt a stewardship role’ (Bocken et 

al., 2014, p. 51). Our reasoning is as they want their supply chain to adopt their approach of 

doing more than what is required by law and instead seek to make the lives of the workers 
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better through better wages, and through this Huawei create and deliver sustainable value in 

this space (Bocken et al., 2014, p. 51). 
 

The second quote touches upon two blocks, firstly the Cost Structure (Osterwalder & 

Pigneur, 2010, pp. 40-41) block, they have larger costs than they might need if they 

followed basic compliance however they are committed to providing better wages. The 

second block is Key Partners (Osterwalder & Pigneur, 2010, pp. 38-39) block, by 

communicating this culture of going beyond compliance to do better. 
 

Quote 3 “We have this carbon project …. with our suppliers and we now have 35 suppliers 

engaged, where we are measuring their carbon savings, how many tonnes they save and 

then we collect those tonnes, including Huawei and we give that to our customers, and our 

customers will utilise that with their shareholders because they have made big promises 

also.” (T1, S2) (KP, KA).  
 

The key quote comes from the previous discussion with sustainability and compliance, 

where Alan goes on to describe Huawei’s carbon project applicable to obtaining carbon 

savings from suppliers and Huawei, and then transferring these savings with customers. 

The ‘how’ is seen through the implementation of the carbon project which can provide 

subsequent benefits for customers, an approach that helps the environment. The ‘where’ in 

Huawei’s business model concerns changes to the supplier requirements and relationships, 

as well as the addition to Huawei’s activities in carrying out the carbon project. 
 

This quote has two inherent archetypes, firstly the ‘Maximise material and energy 

efficiency’ (Bocken et al., 2014, p. 48) due to their multi-level carbon saving project and 

the second archetype is ‘Adopt a stewardship role’ (Bocken et al., 2014, p. 51) as they 

engage not only their own company but also companies upstream and downstream in the 

project. Through these activities, Huawei creates, delivers and captures value through 

lowered emissions from their suppliers, and as a result contribute to environmental benefits 

for stakeholders (Bocken et al., 2014, pp. 48, 51). 
 

The quote has two blocks, Key Partners (Osterwalder & Pigneur, 2010, pp. 38-39), 

engaging suppliers in carbon projects to use less emissions and then to pass on the emission 

savings to their customers. The second block is Key Activities (Osterwalder & Pigneur, 

2010, pp. 36-37) as Huawei are also engaged in the carbon saving project in order to cut 

back on carbon. 
 

Quote 4 “On top of our huge manufacturing factory just 45 minutes north of here is all 

solar panels, 100’s and 100’s of solar panels, they generate millions of kilowatts a year.” 

(T3) (KR, CS1). 
 

We obtain the next key quote by asking Alan about Huawei’s view on this sustainability 

topic of emissions. We have obtained some initial insights into this topic to do with their 

carbon project, as well as going beyond compliance. However, we still ask this specific 

question to gain more insight into how Huawei deals with emissions, as well as understand 

further where in the business model any sustainable practice/progress is attributed to. He 

tells us that one of their largest manufacturing factories is largely powered by solar panels. 
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The ‘how’ here is thus the use of a renewable energy source that helps towards reducing 

Huawei’s carbon footprint. The ‘where’, in terms of the business model, we identify this 

being a sustainable change in Huawei’s energy resources, as well as this having an effect on 

Huawei’s costs associated with sourcing solar energy for their manufacturing plant. 
 

The archetype for this quote is ‘Substitute with renewables and natural processes’ (Bocken 

et al., 2014, p. 51) as they start sourcing their own energy through solar panels. This 

reconfiguration of energy sourcing creates, delivers and captures value through acquiring 

solar energy, and then subsequently using this green energy for the business (Bocken et al., 

2014, p. 51). 
 

For this quote there are two blocks that are relevant, firstly Key Resources (Osterwalder & 

Pigneur, 2010, pp. 34-35) by changing where they source energy for their manufacturing. 

Secondly they change their Cost Structure (Osterwalder & Pigneur, 2010, pp. 40-41) by not 

buying electricity but instead sourcing their own, the cost structure for the manufacturing 

changes. 
 

Quote 5 “We are still trying to come up with a workable business model where we can 

start bringing these phones back again, like some of the American companies do and even 

the Finnish company did, buy one of our new phones and give us your old back again. We 

do sell some obsolete phones in Africa and some of the developing nations, with a huge 

program called Closing the digital divide…We want to connect the unconnected, there is 4 

billion people which is a potential market, so again win for them, win for us, win for 

everybody who is providing services etcetera”. (T2, S3) (VP, CS2, RS).  
 

We acquired this key quote by asking Alan about the sustainability topic of recycle/reuse of 

mobile phones, in terms of Huawei’s view on this, as well as how and where in Huawei’s 

business model this topic is addressed. He discusses the potential ideas for addressing this 

issue, where when a customer buys a new phone they give their old phone back, as well as 

selling obsolete phones to developing nations through the Closing the Digital Divide 

program of theirs. The ‘how’ identified here is by Huawei thinking about the idea of take 

back schemes, as well as the reselling program looking to promote longevity of mobile 

phone devices. The ‘where’ is identified as the take back scheme idea potentially being 

added to Huawei’s product offering, as well as the reselling of obsolete mobile phone 

devices reaching a new customer segment, and therefore provide a new source of revenue. 
 

The quote has two archetypes, firstly ‘Create value from waste’ (Bocken et al., 2014, p. 49) 

as they resell phones that are deemed obsolete to areas where there might be low mobile 

phone usership. Secondly, the other archetype is ‘Encourage sufficiency’ (Bocken et al., 

2014, p. 52) as phones that would have been scrapped will instead receive a longer life, and 

therefore increasing product longevity. This quote discusses the sustainable value 

proposition, creation and delivery for Huawei in engaging with reselling obsolete mobile 

phones (electronic waste) to developing markets, promoting the longevity of usage, all for 

the potential to a large market (Bocken et al., 2014, pp. 49, 52).  
 

Three blocks are relevant for this quote, Value Proposition (Osterwalder & Pigneur, 2010, 

pp. 22-23) as they provide used phones, something they did not do before, to new markets. 
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Secondly they create a new Customer Segment (Osterwalder & Pigneur, 2010, pp.20-21) 

through providing the used phones to people who may earlier not have been customers due 

to them not being able to afford the other phones. Lastly they get a new Revenue Stream 

(Osterwalder & Pigneur, 210, pp. 30-31) as they get revenue for the used phones from the 

new Value Proposition and Customer Segment. 
 

Quote 6 “Some of our competitors are doing good work as well, and we applaud that and 

we share with them because in the end we are all on the same planet and breathing the 

same air and drinking the same water. So as resources dwindle we are all in the same boat. 

So if there is anything we can do to help a competitor, do a better job to help the planet 

then we do it.” (O2) (VP). 
 

This quote comes from the continued discussion on the sustainability topic of recycle/reuse 

of mobile phones. Alan discusses how Huawei praise sustainability efforts of competitors 

in the industry, outlining the perspective everyone has a problem if resources become 

limited, ending by saying that they are willing to help competitors towards helping the 

planet. The ‘how’ is the thinking in place that promotes taking a collaborative approach 

towards sustainability with competitors. The ‘where’ identified here relates to adding a 

value story about Huawei and their thinking towards sustainability. 
 

We place this quote in the ‘Develop scale-up solutions’ (Bocken et al., 2014, p. 53-54). Our 

reasoning is as they are willing to share innovation and information for the benefit of all 

people, even competitors. This quote discusses the value proposition of scaling solutions 

towards sustainability that will benefit the environment and society by working with 

competitors (Bocken et al., 2014, p. 54). 
 

For this quote, the block we have chosen is Value proposition (Osterwalder & Pigneur, 

2010, pp. 22-23) due to the company providing value to competitors that they previously 

did not provide through introducing Huawei’s thinking of a collaborative approach towards 

sustainability. 
 

Quote 7 “We measure ourselves against the EICC code of conduct, and we measure our 

customers against it, and our suppliers…. And in Huawei we also measure in our supply 

chain as part of an ongoing process.” (S2) (KA, KP).  
 

We obtained this quote by asking Alan about Huawei’s view of the sustainability topic of 

labour conditions, including sub-questions of how they are addressing this topic and where 

in their business. We do this to gain insights into what sustainability practice(s)/progress 

Huawei has in this area, as well as to find out where in their business model their 

actions/changes are taking place. He discusses that Huawei measures itself in line with the 

EICC code of conduct, as well as use this measure for their suppliers and customers. The 

‘how’ identified here is that Huawei use the EICC code of conduct as a measure in order to 

ensure good labour conditions of themselves, their customers and suppliers. ‘Where’ in 

their business model this takes place can be associated with this measuring being a business 

activity, as well as this having a direct effect on their business partners, in this case 

suppliers and customers.   
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As some of the earlier quotes, this one also is the ‘Adopt a stewardship role’ (Bocken et al., 

2014, p. 51) archetype as they want not only their own company to adhere to the EICC 

code of conduct but also their customers and their suppliers. These measuring activities 

help towards creating and delivering sustainable value by ensuring stakeholder health in 

relation to EICC guidelines (Bocken et al., 2014, p. 51). 
 

Firstly, the quote touches upon the Key Activities (Osterwalder & Pigneur, 2010, pp. 36-

37) block as they measure inside the company. Secondly the Key Partners (Osterwalder & 

Pigneur, 2010, pp. 38-39) are relevant as they measure within their supply chain. 
 

Quote 8 “we do a risk ranking on our suppliers and we put them through this risk ranking 

tool which we’ve borrowed from Vodafone with their permission, and modified it. When 

suppliers are put through this tool, out pops some potentially high risk suppliers and some 

potentially low risk suppliers. The low ones we don’t even look at, because they will not be 

a big risk to us. The high risk suppliers we on site audit, in the first half of the year. So if 

anything is spotted then they have 6 months to get it fixed. Same thing with the medium risk 

suppliers too.” (S2) (KA, KP). 
 

This key quote was acquired by asking Alan about the sustainability topic of supplier 

screening, in terms of how Huawei view this topic, as well as how and where in their 

business model is this topic prevalent. The aspect of suppliers has been touched upon 

already in terms of sustainability agreements, carbon reduction, as well as measuring 

against EICC code of conduct. However, we wanted to ask this question explicitly 

addressing supplier screening to further our understanding of how and where in Huawei’s 

business do they address this area. Alan explains that they borrow a risk ranking tool from 

Vodafone, where high and medium risk suppliers are audited on site, and any issues spotted 

are given 6 months to be fixed. The ‘how’ that we spot here is the auditing of suppliers in 

order to ensure suppliers are adopting code of conduct. The ‘where’ can be identified as the 

auditing being an activity for supplier management in Huawei, as well as this having an 

effect on Huawei’s supplier relationships.   
 

As the previous one, this one also is the ‘Adopt a stewardship role’ (Bocken et al., 2014, p. 

51) archetype. By evaluating and monitoring suppliers that are high risk in order to help 

them do better, these activities contribute positively to stakeholder well-being, where 

sustainable value is therefore created and delivered (Bocken et al., 2014, p. 51). 
 

The quote has two relevant blocks. Key Activities (Osterwalder & Pigneur, 2010, pp. 36-

37) is the first one, auditing and risk ranking possible suppliers. Secondly, Key Partners 

(Osterwalder & Pigneur, 2010, pp. 38-39), as they are borrowing the risk ranking tool from 

an MNO to use on their supply chain. 
 

Quote 9 “We do not run away from suppliers, if we find a supplier with even something 

serious such as child labour we still do not run away because if we leave them it won’t help 

the situation and actually maybe the situation will get worse. So we use our purchasing 

power to drive improvement and that seems to work, of course after a while when it's clear 

that they are not serious about it, then we have to make the hard decision to move, but we 

prefer not to do that.” (S2) (KP). 
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This quote was picked out from our continued discussion on supplier screening, where 

Alan explains that they will not run away from suppliers if they find out they have serious 

issues, such as child labour, since running away may make the situation worse. He goes 

further to explain that Huawei’s purchasing power in helping to improve suppliers, while if 

a supplier isn’t addressing an issue, at this point Huawei must make a hard decision. The 

‘how’ found in the quote is Huawei using their purchasing power to drive supplier 

development towards sustainability. The ‘where’ outlined here is to do with Huawei’s 

business partners, and more specifically to do with supplier regulation and relationships.  
 

This one fits within the ‘Adopt a stewardship role’ (Bocken et al., 2014, p. 51) archetype as 

they try to help suppliers that others may shy away from as they recognise that suppliers 

can do better if the get guidance from the ones that know what to improve upon. The 

activity of driving improvement of suppliers for the sake of stakeholder well-being, for 

example, addressing the issue of child labour, is a way of Huawei seeking to create and 

deliver sustainable value through this improvement process (Bocken et al., 2014, p. 51). 
 

The block relevant for this quote is Key Partners (Osterwalder & Pigneur, 2010, pp. 38-39). 

Working with suppliers who are are doing things wrongly to try and change their behaviour 

towards better practices as they know that simply changing supplier is not rooting out the 

inherent problem of child labour. 
 

Quote 10 *talking about conflict minerals*“we just hired a consultancy company to help 

us understand how to close that gap. So of course we have made our policy statement… We 

have contacted all of our suppliers and got them to sign, whether they use or don’t use, 

those that do we find out what alternatives there are etcetera.” (S2) (KP, KR) 
 

In order to obtain this key quote, we asked Alan about Huawei’s view on the sustainability 

topic of conflict minerals, as well as asking how and where in the business model is this 

industry issue being addressed. While this issue lies within the aspect of suppliers, we ask 

this specific question to gain deeper insights of what sustainable development is in place for 

addressing the issue of conflict minerals and where in their business model is this 

development relevant. Alan mentions that they have hired a consultancy company to help 

address this issue, as well as making a policy statement for suppliers to find out who does 

and who doesn’t source conflict minerals. The ‘how’ here is through help from 

consultancy, as well as starting to drive improvement in suppliers towards not sourcing 

conflict minerals, these approaches are progress towards greater sustainability. The ‘where’ 

can be identified as addressing this issue through the activity of getting suppliers to sign a 

policy statement about conflict minerals, this activity having an effect on supplier 

relationships, and potentially which ones Huawei may remove in the future.  
 

‘Adopt a stewardship role’ (Bocken et al., 2014, p. 51) is inherent in this quote as they want 

to make sure that their suppliers make ethical choices , through policies, by not buying any 

material from conflict zones. Using a third party here to address the issue of conflict 

minerals, this partnership contributes to creating and delivering sustainable value (Bocken 

et al., 2014, p. 51). 
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The quote has two blocks; the first one is the Key Partners block (Osterwalder & Pigneur, 

2010, pp. 38-39), engaging suppliers to work towards non-use of conflict materials. 

Secondly the block also relevant is Key Resources (Osterwalder & Pigneur, 2010, pp. 34-

35) as they attempt to change their resources to be completely conflict free. 
 

Quote 11 *discussing energy and water consumption*“It's something that we this last year 

has really been asking our suppliers to manage.” (T1, S2) (KP).  
 

We move on to the sustainability topic of energy and water consumption, where we ask 

Alan about Huawei’s view on this matter, how they deal with this topic, as well as where 

they deal with this in their business model. We ask these questions to gain a better 

understanding of what sustainable practices/development is in place, and where in their 

business model are these taking place in order to address energy and water consumption. 

Alan mentions that it is an area that they are asking suppliers to manage. The ‘how’ implied 

in this key quote is Huawei asking suppliers to be more efficient with their resources for the 

sake of the environment. The ‘where’ is identified as potential change in supplier 

relationships.   
 

For this quote we have found the ‘Maximise material and energy efficiency’ and ‘Adopt a 

stewardship role’ archetypes relevant as Huawei wants their suppliers to manage important 

resources such as water and energy in production, which in turn can provide environmental 

benefits for stakeholders (Bocken et al., 2014, pp. 48, 51). By this logic, this 

communication with suppliers about these issues looks to create and deliver sustainable 

value (Bocken et al., 2014, pp. 48, 51).  
 

The quote is relevant for the Key Partners block (Osterwalder & Pigneur, 2010, pp. 38-39), 

for trying to help them better manage their energy and water consumption. 
 

Quote 12 *discussing occupational health and safety*“We do have OSHAS 18000 & 

18001, and we do also require our supplier to put in place. If they do not have it in place 

but have an equivalent thats ok, but we ask them really to get that certification. We have 

also conducted workshops that are focused on the risks areas, for example battery 

suppliers…. We do auditing and tell them where we see the gaps.” (S2) (KA, KP) 
 

Finally, we ask Alan about the sustainability topic of occupational health and safety, where 

we gain the above key quote. This quote is acquired by asking Huawei’s view on this topic, 

as well as asking how and where in their business are Huawei addressing this topic. We ask 

these questions in order to gain insights into how Huawei deal with occupational health and 

safety, as well as find out where in their business model they deal with this. Alan mentions 

they have standards in place addressing this, as well as requiring suppliers to adopt similar 

certification. He adds that they also conduct workshops and auditing on risk areas for 

suppliers. The ‘how’ implied in this quote is by adopting the OHSAS 18000 & 18001 this 

helps towards better working conditions in Huawei and their supply chain. The ‘where’ can 

be identified as the workshops and auditing being part of Huawei’s business activities, as 

well as addressing this topic will have an effect on supplier relationships. 
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Our last quote fits within the ‘Adopt a stewardship role’ (Bocken et al., 2014, p. 51) 

archetype as they audit and require their suppliers to adhere to occupational health and 

safety codes. With Huawei seeking for greater certification on this issue for their suppliers, 

this is a way for Huawei to create and deliver sustainable value by ensuring that workers 

and their health and working conditions are considered in relation to valid guidelines 

(Bocken et al., 2014, p. 51).  
 

The last quote touches upon two blocks. Key Activities (Osterwalder & Pigneur, 2010, pp. 

36-37), due to their auditing of suppliers for any failures in occupational health and safety. 

Secondly Key Partners (Osterwalder & Pigneur, 2010, pp. 38-39) as they try to address this 

issue with suppliers by making sure they are certified under OHSAS 18000 and 18001. 
 

 
Figure 12: Huawei Business Model Canvas with Sustainable Innovation Archetypes 

 

6.1.4 Telefonica 

Quote 1 “We ourselves are members of the Carbon Trust, we’ve identified the emissions 

that our Network makes…we have put actions and plans in place dealing with these issues, 

Our aim is to actually provide products and services that counteract our network emissions 

by 10 times.” (T1, S3) (VP, KP). 
 

We obtained this first key quote from Telefonica by asking Keithley about this 

sustainability topic of emissions, how the company views this, as well as asking how and 

where this topic is apparent in Telefonica’s business. We ask these questions in order to 

obtain insights into Telefonica’s sustainable development in relation to emissions, as well 

as find out where in the business model they are addressing this topic. He explains that they 

are members of the Carbon Trust, as well as saying that Telefonica aims to provide 

products and services that counteract their emissions by 10 times. The ‘how’ identified in 
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this quote is Telefonica being active towards the issue of emission through their Carbon 

Trust membership, as well as through their products and services being aimed towards 

reducing emissions. The ‘where’ identified in this quote is through their value offering in 

terms of products and services, as well as having Carbon Trust as a business partner. 
 

This quote relates to the ‘Maximise material and energy efficiency’ and ‘Encourage 

sufficiency’ archetypes, in that Telefonica looks to counter emissions the company makes, 

while also lowering emissions through customers using their products and services (Bocken 

et al., 2014, pp. 48, 52). Activities are focused on consuming less, and thus lowered carbon 

footprints, of products and services, and therefore reflect how Telefonica’s propose, create 

and deliver sustainable value (Bocken et al., 2014, pp. 48, 52). 
 

The quote has two relevant blocks, firstly the Value Proposition (Osterwalder & Pigneur, 

2010, pp. 22-23), as they want to provide services to customers that lower emissions. 

Secondly the quote also is relevant for the Key Partners (Osterwalder & Pigneur, 2010, pp. 

38-39) due to them being members of the Carbon Trust and thus creating a partnership. 
  
Quote 2 “So, for example, if we are providing teleconferencing services, it saves people 

travelling” (T1) (VP). 
 

This identified key quote follows on from the discussion around the emissions topic, where 

Keithley adds an example of Telecommunication products and services that look to 

counteract emissions of the business, this example being teleconferencing. The ‘how’ 

identified in this quote is that these services can help to reduce emission through reducing 

the need for travelling for communication purposes. The ‘where’ here is concerned in 

emphasising the sustainable benefits of Telefonica’s service offerings, and specifically 

teleconferencing in this case. 
 

This can be classified under the ‘Adopt a stewardship role’ archetype, in that offering this 

service can produce environmental benefits in terms of lowering emissions of consumers 

(Bocken et al., 2014, p. 51). This relates to value in that it gives a sustainable value 

proposition for Telefonica in that the service helps to reduce emissions, and thus accounting 

for the long-term health of consumers (Bocken et al., 2014, p. 51). 
 

The relevant block for this quote is the Value Proposition  (Osterwalder & Pigneur, 2010, 

pp. 22-23) block. By providing teleconferencing services to customers they are expanding 

their value propositions and help customer cut down on travelling. 
  
Quote 3 “We also require our supplier to have emission reduction programs. With large 

purchases we require suppliers to make social and environmental commitments simply as a 

consequence of business placement with them…we require our technology suppliers to add 

power efficiency as a topic in their roadmaps. For example, they must not only have 

roadmaps that speak to features and functionality they must also address power efficiency. 

Of course if we drive companies to use less power and generate less waste, in effect, it will 

make them more efficient and better people to do business with since they potentially will 

have a lower operating cost” (T1, S2) (KP). 
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Continuing on the discussion on the topic of emissions we identify this quote, where 

Keithley explains that suppliers have emission reduction programs, as well as large 

suppliers being required to make social and environmental commitments, such as power 

efficiency. He finishes by saying that Telefonica helps to drive suppliers’ reduction in 

emissions and waste, with a subsequent benefit being that efficient suppliers are good to do 

business with due to potentially lower operating costs. The ‘how’ identified in this quote 

relates to Telefonica developing suppliers to reduce emissions and waste through by 

requiring suppliers to make environmental commitments, such as power efficiency. 

‘Where’ in their business can be identified as changes in how the deal with suppliers as 

well as their business relationships with suppliers. 
 

This quote can relate to the archetypes ‘Maximise material and energy efficiency’ and 

‘Adopt a stewardship role’, in that Telefonica require suppliers, i.e. part of their value 

network, to make social and environmental commitments, as well as part of this is to reduce 

emissions in the production phase (Bocken et al., 2014, pp. 48, 51). These activities with 

supplier partnerships look to create and deliver value through greater efficiency and 

through lowering emissions and waste, contributing towards the well-being of stakeholders 

(Bocken et al., 2014, pp. 48, 51). 
 

Key Partners (Osterwalder & Pigneur, 2010, pp. 38-39) is the relevant block as they require 

their suppliers to work for the betterment of society and the environment through various 

initiatives as well as more specifically addressing ways that companies can contribute 

depending on their operations. 
  
Quote 4 “We are also looking to increase our purchasing of power from renewable energy 

sources as a way of driving the development and availability of green energy capability in 

the UK” (T3) (KR).  
 

The final quote we pick out from the discussion on the emissions topic is where Keithley 

explains about Telefonica looking towards green energy as a way for sustainable 

development in their own operations. The ‘how’ in this quote is by using green energy to 

power their operations this helps to reduce Telefonica’s carbon footprint. The ‘where’, in 

terms of their business model, we can identify this change affecting the energy resources 

that Telefonica use. 
 

This quote can be classified under the ‘Substitute with renewables and natural processes’ 

archetype, in that Telefonica seeks to purchase green energy for their operations (Bocken et 

al., 2014, p. 50. This addition to Telefonica’s value network contributes towards creating 

and delivering sustainable value (Bocken et al., 2014, p. 50). 
 

The quote falls within the Key Resources (Osterwalder & Pigneur, 2010, pp. 34-35) block 

as they change where they get the energy source that is required for their operations to a 

green energy source. 
  
Quote 5 “We do operate take back schemes…and actually, the revenue we get from take 

back schemes…we use these revenues for social causes…so the revenues do not go into the 

main business” (T2, S2) (RS, VP).  
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This key quote was obtained as a result of asking Keithley about the topic of 

recycling/reuse of mobile phones, as well as asking further how Telefonica addresses this 

topic, as well as asking where in their business they deal with this. We asked these 

questions to gain sustainable development and business model insights on describing 

Telefonica’s sustainability efforts for this topic. He mentions that they do take back 

schemes, and that revenues from these schemes go directly to social causes. The ‘how’ here 

is identified in that they reduce waste of mobile phone devices through take back schemes, 

as well as contributing to social sustainability by contributing take back scheme revenues to 

social causes. The ‘where’ is attributed to changes in sources of revenue, and with this 

going towards social causes, adds a sustainable value for consumers through the recycled 

mobile phones. 
 

These take back schemes relate to the archetypes ‘Create value from ‘waste’’ and ‘Adopt a 

stewardship role’ archetype in that it creates value from a waste stream of end-of-life 

mobile phones, as well as use the resulting revenue towards social causes for stakeholder 

well-being (Bocken et al., 2014, pp. 49, 51). This activity by Telefonica looks to eliminate 

waste and contribute to social causes with revenue obtained from the take back schemes, 

and thus sustainable value is being created and delivered (Bocken et al., 2014, pp. 49, 51). 
 

The quote has two relevant blocks; the first one is the Revenue Stream (Osterwalder & 

Pigneur, 210, pp. 30-31) block as they gain a new revenue stream for doing take back 

schemes. The second one is the Value Proposition (Osterwalder & Pigneur, 2010, pp. 22-

23) block as they can provide a new value by doing a take back scheme to their customers. 
  
Quote 6 “Some years ago we launched an initiative to take chargers out of the boxes…so 

customers could buy a phone without a charger and make use of an existing charger (we 

all have many)  … this of course, avoids the carbon impact of producing unnecessary 

chargers to go with phones. But we went further and also developed and marketed our own 

high efficiency charging, ensuring that if a new charger was required it would be very 

power efficient” (T1) (VP).  
 

This quote was taken from the discussion surrounding the topic of recycling/reuse of 

mobile phones, where Keithley outlines an initiative by Telefonica that involves removing 

phone chargers from the boxes for mobile phone products. The aim of this initiative is to 

reduce production of phone chargers, and therefore reducing electronic waste and the 

carbon impact of producing phone chargers. The ‘how’ identified here is Telefonica’s 

phone charger initiative looking to produce sustainable benefits for the environment. The 

‘where’ is identified by this initiative changing the product offering of bundled mobile 

phone devices by unbundling the phone chargers out of this. 
 

The archetype ‘Maximise material and energy efficiency’ relates to this quote in that 

Telefonica’s initiative here looks to de-materialise products for greater efficiency (Bocken 

et al., 2014, p. 48). This activity of removing chargers from boxes of mobile phone 

products looks to propose, create and deliver sustainable value in re-arranging the product 

offering (Bocken et al., 2014, p. 48). 
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The quote discusses unbundling an existing value proposition and therefore it falls within 

the Value Proposition (Osterwalder & Pigneur, 2010, pp. 22-23) block as they create a new 

value proposition by letting customers choose to not buy a charger for their mobile phone if 

they already have one in their possession. 
  
Quote 7 “Telefonica is an extremely enlightened employer...we very much support home 

working because it is more efficient and the environmentally friendly thing to do in terms of 

reducing travel” (T1, O1) (KA).  
 

This next key quote was acquired as a result of asking Keithley about the sustainability 

topic of labour conditions, where we ask how this topic is addressed by Telefonica, as well 

as where in the business is this being dealt with. We ask this question to acquire a better 

understanding of Telefonica’s sustainability efforts towards labour conditions, as well as to 

identify where in their business model these efforts are taking place. In this quote, he 

explains that Telefonica support the idea of working from home due to it being a more 

efficient and environmentally friendly approach to work. The ‘how’ that is seen here is 

supporting working from home and its environmental benefits. The ‘where’ was identified 

as a change to where work activities are carried out, in this case at the employee’s home 

instead of the office. 
 

This relates to the archetype ‘Re-purpose for society/environment’, in that Telefonica, 

within the firm, look to promote home based working, which also has its benefits in 

lowering emissions in operations in terms of travelling (Bocken et al., 2014, pp. 48, 53). 

This activity of home-working creates and delivers sustainable value by producing 

environmental benefits for society, especially in terms of emissions (Bocken et al., 2014, 

pp. 48, 53).  
 

By allowing their employees to work from home, the quote falls within the Key Activities 

(Osterwalder & Pigneur, 2010, pp. 36-37) as they provide the employees with flexible work 

options. 
  
Quote 8 “In terms of labour conditions in our supply chain, Telefonica has got something 

called (and it's in the public domain) the Telefonica Supply Chain Responsibility Policy. 

This sets out our minimum standards for ethical behaviour, addressing labour, 

environmental impact, health and safety and business ethics, as you would expect…and 

these topics are very closely aligned with ILO base code.” (S2) (KP). 
 

Keithley goes on to explain labour conditions in the respect of their supply chain, where we 

obtain our next key quote here. He talks about the supply chain policy Telefonica has, 

which is closely aligned with the ILO base code. The ‘how’ of this quote is by having this 

supply chain policy, this helps to ensure good labour practices in the supply chain, 

accounting for environmental and social sustainability aspects. The ‘where’ identified in 

this quote is this policy of Telefonica’s having an impact on their supply chain, where 

standards are outlined for them to adopt in order to function as sustainable business 

partners.  
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This quote can be classified under the ‘Adopt a stewardship role’ archetype, in that 

Telefonica’s policy on the supply chain looks to ensure the well-being of stakeholders 

within this (Bocken et al., 2014, p. 51). This creates and delivers sustainable value through 

Telefonica ensuring their partners are focused on the long-term health of stakeholders 

within the supply chain (Bocken et al., 2014, p. 51) 
 

This quote is relevant for the Key Partners (Osterwalder & Pigneur, 2010, pp. 38-39) block. 

By having constructed a policy for their supply chain to follow they take relevant actions to 

ensure that their supply chain is working ethically and fair. 
  
Quote 9 “We have strong sustainability requirements which we invoke contractually with 

all suppliers.  We also assess supply categories to identify high risk supply areas and 

suppliers. With high risk suppliers we conduct due diligence……We go through various 

levels of due diligence, and that can be anything from online assessment...we use third 

parties like EcoVardis (explains what EcoVardis is, an online assessment tool provider, 

and that it’s novel in that it validates supplier responses using CR experts)” (S2) (KA, KP). 
 

Keithley continues to explain about labour conditions in respect towards suppliers, where 

we obtain our final key quote from this discussion. He talks about the requirements they 

have of suppliers, as well as what they do with high risk suppliers, where EcoVardis assists 

in Telefonica’s due diligence process. The ‘how’ identified here is is that by placing 

requirements on suppliers and assessing them through an online tool this will help to ensure 

a supply chain that is sustainable, both environmentally and socially. The ‘where’ is 

identified as the due diligence and supplier assessment being part of Telefonica’s supplier 

management activities, as well as this having an effect on supplier relationships. Sine this 

quote and the previous one covered the topics of occupational health and safety as well as 

supplier screening, we chose not to ask specific question for these sustainability topics. 
 

Following the same logic of the last quote, ‘Adopt a stewardship role’ is relevant here, 

using a third-party partnership to assist in ensuring supplier due diligence (Bocken et al., 

2014, p. 51). This activity and partnership is creating and delivering sustainable value 

through the online assessment tool provided by EcoVardis (Bocken et al., 2014, p. 51).  
 

On the business model canvas side, the quote falls within the Key Activities (Osterwalder 

& Pigneur, 2010, pp. 36-37) block by doing multi-level due diligence and through the 

adoption of an online assessment tool. The second block is Key Partners (Osterwalder & 

Pigneur, 2010, pp. 38-39), as they set requirements for their suppliers that they need to 

meet. 
  
Quote 10 “So we require all suppliers to have a policy on conflict minerals and we require 

them to, in effect, adopt and to follow those guidelines” (S2) (KP).  
 

We move on to the next question, where we ask Keithley about Telefonica’s view on the 

sustainability topic of conflict minerals, as well as asking how and where in the business is 

this being dealt with. We ask about this topic in order to gain an understanding of how 

Telefonica address the industry issue of conflict minerals. He explains that Telefonica 

require suppliers to adopt and follow conflict minerals policy guidelines. The ‘how’ here is 
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the policy being in place to drive adoption on conflict-free mineral sourcing by suppliers. 

The ‘where’ is concerned with the supplier relationships being affected by this policy, as 

well as how these suppliers function. 
 

This again relates to ‘Adopt a stewardship role’, focusing specifically on conflict minerals 

and ensuring policies for this, as well as making sure suppliers adopt and follow guidelines 

the the sake of stakeholder well-being in the supply chain (Bocken et al., 2014, p. 51). The 

policy looks to propose, create and deliver sustainable value for Telefonica, focusing on 

ensuring stakeholder long-term health, especially those dealing with the issue of conflict 

minerals (Bocken et al., 2014, p. 51). 
 

For the block, the Key Partners (Osterwalder & Pigneur, 2010, pp. 38-39) is relevant, 

Telefonica provides a policy for their suppliers that they require them to follow tackles the 

issue of conflict minerals.  
  
Quote 11 “When I said earlier about benchmarking the supply chain, initially we wanted 

to benchmark purely for carbon, but I’m thinking we include water as well” (T1, S2) (KP, 

KA). 
 

We obtained this next quote by asking Keithley about Telefonica’s view on the 

sustainability topic of energy and water consumption, with sub-questions including how 

and where in their business do they address this topic. We wanted to gain insights into this 

topic within Telefonica, as well as how this affects their business model, hence why we 

asked these questions. He explains in this quote about benchmarking the supply chain for 

carbon, as well as thinking about including water within this benchmarking too. The ‘how’ 

identified here is that by benchmarking the supply chain in carbon and water consumption, 

this will help towards greater efficiency and environmental benefits. The ‘where’ identified 

here is is the activities involved in benchmarking, as well as this having an effect on 

Telefonica's business partners in terms of their supply chain. 
 

Benchmarking here relates to ‘Maximise material and energy efficiency’, where Telefonica 

seeks to increase material efficiency in the production process (Bocken et al., 2014, p. 48). 

This benchmarking for carbon and water creates and delivers sustainable value by getting 

supplier partnerships focused towards using fewer resources and lowering emissions 

(Bocken et al., 2014, p. 48). 
  
For the canvas we have identified two blocks, firstly the Key Partners (Osterwalder & 

Pigneur, 2010, pp. 38-39) as they benchmark their supply chain for carbon and water. The 

second one is Key Activities (Osterwalder & Pigneur, 2010, pp. 36-37) as they are the ones 

who are conducting the benchmarking of the supply chain. 
 

Quote 12 “First of all, we have legal obligations about data protection that we clearly 

have to comply with. Everyone has to be knowledgeable about those obligations, so we 

have certain mandatory training we must all complete, and data protection is one of those 

mandatory training courses…so they are there so everybody understands their roles and 

responsibilities” (S2) (KA) 
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We ask our next question concerning the sustainability topics of customer privacy and data 

protection, with our sub-questions again asking how and where in their business they 

address these topics. We ask these questions to obtain our final insights about Telefonica 

and their sustainable development/practices in relation to the industry issues of customer 

privacy and data protection, as well as to find out how these affect their business model. 

Keithley explains that they have legal obligations about data protection, as well as 

mentioning the training required in order for people within Telefonica to be knowledgeable 

about these obligations. In this quote we identified the ‘how’ as the data protection training 

contributes to compliance and security, which helps towards protecting private information 

and therefore stakeholder well-being. The ‘where’ identified here is that this training adds 

to the operational activities within Telefonica.  
 

This quote about data protection relates to the archetype ‘Adopt a stewardship role’ in 

ensuring the well-being of stakeholders in terms of protecting their data (Bocken et al., 

2014, p. 51). These activities related to training contribute to ensuring the data protection, 

and thus sustainable value is created and delivered by Telefonica (Bocken et al., 2014, p. 

51). 
 

The block that is relevant for this quote is Key Activities (Osterwalder & Pigneur, 2010, 

pp. 36-37), as they have lots of sensitive customer data they also are tasked with protecting 

it from misuse, therefore the training that they have is a necessary activity. 
  
Quote 13 “For our suppliers, we have very clear requirements on data protection, and of 

course, data protection is a subset to security, and we make sure that our suppliers have 

systems in place for protection of data, following ISO 27001” (S2) (KP).  
 

Keithley continues to discuss around the customer privacy and data protection topics, 

subsequently in relation to suppliers, where we obtain this key quote. he explains that the 

suppliers have clear requirements about data protection, and they make sure suppliers have 

systems in place and thus follow ISO 27001. The ‘how’ identified here is supplier 

management in terms of security, and ensuring they follow data protection requirements as 

part of security requirements. The ‘where’ is identified as this security management having 

an effect on Telefonica’s suppliers and how they operate.  
 

This quote relates strongly to the last one, but for suppliers, and thus can be classified under 

the ‘Adopt a stewardship role’ archetype (Bocken et al., 2014, p. 51). Sustainable value is 

being created and delivered by activities that make sure suppliers have systems in place for 

data protection and security, ensuring stakeholder well-being (Bocken et al., 2014, p. 51). 
 

For the block, Key Partners (Osterwalder & Pigneur, 2010, pp. 38-39) is relevant as they 

have clear requirements for the suppliers when it comes to security and data protection by 

adhering to a security standard. 
  
Quote 14 “We also have, within our security team, a whole capability in information 

security management in the supply chain. In order to have PSNs (Public Systems Network) 

and be able to provide these to a government, you are required to be PSN Compliant. 
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These controls speak directly to security and information security management” (S2) (KR, 

KA). 
 

This quote was selected out of the continued discussion of customer privacy and data 

protection, where Keithley explains the capability Telefonica has in information security 

management in the supply chain, as well as what is required in order to have a PSN (Public 

Systems Network). The ‘how’ identified in this quote is that the information security 

management ensure Telefonica is a PSN Compliant, so they are able to offers secure PSNs 

to governments. The ‘where’ identified in this quote is this capability being within 

Telefonica’s human resources, in this case the security team, as well as the the activities 

that are involved for this team to be a PSN Compliant.  
 

This again is closely connected to the last quote, the ‘Adopt a stewardship role’ archetype, 

but more focused on the requirement of controls in order to have PSNs, relating again to 

ensuring stakeholder well-being through information security management (Bocken et al., 

2014, p. 51). This management function is a range of activities that therefore seek to create 

and deliver sustainable value for Telefonica, these following credible third party 

certification such as ISO 27001 (Bocken et al., 2014, p. 51). 
 

On the canvas side for this quote we have found two relevant blocks. Firstly the Key 

Resources (Osterwalder & Pigneur, 2010, pp. 34-35) block as the security team that they 

employ is a necessary part of their operation in order to safely guard the data that they 

possess. The second block is Key Activities (Osterwalder & Pigneur, 2010, pp. 36-37), by 

having the Tasks and Compliance Controls they are able to provide a PSN that they rely on 

to provide their service. 
  
Quote 15 “Also, suppliers are to set information security management plans in line with 

ISO 27001…this is a requirement of them” (S2) (KP).  
 

We obtained this final key quote for Telefonica from the discussion concerning customer 

privacy and data protection, where Keithley concludes by explaining that they require 

suppliers to also have information security management plans that follow ISO 27001. The 

‘how’ in this quote is identified has making sure suppliers adopt information security 

requirements. The ‘where’ identified in this quote is concerned with the suppliers, business 

partners of Telefonica. 
 

Closely related to the previous quote, but this time discussing the supplier side, Telefonica 

looks to ensure that information security management is implemented into these as well for 

the sake of stakeholder health (Bocken et al., 2014, p. 51). Sustainable value is created and 

delivered here through these activities, following in line with ISO 27001, a credible third 

party for certification and standards (Bocken et al., 2014, p. 51). 
 

For the final quote the block that is identified is Key Partners (Osterwalder & Pigneur, 

2010, pp. 38-39). By requiring their suppliers to follow the information security plans that 

are in place they are effectively managing their supply chain in terms of security of data. 
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Figure 13: Telefonica Business Model Canvas with Sustainable Innovation Archetypes 

 

6.2 Summary of MNOs 

Our analysis of the MNOs, TeliaSonera and Telefonica, has provided insights as to how the 

industry is attempting to innovate their business model towards greater sustainability. 

Firstly, they place a large emphasis on the developing their Key Partners in terms of 

adherence to code of conduct and policies regarding conflict minerals and emissions. They 

have also developed new partnerships with governmental organisations, supplier ranking 

tools, carbon initiatives and proposed partnerships with app developers for take back 

schemes. In terms of archetypes the most prevalent is the S2, ‘Adopt a stewardship role’, as 

it emphasises involvement in both the upstream and downstream supply chain with a few 

O2s, ‘Develop scale-up solutions’, where the focus lies on creating a larger partnership 

network to deliver solutions on a larger scale. Also prevalent was T1, ‘Maximise material 

and energy efficiency’, mostly through focus on reducing emissions. Lastly the S3, 

‘Encourage sufficiency’, was also found and related to a membership in a carbon project 

that suppliers were members of. To conclude, the MNO’s have a large part of their attempts 

to innovate in the Key Partners block as they themselves produce little emissions according 

to our interviews and instead seek to minimize the emissions of their upstream supply chain 

through policies and code of conduct.  
 

The second large block that MNO’s are prevalent in attempting to innovate in is the Key 

Activities block. Almost all of the attempted innovations are entirely new ones and fall 

within either the new categories of organisational management or supplier management 

with a small subset in brand management/marketing and administering a take back scheme. 

In terms of activities in the categories they are quite diverse, with common points of 

auditing or assessing suppliers. Aside from that there is activities for video conferencing, 

anti-corruption, flexible working, data protection and information security management, as 

well as carbon and water benchmarking. In terms of archetypes the S2 ‘Adopt a 
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stewardship role’ is again prevalent as many of the new activities are aimed at managing 

suppliers and in-house staff. Outside of the archetype the T1, ‘Maximise material and 

energy efficiency’ was classified several times as they looked to cut down on emissions and 

water consumption inhouse. Summarising this block we can conclude that the MNO’s have 

very diverse set of innovative activities but they mainly fall within managing the 

organisation and their suppliers. 
 

Another large block for MNO’s is the Key Resources, and similar to the Key Activities, 

most of the innovations were in new categories. The most prevalent innovation was 

sourcing of energy, in this case the increase of green electricity use or the possible 

construction of their own power generator and also efficient cooling. The rest of the 

innovations were training for human resources in the information security and anti-

corruption areas. Finally the lone existing innovation within a category was solar powered 

stations for their base stations that, while it was categorised in another category, largely 

resembles that green energy sourcing that was previously mentioned. The prevalent 

archetypes were T3 ‘Substitute with renewables and natural processes’ as the block focused 

highly on green sourcing of energy and S2 ‘Adopt a stewardship role’ as the other 

innovations were focused on the employees within the company. To sum up this block we 

find that it puts a heavy emphasis on the green energy aspect of their operations and 

educating their human resources. 
 

The final block with numerous innovations is the Value Proposition block. It is fairly 

balanced with innovations in new and old categories; however the categories themselves 

are diverse ranging from mobile networks, bundled mobile devices, content downloaded, 

data, impact on environment and emissions impact. The innovations themselves are quite 

uniform in that there are two prevalent areas of change, emissions and take back schemes. 

For the emissions the innovations are focusing on less travel within the company, helping 

customers lower their emissions and unbundling of products. On the take back scheme side 

it, as stated, focused on take back schemes and reuse mobile devices. For the archetypes the 

significant ones were T1 ‘Maximise material and energy efficiency’ as many issues were 

focused on lowering the emissions and S3 ‘Encourage sufficiency’ due to the take back 

schemes effectively lengthening the lifespan of the devices they collect and resell. An 

archetype with lower frequency of archetype mentions were the T2 ‘Create value from 

waste’, which were linked to the take back schemes as the mobile phones that are resold 

would otherwise have become scrap. The least mentioned archetype was the O2 ‘Develop 

scale up solutions’ that was connected to the idea of creating an app that would help 

consumers find where to recycle their old mobile devices. This block had two focus areas, 

emissions and take back schemes that both focused on lessening the strain put on the 

environment, like the previous blocks it is clear that as the MNOs have low impact on the 

environment they do what little they can within the organisation and instead try to help 

consumers lower their impact on the environment.  
 

This concludes the large blocks of the MNO business canvas, from now on we will 

summarise the innovations within the remaining blocks as they had little innovation in 

terms of numbers and low similarity between the MNO’s. Firstly in cost structure one 

MNO would change their structure as they talked about sourcing their own electricity, in 

line with the green electricity mentioned earlier. The archetype associated was the T3 
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‘Substitute with renewables and natural processes’ as previously stated, by sourcing their 

own energy they would lessen their current low impact on the environment even more. 

Moving on to Customer segments we find two innovative ideas for new customer segments 

that would decrease the emissions of the logistics and health industry through the use of 

sim-cards. For these ideas the archetypes associated are T1 ‘Maximise material and energy 

efficiency’ due to lowered emissions, O2 ‘Develop scale up solutions’ as this solution 

would easily be spread to other companies and finally S2 ‘Adopt a stewardship role’ due to 

the fact that their involvement with the health industry shows their care for the population. 

The final block is Revenue Streams and shares a new revenue stream within the category 

Bundled mobile device revenue. This revenue stream is due to the previously mentioned 

take back schemes that would allow both MNOs to resell used phones to customers who 

either doesn’t want a new phone or have previously not been able to buy one, for example 

due to economic reasons. The shared archetype between the MNOs is T2 ‘Create value 

from waste’, which in line with our earlier argument shows clearly that they do create value 

from what otherwise would have been considered waste. Furthermore the S2 ‘Adopt a 

stewardship role’ due to the revenue generated from the take back scheme would be used 

for social causes that show a clear care for consumers. The last archetype is S3 ‘Encourage 

sufficiency’ in line with the earlier argument that the effect of this take back scheme is that 

they elongated the lifespan of the products that they resell. Summarising, most of these 

blocks were due to spillover effects from other blocks in terms of costs and revenue, the 

contradiction being the possible new customer segments they would acquire by exploiting 

the new uses that have been realised for their existing products. 
 

6.3 Summary of Mobile Phone Manufacturers 

We will now show what the manufacturers, Samsung and Huawei, are attempting to 

innovate in their business model. We begin with the Key Partners block where the majority 

of the innovations lies within the Hardware suppliers category, showing that they have not 

seen the need to form new partnership in order to innovate. The issues that they address are 

focused on are adherence to codes of conduct and communicating the importance of 

environmental concerns. Within the codes of conduct the topics range from communicating 

the code, straying from conflict mineral use, fair wages & working hours, eliminating child 

labour and OHSAS certification. While they are a diverse set of issues they all point to that 

the manufacturers want suppliers who conduct themselves in an ethical manner. For the 

environmental concerns the topics are, general environmental concerns, engaging suppliers 

in eco-issues, CSR concerns, carbon projects and management of energy and water. As the 

previous category this one is also quite diverse but uniform in the message it conveys, 

suppliers need to be environmentally responsible for their organisation and their operations. 

This uniformity is very clear when you examine the archetypes assigned, T1 ‘Maximise 

material and energy efficiency’ and S2 ‘Adopt a stewardship role’ are the two archetypes 

that are consistently assigned to all the previously mentioned issues. Outside of these issues 

there are also one innovative idea of hiring a consultancy group to address the issue of 

conflict minerals and also the use of a risk ranking tool from an MNO to rank suppliers in 

terms of risk, both these innovations have the S2 ‘Adopt a stewardship role’ further 

showing the uniformity of the manufacturers attempts. 
 

Moving on to the next block we will now look at Key Activities. The manufacturers are 

quite different from each other in this block as Samsung has a mix of innovation in the 
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existing categories and new categories while Huawei focus heavily on Supplier 

management and Code of conduct. The issues where they are similar is making sure that 

suppliers adhere to code of conduct and auditing the supply chain. Furthermore they are 

both committed to reducing carbon emissions. Outside of these issues they diverge in the 

issues that they focus on, where one is focused on the supplier management while the other 

looks inwards towards their own processes. The prevalent archetypes are in line with the 

previous block, focusing heavily on the T1 ‘Maximise material and energy efficiency’ and 

S2 ‘Adopt a stewardship role’ in terms of the environmental impact that their products 

might have and the focus on either upstream processes or the internal processes. 
 

For Key Resources we have converging issues of importance. The important issues are all 

in new categories and the issues consist of material efficiency/green electricity and ensuring 

conflict free materials. As before the relevant archetypes are therefore T1 ‘Maximise 

material and energy efficiency’ and S2 ‘Adopt a stewardship role’ with small mentions of 

T2 ‘Create value from waste’ and T3 ‘Substitute with renewables and natural processes’ in 

relation to water and energy efficiency and solar panels. The pattern of T1 and S2 being the 

prominent archetypes continues here, once again showing that the primary issues for 

manufacturers seem to be environmental impacts and supplier issues, specifically conflict 

free minerals. 
 

In the Value Proposition block we see innovations in entirely new categories. The 

innovations once again are relevant for the environmental aspects but are specifically for 

the reuse of mobile phones and having a collaborative approach to sustainability. Archetype 

wise, we see that S3 ‘Encourage sufficiency’ and O2 ‘Develop scale up solutions’ are the 

ones that are used, both in relation to the environmental benefits these archetypes would 

give. 
 

For the Cost Structure block we see shared interest in social causes like fair wages and 

investing in society. Furthermore there are possible economic benefits of installing solar 

panels that were previously discussed in Key Resources. S2 ‘Adopt a stewardship role’ is 

once again prevalent with caring for the society with small mentions of T3 ‘Substitute with 

renewables and natural processes’ through the use of solar panels and O1 ‘Repurpose for 

society/environment’. 
 

In the Revenue Stream block they share a common innovation stemming from the reselling 

of used phones and therefore share the archetypes  T2 ‘Create value from waste’ by 

reselling phones that would otherwise been scrapped  and S3 ‘Encourage sufficiency’ by 

lengthening the lifespan of the phones.  
 

The last blocks are diverse with a new Customer Segment for the phones that are reused 

and a new Channel for selling the used phones. Both these new parts share the archetypes 

T2 ‘Create value from waste’ and S3 ‘Encourage sufficiency’, similar to the earlier 

mentions of the reselling of used phones. 
 

7. Conclusion and Recommendation 

In this section we will answer our research question "How is the mobile phone industry 

attempting to innovate their business models towards sustainability?” To do this we will 
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show what the MNO and manufacturers had in common. We will then discuss what 

implications our conclusions have and what we recommend for future research. 
 

7.1 Conclusions of Mobile Phone Industry 

The following conclusions give us the intended snapshot in the time when the research was 

conducted on the mobile phone industry, thus answering the research question: 
 

How is the mobile phone industry attempting to innovate their business models towards 

sustainability? 

 

With the conclusions of the two industries we can see what they have in common. Both 

industries put emphasis on the Key Partners, Key Activities and the Key Resources when it 

comes to the attempted innovations. We can also see what they focus their innovations at 

within the blocks for Key Partners the upstream supply chain is the main source innovative 

ideas, in the Key Activities the emphasis is put on reducing their own emissions, reducing 

the emissions of their services or products and making sure that their supply chain follow 

their codes of conduct and policies. For the Key Resources the weight is put on sourcing 

green energy. In Value Propositions the innovations focus on reducing the possible 

environmental impacts of their customers, predominantly through take back schemes. The 

overarching themes of these two industries are a focus on the environment through 

emission control/reduction and water/energy monitoring/reduction and making sure that 

their upstream supply chain are doing what is considered to the right thing in the minds of 

the companies. In terms of innovation for the categories that the innovations are classified 

in, we see a good mix of innovations in previously considered categories and completely 

new categories that expands their range of partners, activities, resources and value 

propositions. This could mean that they are cognisant of that while they can innovate within 

their existing business they must also look outwards to find new ways of being sustainable.  
 

7.2 Theoretical Contributions 

In assessing the theoretical contributions of this study, the research gaps from the 

‘Introduction’ chapter will be presented and addressed below: 
 

● Lacking empirical studies of how companies conduct sustainable business model 

innovation 

● Linking sustainability and business model innovation 

● Lack of industry specific insights of sustainable business model innovation 

● Lack of research of sustainable business models in the mobile phone industry 

● Attempts at being social and environmentally sustainable while being economically 

viable.  
 

By presenting our earlier diagrams, summaries and conclusions, our research contribute 

empirical evidence of how sustainable business model innovation has been conducted, thus 

addressing the gap of there being a lack of this. By combining the archetypes and the 

business model canvas we contribute a proposed method of classifying sustainable business 

model innovation within the business model illustrative tool. This addresses the gap of a 

lack of connections between business model innovation research and sustainability 

research, where a contribution has been made to bridge these fields of research. The 
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empirical evidence also contributes in giving industry specific insights as to how 

sustainable business model innovation is done, something that is generally lacking in 

research. In portraying this snapshot in time of sustainable business model innovation in the 

mobile phone industry, we make a theoretical contribution in providing empirical data on 

this under-researched industry with a comprehensive and holistic view of the respondents 

of our study. This contributes to addressing the gap of a lack of research on the mobile 

phone industry and sustainable business models. Finally, since this study investigated for-

profit companies, our research contributes insights as to how companies are being 

sustainable in terms of social and environmental bottom lines while also being 

economically viable. This helps to address the gap of a lack of insights into for-profit firms 

in the mobile phone industry. 
 

7.3 Practical Contributions  

In terms of what this research can contribute to the business world and practise, it gives a 

proposed method for managers to outline sustainable business model innovations of the 

firm, be it presenting current innovations/practices or proposed and future ideas. Since the 

archetypes and business model canvas are proposed to help stem creativity, the analysis 

methods that the authors have used in this study could help managers towards new, 

innovative thinking in terms of innovating the business model towards greater 

sustainability. Since this study was also conducted on the mobile phone industry, the 

templates and findings can help give managers within mobile phone manufacturers and 

MNOs ideas as to how they can conduct sustainable business model innovation. 
 

7.4 Ethical and Societal Implications 

The research that has been conducted is very linked to ethical issues, such as what can be 

ethical business practices in terms of sustainability and societal issues, what may emanate 

from the business decisions. We will not pass judgement on the sustainability actions taken 

by our research participants as it was never our intention with our research, and also due to 

the agreement we had with our participants that no comparisons would be made. With this 

in mind we can however give general implications on both of these issues. As our research 

has made clear through theory, sustainability can be profitable in a number of ways 

emanating from realising business opportunities that others have failed to see. For 

companies in general this implies that there may yet be viable business opportunities that 

they have yet to exploit lying dormant in their business. This means that being caring about 

the environment does not automatically need to be costly for a business but may yet earn 

them revenue. For society as a whole, sustainable business practices means that we can 

probably sustain our growing population if we are careful and inventive in our business. If 

we look specifically at the actions taken by our interviewees we can only imagine what the 

outcome of their initiatives will be, as we only looked at a certain point in time, but any 

attempt at becoming more sustainable should be seen as something positive until the 

opposite has been proven. We also believe that the issues of conflict minerals and recycling 

of electronic waste are issues that need to be communicated more to the general public, to 

increase awareness of the workers in conflict zones and their living conditions as well as 

the need to increase the recycling of electronic waste as it is woefully under-recycled. 

While our research has a limited scope it does tie in to the general well-being of our earth 

and the resources that we need. As so it does have implications for society as a whole, and 
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while it does not solve all the environmental issues, it is however contributed a piece to the 

puzzle of sustainability. 
 

7.5 Recommendations for Future Research 

Our study has focused on the attempt of MNO’s and manufacturers to innovate their 

business model towards sustainability. As previously mentioned, the area of sustainable 

business model innovation is still a young area with much research yet to be done. We 

therefore suggest for future research to be done regarding the inherent motivations for 

organisations to innovate their business model towards being more sustainable.  
 

To specifically build on our research we would recommend doing similar research with a 

larger sample to ascertain if our conclusions are true for a larger sample or for companies in 

a different geographical context. Another branch from our research would be to determine 

the outcome of the attempts of sustainable business model innovation in the same industry 

or another. We would also like to see a quantitative study of the material issues that MNO’s 

and manufacturers have deemed important to determine whether there is in fact a mismatch 

between what the industry players think are important to stakeholders and what the 

stakeholders actually believe is important. 
 

8. Quality Criteria 

In this chapter we will assess the quality of our study in terms of four criteria, these 

including transferability, credibility, dependability and confirmability 

 

In terms of credibility, this can be described as the trustworthiness of a study, which 

considers that there can be different accounts of social reality, and therefore the aspect of 

credibility judges the acceptability of their research (Bryman & Bell, 2011, p. 396). 

Accounting for this criterion ensures that researchers conduct good practice and submit 

findings to respondents to be confirmed so that researchers correctly understand the social 

world of each participant (Bryman & Bell, 2011, p. 396). Since we use triangulation, which 

is referred to as “the use of different data collection techniques within in one study to 

ensure that the data is telling you what you think they are telling you” (Saunder et al., 2009, 

p. 146), we use this to obtain credibility, as this can help towards greater confidence in 

research findings (Bryman & Bell, 2011, p. 397). The use of triangulation in our study can 

be seen through the three data collection strategies we adopt, where firstly we conduct an 

initial literature review, followed by a template company reports and websites in relation to 

GRI sustainability topics, in order to construct a valid and well supported interview guide. 

Following this, we collect qualitative data from two different actors in the mobile phone 

industry, MNOs and mobile phone manufacturers through our semi-structured interviews. 

this makes our data collection three-dimensional, helping to ensure greater credibility to our 

research findings. We made sure to send our empirical findings to our respondents of our 

interviews in order to confirm if our understandings of their answers were correct.  
 

In terms of transferability, this is a relevant criterion for qualitative research, where the 

study findings can be situated around a certain context of the social world (Bryman & Bell, 

2011, p. 398). This criterion judges a study on whether the findings could apply to other 

contexts (Bryman, 2012, p. 49). Our findings come from initial secondary data of 4 
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manufacturers and 4 MNOs, followed by 4 interviews, 2 being manufacturers and 2 being 

MNOs. While the qualitative data obtained from these are rich, it is difficult to generalise 

these findings to the mobile phone industry, especially due to our small number of 

respondents. However, we leave interpretation of this to our readers so they may form their 

own perspectives of where else of findings can be applicable. We managed to obtain data 

from two sets of actors in the mobile phone industry, which can contribute towards a 

overview of the industry, however, our transferability may be limited by the fact we have a 

small amount of respondents.  
 

The criteria of dependability refers to ensuring that “complete records are kept of all phases 

of the research process”, where this criteria seeks to ensure trustworthiness of the research 

(Bryman & Bell, 2011, p. 398). We have provided extensive details of each part of our 

research process in order to satisfy this criterion of dependability. Since we are two 

researchers conducting this study and observing the data we have collected, where we 

consult one another to agree on what we see this contribute positively to the dependability 

of our study. 
 

Confirmability is a criterion that refers to how well researchers have ensured that they 

address the subjectivity of the researcher’s own personal values or theory that may sway the 

research conduct and findings (Bryman & Bell, 2011, p. 398). To ensure theory did not 

influence our research conduct, we made sure interview questions where phrased openly for 

discussion purposes in order for us to assess these findings later in terms how these findings 

relate to our chosen theories. We also ensured that the views of authors were balanced, 

where we strived for objective thinking in our assessments and conclusions. In order for 

readers to make their own opinion about our subjectivities, since it is impossible to be 

completely objective, we recommend them to read our sub-chapter 2.1 Preconceptions. In 

this sub-chapter we outline our understandings within the subject, as well as background 

factors that influence the understandings. This is to help the readers to make their own 

critical assessment of how our understandings may have affected our choices throughout 

our study. 
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Appendix 

 

Appendix 1: Manufacturers:  

 

Alcatel, LG, Matsushita (Panasonic), Mitsubishi, Motorola, NEC, Nokia, Philips, Samsung, 

Sharp, Telecommunications Europe, Siemens, Sony Ericsson, Source: 

http://archive.basel.int/industry/mppi/gdfd30Jun2010.pdf 

 

Appendix 2: Relevant topics for MNOs and Manufacturers 

Hardware and Semiconductors - general topics 

Environmental 
 

Proposed topic Topic specification 

Conflict minerals sourcing  

 Sourcing strategy and policies 

 Tantalum, tin, tungsten and gold 

Hazardous materials  

 Adherence to international, national or local 

regulations and/ or laws 

 Hazardous substances management 

Energy consumption  

Energy efficiency of end products  

Energy efficiency of operations  

Water consumption  

 Supply chain 

 Ultra-pure water consumption 

Wastewater Management and treatment 

Emissions to air  

Emissions to air - GHG emissions  

Electronic waste (e-waste)  

 Hazardous substances 

http://archive.basel.int/industry/mppi/gdfd30Jun2010.pdf
http://archive.basel.int/industry/mppi/gdfd30Jun2010.pdf
http://archive.basel.int/industry/mppi/gdfd30Jun2010.pdf


 

 End-of-life products - Disposal, recycling and reuse 

Recycling rate Components 

 

Social 
 

Proposed topic Topic specification 

Labour conditions Employee turnover 

 Freedom of association and collective bargaining 
rights 

 Living wages 

 Temporary workers 

 Working hours 

Labour management relations Strikes and/or lock-outs 

Working conditions Freely chosen employment - Organization and 
supply chain 

 Safe and humane working environment 

Occupational health and safety risks  

 Critical incidents 

 Hazardous chemicals use 

Occupational health and safety Hazardous chemicals and machinery 

Migrant workers Recruitment and employment 

 Human trafficking risks 

Corruption Business and supply chain 

Child labour Business and supply chain 

Occupational and consumer health and safety 
risks 

Nanotechnology 

Product design  Environmental considerations 

Product stewardship Restricted materials management and Life cycle 
assessment 

Water use rights Local communities' water uses rights 

 

Other 



 

 

Proposed topic Topic specification 

Closed-substance-cycle management Return, recycle and reuse of used equipment 

Political accountability  

Supplier screening Adherence to codes, regulations and policies in the 

supply chain 

Supplier screening Environmental and labor conditions 

 

Hardware specific topics 

 

Environmental 
 
 

Proposed topic Topic specification 

Hazardous materials  

Plastics use and management  

Energy efficiency of end products  

 Life cycle assessment 

Emissions to air - GHG emissions "Clean rooms" 

Emissions to air - GHG emissions Management and reduction strategies 

Electronic waste (e-waste) End-of-life products - Disposal, recycling and reuse 

Chemical emissions Electronic equipment 

 

Social 
 

Proposed topic Topic specification 

Corruption  

Customer privacy Personal information management 

Access to content management Censorship and privacy 

 Freedom of expression 

Customer information Hazardous substances and energy-saving options 

Green IT Environmentally friendly practices in manufacturing, 

product use and electronic waste 



 

ICT base solutions and innovation Energy efficient solutions 

 

Other 

 

Proposed topic Topic specification 

Corporate governance Executive Board compensation 

 Gender participation on governance bodies 

Supplier screening  

 Environmental, social and labor conditions 

 Labor conditions in the supply chain 

 

Telecommunications 

 

Economic 

 

Proposed topic Topic specification 

Indirect economic impacts  

 

Environmental 
 

Proposed topic Topic specification 

Materials Materials that are banned, restricted or scheduled for 

phase-out 

Energy efficiency of buildings  

 Data center and network equipment 

Biodiversity and ecosystem protection Development and decomissioning of infrastructure 

Emissions to air  

 Data center 

Emissions to air - GHG emissions Telecommunications networks 

Electronic waste (e-waste) End-of-life products - Disposal, and take back of 

products for recycling and reuse 

 

Social 
 

Proposed topic Topic specification 



 

Labor management relations Strikes and/or lock-outs 

Labor condictions Workforce turnover and restructuring 

Occupational health and safety Operational field personnel 

Customer health and safety management Products and services use 

Customer privacy Personal information management 

Customer privacy and data protection Mobile advertising (m-advertising) 

Children and young people protection Internet, mobile phones and other electronic media use 

Management of access to content Freedom of expression 

Persons' access to telecommunication products and 

services 
 

Electromagnetic radiation (EMR) Adherence to INCNIRP (International Commission on 

Non-Ionizing Radiation Protection) guidelines and 

standard 

 Health risks from exposure to EMR from use of 

products and services 

Green IT  

 Low carbon equipment, networks and software 

Product design  Environmental Life Cycle Assessment (LCA) of 

products 

Anti-trust and monopoly practices  

 

Other 

 

Proposed topic Topic specification 

Corporate governance Executive Board compensation 

 Gender participation on governance bodies 

Intellectual property rights  

Political accountability  

Supplier screening Environmental and labor issues in the supply chain 

 

Appendix 3:  Interview guide 

 Ensure clarity of view from the person's position within the company 

 



 

 Why be more sustainable? 

 Most important reasons 

 What benefits? 

 What compliance? 

 

 How do you formulate goals? 

 For who? 

 

 Clarify that some questions are more relevant for other industry actors and the 

questions can therefore be briefly touched upon if so, e.g. Manufacturers concerning 

Data protection/Customer privacy 

 

 What is the companies view on Green house gas and carbon emissions ? 

 How are you dealing with this industry specific material concern? (Process and 

goals) 

 Where in the business is it being dealt with? (Process and goals) 

 Where and How does it affect the business? (Impact) 

 

 What is the companies view on recycling and reuse of end of life mobile phones e.g. 

E-waste, life cycle assessment, recycle, reuse, remanufacture? 

 How are you dealing with this industry specific material concern? (Process and 

goals) 

 Where in the business is it being dealt with? (Process and goals) 

 Where and How does it affect the business? (Impact) 

 

 What is the companies view on labour conditions e.g. Fair working hours, living 

wage, temporary workers, employee turnover, from top to bottom? 

 How are you dealing with this industry specific material concern? (Process and 

goals) 

 Where in the business is it being dealt with? (Process and goals) 

 Where and How does it affect the business? (Impact) 

 

 What is the companies view on customer privacy e.g. personal information 

management? 

 How are you dealing with this industry specific material concern? (Process and 

goals) 

 Where in the business is it being dealt with? (Process and goals) 

 Where and How does it affect the business? (Impact) 

 

 What is the companies view on energy and water consumption in production? 



 

 How are you dealing with this industry specific material concern? (Process and 

goals) 

 Where in the business is it being dealt with? (Process and goals) 

 Where and How does it affect the business? (Impact) 

 

 What is the companies view on occupational health and safety e.g. Hazardous 

chemicals and machinery use, critical incidents? 

 How are you dealing with this industry specific material concern? (Process and 

goals) 

 Where in the business is it being dealt with? (Process and goals) 

 Where and How does it affect the business? (Impact) 

 

 What is the companies view on supplier screening e.g. Code of conduct in the 

supply chain, adherence to codes, regulations and policies in the supply chain? 

 How are you dealing with this industry specific material concern? (Process and 

goals) 

 Where in the business is it being dealt with? (Process and goals) 

 Where and How does it affect the business? (Impact) 

 

 What is the companies view on conflict minerals e.g. Sourcing strategy and policies 

over scarce metals such as tantalum, tin, tungsten and gold? 

 How are you dealing with this industry specific material concern? (Process and 

goals) 

 Where in the business is it being dealt with? (Process and goals) 

 Where and How does it affect the business? (Impact) 

 

 What is the companies view on data protection e.g. mobile advertising? 

 How are you dealing with this industry specific material concern? (Process and 

goals) 

 Where in the business is it being dealt with? (Process and goals) 

 Where and How does it affect the business? (Impact) 

 

Appendix 4: Interview transcriptions 

 

Interview with Henrik Weinestedt, Sustainability Director, TeliaSonera 

We began the interview by clarifying that Henrik should give his personal view as an 

employee of the firm. Our initial questions regarded why TeliaSonera should be more 

sustainable, it was a difficult question so we decided to break it down and begin with 

asking if in his opinion it regarded potential benefits or compliance. Henrik answers that 

the answers we will receive will probably be similar to any other large corporation. 

Continuing, he explains that there are increasing expectations from owners, investors and 

shareholders though the regulatory part is lagging behind. A consequence of this he means 



 

is that the corporations are driving the sustainability agenda as he means that what is good 

for society is good for business, by looking at business and value creation from a different 

perspective. He goes on to say that if a business wants to exist in the long term there needs 

to be a social license to operate, an acceptance of the company basically. Continuing, he 

states that though issues may be voluntary in the sense that they are not obligated through 

law, they may very well be through social expectations. 
  
Moving on to the next question we inquire about how they formulate sustainability goals 

and for whom. He begins by stating that clear goals are important from a management 

perspective, so its important to set goals for themselves. Continuing he states that goals are 

also important externally as stakeholders want predictability and to see what they are 

working towards, especially after the organisational crisis they’ve faced in regards to 

corruption. He goes on to say that while TeliaSonera has goals they aren’t very clear as 

they’ve scrambled to put them into place but means that when you have large targets its 

easy to hit them. The first targets they had were the environmental targets, but he means 

that they have not been properly integrated into the organisation but were at the moment 

launching their new sustainability strategy. Continuing, he states that they need to develop 

value creation with a foundation in ethics and compliance. He further means that they need 

to work with all parts of their organisation to get a clear picture but that it might be difficult 

as they are a large organisation. Continuing, he talks about how they are not going to have a 

sustainability and a business strategy but instead one sustainable business strategy. 
  
Next we inform him that we will now inquire more specifically about the material concerns 

we have identified and that if he feels an area is irrelevant he can skip it. The first question 

is regarding emissions and more specifically greenhouse gas and carbon emissions. Henrik 

answers that the MNO industry has a very small emissions footprint and that they can help 

customers reduce their emissions, . In regards to what they can do to reduce it even further 

he says that they can become more energy efficient by cutting down on travel and focus 

more on sustainable energy like solar panels, which can save the company money.  This 

would then replace the diesel generators that are otherwise prevalent. In the Nordics he 

claims that it's much easier to be green, but that they are mainly interested in how they can 

save their customers money. Furthermore they can help logistical companies track their 

routes with sim cards. Then he goes on to state that the Swedish government plans to be 

fossil free and that ICT will be needed to do that when constructing infrastructure. We then 

ask where in the business model these changes towards increased sustainability will affect 

it. He discusses the increased need for broadband as Skype, Netflix and other similar 

services become more prevalent and that they cost them large amounts of money and there 

is therefore a need to change their relationship with these providers. The costs are mainly 

concerning expansion of infrastructure due to peak bandwidth usage when everyone is 

using the internet. He goes on to say that the areas where they can drive development is 

through supporting innovation, such as in the E-health industry, 
  
Moving on we ask about the electronic waste issue in regards to remanufacture and reuse of 

end of life mobile phones.  He begins by saying that it is a really important industry issue 

but not really driven by legislation. Continuing he talks about how they operate in three 

socio-economic regions, the Nordics which is homogenous in GDP per capita and societal 

expectations, the Baltics that are a step behind the Nordics and Eurasia which is made up of 



 

developing countries where caring about the environment is a luxury. So its very much a 

Nordic issue but a good opportunity to strengthen the brand and also a good opportunity as 

the electronic waste has a huge inherent value due to the valuable minerals contained within 

them. Henrik then says that they need to have good processes in place to handle the scrap in 

a good way so it doesn’t just get stored somewhere and that they need to improve in this 

area. They do have a take-back schemes, with big customers like Arbetsförmedlingen who 

they collect 25000 phones a year from that they then wipe the data of and usually send to 

Hong Kong. He goes on to say that they should collect phones in the Nordics and send 

them to the Baltics, when they do not longer want to have the phones the should send them 

to Eurasia where they will use them until they break. Furthermore they could help the 

collection of phones through supporting development of apps for finding places to recycle. 

Continuing he says that the take back schemes do not cost them money as they would 

probably not conduct them if they did. 
  
The next question we posed was regarding labour conditions, covering working hours, 

living wage, temporary workers and so on. Henrik answers that they follow ILO-guidelines, 

but he could otherwise not say much as it isn’t really within his area of work, but there are 

two areas that they need to be careful about, supervised workers in call centers and 

contractors. When they do supplier screening they look at labour rights, human rights, 

environmental practices and as they have had corruption issues there is a heavy emphasis 

on that as well as it also regards reputational risks as they do not want to be involved in a 

scandal. He goes on to say that sustainability is rarely a factor for choosing them and 

instead price and coverage are the usual reasons and as they don’t manufacturer, they sell, 

whatever the consumers want to buy. 
  
Customer privacy is the next question, Henrik begins by saying that it is super important 

not only due to their obligation to protect customer privacy but also moral issues due to 

them making money from customer data. They do this by selling customer data, but 

consumers are starting to become anxious due to the huge amounts of information OTT’s 

like Facebook and Google have. Furthermore there is the obligation to turn over 

information to law enforcement, wiretapping and the customer integrity. Continuing he 

says that there are companies who use privacy as a competitive advantage. Asking for other 

ways that they might be dealing with the customer privacy issue he admits that he isn’t an 

expert in the technical area and therefore might have limited insight into what they are 

doing. But concerning the transparency issue he believes that customers might want to be 

able to see what their data is being used for and by whom. 
  
Moving on to the issue of conflict minerals he begins by saying that while it is an issue it is 

not a top priority one. Henrik continues by saying as the do not manufacture their 

responsibility lies in making sure that they do not buy it and lobby manufacturers and 

suppliers to not do it as well. Continuing he says they have a supplier code that states that 

suppliers need to have a policy regarding conflict minerals. So while customers may want 

phones from good sources they can only do it to the extent that they are aware of it. 

However it is a difficult issues since when the minerals are recycled they are considered 

conflict free regardless of where they came from, and if they stop buying from a certain 

source the workers there may lose their means of income. Continuing, he says that there is 



 

very little pull in terms of conflict free phones, but he means that they could inform the 

general public and create a good discussion. 
  
The next question regarded energy and water consumption in production, however Henrik 

states that is not a relevant issue for them as they use very little water and that they buy a 

lot of green electricity. It was a decision he was really pushing for as he believes that it is 

important. They expanded this year to also buy green electricity in Denmark, Norway, 

Lithuania and Finland. In Eurasia there is no credible trading system for renewable energy 

so what they can do is buy extra credits in the Nordics but it's a weird way of doing it, they 

could buy their own wind turbines like IKEA however it would not be core business. 
  
Data protection is the next question, regarding such things as customer privacy that relate to 

this. However, he states that he wasn’t really in a position to answer questions about it. 
  
As we are ending the interview he states that we had left out a very important area, anti-

corruption. He goes on to state that their industry is a high-risk one. Explaining our process 

for identifying our issues he agrees that it's very contextual as Sweden does not have a high 

level of corruption. But in countries like Uzbekistan there are high levels of corruption and 

its overall a very big issue. What they have done is firing people for misconduct, reviewing 

contracts, reviewing suppliers and governmental relations. Furthermore they are training 

people on the issue. 
  
We end the interview with a discussion of anonymity of him and the company which he 

declines and inform him that we will send him a copy of the transcript which he would 

happily proofread to avoid misunderstandings, furthermore he informs us that they have a 

new sustainability report that we can look at if we need more information. 
 

Interview with Annachiara Torciano, Sustainability Manager, Samsung Electronics 

Nordic The interview begins with Annachiara informing us that she only has about 15-20 

minutes to do the interview but as we have previously sent our interview guide to her we 

can ask follow up questions to her written answers. We first ask her to discuss what reasons 

they see for being sustainable. She answers that firstly you need to define sustainability, 

and their definition is present in their sustainability report for viewing. She goes on to say 

that in terms of risk management it lowers risk and that it benefits the company values 

through acceptance by society. Furthermore it strengthens the brand through consumer 

recognition of their involvement in the issues. Continuing she says that from a Nordic 

viewpoint it is very easy to get and spread information about what companies do and that as 

they have both private and public customers they both expect high standards, especially in 

the Nordics. 
  
We ask about goal formulation and who they formulate goals for. She answers that they 

formulate goals for all stakeholders, consumers/customers, investors, NGOs/media are 

those that she mentions. She continues with saying that they look at how they as a business 

can create the biggest impact. From an environmental viewpoint they look at a life-cycle 

analysis firstly. She explains, that in terms of the area of social responsibility, and what 

they call ‘Corporate Citizenship, this is very important for Samsung. Annachiara further 

explains that it’s about investing into society, such as healthcare, education, and especially 



 

innovation, since Samsung has the biggest contribution there because of their business and 

products. 
  
We go on to emissions and ask what Samsung's perspective on the issue and how it is being 

dealt with. As she has mentioned increased efficiency, chemicals, eco-certification and 

supplier screening in the email conversation we previously had we ask her to elaborate on 

these points and how they impact the business. She tells us that  this has all been integrated 

into the business, for example, in terms of the environment, it’s integrated into their product 

design, operations management, factory management and supply chain. Furthermore, they 

as other global companies have a code of conduct, including a number of areas which is 

integrated in procurement, HR, complaint, legal level. She ends the topic by saying that the 

biggest energy use of their product is during use-phase. 
  
We ask about recycling/reuse and take-back schemes/circular economy and how it affects 

their business. She explains this by stating the first step they take is thinking about and 

assessing the whole life cycle of a product, since each phase is linked to another. 

Annachiara further explains that as a result, when designing products, Samsung makes a lot 

of decisions that impacts recycling or reuse. In terms of the manufacturing side, she goes on 

to say that this area has the biggest impact, where they have carbon objectives, the second 

impact being the design phase, where they have an internal process called the eco-design 

process, and finally the use and end-of-life phases. She continues to discuss how Samsung 

look to extend the lifetime of products through starting different projects, increasing 

possibilities, where they may refurbish products and put them back into the market. She 

explains that when it comes to recycling and electronic waste, where design choices affect 

how easily products can be recycled, for example, if they phase out chemicals voluntarily. 

in terms of legislation, Annachiara states there is this in place for electronic products in 

Europe, where there are systems set up for recycling, and producers contribute to this. She 

goes further to explain the case for countries without this kind of legislation that Samsung 

often do take back schemes, but not necessarily in every country but in line with the 

industry. She ends the discussion about this topic by discussing the term ‘circular 

economy’, and that it is nothing new, rather that it is a new name. She states the meaning 

has stayed the same, in terms of having to be more efficient with resources, these including 

energy, waste, water in manufacturing and production, as well as material efficiency. She 

emphasises material efficiency as important for the industry in terms of minimising product 

waste, since consumers want light products but also it is more efficient to produce and 

transport. 
  
We continue by asking about their code of conduct and if they try to preempt the code by 

the EICC (Electronic Industries Citizens Coalition) that they follow. She answers that the 

code is regularly updated, but are a bit vague, so they have to develop ways of dealing with 

the issues within the company. However, she says that they do use these guidelines as the 

code of conduct that they communicate to their suppliers, where Samsung has their own 

code of conduct that aligns with the EICC code of conduct. We ask about energy and water 

consumption and if the manufacturing is where they are mostly concerned about that. She 

agrees and says that both their manufacturing and environmental groups look at their 

targets, where she reminds us of these targets. 
  



 

Continuing with occupational health and safety we ask how and where it impacts the 

business. She answers that in their factories and the ones of their suppliers, they can set up 

systems to control processes, where Samsung can audit suppliers and give them guidance. 

She explains further that they have an eco-partner program with suppliers, where they look 

at all eco-partner certifications, as well as look at the environmental or main aspects of a 

supplier’s operations. 
  
The second to final question regards conflict minerals. She answers that they look at the 

policy level, they are part of the Conflict Free Sourcing Initiative, that’s under the EICC, as 

well as having a policy for avoiding conflict minerals. She goes on to explain that they do 

due diligence with suppliers concerning this issue, as well as saying that their suppliers 

often do not buy these conflict minerals, nor do they further down the supply chain. 

Continuing, she says that they are working to standardise how the information is being 

gathered and presented. She ends by saying that consumers are interested in the issue and 

that the challenges lie in monitoring and getting information from the supply chain. 
  
We ask about privacy and data protection. She admits that it's a relevant area but that she 

can't discuss it for legal reasons. 
  
The interview ends with us asking if she feels we missed any important topics which she 

says we didn’t and that we can look in their sustainability report if we want more 

information. 
 

Interview with Alan Aicken, Vice President of Procurement and Chief Sustainability 

Officer, Huawei 

The interview starts with formal greetings and Alan asking us how long the previous 

interviews have been, we answer that it has varied greatly depending on the answers we 

have gotten. 
  
The first question regards the “Why be more sustainable” question. Alan answers that their 

attitude towards environment has been lax but they are getting high expectations from large 

companies that they work with, which they drive into their supply chain. He then continues 

by providing a few reasons for why you should be more sustainable, the first reason is that 

they believe that it is the right thing to do. As they are a large company they can then 

leverage their business to get suppliers to also better their practices.. He then continues with 

the second reason, that customers are demanding that large companies take leading roles in 

dealing with these types of issues, which will be a win for them, their customers and 

NGO’s that monitor them as they get rewarded for their efforts from customers and NGO’s 

get their wishes fulfilled. Finally we ask if there is an aspect of protecting the brand, which 

he answers that they do worry about the brand as well as the supply chain and that they see 

benefits of doing the right thing. Furthermore they see that by not doing the right thing they 

will be punished by customers. We pose the question that there is growing compliance 

within the industry to follows standards, he answers that it needs to go beyond compliance 

in areas like emissions, water management, labour laws and minimum wages. They also 

implore their supply chain to follow their lead through their sustainability agreement. 

Furthermore they have a carbon project in place that 35 suppliers are engaged in where they 



 

measure carbon savings, they then collect their suppliers and their own carbon savings and 

pass them onto their customers. 
  
Our next question is about how they formulate goals. Alan answers that they focus on 

stakeholders when determining what issues are important and that they work with NGO’s 

and academia to figure out what the priorities are. 
  
We now start asking about the material issues, the first question regards emissions. Alan 

says that they are really trying to drive the importance of emissions reduction it into their 

supply chain and that they have a factory with hundreds of solar panels that generate 

millions of kilowatts every year. He states that the solar panels make sense from an 

environmental aspect as well as that it makes good financial sense, while being the right 

thing to do. 
  
Moving on to the next question we ask about recycling and reuse, describing what they are 

currently doing, Alan states they are trying to come up with a workable business model for 

bringing back mobile phones like American and Finnish companies have done where they 

give their old mobile phone back when they buy a new one. Currently they are selling 

obsolete mobile phones in Africa and other developing nations with a project called 

Closing the digital divide. Their reason for this is that they want to connect people that have 

been previously been unconnected and that there is 4 billion people which is a huge 

potential  market. This is also a scenario he states is a win for everybody. Regarding the 

amount of recycling they do, over 96% are recycled and only 3% are headed for a landfill. 

He goes on to tell us how they look at competitors sustainability work and that if they can 

help competitors be more sustainable, they will, as we all share the same planet. 
  
Continuing we discuss the labour conditions and Alan states that they measure themselves 

against the EICC code of conduct, as well as measuring their suppliers against it. He also 

goes in-depth in talking about the cultural differences in China about health and safety, an 

example he brings up is their view on the importance of wearing helmets when riding 

scooters and motorcycles. 
  
Following this we talk about supplier screening and Alan describes how they manage the 

risk of suppliers. Their process is using a risk ranking tool that they borrow from Vodafone 

where they input the suppliers and they then get a list of which ones are high, medium and 

low risk suppliers. The high and medium risk suppliers are then audited on site and if any 

faults are found they have 6 months to fix it. 
  
*It is at this point that the line cuts out and we call Alan on his mobile phone, he goes on to 

tell us about suppliers* 

  
Describing how they deal with troublesome suppliers, Alan states that unlike others they do 

not run away from suppliers with serious faults. If there is problems such as child labour 

they try to get them to change through using their purchasing power, if they after a while 

show that they are not serious about changing they then stop using that supplier 
  



 

Our following question regards the conflict minerals, they just hired a consultancy to help 

them to understand how to fix the issue. They have made a policy statement and contacted 

their suppliers and got them to sign a policy statement as well that they don’t use minerals 

from conflict zones, if they do they look at what options are available. 
  
We move on to discuss energy and water consumption, Alan tells us that they do measure 

both energy and water and that it is something they have really asked their suppliers to 

manage as well. 
  
Our last question regards occupational health and safety, and Alan says that they have the 

OHSAS 18000 and 18001, require their suppliers to also have them or an equivalent, but 

prefer that they have the OHSAS ones. Furthermore they have also conducted workshops 

where they have focused on the risk areas, for example battery suppliers, and audit their 

suppliers and tell them where they see gaps. 
  
We then end the interview. 
 

Interview with Keithley Martin, Head of Supplier Development, Telefonica UK 

Limited 

We started the interview by clarifying Keithley Martin’s role in Telefonica UK. In short, he 

outlines to us that his role is to develop supplier capabilities to meet business needs, this 

being done by working with suppliers in two distinctive areas, these being quality and 

sustainability. This clarification was useful in order to identify the relevance of his role 

towards sustainability within Telefonica. 
  
To begin with, in the interview, we ask Keithley why Telefonica should be sustainable. He 

states there are many reasons for why organisations want to be sustainable, and goes on to 

discuss the types of motivations. He says these include business motivations, as well as the 

motivation of ‘doing the right thing’. In terms of business motivations, Keithley explains 

that in order to win business these days you have to have a positive sustainability story, 

which has become a qualification criteria in winning bids. He concludes this point by 

saying that sustainability makes business sense, in terms of how you manage this internally 

and externally from the business. Keithley goes on to talk about an example of social 

sustainability for Telefonica, where an example is promoting youth employment, which is 

good in a moral as well as business sense, since youths are driving adoption of new digital 

technologies. he further explains that this is part of the Telefonica business model, and by 

helping this situation, they can enrich their own marketplace. He then goes on about the 

motivations related to compliance and obligations for the business, such as waste and 

harmful chemicals, as well as the protection of the brand, in terms of sustainability adding 

value stories, all this leading to the fact that sustainability is important. He concludes this 

point by stating that they have sustainability strategies and plans that address people as a 

part of the planet. We come to agree that these answers also contribute towards driving goal 

formulation towards sustainability. He does add to this discussion, however, explaining that 

customer insights has driven the inclusion of sustainability into the Telefonica brand, in 

terms of customers wanting to know more details about what the company is doing in this 

area. Keithley also stated that a sustainability agenda helps to attract employees and 



 

investors to Telefonica. Sustainability helps to create some stickiness between the brand 

and stakeholders. 
  
Next we address the first topic of discussion, being emissions, where Keithley informs us 

that Telefonica have a comprehensive approach to this area of sustainability. First of all, he 

explains that Telefonica is a member of the Carbon Trust, as well as the fact that they have 

identified the emissions their business makes. Keithley further explains that they have put 

actions and plans in place to deal with these issues, where they aim to provide products and 

services that counteract their emissions by 10 times. He goes on to discuss an example of 

these products and services, one being teleconferencing and its environmental benefits. 

After this, he discusses this issue in the respect of suppliers, where he states that they 

require suppliers to run emission reduction programs. Keithley goes on to discuss main 

suppliers more specifically, where they require them to make social and environmental 

commitments, finishing this point by discussing the example of technology suppliers that 

are required to add power efficiency. Finally, he states that driving companies towards 

power efficiency will have benefits such as strengthening supplier business relationships, 

since they will have potentially lower operating costs. 
  

Keithley goes on to explain that he will look to run a program to benchmark emissions of 

suppliers, working with the top 20 to make greater reductions to their emissions. He 

continues by saying that Telefonica looks to purchase green energy through agreements, 

stating that these green power sources can be a way of driving the development and 

availability of green energy for their operations. He explains part of this process is the work 

done by the energy management team, who are thinking in terms of what are Telefonica’s 

preferred sources of renewable energy. Concerning this question, Keithley finally adds that 

they, as a business, are looking into the benefits of sustainability in relation to their 

products and services, and by introducing this type of thinking, it helps to explore the issue 

and find ways to address it. 
  

Concerning this issue of recycling/reuse of mobile phones, Keithley talks about take back 

schemes and that revenue from these goes towards social causes, not into the main 

business. . He goes further to explain Telefonica’s initiative to reduce production of phone 

chargers by removing these from the boxes mobile phones are sold in, reducing the carbon 

and electronic waste impacts the phone charger production and consumption produces. 

Keithley finally adds that he looks to make sure suppliers are also recycling. 
  
Concerning this discussion, we cover areas concerning labour conditions, occupational 

health and safety, as well as supplier screening. Firstly, he tells us how it is to work at 

Telefonica, that they are anextremely enlightened employer, and that they support the idea 

of employees working from home, which is considered to be an environmentally friendly 

concept due to reduction of travel. 
  

Discussing these issues in relation to the supply chain, Keithley explains their policy, which 

is the ‘Telefonica Supply Chain Responsibility Policy’, which is aligned with the ILO base 

code, covering many topics concerned with labour conditions, such as health and safety, 

working hours, dangerous working conditions etc. He also states that in his role he would 

assess suppliers and identify them in consideration of a number of factors, these being 



 

location, activity and visibility to the media, which he explains as being very important due 

to potential issues that are not being found out about or highlighted. He goes on to discuss 

how he and Telefonica would handle high-risk suppliers, where they assess them through a 

third-party online assessment tool that measures supplier risk. He finishes this point by 

stating that they will go on site to assess labour conditions through the use of these online 

tools that were outlined earlier in, provided by EcoVardis. Finally, Keithley adds that they 

will investigate living conditions, such as dormitories, if suppliers provide this for their 

workers. 
  
Next we looked to discuss the sustainability topic of conflict minerals, where he started by 

asking us if we knew of the EICC guidelines before explaining that he and Telefonica 

require their suppliers to have a policy on conflict minerals, and to make sure that suppliers 

are adopt and following those guidelines. 
  

Keithley goes on to discuss the issue that happened a while ago in Indonesia that was in the 

general media, to do with mining and the issues surrounding this story. He then went on to 

say how Telefonica approached this, where they asked suppliers how they are dealing with 

this issue, and in this way, Telefonica was doing their bit to be engaged and to help the 

situation. 
  

Keithley starts to explain that in his role he is in charge of looking at the quality and then 

the sustainability of a supplier, saying that while he looks into the quality of a supplier, he 

learns a lot about them, so it is then easy to assess them afterwards in terms of 

sustainability. He states further that in this role he will be checking the supplier and their 

supply chain management, stating an example that he would check to make sure component 

suppliers have a policy on conflict minerals. He finishes this point by saying that it is 

highly important to make sure that suppliers are managing their suppliers, and in essence 

the whole supply chain. 
  

Moving on to our question concerning the topic of energy and water consumption, Keithley 

makes us aware that this isn’t an area that he is deeply knowledgeable about, but can 

contribute what he does know. He states that they have an energy manager who deals with 

these matters. 
  

He goes on to mention that, like all large businesses, they don’t own the building they 

operate in, but that they lease them. He continues by saying that these buildings are not 

even managed by a sustainability management organisation, however, he concludes by 

saying that they place clear requirements, as well as run projects with these sustainability 

management organisations about energy and water consumption. 
  

Keithley subsequently goes on to discuss the supplier side in relation to this topic. He 

explains that Telefonica requires suppliers to have emission reduction plans, as well as 

make commitments, these being suggested when Telefonica feels that current commitments 

are not appropriate in scale and nature. Furthermore, Keithley states that they are pushing 

them towards commitments concerned with the amount of green energy that a supplier 

sources. . Finally, concerning water consumption especially, he mentions this in relation to 

adding this to his planned benchmarking of suppliers, which was discussed earlier. 



 

  
We ask the final questions related to the topics of customer privacy and data protection, in 

which Keithley again makes us aware that this is an area he is not an expert on, but will 

contribute as much as he can. Firstly, he discusses the legal side of these topics, where they 

must comply with legal obligations and that everyone in the business needs to be 

knowledgeable and trained on matters concerning data protection. 
  
After discussing in terms of within the company, he talks about the supplier side. Here 

Keithley states that they have clear requirements of suppliers in terms of data protection, 

and make sure suppliers have systems in place to ensure the protection of data. 
  

He goes on further to explain the staff involved in dealing with these issues, being an 

information security management team, and that these controls need to be in place in order 

to operate networks and provide these for governments. In terms of their suppliers, he adds 

that they too must have information security management plans. Finally, he also adds 

another point concerned with security within the firm, where Telefonica is also audited 

internally in order to maintain compliance with standards. 
  

We end the interview, where we outline that we will send the transcription to Keithley to 

review in order to certify it, as well as make any changes due to any potential 

misinterpretation if necessary.  
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