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Abstract 
 

This Sweden-based thesis provides insights into the way in which charitable organizations 

can use entrepreneurial marketing (EM). This has been made possible with a descriptive, 

qualitative study with structured interviews with 7 representatives from charitable 

organizations with diverse causes. The benefits of this particular marketing form have been 

accounted for at length within research in relation to for-profit firms. Realizing the need for 

better insight into social enterprises, the charity sector provided a point from which to 

further nuance this discipline. All interviewees regard their organizations as being market 

and entrepreneurially oriented. Three studied aspects (external factors, 7 EM tenets and 

cultural orientation of EM) have produced results accounting for how EM is actually being 

used by participating organizations today. What has been found is that the EM, market and 

entrepreneurial orientation intentions of participating organizations are higher than actual 

behavior. What is more is that interviewees’ environments are relatively stable, reducing 

the immediate urgency of EM activities. Nevertheless, what has been most important is that 

results indicate that the use of current events, strategic partnerships, market research, shared 

value emphasis, communication effectiveness, media exploitation, innovative campaigns 

that creates values for sponsors as well as having viral effect and constant communication 

through updates of the social achievements to donors are current ways in which these 

organizations market their respective causes entrepreneurially. What has also been 

uncovered is that these organizations are more inclined to being risk averse than risk taking 

in their marketing practices. In addition, the EM tenet resource leveraging comes in the 

form of utilizing other organizations, firms, people, popular figures, typified by 

collaboration and mutual exchange in which value is created for both parties. The findings 

are transferable to other charity sector contexts and are based on the EM efforts of 

participating charities who all possess the 90-konto accreditation from Svensk 

Insamlingskontroll (The Swedish Fundraising Control).  
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1 Introduction  
This section introduces the reader to the situation of social enterprise as well as how this relates to 

the tenets of entrepreneurial marketing. Gaps within research as well as the purpose and scope of 

this thesis will be addressed along with the research question and delimitations. 

1.1 Background  
Social enterprises are touted as being the panacea of choice for societal needs that both the 

state and the for-profit entities fail to properly execute (Kerlin, 2006, p. 249; Shaw & 

Carter, 2007, p. 419; Matei & Matei, 2012, p. 1066; Stecker, 2014, p. 350). Although 

toeing the line between the non- and for-profit sectors, social enterprises’ first priority is 

achieving social equity through its mission, rather than shareholder profit (Low, 2006, p. 

379; European Commission, 2014, p. 4; Stecker, 2014, p. 352). The EMES Network, 

sponsored by the European Union, is the foremost research institute in Europe, dedicated to 

the field of social entrepreneurship, social economy, social enterprise and solidarity 

economy (EMES, 2015). The notion of social enterprise, according to the EMES Network, 

presupposes the combination of “income from sales or fees from users with public 

subsidies linked to their social mission and private donations and/or volunteering” (Kerlin, 

2006, p. 249; EMES, 2008, p. 19; Defourny & Nyssens, 2010, p. 204). EMES presents 

social enterprise as being non-profit, private organizations, bearing economic risk and 

autonomy that provide mission-based offerings of benefit the community (EMES, 2008, p. 

18; Defourny & Nyssens, 2010, p. 204).  

 

Complementing EMES’s classification, is the European Commission which defines social 

enterprises as those entities whose main goal is to “generate a significant impact on society, 

the environment and the local community” (European Commission, 2014, p. 4). The 

European Commission also states that social enterprises prioritize social impact over 

generating profit for owners and shareholders, use surpluses to achieve these social goals 

and are managed by social entrepreneurs in an “accountable, transparent and innovative 

way” (European Commission, 2014, p. 4). This social impact, within literature, is coined as 

social value, the delivery of which is the core purpose of the social enterprise (Sullivan 

Mort et al., 2002, p. 84; Austin et al., 2006, p. 18; Weerawardena & Mort, 2006, p. 32). 

Thus, for enterprising social organizations, this social value is achieved through social 

entrepreneurship in which expertise in both business and one’s market go toward 

effectively and efficiently achieving a social mission (Sargeant et al., 2001, p. 422; 

Flockhart, 2005, p. 32; Austin et al., 2006, p. 2; Smith & Stevens, 2010, p. 577). Thus, 

achieving one’s social mission plays a central role within social entrepreneurship 

(Weerawardena & Mort, 2006, p. 32; Guo & Bielefeld, 2014, p. 39).  

 

In order to further their social mission, social non-profit organizations (NPOs) funnel their 

earnings back into the organization itself in an effort to further an array of educational, 

research, welfare, economic, spiritual and social activities (Sullivan Mort et al., 2003, p. 79; 

Shaw, 2004, p. 195; Defourny & Nyssens, 2010, pp. 205-206). Social enterprises, used 

interchangeably by Low (2006, p. 379) with NPOs, are proffered as being owned by the 

community, necessitating that they juggle the interests of a wide range of stakeholders 

(Mook & Quarter, 2003, p. 285; Sullivan Mort et al., 2003, p. 80; Flockhart, 2005, p. 33; 

Defourny & Nyssens, 2010, p. 204). Similarly to for-profit firms, these organizations must 
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grapple with striking a balance between operational and financial objectives all while 

upholding organizational purpose, i.e. the social mission in the case of social enterprises 

(Sullivan Mort, 2003, p. 80; Weerawardena & Mort, 2006, p. 22; Dacin et al., 2010, p. 45; 

Morris et al., 2011, p. 965). On top of running the organization itself, NPOs face turbulent 

and rapidly changing environments, mounting community needs, tighter funding and 

increased competition (Alexander, 2000, p. 300; Sullivan Mort et al., 2003, p. 77; 

Weerawardena & Mort, 2006, pp. 22, 32). As a result, NPOs have begun to take on 

competitive strategies while delivering innovating ways of conveying value and securing 

competitive advantage (Sullivan Mort et al., 2003, p. 77; Weerawardena & Mort, 2006, p. 

32). Specific to Western Europe, social enterprises are increasingly having to tackle 

compounded social issues in the area of childcare, marginalized groups, elderly care, 

housing as well as urban regeneration (Kerlin, 2006, p. 252). In addition to competitive 

advantage strategies, marketing strategies have begun to come to the forefront. Along with 

having to become fiscally cunning by way of social entrepreneurship, current conditions 

have fostered an environment which compels social enterprises to pursue innovative 

marketing strategies, all while keeping their social mission and integrity intact (Sullivan 

Mort et al., 2003, p. 77; Matei & Sandu, 2013, p. 56).  

 

The issue of marketing within social enterprises is certainly relevant in the case of Swedish 

charitable organizations which have entered into a period of emerging guidelines 

concerning fund appropriation. Namely, charities in Sweden, to be in compliance with 

Svensk Insamlingskontroll [The Swedish Fundraising Control], must namely ensure that 

their administrative and marketing expenses do not surpass 25 percent of their turnover 

(Svensk Insamlingskontroll, 2015a, p. 11). Being in compliance with Svensk 

Insamlingskontroll has caught on among charitable organizations, supposedly for its ability 

to bring legitimacy and transparency to the operation (Svensk Insamlingskontroll, 2015b). 

Swedish charities that fundraise and adhere to these guidelines are charged with taking on a 

“90-konto” [translated: 90 account]. This 90-konto indicates the organization’s 

commitment to maintain the 75:25 ratio in their “humanitarian, charitable, cultural and 

other philanthropic endeavors” (see Svensk Insamlingskontroll, 2015a, p. 13). This 90-

konto is a result of the increasing demand for improved legitimacy in charities’ fund usage. 

This scenario is not unique to Sweden as others in the Western Europe world are 

experiencing increasing donor dissatisfaction and increased demand being placed on charity 

accountability by government institutions and donors alike (Bekkers, 2003, p. 600; Grace, 

2005, p. xiv; Breen, 2009, p. 116; van Iwaarden, 2009, p. 6). With accreditation systems, 

policymakers have the following aims in mind: reducing charity inefficiency, eliminating 

fraud and/or increasing transparency for donors’ sake (Breen, 2009, p. 113). The system put 

in place by Svensk Insamlingskontroll is known as a statutory cap model (Breen, 2009, p. 

118). Although not compulsory for Swedish charitable organizations, this model is 

compulsory in such nations as Ireland, New South Wales, Canada, and up until the 1980s, 

the United States. Statutory cap models limit money being spent on activities other than the 

cause itself, including administration, marketing and fundraising. Accreditation systems, 

such as those put in place by Svensk Insamlingskontroll, have become a source of increased 

trustworthiness for non-profits (Bekkers, 2003, p. 613; Breen, 2009, p. 138).  

 

Before being seen as worthy of donation, by either the masses or other organizations, 

charities need to make themselves known (Goerke, 2003, p. 317; Dolnicar & Lazarevski, 
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2009, p. 277; Slatten et al., 2011, p. 113). This necessitates funds being put toward 

marketing efforts in order to raise awareness of the charity’s existence. In order to both 

maintain necessary marketing practices and remain appealing to donors, inventive and cost 

effective means of marketing can prove to be of great use. An attractive option for non-

profits in order to achieve this is the use of entrepreneurial marketing. This marketing form 

emphasizes the maximization of accessible resources, the innovative and proactive 

execution of market opportunities as well as the usage of calculated risk and customer 

centricity to achieve greater marketing impact and growth (Morrish et al., 2010, p. 307). 

Entrepreneurial marketing, a concept that is postulated to apply to both for- and non-profit 

firm (Morris et al., 2002, p. 8; Shaw, 2004, pp. 201-202; Kraus et al., 2010, pp. 30-31), is 

far from being a well-established marketing discipline. This is to say, there is far from a 

consensus as to the exact definition of entrepreneurial marketing (Shaw, 2004, p. 195; 

Kraus et al., 2010, p. 21). Nevertheless, a broadly accepted definition of entrepreneurial 

marketing reads as follows “the proactive identification and exploitation of opportunities 

for acquiring and retaining profitable customers through innovative approaches to risk 

management, resource leveraging and value creation” (Morris et al., 2002, p. 5).  

 

In the case of NPOs, market orientation (MO) needs to address separate market segments: 

beneficiaries or clients of the service itself and donors, private persons and organizations 

alike, of the NPO (Alvarez Gonzalez et al., 2002, p. 58; Morris et al., 2007, p. 16). Morris 

et al. (2007, p. 21) assert that this makes for a more complicated dynamic than is present in 

for-profit organizations. Findings indicate that there is a positive correlation between the 

market orientation shown toward donors and that shown toward clients, making for a 

duality in the non-profit context (Morris et al., 2007, p. 33). Consequently, although this 

thesis mainly focuses on the sponsors segment, EM efforts directed to the beneficiaries will 

also be acknowledged. This is because the authors understand that marketing efforts are not 

always solely directed toward one market group. Ignoring marketing directed toward 

beneficiaries would be to exclude those organizations that need not appeal to the masses for 

sponsorship. In addition, disregarding beneficiaries, although relatively foreign to the EM 

field, would be too disingenuous to the integrity of the charity sector and its idiosyncrasies. 

The task of distinguishing donors from clients is perhaps a matter best reserved for future 

research within EM. Moreover, one may argue that when juxtaposing sponsors and 

consumers, the funders’ role in social enterprises takes on one likened to shareholders since 

an investment is being made in anticipation of future return; the only difference being that 

sponsors invest in social change (Austin et al., 2006, p. 14). Therefore, while theory within 

EM will be used, which is usually discussed in relation to commercial firms, the 

interviewed organizations of this particular study will be able to provide their own insights 

in relation to their clients and donors. 

 

Upon first glance at Morris et al.’s (2002, p. 5) definition, there are aspects of both the 

context, social enterprise, and the concept, entrepreneurial marketing, that resonate with 

each other. In both, value is created through the organization to cover a specific exogenous 

need which, when supplied, provides the organization with the means of continued 

operation. What entrepreneurial marketing research fails to cover, however, is the way in 

which charities may be able to apply these tenets to their own circumstance. Herein lies the 

foundation of this thesis which is the investigation into the use of entrepreneurial marketing 

within charitable organizations. Given the pressure for social enterprises to employ 
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innovative marketing techniques when facing today’s environment, it is interesting to learn 

whether or not EM serves social enterprises just as well as for-profit firms. In other words, 

research should aim to ascertain the usefulness of EM within charitable organizations in so 

far as bringing entrepreneurial mindsets to current marketing practices. One issue, however, 

with simply inserting social enterprises into this seemingly commercialized research area is 

the unwillingness of these organizations to attribute firm success to the individual efforts 

(Shaw, 2004, pp. 202-203). Another issue is that although non-profit firms have been found 

to engage just as much in opportunity recognition as for-profit firms, these firms are 

significantly less inclined to do this in the name of profit. Nevertheless, commonalities seen 

between for-profit and non-profit firms in the area of EM have been opportunity 

recognition, entrepreneurial effort, networking and entrepreneurial organizational culture. 

 

As certain Swedish charities have limits on how much of their revenue can go toward 

administrative expenditures (Svensk Insamlingskontroll, 2015a), it is value for these 

organizations to use such EM tenets as resource leveraging and customer relationships to 

make the most of their available resources. This is likewise because it is important to 

identify any discrepancies that may be inherent within the social enterprise context working 

either against or for EM’s effect on profits. Being a relatively new field of research in itself, 

entrepreneurial marketing’s applicability within atypical firm types, for example, entities 

not of a for-profit or profit-maximizing start-up nature, is all the more obscure (Kraus et al., 

2010, p. 20). Consequently, how charities, in their specific context, accommodate and 

utilize EM dimensions in pursuit of the social mission is of interest to the authors of this 

thesis. This is the case especially because the funding environment for social enterprises is 

becoming increasingly strained (Sullivan Mort et al., 2002, p. 77; Flockhart, 2005, p. 29; 

Klein, 2011, p. 20). Indeed, social enterprises face stark competition and constraint in the 

areas of donorship and grant allocation today (Alvarez Gonzalez, 2002, p. 57; Sullivan 

Mort et al., 2002, p. 77; Venable et al., 2005, p. 296; Weerawardena & Sullivan Mort, 

2012, p. 91). As a result, social enterprises increasingly face pressure to distance 

themselves from grant reliance by turning to financial instruments and private funding (Das 

et al., 2008, p. 161; Flockhart, 2005, p. 41; Mason, 2012, p. 76). Diversifying sources of 

income, increasing donor numbers and varying fundraising skills has become paramount to 

survival for social enterprises in the face of depleting sources of funding (Klein, 2011, pp. 

19-20). Many, unable to meet the demands of diversifying their funding, have been forced 

to either close their doors or acutely curtail their services. Delving into the implications of 

how charitable organizations use EM is envisioned, by the authors, to benefit both 

practitioners and academics alike as far as understanding the form EM tenets will need to 

take in this context. This will hopefully lead to a positive impact on future marketing efforts 

in practice. This topic is only increasing in practical relevance as the number of charitable 

organizations worldwide is growing by the day (Das et al., 2008, pp. 161-162). Out of all 

existing forms of social enterprise as seen in Europe, from cooperatives to mutual 

organizations and benefit corporations (Mook & Quarter, 2003, p. 295), charitable 

organizations are of most interest, not least, due to the difficulty the charity sector is 

experiencing when it comes to message dissemination (Das et al., 2008, p. 162). According 

to Das et al. (2008, p. 162), the charity sector struggles with two marketing aspects that are 

crucial to pursuing the social mission by way of increasing the perceived value of the 

charity’s donation intention and goals; these are message framing and message evidence.  
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Morris et al. (2002, p. 8) argue that EM is “applicable to all combinations of the profit/non-

profit, micro/macro and positive normative dichotomies”. Taking this postulation as a 

given, this thesis will add to the body of research through describing the particular 

marketing practices the social enterprise type charitable organizations effectuate when 

employing EM dimensions to fuel their mission. This research will be carried out on 90-

konto, Swedish charities with their own unique missions that add nuance to this research. 

Having painted a contextual background, even deeper levels of problematization become 

clear. Firstly, the majority of charitable organizations direct their marketing efforts toward 

the general public (Grace, 2005, p. 42), meaning that entrepreneurial marketing efforts, 

when applied to this context, must be altered to suit charities’ particular circumstances. EM, 

characterized by intensified target audience relationships and value creation (Morris et al., 

2002, p. 7), when direct toward the masses makes for an interesting subject of study as the 

two characteristics are challenged by the lack of proximity to sponsors and perceived lack 

of tailorable offerings. Secondly, customer intensity, inherent to EM is also turned on its 

head as customers is rendered an ill-suited term in context of charities, especially in light of 

the difficulty the authors have had in locating the search term customers in non-profit, 

charity sector and social enterprise literature. That is to say, building social value, the social 

enterprise equivalent to sponsor and beneficiary value, is based solely on the achieving the 

social mission with the help and contribution of like-minded contributors. Thirdly, Swedish 

charitable organizations desiring 90-konto accreditation are automatically exposed to 

specific funding allocation stipulations (Svensk Insamlingskontroll, 2015a, p. 11) and 

demands on ethical practices lest they be stripped of their accreditation (Svensk 

Insamlingskontroll, 2105b). 

  

Some might argue that marketing is not relevant in the charity sector as they are not 

working in a commercialized environment and their mission is compromised by the use of 

marketing activities (Andreasen & Kotler, 2003, p. 4). However, marketing, customer 

orientation and customer-based marketing are just as necessary for the success of non-

profits organizations since they need to influence donors to make a contribution for the sake 

of the mission (Andreasen & Kotler, 2003, p. 5). So therefore, even though EM was first 

developed as theory for profit-maximizing reasons (Covin & Slevin, 1991), it still make 

sense to use such theories for the maximizing the contribution to the mission. Furthermore, 

some research states that marketing undertakings ought to be used in all different types of 

businesses, although adaption needs to be made to fit to every context (Kotler and Levy 

(1969, p. 15). Other research also supports that nonprofit organizations should use 

traditional marketing theories in their work (Goerke, 2003, p. 317; Dolnicar & Lazarevski, 

2009, p. 277). Stakeholders of non-profit organizations are getting more interested in the 

techniques that are used in the for-profit industry in order to be more effective, efficient and 

more accountable for expenditures (Slatten et al., 2011, p. 117). A reason for this is that 

many of the board members originate from for-profit businesses and, as a result, these 

effective marketing methods can be transferred to other organizations. The authors of this 

work, thus, argue that this reconciles the application of theories that originally come from 

the for-profit industry in this thesis. 
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1.2 Research Gap  
There is still much to learn within the field of EM, exacerbated by little interdisciplinary 

fertilization (Webb et al., 2011, p. 549). Sullivan Mort et al. (2003, p. 76) also point out that 

the present understanding of EM is low. Research has become bogged down in the theory 

of marketing practice instead of exploring how it actually works in reality (Morrish et al., 

2015, p. 25). Thereby, it would be useful with a more deep investigated “hands-on” 

research of marketing “to fill the persistent gap in understanding of EM” (Morrish et al., 

2015, p. 25). This indicates that qualitative research in this field is needed as deeper 

investigation and understanding are best accomplished through qualitative studies. 

Moreover, the questions brought about while, in effect, attempting to theoretically break the 

concept of EM free from the profit-maximization paradigms have been a driving force 

behind the concept of social entrepreneurship (Mair & Marti, 2006, p. 38). Research has 

investigated the use of EM for the reasons of profitability (Morris et al., 2002, p. 5; Shaw, 

2004, p. 201; Morris et al., 2007, p. 14), but not much has been discussed as to how EM 

should be used in a social enterprise setting (Desa, 2012, p. 727), where concern is placed 

on getting the message out and promoting the cause over profitability (Andreasen & Kotler, 

2003, p. 6; Boris & Steurele, 2006). The effects of innovation, risk-taking and 

proactiveness in a non-profit entrepreneurial organization have been tested for its strategic 

relevance (Morris et al. 2007, pp. 13-14).  

 

Furthermore, quantitative research have tested the backgrounds and financial performance 

of an entrepreneurial orientation (EO) and market orientation in non-profit organizations. 

However, close to no research findings exist on how EM is used within this context, 

therefore, there is a gap of knowledge of a deeper understanding of EM in non-profit social 

enterprises. Thus, the knowledge of how that would work is not readily available due to 

research scarcity into the area of non-profits (Morris et al., 2007, p. 14). Little is known 

about how EM would be used differently or adjusted within the context of charitable 

organizations. Morris et al. (2007) have touched upon this, although with a quantitative 

study which does not provide deep understanding of how and why things differ. This is also 

something that has been highlighted by Shaw (2004, p. 203) who recommends that future 

studies focus on comparing and contrasting the entrepreneurial effect in both profit and 

non-profit organizations. Matei and Sandu (2013, p. 56) point out the need for research that 

touched upon the observation of behavioral character of social enterprises inside the market 

and the need to recognize successful marketing actions for social enterprises. Non-profit 

social enterprises can offer a new way of viewing EM, where the means of the EM activity 

is to get out the message of their mission instead of the more traditional profitability means 

of marketing (Shaw, 2004, p. 201). Furthermore, to the authors’ knowledge, there has not 

been any investigation of the EM in the Swedish market which signifies yet another gap in 

the practice and understanding of the use of EM. 

1.3 Research Question 
The research question of this study is as follows: “How can charitable organizations utilize 

entrepreneurial marketing tenets in pursuit of their social mission?” This question is 

directed at Swedish non-profit, charitable organizations that identify themselves as being 

entrepreneurially and market oriented during the selection process. Perhaps implied, these 

charities must be engaged in marketing in one form or the other in pursuit of their social 

mission. Secondly, these charities shall all possess an active 90-konto. This research 
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question is intended to be answered on the organizational level by individuals working 

within the informant organizations with a presence on the Swedish market, without 

preference shown to internationalized relief efforts or headquarters. Furthermore, this 

research question is intended to lead to a description of current activities of EM undertaken 

by these enterprises as well as a description of how the tenets of EM present themselves in 

these contexts. It is the task of the authors of this work to determine the EM quality and 

level of respondents’ answers and efforts, assisted by supporting theory. 

 

This research question also builds upon the notion of non-profit organizations utilizing EM 

in order to spread their message and pursue their mission. The question of how will produce 

insight into spreading the charity’s message and pursuit of the social mission through the 

use of EM within the context of a seldom-seen subject matter within EM research. What is 

meant by how entails the identifying the EM actors, processes, norms, practices, the 

internally directed activities, such as active search, as well as the externally directed efforts, 

such as campaigns, that can be considered beneficial to marketing efforts. Insights into 

these areas spawn from theoretical frameworks already established within EM and social 

enterprise research. Thus, to exemplify, interviewees’ take on how their charity creates 

sponsor value will constitute acceptable data, investigating one of the seven dimensions of 

EM, in this case value creation. The link between efforts and spreading the message will be 

based solely on the opinions of informed actors. 

1.4 Purpose 
To add to the body of research and aid in the understanding of charitable entrepreneurial 

marketing, this thesis will highlight the means through which the marketing message is 

magnified by EM processes within the context of charitable organizations. This study’s 

purpose is, then, to make a theoretical contribution based on how the EM approaches can 

be taken by charitable organizations in practice. This is study also intends to fill in the gap 

of knowledge between what is thought to occur in and be suitable for the real world and 

what is currently functionally viable in today’s social economy. Beyond providing an 

understanding, the second purpose of this thesis is also to account for how these EM 

practices have helped and stand to help the marketing objectives in a social enterprise 

setting. Interviewees/Organizations with insights within this area, especially those with 

clear entrepreneurial mindsets in marketing practices, will concomitantly aid fellow 

marketing and entrepreneurship practitioners through leading by example. This inter-

constituent knowledge sharing is one of the most integral contributions this thesis hopes to 

deliver. 

 

Thirdly, the overall societal contribution of this body of work weighs heaviest as it is the 

ambition of the authors to contribute to the betterment of future charitable marketing 

activities by providing recommendations based on empirically based insights and theory. 

This is done, firstly, to achieve increased cohesiveness between theory and practice and, 

secondly, to provide a higher-level and compounded learning of use to both academia and 

practitioners. In addition, the authors of this thesis aim to achieve the purpose of this study 

with the help of a qualitative study on charitable organizations. This is to fill the need of 

more extensive investigation inherent with the question of how EM is and can be used 

within the charity sector. Fourthly, this descriptive study, with explanatory elements, will 
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set social EM in the context of charitable organizations, providing tangible solutions these 

soon-to-be-uncovered insights will provide.  

 

To conclude, this thesis’ purpose is, therefore, to make a scientific contribution in way of 

how EM practices work within non-profit, charitable organizations as well fill the current 

research gap this entails. Once completed, academia may come to acknowledge the unique 

contingencies of charitable organizations while broadening and fortifying the scope and 

usefulness of EM. Thus, in summary, the end result of this academic effort is to alert and 

inspire marketing and entrepreneurship practitioners looking to maximize their reach 

without compromising the delicate balance involved in fund allocation and the 

trustworthiness that comes with it. Achieving this purpose will help fill current gaps within 

the concepts of social entrepreneurship and EM in the Swedish market while mapping the 

previously unknown interlinkages therebetween. 

1.5 Delimitation 
This study will attempt to answer questions specific to the domain of social enterprises’ 

marketing efforts, with the firm-level perspective of practitioners within charitable 

organizations in particular. This study does not intend to rewrite but complement theory 

within entrepreneurial marketing, painting a more robust picture of the practical means 

employed to maximize the charitable message’s impact. From this more detailed depiction, 

this study hopes to isolate a context not yet established within EM theory, thus delivering 

new contributions that will be added to the scope of entrepreneurial marketing as a concept. 

In terms of the individual level perspective, insights pursuant to interviewees’ official 

capacity as marketing entrepreneurs is valued epistemologically. The EM in this study is 

aimed to support the research for charities and not for traditional profit maximizing firms 

that are not engaged in social work. The research is not quantitative as it does not intend to 

explore what EM is quantifiably speaking, but rather investigate how EM is used to create a 

deeper understanding of EM. As a result, results will in no way be directly generalizable or 

be used to portray the situation of charitable organizations outside those examined and their 

context. Thus, the use of EM to achieve financial goals, i.e. fundraising objectives, is not 

explored in this study despite the possession of a 90-konto being a criterion for 

participation.  

  



 

9 

2 Research Philosophy  
This section lays the foundation for the research philosophy upheld within this study as 

well as the conditions upon which the design, perspective, approach and eligibility have 

been chosen. 

2.1 Choice of Topic and Preconceptions 
Both thesis authors have a seminal academic background in both the field of marketing and 

entrepreneurship respectively. Karin Jorlöv’s background in marketing and Crystal 

Holmes’ in entrepreneurship both constitute the foundation for the settled upon research 

field. For the authors, the mutual learning potential in taking advantage of both of their 

academic strength in entrepreneurship and marketing was clear, leading to the search for 

the interlinkages of the two fields. The values and different approaches by the authors can 

be partially understood by virtue of who they are and the knowledge these particular actors 

possess (Johansson-Lindfors, 1993, p. 25). Therefore, it is important for the reader to 

understand the preconceptions of the authors to make informed reflections and 

understanding of the methods and findings of the thesis. It is also good for the authors to 

understand their own preconceptions and understandings of the academic knowledge to be 

able to venture away from biased, pre-conceptual reflections. Preconceptions are born from 

the researcher’s personal background, experiences of the research field and schooling. One 

of the authors has a major in management and a minor in entrepreneurship while the other 

has a major in marketing and a minor finance, with select courses in entrepreneurship and 

management added in. Together, the authors have a strong academic background in the 

field of innovation, entrepreneurship and marketing.  

 

As a result of the writing of this thesis, the authors will have acquired an understanding and 

knowledge of the field of EM and its constructs. In so doing, the authors will have gained 

an adequate understanding of the subject matter to be able to conduct research therein. 

Thereby, one can conclude that writers of the thesis will have had some knowledge about 

EM upon data collection and analysis. In this study, EM will be tested by describing and 

explaining how non-profit social enterprise can use EM. What is more, both researchers 

have some practical experience in the field of non-profit charitable fundraising and thereby 

can more easily immerse themselves into this setting. One of the researchers has worked 

with the Red Cross in Sweden and helped with face-to-face fundraising in the field. This 

has increased her knowledge of how charities work with an international social cause, as 

well as the organization's marketing and how they communicate valuable information to 

attract donors. The other one has worked in the marketing department of SOS Children’s 

Villages in the US and has therein experience of how marketing is approached in the non-

profit charity sector. Furthermore, considering backgrounds even though both authors are 

Swedish, one is also Jamaican-American and the other one has studied the International 

Business Program with multinational exchange study experience. Therefore, the authors 

have a broad spectrum of the world and can be seen as less narrow-minded in terms of 

cultures and diverse business practices.  

 

This fact can help in considering reflexivity in order to escape from biased reflections as 

they have experience of different cultures and can understand people's differences of 

opinions (Caetano, 2014, p. 238). Reflexivity (uncontrolled observations of behavior) is the 

most central of human life for the recognition of the competence of other members of 
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society (Giddens, 1976, p. 114), as well as critics to self-explorations of interpretations 

(Alvesson & Sköldberg, 2009, p. 9). This is why the authors will try to explain what they 

do accompanied by explanations in as much as possible in the methodological and 

conclusion chapters. The authors will also consider the reflexivity of other researchers, in a 

way to avoid bias and misinterpretation. The authors will do this by reading the articles 

cited in this work in their entirety to understand the methods used and correctly attribute the 

results of the different studies. In this way, the authors can make their own perceptions of 

the conclusions so that no misinterpretations are made. No one can monitor his/her actions 

exhaustively, and certainly not the everyday interactions, which, as it happens, are 

classified as inconsequential to the execution of the work (Giddens, 1976, p. 114). 

Therefore, all methods used will be explained as thoroughly as possible in this research, 

although the interactions between the two authors and the supervisor will not be explained 

or mentioned, due to unimportance for the understanding of the study.  

 

As for preconceptions concerning social enterprises, the authors had been under the 

impression that these organizations would stand to benefit from EM given what had been 

known about these enterprises prior. The authors had envisioned these enterprises as all 

being non-profit and limited in terms of funding and resources. Having understood that EM 

deals in the maximizing and leveraging of resources, social enterprises had seemed, to the 

authors, to be the organizational type with most to gain from engaging in EM processes, not 

least within the context of Sweden. This is because of the structure in Sweden, where 

asking for money from the public puts pressure on the organization to not spend too much 

money on administrative cost, inclusive of marketing to serve the interest of the receivers, 

donors and other stakeholders is to some extent part of the organization’s reality. This 

creates a certain setting that is not seen at profit-maximizing firms, which thereby creates a 

need for research leveraging and other EM tenets. In fact, in Sweden, a charitable 

organization collecting money with a 90-konto, must spend 75 percent of their fundraising 

money on the cause (Svensk Insamlingskontroll, 2015a, p. 11). It is in the authors’ opinion 

that organizations have an ethical responsibility to use their resources as efficiently as 

possible, using as much money as they can from donors on the actual cause. As the authors 

of this thesis trawled deeper into literature, it became apparent that social enterprises are, in 

fact, as diverse as their for-profit counterparts, even as far as to engage in certain 

commercial activities themselves. Having been made more enlightened, it is the explicit 

objective of the authors to refrain from stereotyping those organizations interviewed, 

avoiding the notion of there being an inherent struggle as well as an innate aversion to 

profit/commercialization during the interview and data analysis process.  

2.2 Ontological Considerations  
The ontological view of this study is leans towards subjective, giving credence to the 

existence of a social reality beyond what is independently observable (Ritchie et al., 2013, 

p. 4), involving beliefs concerning the reality and relationship of the world, people and 

society overall (Eriksson & Kovalainen, 2008, p. 13). This because, first of all, it is a 

qualitative study with no statistical truth and the result cannot be outwardly generalizable 

beyond those interviewed. Secondly, as can be seen in later chapters showcasing people´s 

perception of reality, the subjectivity of the organizations’ surroundings and the individual's 

depiction of reality are given traction. The result of this sort of research is a variation of the 

answers, making for a more nuanced study from which future research can pull areas of 



 

11 

interest. Hence, this thesis upholds the notion of there being a fundamentally mind-

dependent reality perceivable by the social actor in focus and being interpreted by 

interviewers with consideration of the conveyed external reality. Schwartz-Shea and 

Yanow (2006, p. 6) state that whether a researcher can see reality as objective or socially 

constructive depends on the subject of research. As the authors have a more subjective 

attitude shown toward understanding relationships between social actors, this thesis adopts 

a social constructionist stance in which meaning will be an outcome of a multilayered, 

perceived reality (Alvesson & Sköldberg, 2009, p. 25; Creswell, 2009, p. 8). To give an 

example, conclusions will be drawn on how a non-profit charity can use EM for benefit of 

the organizational mission. This will be based on the organizations interviewed and their 

opinion on the effectiveness of different activities.  

2.3 Epistemological Considerations 
Pursuant to epistemology, which concerns means through which knowledge about the 

world is accrued (Arthur et al., 2012, p. 16; Ritchie et al., 2013, p. 6), this study chooses to 

validate knowledge of a subjective nature, necessitating an interpretivistic philosophy. 

Positivism on the other hand is about using law to understand the world and the research 

question is of what and if format (Schwartz-Shea & Yanow, 2006, p. 6), which can be 

excluded in this research as it does come with any statistical or quantifiable empirical data. 

Interpretivism, on the other hand, is more concerned with finding meaning and 

interpretation of how and why characteristics to understand a social phenomenon. As the 

research question follows: “How can charitable organizations utilize entrepreneurial 

marketing tenets in pursuit of their social mission?”, answering the question of how 

presupposes an interpretive stance taken on knowledge assessment. Indeed, social 

constructivism is commonly combined with an interpretivistic standpoint (Creswell, 2009, 

p. 8), allowing for knowledge of a reflective and experiential nature to be incorporated into 

research as acceptable knowledge upon which findings may be derived (Arthur et al., 2012, 

p. 16). In this especial case, informants will be encouraged to think back to past marketing 

efforts as well as synergize experiences and practices when answering the questions in an 

effort to further vitalize the how aspect of the question. Furthermore, the interpretivist 

school posits that the understanding of the world’s meaning comes from interpretations 

(Denzin & Lincoln, 1994, p. 118).  

 

Complementing this is the fact that answers will add to knowledge of how a non-profit 

charity can use EM and therefore descriptively amplify the current understanding of EM. 

This allows the knowledge to come forward on the basis of interpretation from both 

informants and the authors of this work. These aspects of interpretivism combined reflect 

an intersubjective or coherence theory of truth, meaning that there is no right or wrong 

answer when conveying one’s informed opinion (Ritchie et al., 2013, p. 8). This means that 

marketing practitioners’ honest belief as to the cause-and-effect relationship of actions 

taken to market entrepreneurially will constitute an accurate enough depiction of their 

social world. Resultantly, this thesis will give traction to interviewees’ view of their 

external reality and adopt their views and interpretations as truth.  

 

Thereby, this data becomes subjective to the interviewees and the perceptions of the authors 

of what the data means. Knowing this, information collected will come from the most 

relevant actors involved due to the sensitive nature of opinion. Furthermore, the ontological 
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consideration is appropriately connected to the current research question and how it is 

formulated (Schwartz-Shea & Yanow, 2006, p. 6). In line with this, the question of how 

will be answered through tackling EM’s seven dimensional tenets, to be discussed later. 

Due to the social phenomena to be understood concerning how EM is used, interviewees’ 

making reference to elements of their environment that are beyond their control is an 

anticipated possibility. This further necessitates a social constructivist view in so far as 

interviewees’ opinions on their own environment being taken into consideration and 

analysis. For instance, participating charities will be asked to give their opinions on their 

external environment in an effort to piece together a clearer picture as to what their EM 

efforts are a reflection of. The authors will, then, have to make sense of these elements and 

assign the appropriate representation and categorization based on interview constructs in 

order to present the data more cohesively. 

 

Furthermore, one cannot claim that this study will be value-free through and through, 

without influence from its orchestrators (Ritchie et al., 2013, p. 8). By virtue of this study’s 

intrusion into marketing practitioners’ social world, there is an interactive element that 

interrupts the status quo. This means that although it is the intent of the authors of this work 

to be as non-intrusive and unbiased as possible, the highest level of neutrality that can be 

hoped for is empathic neutrality. Empathic neutrality is the acknowledgement that research 

cannot be value free and that, instead, researchers attempt to make their “assumptions, 

biases and values transparent” all while reserving judgment where possible (Ritchie et al., 

2013, p. 8). These assumptions can take the form of unduly attributing cause-and-effect 

relationships between elements when analyzing, such as innovation focus and experiencing 

a hostile market environment, without having had these confirmed by participants. It is, 

thereby, the aim of the authors to act ethically and remain within the empirical parameters 

delineated by interviewees at all times. Any extrapolation of data made shall be reserved 

solely for the discussion chapter. 

2.4 Research Approach 
The research approach concerns the empirical reality and the subject of empirical study 

(Johansson-Lindfors, 1993, p. 54). In the inductive approach, explicit interpretations cannot 

be generalized to rules of knowledge and can in that sense be criticized (Blumberg, 2011, 

pp. 21-22). However, a deductive study, such as this can be helpful in using current theories 

to seek relationships to different variables, but cannot change or create new theories that 

you can do with an inductive approach. This study espouses a deductive approach as the 

most appropriate means of building a discourse into how charities employ EM. Deduction 

implies a top-down process within which logically gleaned propositions are tested 

empirically (Ritchie et al., 2013, p. 6). This is certainly the case for this study as the 

questions being posed and analytical categories being devised are all influenced by 

assumptions derived deductively from previous work and research within the EM field 

(Ritchie et al., 2013, p. 6). The difference of a deductive and an inductive research 

approach is that for the current deductive method, the research goes from theory to 

empiricism and for inductive, the reverse is true (Johansson-Lindfors, 1993, p. 55). Most 

commonly, a deductive approach is used in a quantitative study (Johansson-Lindfors, 1993, 

p. 55), but in this case it is not, which means a deductive approach of qualitative method is 

used without hypotheses. The process of induction in this particular research is: Theory → 

data collection → findings → revision of theory (Merton 1967, p. 39). Firstly theory 
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followed with data collection followed with findings followed with revision of theory. This 

study approaches its enrichment of theory, so to speak, from a deductive perspective in 

which questions are answered to shed light on a narrower sub-context. This is made clear 

by the purpose of this thesis which is to examine EM tenets according to a specific firm 

type, i.e. charitable organizations, and situation. In terms of research strategy, the data 

collection will take place in the form of a broader study. This study will examine the use of 

EM within the contexts of different organizations. It is the intention of the authors to retain 

at least 7 interviewees for this study in order to gain more diverse insights. 7 interviews 

should be enough considering the time and resource constraints of this study. Afterward, 

the data collection the findings will be presented in the results and analysis chapter, where 

the data shall be thematized better enabling findings analysis (Attride-Stirling, 2001, p, 

387).  

2.5 Research Strategy 
According to Ritchie et al. (2013, p. 3), the formulation of the research purpose and 

question should guide the selection of either qualitative or quantitative research. It is further 

proffered that questions starting with how, why and what will most likely identify 

qualitative research (Holstein & Gubrium, 2003, p. 115; Ritchie et al., 2013, p. 3; 

Schwartz-Shea & Yanow, 2006, p. 6). By virtue of its purpose, this study will delve into the 

interpreted meaning of social actors’ experiences, told from their point of view. This 

necessitates the analysis of qualitative data, in particular, as data collected is not intended to 

be measured or quantified in any sense but interpreted for deeper understanding. A deeper 

understanding can only be generated with qualitative studies that can investigate social 

phenomena of behaviors concerning how something is done (Blumberg, 2011, p. 144), 

while quantitative studies mainly focusing on numbers and statistical proof with hypotheses 

tests that only proves if something is true or not (Saunders et al., 2009, p. 119). A 

quantitative study is not suitable as it does not fulfill the purposes of this study. Moreover, 

qualitative data type is of most relevance to the question of how certain EM-based efforts 

fit into and can be used in the landscape of the charitable organization (Holstein & 

Gubrium, 2003, p. 115; Schwartz-Shea & Yanow, 2006, p. 6; Ritchie et al., 2013, p. 3).  

 

The question of how innately requires the analysis of soft data that is of a more descriptive 

and context-enriched nature (Lunsford Mears, 2009, p. 18). The means through which the 

authors intend to obtain this data is through the direct inquisition of those closest to it. 

Interviews are the most prevalently employed methods of data collection within qualitative 

research (Ritchie & Lewis, 2003, p. 36; King & Horrocks, 2010, p. 1; Delamont & Jones, 

2012, p. 364). The authors of this thesis have the intent of carrying out structured 

interviews in order to allow respondents to give rich insights into the EM’s in their 

organization type. Structured interviews allow for collection of first-hand insights that not 

only generate direct answers to questions asked but also provide the interviewer with clues 

as to how interviewees construct their own realities (Yin, 2013, p. 12). Because of this, 

insights from those with oversight within organizations, communities or small groups are 

even more valuable as these individuals convey an even more detailed depiction of the 

common experience. It is, therefore, the intention of this study to obtain insights from 

entrepreneurial marketing actors themselves in order to paint a more vivid, accurate and fair 

picture of the entity's circumstances. That is to say, marketing heads, chairpersons, 



 

14 

managers or founders are able to better provide valid insights into how the charity as a 

whole uses EM than the average organizational member.  

2.6 Research Perspective 
This thesis’ primary data source stems from interviews with key members within Swedish 

non-profit, charitable organizations, reflecting undertaken EM efforts. The empirical 

perspective of this thesis rests firmly on the firm level and is based on the current and past 

activities of the marketing team/department. The interviewees are charged with giving 

subjective insights, while allowing their professional experiences and astuteness to draw 

parallels to marketing efforts and their entrepreneurial effectiveness. In addition, the 

European definition of and criteria pertaining to social enterprise will be upheld, 

necessitating the organizations be non-profit, their own legal personality and engage in 

marketing to the public. As for EM, the academia-wide tenets of EM are espoused within 

this thesis, upholding the postulates of such influential authors as Morris; Morrish; Kohli 

and Jaworski; Sullivan Mort; Covin & Slevin. This entails that this thesis is seen from the 

research perspective of behavioral entrepreneurship in marketing which views 

entrepreneurship issues through an entrepreneurship-based theoretical lens, using constructs 

inherent to the entrepreneurship field of research (Hansen & Eggers, 2010, p. 44; Kurgun et 

al., 2011, p. 343). In so keeping, this thesis gives credence to Morrish et al.’s (2010, p. 304) 

precept of entrepreneurial marketing being applicable despite firm age and size, even if EM 

seems to be thriving in a flat organizational structure, which has not been a specific sample 

criteria in this thesis. Moreover, theories about EM in the context of the private sector and 

social enterprise, in general, will be used in this thesis despite the focus being narrowed 

down to non-profit charitable organizations with a 90-konto. Likewise, this thesis is 

predicated on the existence of charitable organizations that actively engage in what is 

classifiable as EM in order to keep their mission afloat. 

2.7 Eligibility Criteria 
Organizational research is conducted with the purpose of describing and measuring 

performances, behaviors, views, people’s way of life, demographic and anticipations of 

organizations or consumers (Hair, 2003, p. 124). When doing business research of this sort, 

one needs to conduct a comprehensive literature review to ensure a solid foundation for this 

thesis. This business research aims to describe a social phenomenon of EM in the context 

non-profit social enterprises. Thereby, research from other studies is used to build the 

literature review. Furthermore, this study aims to not use any secondary sources due to their 

unreliability. The authors will, as a result, only use primary sources in the field of EM that 

are available to avoid misinterpretation. Misinterpretations can be avoided by knowing the 

objectives, methods and reflexivity, if present, which is why the original sources are always 

read by the authors of thesis. Moreover, the authors have used mostly scientific journals 

and official reports for the literature and context review. To be sure of the reliability of 

these primary sources, only academic articles that are peer-reviewed have been 

incorporated. The authors have also used articles that have been cited many times over, 

indicating a certain level of esteem among other researchers. For the methodology and 

method, the authors have mostly used books and academic articles delving into concepts 

and tools relevant to this study. Books in methodology and research methods are very 

relevant and eligible sources because they explain the practical use of methodology in 

detail, which articles usually do not. The books have, as a result, helped the researchers 
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choose the most appropriate methods for this study. There is an almost insurmountable 

amount of research available, which can make it challenging to know when enough 

research is reviewed. This has partly been resolved, however, as the authors found the very 

same articles being referenced in different articles. Given the scope of this thesis, one can 

be sure that the literature search has been extensive enough to cover the topic of EM. It can 

also be asserted that the articles are reliable as a result of this.  

 

Furthermore, this is an empirical study, calling for data collections (Saunders et al., 2012, p. 

82). The authors have chosen to collect primary data and not secondary or tertiary data, 

because primary data collected by the authors themselves increases the originality and 

authenticity of this study. The authors also have had the time and resources to collect the 

data with the use of a deeper quantitative method. Moreover, this exact data does not exist 

as secondary data to the researchers’ knowledge, which also made the choice simple. To 

conclude, the authors have been using Google Scholar as this database is the most effective 

method for finding, browsing and storing academic journals and books. In Google Scholar, 

the authors have been able to see what articles that have already garnered significant 

attention. Another reason for using this search engine is that, through Google Scholar, it is 

possible to find the majority of existing articles from various databases at the same time. 

For the sake of research building on this work, the following search terms were used in 

different combinations:  

 

entrepreneurial marketing, entrepreneurship marketing, social enterprises, social 

entrepreneurship, nonprofit social enterprises, nonprofit, NGO, NPO, charity, marketing 

within charities, opportunity-drivenness, proactiveness, innovative, value creation, 

customer intimacy, resource leveraging, risk management, calculated risk, fundraising 
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3 Social Enterprise 
This chapter presents the social enterprise context, its form in Sweden and specifics of the 

charitable environment and of its marketing practices specific for charities as well as 

charities idiosyncrasies.  

3.1 Social Enterprise Background 
As has been mentioned, the European Commission’s definition of social enterprises is 

organizations that “seek to serve the community’s interest (social, societal, environmental 

objectives rather than profit maximization” (European Commission, 2015). Social 

enterprises are often innovative in the way they sell goods or services, form organization, 

use its methods of production or its resources. They commonly employ socially excluded 

people, thus contributing to social unity and ameliorating inequality issues. Hence, the most 

prevalent form of social enterprise in Europe are those associated with employment 

creation stemming from the crisis brought on by increasing long-term unemployment 

(Kerlin, 2006, pp. 250-252). However, Western European social enterprises are 

increasingly having to tackle compounded social issues in the area of childcare, 

marginalized groups, elderly care, housing as well as urban regeneration (Kerlin, 2006, p. 

252). In Sweden, the population is remarkably engaged in social work, approximately 50 

percent are engaged in one way or the other (Svedberg et al., 2010, p. 40). This level of 

engagement can only be compared to the US, Norway and Holland. As seen in Appendix 1, 

Table 1 it is clear that the engagement in non-profit work in Sweden is increasing and that 

the structure of non-profits is converging to that of Europe and North America (Svedberg et 

al., 2010, pp. 15, 40). 

 

The number of private foundations is increasing, resulting in them actively trying to 

implement ideas from social entrepreneurs (Stecker, 2014, p. 349). Many non-profit 

organizations have, unfortunately, had difficulties thinking “outside of the box” for 

sustainability reasons. In any event, the movement of social entrepreneurial enterprises 

originates from increased global wealth, life expectancy, health, literacy, education, civil 

rights, boldness in new ways of addressing problems, urgent recognition for change and 

efficient communication tools due to information technology that all arose together in the 

later parts of the twentieth century (Bornstein, 2007, pp. 6-7). The number of social 

enterprises, specifically in Sweden, has increased as well according to Statistiska 

Centralbyrån (2014, p. 20), which can be explained by Sweden’s national structure growing 

increasing in similar to that of Europe and North America (Svedberg et al., 2010, p. 15). 

Adding to this, non-profit work is becoming professionalized in certain aspects, shaped 

sometimes by the demands attributed to the paid work sector. Approximately 50 percent of 

the non-profits in Sweden have their efforts linked to organizational demands and subject to 

management intervention. The research shows that there is a large proportion of the ones 

that are getting professionalized that have many employees. This means that non-profits 

with many employees are getting shaped from the paid work sector, but also by the 

professionalized organization’s ideal and interest (Svedberg et al., 2010, p. 40). This fact 

speaks to the non-profit relevance of the traditionally business oriented concept of EM. 

 

Social entrepreneurship can take the form of for-profit firms, established units plainly 

chasing a social objective, affairs and actions that create social benefit, trends of 

entrepreneurship in non-profit organizations and ventures established by the third sector 
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(Roper & Cheney, 2005, pp. 97-98). The scope of social entrepreneurship and social 

enterprises is rather large as it involves all three sectors: for-profit, non-profit and the third 

sector. In terms of social engagement, for-profit firms maintain a strong presence as they 

can engage in social activities and contribute to social initiatives for a cause, while 

simultaneously gaining profits and still being under the category of social enterprises 

(Stecker, 2014, p. 350). This thesis, however, focuses on private, non-profit social 

enterprises in the category of charities, but differences between them compared to for-profit 

firms must be established, as the differences of organizational characteristics are of 

significance to this thesis’ purpose. In comparison to profit maximizing sector, the non-

profit sector is forced to grapple with much needed flexibility and innovation to be able to 

deal with the dynamic environment, and at the same time maintain focus on non-profit 

services and responsibilities toward different stakeholders (Parry & Proctor-Thompson, 

2003, p. 377). This focus requires a steadiness and a restrained approach to innovative 

inclination.  

 

Given this non-profit context, the expression of “leadership, culture type, organizational 

climate and effectiveness” within the non-profit sector might not be the same as in profit 

maximizing organizations (Parry & Proctor-Thompson, 2003, p. 377). Another difference 

for non-profits is that their work is to serve the public and organizations’ stakeholders 

rather than stockholders or owners (Dees, 1998, p. 60). The non-profits’ typically serve the 

following stakeholders: donors, board members, founder, beneficiaries, and government 

(Townsend et al., 2014; Grace, 2005, p. 228). It is important to understand the differences 

of the environment that the non-profit charitable organizations operate in compared and the 

more traditional for-profit environment to be able to understand and interpret the EM 

activities that are specific for non-profit charitable organizations (Andreasen & Kotler, 

2003, p. 6). It is also important for understanding why the result may vary in comparison to 

previous research on EM in profit-maximizing firms. Some alterations of theory might have 

to occur in the conduction of this thesis to make sense to the non-profit organizations 

saddled with the purpose of achieving a social purpose and having undistributed profits 

(Andreasen & Kotler, 2003, p. 6; Boris & Steurele, 2006). Academic literature suggests that 

the private sector lends itself to the social entrepreneur concerning the positioning of 

planning, profits and innovation (Roper & Cheney, 2005, p. 97). Social entrepreneurs are 

those who acknowledge a social issue and use entrepreneurial principles to create, manage 

and organize a venture to make social change (Mallin & Finkle, 2007, p. 69). 

 

Organizations within the social-movement sector, social support groups and initiatives of 

the community have arisen and been sustained globally with “passion, insight, and creative 

work of people that fit our contemporary application of the idea of the entrepreneur” (Roper 

& Cheney, 2005, pp. 97-98). What is more is that social enterprises have been forming 

partnerships with firms, schools and the government (Bornstein, 2007, p. 5). The non-

profits that apply more entrepreneurial attitudes hesitate less to implement marketing 

practices and strategic planning, thereby, blurring the lines of the different sectors to some 

extent (Roper & Cheney, 2005, pp. 97-98). Bornstein (2007, pp. 1-2) states that social 

entrepreneurs are life-changing and stubborn and they come up with innovative solutions 

that can be scales and measured. Therefore the authors argue the innovation used by social 

enterprises fits very well in with EM.  
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Authors point out that nature of entrepreneurship, particularly concerning constant stable 

monetary actions, is not a required qualification for social entrepreneurship, but can be used 

within the more general sense of “economic activities performed occasionally when aimed 

to pursue social goals” (Galera & Borzaga, 2009, p. 211). Adding to this point, Zahra et al. 

(2009, p. 519) point out that social entrepreneurship encloses the practices and methods 

used to detect, determine and take advantage of opportunities to increase social welfare, 

creating new projects or handling current organizations innovatively. Social enterprises and 

social entrepreneurs have the ability to deliver instant communication about the world’s 

problems with the help of today’s technology (Stecker, 2014, p. 351). Social 

entrepreneurship is seen as a global movement that addresses problems such as “poverty, 

hunger and social injustice to the lack of access to health care, nutrition and education.” 

Thus, adaptability is a common theme for all types of social entrepreneurial enterprises 

(Roper & Cheney, 2005, p. 98).This being said, communicating social injustice in an effort 

to attract sponsors is, not least, paramount for charitable organizations, to be discussed in 

the coming section. 

3.2 Charities in Sweden  
To be categorized as a non-profit charitable organization, the organization cannot operate 

for private interests and none of earnings can be used by any private individual or 

shareholder (Andreasen & Kotler, 2003, p. 6; Boris & Steurele, 2006, p. 297). Additionally, 

they are organizations that exist to fight poverty and injustice in the world (Karlsson & 

Thorell, 2009, p. 20). The widespread welfare state of Sweden is built on a principally 

corporatist separation of duties among the society’s organized divisions: “the state, the 

business community and the popular movements” (Stryjan, 2001, p. 221). Historically in 

Sweden, it had been hard to get across a mission-based message. This because the 

government in Sweden is very strong and the citizens traditionally have had great trust in 

the government’s ability to solve the nation’s social problems through policies (Rothstein, 

2001, p. 208). That is why many Swedish people had not recognized the need for social 

enterprises and some might have thought it was enough that they paid taxes. Things have 

changed, however, as Swedish citizens have been more interested and aware of social 

enterprises, understanding the need for them and their positive effect impact on society.  

 

Social enterprises have increased in Sweden and improved its infrastructure (Rothstein, 

2001, p. 208). As the social democratic welfare state has the strongest influence in Sweden 

(Rothstein, 2001, p. 208; Vamstad & von Essen, 2012, p. 1), it stands out compared to other 

Western countries in terms of high governmental spending, high influence of unions and 

high voting rates. “Many of the arguments asserting that the vast public sector in Sweden is 

crowding out the voluntary sector have, however, come under question in recent decades” 

(Vamstad & von Essen, 2012, p. 2.) Therefore, it is questionable if this makes Sweden 

more difficult to thrive in as a non-profit enterprise. Thus, one can find differences in the 

structured civil society, thereby changing the circumstances in Sweden compared to other 

countries (Vamstad & von Essen, 2012, p. 2). Vamstad & von Essen (2012, p. 14) have 

found that in Sweden today, charitable giving has traditionally been structured to not be the 

public sector’s responsibility, despite popularly held perceptions of the past, relegating it 

being outside social rights causes “even when those needs have not been meet by the state”. 

Social rights alter the incentive for private giving, changing the structure of social giving 

(Vamstad & von Essen, 2012, pp. 14-15). In Sweden, a structural change has occurred in 
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which substantially more donated money goes to international causes, while the national 

causes remain relatively stable. As a result, there has been an increase in the total amount of 

money donated in Sweden. Moreover, Vamstad and von Essen’s (2012, p. 15) research 

observed “a new willingness to give money, possibly due to a new acceptance of and 

reliance on charities as an immediate means of meeting urgent needs”. They have also 

found proof that this increase mainly concerns causes that have historically been the most 

popular. Thereby, the authors conclude that more new causes might have greater difficulties 

on the market than the established ones.  

 

Apart from social enterprises without strict rules on how to increase social welfare, 

Swedish non-profit charitable organizations are involved in fundraising work in their own 

unique environment. There are favorable tax laws for non-profits in Sweden, which also 

entails they have to follow certain rules for non-profit organizations (Skatteverket, 2015). 

Furthermore, to be able to collect money from sponsors, Swedish charitable organizations 

usually have the aforementioned “90-konto” which increases trustworthiness, transparency 

and indicates quality (Svensk Insamlingskontroll, 2015b). This account is administered by 

“Svensk Insamlingskontroll” and only organizations that fulfill the requirements of a 

charitable organization can use it (Svensk Insamlingskontroll, 2015a, p. 1). Organizations 

that hold this account need to participate in humanitarian, charitable, cultural or other 

philanthropic endeavors (Svensk Insamlingskontroll, 2015a, p. 13). Marketing that has the 

possibility to have more detail-oriented information should be able to report what 

proportion of the funds will be contributed to the cause, who are directly responsible for the 

collection, et cetera (Svensk Insamlingskontroll, 2015a, p. 10). The marketing imagery 

should always be identified and related to the actual situation as described and fall within 

the purpose of the mission. One point concerning marketing rules that is different for the 

charitable organizations, is that marketing must be economically viable, meaning 

promotions must not be burdened with excessive costs, at least 75 percent of the total 

revenue must go to the cause (Svensk Insamlingskontroll, 2015a, p. 11). Moreover, non-

profits need to be careful as the money that comes from donations are not their own; it 

belongs to the social cause and the charity needs to manage the money as efficiently as 

possible due to ethical obligations. Furthermore, they work in complex circumstances in 

which a multitude of different stakeholder types, who want as much as possible to go to the 

cause, need to be satisfied (Parry & Proctor-Thompson, 2003, p. 377; Grace, 2005, p. 228 

Morris et al., 2011, p. 959; Townsend et al., 2014). The creditworthiness is essential for the 

organizations to keep their funding which creates a challenging operational environment 

(Bekkers, 2003, p. 613; Breen, 2009, p. 138; Scott, 2015). This is somewhat different from 

the traditional firms due to profit maximization purposes, but they do not have a direct law 

or ethical dilemma issues involved with marketing costs and are allowed to take more risks 

in that sense. Therefore, one can assert that charities work under slightly more strict 

conditions.  

3.3 Social Marketing in Brief 
For successful marketing by fundraising charities to be achieved, the non-profit needs to 

engage in strategic implementation and development actions in terms of strengthening the 

organization to donor and volunteer relationships, undergirding understanding of each 

party’s values (Grace, 2005, p. 13). The organization should be engaged in screening lists 

of potential donors as well as developing strategies to approach them in an action plan, 
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taking advantage of the resources of volunteers and staff as well as the interest of the 

donors (Grace, 2005, p. 12). They should also engage potential donors by means of a series 

of well-expressed activities, mailings and taking advantage of strategic refining plan to 

intensify interest and relationships. Furthermore, importance is placed on soliciting gifts by 

using a donor-centered process that alters prospects into investors (Grace, 2005, p. 13). 

Stewardship practices are important in the sense of taking care and engaging the donor in a 

donor-oriented manner, meaning in the way that donors will appreciate and better 

understand shared values. There are certain emotional commitments that are being made 

when one makes a donation, therefore, it is important to cherish this by finding out what the 

donors’ values and intentions are and why they made a donation. Donor-investors wants to 

know how their gifts are used and the impact that they have made for the organization and 

the community. The donors are looking for connection to the organization and a feeling of 

ownership. Stewardship practices are supposed “provide opportunities to deepen the 

donor's interest and values” (Grace, 2005, p. 143). Researchers state that including the 

impact the donor have on the likelihood of achieving the objectives/goals of the 

organization with his or her gift is important because the donor needs this information as 

they cannot make the actual physical impact themselves, but do it indirectly through the 

help of the charity (Bendapudi et al. 1996, p. 46; Sargeant et al. 2001, p. 422). Furthermore, 

communication of shared values to donors is intended to provide them with the tools to 

grow and get involved by sharing in the future of their investment and being able to come 

with own opinions and ideas (Sargeant et al. 2001, p. 422; Grace, 2005, p. 143; Das et al. 

2008, p. 164 ). Even the donors that are not active with the organization benefit emotionally 

from the feeling of belongingness when contributing toward causes sharing their values and 

goals.  

Innovative non-profit organizations know their responsibility to their donors and know how 

to take care of them by inviting them into a dynamic relationship that starts with their first 

gift (Grace, 2005, p. 24). The relationship that the organization is of continuous 

communication, which is a return on their initial investment (Sargeant et al. 2001, p. 422. 

Thus, they should see prospect of donor-investors in all the gift-givers along with measure 

the return on investment and communicate this back to the donor-investors. The 

communication of the return on investment should be both financial, in terms of program 

and performance, as well as social return, including the organization's performance in 

problem solving, service providing and improving the communities’ quality of life (Grace, 

2005, p. 24). In this sense, one can draw the parallel of customer intensity and value 

creation, which are essential dimensions of EM practices, that here fit in very well with 

innovative non-profits whose relationship to donors and clients is relatable to customer 

relationships in commercial practices (Morris et al., 2002, p. 8). 
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4 Theoretical Framework  
Chapter 4 covers the theoretical basis upon which this thesis is based. Herein, the 

interconnectedness of entrepreneurship and marketing will be accounted for along with the nature 

and specific circumstance of Swedish charitable organizations. 

4.1 Chapter Introduction  
The complementarity of certain entrepreneurship and marketing theory and concepts has 

led to the conceptualization of EM. Before one delves into EM theory and empiricism, it is 

important understand the concepts of entrepreneurial and market orientation individually. 

Therefore, the chapter shall start with an introduction to EO and MO, leading into a 

discussion of EM itself. Overall, chapter 4 Theoretical Framework, attempts to highlight 

the interconnectedness of contributing and relevant concepts through covering 

entrepreneurship, marketing and finally entrepreneurial marketing while emphasizing their 

role in the non-profit charity sector. Theory chosen will center on firm level concepts such 

as the orientation of the firm as the actions of the firms themselves is of interest to this 

thesis. 

4.2 Entrepreneurship Constructs: EO 
Entrepreneurship, in general terms, is linked with the creation of new processes, products or 

markets (Morris et al., 2007, p. 14; Peneder, 2009, p. 77). An all-encompassing and 

universally accepted definition of the concept has yet to be chiseled out, owing to the 

interdisciplinary nature of the topic and the profundity of its role in shifting the equilibrium 

of the economic system (Peneder, 2009, pp. 77-78). Resultantly, the concept's entailment 

changes in conjunction with the observer. This is to say, for example, that sociologists’ 

point of view homes in on the level of social and organizational embeddedness of 

entrepreneurial behavior while economists concern themselves with the distinction between 

being a salaried employee or self-employment (Peneder, 2009, p. 78). Although 

entrepreneurship research involves scholars within the fields of organizational behavior, 

psychology, sociology, economics and business strategy, the crux of the discussions and 

contributions within entrepreneurship have come to settle within the domain of 

management research (Peneder, 2009, p. 78). This thesis main literature sources, i.e. journal 

articles and books, are derived from the management view of entrepreneurship as this view 

is most relevant to this work’s purpose. The management school of entrepreneurship 

centers around how one acts entrepreneurially, delving into such subject matter as the 

behavioral, functional and dispositional aspects of entrepreneurs and entrepreneurship 

(Peneder, 2009, p. 78; Covin & Lumpkin, 2011, p. 857). 

 

Inherent in the entrepreneurship paradigm is entrepreneurial orientation. Entrepreneurial 

orientation has its roots in entrepreneurship and strategy literature (Rauch et al., 2009, p. 

763) and is linked to improved firm performance (Morris et al., 2002, p. 12). This aspect of 

entrepreneurship will feature heavily in the discussion on entrepreneurial marketing as this 

component is thought to constitute one of the two building blocks of EM -- the other being 

market orientation (Morris et al., 2002, p. 6). Firms’ entrepreneurial orientation have 

basically the same underlying constructs as those on the level of the entrepreneur him or 

herself: innovativeness, proactiveness and risk taking (Morris et al., 2007, p. 14; Rauch et 

al., 2009, p. 763; Kreiser & Davis, 2010, p. 40). An organization’s level of entrepreneurial 

orientation is an indicator for the level of and skill possessed in terms of innovativeness, 
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risk-taking and proactiveness. In order to facilitate EO’s dimensions, market imperfections 

are required to bring about opportunities to innovate, take risks and be proactive (Cohen & 

Winn, 2007, p. 32). Worth noting is that perfect market principles assume market 

incumbents have the same access to information, an efficient distribution of goods and 

services, the producer and consumer both being price-takers, the existence of complete 

future and present markets as well as the absence of externalities (Cohen & Winn, 2007, p. 

32). Recently, autonomy and competitive aggressiveness have been added to the landscape 

by researchers Lumpkin and Dess (1996). However, the authors themselves acquiesce the 

latter sub-dimensions are not expected to correlate positively with risk taking, 

innovativeness and proactiveness (Lumpkin & Dess, 1996). These two new additions have, 

furthermore, been contested by authors such as Kuratko et al. (2005) due to the overlapping 

of the concepts proactiveness and competitive aggressiveness as well as the notion that 

autonomy is a by-product of entrepreneurial behavior. The latter two are characterized by 

the independence of action directed at bringing about new ventures and the intensity with 

which firms strive to outperform rivals respectively (Rauch et al., 2009, pp. 763-764). As 

shall be seen later on in this thesis, the latter two dimensions are absent from EM’s seven 

dimensions and therefore shall not be featured within the data collection portion.  

 

As for the three more broadly accepted dimensions, the first, innovativeness, concerns the 

active search for creative, novel or unusual solutions to issues and needs, ending preferably 

in the creation of new processes and offerings as a solution (Morris et al., 2007, p. 14; 

Rauch et al., 2009, p. 763). Risk taking entails the willingness to bind significant resources 

to opportunities that have a fair chance of costly failure. Lastly, proactiveness involves the 

implementation of new things in anticipation of exploitable entrepreneurial opportunity. EO 

elements are compatible within the context of social and NPOs as these firm types too must 

be able to drive their cause and answer to stakeholders while using their resources 

imaginatively (Morris et al., 2007, p. 16). The entrepreneurial orientation of the firm, 

incorporating the first three dimensions, has been found to lead to moderately large 

performance improvements (Rauch et al., 2009, p. 778), making this aspect of 

entrepreneurship worth striving for. This being said, Hughes et al. (2007); Lee and Sukoco 

(2007); Wang (2008); Anderson et al. (2009) and Bierly et al. (2009) have all concluded 

that EO is even more impactful when combined with learning orientation (LO). These 

elements will not feature in data collection materials.  

 

It becomes clear, based on the previous discourse on entrepreneurial orientation alone, that 

this subject matter is incredible complex, making it a feat to measure this construct up 

against any one context. Nevertheless, within non-profits, in particular, the three main 

dimensions of EO have been found to be just as behaviorally influential as within for-profit 

firms (Morris et al., 2011, p. 965). These dimensions, i.e. proactiveness, innovativeness and 

risk taking, have been incorporated into the EO model for non-profits devised by Morris et 

al. (2011). This construct gives traction to social mission being at the root of these 

organizations’ existence (Morris et al., 2011, p. 965). Morris et al. (2011, p. 965) proffer 

that innovation within the non-profit sector should be both mission-centric and commercial, 

while risk taking should be both financially and socially sound as well as stakeholder-

relevant. Furthermore, according to these authors, proactiveness should see to commercial 

and social orientations in relation to similar organizations on the market (Morris et al., 

2011, p. 965). Herein, it is made abundantly clear that when considering the non-profit 
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organization within the context of entrepreneurship, one must consider its social mission as 

well as the commercial viability of its efforts.  

 

In more specific terms, Morris et al. (2011, pp. 956-961) discuss innovativeness, 

proactiveness and risk taking on three different levels of analysis when it comes to EO and 

non-profit social enterprises. Innovation efforts can be focused on the social mission, 

revenue generation or a combination of both. Meanwhile, proactiveness can either be 

applied to achieving the social purpose, meeting financial requirements or satisfying 

stakeholder expectations relative to counterparts. Finally, risk taking is managed in terms of 

financial loss, compromising the social mission or loss of nonfinancial stakeholder support. 

All of these components are naturally expected to feature in interviewee answers. 

4.3 Marketing Constructs: MO 
Market orientation has a number of antecedents as well as consequences in relation to the 

firm (Kirca et al., 2005, p. 25). Jaworski and Kohli (1993, p. 55) have identified three wide 

antecedents: interdepartmental factors, organizational systems and top management factors. 

To incorporate these aspects into our study would be all too steep. Divergent goals 

interdepartmentally as well as these departments’ connectedness threaten to diminish 

market orientation through disorientating responses to market needs (Jaworski & Kohli, 

1993, p. 64). Organizational systems, the final antecedent, is comprised of two structural 

components: formalization and centralization as well as employee market-based reward 

systems and market-oriented training (Kirca et al., 2005, p. 25). In short, market orientation 

suffers the more formal and centralized the authority and system of rules (Kirca et al., 2005, 

p. 25). Unsurprisingly, the systems themselves, market-based reward systems and market-

oriented training, are mechanisms put in place to further the market-oriented behaviors of 

the employees through emphasizing sensitivity to customer needs which is intended to lead 

to preferred actions (Kirca et al., 2005, p. 25). Such volatile internal environment aspects, 

while they add to the multifaceted nature of MO, add to the intricacy of the subject matter. 

As this thesis has a short timeframe with which to examine the subject matter, these will 

not feature into the data collection tool. What will be an indicator of the internal 

environment is the proclaimed organizational culture of the charities themselves. In terms 

of culture, the asserted importance of EO, MO and entrepreneurial marketing orientation of 

the firm will be incorporated into the data collection tool. However, inferences pertaining to 

other antecedents will be difficult to incorporate into the analysis. 

 

Having understood the components that set the stage for MO to flourish, it is then useful to 

understand what MO can effectuate, i.e. its consequences. Researchers have pinpointed 

four consequences of MO: customer, innovation and employee consequences as well as 

organizational performance (Jaworski & Kohli, 1996, p. 62; Kirca et al., 2005, p. 25). All 

consequences are expected to go toward the improvement of organizational performance as 

is seen in Figure 1: Consequences of Market Orientation. Market orientation improves 

these aspects through the readiness of firms to anticipate and satisfy the needs of customers 

(Kirca et al., 2005, p. 25). So too are the functions of innovation and employee 

consequences as a result of the first’s improvement of new product performance and the 

latter’s enhancement of customer orientation, employee team spirit and job satisfaction 

(Kirca et al., 2005, pp. 25-26). Kirca et al.’s (2005) overall findings indicate a cause and 

effect relationship between all variables, discerning a direct, positive relationship between 
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MO and organizational performance as well as a highly significant and direct, positive 

effect of MO on innovation (Blesa & Ripollés, 2003, p. 14; Morris et al., 2007, p. 2).  

 

Innovation, in turn, positively affects customer loyalty and the perceived quality of 

organizational offerings which both, in turn, impact organizational performance (Kirca et 

al., 2005, p. 31).  

 

 

 
 

Figure 1: Consequences of Market Orientation.  

Devised by Kirca et al. (2005, p. 31) 

 

In sum, market orientation, crucial to EM, emphasizes customers and their levels of 

satisfaction, including their future and current needs (Morris et al., 2007, p. 16). 

Behaviorally speaking, MO involves information dissemination, responding to the market 

and market intelligence (Kohli & Jaworski, 1990, p. 16). In terms of organizational culture, 

MO concerns customer centricity in terms of values, rituals and norms (Morris et al., 2007, 

p. 16). According to Alvarez Gonzalez et al. (2002, p. 58), MO in the context of the non-

profit sector must be oriented toward the donors and beneficiaries as well as toward the 

external environment and competitors. In addition, the non-profit organization needs to 

ensure the internal dissemination of information and the coordination of internal activities 

in order to further mutual benefit between the organization and the market (Alvarez 

Gonzalez et al., 2002, p. 65). Even here, maintaining focus on the social mission is 

paramount to this orientation (Alvarez Gonzalez et al., 2002, pp. 64-65), as had been for the 

entrepreneurial orientation within the non-profit context. Upon achieving market 

orientation, grounded in beneficiary and donor orientation, firms can be expected to achieve 

its dual purpose of generating sufficient resources and fulfilling beneficiaries’ needs 

(Alvarez Gonzalez et al., 2002, p. 65). According to Alvarez Gonzalez et al. (2002, p. 65), 

it behooves non-profits to regard MO as a crucial managerial resource for attaining their 

social mission. 

 

According to Morris et al.’s (2002, p. 2) article examining the fusion of emerging 

perspectives within marketing and entrepreneurship, the research field of marketing had 
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begun to stagnate in certain respects. In fact, researchers have expressed a desire for the 

field of marketing’s reconceptualization since Brady and Davis’ (1993) as well as Brown’s 

(1995) discussion of marketing’s mid-life crisis. More recently, in Morris et al.’s (2002, p. 

2) estimation, what is missing from the current state of the marketing paradigm is a 

reconciliation between practitioners’ evermore turbulent environments and research of a 

theoretical, conceptual and empirical nature. Concepts such as guerilla, counterintuitive, 

expeditionary, buzz and convergence marketing have begun to emerge as possible answers 

to achieving success in these new environments within which firms exist (Morrish et al., 

2010, p. 306; Kraus et al., 2012, p. 21). These marketing forms are examples of 

entrepreneurial marketing which is conceptualized as the overarching drive to 

create/discover, access as well as exploit attractive economic opportunities through 

innovation (Miles & Darroch, 2006, p. 488; Morrish et al., 2010, p. 304). According to a 

recent article by Kraus et al. (2012, p. 8) examining the intellectual structure of this 

emerging discipline, marketing is an inextricable part of entrepreneurship. This goes 

beyond the core functions of everyday administrative marketing (AM) as this marketing 

form emanates from the desires, motives and needs of the entrepreneur (Kraus et al., 2012, 

p. 8).  

 

Morris et al. (2002, p. 6), after their assessment of 13 different modern marketing 

approaches, conclude that not one of them come close to being comprehensive enough to 

blaze a trail for future marketing practices. In fact, marketers are finding that their arsenal is 

rendered less and less effective in the real world as a result of the context dependency 

inherent in their field (Morris et al., 2002, p. 4). Morris et al.’s (2002, p. 3) puts forth that 

enduring marketing actions for a contemporary context are those that 1) achieve market 

expenditure efficiency through leveraging resources; 2) employ alternative and creative 

approaches for managing marketing variables; and 3) carry out continuous process and 

product innovation, customer intensity and an ability to produce change in one’s 

environment. These, as will be discussed in the next section, are prominent features of EM, 

making this marketing type of prime interest for charitable organizations facing a 

demanding and challenging market. EM is the new frontier within marketing research 

which has, with time, only increased in legitimacy (Hills et al., 2008, p. 102; Kraus et al., 

2012, p. 7), making this study highly topical and beneficial for the charitable organizations 

of today and their marketing efforts. To follow is a presentation of EM as it is theoretically 

and conceptually discussed in academia today. 

4.4 Entrepreneurial Marketing 
In recent history, EM has begun to be touted as a practice reserved for small and medium 

enterprises (Hill & Wright, 2000, p. 25; Stokes, 2000, p. 47; Morrish et al., 2010, p. 304; 

Kraus et al., 2012, p. 21; Lam & Harker, 2013, p. 4) since its rise to prominence and 

seminal conceptualization by Morris et al. (2002, 2004) within the last couple of decades 

(Kraus et al., 2012, p. 7). The traditional perspective maintains that EM is a reflection of 

the evolutionary stage of firms from SME to large enterprise (Kraus et al., 2010, p. 25). It is 

perpetuated within research today that EM is best relegated to the ad hoc initial stages of 

firms as the firm develops its own marketing practices and style. In fact, there are those 

who attribute this notion to SMEs’ growth and this resulting in increased difficulty in 

upholding entrepreneurial effort, risk aversion and position security (Collinson & Shaw, 

2001, p. 762). However, in Morrish et al.’s (2010, p. 304) paper, augmenting Kotler’s 
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(2003) influential conceptualizations, it is maintained that EM may have a place throughout 

all stages of a firm’s life cycle. Adding to this notion are Collinson and Shaw (2001, p. 

762) along with Kraus et al. (2010, p. 26) who make it clear that both SMEs and larger 

firms have use for EM. Morrish et al.’s (2010, p. 311) research concludes that EM firms are 

less hierarchical than strictly AM firms, resulting in the increased adaptability of EM firms 

in the dynamic territories the twenty-first century presents. Adding to this dynamic is Kraus 

et al. (2010, p. 21) whose research finds firm type has never been the focus of studies 

conducted within EM in their study spanning the time period 1987-2010. According to the 

Kraus et al., (2012, pp. 20-21) SME and new venture marketing had begun only recently, 

2000-2010, to make an impression within EM research. As a result, while examining this 

burgeoning discipline, as this aims to do, indifference will be shown to firm life cycle and 

size. This because researchers historically have been non-discriminant in their study of EM 

both conceptually and empirically. 

 

This thesis upholds the following: entrepreneurial marketing has the potential to keep 

practitioners in step with their dynamic environments, bridging the gap between theory and 

real-life situations (Day, 2000, p. 1035; Morris et al., 2002, p. 2) and can be applied to any 

firm type in accordance with their entrepreneurial orientation (Kraus et al., 2010, pp. 30-

31). In addition, this thesis adopts the following definition of entrepreneurial marketing: 

“the proactive identification and exploitation of opportunities for acquiring and retaining 

profitable customers through innovative approaches to risk management, resource 

leveraging and value creation” (Morris et al., 2002, p. 5). This definition makes it a point 

to highlight profitable customers as being integral to the EM process. However, Morris et 

al. (2002, p. 5) go on to state that EM entails the marketer’s proactive search for novel ways 

to create value for potential customers and cultivate customer equity. Here, Morris et al. 

(2002, p. 5) situates customer value and equity stand prominently in the foreground (Kraus 

et al., 2012, p. 7). A complementary definition of EM has been proffered by Hills et al.’s 

(2010, p. 6; Hills & Hultman, 2011, p. 6), deeming EM “a spirit, an orientation as well as a 

process of pursuing opportunities and launching and growing ventures that create 

perceived customer value through relationships, especially by employing innovativeness, 

creativity, selling, market immersion, networking or flexibility.” Although this definition 

excludes the prerequisite of profitability, as indicated by the definitions listed, there is 

much ground still let to cover in order for EM to be a commercialization-neutral term.  

 

Entrepreneurial marketing is characterized by the traits of creativity, persistence, zeal and 

passion, setting EM apart from traditional marketing (Stokes, 2000, p. 7; Morris et al., 

2002, p. 6). These character traits are not far off from entrepreneurs’, who are associated 

with personal initiative, consolidating resources, management skills, propensity for 

autonomy and taking risks along with innovativeness (Mueller & Thomas, 2001, p. 68; 

Douglas & Shepherd, 2002, p. 82; Kuratko, 2013, p. 4). These elements feature heavily 

within the subfield of entrepreneurial marketing, by virtue of its seven dimensions. These 

dimensions, devised by Morris et al. (2002, p. 5), are opportunity-drivenness, 

proactiveness, innovation focus, risk management, resource leveraging, value creation and 

customer intensity. These dimensions will constitute the basis upon which questions are 

formulated.  
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To arrive at these seven dimensions, an interface between MO and EO had to be forged. 

The forging of these two concepts requires the investigation into corporate/traditional 

marketing constructs (CTM) (Martin, 2009, p. 393). CTM’s three cornerstones are culture, 

strategy and tactics (Martin, 2009, p. 393; Morris et al., 2002, p. 9). An EM culture 

concerns the promotion of values and beliefs that center around innovation, risk-taking and 

pro-action within the firm’s marketing efforts (Morris et al., 2002, p. 10; Martin, 2009, p. 

393). Secondly, strategy from the perspective of EM, can be dyadically analyzed using a 

scaling system. The first pertains to the closeness to the customer, ranging from 

transactional in nature to relationship; the second concerns the level of entrepreneurial 

activity seen, ranging from conservative to entrepreneurial (Martin, 2009, p. 395). EM 

strategies are regarded as being fluid and innovative. Thirdly, tactics have to do with the 

chosen marketing mix of the firm, exemplified within EM by the methods implemented to 

leverage resources and manage risk. Seen through an EM lens, tactics take root in the 

entrepreneur’s personal contact, interchanges and word-of-mouth, rather than formal 

market research (Stokes, 2000, pp. 51-52). Tactics seen from an EM perspective are usually 

short term/immediate and fluid in nature (Martin, 2009, p. 393). The dimension of culture 

will be indicated through ascertaining the EO, EM orientation and MO prioritization of the 

interviewed charities and shall feature in the interview guide and analysis chapter. This is 

because the orientations of the organization are indicators as to the prevailing 

organizational culture and have been identified as determinants of EM approach (Morris et 

al., 2002, p. 12). In addition, the interviews, through asking how question, will cover each 

EM dimension as well as ascertain the actual approaches based on interviewees’ real world 

behavior. An attempt to classify these approaches as either tactics or strategies goes beyond 

the scope and intent of this thesis and unnecessarily forces real life to conform to theory. 

 

To follow is an in comprehensive account of the seven dimensions of EM, theoretically 

honed by Morris et al. (2002). 

4.4.1 Proactiveness 

EM is described by Morris et al. (2002, p. 2), in their EM conceptualization in firms who 

are experiencing environmental turbulence and “unique pressures for improved resource 

productivity”. Their description portrays EM as being an opportunistic viewpoint wherein 

the market proactively seeks new ways to create value and equity for envisioned customers 

(Morris et al., 2002, p. 5). Being proactive, taken from Merriam-Webster’s dictionary, 

entails that one “controlling a situation by making things happen or by preparing for 

possible future problems” (Merriam-Webster, 2015). It is, thereby, an intrinsic tendency to 

act proactively in relation to customers and the market in the case of entrepreneurial 

marketers. In like vein, the EM firm is not constrained by the resources currently under 

one’s control (Morris et al., 2002, p. 5). Through proactively seeking to understand the 

current climate and what this climate may bring in the future, marketers can use innovation 

to meet upcoming needs in future (see Morris et al., 2002, p. 5). Possessing a proactive 

orientation as an entrepreneurial marketer entails dynamic innovation to meet future needs 

as opposed to the incremental innovation used within traditional marketing (Morris et al., 

2002, p. 6). Specially, pro-action, in terms of strategy, pertains to carving out new market 

positions as well as leading customers and market incumbents instead of following (Morris 

et al., 2002, pp. 10-11). Tactically speaking, proactiveness has to do with speedily 

developing and launching new offerings as well as finding new marketing techniques such 
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as new guerrilla and viral campaigns. From the EM point of view, proactive marketing 

decisions are posited to likely serve satisfying financial needs, the mission or stakeholders 

(Morris et al., 2011, p. 959).  

4.4.2 Innovation 

In order to be considered innovative, one is required to engage in innovation more 

frequently than the average actor, thus diverging from the norms and standards of the day 

(Morris et al., 2002, p. 5). In the purview of charities, for example, innovation can be seen 

as developing new, more interesting angles from which the message can be viewed without 

venturing outside the purview of the values shared with sponsor (Grace, 2005, p. 1). This 

innovation mindset must also be sustainable within the organization in order to uphold a 

flow of new exogenously and endogenously derived ideas (Morris et al., 2002, p. 7). For 

EM, one needs both discontinuous and prolonged, dynamic initiatives as well as 

incremental improvements that track customers (Morris et al., 2002, p. 7). Innovation is one 

of the core values of charities as this helps these organizations attract long-term donors 

(Grace, 2005, p. xii; Weerawardena & Sullivan Mort, 2006, p. 22). Non-profit innovation 

within EM practices is thought to either be intended to improve and promote the mission, 

generate revenue/raise funds or both (Grace, 2005, p. 189; Morris et al., 2011, p. 959).  

4.4.3 Opportunity-drivenness 

The concept of opportunity-drivenness is predicated on there being market imperfections 

waiting to be exploited for their sustainable profit potential (Morris et al., 2002, p. 6). 

Opportunities within social enterprise can, for example, be those associated with new 

partnerships, new grant qualifications, spokespeople, et cetera. The existence of 

opportunities presupposes environmental change, which is best recognized by active search 

and discovery by entrepreneurial marketers (Shaw, 2004, p. 195; Morris et al., 2002, p. 6). 

It becomes a part of the marketer’s creative process to expand its reach beyond current 

audiences while keeping an external focus and scanning the environmental. Upon 

discovering an opportunity, which is eased by ongoing learning and adaptation, it is up to 

the entrepreneurial marketer to exploit this opportunity.  

 

The firm’s entrepreneurial orientation is crucial to the entrepreneurial marketing in 

Matsuno et al.’s (2002) view. Entrepreneurship is typified by the searching of market needs 

and opportunities that are not being taken advantage of or properly served (Cohen & Winn, 

2007, p. 47). Social enterprises are established in an effort to cover social services that have 

been abandoned or underserved by the welfare state due to limitations in meeting demand 

(Kerlin, 2006, p. 253; Shaw & Carter, 2007, p. 419; Matei & Matei, 2012, p. 1066; Stecker, 

2014, p. 350). This implies that social enterprises are very much in the business of filling 

gaps in the market, i.e. opportunity recognition and exploitation. In addition, Social 

enterprises are seen as existing within the social economy, picking up the slack where the 

governmental infrastructure cannot (Kerlin, 2006, p. 249). It is envisioned that these firms 

use EM for the explicit purpose of magnifying the earning potential of the marketing 

resources currently available. 

4.4.4 Calculated Risk taking 

EM is associated with calculated risk taking which is associated with measured resource 

allocation, offering and market choice as well as making use of opportunities through risk 

management (Morris et al., 2002, p. 7; Morris et al., 2004, p. 99; see also Kurgun et al., 
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2011, p. 350). Herein lie the observable efforts to detect risk factors as well as mitigating or 

sharing these factors. Moreover, calculated risk taking involves easing actions that respond 

to threats and opportunities present in the market (Gonzalez-Benito et al., 2009, p. 504). 

This also involves risking finances and/or the disaffection of stakeholders (Grace, 2005, p. 

xiii; Morris et al., 2011, p. 966). Entrepreneurial marketers engage in risk management 

through lessening market uncertainty, firm dependency and vulnerability as well as 

reorienting the organization’s “task environment” (Morris et al., 2002, p. 7). Promoting 

flexibility within the firm in terms of the projects engaged into and withdrawn from is also 

important for risk taking. Added to this dynamic is the organization’s ability to partner with 

other organizations, develop projects jointly, test markets and staged product roll-outs, 

collaborate with lead customers, form alliances, outsourcing certain activities and ensure 

resource expenditure leads to improved performance. While traditional marketing focuses 

on increasing sales in entered markets, EM is founded on improving the firm’s control over 

its destiny through reducing uncertainty when exploiting opportunity. To conclude, 

calculated risk taking presupposes a reasonable risk of sustaining losses or significant 

performance divergences, not least in the nonprofit sector (Morris et al., 2004, p. 99; Grace, 

2005, p. 41). EM-related risk in nonprofits likely centers around either risking the support 

of stakeholders, financial security or the social mission (Morris et al., 2011, p. 960). 

4.4.5 Resource Leveraging 

As social enterprises, due to their social purpose and non-distributive restrictions placed on 

generated funds, do not have access to the same capital market opportunities as large for-

profit firms (Austin et al., 2006, p. 3), having the ability to leveraging accessible resources 

is paramount. In addition, resource leveraging is important for charitable organizations due 

to their limited resources, according to Mallin and Finkle (2007, p. 69). Inherent within 

resource leveraging for these organizations, in this EM context, is making calculated 

decisions on how to spend organizational funds in a way that maximizes return, forging a 

link between calculated risk and resource leveraging. Resources, according to resource 

advantage theory (R-A theory) include organizational culture, competencies and knowledge 

(Morris et al., 2002, p. 9). For social enterprises, there is inherent strategic rigidity, 

minimized access to the best talent, less financial instruments and resources, scarcer or 

restricted funding which hinders their ability to marshal and deploy resources (Austin et al., 

2006, p. 12). Resource leveraging is “doing more with less” (Morris et al., 2002, p. 7) and 

as a feature distinguishing EM from conventional marketing. Amongst the points on which 

sponsors experience dissatisfaction with their charitable organizations are inefficiency, 

ineffective in activities, poor management (Sargeant et al., 2000, p. 328; Bennett & Savani, 

2003, p. 327; Sargeant et al., 2004, p. 31; Bennett, 2009, p. 331). 

 

Leveraging resources also involves “the ability to use other people’s resources to 

accomplish the marketer’s purpose” (Morris et al., 2002, p. 8). In an effort to stay ahead of 

the competition, it behooves organizations to focus their efforts on better managing existing 

resources and/or through imitating, radically innovating or acquiring (Hunt & Morgan, 

1996, p. 78). Resources that are leveraged by the entrepreneurial marketer do not 

necessarily have to be in his or her possession (Morris et al., 2002, p. 8). In addition, 

resource leveraging involves stretching resources farther than others have done before; 

using resources unnoticed by others; accomplishing one’s own purpose with others’ 

resources; finding synergies between resources to create higher combined value; and finally 



 

30 

piggybacking from one resource to another (Morris et al., 2002, p. 8). Entrepreneurial 

marketers, as a part of their creative process, find unconventional uses for resources and 

find ways to optimize the use of underutilized resources (Morris et al., 2002, p. 8). 

 

4.4.6 Sponsor Intensity 
On the firm level, customer intensity, related to the marketing side of EM, entails having a 

customer focus (Morris et al., 2002, p. 7). This thesis would like to discuss sponsor 

intensity through the use of both commercial and social enterprise theory. Customer 

intensity goes beyond normal market orientation and customer centricity, being typified by 

such constructs as customer equity, an emotional approach marketing efforts and visceral 

relationships. Customer intensity is typified by maintaining an updated knowledge base of 

customer circumstances and requirement, leading to added equity. Entrepreneurial 

approaches and thinking is required from customer acquisition to retention and 

development. Morris et al. (2002, p. 7) continues by arguing that customer intensity within 

EM distinguishes itself from Gronroos’ (1994) relationship marketing as a result of its 

entrepreneurial focus (RM) and its transactional applicability. Within EM, as opposed to 

RM, one endeavors to either cultivate new relationships or use existing relationships to 

create new markets (Morris et al., 2002, p. 7). These relationships must be visceral in 

nature, entailing that the customer and firm can identify with each other on a fundamental 

level. This is easily relatable to the charitable organization context, pertaining to the ability 

of these firm types to attract its audience with like minds and who espouse the 

organization’s mission. Related to this is the ability of the firm to incorporate a sense of 

“conviction, passion, zeal, and belief” in the marketing mission (Morris et al., 2002, p. 7). 

As far as marketing is concerned, it has also been found that, in social enterprises, effective 

communication with sponsors is important to sponsor retention and should take the form of 

being addressed with politeness and respect and/or making them feel appreciated and that 

their opinions matter (Sargeant & Jay, 2004, p. 181; see also Bennett, 2009, p. 332). What 

is especially interesting about the nonprofit context is that social value, from a beneficiary 

perspective, created outside of the organization is embraced (Grace, 2005, p. 193; Austin et 

al., 2006, p. 18). This results in the frequent networking and collaboration between 

nonprofits to create social value beyond organizational boundaries. 

 

4.4.7 Value Creation  
The final dimension of EM and the second dimension stemming from marketing constructs 

is value creation. Value creation must be revised in today’s dynamic markets, necessitating 

the discovery of untapped resources that lead to improved and sustained customer value 

(Morris et al., 2002, p. 8). In the case of non-profit charities, supporter value is created 

through satisfaction with the organization’s efforts, achievements, values, mission or 

reputation (Sargeant et al., 2001, p. 423; see also Bennett, 2009, p. 331). Within EM, value 

is created through the use of innovation resulting in differentiating marketing programs 

(Hills et al., 2008, p. 106). According to research conducted by Sargeant et al. (2001, p. 

422), out of the 15 factors tested for, some of which being communication, responsiveness, 

self-benefit, knowing one’s donation actually makes a difference is the biggest source of 

donor value. Therefore, it is most important in its communications, that the charity shows 

its effectiveness in maximizing the donation of its sponsors. Amongst these extensive 

findings is that charities who are able to offer self-benefit, in the form of, for example, 

repentance, recognition, self-worth, to its sponsors and audience will be able to “attract the 
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highest proportion of an individual's total donations to charity” (Sargeant et al., 2001, p. 

421). 

4.5 EM Environment and Antecedents 
EM exists on a continuum wherein the organization’s internal and external environmental 

variables can either limit or magnify the strength of the aforementioned EM dimensions 

(Morris et al., 2002, p. 11). Within the internal environment of the firm exists the 

aforementioned EO, MO along with another concept − internal climate variables. In order 

to respect the purview of this thesis, internal climate variables, which are intricately 

interlinked, will be excluded from analysis. These variables are affected by the volatility 

and strength of the external variables listed which is why higher levels of environmental 

turbulence must be met by increased flexibility and adaptability when it comes to 

customers and competitors. In fact, in the context of social enterprise, the flexibility 

afforded by entrepreneurial marketing has been found to be the best approach in fluctuating 

environments (Shaw, 2004, p. 203). The internal climate variables will not feature in this 

study as these have less of an impact on EM than MO and EO, which will be incorporated 

into this study.  

 

Increased environmental turbulence must be met with increased levels of entrepreneurship 

as well as innovation (Morris et al., 2002, p. 11) while avoiding management decisions that 

are risk-averse, conservative and reactive in nature (Fan et al., 2013, p. 200). Thus, it is up 

to the marketers to veer away from incremental improvements in times of tranquility in 

favor of introducing stronger entrepreneurship themes into marketing efforts. This is why 

EM is proffered as being most effective and useful in turbulent environments (Morris et al., 

2002, p. 12).  

 

In complex environments, also typified by increased firm interdependencies, marketers 

must, then, strive toward marketing efforts are of a customer-centric, leveraged, value-

creating, proactive, opportunistic and risk-assumptive variety (Morris et al., 2002, p. 11). 

Environmental turbulence, in one academic interpretation, typically generates from 

heterogeneity in consumer preferences and the rate of change of these preferences (Han et 

al., 1998, p. 41). This heterogeneity leads to increased diversification among competition 

and offerings in the market. An alternative interpretation views environmental turbulence 

more generally. It is viewed broadly as being the rate and uncertainty of changes in the 

organization’s outer environment (see Miller & Friesen, 1983; see Dess & Beard, 1984; 

Danneels & Sethi, 2011, p. 1028). The subject of analysis can also vary as environmental 

turbulence can relate to either competition, technology or customers (Danneels & Sethi, 

2011, p. 1029). This study draws inspiration from the market turbulence of the firm as 

described by Morris et al. (2002). Morris et al. (2002, p. 11) narrow environmental 

turbulence down to 1) level of hostility; 2) rate of change experienced; and 3) level of 

complexity. This thesis, through interviews, will obtain insight into the perceived nature of 

the participants’ outer environment in order to assess the relevance of EM for the 

participating charities. This is done in order to produce a more nuanced discussion chapter. 

Interviewees will be free to relay their own views on hostility, complexity and rate of 

change on the market whether these relate to technology, customers or competition. 
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Therefore, this thesis shall describe and interpret the three aspects of the interviewed 

organizations. Below is an overview of the aspects studied and incorporated into the 

interview guide. 

 

 
 

Figure 2: A Model of Antecedents and Outcomes of Entrepreneurial Marketing.  

Adapted from Morris et al. (2002, p. 12). 
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5 Research Method and Strategy  
This chapter accounts for the methods used in data collection, interviewee selection as well 

as techniques and approaches used for upholding ethical behavior, analyzing data and 

conducting the interview. 

5.1 Study 
The chosen study is made of primary data, not collected on commission. According to 

Johansson-Lindfors (1993, p. 20), studies using primary data, not done on commission for a 

company/organization, are more difficult to conduct due to being more subject to time 

constraints and money limitations. Furthermore, primary data has been collected as there is 

no suitable secondary data available on the topic of EM for non-profit social enterprises and 

no previous research of quantitative approach on this particular topic in this setting. Perhaps 

most importantly, the choice of approach to data collection is predicated on the ambition to 

produce new and useful research findings. 

 

The study tackles a broad research problem, which has shaped the study technique of 

describing the situations at hand as extensively as possible (Johansson-Lindfors, 1993, p. 

62). Furthermore, as the participating charities differ in size, mission and structure, this 

study’s approach is of broad and descriptive nature. Moreover, this study’s findings will 

describe subjective realities based on interpretations of the external environment, the 

charity’s own marketing efforts and the cultural inclination of the organization. Addressing 

these areas sets the foundation for answering the research question at hand, the intent of 

which is to describe how a non-profit charity in Sweden can use EM, therein describing the 

current phenomena as well as areas with impetus potential. The findings will not be 

generalizable due to the research design being qualitative with limited participant numbers. 

Although, findings cannot be generalized to other situations, transferability to similar 

situations will be less of an issue. 

5.2 Interview Format  
Interviews offer richer data than questioning through surveys stands to (Delamont & Jones, 

2012, p. 364). Interviews offer the possibility of gaining broader insights into the use of 

EM in informant charities which is of importance to achieving this study’s purpose. 

Furthermore, this study is conducted empirically with wide structured interviews, meaning 

that the questions are more rigid and that the topics discussed will not digress much from 

the original format, from interview to interview. In effect, the present study offers a broader 

understanding of a social phenomenon through story telling of individual’s experiences and 

knowledge (Mears, 2009, p. 14).  

 

With the help of structured interviews, an investigator can make a strict guide to what area 

will be explored which can be connected to the theoretical framework in an easier way than 

semi-structured interviews, which gives respondents more freedom to talk sweepingly 

around the questions (Menter et al., 2011, p. 131). The choice of structured interviews has 

been made because of the rigidity and specificity of supporting theory. The authors wanted 

answers given on the specified dimensions of EM, adapted from the work of the spearheads 

and conceptualizers of EM Morris et al. (2002), because, not only would it allow for better 

authenticity, but it steers respondents away from subjects outside EM activities. 

Information not pertaining to marketing activities would not be useful to this study, 
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constituting unnecessary clutter when attempting to pull data for analysis. Although, even if 

the path that the interviews will take is set from the beginning, different follow up 

questions will be used as a result of the variety of EM activities that the organizations are 

likely to be engaged in. Researchers can conduct structured interviews in different modes, 

either with face to face, telephone or video interviews (Menter et al., 2011, p. 132). Despite 

face to face interviews, the most typical mode is through phone, which has been carried out 

in this particular study. The choice of phone interviews had been made due to time and 

resource constraints and the fact that the respondents are spread across Sweden. Face to 

face would have been desired as the depth of the study may be more limited because of the 

distance that phone interviews create as well as the lack of visual feedback from the 

informant. Telephone interviews also force shorter questions, making for shorter answers 

(Klenke, 2008, p. 133). However, in this particular study the questions have been explained 

thoroughly and the answers have turned out to be rather long in each case. This choice had 

been made because telephone interviews are cheap and convenient means of data collection 

(Menter et al., 2011, p. 132) that allows the researchers to overcome the distances of the 

locations of the organizations (Saunders et al., 2009, p. 349). 

5.3 Interview Guide 
The interview guide is written in the Swedish language and features five profile questions 

and 15 EM-themed main questions based on concepts originally presented in English. The 

authors have endeavored to translate concepts while keeping the validity and integrity of 

theoretical constructs intact. While professional translators have not been used, the authors 

maintain that the translations have been done to the best of the authors’ abilities who are 

native Swedish and English speakers respectively. Both authors have checked each other’s 

translations in order to ensure translations have been done correctly, intelligibly and 

satisfactorily. This has also been done when EM terms have been adapted to the charity 

sector context. Entrepreneurial marketing exists on a continuum from almost traditional 

marketing efforts to purely EM in all dimensions (Morris et al., 2002, p. 11). Moreover, the 

intelligibility of the study’s questions has been assigned primacy within this research, 

prioritizing a universal understanding is secured from interviewee to interviewee. The 

interview guide, seen in Appendix 2, starts off with profile questions labeled a through e. 

These questions are intended to gather insight into both the circumstance of the interviewee 

and the organization. These questions help us to gain an understanding as to the insight 

each participant has within the organization as their occupation and tenure will be asked of 

them. Commercial activity, such as selling bracelets or T-shirts et cetera for the benefit of 

the cause, also of importance to this study as one will be able to gain a sense of maximizing 

the opportunity for greater exposure and funding of the social mission, showcasing an 

entrepreneurial spirit within the organizational culture. It also allows one to assess whether 

the enterprise is a hybrid of sorts between commercialized and traditionally non-profit 

organization. 

 

The interview questions themselves are broken up into three main sections and one 

miscellaneous section, totaling 15 questions. The first section is External Environment, 

followed by, Organization Culture and Miscellaneous, Entrepreneurial Marketing and 

ends with EM outcomes. External Environment concerns market change, hostility and 

complexity incorporated into the EM antecedent model by Morris et al. (2002). The 

external environment as seen in Figure 2 is connected to the organization's ability of having 
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EO and MO. Furthermore, the questions on EO and MO of the organization is directly 

connected to the cultural position towards the stances and this is therefore connected to the 

use of EM towards the market that directly affects to the final outcome of the organization. 

The questions are posed in the following way: Do you regard your organization as being 

exposed to an X market environment and in which way? A follow-up question of how these 

turbulences are tackled come after in order to gain insight into how these elements are 

overcome. The technicalities of the terms market, competition or other is explained when 

the respondents have difficulties to understand. External Environment questions are crucial 

to this interpretative qualitative study as one gains insight into the relative need for EM 

within that particular organization. It also helps one to gain insight into their market 

orientation as organizations with more insight into their outside world are imagined to be 

more inclined to take to market-related approaches to counteract or maximize the 

opportunities lying outside the organization. Pertaining to the Entrepreneurial Marketing 

section, these questions are heavily based on the seven dimensions of EM devised by 

Morris et al. (2002). These questions are posed in such a way as to gain insight as to how, 

for example, opportunities are maximized, risk taking is utilized and customer relationships 

are built in service of promoting the social message and mission. Thirdly, the 

Organizational Culture section, asks of the importance of being oriented towards 

entrepreneurship, the market and entrepreneurial marketing is to the organization in an 

effort to discern the propensity for these organizations to engage in EM. Lastly, 

miscellaneous questions pertain to what the organization’s biggest marketing effort has 

been as well as the how EM has helped the organization’s social mission, as in spreading its 

message. The first of the final questions pertaining to the organization’s most impactful 

marketing effort is intended to survey the EM prowess of the firm. The latter of the final 

questions is intended to find out what EM brings to their organization, giving insight into 

the motivation to participate in and continue such activities.  

 

A method to increase the credibility for this study was the use of triangulation, which can 

be explained with the practice of different methods, sources and theories to strengthen the 

result, analysis and conclusion gained in the study (Lincoln & Guba, 1985, p. 305; Bryman 

& Nilsson, 2011, p. 397). Therefore this study has a literature review that angels the 

concept of EM on three different levels; external market turbulence, EM dimensions and 

the testing on the fitting of EM through the charities organizational culture about EM. In 

this way more information and background has been obtained of the charities externally as 

well as internally, for the researchers to understand the result in the seven EM dimensions 

better. Market turbulence and internal culture have helped the researchers to understand the 

suitability of EM for charitable organizations both academically and practically. It was 

important for the investigators to examine diversity of information to understand the use of 

EM more realistically.  

5.4 Sampling Method  
The authors have tried to contact all charities in Sweden, succeeding in contacting 363 

charitable organizations on a list of all charitable organizations in Sweden that are audited 

by Svensk Insamlingskontroll and have a 90-konto (Hjälporganisationerna, 2015). This list 

has been used in order to find charities that have marketing functions and that classify 

themselves as using EM. This self-selection is based on these charities having the most 

insights into what their marketing activities entail. This has been made necessary because 
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the interviewees need to have marketing knowledge and knowledge of entrepreneurial 

approaches to marketing to help answer this thesis research question authentically. The 

selected group of charities will, thereby, consist of charitable organizations that have a 90-

konto and that are engaged in EM practices. Furthermore, concerning the interviewees from 

these organizations, the authors have made sure the most appropriate person, such as the 

marketing manager, founder or operations manager, with cognizance of the marketing 

activities within their organization. 

5.5 Selection Criteria 
The authors have contacted privately owned charitable organizations within Sweden 

systematically from a list that includes almost all charitable organizations within Sweden 

(Hjälporganisationerna, 2015). The list includes 370 different charitable organizations, but 

some of them were not contacted because they had no e-mail address, the webpage did not 

work or the authors saw some of the webpages were unattended to. The authors also found 

that all potential candidates are not included in the list and, therefore, some other 

organizations that are not on the list has also been contacted. Therefore, in the end 363 

organizations had been contacted by e-mail. The authors have made sure that the 

organizations on the list are not publicly owned by checking the organizations’ websites 

and also by asking them. The importance of having private organizations is because social 

enterprises fill the function that the government and the for-profit sector are unable to fill 

(Kerlin, 2006, p. 249; Shaw & Carter, 2007, p. 419; Matei & Matei, 2012, p. 1066; Stecker, 

2014, p. 350). E-mails have been sent out to the organizations on the list, explaining the 

purpose of the thesis, as well as asking them if they are using EM practices by stating the 

seven dimensions of EM conceptualized by Morris et al. (2002) as well as asking them if 

they could participate in interviews. The e-mail that has been used can be found in 

Appendix 3. It was most critical that the charities actually use EM for the purposes of this 

study before scheduling an interview with them. It was made clear by the answers the 

authors got from the e-mails that (20/363) charities did not or did not think that they use 

EM in their fundraising. (15/363) of the other charities did not have time to participate in 

the study due to resource constraints. Others said no without any particular reason (9/363). 

Some organizations did not understand our explanation of what EM is and that the use of 

all EM tenets is not necessary to be able to participate. The authors, thereby, sent a follow-

up e-mail to explain more deeply and give examples of what type of activities that could be 

characterized as EM. For these organizations, it turned out, in the majority of case, that they 

do not use EM, rendering them of little use to the study. Overall, in total, 312/363 

organizations did not reply to the interviewers, perhaps because they never understood what 

EM is and if they really used EM or not. The authors conclude that if the organizations did 

not understand the e-mail, then they probably do not use EM. Furthermore, if too few 

charities answered the emails, the authors would have contacted them by phone in order to 

ensure sufficiency of data. In any event, seven organizations do use EM and have 

participated in interviews. The answers gotten from these seven organizations were enough 

data for this study and therefore the organizations that never answered the e-mail have not 

been called. Moreover, no criteria of size or type of charity have been specified. This could 

be seen as a criticism to this thesis as the charities vary in size and management. 
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5.6 Actual interview 
The interviews were conducted by phone or Skype without video. It was explained to the 

respondents that the interviews would be recorded and transcribed. It was also made clear 

to the respondents that they would be anonymous and that the recordings will be kept safe, 

away from others to maintain their privacy, but that the organizations’ names would be 

officially displayed. Furthermore, the interviews went very well as valuable answers were 

received on the EM practices that the organizations were engaged in. Follow-up questions 

often concerned helping the participants to get back on track topic wise. Other times 

follow-up questions concerned more elaborations on interesting activities that they touched 

upon in their answers.  

 

The only criticism that can be made is the technicalities in the interviews guide. The 

questions are quite theoretical and, thereby putting a strain on full understanding. The intent 

of the authors has been that the questions should not include practical examples from the 

beginning because it was important not to influence the answers of the informants. The 

authors wanted the informants to think for themselves to come up with answers specific to 

their organization and not something that the researchers put in the interviewees’ mouths. 

In certain case, questions had been difficult to understand which led to necessary 

explanation without added prodding from the interviewers. At times, however, interviewees 

failed to understand because the theory did not fit into the context of their organization. 

This has been the result of the interviewers, being organizational outsiders, asking 

irrelevant questions. As presupposed, all organizations did not use all EM dimensions as 

has been pointed out as a likely possibility by Morris et al. (2002, p. 11). 

  

The answers for the different topics did not always occur during the right line of 

questioning. This is, however, understandable as it is difficult to come up with all the 

answers right away and the form of the study is more descriptive which it entails some 

storytelling during the interviews. These stories usually includes many different dimensions 

of EM that fit into the theoretical framework. At the end of the interview, the authors 

explained quotes would be sent to the organizations for the correction of misquotes and any 

other mistakes before the uploading the thesis. As five of the interviews had been in 

Swedish, they had to be translated into English for representation in the thesis itself. After 

the recordings had been completed, translations were made the authors. In this way, the 

authors of tis thesis have avoided any mistakes in the translation because of the expertise 

possessed in both languages.  

 

For further information regarding the organizations themselves, see Appendix 4, Table 2: 

Participant Overview. 

5.7 Data Analysis Technique 
The raw data of qualitative interviews is usually extensive and can feel very abstract, 

necessitating the extraction of information (Delamont & Jones, 2012, p. 364). Recording 

and transcription will help the authors pin down this information through systematically 

processing the information to better understand and analyze the data. Even if the questions 

have been rather structured, the answers were less so. Many times the answers of the theory 

came through in another question, which can be explained by the complexity and 

interlinkages within the subject matter. Furthermore, precise examples of certain practices 
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have been hard to come by in certain areas for a couple of the informants. Therefore, the 

answer could come later in another question, thus creating messy raw data. To make sense 

of this data more easily, the data needs to be structured in a systematic manner and broken 

down to an understandable format to be able to be explored (Saunders et al., 2012, p. 546). 

The presence of certain subject matter overlapping had been noted by the authors during the 

transcription process. 

 

The analysis has been conducted by juxtaposing theory with results. Firstly, the result was 

coded into EM tenet-based themes, structured in the interview guide and established in the 

theoretical framework, then continuous analysis has been implemented throughout the 

entire analysis and results chapter. This is based on the theoretical reading technique were 

theoretical explanations have followed the raw data (Kvale & Brinkmann, 2009, p. 235). 

The results can be explained as the interpretations of the respondents concerning the topics 

at hand in a following script that often misses the intricate process of analysis as well as 

absence of tables with explaining categories (Kvale & Brinkmann, 2009, pp. 236-237). The 

themes and analyzed result will thereby not be categorized in tables. This method helps 

with keeping the literature study in mind and not digress from the theory of importance and 

it eases the finding of contributed context and new ways of seeing a phenomena (Kvale & 

Brinkmann, 2009, pp. 238-239). The authors maintain that this method will not only help 

the interviewers, i.e. the authors of this thesis, on topic and help them to see the whole 

picture more easily as analysis is done simultaneously with the coding of the data. This also 

helps the readers to understand the parallels and analysis in a simpler way. Furthermore, 

this technique will help in avoiding repetition that could otherwise be a problem when 

transcripts are separated from the analysis. It will also make the entire paper shorter and 

more concise to the relief of readers. As the dimensions overlap in certain areas, it has been 

important to include a discussion section to sum up the results and analysis in a more 

comprehensive and conclusive way. Furthermore, conclusions have been made based on 

new findings springing from the analysis. 

5.8 Ethics 
The participants in this study have not been harmed in any way which is important when it 

comes to business ethics (Kvale & Brinkmann, 2009, p. 62). The authors have made sure 

that the interviewees will be anonymous if they so choose. Not because the questions are 

sensitive by nature, but rather they will feel freer to speak up as anonymity can increase 

their comfort level. Interviewing participants can be rather complex because of the 

investigation of private information and making this information public in the form of a 

thesis (Kvale & Brinkmann, 2009, p. 62). It could potentially alter the liberty of giving out 

information (Easterby-Smith et al. 2002, p. 95). These issues are raised before conducting 

this study to eliminate value compromising elements.  

According to Diener et al. (1978), harm to participants, lack of informed consent, invasion 

of privacy and deception should always be considered when conducting business research. 

For this reason, the authors will be completely honest with the intentions of this study. 

Participants will be informed that recording and transcripts will be made during the 

interviews but that they may possibly be identified based on the organization, their 

occupation and their tenure with the organizations being made public. The researchers have 

avoided personal and sensitive questions in the interview to decrease invasion of privacy 

and any harm to participants to the greatest extent possible. Moreover, to reduce risk, the 
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organizations might want to get a copy of the interview guide before agreeing to be 

interviewed (Easterby-Smith et al., 2002, p. 95). The authors have told all participants what 

topics that will be discussed during the interview in beforehand, and for almost all 

participants the authors sent out the interview guide to them before the actual interview.  

 

No criticism will be made to the informants by the authors. The investigator could criticize 

the organizations’ methods of business and in this way cast a negative shadow over the rest 

of the interview, hurting the quality of the answers (Diener & Crandall, 1978, pp. 17-33). 

Information has not been hidden from the participants, but needless information that could 

alter the result of the interview has not been given out either (Diener & Crandall, 1978, p. 

42), therefore honesty will be a priority in this thesis. Enough transparency has been made 

so that the respondents will know if they really want to participate or not (Diener & 

Crandall, 1978, p. 34). Deception concerns falsification of scientific work by forcing 

certain results that the research want (Diener & Crandall, 1978, p. 72). It could be done 

with lies or omission. In this study, such misrepresentation have not been made because the 

aim was to achieve highest ethical consideration possible. To be sure of this, transcripts 

exist, which will be available for the supervisor, opposing students and the grading 

committee upon request. 
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6 Results and Analysis  
This section depicts the profiles of the organizations, the raw data and its analysis in a 

manageable and intelligible format as well as theoretical connection. Subject matter 

concerns the external environment of the informant organizations, the culture of the 

organization, EM outcomes as well as how EM, itself, is practiced. 

6.1 Organizational Overview 
The following is a presentation of the interviewed organizations. 

 

Ulla-Britt Palm Insamlingsstiftelsen Soptippen (2015a) whose mission is to: 

● spread information about the foundation’s activities and thereby reach people, 

organizations, business, et cetera that are interested in supporting their activities in 

Ecuador. 

● be stewards of raised funds until they are put to use in Ecuador. 

● contribute to the development of the operation through efforts on site in Ecuador. 

● safeguard that the operation in Ecuador fulfills the foundation’s directives, local 

authorities’ demands as well as the demands played on the foundation from 

Swedish authorities and interest groups. 

 

The vision of Insamlingsstiftelsen Soptippen, officially called Ulla-Brita Palm 

Insamlingsstiftelsen Soptippen, is that “everyone should get to eat until full, be able to go to 

school, receive medical care and that all women shall be valued more greatly” (Ulla-Brita 

Palm Insamlingsstiftelsen Soptippen, 2015a). The organization organizes tourist visits from 

Sweden to Ecuador and sees to dental care, a loving environment, healthcare and education 

of their beneficiaries. They provide for the living situations of their orphanage and give the 

“rubbish tip” children scholarships in the hope of diverting them from rummaging in the 

local garbage heaps and into an education (Ulla-Brita Palm Insamlingsstiftelsen Soptippen, 

2015b). In addition, the organization has projects catered toward vocational training in the 

form of a sewing school for women, orphanages and health center with, amongst other 

services, six specialist care practices (Ulla-Brita Palm Insamlingsstiftelsen Soptippen, 

2015c). 

 

Barncancerfonden (2015a) whose mission is to: 

● fight against childhood cancer and ensure that already cancer-stricken children, 

young adults and their families receive the care and support they need. 

 

Barncancerfonden’s (2015c) core values are hope, courage and responsibility. Hope in the 

sense of “spreading hope to each other and our surroundings.” Showing courage is meant in 

the sense of “seeing reality as it is” and finally, responsibility as in “taking responsibility 

for the children and families.” The foundational principles of the organization are openness 

and transparency which is exemplified by its prominent display of employee wages, asset 

management by-laws as well as FRII-certified and PwC corporate governance systems 

(Barncancerfonden, 2015d). Barncancerfonden (2015a, 2015b), founded in 1979, has local 

associations spanning all of Sweden and is the single largest sponsor of childhood cancer 

research in Sweden, conducting hundreds of research projects a year. The goal of these 

projects is to find “new and better methods that can alleviate and cure childhood cancer.” 

The organization has a 100 per cent survival rate goal and works toward better care and 
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living situations for cancer-ridden children and their families. In addition, 

Barncancerfonden supports the education and continued training of health care personnel in 

this area and works to influence public opinion to improve the terms of these families. 

 

Gambiagrupperna (2015) whose collective mission is to: 

● bolster the civic society of Gambia so that its people are given an opportunity to 

impact their own situation. 

● develop villages in the poorest parts of the country with skill-developing projects. 

● support village cooperative and school environment projects as well as schoolhouse 

construction. 

● work toward lasting and close intercultural ties between Gambia and Sweden. 

 

Gambiagrupperna’s (2015b) core values are helping others help themselves and education 

to all through community development. Gambiagrupperna is constituted partly of 30 

associations in Sweden and has a presence in both Africa, where its operation is called 

Future in Our Hands (FIOH), and Sweden (Gambiagrupperna, 2015a). The organization’s 

primary source of funding comes from the Swedish International Development Cooperation 

Agency, Sida, which is government run. The ten percent the organization collects itself 

comes from its local associations spread across Sweden. The organization, whose primary 

activities consist of education programs and building up Gambian civic society, is 

empowered by the United Nation’s Millennium Development Goals of all children having 

access to a full-bodied primary school education before 2015 along with the elimination of 

gender differences within the education system (Gambiagrupperna, 2015b; see United 

Nations, 2015). 

 

Prematurförbundet whose mission is to: 

● influence public opinion. 

● raise societal awareness for premature babies and their families. 

● reduce the number of premature births. 

● impact national guidelines for equal care through the entire country. 

● inform about and raise awareness within material health services, child health 

services and child care. 

● make the most of research and experiences within the area of prematurity. 

● be a source and distributor of information to parents, family and the public. 

● through local associations create a network and run a supporting operation. 

 

Prematurförbundet, or officially, Riksförbundet Svenska Prematurförbundet, is the result of 

the merger of Prematurföreningen Stockholm (formed in 1991), Prematurföreningen Väst 

and Prematurföreningen Helsingborg according to the organization’s vice chairperson. Not 

only is the organization present in Helsingborg, Stockholm, Väst, Gävleborg, Västerbotten 

and Värmland in the form of local associations (Prematurförbundet, 2015b), the 

organization encourages others’ to start their own local association or simply become a 

contact person in their area (Prematurförbundet, 2015c). Along with supporting research in 

the area of premature infants, the organization offers free “House Preemie-parities” in 

which they educate 15 people or more on the issue of prematurity where they are 

(Prematurförbundet, 2015a). The organization has participated in debate articles, been 

active in legislative discourse and is in constant dialogue with Specialpedagogiska 
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Skolmyndigheten in an effort to improve the provisions dedicated to taking care of 

preemies in schools (Prematurförbundet, 2015d). The organization also participates 

annually in the Ultra Early Intervention conference organized by Karolinska NIDCAP 

Training Center. 

 

A Non Smoking Generation whose mission is to: 

● work toward children and young people choosing refusing the use of tobacco. 

● work actively toward limiting tobacco’s place in society. 

● create a protective environment for children and young people. 

 

A Non Smoking Generation has, since 1979, been an independent, non-profit organization 

that “inspires, informs and engages children, young people and adults to create an 

environment in which young people can choose a tobacco free life for themselves” (A Non 

Smoking Generation, 2015). The organization, through digital channels of communication, 

lectures and “method education”, impact young people and adults directly. A Non Smoking 

Generation utilizes lobbying, campaigns and formation of public to create a situation that 

promotes smoke free surroundings, reduced acceptance of tobacco and reduced 

accessibility of tobacco in Sweden. A Non Smoking Generation, officially registered as En 

Rökfri Generation, has a nationally renowned brand and has, in the last year, reached close 

to two million children and young people as well as orchestrated anti-tobacco legislation 

coming into force. Although the organization is open to public donations via its website, A 

Non Smoking Generation along with Prematurförbundet stand out for their political 

activism. 

 

Sightsavers whose mission is to: 

● combat blindness in developing countries, restore sight through specialist treatment 

and eye care. 

● eradicate preventable blindness and create equal opportunity for people with 

disabilities. 

● help those irreversibly blind by providing counseling, training and education. 

 

According to the company website, Sightsavers (2015a), in 2014, supported: “more than 

103 million treatments to protect against neglected tropical diseases, over 13.8 million eye 

examinations, over 296,000 operations to restore sight or prevent blindness, and more than 

9,000 children with disabilities to attend school”. Theirs is a global operation which appeals 

to the masses in fundraising, champion research and human rights advocacy as well as 

develops learning programs. Sightsavers’ four strategic priorities are education, social 

inclusion, community development and health. The company’s efforts span Asia, East, 

West and Southern Africa as well as the Caribbean (Sightsavers, 2015b). 

 

Föreningen för Gatubarn i Nepal whose mission is to: 

● collect money to be used for renting homes where little girls can live, eat, shower 

and have access to clothing. 

 

The mission of Föreningen för Gatubarn i Nepal (2015a) is to provide shelter permanent 

housing for street children in Nepal through donations. Girls take first priority in the 

organization as trafficking is a salient and present danger. The organization also provides 
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for food and the education of children and young adults without the access to an education. 

Föreningen för Gatubarn i Nepal, based in Gävle, has also started small-scale work in 

educating midwives in an effort to reduce maternal death rates. The organization, which 

maintains very low administrative expenditure, describes itself as a scale-scale operation in 

Nepal that prefers sustainability over quantity. In Nepal, the organization has two registered 

Nepali NGOs: Child Help and Care Center as well as Manjushree Child Care Center. More 

recently, in the early half of 2015, the organization sustained increased pressure as the 

Federal Democratic Republic of Nepal had been devastated by two earthquakes, magnitude 

7.8 and 7.3 respectively, killing 8 500 and leaving 37 000 refugees. 

 

For further information regarding the organizations themselves, see Appendix 4, Table 3 

Organization Overview. 

6.2 External Environment 
This section addresses the external environments as described by the informants. 

6.2.1 Market Changes 

Do you feel that our organization is exposed to powerful market changes and in what way? 

Follow-up How do you meet these changes? 

 

The interviewees have responded that market changes have been relatively mild and 

infrequent with the exception of Föreningen för Gatubarn i Nepal. This is because the 

country has recently suffered from a devastating earthquake that has increased the need for 

efforts from charities. The interviewee from Föreningen för Gatubarn i Nepal stated that 

this has been an anticipated event for the last ten years. However, its occurrence had been 

impossible to calculate, thus making it difficult to prepare sufficiently for its consequences. 

This entails an increased workload for Föreningen för Gatubarn i Nepal as well as an 

increased foreign aid from the Swedish public. A similar situation manifested itself for 

Insamlingsstiftelsen Soptippen: “It depends on if there’s another catastrophe that 

happens… It’s like I told you about in 2004 where we featured in a documentary about 

Ecuador and then the catastrophe happened in Haiti and then we noticed definitively that 

there was focus in the other direction and it wasn’t what we expected”. These drastic shifts 

produced different results for the organizations; in the case of Föreningen för Gatubarn i 

Nepal efforts to help have increased while Insamlingsstiftelsen Soptippen had experienced 

attention being shifted to a more immediate crisis. This is a direct result of charities’ being 

dependent upon the media attention and level of emergency assigned to their scope of 

operation. 

 

Despite this exceptional case, most issues have been less drastic among respondents in 

terms of market change, seeing such phenomena as transparency, generational shifts, 

showcasing both relevancy and social utility, modern CSR and global economic hardships. 

The issue of increased demand on transparency and relevancy has been relevant for A Non 

Smoking Generation: “It’s getting to be a lot of focus on relevance and public welfare 

[social utility] so one has to, all the time, show what you’re up to. It’s very important; 

transparency is very important… when more organizations are popping up, one, sort of, 

becomes on guard a little, looking at who one is going to give to and people get more 

niched”. Marketing efforts are expected to reflect the effectiveness of efforts and mission 



 

44 

success that the public expects from the organization. In the opinion of the respondent, this 

helps sponsors in their decision to support their cause. It behooves non-profits to display 

the effectiveness of social efforts in order to engender sponsor support, engagement and 

donations (Sargeant et al. (2001, p. 422; Flockhart, 2005, p. 32; Austin et al., 2006, p. 2; 

Das et al. 2008, p. 173; Smith & Stevens, 2010, p. 577). Föreningen för Gatubarn i Nepal 

and Insamlingsstiftelsen Soptippen the importance of transparency and showing that 

donations are being put to good use. As all participating organizations have newsletters 

depicting the effectiveness of efforts and the need for continued work on the cause, one 

may argue that all organizations value transparency. As far as generational shifts, 

Gambiagrupperna claims its original members are getting up there in age and that it is 

difficult to recruit fresh membership: “But the change that we can see is going on is that 

our members are quite old. And a new generation is coming. For the new generation there 

are so many options to choose [from]. You see it on TV every day, commercials and so on. 

So for us to have new members to have Gambia groups because Gambia is quite a small 

country is actually very difficult”. The most common reasons for defection, according to 

Sargeant (2001, pp. 61-62) in his U.S.-based study, are loss to competition, poor service 

quality, poor relationship quality and lost to market (see also Bennett, 2009, pp. 331-332). 

Best suited to the situation of Gambiagrupperna is lost to market which encompasses death, 

moving house and loss of interest for the cause. Donor defection occurs in increasing 

numbers with between 40 and 50 percent of initial new cash donors remaining after the 

initial donation and with a mere five percent retention after the first five years of 

sponsorship. Gambiagrupperna has, however, seen extraordinary retention of original 

members, speaking to the overall quality and value imparted by the organization to its 

original donors (Bennett, 2009, p. 334). The interviewee herself has been a part of the 

operation in varying capacities since 1979. Although, this speaks to the sponsor intensity of 

the firm, to be discussed later, this does not speak to superb EO within the organization as 

they have failed to secure steadily increasing donor numbers throughout the decades. 

 

Barncancerfonden has noticed increased interest from companies whose customers have 

become socially conscious, something they call modern CSR: “… people are involved in 

this sponsorships and leads to many companies’ customers also becoming involved in this. 

So, there is an awareness for getting involved. […] It is about looking back into society 

where the company can create value and profit. That has definitively been a market 

change”. As Barncancerfonden has noted high “buying intention” in Sweden among the 

public: “A lot of people care about what we are doing and are willing to help us in what we 

do to the utmost […] because their customers care about this we reposition 

Barncancerfonden and help companies see it as a sponsorship [opportunity]” “Partly, we 

have been able to contribute value to their business and they have been able to help us 

raise millions for childhood cancer research. It is a completely new ball game. A new 

process of how you work with companies based on their business challenges”. This modern 

CSR has been able to effect action through utilizing the offerings of commercial 

companies, taking the customer value from solely furthering the cause to personal 

satisfaction as well. This has, in turn, increased the CSR of partnering firms according to 

the interviewee. 

The only interviewee to deny the existence of significant market changes has been 

Prematurförbundet with the following answer: “I wouldn’t say so. The market is, like - we 
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compete foremost with every other organization that have fundraising and contributions 

and it’s been this way for a while… not that it’s changed especially quickly”. This is 

understandable as the association has only been in operation for one year in its current 

iteration. The same goes to Sightsavers who are new to the Swedish market, only operating 

here for just over two years. 

6.2.2 Market Hostility 

Do you think it is difficult to be seen amongst similar organizations? Follow-up How do 

you meet this difficulty? 

 

Answers in this category have been relatively diverse, ranging from being relatively unique 

in the market to contending with a multitude of comparable organizations. All answers, but 

Föreningen för Gatubarn i Nepal, show a stable environment, i.e. relating to demand, 

competitors, value chain, governments, et cetera. There had been very little talk about 

overwhelming customer demand, intrusive governments, aggressive competitors or value 

chain power which leads the authors to regard these areas as presenting little issue in the 

eyes of the interviewees. What has been seen in all participating organizations is an 

increased vying for attention in a market with increasing market entrance. The factors 

behind this commotion varies. Sightsavers, for example, cites global crisis as bringing 

about a significant increase in competition: “I suppose we’re working in a whole range of 

different markets that we weren’t several years ago and therefore we’re competing for 

attention and audience share with a range of different organizations that we weren’t a few 

years ago. […] The external situation sort of global financial situation over the last few 

years affected Sightsavers to the extent that, it’s kind of changed new markets that we might 

have wanted to enter so one of the reasons we wanted to look at Sweden was because it was 

relatively unaffected by the global financial crisis”. This statement highlights the possible 

difference between the Swedish context and the rest of the world where the environment for 

social enterprises have become increasingly turbulent (see Sullivan Mort et al., 2003, p. 77; 

Weerawardena & Mort, 2006, pp. 22, 32). Another example according to Barncancerfonden 

is: “More and more organizations are getting a 90-konto and bringing in money. That’s 

one thing. So as a result the competition for pocketbooks is growing. The other trend is that 

reaching others with one’s messages is getting harder and harder for charities with quite a 

little bit of money since the market commotion is increasing and it’s difficult to gain control 

over the digital opportunities that exist. It then becomes expensive and difficult to increase 

competencies in reaching out in the same way as one has been able to do prior with the 

same amount of money”. Föreningen för Gatubarn I Nepal goes as far as to say that “For a 

little organization that refuses to use raised funds on advertising, it is difficult to break out 

from the commotion. […] We refuse to be a part of the circus”. 

 

Even though the market has a certain level of commotion, the organizations themselves are 

not competitive in nature as they rather help one another to succeed. Sightsavers, for 

example, has expressed the following: “The charity sector in Sweden seems to be very 

collaborative and quite open to helping each other out so although we haven’t done any 

joint fundraising work with anybody, for example, I have got a fair idea of what some of the 

people’s fundraising performance looks like- what their results look like because they’ve 

been very kind - nice in sharing some of their results so that we can tell how our 

performance is benchmarked against other people but we haven’t, in Sweden, done any 



 

46 

joint work with any of the charities”. Föreningen för Gatubarn i Nepal states: “It is not 

wrong to support other big organizations that needs salaries paid”. A Non Smoking 

Generation gives the following when rationalizing the idea of competitiveness within their 

market: “We have more competitors, of course. I shouldn’t say competitors either. We have 

a group of organizations that work toward the same goal, but we are, of course, well versed 

in the tobacco issue in Sweden. We have been around for 35 years and we have been 

commercial earlier - seen a little more”. Lastly, Barncancerfonden, relays the following “ 

It is not just that our cause that is better than others’ which is why it is important when one 

learns something about the market we always share through giving lectures. In that way, 

we challenge ourselves to be better and we help others. It is a part of this [whole] market 

driver strategy thinking”. Therefore, when it comes to these organizations, one is not met 

by the typical arms race, so to speak, and aggressiveness as within the faster paced 

commercial organizations. In fact, within the charity sector, a collaborative spirit is more 

the norm that in for-profit sector (Shaw, 2004, p. 202; Austin et al., 2006, p. 13; Morris et 

al., 2011, p. 953), which close to rules out an overly hostile environment. In fact, 

networking to create social value is seen as a powerful nonprofit tool and is facilitated by 

social enterprises’ being less concerned with attributing created social value to their own 

efforts (Austin et al., 2006, p. 18). 

 

As the name suggests, social missions are a collective task that are the charge of the public, 

thereby, there is no need for hostile competition as they are working towards the same goal 

of social improvement (Grace, 2005, p. xiv; Austin et al., 2006, p. 18). Being overly 

competitive diminishes the impact of other charities’ abilities to complete their mission 

which is counterproductive to social change and improvement. Barncancerfonden says it 

best: “It is also another complexity in the market to try to be clear that all organizations 

have deserving causes they’re striving for. It is not just that our cause that is better than 

others’ which is why it is important when one learns something about the market we always 

share through giving lectures. In that way, we challenge ourselves to be better and we help 

others. It is a part of this [whole] market driver strategy thinking”. The notion of social 

involvement and collectively striving toward improving the human experience exemplify 

yet another distinguishing characteristic of the charity and social enterprise context. This 

characteristic makes it difficult to directly apply market hostility to the context of charitable 

organizations. More research within the area of reconciling market hostility within this 

context or simply discovering how hostility may present itself in other ways would be 

beneficial to future research geared toward the external environment of charitable 

organizations. 

6.2.3 Market Complexity 

Would you say that your organization is exposed to a complex market situation and in what 

way? Follow-up How do you meet this complexity? 

 

The market complexity can be seen as relatively mild for all involved. There have still been 

some interesting answers around this point, however. Barncancerfonden has communicated 

the following: “Yes, you can say that; it is a generational shift and a competency shift. 

[Currently] There is a professionalization and it is difficult to implement for all 

organizations. [...] It is an enormous challenge but it is exactly what we have to do in order 

to be effective and be able to be clearer in our communication so that we can hit home and 
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[become] more prominent in people’s consciousness and behavior. There is so much 

happening in terms of market changes which was your first question and those combined 

with the complexity is what is responsible for our becoming more structured as a company 

in the future”. In fact, the entire charity sector is going through an era of increased pressure 

to professionalize and rationalize in the form of “strategic planning, independent financial 

audits, quantitative program evaluation, and consultants” (Hwang & Powell, 2009, p. 272; 

see also Alexander, 2000, pp. 295-296; Dobrai & Farkas, 2010, p. 896). This change in the 

market has led to increased complexity for Barncancerfonden. 

 

A similar industry-related market change, or rather result of entering a new market, is seen 

in Sightsavers by virtue of their new venture into the Swedish market: “So the basic 

Sightsavers messages is that for not very much money, we can provide surgeries and 

operations which have a fantastic impact in helping people to see again. That really does 

sort of transcend, kind of cultures and works everywhere we go. So the things that we 

struggled with most, in Sweden [...] banking system in Sweden is quite complicated 

especially for an outsider so the process of setting up an autogiro which is what a lot of our 

fundraising is based on. [...] virtually every time we need to come back to having a 

signature on a piece of paper, and there are also things like, people don’t know their bank 

account number so, in the UK and in most places, your bank account number is on your 

ATM card, whereas in Sweden it isn’t but you need the bank account number to set up the 

autogiro and so people aren’t necessarily familiar with it so we get the wrong numbers 

quite a lot and there’s not a lot of consistency between the banks on things like how many 

digits are in a bank account number so it is very hard to build sort of checking systems to 

validate the information that we’re getting”. These issues have been very manageable: “I 

think we’ve managed - I don’t think we’ve hit a challenge that we’ve found impossible to 

overcome but there are certain things - have taken longer than we would have hoped and 

they’ve not been the things that from the outside looked particularly important”. What 

Sightsavers has experienced can be classified as the adjustments needed in order to operate 

in a foreign context with its idiosyncratic infrastructure, norms and system of rules. 

 

As for Gambiagrupperna, one complexity they have yet to fully master is the issue of an 

aging membership: “Oh yes. What we have been discussed is that we use to have 

information groups but that have collapsed. Maybe because the participants there have 

reach the age of 80. [...] We need new members to survive. The problem with young new 

members, they are engaged in so many committees because they also travel, they study, so 

it is hard for them to participate in board meetings and member meetings and things like 

that”. Social enterprises are compelled to be more creative in their strategies to recruit, 

retain and motivate its workforce, paid or unpaid, largely due to their providing lower 

financial rewards than commercial firms (Austin et al., 2006, p. 14). Thus, it is not enough 

to motivate staff on a shared passion alone as one may need to consider the added 

incentives. Gambiagrupperna are not alone as Föreningen för Gatubarn i Nepal and 

Prematurförbundet both run on the voluntary effort of its staff. The Gambiagrupperna 

interviewee goes on to say: “You know most of the time these funding have a time limit. 

Like UNICEF have been they will give you the funding for the [unintelligible]. So these 

number of workshops in these number of schools. And that is the same for basic and 

secondary education, they will say we want to target these school. And that is the problem, 

we cannot put the limits, they put the limits”. On top of this, Gambiagrupperna expresses: 
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“What I can say when Gambiagrupperna were working more in what they today call they 

service delivery. [...] Now we are working with more soft things. When you try to educate, 

because what we think, the only way out of poverty is education. [...] When we go out to the 

village and we educate the women, so that they will be able to see what are their rights and 

so. You cannot see that, you cannot touch it, it is more difficult”. The complexity here is 

that it is a credence offering, as opposed to an experience offering, meaning that the impact 

and function of the service is difficult to ascertain (see Baron, 2011, p. 1331). This is in line 

with Grace (2005, p. 13) who advocates showing donors where the money goes as well as 

the result of their good works. 

 

A completely unique perspective is that of Prematurförbundet: “It is always hard when you 

address/appeal to politicians. For them, it’s always about making the most of the money. 

Therefore, it is important [to emphasize] why these children need saving. All politicians 

have to get/earn votes and, in that case, they do what is important there and then. Politics 

is, of course, a complex market. Otherwise, I don’t know if it is especially complex. It is 

pretty straight to the point; one appeals for people’s money and hope people pay”. 

Prematurförbundet, like A Non Smoking Generation, work to steer public opinion in a 

certain direction. Prematurförbundet goes on to discuss issues with diversifying one’s 

sponsorship sources: “There are strict rules within the healthcare and pharmaceutical 

industries. There are pharmaceutical companies that we work pretty closely with, but they 

cannot contribute with a lot of money because there is system of rules within the 

pharmaceutical industry, they cannot give a doctor or clinic a lot of money so they can only 

give away a certain amount. Therefore it is also important for us to have so many different 

contacts that aren’t only in the pharmaceutical industry, but rather, form many different 

corners as well”. Finally, Prematurförbundet states that: “The opportunity is different 

because Facebook makes it so that people want to go on and like pages but not go in and 

get involved. It’s like this for all non-profit organizations by and large”. This very issue 

had been overcome by Barncancerfonden, as discussed, through partnering with 

commercial entities and using their offerings to prop up the value of donating to the 

foundation. Thus, in order to be able to go from buying intention to action, one needs to 

ensure potential sponsors have the chance to get more bang for their buck, so to speak. 

 

On the topic of market complexity, A Non Smoking Generation states: “We don’t get an 

awful lot of money at our disposal through the year so we would be/could always be doing 

more. [...] It’s, of course, the financial aspect. More money is needed to be able to reach 

out even more and reach even more; the issue would be settled a lot faster if we had more 

resources”. In addition, A Non Smoking Generation expresses: “Complex in the sense that 

a lot of people tar you with the same brush in the sense that one witnesses one organization 

acting in a certain way and then you think, well, all of them do the same thing and that’s, I 

think that our issue especially in 2005, [they] banned smoking in restaurants and then I 

think, with that, I think many Swedes felt the smoking issues was over, a little bit; we’ve 

reached the finish line. It is about, I think, raising the fact that we have come a long way 

and we are pretty close to the goal and it is, of course, trying to communicate, which can 

make it complex sometimes as well most of all when it comes to, our organization is [...] 

When I started, in a way, I felt this is not something we should be dealing with in 20 years, 

but rather, we have written in our brand platform that together, everything we do should 

lead to not being around [later on]. Our organization shouldn’t be one that exists in 20 
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years, but rather, we should have crossed the finish line more or less so that we won’t be 

needed anymore”. What is perhaps most profound in this statement of their organization’s 

goal of working towards not existing. 

 

This sentiment is shared by Gambiagrupperna who state: “It is very important because in 

the competence development that we do at Barncancerfonden that we want to get more 

entrepreneurs that have larger and deeper responsibilities so that they have the ability, 

stemming from their responsibility, to be self-sufficient/self-driven and participate in 

different projects. One has the ability to process information and come up with solutions 

and implement them. It is extremely important”. This market complexity is inherent in the 

fact that these two organizations are working towards becoming obsolete while, at the same 

time, trying to build a recognizable and wide-reaching foundation. On the commercial side 

of the sector, one would be more inclined to pursue brand innovation in the sense of 

repurposing the organizational mission in order to ensure the continued success and 

survival of the firm (Kerin, 1992, p. 332; Weerawardena, 2003, p. 16). 

 

Föreningen för Gatubarn i Nepal mentions one complexity, in particular, outside of there 

being more limited number of sound, tax-registered suppliers in Nepal: “These larger 

organizations like [names omitted] have contracts with the newspapers [names omitted], 

for example, to only write about their organization. They do not write about other 

organizations and that makes it harder for us”. Föreningen för Gatubarn i Nepal does not 

spend money on anything besides their relief efforts, citing bank transfer fees, a salaried 

accountant and the 90-konto fee as the only expenses outside of running their children’s 

home in Nepal. This philosophy has been branded the organization’s business concept by 

the interviewee which presents a real issue in terms of the company’s EM prowess. 

Looking back to the answer given in relation to this business concept, one understands the 

importance of a write-up in the paper. Appearing on radio programs, which the 

organization does do, as well as being written about in the paper are invaluable sources of 

mass exposure for charities (Grace, 2005, p. 42). Whether or not it is true that other, larger 

charitable organizations have exclusive dealing contracts is irrelevant. What is important is 

that Föreningen för Gatubarn i Nepal feels the potential for exposure through print media is 

being curtailed. 

6.2.4 External Environment Analysis 

In this context marketing terms concerning the external environment have been seen to 

differ from their manifestation within a for-profit context. Hostility has been seen in the 

context of these organizations to entail less of a competitive dynamic between similar 

organizations and more of an inclination to collaborate. Hostility has been seen among 

these organizations’ as striving to be noticed. It is rather an issue of vying for sponsors’ 

attention rather than knocking out the competition. Furthermore, the lack of hostility, in the 

original sense, can be explained in this thesis because the “competitors” in the charity 

world are striving towards a more common goal rather than a competitive goal, making the 

environment more open and helpful instead, as has been indicated. One could argue this 

also makes the environment less complex than a more hostile market as the charities are 

more willing to help one another, lowering the turbulence even further. The marketing term 

complexity is understood by interviewed organizations. However, its depth is rather 

shallow for the situation of non-profits and charities. In the words of these interviewed 
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organizations, complexity has been classified as negligible. This is understandable as for 

the interviewed organizations, in comparison to large for-profit organizations from which 

this theory originally derives, norms differ. As for market change, this term has been, as 

market complexity, easier to transfer to this context. Organizations featured in this thesis 

have been able to relay their experiences with market change, as will be discussed later.    

 

All in all, the external environment’s turbulence can be classified as moderate for these 

organizations with the exception of the recent situation of Föreningen för Gatubarn i Nepal. 

With this knowledge, one can begin to assess the assumed need for both entrepreneurial 

and market orientation. The firm’s ability to keep up with its external environment is an 

appropriate indicator as the levels of EO and MO which elevate when exposed to more 

turbulent environments (Gonzalez-Benito et al., 2009, p. 506). The majority of interviewed 

organizations experience low external turbulence, making for a situation that does not 

demand the use of EO or MO in order to remain viable as an organization. This is because 

more turbulent environments are typified by volatile customer needs and composition, rapid 

technological change and high competition, (Jaworski & Kohli, 1993, p. 57; Mahmoud et 

al., 2010, p. 236). Relevant external environment categories have been accounted for by 

virtue of the external environment dimensions of market change, hostility and complexity. 

Extraordinary circumstances aside, the charity sector can be said to be low to moderate on 

all points based on answers relayed by the interviewees. 

 

According to Morris et al. (2002, p. 11) increased turbulence is an antecedent to increased 

entrepreneurship and innovation. Prematurförbundet matches theory to as they experience 

no turbulence in the external environment, which is correlated with decreased observed 

innovation, increased risk averseness and being reactive as opposed to proactive (Fan et al., 

2013, p. 200). The study’s Prematurförbundet interviewee has described the firm as being 

more reactive than proactive as well as risk-averse in its marketing practices, which shall 

appear later. Nevertheless, this relatively calm external environment does not mean, 

however, that EM tendencies and practices have not been observed among the 

organizations interviewed as shall become apparent further on. 

 

The lack of turbulence found by the participants implies a lack of external push to act 

entrepreneurially in marketing practices as has been shown advantageous in profit-

maximizing firms, i.e. where EM appears in environment that normally is more turbulent 

(Morris et al., 2002, pp. 11-12). Although not pursued in this body of work, the lack of a 

profound external push can call into question the existence of an imperfect market within 

this sector in the sense described by Cohen & Winn (2007, p. 32). This can also explain 

differences in what extent EM is used and what type of EM activities that are implemented 

in the charitable non-profit sector in comparison to the profit-maximizing firms. Results 

found pertaining to both hostility and changes are not entirely unexpected as charities are 

heterogeneous in their specific mission, organization goals and targeted issue, leaving little 

room for readily available substitutes. It is therefore not about who is tackling the issue the 

best and at what level of quality; it is rather about the issue being targeted at all. This is 

strengthened by the fact that, as mentioned earlier, that consumers most care about their 

money being maximized to the cause (Bendapudi et al., 1996, p. 46). As a result, 

organizations are not inclined to beat the “competition” in order to win favor among 

potential sponsors; it is rather the sponsor themselves who decide whether or not the 
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mission itself, rather than the organization, is worth their participation. In fact, many 

sponsors are not at all exclusive in terms of to whom they lend their support.  

 

Another reason that can explain this phenomenon is that the study views the Swedish 

charity sector and this sector might be less turbulent for involved charities. According to 

Rothstein (2001, p. 208), the charity sector is increasing in Sweden and engagement in non-

profit firms (Svedberg et al., 2010, pp. 15, 40) as well as the donations (Vamstad & von 

Essen, 2012, p. 15), especially for international causes, seem to be on the increase in this 

context (Vamstad & von Essen, 2012, pp. 14-15). This can explain the external 

environment not being as hostile as one may expect, coming from an EM mind frame. This 

is especially the case considering other markets in Europe and USA where there is higher 

competition (Alvarez Gonzalez, 2002, p. 57; Sullivan Mort et al., 2002, p. 77; Venable et 

al., 2005, p. 296; Kerlin, 2006, p. 252; Weerawardena & Sullivan Mort, 2012, p. 91). This 

can also explain the differences for lower external turbulence for charities compared to the 

rest of the market because the donations and engagement for non-profit causes are 

increasing, leaving room for most charities to keep on thriving without turbulence in terms 

of hostility.  

  

The turbulence is also concerning changes of sponsor values (Han et al., 1998, p. 41), 

which in this case can explain why most of the organizations interviewed found only 

positive change, due to their having an international cause which was increasing in 

popularity (Vamstad & von Essen, 2012, pp. 14-15) as well as explain why 

Prematurförbundet and A Non Smoking Generation, have found it more difficult. That is to 

say, due to obstacles involved with not having an international cause as well as, as 

researchers argue, sustainability lying in the causes that have been most popular 

historically, these new causes have a harder time than the established ones to be seen and 

engaged in (Vamstad & von Essen, 2012, pp. 14-15). In addition, sponsors are generally, in 

comparison to their consumer counterparts, less demanding in their preferences, desiring 

mainly that money is put to good use, which makes for an environment with less volatile 

change.  

 

One element that can be seen as more complex for these organizations is that even if the 

charities are trying to meet the environment as much as possible, the mission is in itself 

more limited to adjustments based on external influence; examples in this case being 

sponsor preferences and legislative compliance. The cause will not change because the 

market preferences change and according to MO theories meeting consumer preferences, in 

this case sponsor preferences, goes a great deal toward surviving in a complex environment 

(Han et al., 1998, p. 41). Thus, in order to serve their cause, these charities have to 

understand that the cause itself may stand in the way of being malleable in a changing 

environment and trying to strike up entrepreneurial marketing practices endogenously. 

6.3 Organizational Orientation 
As stated in the theory, to be able to use EM, EO and thereby the combination EM, the 

certain internal factors are of relevance to how the organization can influence the use of 

these constructs (Morris et al., 2002, p. 11). Therefore, it has been important for the authors 

to discern if the organizations are oriented in the right way to foster these type of practices, 
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which also proves validity to this work. Questions in this area are more an indication of the 

cultural aspiration or intent of the organization, hence the heading “perceived”.  

6.3.1 Perceived Market Orientation 

How important is being market oriented to your organization? 

 

All organizations explained how important market orientation is for them because without 

considering what the donors want they would have trouble surviving. Prematurförbundet 

said: “It is, of course, important. We have to go out on to the market and know what they 

want. It is the only way for us to survive. I’d like to say that we can never [only] look 

inward; we cannot exist for our own sakes, we have to look outward. We have to look 

outwardly, what do people want, what can we give them. Otherwise, we will never survive”. 

Barncancerfonden said: “Very important. It is enormously important because that is exactly 

what enables us to understand why we need to develop. If we answer the question of why, it 

is because we also get our staff to understand that we have to develop our competencies as 

an organization but also on the individual level. [...] All of the impulses for our 

organization change process comes from the market. Prior, we had worked in our own 

world but now we are trying to look up”. A Non Smoking Generation had a similar answer: 

“Yeah… market oriented in the sense that if we look at the family aspect, it is extremely 

important because it is about, all the time, getting people to open their eyes for an issue 

and becoming interested in that issue. It is extremely important, so it’s all the time. We 

can’t, of course, disregard what is going on in the market and what the general public is 

interested in because then no one is going to listen to us, in that case. So I would say that is 

extremely important”. And Sightsavers, Föreningen för Gatubarn i Nepal and Stiftelsen 

Soptippen had a similar answer as both Prematurförbundet and A Non Smoking 

Generation. Gambiagrupperna said: “It becomes more and more important as it looks 

today”. They all explained they found MO important and that they want to become better 

which indicates market orientation interest (Morris et al., 2002, p. 11). This also proves that 

the cultural inclination toward the market is relevant for non-profit social enterprises and 

rather important for their survival as well. 

  

Market orientation, according to Kirca et al. (2005, p. 25), helps the commercial firm to 

improve performance through readiness of the firm to predict and meet the needs of 

customers. When it comes to these charity organizations the issue of giving the sponsor 

what they want is one important priority, however, there are other aspects at play here as 

well. For instance, for these organizations, the issue of raising awareness and finding ways 

to put their social cause on individual’s radar screen, or conscience is equally as important. 

It is about not only providing a service and continuing to serve the expectations but it is 

also important to present one’s cause as important and deserving of their support. They 

need to understand their sponsors/donors as well as their objectives and needs. They also 

need to understand partners’ needs to continue to deliver on them. Furthermore, they 

always need to be up to date in market trends and market changes. Even if all organizations 

are not equally good at this due to different resources as well as time on the market, it is 

obvious that all understand the importance of market orientation, which is indicated by the 

answers given. 
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One problem or complexity that can be found is that charities have to listen to the market 

but they cannot completely give in to all the demands that the market has. For example, in 

Sweden international causes are getting more popular among sponsors (Vamstad & von 

Essen, 2012, pp. 14-15), but that is not anything that an organization that is, for example, 

focused on a national  can change because the cause is the central point in the entire 

organization, thereby the market adaptability is limited in that sense. This notion is 

applicable to all organizations as regardless of which causes increase in popularity, their 

missions remain constant over time. Different from the hi-tech industry, charities do not 

exist within a fast-changing product cycle in which donors’ demands become more and 

complex. It can be said that, it is rather the organization that has to adapt to the changes in 

the increasingly salient social issues at hand rather than the charity itself constantly keeping 

an eye on sponsors’ preferences. What is of importance is bringing the need for action to 

the market itself while at the same time keeping an eye on how one’s charity is perceived in 

terms of trustworthiness and effectiveness.  

 

6.3.2 Perceived Entrepreneurial Orientation 
How important is being entrepreneurially oriented to your organization? 
 

The answers were unified in all organizations, emphasizing the importance of 

entrepreneurial orientation as they all want to and are working on becoming more 

entrepreneurial. This tendency bolsters the findings of Shaw (2004), which indicate high 

EO tendencies within non-profits. The understanding of the importance of entrepreneurial 

orientation and will to become better proves they are organizations that thrive in 

entrepreneurial activity (Morris et al., 2002, p. 11). Thus, findings indicate that 

entrepreneurial orientation is relevant in the non-profit social enterprise setting even here. 

Although, most organizations have said they did not think they were particularly 

entrepreneurial, except for Barncancerfonden that explained: “It is very important because 

in the competence development that we do at Barncancerfonden that we want to get more 

entrepreneurs that have larger and deeper responsibilities so that they have the ability, 

stemming from their responsibility, to be self-sufficient/self-driven and participate in 

different projects. One has the ability to process information and come up with solutions 

and implement them. It is extremely important”. Prematurförbundet was pretty modest just 

as most other organizations: “We are striving toward being more leaders and ahead of the 

curve. It is because of the resources. We do not have the resources today to be at the 

forefront. [...] But it is, of course, very important even if we aren’t there”. This thesis has 

found that the participating organizations are more entrepreneurial than they give 

themselves credit for, which is made clear by the findings of entrepreneurial methods 

despite these overly modest answers.  

 

As these organizations are not as immersed into commercialization as for-profit 

organizations, it is understandable that viewing themselves from an entrepreneurial 

standpoint may not come as easily. That is to say, entrepreneurial vernacular and 

terminology may still have a ways to go, not least because the results shows there is 

development potentials in this area. This thesis endeavors to bridge the gap. This being 

said, these organizations understand the importance of driving their organization with an 

internal locus of control as opposed to being passive in their approach to affairs. It is 
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determined by the authors of this study that although Prematurförbundet states resources 

have been a hindrance to achieving the charity’s full entrepreneurial potential, 

entrepreneurial marketing, at its core, helps an organization to overcome their limited 

control of resources through their leveraging of resources controlled by or accessible to 

others. Notions more on this point will follow in section 6.4.7 Resource Leveraging. 

Ascertaining the organization’s perception of importance of entrepreneurial orientation is 

important to understand their fostered organizational culture. This also aids the authors in 

determining whether or not these organizations stand to fully embrace EM tenets in a way 

that provides new insights to this research paper. 

6.3.3 Perceived Entrepreneurial Marketing Orientation 

How important is it for your organization to be entrepreneurial in its marketing efforts? 

 

The answers from the question of EM orientation have been unified to that all organization 

stated it was very important to be innovative and try new methods, to be able to get more 

donors and to simply survive. Again some organizations such as Prematurförbundet, which 

has only been in practice for one year in its current iteration, is a bit modest as they say EM 

orientation is very important, they do not believe they are there just yet: “That also feels 

important because our goal for the organization is being a reference point. Someone, 

somewhere, if it is a politician or a private citizen, or someone within healthcare, that has 

an inquiry about preemies, we want them to turn to us. [...] We are not there yet, but it is a 

dream and a goal that we have [in mind] for this operation. We have to be in the forefront 

with everything. We have to show that we are involved and we are well-read and we know 

what is happening in research and we know what is happening out there in the country. 

That is one of the things that we are working on but we haven’t made it the whole way yet”. 

Föreningen för Gatubarn i Nepal, Gambiagrupperna, A Non Smoking Generation and 

Stiftelsen Soptippen both had similar answers to those of Prematurförbundet. Sightsavers in 

an effort to avoid being old-fashioned, actively avoid doing the same things as past years.  

 

They are going to improve by trying new methods and using risk management to improve 

practices: “Yeah, I think it’s absolutely essential really. I think if we didn’t have that 

approach to how we worked then we would still be a very old-fashioned, pretty small UK-

based organization and you know, if you’ve got big ambitions, you’ve got to be able to be 

entrepreneurial and you’ve got to be able to take managed risks. We absolutely need long-

term relationships with our supporters, again be they government or be they sort of small-

scale individuals because we need to be able to plan years ahead and if we had to go and 

find every new supporter, every year, then we’d never be able to do that and in order to get 

people and keep them loyal to you, you've got to listen to what they want. you’ve got to be 

able to communicate with them in a number of different ways and to know what slightly to 

work ... depending on how you look at it, whether you called them the competitors or fellow 

NGOs are doing, you’ve got to try to persuade them to talk to you, you’ve got to learn from 

each other and none of that - it would just be a disaster if all we were think was ‘What we 

did last year, let’s do that again this year but maybe a little bit better.’ You don’t get any 

real change”. Barncancerfonden has a drive for constant entrepreneurial improvement and 

testing the limits due to, what the call, their being a little old fashioned and their being a 

part of the charity sector. Both Barncancerfonden and A Non Smoking Generation are of 

one accord on this matter. 
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Answers in this area have served to give insight into the entrepreneurially oriented 

marketing mindsets of these organizations, thus providing insights into these organizations’ 

fostered culture. Prematurförbundet, Föreningen för Gatubarn i Nepal, Gambiagrupperna, 

A Non Smoking Generation and Insamlingsstiftelsen Soptippen’s answers all speak to the 

importance of EM to their organizations. Prematurförbundet’s answer of not being quite 

there yet is also an indication of having an idea of what it takes to be entrepreneurial. By 

knowing there is much to do, one is able to keep the ball rolling in the right direction, so to 

speak, while gaining momentum along the way. It is also an indication that this 

organization is aware of the possible capabilities as well as those of others in comparison 

with their current scope and effectiveness. What is ascertainable, in any case, is that all 

organizations have the desire to be forward-thinking in order to better serve the 

beneficiaries and sponsors of their activities. Gambiagrupperna, when speaking to the 

importance of EM, has said it is important to recruit members that can replace old ones, 

given that the majority of their sponsors are getting along in age. Thus, this organization 

views it as a necessity to look beyond current sponsors in order to guarantee the survival of 

the organization along the way.  

 

Furthermore, all organizations are in agreement on the fact of it being in their best interest 

to execute within their means in order to be work beyond that in the future. To highlight 

examples, for Prematurförbundet getting to the next level means being more informed as 

well as being a source of knowledge pertaining to the cause for others beyond their 

lobbying efforts. This is in keeping with Morris et al. (2002, p. 5) wherein the importance 

of keeping one’s finger on the pulse of current trends and future developments is crucial to 

the proactiveness in marketing of the enterprise. A Non Smoking Generation, in their 

answer, has indicated the importance of EM in making the best of the resources currently 

controlled. This is an indication of resource leveraging tendencies within A Non Smoking 

Generation as well as proactiveness (Morris et al., 2002, p. 5). That is to say, they are 

constantly maximizing the reach of their current advantages in order to move and be 

effective beyond their current areas of effectiveness. This is an indication of the desire to 

not only promote an EM culture, but also a conscious effort in making sure that what is 

produced adds to instead of demolishes past efforts.  

 

With this insight, one is able to see that motivation for using and ways of viewing EM 

differ among organizations thus making for a more nuanced study in terms of findings and 

stances held by these heterogeneous organizations. This is to this thesis’ credit as it 

attempts to describe current practices and viewpoints rather than generalize findings. This 

makes heterogeneity important as one is able to gain insight into all possible interactions of 

EM, laying a broader foundation for future studies seeking to isolate a certain, newly 

elucidated subject matter. Overall, answers have been quite similar to those to be expected 

within the for-profit context. Organizations in this study are interested in growing their 

sponsorship, improving their internally held knowledge as well as making the most of 

assets used. This indicates a strong adaptability of EM tenets to the non-profit charitable 

sector, as far as these organizations are concerned. 
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6.3.4 Cultural Orientation Evaluation 

Indeed, all the answers prove the relevance of EM in non-profit charitable organizations 

(Morris et al., 2002, p. 11). The importance of all three concepts, MO, EO and EM 

orientation for all organizations that participated in this study is clear. This is also areas that 

all organizations thought they could improve in which is a rather interesting finding, even 

though many organizations are, by works, entrepreneurial in a lot of their marketing, they 

still feel more needs to be done. It is, however, unclear what the benchmark for 

improvement has been for each organization. It is a sign of a healthy organizational mindset 

as all organizations should realize that there is always room for improvement. By simply 

recognizing this, social enterprises everywhere can develop its operation, improve its 

viability as well as its impact on the social cause. In light of perceptions of the external 

environment, the authors of this thesis maintain that the impetus for continuing in an 

entrepreneurially driven direction in marketing activities toward either the public, current 

sponsors or beneficiaries stems from the organization’s internal mindset and drive. That is 

to say, the external environment does not provide the necessary jumpstart the organizations 

need in order for them to be reactive in their EM efforts. Answers provided by 

organizations will, thus, necessarily stem from their internal drive as opposed to an external 

push from the external pressures placed upon these organizations, whether they are from 

the government, sponsors, beneficiaries or rivals, i.e. charities tackling the same social 

issue. Further studies within this area can serve to understand the difference in EM 

practices in more turbulent external environments, to give an example a sudden influx in 

beneficiaries, in order to ascertain what these two differing contexts may be able to offer 

each other in terms of learning reciprocal learning. Determining the difference between 

contexts can also serve to understand differences in practices as well as which practices are 

most effective for charities in each environment. As a result of this insight, one must view 

the answers given in following sections in light of the relative subtlety of an external push 

to maintain a certain threshold and keep a certain pace in EM practices. 

6.4 Entrepreneurial Marketing 
The following subchapter addresses the seven dimensions of EM. 

6.4.1 Opportunity-drivenness 

How does your organization maximize the opportunities that present themselves on the 

market in order to spread and garner support for your message? 

 

Barncancerfonden, besides acquiring market knowledge via the unique capabilities of 

market and advertising consultants, maximizes opportunities that social media provide: 

“We looked at the gift forms and concluded that monthly gifts were absolutely the most 

effective to invest in. [...] As for the third part, digital giving … we saw how a post on 

Facebook, that came from someone giving a donation, gave five comments which powered 

another gift. So X amount of posts gives… to understand what drives donations… When we 

realized that, we created a digital team that worked with populating this ecosystem with 

posts, with shares and likes”. In turn, the organization has been able to see the following 

outcome in terms of furthering their mission: “We have had two effects from it. The first has 

been that our brand has increased in terms of image and reputation. [...] That was for one, 

and then we collected 45 million more [in terms of] money last year. So, that is an extreme 

rise, connected to knowledge and competency and organizational development and we 
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develop ourselves and the way we work and organize ourselves here at Barncancerfonden”. 

These numbers appear astronomical when compared to those of Gambiagrupperna whose 

marketing task force has been given a budget of 50 000 kronor. It is important to note, 

however, that the EM potential of a firm is not limited to its resource but is rather 

maximized by its use of accessible resources in comparison to what is typical (Morris et al., 

2002, p. 7). One of the top grievances of charity organization sponsors is that charities may 

mismanage donated resources, be inefficient or ineffective in activities (Sargeant et al., 

2000, p. 328; Bennett & Savani, 2003, p. 327; Sargeant et al., 2004, p. 31; Bennett, 2009, p. 

331). No matter what these charities’ marketing budgets may be, it is important for them to 

guarantee the maximization and limited waste of resources committed to furthering the 

mission.  

 

Operating on a much larger scale than many of our other interviewed organizations, 

Barncancerfonden has been able to produce results in the multi-millions by virtue of 

identifying profitable segments and populating the social media ecosystem. 

Barncancerfonden has been sure to keep their eye on the external environment. According 

to Gonzalez-Benito et al. (2009, p. 517), the ability to innovate necessitates an 

understanding of the environment, fast responses to opportunities present in the market and 

is an indication of MO. This is in keeping with the UK-based findings of Shaw (2004, p. 

203) which confirmed, by virtue of 80 interviewed organizations’ answers, such non-profit 

EM tendencies as opportunity recognition, entrepreneurial organizational culture, 

networking and entrepreneurial effort. Barncancerfonden’s economy of scale, spending 47 

million kronor on fundraising in 2014 (Barncancerfonden, 2015e, p. 56), offers certain 

liberties that Gambiagrupperna is unable to enjoy, as is evidenced here dealing with the 

appropriation of funds. Nevertheless, what is seen in Barncancerfonden is the prioritization 

of market knowledge and research. This priority is also present within Sightsavers as shall 

be seen later. The same can also be said of Sightsavers: “We’ve got both the skills and to a 

certain extent the financial resources to take advantage of things that do come up. [...] The 

next thing that we would - we’re looking to do is understand our donors in a slightly more 

in depth way so that we can see if what we’re - how they’re supporting us and how if how 

we’re approaching then is necessarily the best way to do it in the future so we’re doing so 

profiling work on our database to see what type of people are most interested in supporting 

Sightsavers so far and we will use that information to inform the things that we might do 

next so”. One may argue, at this point, however, that the marketing research budgets of 

larger firms enable a greater understanding of their market as well as a greater ability to 

engage in knowledge search. In addition, these organizations have access to first-hand 

feedback and input from potential and current sponsors by way of their in-the-field 

volunteers and fundraising. This is notion would not be in error, although the resource 

leveraging abilities is an equalizer when it comes to EM effort, proactiveness and 

opportunity-drivenness may be limited to the budgets controlled as well as the access to 

certain resources. It is neither unthinkable that smaller organizations would be able to 

leverage their current marketing budgets in order to achieve above average market 

intelligence and results. Nevertheless, no matter the potential an organization has to 

maximize accessible resources, those having economy of scale will be able to understand 

far more about their surroundings in a much broader scope than those having access to a 

limited budget, providing insights into a more limited area of reach. This is an important 

discrepancy to note between the different organizations interviewed.  
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Sightsavers also understands the importance of synergy between entities, but has yet to 

transform words into action: “We are ... looking forward to getting some corporate 

partnerships in the next couple of years so for example in the UK we partner with an 

organization called Optical Express which does cataract operations and they give 

Sightsavers are certain amount of money for everybody that does a cataract operations [...] 

we haven’t done any joint ventures in Sweden so far”. The process of searching for and 

exploiting market opportunities through maintaining external focus and environmental 

scanning is essential to opportunity-drivenness in EM (Morris et al., 2002, p. 6). Therefore, 

gathering market knowledge is integral to maximizing the EM practices of the organization. 

The same argument concerning economy of scale can be made here as Sightsavers has been 

able to partner with another large company, enabling the organization to commit to and 

accomplish hefty organizational endeavors. The relative pull of an organization like 

Sightsavers, in comparison to an organization such as Gambiagrupperna or Föreningen för 

Gatubarn i Nepal, is astounding. Sightsavers is able to build on its competency while 

incorporating the competency of a partnering organization in order to obtain life-changing 

results in the form of cataracts operations. This partnership would have been less of a 

synergistic relationship, which is crucial to joint ventures and strategic alliances as certain 

aspects as competitiveness, flexibility, size and time horizon must be balanced between 

strategically aligned partners (Das & Teng, 2000, p. 86). Had Optical Express partnered 

with a smaller, less experienced organization, they may have had to make up for the 

shortcomings in terms of resources and expertise of knowledge, making Sightsavers a more 

ideal partner, not just due to Sightsavers’ compatibility of activities and competencies 

relating to vision correction.  

 

Moreover, Optical Express had access to Sightsavers’ extensive beneficiary reach while 

Optical Express itself had access to the manpower and technology needed to carry out these 

surgeries. Partnering with a large organization for the smaller charities in this study, while 

achieving the same scope of impact, would have been equivalent to charity in itself as the 

larger organization would have to carry the smaller organization while attempting to put a 

dent in the social issue pursued. Thus, it is important for organizations to take on a partner 

of similar size. This is not to say that the synergies enjoyed will not serve to increase the 

scope of the partnering organizations, as this is even preferable in order to achieve greater 

result for the social message and cause at hand. What is able to be stated with confidence, 

however, is that Sightsavers and Barncancerfonden, as answers indicate, have been able to 

achieve feats by way of partnerships that other organizations interviewed can only envision 

in their current states. 

 

As for Prematurförbundet and A Non Smoking Generation, keeping an eye on current 

events plays a key role in their EM practices. Prematurförbundet states the following: “We 

try, of course, to, as much as we can, keep up with current events, research papers, stuff in 

the paper, and so on; jump on newspaper articles about preemies. Alvin was the name of 

an article … he was enlisted as a soldier and had children too early and he had written a 

book about it. There we created a connection. Also, [there was an] older political scientist 

who chronicled preemies last fall. We have contact with him now; [he’s] in our network. 

We try to, like, find everyone that is - these issues pop up more, new research techniques 

and such and we also make use of this and go out even harder in our [communication] 
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channels. [...] It is sort of a must because we have no salaries/income at all. So what we do 

is we try to find how we can use this connection with the moderate party members to get a 

large discourse that we had, like, use these persons to highlight our issues even more and 

to, sort of, show look, these preemies happen to everyone, even these celebrities”. 

Prematurförbundet sees the relatability of their cause and the high profiles of others as a 

means to raise their present platform. A Non Smoking Generation is quoted as saying the 

following: “It’s about always being perceptive and looking at what’s going on. [...] and 

then we look even at a lot at the USA as a market; whatever happens there often usually 

makes its way to Sweden after a while. We try all the time to look at trends and what is 

happening here and there in order to, sort of, be able to see how we can join in with our 

message and listen to who is saying what and which [political] powers are gravitating to 

what direction and so on”.  

 

Here, one is able to see that this organization looks to the United States as a benchmark, 

using what seems as a lag of trends hitting the Swedish market as a means of being ahead 

of the curve in their own market. This goes in line with looking for new possibilities and 

markets to exploit (Morris et al., 2002, p. 6; Kerlin, 2006, p. 253). A Non Smoking 

Generation is the only charity to state that they look to other countries’ markets for 

inspiration and as a beacon. A Non Smoking Generation is also the only charity to state its 

use of celebrities, with or without their knowledge, to promote their agenda. It would seem 

as if A Non Smoking Generation is skilled at hitching their message to the capabilities and 

celebrity of others in order to better serve their mission. These are means of marketing that 

seem to benefit from the built-in support and following a particular celebrity may have as 

well as the tried and proven American marketing campaigns that can guarantee success 

when replicated. This can be seen as both a means of being proactive in the Swedish market 

as well as taking calculated risk.  

 

A Non Smoking Generation continues saying: “Well, first it’s about analyzing what is 

happening then you have to see is this something we can make use of ourselves and can one 

put a message to it. [...] You even try to even be as spontaneous as we can be… Since we 

don’t have a lot of money, we can’t do a big fanfare all the time when something new 

comes up but, of course, we try to weave it in, join in and contact relevant media to tip 

them off and be a part of it ourselves ”. A Non Smoking Generation has used such popular 

culture symbols as Daniel Radcliffe and Minecraft, constructing its own virtual platform, in 

the form of Rädslokliniken, to relay to their message. A Non Smoking Generation harkened 

to statements made by Radcliffe about difficulties with quitting smoking, launching a 

positive peer pressure campaign in order to lend support to the actor, without his knowing. 

As for Minecraft, the organization establish a presence in a virtual world, frequented by 

their target audience, offering advice to those feeling ill at ease in their school 

environments in an attempt to get to one of the root problems leading to smoking at a 

young age. To conclude, Prematurförbundet and A Non Smoking Generation both prioritize 

relatability and a connection to current events when searching for message-enhancing 

opportunities. Remaining relevant and meeting one’s audience where they are is important 

when looking for poignant and impactful channels of communication (Grace, 2005, p. 220). 

This coincides with and reflects opportunity searching and recognizing in the market 

(Shaw, 2004, p. 195; Morris et al., 2002, p. 6). Once again, one is able to discern 

transferability from the for-profit context to these charities.  



 

60 

6.4.2 Proactiveness 

How is your organization proactive and with that we mean proactive in staying ahead in 

the way you present and position your mission on the market? Are you skilled at predicting 

upcoming trends and setting things in motion through being trendsetters? 

 

On the topic of proactiveness Barncancerfonden has had this to say: “We’ve set clear goals. 

[...] It is clear for our staff why we need to do things in a new way. It is also clear why we 

look forward and try to learn what works well around the world in order to take the best 

ideas and that explains why we work on competency and knowledge development, mapping 

out the market. We work continuously with our agencies and try to find new ways of 

communicating”. As with its opportunity search, proactiveness is founded on market 

research, using the rest of the world as a benchmark, capitalizing on the capabilities and 

competencies of experts, in the case of Barncancerfonden. This better ensures that their 

efforts are managed in terms of expected result and actual turnout. A Non Smoking 

Generation acts in a similar way, probing the market for relevant future opportunities: “In 

order to be at the forefront [of the market], it is, of course, about looking at what trends are 

in the now… This classic “think outside of the box mindset”; trying to see if there is 

something that is happening in a market that we perhaps normally wouldn’t exist in but 

where we can plug in”. Barncancerfonden is typified by pursuing innovative ideas 

stemming from investments made in competencies and knowledge acquisition (Morris et 

al., 2002, p. 6) while A Non Smoking Generation looks into new markets for 

complementarities and novel pathways to reach its audience. A Non Smoking Generation 

takes an approach highlighted by Morris et al. (2002, pp. 10-11) in which searching for and 

carving out new market positions is prioritized instead of stagnating. Although the two 

charities use different techniques for knowledge acquisition, A Non Smoking Generation 

relies on its own abilities to discern market opportunities instead of relying on the hired 

consultancy. Given that A Non Smoking Generation has salaried staff of three people and 

that Barncancerfonden has 45, one is able to understand the need for a more entrepreneurial 

spirit within the smaller company. Entrepreneurship is typified by one’s own urgency to 

succeed and carve out a place in the market for one’s offerings (Rauch et al., 2009, pp. 763-

764). As companies grow in size, the need for bureaucracy outweighs the reliability of free 

thinking (Harms et al., 2010, p. 146; Jiménez-Jiménez & Sanz-Valle, 2011, p. 414). More 

stability and less risk-taking will necessarily replace the self-efficacy of the firm. Thus, 

although this thesis espouses the usefulness of EM despite firm size, it is clear that the EM 

disposition and exercisability of the firm is affected by its size and resources. 

 

According to Gambiagrupperna, Prematurförbundet and Sightsavers, proactiveness has 

been more elusive in the sense that it does not figure into their EM efforts. All in all, 

proactiveness has not been the forté of interviewees’ organizations. As for the question of 

how proactiveness is gone about by the organizations that are proactive, one sees focus 

being placed on market research and consultation services in order to make the best 

possible move for the organization. Grace (2005, p. 12) maintains that charitable 

organizations need to engage in screening potential donors and developing strategies with 

which to approach these actors. This has been the expressed practice of Sightsavers and 

Barncancerfonden. What has been relayed by virtue of interviews, in terms of EM 

practices, is that participating organizations attempt to discover what value propositions are 

most lucrative and find ways of exploiting this while keeping up with current trends and 
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using these to one’s advantage. Also of importance, mainly for A Non Smoking 

Generation, has been finding what markets and its virtues can be exploited with success. 

This further supports Shaw’s (2004, p. 202) findings, displaying the prioritization of 

opportunity recognition in EM-practicing non-profits.  

 

A Non Smoking Generation, despite being smaller in size, has managed to maintain place, 

according to the interviewee, in the psyches of popular Swedish culture. Other localized 

organizations, such as charities Gatubarn i Nepal and Insamlingsstiftelsen Soptippen, have 

not been able to carve out a time-of-mind place for themselves in the same way. This is also 

the case with Prematurförbundet, although this particular charity, unlike the previous two, 

has not been active for longer than a couple of years. Prematurförbundet may need time to 

establish themselves as well as make themselves into a more recognized and respected 

organization bearing a social mission. Prematurförbundet and A Non Smoking Generation 

are both shapers of public opinion meaning their focus involves sparking debate for 

political and socio-cultural change, which is unique when compared to the others 

interviewed. This does not, however, take away from the fact that both organizations 

behave as charities do, not least through fundraising and dedicating resources to a social 

mission. What is also similar about A Non Smoking Generation and Prematurförbundet is 

their causes service Swedish issues, while Föreningen för Gatubarn i Nepal and 

Insamlingsstiftelsen Soptippen deliver foreign aid to countries and their inhabitants in need. 

The majority of Sweden’s charitable donations are done in aid of international causes 

(Vamstad & von Essen, 2012, pp. 14-15). Moreover, it is difficult for Swedish charities 

with non-traditional efforts and charitable services to be acknowledged by public 

outpouring of support.  

 

Föreningen för Gatubarn i Nepal and Insamlingsstiftelsen Soptippen are cases that have 

been issues for several decades in third world countries. This is all to say that Swedish 

charities, such as Prematurförbundet and A Non Smoking Generation may have a more 

difficult go of things as the majority of support is directed elsewhere. A Non Smoking 

Generation has been able to overcome this and based on answers, it has been due, in part, to 

EM, as will be elucidated further. What can be said about this dynamic is that those 

charities that are more under the radar have also been able to maintain support through the 

causes’ recognizability, based on research on Swedish charitable giving. What can also be 

ascertained is that those who have a message to bring to public debate in Sweden may 

experience more visibility although they may not receive the most in terms of donations. 

One may argue that the charities that must fight to remain relevant use more EM than 

others. This is shown even in the results of this very study, as will be accounted for.  

  



 

62 

6.4.3 Innovation Focus 

How does your organization generate and search for new innovative ways to present your 

mission in the market? 

 

Answers varied, from Non Smoking Generation’s multi-angled impact approach and 

ambassador/current trend exploitation, to Barncancerfonden’s viral videos, and to 

Sightsavers’ publicized human interest story involving a live cataract operation and finally 

to Prematurförbundet’s ability to carve out a place in current public debate. The majority of 

interviewees displayed EM prowess. Insamlingsstiftelsen Soptippen, Föreningen för 

Gatubarn i Nepal and Gambiagrupperna, seemed, however, to stick to standard promotional 

marketing strategies and tactics. 

 

Barncancerfonden has had the following to say on innovation focus: “It’s about getting to 

know your market, thinking from your team, compensating people, strategic teams, thinking 

[in terms of] opportunities always, seeing the final product, seeing the desired situation 

and not giving up before one, through innovation, gets there. [...] We clarify what we’re 

going to be doing together next year. Here are the copies and target groups and here is our 

plan so then they go back when the year starts and, together, think about the big picture 

and solutions and present to us in December before the year starts. That is what we had in 

mind when it comes to our annual plan on how we are going to work and what solutions we 

are working toward and it drives the innovation enormously”. The Barncancerfonden 

interviewee continues by saying: “It helps the mission through helping us be seen more; we 

get a larger bang for our buck. We have very little money to invest so innovation helps with 

impact, recognition and fundraising goals”. Given that Barncancerfonden is a larger 

organization than most Swedish-based charities with its own research centers, it is 

important to keep order through planning and a systematic pursuit of objectives. This is in 

keeping with research stating that as a company grows, its processes must become more 

bureaucratic in nature to best ensure organizational success (Harms et al., 2010, p. 146; 

Jiménez-Jiménez & Sanz-Valle, 2011, p. 414). As EM marketing exists on a continuum 

between traditional marketing and radical approaches, being more systematic in one’s 

innovation focus along with taking calculated risks is not a sign of there being a lack of 

EM. It is rather important for firms such as Sightsavers and Barncancerfonden, which are 

nationally operated, to incorporate more bureaucratic processes into their marketing efforts. 

 

As for Gambiagrupperna, innovation focus has temporarily been put on pause: “Yes to put 

up this new group and hiring consultant. To look for more active ways and people to look 

for and give us advice to move on, because you can see when we started the Gambia group 

in the late 70s and early 80. It was easy to find people working for you, but now we need to 

find new ways”. Prematurförbundet, on the other hand, has been more engaged: “Well, we 

try to, all the time, look at new approach angles and new partnerships to get the word out 

in new ways. So that’s something we are working on I would say. Trying to keep up/join in 

and like, see if there is something completely different in the newspaper, how can we use 

that in some way for our cause?” Prematurförbundet continues by giving the example of 

coming across research that shows that school test results can improve in preemies that are 

given the right support from the start. This can be regarded as a way in which one can use 

the media to one’s benefit through using current events to build a platform from which one 

can push one’s own agenda. Charitable organizations that are unable to receive the 
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publicity of larger for-profit organizations, one can still maximize one’s utility from this 

channel. This cannot be seen as novel as A Non Smoking Generation has a similar tactic as 

has been mentioned earlier. Both A Non Smoking Generation and Prematurförbundet can 

be seen as champions of political causes in particular when compared to the other charitable 

organizations interviewed. These two stand to utilize media outlets in a way that sparks 

change processes in the political arenas of legislation and law enactment. Provoking 

thought and raising an issue relevant to Swedish listeners is the forté of these organizations, 

necessitating that their approaches be tailored to avoid offense. That is to say that political 

and social change is associated with strong feelings on either side, making their 

“marketing” tactic of debate highly appropriate. These charities show themselves to be 

competent by being informed ahead of the debate and taking a stand on newly published, 

often scientifically based material. The newness and topicality of news as well as the 

feelings associated with social injustice and political change are perfect seedbed for 

marketing one’s message entrepreneurially. This allows these two charities to be featured in 

media as often and as soon as their issues rear their heads in public forums. 

 

A Non Smoking Generation says this of EM-related innovation: “It is sort of what we spoke 

about that one constantly looks at what’s going on right now instead of just getting bogged 

down in the smoking issue itself. [...] That is, generally keeping an ear to the ground to 

listen out for what people are really talking about and seeing if one can spin things to get 

in - the smoking issue is pretty broad. It is just as much about -- most of all health and 

young people’s futures of course -- but it’s also a great deal about [the] environment, 

rights, children’s rights. We have, amongst other things, a collaboration with Sida in which 

we have a project called Tobaksbarn [Tobacco Children] where we go out and tour the 

schools in the fall. We meet about 25 000 students in four months and talk about - not about 

this whole black lung thing but it’s more about how much child labor there is in tobacco 

cultivation throughout the world - that one, like, if you want to do something you can at 

least start with not supporting the industry… you support the industry, of course, if you buy 

their products”. A Non Smoking Generation is perhaps the most interesting interviewee in 

terms of opportunity recognition and innovation: “That is, it’s all about us desiring to make 

a difference -- highlighting the issue from different angles”. A Non Smoking Generation 

endeavors to use as many points of entry as possible, capitalizing on people’s desire to do 

the right thing in more than one sense when it comes to smoking and the tobacco industry 

as a whole. The ability of A Non Smoking Generation to be defiant of the industry as a 

whole speaks to their ability to recognize the need for the disestablishment of the tobacco 

industry beyond Sweden’s borders. This involves a broader market focus as well as the 

ability to recognize the ability of their sponsors to do more and make a greater impact. 

Seeing to the underlying cause is also something that Gambiagrupperna is doing by virtue 

of their educational and vocational programs. 

 

A Non Smoking Generation continues by saying: “We have quite a limited budget so, all 

the time, we have to find new, innovative ways to be seen and to reach our target audience. 

It’s, of course, about being inventive and finding good ways to get ourselves across and 

work more with one’s own channels. It’s very seldom that we buy a lot of paid ad space for 

this [cause]. That’s a very large cost that we often don’t prioritize. However, there are 

many that like our mission so, as a result, we can work with ambassadors and so on 

without it costing a lot of money”.  
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Here, one is able to get a glimpse of the organization’s resource leveraging abilities. Having 

limited resources has been found to propel such exploration activities as innovation and risk 

taking, although this issue is highly debated on the grounds of conflicting research findings 

(Voss et al., 2008, p. 147) This also follows the behavior of social entrepreneurs that have 

the ability to discover and exploit opportunities an innovative manner Zahra et al. (2009, p. 

519). Voss et al.’s (2008) research conducted on non-profit theater organizations engaged 

in product development has found supporting evidence for this. Voss et al. (2008, p. 160) 

have found that, without imminent threat, these organizations, when experiencing slack 

resources if the customer relational and financial kind, displayed a reduced level of 

exploration. In a more opportunity-laden environment, these organizations had been more 

inclined to engage in risk taking rather than becoming complacent and unadventurous. The 

answer given by A Non Smoking Generation indicates that a shortage of financial resources 

is an incentive to innovate. With this limited budget, A Non Smoking Generation has been 

credited with having the highest selling T-shirt in H&M’s history, displaying the 

foundation’s logo. In addition, in 2015, A Non Smoking Generation has partnered with a 

clothing company Geggamoja to produce a line of baby clothing. In 2009, A Non Smoking 

Generation (2009) also teamed up with Victoria Silvstedt to produce a model talent search 

campaign centered on finding U-Models between the ages of 13-18. Unbeknownst to 

applicants, the U stood for ugly. The campaign, called U-Models, was a spin on the Top 

Model franchise. In this particular case, however, the 4 500 young women who had sent in 

photographs received a retouched photograph of themselves reflecting years of smoking in 

response. Attached was a message saying the young lady was too attractive and that she 

would have to try next time. The campaign had been met with both praise and contempt by 

the public, with A Non Smoking Generation calling it food for thought. Sightsavers has 

also launched a particularly eye-catching campaign: “Last year, we launched a global 

fundraising campaign called Million Miracles which will run for the next two or three 

years and the next time we do something we will also incorporate Sweden but we use social 

media very heavily in that what we did was what we call a live cataract operation so this 

was broadcast on Google Plus and Hangout and you can find it on YouTube if you want to 

go and have a look at it but we did three episodes over the course of a couple of weeks”. 

 

A Non Smoking Generation is also active in social media, producing several hashtag 

campaigns throughout the years, a couple being #Jagärinteblind in 2013 bringing awareness 

to World No Tobacco Day and #Sandlådefasoner in 2013 which harkened back to a viral 

photograph of a woman smoking while children played in a sandbox nearby. 

#Sandlådefasoner had been intended to bring awareness to the dangers of passive smoking 

around children. This provoking campaign relays the message in an innovative way as it is 

a novel marketing campaign to the audience. A Non Smoking Generation, while using its 

own channels, challenges the popular thought and behavior of those convicted by their 

messaging. For their talents in advertising, the organization has received “Årets 

Radioreklam” (Radio Advertisement of the Year) and a Guldägg award in the radio 

category in 2012 and in the PR category in 2009. The organization also engages in 

arranging lectures such as Tobaksfria Fritidsgårdar in 2011, the annual lecture tour 

Tobaksbarn, which reached 32 000 pupils in 110 schools in ten weeks in 2013, and 

countless in school assembly lecturers and other engagements such as Läkarstämman 

[Doctors’ Convocation] and ANDT’s conference Drogfokus [Drug Focus]. 
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In the question of how these organizations use their innovation focus in their EM, one can 

say that the level of innovation seen among these organizations is disproportionate. One can 

see that jumping on the bandwagon, so to speak, of already publicized events has been a 

clear tactic of A Non Smoking Generation. As for Sightsavers, they had managed to create 

their own human interest story that showcased the organization’s cause. Connecting to 

topical issues and events as well as inspirational stories is appropriate for the charity sector 

as one needs to emphasize one’s relevance in covering unmet social needs (Grace, 2005, p. 

20). 

6.4.4 Sponsor Intensity 

Sponsor Intensity: How does your organization create and maintain close relationships 

with sponsors? Follow-up: What are these relationships built on? 

 

Barncancerfonden has had the following to say concerning sponsor intensity: “We created a 

communication [campaign] that was about children telling about their experiences when 

they’re sitting on the blue ball … very emotional. We went through these three steps when 

we created the concept Barnsupporter [translated child(ren) supporter] we had Peter 

Forsberg month ago, who is one of Sweden’s biggest hockey legends… It was about 

creating status through monthly giving. That is to say, being a Barnsupporter -- we create a 

concept and that is also how we build [sponsor] loyalty over time”. The organization also 

tells of a recent campaign to draw sponsors in to Barncancerfonden’s cause: “So we have a 

child in the photograph that is sitting on the blue chair and it symbolizes hope. [...] If 

you’re a decent human being, you’ll feel something in your stomach when you have [before 

you] a child with cancer. That is why hope is so important because if people have a hard 

time with powerful emotions it is important to analyze those feelings and give them a 

direction and content. That is why hope is so important. If they give a krona to 

Barncancerfonden, they give a krona to hope because that money goes toward financing 

research and that research raises the survival rate among children and our vision of 

eradicating cancer. Hence the blue chair symbolism; and that kind of thing is important in 

today’s world that brings on lightning speed messaging/communication, so people know 

who is talking. It is not important to tell who it is that is speaking because people know 

automatically, but rather, you can work with messaging to Barnsupporter or something 

that raises the visibility and fundraising so you can do even more research on childhood 

cancer and get granted the ability to double the fundraising. There is a greater context for 

the blue chair”. With this answer, one is able to see that creating a sense of belonging and a 

space for their sponsors within the cause’s community, so to speak, in the form of 

Barnsupporter has worked to build customer loyalty.  

 

This is a clear example of using an emotional approach to marketing efforts in order to 

cultivate a more visceral sponsor to organization relationship (Morris et al., 2002, p. 7). By 

finding a common goal for the charity and sponsors, the relationship can therein deepen its 

impact which goes in line with Das et al.’s (2008, p. 164) findings. One can see that in the 

context of charities, emotional attachments and personal benefits have an impact on a 

person's willingness to sponsor and get engaged. In fact, Barncancerfonden practices what 

has been found in Grace’s (2005, p. 148) findings, showing sponsors respond more to 

intangible benefits linked to organizational effectiveness than tangible gifts. Föreningen för 
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Gatubarn i Nepal has been able to do the same: “Nothing is going to go to me, this is 

something that really maximizes [sponsor intensity]. People are moved by this. Like, ah 

these people, I want to help rather than these more professional organizations that have a 

lot of employees”. This is also a sign of commitments and shared values that increase the 

benefits of the sponsors as the giver naturally want as much impact to be made on the cause 

as possible (Sargeant et al., 2001, p. 422; Grace, 2005, p. 24). When the charity shows its 

commitment and that all the money goes to the cause, this benefits the mission as well as 

the sponsor's intentions to stay loyal and thereby increases the shared values and 

relationship intensity between the two parties. 

 

The interviewee from Barncancerfonden continues: “We do not want to be the fly in the 

ointment of childhood cancer. We want to give hope. There are so many that have a hard 

go of tackling their jobs so they can’t deal with more crap and we try to take that into 

consideration by showing that children are communicating that there is someone who is 

trying to find the answer to the childhood cancer conundrum, namely, Barncancerfonden. 

Instead of just bringing negativity, there is a conscious strategy that is going to lead to 

hope”. Here too, one is able to see the efforts made by Barncancerfonden to connect the 

idea of a donation being a contribution to hope for young children fighting cancer. This 

undoubtedly gives those interested in this issue the chance to make a difference through the 

organization, itself, who is addressing a still relevant issue (Bendapudi et al., 1996, p. 46). 

 

As for Gambiagrupperna, sponsor intensity is engendered in this way: “Of course it is 

building up good, relationship and just for them to be there, it is very important that they 

are well meet. That you listen to them, what they want to see, how long they want to go out, 

and you have to arrange with transport for everything because it is important that they see 

where they put in their money. But it’s also very important when I have like a guest here 

that we go and see the groups here in Sweden. And even for me as, when I was working 

down in Gambia, every summer when I was at home I travelled around to meet the groups 

to talk to them”. Concerning the importance of caring for sponsors: “That is the most 

important thing. We have to take care of our sponsors, because if they are coming down to 

Gambia and they are unhappy when they are going home. Then we have lost the sponsor”. 

Concerning the arranged trips for sponsors, which is always made available no matter the 

size of the group: “I think it is the way they are met in Gambia by Gambians. Many of our 

sponsors have personal relationships in the Gambia. With Gambian families with some of 

our staff or with the whole village and you know these personal relationships that they 

build up in the Gambia. They are that is the like the motor for them to continue, and the 

motivation, and some of them will even have sponsor children that they pay for in school”. 

Gambiagrupperna fortify sponsor relations through going beyond their newsletter and 

actually bring their sponsors to Gambia to watch the fruits of the organization’s labor by 

virtue of their donations. This can go a long way to steam power continued sponsorship and 

even the sponsorship of peripheral efforts, helping the impoverished area even further. The 

customer focus style of going the extra mile for the customers’ benefit is a motor for 

increased customer intensity (Morris et al., 2002, p. 7). This is exemplified by 

Gambiagrupperna still taking trips to the villages even if only one person were to sign up to 

go. Furthermore, with the trips they allow the sponsors to be included in the community 

and make themselves (both sponsors and charity) seen and make the relationship personal. 

This can be seen as more entrepreneurial way to increase sponsor intensity as they have 
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accomplish to break the barrier between the cause and the sponsors that normally exist 

because of the distance and physical localization of sponsor and the cause. This 

entrepreneurship is, according to Morris et al. (2002, p. 7), an efficient way toward 

customer intensity, which in this situation is transferred into the terms of sponsor 

relationships. 

 

Prematurförbundet builds sponsor intensity in this way: “It depends on who they are. 

Sometimes we make contact because we want to be seen. Sometimes they contact us 

because they think we are a great point of entry to get to these parents and doctors. All 

good relationships need to be nurtured well. Having close contact all the time, this 

dialogue, what we can do for you, what you can do for me. How do we maximize the 

collaboration so that we both benefit from it? Even it if it’s not so much about sponsors 

giving us money, we still want to get something out of it. [...] We would never be able to 

have a sponsor who doesn’t share our values. We have to stand on the same foundation, 

otherwise it won’t work; all of the credibility for our organization would disappear”. In this 

case, one sees the strengthening of sponsor relationships through the use of reciprocation 

and constant dialogue built on a shared conviction and value system. This has to do with 

the constant correspondence with sponsors through different channels that Grace (2005, p. 

13) advocates so that the relationship can be visceral in nature and foster mutual 

understanding (Morris et al., 2002, p. 7). Again, shared values seems to be a crucial factor 

for a relationship between charity and sponsor to take place (Sargeant & Jay, 2004, p. 181; 

Grace, 2005, pp. 143, 193; Austin et al., 2006, p. 18; Bennett, 2009, p. 332).  

 

Sightsavers on the topic of sponsor intensity has had the following to say: “We’re looking 

to do is understand our donors in a slightly more in depth way so that we can see if what 

we’re - how they’re supporting us and if how we’re approaching then is necessarily the 

best way to do it in the future so we’re doing so profiling work on our database to see what 

type of people are most interested in supporting Sightsavers so far and we will use that 

information to inform the things that we might do next”. One is able to see that Sightsavers, 

as Barncancerfonden and Gambiagrupperna, value market research. Again market 

orientation is seen as depicted by Morris et al. (2002, p. 7), in this case, market research is 

the means used to increase sponsor intensity for the charity, applying knowledge about 

sponsors’ preferences (Han et al., 1998, p. 41) and, thereby, being viable within one’s 

reach. The interviewee continues by saying: “... making sure people understand the 

difference they’re able to make. Making sure that they’re well-thanked, making sure that 

they are asked consistently, making sure they’re kept updated on the work and that’s 

basically how it’s worked since Victorian- since the 19th century. [...] Part of that is the 

speed in which we can keep people updated and part of that is things like with SMS and 

web-connected phones now, you can send people very personalized, very specific, very up-

to-date information in a way that you can be pretty confident they’re going to pick it up 

because it’s going to be on their phone which is kind of very different to posting to people 

in the past”. Thus, Sightsavers focuses on keeping sponsors abreast of the organization’s 

efforts while emphasizing the difference their contribution will make. These efforts are not 

outside the normal campaign messaging via digital channels that have become more 

prevalent. According to Mallin and Finkle (2007, p. 73), consumers who become the most 

likely targets of repeat mailings, encouraging ongoing or increased support, are those who 

have previously supported a social cause by contributing either time or money. 
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Close sponsor relationships within these charitable organizations have, thus, been nurtured 

through maintaining constant contact, showing gratitude, reciprocation, getting to know 

one’s sponsors and their preferences, releasing newsletters, fostering sponsor identity as 

well as connecting sponsors to the beneficiaries of the services. This research is able to 

confirm that, even for charities, EM theory assumes “customer focus”, in this case sponsor, 

firmly in the foreground (Kraus et al., 2012, p. 7). Unlike traditional EM in for-profit firms, 

one has to deal with the beneficiaries as separate “customers” whose needs are to be met by 

the charity organization. An interesting dynamic that presents itself is that the loyalty of the 

sponsors themselves is based largely on the satisfaction of beneficiary needs, i.e. achieving 

the social cause in as much as possible. Little extant research exists besides Morris et al. 

(2007, p. 33) addresses the beneficiary dynamic in relation to EM. Beneficiary satisfaction 

takes on both the offering of the organization as well as its offering to sponsors. The 

existence of two client groups to be served is unique to the charity context and is even more 

elusive within EM. Morris et al. (2007, p. 33) has found that positive market orientation 

shown toward one group coincides with MO shown in the other group.  

6.4.5 Value Creation 

What type of value do your sponsors receive from supporting your mission and how does 

this develop? Follow-up: How do you contribute to long-term sponsor relationships? 

 

Value has been created by engaging the sponsors together while sharing the same values. 

Gambiagrupperna states: “Yeah that’s why they are there you know. They have a group 

where they belong and they feel that the group is working together toward a common 

goal”. “Sponsors in the Gambia group they are long time sponsors, some of them have been 

there since the 80s, you know”. Prematurförbundet says: “To begin with, it is built on 

shared values; that is where we have to start. Then it is about trusting each other, feeling 

that both are getting something out of it”. A Non Smoking Generation answered: “It is an 

interest in the issue, I can imagine. Hopefully, being a part of - to accomplish something in 

this issue - to progress. It is most of all, common interests. [...] Like, of course we would 

never work with a tobacco company. The companies that we see there can be synergies 

with, where we can contribute with something together, where one has products or 

messages that are in line with each other”. Value creation toward sponsors seems to be 

done by giving to an organization with the same values as they have and the same interests. 

This goes in line with Grace’s (2005, p. 13) and Das et al.’s (2008, p. 164) statements that 

charities should work on increasing the understanding of the shared values both parties 

have. Furthermore, it also has to do with the feeling of belongingness that comes with 

giving to an organization (Grace, 2005, p. 143). The sponsors feel they are helping the 

social cause together with the charity. It is, thereby, wise to foster these shared values and 

the feeling of belongingness to include the sponsors in their work as much as they can 

(Sargeant et al., 2001, p. 422; Grace, 2005, p. 143; Das et al., 2008, p. 164). Therefore, it is 

clear that in the environment of charities, in order to receive value creation, it is important 

that the parties involved shares the same values. Thereby, this will in, itself, naturally create 

value for both parties (Morris et al., 2002, p. 7; Grace, 2005, p. 13; Das et al., 2008, p. 164). 

Or one can also do as Gambiagrupperna and let the sponsors chose exactly what they want 

to support in the organization: “The new marketing group are going to do this. In the last 

meeting we started a new marketing and information group and actually you can have 
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some funding. You can put up like program, what you want to do. And you can have up to 

50 000 or to do this activities. And sometimes it is very hard to find funding to market 

ourselves. But some want to see my money is used to prevent female circumcision. Or my 

money is used to build the schools. Or my money is used to train the children. They don’t 

want to see we use the money to market ourselves”. Interviewer: “Are you doing this, 

making them choose what they want to sponsor?” Gambiagrupperna: “Yes we have that 

opportunity”. Charitable organizations can, in this way, listen to what sponsors want to 

support and let them have the option of what exact social cause they want to help, instead 

of putting money into the entire organization. This is an example of the importance for even 

non-profits to diversifying marketing programs, highlighted by Hills et al. (2008, p. 106). 

The organization has, thereby, been able to maximize the fundraising for the cause as they 

can make more people interested in the cause through a product diversification of sorts. 

Many also said that value creation is accomplished just because of the feeling of a good 

deed being done, which can be explained with the feeling that the donation makes a 

difference (Sargeant et al., 2001, p. 422). Barncancerfonden states: “It can be both pride 

and getting a kick. It makes you feel better as an individual and a person.” This feel-good 

element along with common values and goals can be enhanced through constantly 

communicating the achievements of the social organization (Bendapudi et al., 1996, p. 46; 

Grace, 2005, p. 13; 2008, p. 173); this element features in this study’s findings. 

 

Many organizations have said that the sponsors received value from the information about 

the mission work that is communicated in different ways. Gambiagrupperna, for example, 

answered: “You can also get value from the information from newspapers, and even 

through the homepage you know”. The participating organizations seem to use different 

ways of communicating the value, through e-mail, post, social media and phone calls. This 

again goes in line with previous research (Sargeant et al., 2001, p. 422; Grace, 2005, p. 143; 

Das et al., 2008, p. 164) opinions of constant communication and collaboration. 

Barncancerfonden says: “They get affirmation/confirmation through e-mail correspondence 

about how projects are doing”. Prematurförbundet distribute a member’s review as a way 

to communicate: “Well, we have a members’ review that is distributed to all the members”. 

Föreningen för Gatubarn i Nepal communicate mainly through Facebook: “It is really 

common that you start viewing shares on Facebook or my posts on Facebook.” [...] Many 

sponsor relations concern all the time with updates, always making sure to tell, a lot 

concerns about storytelling if you want to use this term which has gotten quite popular 

now. It is about telling a story all the time and that has some substance behind it, that's 

what it is about”. Prematurförbundet states: “We have our as you say solitary fundraising 

unit is very small so far. There you get first of all a gift certificate in paper form. We are as 

said newly started, we have just gotten started. It can be able getting ad space, for example, 

and since they are in our review, we get to solidify that relationship. This business is a 

good business, in a way. It becomes a stamp of approval/quality in a way. [...] It is more a 

feeling of doing something good for someone else. We appeal to people’s conscience, 

exactly as the larger [ones] do. These children are in a pitiful situation. It does not cost a 

lot to help them, so do what you can. [...] We look for ways that we can give our members 

more for their money. If we can develop the members’ review, if we can find other 

benefits”. Value creation is absolutely integral to retaining customers (Morris et al., 2002, 

p. 8) and that is true even for non-profit charities’ sponsors. Communicating the mission 
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work, and in this way, raising money for the sponsors as they will then receive the 

knowledge of what is going on is recommended by Grace (2005, p. 13). The organizations 

also seem to agree on Das et al’s (2008, p. 173) view, as well as Flockhart (2005, p. 32), 

Austin et al. (2006, p. 2), Smith and Stevens (2010, p. 577), that donors are more likely to 

support the cause if they are informed of what is done with the money. Furthermore, this 

confirms that value is created for sponsors through information they themselves are not 

able to do it themselves, but only indirectly through the organization and therefore need to 

be informed of what they actually helped with (Bendapudi et al., 1996, p. 46). If the 

charities would not have communicated their social goals and social impact, it is not very 

likely that the sponsors would make another gift to the organization; therefore, one can 

conclude that value creation is necessary for non-profit charity sustainability. 

 

Another way of seeing to value creation for sponsors is with complete openness and 

honesty and differentiating oneself by having no administrative costs whatsoever. This is 

something that Föreningen för Gatubarn i Nepal have done which has engendered trust 

among supporters: “The total openness and honesty and that the people who work actively 

on this does not earn anything, but pay all their own costs. The knowledge that all the 

money raised goes to the cause and not in the wrong pockets. This is very motivating I 

would guess for our members.” [...] “It raises a fair bit of respect among givers that sees 

that okay this is completely non egoistic people that does not care about earning money 

themselves but actually gives everything always.” [...] They realize that we do not earn 

anything on this ourselves and they realize that all money goes to the cause and does not 

disappear on the way and they have an extra eye open to where the money goes in Nepal 

and that they support the things they found important e.g. children and especially girls 

upbringing, education and fine housing and all that. That is why they want to support us”. 

As donors are concerned with effectiveness according to Das et al. (2008, p. 173; see also 

Sargeant et al., 2001, p. 422), this is something that Föreningen för Gatubarn i Nepal 

actually can guarantee as they put all their money toward operations in Nepal in order to 

help the children. By having no administrative costs, an organization is able to give donors 

what they really want and, thereby, increase value. Hills et al. (2008, p. 106) state that value 

creation is made through differentiating marketing. This technique of paying no 

administrative and marketing costs is seen by Föreningen för Gatubarn i Nepal as their 

business concept, as mentioned earlier. Thus, the organization is able to present itself as a 

slightly more niched organization. It is uncommon, and perhaps ambitious, to have no costs 

as the cap model placed on non-profit fundraisers allows 25 percent administrative costs 

(Svensk Insamlingskontroll, 2015a, p. 11). 

 

Another way of increasing sponsor value is to create extra value aside from the central aim 

of helping a social cause. This could be more effective as people might be more motivated 

to help a cause if they could get some personal value, such as getting exercise or doing 

something to their enjoyment. This element plays on self-benefit’s effect on donor 

satisfaction and sponsorship willingness (Sargeant et al., 2001, p. 422). Barncancerfonden 

presents a good example of such extra value that has led to the raising of 4.7 million kronor 

as well as social media attention: “Then we have another type of fundraising activity that is 

about athletic performance. We have for example something called Speed of Hope, Ride of 

Hope, Run of Hope. Speed of Hope is a spinning event, Ride of Hope is a cycling event 

throughout Sweden and England that starts in the summer. We have Hockey of Hope, Walk 
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of Hope, Run of Hope. It’s about doing things that one is interested in and that one loves to 

do but when you do it, you can raise funds for Barncancerfonden. It is, of course, another 

way to become inspired from the sports world to really do what you love to do. You fulfill 

the desire to enjoy yourself a little more, you keep yourself in shape, so selfishness, but at 

the same time, you commit to giving a gift to Barncancerfonden. So in that way you maybe 

motivate yourself to actually get out and do that jogging tour, bike or run. [...] With Speed 

of Hope, which we held the last week of March, brought in 4.7 million kronor and made it 

into all digital social media. We arranged 130 cities in Sweden from the north to the south, 

12 hours of running, biking ‘lagom’ far”. The method of using some friendly competition 

event like biking, walking, running or playing hockey to raise money for the cause is a clear 

sign of innovative marketing, which is important when achieving value creation through 

EM (Hills et al., 2008, p. 106). And as Barncancerfonden says, it creates a viral buzz just 

because of the relevance, interest and the excitement that the events has for the individuals 

which is a useful, value-added and efficient EM technique. This is reinforced by research 

stating innovative viral marketing campaigns help mission-based financial needs and 

stakeholder interests (Morris et al., 2002, pp. 10-11). This is a good example on how to 

increase value, by making the organization get seen, i.e. recognition, and show self-worth 

to increase the total proportion of donations from all potential sponsors (Sargeant et al., 

2001, p. 421). Indeed, this promotes sponsors’ engagement and feelings of belongingness 

(Grace, 2005, p. 143) as they are doing something active together with the organization. 

Not only are they raising money for the cause, they are also helping to spread the message 

through the buzz on social media and among their own friends. Barncancerfonden confirms 

that these events help the marketing of the organization: “It helps the mission, of course, 

because we get more buzz, and our communications goal of keeping the cause alive. It 

raises the communications goal and it raises our fundraising connected to the interests 

people have. We get more money quite simply and it also creates content and affirmation 

for everyone that partakes”. 

 

Sightsavers explains how important it is to listen to what the sponsors want: “We’ve got to 

listen to what our donors want, we’ve got to work in markets that are the ones that are 

likely to make us, where we’re likely to be most successful, the ones that we want to. It can 

also mean that just because we did it last year, it can’t be the reason that we do it next 

year. We’ve got no divine right to exist and we can only exist because of the generosity of 

other people, be it government or people's’ grandmothers, you know, and we’ve got to 

listen to what they want, what they want us to deliver, what they’re interested in, how they 

want to be communicated with”. By listening and learning it becomes possible to meet 

customer needs (Han et al., 1998, p. 41), thus through MO, realize unused resources 

(Morris et al., 2002, p. 8) and increase value for the sponsors, increasing value for the cause 

in turn. 

6.4.6 Calculated Risk  

How does your organization use calculated risks pursuant to marketing to the benefit of 

your mission/message? 

 

Sightsavers, Föreningen för Gatubarn i Nepal and Gambiagrupperna do not take any risks 

money wise because of the risk of wasting valuable money raised from sponsors. This 

concerns the risk of losing stakeholder trust, which would lead to financial insecurity and 



 

72 

jeopardizing the social mission (Morris et al., 2011, p. 960). For example, Sightsavers said: 

“I’m not sure we would ever 100% put our neck on the line. I mean, we will stand behind 

everything we’re saying. So we don’t say anything in Sweden that’s not true, we don’t try 

anything that’s not … that we don’t think has got a good chance of working but I think it 

would be irresponsible of us given that we’re spending donated money, to get more donated 

money back obviously but… you know, money that we spend today on fundraising is money 

that we’re not spending today on service delivery so we probably wouldn’t take an all or 

nothing gamble or really put our necks on the line for something”. This can be seen as an 

ethical dilemma as the sponsors want to get their money’s worth (Das et al., 2008, p. 173), 

and as much as possible should therefore be used for the actual cause. This shows the 

complexity of taking risks within charitable organizations as they need to satisfy 

stakeholder needs (Andreoni & Payne, 2011, p. 342; Morris et al., 2011, p. 960), which is 

mainly to use as much money as possible to help the social cause to the greatest extent 

possible (Bendapudi et al., 1996, p. 46). This fact of stakeholder importance in marketing 

activities is further proven with this statement from Prematurförbundet: “Taking financial 

risks is very difficult because we don’t have a lot of money to begin with but rather, what is 

put at risk is our reputation. We cannot afford to risk anything there. We have to be on our 

toes all the time”. 

 

On the other hand, if more money is not raised with the help of marketing costs, the 

organizations will not be able to help the social cause to a greater extent and, thereby, not 

reach their social goals. In the case of Sightsavers, their money is spent on marketing in 

areas they know will work based on previous experience, which is a part of the risk 

management procedure as they make sure the cost of resources will improve the 

performance (Morris et al., 2002, p. 7). A Non Smoking Generation tries not to take many 

risks and they use risk management to estimate and mitigate risk by using channels they 

know will work, just as Sightsavers also does: “We try not to take a lot of risks. [...] We 

work a lot with familiar/popular channels, our own channels, social media, ambassadors, 

et cetera, that one can say is a risk in itself. All purchased media, you know what you’re 

getting. [...] So, it is a risk in itself, putting money into that, but I think that it’s oftentimes 

been a good investment”. This strengthens the theory of the successful risk management 

activities of using strategies that are known to work (Morris et al., 2002, p. 7). This strategy 

of being more risk averse can be seen as appropriate in the non-profit charity sector as it is 

not the steward’s money to gamble. It is the sponsor's money and the charities’ respective 

tasks are to use it wisely on the behalf of the sponsors and beneficiaries. This helps the 

charity to engender trustworthiness to their organization and builds up the integrity of the 

entity long term. As Bendapudi et al. (1996, p. 46) and Sargeant et al. (2001, p. 422) put it, 

the charity’s job is to help the mission in the sponsors’ stead as they themselves are unable 

to do so physically.  

 

It seems that A Non Smoking Generation follows suit, as well as Insamlingsstiftelsen 

Soptippen, by using risk management more so than explicit calculated risks in their risk-

averse approach to marketing. This is something that A Non Smoking Generation has done: 

“Up until last year, we worked a lot with school visits. We went into the schools and visited 

but we noticed also that it is difficult to get into the schools and pretty expensive. It’s a one-

off thing if a working [relationship] is not anchored early on with the schools. We have 

restructured our strategy so that we work a lot with digital channels and ambassadors like 
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with YouTube personalities and the like. [...] It is also about being seen, like, reaching 

young people where they are themselves, in a way, besides the [in] schools.” According to 

Morris et al. (2002, p. 7), calculated risk taking includes recognizing risks and mitigating 

them by estimating and changing the risks to become less dependent and vulnerable. In the 

case of A Non Smoking Generation, they had recognized that school visits was too 

expensive and restructured the strategy accordingly demonstrating a reorientation of task 

environment (Morris et al., 2002, p. 7). These results prove that through risk management, 

expensive activities can be recognized and replaced by cheaper methods, such as digital 

channels and use of celebrities. Furthermore, the use of ambassadors, such as YouTube 

personalities, is a way of partner up and collaborate with other persons or firms, which is an 

exercise in risk management (Morris et al., 2002, p. 7). 

 

Barncancerfonden, in the way of EM calculated risk, tries new things that have never been 

tried before. This goes in line with being innovative as only when you are willing to go into 

unknown territory, can you come up with the most innovative practices, in line with social 

enterprise behavior (Morris et al., 2004, p. 99; Zahra et al., 2009, p. 519). This seems to be 

proven with the statement of Barncancerfonden: “We try new things all the time. It is our 

mantra here to try to think about can we come up with something new through innovative 

ways that results in us getting more effect for our money short and long term”. Risk 

management is also taken by Barncancerfonden: “We have mapped out our communication 

from 2009 to 2014, then we made a correlation analysis that concerns of how much does 

the brand generate and how much does the fundraising generate. And then we could see 

what is most effective to do”. This coincides with Morris et al. (2004, p. 100), who state that 

risk management within calculated risk taking involves gathering intelligence along with 

testing markets. The fact that Barncancerfonden is taking some risks in exploring new 

areas, by virtue of estimating what marketing methods are most effective, is a sign of 

calculated risk orientation (Morris et al., 2002, p. 7). This proves that EM activities can be 

accomplished through having a mantra of being open to try new innovative activities that 

are projected to work, though not guaranteed. This mantra together with careful risk 

management estimations will lead to successful low risk marketing innovations. As 

calculated risks are based on both engaging in risk management and making decisions with 

a reasonable chance of loss (Morris et al., 2004, p. 99), Non Smoking Generation and 

Barncancerfonden can be said to engage in the most true to theory form of calculated risk 

taking.  

 

6.4.7 Resource Leveraging 

How does your organization make use of your own and others’ resources to spread the 

mission in a creative way? 

 

Resource leveraging here has involved piggybacking on one’s own resources to others or 

from one resource to another as a way of optimizing resource usage (Morris et al., 2002, p. 

8). The most typical resource leveraging by all organizations, except for Stiftelsen 

Soptippen, is found to be the usage of other organizations’ and people’s resources. For 

these upcoming organizations, it is about getting help from newspapers or shops to get the 

word out about the organization. Gambiagrupperna: “Sometimes they do advertise, but 

sometimes they put up notes in the shops. In all shops in Sweden have the area where you 
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put up on the headboards? You can put it up on Facebook; you can also put it up in the 

library in Karlskrona. I know there are other areas where you can put it up in the 

newspaper. In the newspaper they have something “this is happening today” and put up the 

small adv. is free. And some groups have very good relationships with the newspaper, when 

there is space over, the newspaper will call and say we have some space, if it is okay to put 

you logo there”. They never pay for the advertisements, it’s only through personal contacts 

and in that way they can optimize the resources. Gambiagrupperna continues: “No we do 

not have resources to buy place in newspapers. It is only if you have a personal 

relationship with somebody”. It seems that the charity’s, according to their own 

assessments, limited resources do not stop them; it rather makes them think about contacts 

and collaborations that could help them by taking advantage of those opportunities. This is 

typical behavior for small firms with limited resources (Austin et al., 2006, p. 3). In this 

case, it is a non-profit charity that has limited resources but behaves in a resource 

leveraging manner. Thus, here too, one is able to observe that the for-profit firm applicable 

tenets of EM shine through within this particular case in the non-profit sector.  

 

Prematurförbundet does similar collaboration with firms and contacts: “Our own resources 

are in the form of those people that are here and the time we have. [...] It’s a lot about 

network. No matter if it is a person or a company, it is about getting to their networks. Who 

do they know, what can they help us with? Can we get to spread our message or acquire 

new knowledge?” A Non Smoking Generation use ambassadors (famous people) who also 

care about their specific social cause: “One joins in with other partner organizations that 

want to talk about the same thing but, most of all, it is a lot [about] having to speak about 

the issue - it might be the ambassadors that we work with. They have a large following on 

their channels… We give them interesting facts and they think they’re good to speak on; in 

that way, you can find a common denominator, so to speak”. [...] “We did a campaign in 

this spring or winter it was. [...] It was about peer pressure and we saw that just peer 

pressure is usually a concept that people sees as something negative, but we thought we 

should create something a positive peer pressure also - and an ambassador for this became 

Daniel Radcliffe - he plays in Harry Potter - acting, and that is something he is not aware 

of but he has himself said this and talked a lot about this in media that his only burden is 

tobacco and he wanted to get rid of it and then we wanted to create a common positive peer 

pressure to help him - push him to this and to inspire others that you can found common 

positive peer pressures”. This way of using networks and taking advantage of news that 

people already are interested in are ways of leveraging others’ resources (Morris et al., 

2002, p. 8). Furthermore, using other resources, such as the fame of celebrities in an 

innovative and new manner are employed methods of resource leveraging through limited 

use of one’s own resources. The way in which A Non Smoking Generation uses peer 

pressure as something positive instead of negative is rather unconventional and therefore 

classified as EM in its fundamentals. Unconventional marketing methods have the potential 

to create a buzz and thereby increasing effectiveness as more people will have become 

exposed to the marketing campaign (Morris et al., 2002, p. 8; Morrish et al., 2010, p. 306; 

Kraus et al., 2012, p. 21). 

 

Barncancerfonden states: “Partly through understanding what people can do and what 

resources exist and using those resources in the right way. And that’s depending on if - it 

can be an advertising agency that participates pro-bono for us or a business 
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partnership/collaboration. So we know what we represent, we have a large sponsorship; 

there are a lot of people that care about this. With that knowledge we go up to companies 

and say this many people are engaged in this issue. We don’t come with our donation box 

in hand and bow down. What we represent - we know people are engaged in the issue and 

that more money is needed. When we meet a company, for example, we come with straight 

backs and a proud, raised look [in the eye] and tell [them] about what we represent. [...] 

It’s a totally different attitude today because you have millions of people behind you that 

believe this is important. So you don’t need to excuse yourself”. This collaboration was 

something we found for almost all participants in this study at one or another way. 

Barncancerfonden continues: “Partly, we have brought on board two major companies, 

BMW and Svensk Fastighetsförening because, for one, we have been able to generate value 

for their business and they have been able to help Barncancerfonden collect millions. [...] 

Long story short, BMW’s most important business converter is test drives. So then we did a 

concept to increase the amount of test drives; BMW set up that for every test drive that is 

done during [those] two months, they would pay 100 kronor to Barncancerfonden and that 

way, they could make it a communications concept of their own”(p. 12). Naturally, there are 

advantages for the for-profit firms as well in terms of reputation and engagement in specific 

social cause. Barncancerfonden, for example, has a lot of people that care about the 

research they do and are engaged in the work to prevent childhood cancer. The relationship 

between BMW and Barncancerfonden is mutually beneficial. Thus, the piggybacking, in 

this case, goes from both sides of the fence and the relationship is, thereby, more a 

symbiotic collaboration. This coincides with Bornstein (2007, p. 5), that states social 

enterprises are building partnerships with businesses. Barncancerfonden get money from 

every test drive and also raised awareness in BMW’s TV ad and BMW get more test drives 

that they need for their business along with also corporate philanthropy advantages. This 

corporate philanthropy BMW is able to enjoy stems from people caring about the work 

Barncancerfonden does. They use their own resources to gain use of others’ which is a clear 

resource leveraging technique (Morris et al., 2002, p. 8). This is something all charities can 

do to maximize resources and increasing social effect. Again, finding a firm with shared 

values is essential here (Grace, 2005, p. 13; Das et al., 2008, p. 164). 

 

Another way of maximizing one’s resources is to use volunteer work. Gambiagrupperna 

says: “No, no one is employed. All is volunteer work.” The same goes for 

Prematurförbundet and Föreningen för Gatubarn i Nepal. They are using as little 

administrative cost as possible by not paying out salaries. These organizations are 

capitalizing on the members’ time and engagement in the social cause (Austin et al., 2006, p. 

14). The only organization that has said they do not really engage in any resource 

leveraging has been Insamlingsstiftelsen Soptippen: “We also find that sometimes, stuff 

that’s offered for free might not exactly be what you want and then it can cost more money 

to take advantage of opportunities. So we’re quite weary for example of taking free 

consultation from an advertising agency who probably doesn’t understand our sector in the 

same way that we do”. An explanation for this is maybe because the interviewee failed to 

see that benefits can flow from resource leveraging that have nothing to do with 

compromising quality. Using volunteers could be seen as a way of using others’ resources 

which is utilized by Insamlingsstiftelsen Soptippen. Therefore, it is not clear if Soptippen 

used resource leveraging or not. 
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6.5 Perceived EM Outcomes 
How has EM helped your organization succeed with its message? 
 

Barncancerfonden: “During last year we got up 8 units on a scale on one hundred when it 

comes to image and reputation. [...] We collected 45 million more money than last year. So 

it is an extremely big increase, connected to knowledge and competence and organizational 

development and so we develop ourselves and the way we work and organize ourselves 

here on Barncancerfonden”. [...] It helps the mission in the way that we are seen more and 

more frequently and we have a bigger effect on our money. [...] The innovation helps the 

penetration, awareness and fundraising goals”. [...] “We have won many prizes. In Reklam 

VM (translated: Advertising World Championship), we received four prizes last fall. We 

won the most effective communication last year. The day after tomorrow, we are being 

nominated for two golden eggs at Guldägget in Stockholm. We also got silver in best 

content marketing in Sweden three weeks ago”. The success of Barncancerfonden proves 

that organizations that are entrepreneurial as well as market oriented have potential to grow 

in image and reputation as well as cumulative money raised. In fact, when analyzing the 

answers from the previous questions, it is clear that Barncancerfonden is the most 

innovative and the one that is least afraid to try new things as this is their mantra. This is 

the organization that in this study are not only the most entrepreneurial but also the most 

successful considering the three aspects of image, reputation and funds raised, which is not 

surprising considering previous research within the profit maximizing setting (Morris et al., 

2002, p. 12; Rauch et al., 2009, p. 778). Moreover, the results showcase the usefulness and 

effectiveness of EM in this social economy setting of nonprofit charities which goes in line 

with Morris et al.’s (2004, p. 99) research on EM within non-profits. 

Concerning EM activities and the outcome they have, Gambiagrupperna said: “We need to 

raise these fund and we need to rise to 20 000 and that is why we had the campaign and the 

activities. That is the only way we can help the organization”. On the same question, 

Barncancerfonden answered: “A lot concerns getting new contacts and in form of business 

organization and even private persons to notice us and know we exist. [...] The more we 

can spread out the more people get information about us. [...] The more attention we get, 

the more we can spread.” The funny thing is we have won many prizes. In Reklam VM 

(translated: Advertising World Championship), we received four prizes last fall. We won 

the most effective communication last year. The day after tomorrow, we are being 

nominated for two golden eggs at Guldägget in Stockholm. We also got silver in best 

content marketing in Sweden three weeks ago. It isn’t a goal in itself to win prizes, but 

when one works with competent knowledge development, it is fun to get confirmation that 

one is heading in the right direction.” A Non Smoking Generation answered: “Yes, It is as 

said [...] - that you feel more relevant, innovative, and shows social benefit. It is about all 

the time find a way to make people see the question from different angles so that [...] we do 

not repeat the same things all the time, but we all the time find new ways to jump on, show 

the message eh yeah to bring up the relevant questions and ally with or talk to people that 

is [...] have the same thoughts as us and many thinks it is interesting to listen to”. The 

results of the outcomes add nuance to research showing the linkage to performance based 

on the EM of organizations (Morris et al., 2004, p. 99; Morris et al., 2002, p. 12; Rauch et 

al., 2009, p. 778) as well as research that shows the impact of MO on increasing 

performance (Jaworski & Kohli, 1996, p. 62; Blesa & Ripollés, 2003, p. 14; Kirca et al., 
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2005, p. 25; Morris et al., 2007, p. 21). Although, these performance results are not 

completely quantifiable, they indicate how the performance outcomes from EM can take 

different forms. Based on the results seen here, one can ascertain with confidence the 

importance of EM to marketing functions as well as the potential for continued use and 

development of these practices within each organization. These insights can provide the 

impetus in the form of an incentive for other charity organizations, Swedish or otherwise, to 

engage in EM practices to the benefit of their respective causes. This section, thus, provides 

the societal contribution that can help readers and practitioners alike, especially those faced 

with tranquil environments, not typified by rapid change, hostility and complexity, with, 

not least, the prerequisites of Swedish society as depicted in chapter 3.  
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7 Discussion and Conclusion  
This chapter summarizes findings, presents inferences and suggests future research in this 

area. Academic, practical and social consequences are given as well as the thesis’ impact. 

To conclude this thesis, a discussion as to the integrity and robustness of the study will be 

provided by way of truth criteria. 

7.1 Discussion and Future Research 
This research has produced findings pertaining to the internal and external environment of 

the firm as well as the activities pursuant to each dimension of EM. This study has focused 

on organizations operating in the Swedish context, thus providing added insight into the 

Swedish charity environment as well as containing the cultural and societal elements 

inherent to this society as accounted for in the third chapter of this thesis. What has been 

learned about the perceived turbulence within the external environment is that, under 

normal circumstances, the environment can be seen as tranquil and relatively collaborative 

between counterparts. As there have been no mention of turbulence in sponsor demand or 

backlash, it is presumable, based on the perspective of the organizations themselves, that 

sponsors present limited challenge in terms of relationship management and demand. This 

does not reflect informant organizations as having a similar situation to charities that have 

experienced levels of sponsor dissatisfaction (see Bekkers, 2003, p. 600; Breen, 2009, p. 

116; van Iwaarden, 2009, p. 6). It is also assumed, based on the lack of importance shown 

by participating organizations, that technological turbulence does not present an 

insurmountable obstacle for these entities. Seeing as the turbulence has been relatively mild 

in these organizations, in the absence of the sudden shift in Föreningen för Gatubarn i 

Nepal’s situation, one may argue that the motivation to use EM is less so based on standing 

up to the offerings and value propositions of the competition. In other words, these 

organizations are not markedly compelled to combat market turbulence due to exogenous 

pressures. A possible explanation for this is given by Morris et al. (2007, p. 33) who state 

that non-profit managers are “more intentionally focused and more mission-focused”, 

rendering the clients more important than the competition.  

 

This lack of pressure is not unexpected as the Swedish context seems to have fallen out of 

step with the issues seen in social enterprises in the rest of Western Europe (see Kerlin, 

2006, p. 252). Resultantly, the authors of this thesis postulate that the need to innovate and 

act entrepreneurially in relation to marketing activities originate endogenously or as a result 

of factors inherent in the organization itself and its culture. The lack of push from the 

outside is indicative of market research being trained on sponsors and beneficiaries instead 

of meeting competition and market takeover. This postulation is compounded by the 

answers given by organizations pertaining to a rather collaborative environment seen in the 

governmentally socialist country. How EM is practiced within these organizations is, thus, 

based on the ambition of these organizations to reach as many with their social mission as 

possible stemming from their own entrepreneurial intensity, spirit and ambitions. This is in 

line with Morris 2007 (p. 33) whose U.S. study has found that external environmental 

factors are less of a factor in determining non-profit entrepreneurship, positing that non-

profit EO is seen regardless of environment.  

 

As far as the EM practices of the organizations, one is able to surmise that all organizations 

have the ambition to be as entrepreneurial as possible in their marketing practices. All 
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participating organizations have answered emphatically and affirmatively as to their 

perceived EO, MO and EM orientation. From this, one is able to postulate that the cultural 

ambition of all informant organizations is geared toward being in touch with the market, or 

in this particular case, the sponsors and beneficiaries, and using entrepreneurial principles 

to meet the threats and opportunities thereof. What is more is that the EM practices of these 

organizations have been either trained on sponsors or those which the organizations 

endeavor to influence such as, for example, young adults facing the pressures of smoking in 

the especial case of A Non Smoking Generation. It is here that one is able to see the 

importance of specifying sponsorship value creation and intensity versus those cultivated 

toward the beneficiaries themselves. As far as sponsor relations are concerned, in the case 

of A Non Smoking Generation and Prematurförbundet, the majority of revenue is generated 

through funding of the organizational cause from a select few sponsor organizations. Thus, 

their sponsorship value creation and intensity would be of a business-to-business, or 

charity-to-organization, nature. In the particular case of A Non Smoking Generation, their 

major sponsors Hjärt-Lungfonden and Cancerfonden are active members of the 

organization’s board where they enjoy greater influence on organizational actions than that 

of sponsors from the general public, in the words of the interviewee. Thus, future research 

should investigate the potential differences in EM activities based on whom organizations 

are sponsored by and the level of influence the sponsor is able to exert. As in the case of 

Barncancerfonden, whose cancer research is sponsored mainly through the accruement of 

mass donations, one is able to see such activities as creating sponsor identity and 

organization sponsor-related events such as the Hope sporting events. This way in which 

EM is used in this instance reflects the need for Barncancerfonden to keep sponsors’ sights 

and sympathies trained on the organization. This is a vast contrast to the relationship seen 

between A Non Smoking Generation and its major sponsors. The difference in sponsorship 

is also apparent in the number of sponsors seen in each organization, which is exemplified 

by organizations such as Prematurförbundet and A Non Smoking Generation who both 

cater to a very tight sphere of sponsors. By virtue of this research, it has become apparent 

that the playing field, so to speak, of participating organizations are rather diverse. 

 

In the case of A Non Smoking Generation, their lack of marketing specifically toward 

sponsors is supplanted by the marketing efforts toward the beneficiaries, i.e. those whom 

they endeavor to influence the behavior of, here young people. This form of marketing is 

steeped in the ability of the organization to convince listeners of the importance of 

changing their lifestyle or priorities rather than, as in the case of Sightsavers, for example, 

changing the use of one’s disposable income. Either direction, i.e. choosing to market to 

sponsors or beneficiaries, can involve and has involved EM practices. It is, however, 

interesting, for the sake of future research, to distinguish between the target audiences of 

EM efforts of charitable organizations. In addition, future research should also be attempt 

to note the potential differences between EM directed toward the general public, one’s core 

membership base and to other organizations. To iterate, future research should attempt to 

describe the practices seen in charitable organizations based on whom they market to as 

well as who their sponsors are, be they businesses or the masses as well as the influence 

these actors have on the organization’s activities. In addition to this, many charitable 

organizations engage in promoting themselves as desirable to volunteers. The willingness 

of volunteers to work for the organization is ensconced in the same tendencies for sponsors 

to engage in promoting the organizational mission (Grace, 2005, p. 13). 
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In the cases of Insamlingsstiftelsen Soptippen, Föreningen för Gatubarn i Nepal and 

Gambiagrupperna, little priority has been shown to scaling activities in a major way. 

Consequently, the majority of efforts are firmly planted on the local level. In the case of 

Gambiagrupperna, little change to the constitution of its members has been seen throughout 

the decades of being in operation. As a result, Gambiagrupperna is attempting to salvage 

the organization with the help of a newly assembled marketing team. In the case of these 

three local foundations, it is clear than their ambition to innovate, be proactive and be 

entrepreneurial in their marketing efforts has been less than desirable were one to place 

them closer to the EM-rich end of the traditional versus entrepreneurial marketing 

continuum. This calls into question the answers given as to the organizational culture of the 

organizations as all confirmed the importance of being oriented toward the marketing and 

entrepreneurship. This highlights the difference between intention and behavior of 

participating organizations. One is able to see clearly that there is a gap between the 

intention or ambition of the entity and the actual behaviors seen therein. Future research 

efforts within the area of EM in charitable organizations should, therefore, make it a 

priority to investigate the antecedents of this behavioral gap. 

 

What has been interesting in this context is the willingness of organizations to dissolve 

after the fulfillment of the mission. The tacit knowledge and marketing know-how garnered 

throughout the years, not to mention the brand identity and perceived social utility such 

organizations as A Non Smoking Generation is able to deliver, will all cease to be of 

benefit upon the completion of the mission. A sense of longevity is not felt in the case of 

Gambiagrupperna and A Non Smoking Generation, whose vision it is to on the one hand, 

ensure the self-sufficiency of Gambians, and on the other hand, stomp out tobacco use 

among young Swedes. Upon completing each mission, these organizations see dissolution 

in their future. The purpose of innovation is to continue to evolve in a viable manner in 

relation to one’s circumstances in order to survive and, in the best case scenario, thrive. 

There are countless ways in which future research can be conducted in this area, i.e. the 

willingness to dissolve upon mission completion. In fact, one of the three points elucidated 

by Lohmann (2007, p. 443) in his article, subtitled What are the Big Questions of Nonprofit 

Management Today, calls into question the error inherent in the notion of the perpetual 

existence of the firm type foundations. This placed in the purview of the empirical 

sentiments expressed by A Non Smoking Generation whose EO can be seen as quite high 

in relation to other participating organizations is an interesting conundrum. It would seem 

that it is not safe to assume that organizations that are high in EO are willing to engage in 

brand rejuvenation and reinvention necessitating the reconceptualization of the mission 

(Kerin, 1992, p. 332; Weerawardena, 2003, p. 16). Future research should attempt to 

ascertain the level of EO in relation to the willingness to dissolve upon mission completion 

and what this means for EM activities. Therefore, a longitudinal study, looking at the 

evolving EM practices as organizations approach mission fulfillment is of interest. 

 

What has also been interesting to observe is the ability of organizations to be seen relative 

to the exposure their causes receive in media or by virtue of exploiting the media. In the 

case of Föreningen för Gatubarn i Nepal and the expressed lack of media attention, the 

organization stands to learn from Prematurförbundet and A Non Smoking Generation who 

constantly demonstrate the importance of maintaining relevance through capitalizing on 
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current events and publications. While Föreningen för Gatubarn i Nepal had previously 

experienced a dry spell in terms of media attention, the recent disaster in Nepal has made 

the region and relief efforts directed toward it starkly more top-of-mind. That is to say, this 

thesis has seen the ability of global mass media’s training its sights on a specific disaster to 

affect the entire operation and level of exposure of charity organizations which has been 

addressed by Grace (2005, p. 68). News media generated from outside sources, rather than 

the entity’s own EM efforts, can change the market exposure of the firm as well as its reach 

and impact by virtue of donations of all sorts. Looking back at Prematurförbundet and A 

Non Smoking Generation, one sees that EM can take the form of exploiting the news of 

others in order to present one’s cause on a larger platform through participating in, for 

instance, broadcast debates and pundit appearances. The same exploitation of externally 

generated publicity with steep or vague relation to the cause at hand can be taken advantage 

of by Föreningen för Gatubarn i Nepal. Thus, charitable organizations have a unique 

opportunity to interject their message into topical and novel avenues of discourse as well as 

generate positive spin-off effects for the operation from even negative and dire events. The 

entrepreneurial aspect comes in when one is able to recognize and capitalize on these media 

opportunities. 

 

The notion of utilizing people’s influence and popular culture along with spurring debate 

and finding new ways of connecting sponsors with beneficiaries have been the main ways 

in which EM is used by charitable organizations interviewed. Answers provided have led to 

discussion as well as areas of future research, demonstrating the possible need for further 

insights into this area, i.e. EM in charitable organizations. Research looking to expand on 

this in a way that is even more connected to the real world circumstances and wordage of 

these firms is encouraged to use less structured interview questions. Opting for a less rigid 

approach will allow any further, marked deviations from EM theory as it stands to come 

forward. In sum, this thesis has fulfilled its objective in finding out exactly how charitable 

organizations use EM. It has been found that a few of these organizations have a long way 

to go in terms of behaviorally demonstrating EO and MO in firm actions. 

 

As this study is descriptive in nature, in which accounting for a certain phenomenon is 

required, attempts to extrapolate findings will not be made. In relation to prior EM research 

in the charity sector, this study shows that charities do not restrict themselves exclusively to 

satisfying social needs that occur locally (Shaw, 2004, p. 202). What is underpinned by 

Shaw’s (2004, p. 202) research, however, is that charities tend to strive toward their social 

initiative despite scarcity of resources or exclusion encountered by virtue of dealing with 

fringe issues. In addition, Shaw (2004, p. 202) states that networks are used by social 

enterprises not for the acquisition of profit but rather for accessing resources controlled by 

others in pursuit of the social cause. This can be said to be the case for these charities 

although Barncancerfonden is, to its credit, able to increase the cash flow of partnering 

firms through strategic alliances. Moreover, Shaw (2004, p. 202), in her findings related to 

comparing charities to for-profit enterprises in the context of EM, has ascertained that 

charities’ organizational cultures tend to be more creative and open in nature. This study 

can confirm this as these charities talk about openness to the public and collaborations and 

helpfulness instead of hostility towards competitors. One is also able to affirmatively speak 

to the desire for all featured charities to act entrepreneurially in their marketing efforts 

including their approach to sponsors and marketing practices themselves. 
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As indicated by duality found in serving both beneficiaries and sponsors, this thesis is able 

to confirm that the charities interviewed show independent interest in the cause and the 

recipients thereof as well as the sponsors even though catering to one is necessary to ensure 

the other. This thesis is thus able to serve as a building block for future research that 

endeavors to examine the duality issue further in terms of the interplay and synergies there 

are to be exploited between the two for the overall good of the charity itself. Moreover, 

previous research has struggled to find an interface between for-profit and social enterprises 

when it comes to EM. EM tenets contain such concepts as market, customer intensity, 

customer focus, innovation, which is often connected to research and development 

activities, as well as profitability. Profitability has not been a main topic of discussion for 

interviewed charities, which addresses Mair and Marti’s (2006, p. 38) sentiments on the 

inappropriate usage of profitability within EM in relation to social enterprises. This study 

confirms that the issue of profitability does not factor into the innovation, proactiveness, 

opportunity-drivenness, sponsorship focus, resource leveraging or value creation ambitions 

of these charity organizations. When taking calculated risks, however, the issue of 

financials does appear, although the ambition to make a profit is still missing. Resultantly, 

the authors of this study join in saying that there needs to be a removal of EM defined as 

being done in pursuit of profitability as seen here: “the proactive identification and 

exploitation of opportunities for acquiring and retaining profitable customers through 

innovative approaches to risk management, resource leveraging and value creation” 

(Morris et al., 2002, p. 5). The standard definition given by Morris et al., being founders 

and pioneers within the field of EM, needs to be expanded, as the world of research has 

been, to include alternative forms of enterprise. 

 

This study has also found that, although charities are driven by the pursuit of profitability, 

they do show interest in catering to sponsors and do have a desire to keep up with changes 

in their needs. Moreover, these charities show interest in keeping an eye on new ways of 

reaching wider audiences, although not in ways that are particularly groundbreaking, such 

as radio interviews, debate articles and capitalizing on current events. Although their 

context is typified by cooperation over competition, these charities can be said to exist on 

their own playfield, if not market. They deliver a service to both their beneficiaries and 

sponsors while working toward eliminating cultural and social ills. Market is perhaps an 

incorrect term to use when implanting the concept of EM into these organizations as what 

they offer cannot be monetized and traded. It is possible that entrepreneurship will have to 

take on a more collective undertone when discussed within the context of charitable non-

profits. This is to say that this sector and thesis stands to bring new insights into how 

entrepreneurial marketing and behavior is expressed alternatively, especially in an effort to 

bring about the collective good.  

 

Thus, EM should evolve to contain such concepts as social value and eliminate such 

nomenclature as customers, profit and market. This should be done in order to open up EM 

as a tool for all enterprises wishing to break the mold and reach practitioners in a new way 

that leads to efficient usage of resources, broadening one’s scope and keeping one’s charity 

viable in the eyes of target audiences. Moreover, charities are able to maximize on resource 

leveraging in ways that perhaps a for-profit firm may not. There is an intrinsic benefit, for 

instance, in partnering with a charity organization that is imparted onto the partnered 
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organization. One is able to not only promote a charitable cause; one is also able to derive 

public favor from being socially responsible as an organization. It engenders trust from an 

entire group or movement that espouses those causes and hold them dear. At the same time, 

the charity is able to loosen up its image and enter into broader forums by virtue of the 

audience a partner is able to influence. This is an added benefit a for-profit to for-profit 

strategic alliance is unable to deliver upon. This is an area in which innovative and 

opportunity seeking EM practices can spell even more benefit and attention for the firm 

seen in the success and tactics of Barncancerfonden and A Non Smoking Generation. 

 

There has been limited qualitative research within the field of EM (Morrish et al., 2015, p. 

25). By virtue of this qualitative research, the use of unique tools, such as debates, virtual 

environment help centers, sponsor to beneficiary contact, fostering self-benefit through 

helping others, are used to charities’ unique benefit in marketing practices. While this study 

has highlighted similarities and certain differences between the for-profit and the charity 

sectors, it has also shone a light on the similarities these two share. Partnerships, 

quantitative market research, “customer” resource management, social media use as well as 

viral marketing are all tools used in both sectors. This thesis is, as a result, able to solidify 

the sharp contrast and similarity between EM practices in both sectors. This calls for the 

concept of EM to be expanded as well as segmented as certain tactics will not necessarily 

work when transferred to the other. As charities stand on a moral high ground, of sorts, it is 

much easier to run such campaigns as A Non Smoking Generation has done to actually 

challenge the way of life and thought patterns of social norms. This is an area worth 

exploring in EM as innovative and proactive means of communication are able to challenge 

the accepted norms of today while still keeping the organization’s reputation intact. 

Furthermore, opportunities exist for organizations to allow sponsors and beneficiaries to 

interact to solidify a connection to a third party, i.e. the middleman, the charitable 

organization. Working within the realms of two target audiences allows for a greater 

connection and loyalty to the organization, formed through marketing, that for-profit firms 

may struggle to attain organically, i.e. by virtue of offering alone. There are multiple areas 

in which charities can benefit from this thesis as not only has EM been proven, in these 

interviewed charities, to work in the charity sector, this thesis has also been able to 

motivate the need for future research to carve a niche for charities using EM. Their unique 

message and organizational offering allows for a broader framework from which one can 

attract support beyond that which is monetary.  

 

With its findings, this thesis is able to position itself among the few EM-focused studies 

that seek to ascertain the level of applicability and complementarity EM tenets have in the 

non-profit social enterprise context. This thesis has also been able to provide contemporary 

insights into charities operating in Sweden who engage in marketing, not least 

entrepreneurially. This body of work has also served as a stepping stone for academics who 

have yet to carve out a niche for social enterprises practicing EM. By virtue of its findings 

this thesis calls for either such a niche to be carved out, or better yet, for the concept of EM 

to be reevaluated and broadened to include alternative firm types. Thus, this thesis is not 

only a looking glass to see into current EM practices in this alternative firm type, it is also a 

means through which EM may be challenged and improved as a concept spearheaded by 

such researchers as Shaw (2004) and Morris et al. (2007), i.e. Morris, Coombes, 

Schindehutte and Allen (2007). This thesis, thus, extends its scope of the Swedish context 
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and also calls for the same research to be conducted in other nations, especially those of 

differing societal structure and charitable norms.  

 

Much is left to be uncovered within the area of charitable or social EM, a term which this 

study endeavors to put forth as a viable concept for entrepreneurial marketing done within 

this particular context. Not only have all EM tenets shown themselves to be viable within 

the charity context through one charity or the other, they have been shown to be steered by 

the social mission at all times which confirms Weerawardena and Mort (2006, p. 32) along 

with Guo and Bielefeld (2014, p. 39) who put forth the social mission as being the central 

point of reference for social enterprises’ entrepreneurial choices. The social enterprise 

charity context is defined by such parameters as duality of sponsors and beneficiaries, 

disinterest in profit-maximization, focus on social improvement and mission, endogenous 

motivation in the absence of external pressures, “competitor” collaboration without 

“coopetition”, voluntarism and stewardship. This study has managed to confirm these 

parameters’ existence and, to an extent, significance within the EM paradigm, requiring 

continued research that ascertains what further benefits charities are able to access when 

taking consideration of these aspects into marketing practices. From these parameters, new 

guidelines and tenets may emerge through future research looking into how these aspects 

can further challenge EM as a concept to expand to include or branch out toward a sub-

concept geared toward social enterprises and charities. Thus, this study can be seen as a 

bridge toward thinking of EM within new parameters not yet touched or combined by 

Morris et al. (2002, 2007), Shaw (2004) nor Grace (2005). The parameters seen as 

important to charities, even when it comes to their EM practices, can be seen as a stepping 

stone into a new era of EM research within the charity sector.  

 

7.2 Conclusion 
EM tenets used in service of the mission can be pursued through capitalizing on the profiles 

of known figures, such a celebrities and politicians, making use of the media and current 

events, engaging in viral messaging as well as maximizing their social media scope and 

relevance. The participating organizations have also been able to use the success 

experienced in other parts of the world as benchmarks for their own efforts. This is done in 

an effort to minimize marketing risk and be ahead of the home market. All EM tenets 

feature in the daily practice of these organizations. Answers point to EM activities helping 

the organizations’ image, fundraising, increased competencies, reputation, finding new 

connections and partners, increasing interest numbers and, thereby, increasing the 

awareness. This study concludes that the EM activities are a useful and efficient way of 

promoting these charitable organizations even in the face of their overall tranquil external 

environments. As the organizations all emphasize the importance of being oriented toward 

entrepreneurship, the market as well as EM, one can ascertain that their mindsets have not 

been a hindrance to the way in which they pursue EM. One is, however, able to see a 

difference between organizations when it comes to the intent, seen in the orientation 

dimensions, and the behavior seen in the EM practices in 6.4 Entrepreneurial Marketing. 

Whether or not this is as a result of their differing causes, means or audiences is a matter 

for future research. 

 

The usefulness of this study rests in the practical examples of EM can be used by charities 

which is, although not statistically generalizable, transferable to other contexts. In the case 
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of these Swedish organizations, EM is acted out through, not least, collaborations with 

unlikely parties as well as viral innovative campaigns devised with the help of an external 

agency. This is precisely how “A hair-raising message” came to life. EM can be used to 

create discussions around current events and even use popular figures as a means of 

promoting one’s cause. Charities can also create unlikely and provoking viral campaigns to 

increase awareness and spur action toward social goal. They look for and take advantage of 

news and trends in the market to jump on, such as news or popular figures’ statements. 

Furthermore, leveraging resources can be done by looking for potentially symbiotic 

partnerships and making the most of each other’s resources, such as customers, sponsors 

and social cause reputation. Moreover, social value can be created with events that raise 

awareness for the cause, bring in money and offer self-interest incentives to donors. This 

also emphasizes shared values, which enhances belongingness along with the constant 

communication efforts made by these charitable organizations’ social mission. Value can 

also be created by listening to what sponsors want to support and letting them choose what 

aspects best reflect their interest or passion. This is also accomplished through constant 

communication of the strides made towards achieving the social mission as well as being 

keen on complete transparency. Calculated risks can be taken through the use of practices 

known to work from experience, thus mitigating costs and innovation and proactiveness 

dimensions are seen in the way certain of these organizations try new, unknown markets, 

have the mantra of being open to try new things, even when faced with uncertainty, 

introducing new trends from other markets, making themselves newsworthy, penetrating 

the virtual world to meet one’s target audience head on, et cetera. Inherent in all these 

dimensions is the opportunity-drivenness of participating charities.  

 

This study can conclusively affirm that the tenets of EM are applicable to the charity sector 

with certain allowances for idiosyncrasies. These idiosyncrasies stem from the lack of a 

market on which good are traded as well as the lack of reigning market principles. Perfect 

market principles such as market incumbents having equal access to information, an 

efficient allocation of goods and services, the consumer and producer both being price-

takers, the existence of complete present and future markets as well as the absence of 

externalities (Cohen & Winn, 2007, p. 32). Cohen and Winn (2007, p. 32) outline the need 

for there to be market imperfections in order for the entrepreneur to be able to take 

advantage of market opportunities, known as allocative view, as well as discover 

opportunities from information asymmetry, i.e. discovery view. Entrepreneurs are also 

expected to be able to create previously unknown or untapped combinations of offerings, 

concepts and ideas to engage in what is called the creative view of entrepreneurship tied to 

opportunity creation. This study is able to affirm that these charities exist on an imperfect 

market, allowing for the tenets of entrepreneurship to take hold, although it is unknown to 

what extent. It appears that the imperfect market seen in for-profit sectors is more 

pronounced than in the non-profit sector, creating a dampened EM effect than may 

otherwise be expected.  The interviewed charities, from charity to charity, have 

demonstrated know-how in at least one of the entrepreneurial views displayed through their 

marketing practices. Although these charities do not exist on a stereotypical market on 

which prices are stabilized through continued trade, they do demonstrate their abilities to 

discover, allocate and create opportunities tied to furthering their mission and message. One 

is able to conclude that like for-profit firms, charities in this study have been able to 
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penetrate their particular environment and retrieve benefits in the form of sponsors’ support 

and raised awareness of the public for social ills. 

 

This qualitative study has succeeded in its purpose of elucidating the practical means 

through which charities, in this case Swedish ones, can magnify their message through EM 

processes. As a result, this study has solidified and identified what is viable to these 

charities that exist in a social economy. In addition, this study has brought to light the 

tactics and strategies used by modern day charities to market their cause, thus enabling 

constituents and fellow charities to follow suit by example. Elements listed in the 

conclusion, such as ways in which calculated risks are pursued for example, constitute 

tangible examples from which other social enterprises, in Sweden or not, can go about 

marketing entrepreneurially. The elements discussed are far from comprehensive as 

entrepreneurial activities are on-going and evolve day by day, not least in fast-moving 

sectors such as high-tech industries. What can be recommended for charities seeking to 

improve their edge and elevate their message is to pursue more risk-taking activities that 

can transport their charity into unique and unexpected contexts and forums. Although many 

charities have a desire to avoid those who do not meet their moral standard, or do not suit 

their case, partnering with those whose images can be transformed by virtue of charity 

collaboration can be seen as a way forward. This is because it both improves the reach of 

the charitable organization itself as well as changes other industries for the better.  

 

What is more, the need to connect charities’ sponsors to their beneficiaries is crucial, not 

least, for those who provide foreign aid. Thinking of new ways to encourage this interaction 

will not only provide the charity with added legitimacy, it will also serve to provide 

sponsors with self-benefit and allow those being helped to feel the humanity associated 

with being helped by their particular charity. In this way, the charity can better ensure 

sustainability by tapping into the opportunity inherent in their serving two masters. Further 

recommendations, besides risk taking, opportunity recognition, sponsor intensity and value 

creation, include partnering across charity lines. Among the unique situation of charities is 

the ability for the absence of profit-maximization to foster an environment for increased 

and long-term collaboration. It is recommended that charities take advantage of their 

tranquil external environments, in which competition is scarce, to create synergies and learn 

from each other to push their marketing efforts to new heights. Knowledge sharing and 

acquisition are vital for organizations seeking to both survive and thrive in the modern 

economy, be it social or for-profit (Morris et al., 2002, p. 6).  

 

Along with its conclusions based on results and the research question, it can be concluded 

that a way forward within the social or charitable EM discourse, is to build in consideration 

of the following: the concluded nonexistence of a perfect market, the discussed and 

proffered significance of charity parameters discussed in section 7.1 such as stewardship, 

the duality of sponsor and beneficiary, as well as the need to eliminate the use of 

commercialized terms such as market and customer within EM. This is to say, not only can 

this study confirm the applicability of EM tenets as well as achieve its purpose in 

describing current EM practices of charities, it has been able to highlight areas from which 

the concept can build to better encompass and cater to the social enterprise and, not least, 

charity sector’s marketing strategies, parameters and core values. Resultantly, this thesis 
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has shown itself to be important to the EM and charity dialogue and puts forth interesting 

arguments for practitioners, academics and researchers alike. 

7.3 Significance and Contributions 
The findings of this research help connect theory to the real world of organizations, 

satisfying Morrish et al.'s (2015, p. 25) call for real world application. This also adds to the 

call for a comparison of for-profit and non-profit EM practices by Shaw (2004, p. 203) by 

way of further insights into the less prevalent EM context of the non-profit sector (Desa, 

2012, p. 727). Moreover, this study has contributed to the body of knowledge in both the 

fields of EM and charitable organizations, aiding in breaking the concept free from being 

bound to the for-profit context (Mair & Marti, 2006, p. 38). What is more, theory has been 

confirmed related to the need for social marketing efforts to focus on shared beliefs and the 

effectiveness of donated funds (Grace, 2005, p. 13; Das et al., 2008, pp. 164, 173). This 

study has also succeeded in elucidating the room for entrepreneurial growth in marketing 

activities of the organizations interviewed. This shows that the entrepreneurship aspect of 

social enterprise is yet to become a rule, instead of the exception to the rule for the charity 

organizations featured. This gives these organizations the opportunity to look more 

critically at current efforts and weigh these against its untapped potential. This expands the 

myopic traditional mindset of EM practices being reserved to small and medium enterprises 

(Collinson & Shaw, 2001, p. 762; Kraus et al., 2010, p. 26). This study has found that 

market research is conducted as well as intelligence-gathering, evidencing that traditional 

marketing methods are not abandoned in the presence of EM practices, but rather that 

marketing exists on a continuum from traditional to EM practices (Morris et al., 2002, p. 

11). In conclusion, in answering Matei and Sandu’s (2013, p. 56), this thesis has 

highlighted the behavioral aspect of social enterprise marketing by virtue of relaying how 

EM is pursued.  

7.4 Academic Implications 
By virtue of this thesis, a foundation for further research in the area of EM in non-profits 

has been laid. Academic literature currently has not fully incorporated EM in the 

charity/non-profit area, meaning that there has been little effort made to adjust the 

terminology used within this area. For instance, this thesis has found that certain terms such 

as “the market,” “competition,” “added value” and “customers” do not adequately relate to 

the real world of these organizations. Concerning MO, hostility, complexity and rapid 

change needs to be modified to reflect aspects within charitable organizations. Academia 

should thus take into consideration the collective atmosphere of this sector as well as its 

unchanging and straight-forward nature. This implies that entrepreneurial concepts should 

relinquish its individualism in favor of more collective mind frames when discussing non-

profits and charities. Moreover, academia has much ground to cover in terms of social 

entrepreneurship incentives, i.e. entrepreneurship for functions other than earning money 

and reaping self-efficacy benefits. Altruism is a sparsely explored concept within the field 

of business studies as well as human resource studies. The charity sector has much to 

impart on the motivation of workers, incentives for organizational membership as well as 

brand affinity within academia. This study has highlighted the need for even marketing to 

venture into the social enterprise context, taking an elevated focus on innovation, resource 

leveraging, risk management, opportunity recognition and opportunity exploitation with it. 

Not only does this bring a learn sense of marketing, it also brings progressiveness to the 
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current teachings of marketing, along with the entrepreneurs’ forté of interpersonal 

connection in sponsor/customer relationships.  

7.5 Practical Implications 
The authors recommend that charities try to go viral by innovative campaigns, inspired by 

for example “A hair-raising message” or A Non Smoking Generation that propagates 

provocative messages to increase reaction and awareness. Future attempts do not need to 

cost much; the importance is that the message exists and that it is presented in an innovative 

and different way. Research states that the use of social media is resource leveraging 

method that can be used by non-profits to increase website traffic and the awareness of the 

organization and its message, and is more effective when different social media tools are 

used simultaneously (Wong & Jusoff, 2011, p. 71). Therefore, for campaigns similar to “A 

hair-raising message”, share value is important in order for one’s audience to do the work 

for the organization through viral sharing. Furthermore, knowledge should be search for 

from by agencies or experts to increase the impact of the marketing efforts. 

 

Organizations that do not have a lot of money, for example, can do as Prematurförbundet 

and A Non Smoking Generation and build public opinion by using news articles that are 

relevant to the organization's mission and spread it to raise more awareness. Their 

propensity to spur public debate and discussion is a tool best used by these types of 

organizations as their area of work is characterized by differences of opinion and priority 

and thrives best when understanding and information availability is increased. In other 

words, through the use of debate in public forums, these organizations can benefit from the 

teachability of their causes to further the causes themselves. Furthermore, organizations 

should take advantage of popular figures as A Non Smoking Generation has, such as Daniel 

Radcliff, through using their statements made in the media and relate them to one’s 

mission. This study has also shown that the ability for new market entrants to still meet 

their fundraising goals and garner sponsor support while recycling their marketing message. 

 

The organizations should not wait for things to happen, but instead make them happen by 

using, for example, market research as well as the know-how and capabilities others instead 

of waiting for media to turn its attention to their cause. Other examples of innovative ideas 

are to find unlikely partners and collaborators that one might not think of at first. An 

example of this is A Non Smoking Generation partnering with H&M to sell promotional T-

shirts. This might be a simple idea, but it has had extreme outcomes in terms of spread in 

message as 2 million T-shirts have been sold; this T-shirt is still H&M’s most sold. Another 

example from the same organization is the collaboration with Victoria Silvstedt on the U-

model campaign. Furthermore, collaborations should be searched for in which both parties 

share the same values and both stand to gain from each other. An example is 

Barncancerfonden’s BMW collaboration. The authors recommend that organizations do 

implement this more often as one is able to gain from the brand image, trustworthiness and 

recognizability of others. Charities also should aim for complete transparency and constant 

communications and updates of the achievements of the social mission to foster 

relationships with sponsors. Events that are different (innovative) and are of interest to the 

general public, from an entertainment and recreation standpoint, such as Hockey of Hope 

are encouraged. To conclude if the organizations in the non-profit sector would implement 

the EM practices in a way that mirrors for-profit firms, the industry might be able to evolve 
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to a more turbulent industry one. Because the industry is slow-moving perhaps the actors 

themselves can spark a new industry growth cycle that in turn can provide benefits from the 

outside in. 

7.6 Limitations 
This thesis is limited in several senses. Firstly, the authors had been unable, in the time 

allotted, to analyze the external environment of the participating organizations. It is of 

interest to learn whether these organizations exist in truly similar environments, especially 

as two operate within different circles from the rest, i.e. Prematurförbundet and A Non 

Smoking Generation. These two organizations take on more of a lobbying approach to 

social enterprise which makes their external environment different to that of other, less 

politically engaged participants. This has certainly had an impact on the chosen EM 

approaches, but a more obvious limitation has been the entailment of the external 

environment faced. This places a demand on the authors for a deeper investigation into 

these unique conditions which has not been satisfied. It is also interesting to note that EM 

tenets are said to work best in more turbulent environments, meaning that the selection of 

organizations, all of whom are experiencing rather mild turbulence, leaves this study 

lacking in terms of potential to gain insights into more revolutionary EM approaches. 

Secondly, EO, EM orientation and MO have been determined by the informants themselves 

absent of any deeper analysis as to the actual orientations of the organization based on more 

positivistic measurements. As constructs developed by Morris et al. (2002) are based on the 

stated EO and MO of the organization, this thesis has not fully upheld the tried and true 

influence of orientation on EM approaches. This is because concept of organizational 

culture is multifaceted by nature, necessitating more in depth questions to cover this 

concept in its totality. As the dimensions of the external environment and internal 

orientation exist to add nuance to the study and not lead to correlative inference, this 

limitation is not detrimental. Nevertheless, it is not in the best interest of the study to allow 

informants to give their own opinions as to the external environment. This, not least, 

because certain organizations may perceive their prioritization of certain orientations to be 

quite high when in actual fact, actions do not reflect these. Further limitations include the 

lack of charitable organizations without 90-konto. Given the absence of added legitimacy, 

consequences for the EM tenets used may have ended into the equation. Moreover, as the 

results of the different EM dimensions overlapping one another, a more open discussion 

and later grouping through analysis of answers given would have been preferred. Moreover, 

the analysis can be criticized on the basis of the authors’ use of a theoretical structure 

analysis in which different EM dimensions overlapped one another. This resulted in some 

unstructured coding because theory was difficult to divide the seven EM dimensions from 

each other in the result presentation. Thereby, a thematic network analysis (Attride-Stirling, 

2001, p. 387) would have been more appropriate for this particular study as it would have 

allowed for the theory to overlap one another and the structure would be based on the 

themes, such as practice found, instead. In conclusion, face-to-face interviews would have 

been desired in order to make this study a more in depth one. To conclude this discourse on 

limitations, non-EM-based efforts to magnify one’s message is of interest to uncover in 

order to further highlight this context’s idiosyncrasies.   
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8 Truth Criteria: Qualitative Validity  
This concluding chapter deals with the robustness, accuracy and standards of this study. 

 

Truth criteria are different for qualitative method, as this one, when compared to 

quantitative methods. This difference entails the truth criteria in this study be handled 

differently because qualitative studies do not have the typical validity, reliability and 

generalizability truth criteria, according to Umeå University Thesis Manual 

(Handelshögskolan vid Umeå Universitet, 2014, pp. 17-18). The contracts between these 

two approaches probably lie in the traditional and conventional understanding of what 

acceptable truth is. Fortunately, there are other methods, different from the conventional 

truth criteria, which have been presented by Lincoln & Guba (1985). These proposed 

alternative criteria, to follow, are credibility, transferability, dependability and 

conformability, specifically for qualitative studies. 

8.1 Credibility 
Credibility is the equivalent of internal validity concerns, according to Easterby-Smith et al. 

(2002, p. 53) “whether the research design is capable of eliminating bias and the effect of 

extraneous variables”. The credibility criterion establishes the trustworthiness along with 

the level of credibility a particular study possesses. Credibility brings forward the norms of 

good business research and justifies the results to the social world’s members (Bryman & 

Nilsson, 2011, p. 396). Credibility can be ensured through transcriptions that are 

thoroughly worked on and listening through. To be sure of their credibility, the transcripts 

should be sent back to the participants so they can approve it to ensure no mistakes have 

been made. Participant controls are judged by Lincoln and Guba (1985, p. 314) as “one of 

the most crucial techniques to establish credibility”. In essence, this method entails 

presenting the empirical data to the participants and presenting them with the opportunity to 

answer or change the data to reflect its true meaning (Lincoln & Guba, 1985, p. 314). 

However, major discrepancies that risk being misrepresentative, will be carefully 

considered before being included into the thesis itself. Controls have been put in place by 

authors, because even though transcripts have been read stringently, mistakes can still be 

made, especially in light of any disturbances in the original recordings. Entire transcriptions 

will, in this case, not be sent to the respondents. Only those excerpts that are included in the 

results and analysis chapter will be reflected since if everything is sent, the respondents 

might be overwhelmed by the extensiveness of the material. This approach saves time and, 

probably, puts the bulk of focus on more crucial elements. This method has strengthened 

both this research’s’ trustworthiness and its dependability. 

 

Moreover, credibility has been increased in this study with the help of theoretical 

triangulation (Lincoln & Guba, 1985, p. 305; Bryman & Nilsson, 2011, p. 397). By angling 

the theory on EM toward three different aspects (external factors, cultural dimensions and 

use of EM), the understanding of the use of EM in the context of Sweden has been 

facilitated, thus increased credibility of the result. Furthermore, transcripts will be made 

available to further researchers as well as the grading committee upon request for further 

credibility assessment. What is more is that the interviewees have partly been chosen based 

upon their use of EM in one form or the other. Although, the result of obtaining 

interviewees ended up being that all participants have varied EM practices, the credibility 

of participants’ insights and the relevance of their knowledge are upheld by virtue of their 
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practice of EM tenets in some capacity. Interviewees are self-selected, originally informed 

about the study by virtue of hundreds of e-mails being sent. If the researchers, themselves, 

would have chosen which organizations were allowed to claim EM usage, biases would 

have corrupted the thesis, itself. Admittedly, subjectivity exists by way of organizations, 

themselves, claiming EM usage. However, the authors maintain the chosen approach is a 

sound one. This way allows for potential interviewees to process necessary and descriptive 

information via e-mail to aid in making informed decisions, bringing added insight into 

their own practices. Any study attempting to identify any organization that has disqualified 

itself in error as a result of this approach is welcome to build from this work’s findings.  

8.2 Dependability 
Dependability is used in qualitative research and is the equivalent of reliability in 

quantitative research (Lincoln & Guba, 1985, p. 219; Bryman & Nilsson, 2011, p. 398). To 

uphold dependability, which has been a priority of this work, research taking a qualitative 

approach should use a reviewing method according to Bryman & Nilsson (2011, p. 398). 

This includes keeping the all the data, selection of investigated participants, field work 

notes, transcripts, analysis and openly discussing all the choices made in an appropriate 

manner (Bryman & Nilsson, 2011, p. 398). Adding to this, the authors of this work have 

considered the ethical issues that might alter the responses of interviewees. Researchers 

have informed the participants of all necessary information, privacy of the participants have 

been kept and deception has been avoided. Methods have been well explained and argued 

for. The methods, such as the sample choice and methods of the recollection of data are 

displayed in full in chapter five. The recollection of primary data has followed the 

recommendations of well-respected international and Swedish business research 

methodological books and journals. In this research, data is collected from seven non-profit 

charitable organizations, with an average of 1 hour per interview. The authors’ intention 

has been to interview organizations until the point of no further data being needed. 

However, no major patterns of answer recurrence have been identified except for in the 

cultural and environmental questions. The identification of patterns is based on the 

saturation criterion of Repstad (2007, p. 92) which has not been achieved perhaps due to 

these organizations’ diverse circumstances. Although, this research only obtained seven 

participating organizations to agree to participate in the interviews, the researchers found 

that this was sufficient amount of data according to the extensive answers received on the 

topic of EM. The reason that this research only got seven interviews is because the 

organizations e-mailed was not interested in being interviewed, did not have enough time or 

did not use EM at all. Furthermore, concerning the literature review, data was selected until 

that point that the researchers thought the theoretical saturation was reached (Strauss & 

Corbin, 1998, p. 219). In closing, the relations between all the theories are also established 

and argued for. All in all, the analysis of this study has considered the investigated purpose, 

excluding the personal experiences of the authors and accepting new findings (Strauss & 

Corbin, 1998, p. 8). There has been no intention to force any certain results and 

interviewees have assuredly been kept from harm. 
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8.3 Transferability 
Qualitative research can use transferability which is parallel to the external validity in 

quantitative studies (Lincoln & Guba, 1985, p. 219; Bryman & Nilsson, 2011, p. 398). This 

criterion concerns what type of framework the investigator has to the data collected and if 

this framework can be manipulated in some way (Lincoln & Guba, 1985, p. 316). Research 

of qualitative approach should be robust and thick in its narration. This means the richness 

and comprehensiveness of the data that is received is of high quality and transferability 

(Lincoln & Guba, 1985, p. 316; Bryman & Nilsson, 2011, p. 398). Complete and all 

important information should be explained to the reader so that they understand the 

findings and conclusions thoroughly. Even if the informants are anonymous, one is aware 

of their position and how long they have worked with their organization. This knowledge 

has been provided and is necessary for the understanding of the answers and subsequent 

findings. The background of the organizations such as the size, what they do, function they 

fill, how long they have been established and if they engage in commercial activity such as 

selling goods is clarified. This helps the reader to relate answers relayed and analyses made 

to the possibilities and limitations inherent to the context. This background description can 

help explain the differences in EM practices and, thereby, increase the usefulness of this 

study, especially for use by others. This is of importance because in order to be able to 

build on this research further or use it practically for managers, it is necessary to understand 

what type of organizations are involved, bringing its theoretical and practical purposes into 

proper frame. The planned theoretical framework and methodological sections are more 

extensive than the actual practical investigation. This is important for qualitative studies 

according to business researchers because the transferability of the study need to be high, 

and that can only be accomplished with thoroughly explained methodology of the 

conduction of the research (Saunders et al., 2009, p. 334). This has been accomplished in 

this study because the interviews are well explained as well as the methods behind the 

interview process, increasing this study’s transferability. It is also worth mentioning that 

this study lends itself to being conducted on any EM-oriented charitable organization, 

despite country. 

 

8.4 Conformability 
Conformability concerns the qualitative study’s validity and is parallel to objectivity in 

quantitative research (Lincoln & Guba, 1985, p. 300). The authors have strived to be as 

unbiased as possible, meaning avoiding preconceptions that may alter the outcome of the 

research, which has been explained thoroughly in chapter two. The authors do not allow 

themselves to consciously include their own values or the literature review to influence the 

investigation and conclusion of this study. This is why the authors have found new sources 

that can confirm and explain the results that have been found, instead of trying to force 

sources from the theoretical framework to fit into the analysis. Furthermore, many sources 

used throughout the entire thesis have different authors and research findings in similar 

topic areas, providing a multiple views on a single source. The researchers have read the 

articles used thoroughly to understand the entire picture of the sources in that way avoiding 

others’ subjective opinions about a particular subject. This is important as not only the 

current authors can be non-deliberately subjective, other researchers can be it too. This 

needs to be considered and avoided which has been done to a high standard in this thesis. 
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Appendix 1 

Table 1 
 

 
Table 1: Non-profit distribution in Sweden, adopted from (Svedberg et al., 2010, p. 18). 
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Appendix 2  

Interview Guide 

 
 

Organizational Profile 

a. Organization: 

b. Name: 

c. Interviewee Occupation/Position: 

d. Interviewee Tenure: 

e. Does your organization have sales or any commercial activity? If yes, what is the 

nature of this activity? 

 

 

  



 

c 

 

Interview Questions 
 

Organization’s External Environment 

Market Changes 
1. Do you feel that our organization is exposed to powerful marketing changes and in 

what way?  

Follow-up: How do you meet these changes? 

Market Hostility 
2. Do you think it is difficult to be seen amongst similar organizations?  

Follow-up How do you meet this? 

Market Complexity 
3. Would you say that your organization is exposed to a complex market situation and in 

what way?  

Follow-up: How do you meet this complexity? 

 

 

Entrepreneurial Marketing 

1 Opportunity-drivenness 

 Opportunity-driven 
a. How does your organization maximize the opportunities that present 

themselves on the market in order to spread and garner support for your 

message? 

2 Proactiveness 

 Proactiveness 
a. How is your organization proactive and with that we mean proactive in 

staying ahead in the way you present and position your mission on the 

market? Are you skilled at predicting upcoming trends and setting things in 

motion through being trendsetters? 

3 Innovation-Focus 

 Innovation-focus 
a. How does your organization generate and search for new innovative ways to 

present your mission in the market? 

4 Customer Intensity 

 Customer Intensity 



 

d 

a. How does your organization create and maintain close relationships to 

sponsors?  

b. What are these relationships built on? 

5 Calculated Risks 

 Calculated Risk 
a. How does your organization use calculated risks pursuant to marketing to the 

benefit of your mission/message?  

6 Resource Leveraging 

 Resource Leveraging 
a. How does your organization make use of your own and others’, that are not 

your own, resources to spread the mission in a creative way? 

7 Value Creation 

 Value Creation 
a. What time of value do your sponsors receive from supporting your mission 

and how does this develop? (Difference between corporate sponsors and 

private person sponsors?) 

b. How do you contribute to long-term sponsor relationships? 

 

Organizational Culture 

Market Orientation of the Charity 
i. How important is being market oriented to your organization? 

Entrepreneurial Orientation of the Charity  
ii. How important is being entrepreneurially oriented to your organization? 

Entrepreneurial Marketing Orientation of the Charity  
iii. How important is it for your organization to be entrepreneurial in its marketing efforts? 

Miscellaneous Questions 

iv. How has EM helped your organization succeed with its message? 

v. What has your biggest marketing effort been? 

Would you like to add anything further? 

 

 

 



 

e 

Appendix 3  

Selection e-mail 
 

Hello there, 

 

We are a couple of students studying at Umeå University, currently writing our master’s 

thesis. We are searching for charitable organizations that practice entrepreneurial marketing 

(EM) that we perhaps may be able to interview. Our aim with this thesis is to increase the 

understanding of how social enterprises utilize EM in order to further their mission. If you 

can imagine participating in an interview around the end of April, please answer whether or 

not your organization fits one or more of the descriptions listed below: 

 

1. being ahead of the market in your way of presenting and positioning yourself in the 

market; being skilled at predicting coming trends and setting things into motion 

long before the trend/opportunities present themselves to everyone else. 

2. maximizing the opportunities that arise in the market in order to either spread your 

message or acquire extra resources during a certain period. 

3. being innovative by searching and generating new ways of reaching out with your 

message; being innovative through finding new approaches, in a marketing sense, 

through doing something no one had done prior. 

4. taking calculated risks in terms of expanding your marketing reach, partnering with 

certain actors, investing in commercial activities, et cetera. 

5. ensuring the use of resources, in terms of networks, money, personnel, reputation, in 

extraordinary ways; achieving more with the same conditions as counterparts and 

having the ability to make the most of others’ resources (ideas, contacts, knowledge, 

et cetera) in order to further your mission. 

6. caring for your sponsors and building close relationships built on a shared 

conviction/passion for the organization’s social mission. 

7. having customer value in focus; seeing the importance in having a lasting 

relationship with sponsors as they constitute an important driver of the organization. 

 

Please relay the number that best suits your organization. If you feel that your organization, 

in general, acts entrepreneurially with regard to their marketing practices, you could very 

well be an important next step in our thesis writing process. Namely, we need empirical 

data in order to be able to present our thesis work at the end of the semester. Therefore, we 

would certainly appreciate your participation.  

 

Your help and possible tips are greatly appreciated. Thank you in advance. 

 

With kindest regards, 

Crystal Holmes (crystal.holmes@gmail.com)   Tel: 076 792 9792 

Karin Jorlöv  (jorlovkarin@gmail.com)   Tel: 073 073 1866 
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Appendix 4 

Participant and Organization Overview 
 

Organization Interviewed Interviewee Tenure 

Insamlingsstiftelsen 

Soptippen 
 

stiftelsensoptippen.com 

2015-04-27 
over the telephone 

~ 1 hour 

11 years 
current Chairperson, started as financial 

advisor 

Barncancerfonden 
 

barncancerfonden.se 

2015-04-27 
over the telephone 

~ 1 hour and 10 minutes 

2 years 
as Head of Communication and Private 

Fundraising 

Gambiagrupperna 
(collection of localized 

groups) 
gambiagrupperna.org 

2015-04-28 
over the telephone 

~ 1 hour 
 

Member of organization since 1979. Recently: 

6.5 years as Director in Sweden, now 

Chairman of the board since April, 2015. 

Prematurförbundet 
 

prematurforbundet.se 

2015-04-28 
over the telephone 

~ 55 minutes 

1 year as Vice Chairperson 

A Non Smoking 

Generation 
 

nonsmoking.se 

2015-04-29 
over the telephone 

~ 1 hour 

1.5 years as Operations Manager 

Sightsavers 
 

sightsavers.se 

2015-04-29 
over the telephone 

~ 1 hour and 10 minutes 

2.5 years 
as Head of New Market Development 

Föreningen för Gatubarn i 

Nepal 
 

gatubarnnepal.net 

2015-05-01 
over the telephone 

~ 55 minutes 

5 years 
as Founder and Board Member 

Table 2: Participant Overview  
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Organization Resea

rch 

Fund 

Scale Commer

cial 

Activity 

Affiliation Size  

Number of 

employees 

      

Insamlingsstiftelsen 

Soptippen 
Founded: 1991 

HQ: Sweden 

No Local No Independent

/Private 

6 volunteers  

Barncancerfonden 
Founded: 1979 

HQ: Sweden 

Yes National Yes Independent

/Private 

45 paid 

employees 

 

40 volunteers 

Gambiagrupperna 
Founded: 1978 

HQ: Sweden 

No Int’l and 

Localized 

groups 

Yes, 

beneficia

ry sales 

at local 

markets 

Independent

/Private 

 

Primarily 

funded by 

Sida 

 132 (75 stand-

ins) free time 

workers. (no 

payment) 

Prematurförbundet 
Founded: 2013 

HQ: Sweden 

Yes Localized 

associations 

No Independent

/Private 

~ 58 volunteers 

(working part 

time) 

A Non Smoking 

Generation 
Founded: 1979 

HQ: Sweden 

No National Yes Independent

/Private 

 

Primarily 

funded by 

Folkhälso- 

myndighete

n. 

3 paid 

employees  

 

4 project  

employees 

(autumn) 

Sightsavers 
Founded: 1950 

HQ: UK 

Yes Global No Independent

/Private 

No Swedish-

based 

employees 

 

Föreningen för 

Gatubarn i Nepal 
Founded: 2010 

Gävle, Sweden 

No Local Yes, 

beneficia

ry sales 

at local 

markets 

Independent

/Private 

Unsalaried 

founder and 7 

board members 

Table 3: Organization Overview. 



 

 

 
 

 

 

 

 

 

 

 


