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Abstract 
The background of the study highlights the lack within existing theories related to the 

Corporate Social Responsibility (CSR) field.  Several studies have been performed regarding the 

CSR concept within retail trade companies - business-to-customer (B2C) companies. However, 

there are a limited number of studies on how business –to-business (B2B) companies work 

regarding the CSR concept.  

The objective of the study is to form a strategy for the Forankra group on how they may 

improve their sustainable development.  The study will hopefully also contribute with a better 

understanding on how B2B companies in general look on the CSR concept. The Forankra group, 

owned by Axel Johnson AB, has thirty companies on a global customer base and is the leading 

European supplier of lifting and lashing equipment. 

The methods for the study include both a literature study, where existing theories have been 

studied, but also an empirical study where the Forankra group was studied. A questionnaire 

was sent out to the Forankra group and to the company Servera. The latter is the benchmark 

for this study.  

The conclusions from the present study contribute with new facts on how B2B companies 

work with the CSR concept. The study find that the term sustainability is not just about acting 

as environmental friendly as possible – it is the new way of doing business! 

The strategy that is developed for the Forankra group follows Axel Johnson AB’s corporate 

social policy, but the strategy is based on the results from the empirical study and the 

litterateur study. The strategy should be in focus in the Forankra group’s future work. The 

strategy can be divided into the following four sections; 

 A five step plan – the plan has been developed to facilitate the work towards 

sustainability. First step is to map the current situation, then analyse the situation 

and set up company specific targets – both on a short-term and long-term 

perspective. The fourth step is to continuously evaluate the sustainable 

development and the final step is to report to the Forankra group and to Axel 

Johnson AB regarding the changes that have been done – this will put CSR on the 

agenda.  

 A checklist - The Forankra group should implement a checklist as a tool in their 

work growing a sustainable business. The checklist may also be useful when 

following up ongoing projects.  

 Manage the customers - The Forankra group needs to manage their customers to 

be able to reach sustainability. This can be facilitated by economical means but 

also by providing sustainable alternatives. 

 Better communication - The Forankra group needs to improve their 

communication skills regarding their CSR activities - both internally and externally.  

  



 
 

 

Sammanfattning 
Bakgrunden till denna studie belyser de brister som finns inom befintlig teori kopplade till 

konceptet Corporate Social Responsibility (CSR). Befintlig teori visar på att ett stort antal 

studier har granskat hur företag inom detaljhandeln, business-to-customer (B2C), hanterar CSR 

konceptet. Det finns dock ett begränsat antal studier som tittar på hur business-to-business 

(B2B) företagen arbetar med CSR konceptet.  

Syftet med studien är att skapa en strategi för Forankrakoncernen som ska kunna förbättra 

deras möjligheter att skapa ett hållbart företagande. Studien kommer även förhoppningsvis 

bidra med en bättre förståelse för hur B2B företagen generellt ser på CSR konceptet. 

Forankrakoncernen, som ägs av Axel Johnson AB, har ett trettiotal företag och en global 

kundbas och är den ledande europeiska leverantören av lyft- och lastsäkringsutrustning. 

Metoden för denna studie inkluderar både en litteraturstudie, där befintlig teori har granskats, 

och en empiriskstudie där Forankrakoncernen har studerats. En enkät skickades till 

Forankrakoncernen och till företaget Servera. Det sistnämnda är studiens benchmark.   

Slutsatserna från den aktuella studien bidrar med ny fakta kring hur B2B företagen arbetar 

med CSR konceptet. Studien har funnit att uttrycket hållbarhet (sustainability)inte enbart 

handlar om att agera så miljövänligt som möjligt – det är det nya sättet att göra affärer på! 

Strategin som är framtagen för Forankrakoncernen följer Axel Johnson AB’s corporate social 

policy, även om strategin huvudsakligen är skapad utifrån resultaten ifrån den empiriska 

studien samt litteraturstudien. Strategin bör vara i fokus i Forankrakoncernens framtida 

arbete. Den framtagna strategin kan delas in i följande fyra delar: 

 Fem steg mot ett hållbart företagande – Dessa steg kommer underlätta skapandet 

av ett hållbart företagande inom Forankra. Första steget innebär att man ska 

kartlägga nuläget, sedan bör man analysera den nuvarande situationen och sätta 

upp företagsspecifika mål – både på lång och kort sikt. Fjärde steget är att 

kontinuerligt se över hållbarhetsutvecklingen och det sista steget innebär att man 

ska rapportera till Forankrakoncernen och till Axel Johnson AB angående de 

förändringar som har gjorts – detta kommer sätta CSR på agendan.  

 En checklista – Forankrakoncernen bör implementera en checklista som kan ses 

som ett hjälpmedel för att kunna skapa ett hållbart företagande. Checklistan kan 

även vara användbar när man vill följa upp pågående arbete. 

 Styra kunden – För att Forankra ska lyckas skapa ett hållbart företagande måste de 

bli bättre på att styra kunden. Detta kan underlättas genom att använda 

ekonomiska styrmedel samt erbjuda kunden miljövänliga alternativ.  

 Bättre kommunikation – Forankrakoncernen måste förbättra deras förmåga att 

kommunicera kring hur de arbetar för att skapa ett hållbart företagande – både 

intern och externt.  
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Chapter 1 

Introduction 
This chapter begins with a background to the study. The Forankra group, which is studied 

within the empirical study, is briefly presented in this chapter. Later on the aim of the study will 

be introduced. The chapter ends with the limitations and a description of the disposition of the 

study.  

 

 

 

1.1 Background of the study  
Several studies have been performed regarding the Corporate Social Responsibility (CSR) 

concept within retail trade companies. However, there are a limited number of studies on how 

companies, working business-to-business (B2B), look at the CSR concept. This indicates that 

there is a lack within existing theories related to the CSR concept.  

The intention of this study is therefore to focus on how B2B companies are handling the CSR 

concept. The study will hopefully contribute with further information to the research field 

related to the CSR concept. 

During the empirical study the Forankra group will be investigated and the group may be seen 

as a typical B2B company. The Forankra group is briefly presented in section 1.2.  

1.2 Presentation of the companies that are part of the empirical study 

1.2.1 The Forankra group 

The Forankra group – part of Axel Johnson International 

The Forankra group is part of the group Axel Johnson International. Axel Johnson International 

is in its turn owned by Axel Johnson AB. There are four companies within Axel Jonson 

International and these are AxFlow, AxIndustry, AxImage and Forankra (Appendix A).  

The Forankra group’s business concept 

The Forankra group has a global customer base and is the leading European supplier of lifting 

and lashing equipment. The group offers products and customized solutions for industrial, 

energy and offshore operators.  

The Forankra group is operating under the brand names of ABT, allsafe, JUNGFALK, CERTEX, 

Haklift, Forankra and Yellow Line. Notice that within the Forankra group you find a company 
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called Forankra. A brief presentation of each company within the Forankra group is presented 

in Table 1.  

 The business concept Business location: 

Allsafe and 
JUNGFALK: 

The company provides innovative 
load restraint solutions for the 
automotive, lorry 
and aerospace industries.  
 

 Germany, Belgium, Netherlands, 
Luxemburg and Brazil. 

Haklift: The company is distributor of 
extensive portfolio of lifting and 
lashing products 

Strong market position in Finland, 
Russia and the Baltic countries. 
They are also working on expansion 
in the Eastern European region.  
 

CERTEX: The company is the market leader 
for wire rope and lifting products 
and service for the general industry, 
mainly in the marine and energy 
sector.  
 

Sweden, Norway, Denmark, Finland, 
Germany, Great Britain, the Baltic 
Countries and Russia. 

Forankra: Forankra is the market leader for 
cargo restraint products and service 
for the European transport industry 
including air, sea and land 
transport.  
 

The company has business in 
Sweden, France, Spain and Poland.  

Table 1. A brief presentation over the different companies that exists within 

 the Forankra group (Forankra).  

1.2.2 The benchmark - Servera  

To be able to compare how different companies work with the CSR concept a benchmark was 

needed. The chosen company for the benchmark is the company Servera. The company is, like 

the Forankra group, part of Axel Johnson AB, but in a different line of business. Servera is a 

specialized company for restaurants and caterers and is a national wide company in Sweden.  

The company includes several articles and various types of products such as food, beverages, 

equipment for kitchens and restaurants. The company tries to deliver a complete solution for 

caterers and restaurants. In all, Servera has approximately 16 000 customers to whom they in 

total send off about 6000 deliveries per day (Axel Johnson AB Annual Report, 2009). 

1.3 A brief presentation of the chosen research field 

1.3.1. Defining the term sustainability  

According to Bleischwitz and Hennicke (2004) sustainable development goes beyond 

traditional environmental policy. Environmental problems cannot be considered in isolation 

from such as economic or social since all of these aspects are interlinked. In general, all 

concepts and strategies introduced are affected of a paradigm shift. The paradigm shift 

indicates a movement towards a more integrated sustainable development approach within 

today’s companies.  
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Rowledge, Barton and Brady (1999) points out that a company can only create sustainability by 

integrating the following three aspects;  

 natural capital 

 human prosperity  

 manufactured capital 

1.3.2 Defining the CSR concept 

When analysing the great amount of literature within the CSR filed it is found that there is no 

universal agreement on the CSR concept. However, most of the studies chose to see the CSR 

subject as a concept on how a company can take responsibility for how they do business. The 

purpose of the CSR concept is often defined as a possibility to develop a sustainable business. 

The key activities within the CSR concept are, according to Grankvist (2009), three different 

responsibility areas:  

 The economical responsibility  

 The environmental responsibility  

 The social responsibility  

1.4 Objectives 
The objective of the study is to define a strategy for the Forankra group that will facilitate their 

development towards a sustainable business. The study will also contribute with a deeper 

understanding on how B2B companies in general look at the Corporate Social Responsibility 

(CSR) concept. 

1.5 Limitations  

1.5.1 The Forankra group 

The Forankra group includes a great number of different companies. The companies selected 

to be part of the empirical study are mainly the biggest companies within the group, with one 

exception – Ro Ro International. This company was included in the study since this made it 

possible to also have opinions from one of the smaller companies within the Forankra group. 

However, the Forankra group was the one that recommended the companies that are chosen 

to be part of the study with the motivation that these represent the group in general. The 

selected companies for the survey are presented in Table 2. 

 

Table 2. A list of selected companies for the empirical study.  

Forankra ABT 
Certex Sweden 
Certex Norway 

Certex Denmark 
Certex UK 

Certex Germany 
Erling Haug 
ABT France 

Haklift 
Haug Offshore 

Peter Harbo 
Ro Ro International 
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1.5.2 Four priority areas within CSR 

A great number of areas can be studied within the CSR field, but this study is limited to no 

more than four areas: 

1. Transport  

2. Energy consumptions 

3. Energy efficient solutions and products  

4. Recycling  

These four areas are chosen based on what the Forankra group wanted to focus on.  

1.6 Disposition  
The disposition of the study is briefly presented in this section. The structure follows the 

directions written by Tisell et al (2007).  

Chapter 1 - Introduction  This chapter starts with a background to the study which is 

followed by an introduction of the Forankra group. A brief 

presentation of the chosen research field is also presented and 

the chapter ends up with the aim of the study, the limitations 

and a description of the disposition of the study.  

Chapter 2 – Methods The research approach for the study is presented and later on 

the method for the literature study and the empirical study is 

also introduced. An explanation of how the different companies 

within the empirical study were selected is also presented in 

this chapter. Reliability respectively, validity, is discussed and 

the chapter ends with a discussion regarding facts and values. 

Chapter 3 - Theories  The theories regarding the chosen research field is presented. 

The chapter presents both theories regarding the CSR field and 

sustainability but also regarding strategies for implementing an 

organisational change. Theories related to the four priority 

areas in the present study; transport, energy consumption, 

energy efficient solutions and recycling, is also defined.  

Chapter 4 – Empirical study This chapter starts with Axel Johnson AB’s Corporate 

Sustainable Policy and later on presents the mapping of the 

present situation within both the Forankra group and the 

benchmark Servera. Answers from the questionnaire that was 

sent to the Forankra group and to Servera are presented in this 

chapter. The chapter also highlights a number of ongoing CSR 

projects besides the ones within Axel Johnson AB. 

Chapter 5 – Analysing  This chapter analyses the empirical study, presented in chapter 

four.  The strategy presented in chapter six is mainly based on 

the analysis in this chapter.     
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Chapter 6 – Strategies The strategies that are presented in this chapter have the 

intention to facilitate the Forankra group’s work growing a 

sustainable business. The strategy that is developed can be 

divided into four different sections; 

i) A  five step plan  

ii) A checklist 

iii) Manage the customer   

iv) Improve the communication - both 

externally and internally. 

Chapter 7 – Conclusions This chapter presents the main conclusion from the study. The 

chapter is presenting the recommended strategy that will 

facilitate the Forankra group’s sustainable development. The 

developed strategy has the intention to make the group more 

profitable in the future. 

Chapter 8 – Discussion The discussion starts with an explanation – and reasons why 

the objectives of the initial problem were changed. A 

justification of the selected companies is also discussed as well 

as what may have been done differently during the study. The 

chapter ends with a discussion regarding further research.   
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Chapter 2 

Methods 
The research approach for the study is presented in this chapter and later on the literature 

study and the empirical study is introduced. Reliability and validity is discussed and the chapter 

ends up with a discussion regarding facts and values. 

 

 

 

2.1 Research Approach 
The present study is based on theories of science and Sohlberg and Sohlberg (2009) define this 

type of science as;  

Theories of science are a sort of perspective where science and research constitutes the  

object of the study. At the sometime a problem within the some area is created.  

The research approach is generally conducted somewhere on the scale between the two 

extremes of deduction and induction research. When drawing conclusions, this can either be 

done based on empirics, also referred to as the inductive approach, or based on logic, as in the 

deductive approach (Bryman & Bell, 2005).  

This study is based on both the broad theoretical work on the CSR concept, and in detail 

studying empirical facts from the Forankra group and the company Servera. The research 

approach cannot be purely deductive because no tests or initial hypotheses regarding the 

empirical study will be defined.  Based on the mixture from both the inductive approach and 

the more logical approach, a third approach may be defined.  

Alvesson and Sköldberg (1994) refer to a third approach where both theoretical and empirical 

hypotheses are allowed to be used during the research project. This third approach is called 

the abduction approach. How the three different research approaches can be used is 

illustrated in Figure 1. Within the abduction approach it is assumed that any empirical study is 

combined with the understanding of an underlying theory. The abduction research approach 

will be used in this study. 
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 Deduction: Induction: Abduction: 

Theory 
 

   

Empirical regularities 
 

   

Empirics 
 

   

Figure 1. Comparing the deductive, the inductive and the abductive  

research approaches (Alvesson&Sköldberg, 1994) 

A research approach can also be seen as either quantitative or qualitative. The differences 

between the two approaches are presented in Table 3. This study will be using both the 

quantitative and qualitative research approach.   

Quantitative: Qualitative: 

Numbers Words 
The researches opinion The participants idea 
Distance Nearness 
Statistics Process involvement  
Structured Unstructured 
Generalize Contextual understanding 
Macro  Micro  
Laboured environment  Natural environment 

Table 3. Defined the difference between the quantitative  

and the qualitative research approaches. (Bryman & Bell, 2005) 

2.2 Literature study 
The theories used in this study are related to the subjects regarding sustainable business and 

the CSR concept. To be able to form a strategy for the Forankra group, on how they can create 

a sustainable business, theories regarding organisational changes and how to manage them 

have also been studied. Theories related to the selected CSR activities such as transport, 

energy consumption, energy efficient solutions and recycling are also covered in the litterateur 

study. 

The literature used in the study includes: scientific papers, master thesis, academically reports, 

reports within the origin from authorities and companies.  

2.3 Empirical study 
In an early stage it was found that the Forankra group did not know to what extent they were 

running a sustainable business. A mapping was therefore necessarily to be able to get a god 

picture regarding the CSR activates within the group.  

Initially, the Forankra group was studied to be followed by a benchmark. The company chosen 

for the benchmark is Servera and, like the Forankra group, is Servera part of Axel Johnson AB. 

However, Servera differs in the way that they are active within the retail industry.  

An illustration on how the empirical study was done, see Figure 2. The study started up with 

some visits and interviews and continued with a questionnaire that was sent out to the 

selected companies. The companies included in the survey are described in chapter one,   
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Table 2. When the questionnaire was analysed some interesting answers and questions was 

followed up.  

 

 

 

 

 

 

 

 

Figure 2. An illustration of the process during the empirical study.  

2.4 The benchmark 
During the empirical study it was found that a benchmark was needed to be able to compare 

the Forankra groups work with another company. The company that was chosen for the 

benchmark is Servera. An introduction of Servera is found in chapter one, section 1.2. To be 

able to compare the Forankra group with Servera the some questionnaire was sent to Servera, 

see Appendix B.   

2.5. An explanation regarding how the different companies within the 

study were selected 

The Forankra group  

The Forankra group is a supplier of lifting and lashing equipment and offers products and 

customized solutions for industrial, energy and offshore operators, see a briefly presented of 

the group in section 1.2. In other words, the group may be seen as a typical B2B company. This 

was the main reason for why the group was chosen to be studied.  

It was also know that the Forankra group wanted to be better at working with different 

environmental issues and this was seen as a good starting point – since if a company not is 

interested in doing any changes it will not have an effect.  

Another interesting aspect is the fact that the Forankra group has a global customer base and 

is located in a number of different countries. It is known that different countries have different 

approaches regarding CSR activities. Because of the international perspective it was therefore 

found that the Forankra group may be an interesting case for the empirical study.  

The detail mapping at Certex Sweden 

A detail mapping of one of the companies within the Forankra group was also chosen, and that 

was Certex Sweden. Certex Sweden was one of the first companies that were visited and it was 

    

Interviews 

Following up 

relevant information 

1 

 

2 
3 

Questionnaire  

 
Visits 
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therefore easy to follow up the ongoing projects at Certex Sweden.  Certex Sweden is located 

close Stockholm which also facilitated the detail mapping of the company.   

The benchmark - Servera 

The intention for the benchmark was to find a company within Axel Johnson AB since all the 

companies within Axel Johnson AB are suppose to follow the some common policy. This is one 

of the reasons for why Servera was chosen for the benchmark.  

The intention with the benchmark was to highlight how other companies within Axel Johnson 

AB work with the CSR concept. Servera is known as a company that is focusing on 

environmental issues and was therefore seen as a good alternative for the benchmark.   

2.6 The questionnaire  
The Forankra group is an international company. Due to this, it was difficult to receive 

information from all the selected companies. A questionnaire was therefore considered as the 

best method to receive comprehensive information, and the questionnaire is found in 

Appendix B. The questionnaire is divided into five different sections, presented in Table 4.  

 

 The five different sections within the questionnaire 

Section I Transport issues 
 

Section II Energy consumption 
 

Section III Energy efficient solutions and products 
 

Section IV Recycling issues 
 

Section V General questions related to the subject sustainable 
business 
 

Table 4. The questionnaire presented in Appendix B is divided into five different sections,  

and these sections are presented in this table.  

The questionnaire was first uploaded to an account at www.websurvey.textalk.se, and was 

then sent out to the selected companies. The companies could then answer the questionnaire 

and save the answers if they wanted to continue answering at another time.  

 A majority of the questions within the questionnaire were open questions and these gave 

qualitative answers, since they were unstructured. Additionally, there were some quantitative 

structured questions, where the respondents were asked to mark on a scale from zero to 

hundred.  Some of the questions were based on only yes or no alternatives. These questions 

had an attendant question where the respondents were able to describe, in detail, why they 

answered yes on the specific question.   

2.7 Reliability and validity  
The study has the intention to limit the problems regarding reliability and validity. Thurén 

(1991) points out that a study may be reliable, but at the sometime not valid. When doing a 

study you do need to be aware of this complexity and be observant on how you deal with data.  



10 
 

It is wise for any researchers, conducting studies on the CSR concept, to draw the attention to 

the differences between factual observations and value opinions (Thurén, 1991). It is 

important to underline this sort of discussion even though Thurén (1991) admits that it is very 

difficult to make a distinction between value opinions and objective facts. However, the 

present study has the intention to leave out individual values and be as objective as possible. 
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Chapter 3 

Theories 
The theories within the chosen research field are presented in this chapter. The chapter 

presents both theories regarding the CSR concept and the term sustainable development but 

also regarding strategies for implementing an organisational change. Theories related to the 

four areas are also presented in this chapter.;  

1. Transport 

2. Energy consumption 

3. Energy efficient solutions  

4. Recycling 

 
 
 

3.1 Sustainable Development  

3.1.1 Defining the term Sustainable development 

The term sustainable development was introduced by the so-called Brundtland Commission, a 

working group chaired by the former Norwegian Head of State, Go Harlem Brundland. 

According to the definition of the Brandtland report sustainable development is defined as a 

(Bleischwitz & Hennicke, 2004): 

Development that meets the needs of the present without compromising the  

ability of future generations to meet their own needs. 

The definition of sustainable development and sustainability seems to be rather loos and open 

since there exist a number of different definitions (Bleischwitz & Hennicke, 2004). But 

according to Rowledge, Barton and Brady (1999) a company can create a sustainable business 

by integrating three different aspects; natural capital, human prosperity and manufactured 

capital. The illustration in Figure 3 shows that sustainability is achieved at the nexus of the 

three circles.  
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Figure 3. The figure shows a model for sustainability – the nexus of economic, manufacturing, natural 

 and human system (Rowledge, Barton & Brady, 1999). 

According to Bleischwitz and Hennicke (2004) sustainable development goes beyond 

traditional environmental policy. It points out that environmental problems cannot be 

considered in isolation from economic, social or also institutional aspects since all of these 

aspects are interlinked (Bleischwitz & Hennicke, 2004). Hutchinson & Hutchinson (1997) points 

out that sustainable development cannot be viewed as a simply matter of cutting back on the 

use of natural resources independently of other considerations.  

Epstein has in his book Making Sustainability work (2008) broken down the context of 

sustainability into nine principles. The nine principles highlight the importance of managing a 

corporate sustainability. The principles are presented in Table 5. 

Principals  

Ethics The company establishes, promotes, monitors, and maintains 
ethical standards and practices in dealings with all of the 
company stakeholders.  
 

Governance The company manages all of its resources conscientiously and 
effectively, recognizing the duty of corporate boards and 
managers to focus on the interests of all company stakeholders. 
 

Transparency The company provides timely disclosure of information about its 
products, services, and activities, thus permitting stakeholders 
to make informed decisions. 
 

Business relationships The company engages in fair-trading practices with suppliers, 
distributors, and partners. 
 

N 

S 

M 

H 

Natural capital: 

integrative with 

natural ecosystem 

constraints and 

resources 

Human prosperity: 

optimal contribution 

to employees, 

customers, 

community and global 

society  

Manufactured capital:  

world-class strategy and 

execution, excellent business 

design, product and service 

design, production capability, 

and core competence 

development 

Sustainability 
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Financial return The company compensates providers of capital with a 
competitive return on investment and the protection of 
company assets. 
 

Community 
involvement/ 
economic development 

The company fosters a mutually beneficial relationship between 
the company and community in which it is sensitive to the 
culture, context, and needs of the community. 
 

Value of products and 
services 

The company respects the needs, desires, and rights of its 
customers and makes every effort to provide the highest levels 
of product and service values. 
 

Employment practices The company engages in human-resource management 
practices  that promote personal and professional employee 
development, diversity, and empowerment. 
 

Protection of the 
environment 

The company strives to protect and restore the environment and 
promote sustainable development with products, processes, 
service, and other activities. 
 

Table 5. The nine principles of sustainable performance (Epstein, 2008) 

3.1.2 The Eco-efficiency revolution  

Eco-efficiency means doing good business while improving the overall environmental 

performance of a firm or a product (Bleischwitz & Hennicke, 2004). The concept was 

introduced by the Business Council on Sustainable Development in Rio 1992(Bleischwitz & 

Hennicke, 2004). Five elements of eco-efficiency were seen as central and these are; 

1. Emphasis on service 

2. New perspective on human needs and life style quality 

3. Inclusion of the complete life cycle of a product 

4. Acknowledgment of limits to ecosystems capacities 

5. Continues improvement of the concept reflecting its dynamic character  

These elements can be seen as strategies to form a sustainable development (Bleischwitz & 

Hennicke, 2004). 

3.1.3 SCORE! (Sustainable Consumption Research Exchanges) 

The EU project called SCORE! (Sustainable Consumption Research Exchanges) is a network 

initiated within the EU funding to support the development of the EU 10 Year Framework of 

Programmes on Sustainable Consumption and Production (SCP) (Geerken & Borup, 2009). The 

mission of SCORE! is to organise a leading science network that provides input to the 

framework (Geerken & Borup, 2009).  

The SCORE! philosophy assumes that SCP structures can be realised only if experts understand 

the importance of business development, sustainable solution design and consumer (Geerken 

& Borup, 2009). The project shows that the work within sustainable development can be seen 

in many different contexts, and it is becoming more and more common within today’s 

companies. 
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3.2 The CSR concept 

3.2.1 Identifying the CSR concept 

Although the history of the CSR concept can be traced back as far as to the 19th century, it is 

not until recent that concept has appeared on the companies’ agenda on larger scale. In recent 

years the CSR concept has come forward as one of the most debated concepts in the world of 

business (Carlander & Janse, 2006). 

When analysing the great amount of literature that exist within the CSR subject it is noticed 

that there exist many different perspectives on the concept. This may be because it exist no 

universal definition of the CSR concept. Carroll (1979 & 1985) points out the fundamental 

differences that exist within the CSR perspectives. These different views are presented in Table 

6, and the different aspects are connected with the researchers that according to Carroll 

(2004) hold on to the different views presented.  

Different views on CSR according to different researchers 

Profit making only (Friedman) 
 

Going beyond profit making (Davis, Backman) 
 

Going beyond economic and legal requirements (McGuire) 
 

Voluntary activities (Manne) 
 

Economic, legal and voluntary activities (Steiner) 
 

Concentric circles, even widening (Davis & Blomstrom) 
 

Concern for the broader social system (Eells & Walton) 
 

Responsibility in a number of social problem areas (Hay, Gray & Gates) 
 

Giving way to social responsiveness (Ackerman & Bauer, Sethi) 
 
Table 6.  Different views on CSR that exists according to Carroll (2004). The researcher that is  

connected to each definition is presented in brackets.  

As noticed, the CSR concept is not easy to grasp or define. However, you can see a red line 

within the different perspectives. Most of the studies chose to see the CSR subject as a 

concept on how a company can take responsibility for how they do business. The concept is 

also often described as a tool which may be used when developing a sustainable business. The 

key activities within the CSR concept are according to Grankvist (2009) three different 

responsibility areas:  

 The economical responsibility  

 The environmental responsibility  

 The social responsibility  
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The European Commission defines the CSR concept as followed (European Commission, 2010): 

"A concept whereby companies integrate social and environmental  

concerns in their business operations and in their interaction  

with their stakeholders on a voluntary basis." 

The CSR concept is only one of many concepts telling companies how they should act to be 

able to create a sustainable business. There are a number of different concepts that have the 

intention to form sustainability, such as Triple Bottom Line (TBL), corporate citizenship, 

Environmental and Social Governance (ESG). What they all have in common is the willingness 

of creating sustainability (Grankvist, 2009).  

Some studies is pointing out that to be able to have a long-term sustainability within a 

company the organization need to have a good balance between the three areas, economical-, 

environmental- and social responsibility. Grankvist (2009) argues that if a company is aiming at 

having a long-term successful sustainable business they cannot only focus on one of the three 

areas.  

3.2.2 CSR - a paradigm shift  

Rowledge, Barton and Brady (1999) are showing in their study that the market is facing a 

paradigm shift with respect to how society views the environmental, social and economic 

impacts. The shift is away from an industrial model in which environmental activity is viewed 

as cost. Organisations are now embracing a new model in which economic, environmental and 

social considerations are highly integrated (Rowledge, Barton & Brady, 1999).   

The interesting part with this paradigm shift is that the new model is looking at industrial 

environmental activities as an opportunity for cost reduction, product innovation and 

increased shareholder value. What the model actually is telling us is that the new paradigm 

understands the social implications of decision making and this is a platform for the long-term 

success of today’s organisations (Rowledge, Barton & Brady, 1999).  

3.2.3 CSR – develops a ethical point of view 

Ethics is usually a difficult subject for managers to understand. One of the reasons for this 

could be that most managers’ basic education is within economy and it is common that 

economics often act with the objectives to maximize the company’s value (Merchant & Van 

der Stede, 2007). Ethical behaviour and value-maximizing behaviour are often not, in the short 

run, equivalent. However, ethical questions provide alternative assumptions regarding how 

managers should act. Ethics provides methods of how to deal with questions concerning what 

is right and wrong and ethical rules can provide directions as to how individuals and groups of 

individuals should behave (Merchant & Van der Stede, 2007).  

By implementing the CSR concept, and thereby create a sustainable business, it is found that 

companies act more responsible through different points of view which in the end lead may to 

more ethical actions.  The company can gain market shares by communicate to the customers 

their CSR activities, since many customers nowadays also have an ambition to act ethical 

(Porter, 2004).   



16 
 

3.3 Why focus on the CSR concept 
Social and environmental responsibility is not only a matter of ethical issues. According to 

Sjöström (2010) the CSR concept is not about doing what is right and saving the world, the 

concept can contribute to positive side effects. If a company focus on the CSR concept it may 

lead to a strategic advantage, competitive advantage, innovation, product development and 

efficiency in both production and user level (Sjöström, 2010).  

The CSR concept is relevant in today’s society since a number of studies have shown that a 

sustainable development will be a defining element of the future economy (Rowledge, Barton 

& Brady, 1999). The CSR concept can be seen as important from different points of view.  

Given that the requirements for sustainable industry are driven by the physical limitations on 

resources the question is not if, according to a number of different studies, but when the 

requirements will have effect (Rowledge, Barton & Brady, 1999), (Gilbert, Perl, 2010). Current 

industrial practices are pressuring a great number of natural systems. Examples of natural 

systems which are pressured are presented in Table 7. 

Natural systems:  

Sea Devastated fisheries 
 

Sky  Climate changes from greenhouse gas emissions 
 

From plants and animals Massive loss of biodiversity 
 

From Soil to water Acidification and toxic build-ups 
 

Table 7. The pressure on major natural systems (Rowledge, Barton & Brady, 1999) 

Because of the pressure on major natural systems the companies cannot keep on being 

uneconomical with natural recourses (Carlander & Janse, 2006). It is not just a question on 

being environmental responsible or not – it is a matter of lacking recourses (Carlander & Janse, 

2006). By not acting today, the companies only put off the problem, and the problem will 

probably only increase as time goes by (Carlander & Janse, 2006).  

According to Epstein (2008) there are four main reasons why the CSR concept now demands 

the companies’ attention.  

1. Regulations.  Government regulations and industry codes of conduct require that 

companies must increasingly address sustainability. To not observe and adapt to 

upcoming regulations are costly.  

2. Community relations. Identifying the social and environmental issues that are 

important to key stakeholders and improving stakeholder relationships can foster 

loyalty and trust. Good performance on sustainability can gain a positive reputation 

with stakeholders and improve community relations and business performance.  

3. Cost and revenue imperative. Sustainability can also create financial value for the 

company through efficiency and lower costs.  

4. Societal and moral obligations. Because of the companies’ impact on environment 

and society, companies have a responsibility to manage sustainability.   
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Birgisdottir and Troberg (2010) explain that if a company neglects the CSR issues it can lead to 

a brand risks. These risks may include brand elimination. If the CSR work is based on basic 

values and sustainable it can strengthen the brand (Birgisdottir & Troberg, 2010).  

Gullstrand and Persson (2009) explain that you usually can find a clear connection between 

environmental performance and profitability. By structuring the operations within a company 

you should save money and if the side effect from this is that you act in an environmental 

friendly way you may see it as a great bonus (Gullstrand and Persson, 2009). 

3.4 Theories related to the four areas – transport, energy consumption, 

energy efficient solutions and recycling  

3.4.1 Introduction to the four priority areas 

High demands are placed upon that energy technology. Efficient and sustainable solutions are 

needed from an environmental friendly point of view and from a technical, economic and 

social perspective. These requirements are expected to increase to a large extent in the future, 

why the big emphasis on education should be promoted.   

The Royal Institute of Technology in Sweden (KTH) is a partner in the group KIC InnoEnergy. 

This is where Sweden, through KTH and Uppsala University, will be responsible for the areas 

smart electricity network and electrical energy storage in cooperation with the two companies 

ABB and Vattenfall. In the KIC InnoEnergy group KTH together with Uppsala University will 

build up an innovation centre which will specialize in environmental technology and 

sustainable energy solutions with activities at each of the university campuses (KTH). 

KTH is also part of the groups of the EU collaboration, European Institute of Innovation and 

Technology (EIT), and these will make Europe a global leader for Innovations in Communication 

Technology (ICT) and Sustainable Energy. This indicates that today’s companies continuously 

need to update themselves on what is done within the research field on sustainable solutions. 

To study how other companies handle their sustainable development can also be a good 

strategy with the intention to be inspired to focus on creating a sustainable business (KTH).  

3.4.2 Transport 

Over the last 50 years there has been an emerging trend for globalisation. This leads to a 

deeper integration between countries regarding production and exchange. It has become 

easier to exchange, for example, goods, labour and service. Cheap transports and 

development in communications have made this possible (Gustafsson, Larsson & Sundström, 

2009). This trend of globalisation has lead to a larger extent of transports.  

Today’s transport sector is not sustainable in the long term (Swedish Natural Energy 

Administration, 1998). This argument is based on that today’s transports are almost entirely on 

petrol and diesel fuels. These fuels are finite natural resources and which, when burnt, cause 

significant harm to the environment (Swedish Natural Energy Administration, 1998).  

The transport sector is the only sector that actually has increased the emissions during the last 

decade. This is a result of a growing economy and an increased demand of both carriages of 

passengers as well as cargo transports (Gustafsson, Larsson & Sundström, 2009). However, 

transport costs are poorly connected to the real cost on the society.  Gustafsson, Larsson and 
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Sundström (2009) suggests therefore that governments throughout the world need to 

encourage transport buyers to choose more environmentally adapted alternatives by using 

management control measures.  

The fact is, as a number of studies have shown, the transport section is a main contributor to 

climate change and it requires a reduction of emissions. This type of reductions must come 

from a diversity of sources in all types of transport modes (Gustafsson, Larsson & Sundström, 

2009).  The prices will probably always be the main issue of transport service, but the 

environmental aspects get increasingly more important (Gustafsson, Larsson & Sundström, 

2009).  

Attempting to move the transport system towards sustainability requires both short-term and 

long-term measures (Swedish Natural Energy Administration, 2000). To change the transport 

system  requires a great amount of effort from the companies since not much of today’s 

transport could be performed using less energy, without requiring large investments or 

changes to the system (Swedish Natural Energy Administration, 2000).  

The book Clean Car War – How Honda and Toyota are winning the Battle of the Eco-Friendly 

Autos is pointing out the great amount of effort many of nowadays automotive businesses is 

putting in to creating eco-friendly cars (Hasegawa, 2008). This trend tells us that the market 

becomes more and more mature for green alternatives (Hasegawa, 2008).  

It is shown that companies that have trained their drivers to drive effective, sometimes called 

eco-driving, in purpose to act in an environmental friendly way ending up being more efficient. 

To drive environmental friendly led to a less expensive driving which in the end led to a better 

profitability for the company (Hasegawa, 2008).  

The question that many ask is what type of transport is best. The cleanest transport of all is 

that which does not occur (Swedish Natural Energy Administration, 2000). If we planned our 

journeys more carefully, we could still do all that we need to but with less amount of 

transports (Swedish Natural Energy Administration, 1998). It is not always the type of 

transport that needs to be changed - it is the system around it and the attitude towards 

transport that often need to be changed.  To reduce the amount of transport in the society, a 

paradigm shift is most likely needed. But it is shown that it is hard to change habits and 

attitudes towards transport (Swedish Natural Energy Administration, 2000).    

3.4.3 Energy consumptions 

Why study energy usage?  

Energy issues are nowadays one of those favourite subjects on the public agenda. A common 

question that is asked nowadays is how can we change in order to reduce oil imports, change 

electrical energy production methods, reduce climate impacts or reduce the risk of electric 

blackouts. These issues are many and often seen as complicated (Lagergren, 2004). 

One reason why it is important to study energy usage is that less energy consumed by today’s 

society, will led to smaller environmental impact (Berggren & Norrman, 2008). However, this 

will probably not inspirer companies to focus on their energy usage. But from an economical 

point of view the benefits from reduced energy consumption are significant due to the fact 
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that costs will increase, for companies as well as people in general (Berggren & Norrman, 

2008).  

There are several reasons for studying energy usage in a wider context than the pure 

technological. During the last decade several changes affecting the energy field have appeared. 

Some of these changes are of societal character, e.g. the introduction of competition on the 

electrical market (Lagergren, 2004). Other changes are of technological character, e.g. the 

rapid expansion of information technology equipment. Yet other changes are of business 

character such as the idea of distributed electricity generation and the professionalization of 

energy usage (Lagergren, 2004). All of these changes within the energy industry make it 

possible for the energy consumers to change their habits. The competition on the energy 

industry facilitates for the consumers to push through demands on the industry (Lagergren, 

2004). 

Energy for Sustainable Development 

Areskoug and Eliasson (2007) explain in their book Energy for Sustainable Development how 

energy consumption should be designed to be considered sustainable. First the energy 

consumption should not weaken natural resources. Second, it should not cause emissions that 

have negative effects on the environment or the health and the third matter is with reference 

to that the energy consumption has to be compatible with the economical and social justice. 

Areskoug and Eliasson (2007) do admit that these aspects are very high goals which more or 

less are impossible to achieve. But these considerations are useful in purpose to set guidelines 

with the intention to create a sustainable development. 

3.4.4 Energy efficient solutions and products 

Design for Environment (DfE) 

The Department of the Environment and Heritage has published an introduction to Design for 

Environment (DfE) called Product Innovation – the Green Advantage (Stasinopoulos, Smith, 

Hargroves & Desha, 2009). This publication highlights the benefits of pursuing a DfE approach. 

A number of studies that is backing up this approach are saying that a DfE concept provides a 

new way for businesses to cost-effectively achieve great efficiencies and competitiveness from 

product redesign (Stasinopoulos, Smith, Hargroves & Desha, 2009).  

Some of the businesses most significant costs are capital and input such as construction 

material, raw material, and energy. It should therefore be each business most interest to 

minimize these costs. In Table 8 it is shown that the DfE approach can improve processes and 

reduce costs (Stasinopoulos, Smith, Hargroves & Desha, 2009). 
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It is shown that the DfE approach can improve the process and reduce costs: 

 Great resource productivity of input, energy, water and raw materials to reduce costs 
 

 Material savings from better design 
 

 Designing out waste lead to less downtime and designing the plant and process lead to 
minimize maintenance 
 

 Better design to ensure that by-products and waste can be converting into valuable 
products 
 

 Reduced material storage and handling costs through Just-in-time (JIT) management (the 
JIT strategy is explained in the next section) 
 

 Improvements in the quality of product or service 
 

Table 8. It is showing how a DfE approach can improve the process and reduce costs  

(Stasinopoulos, Smith, Hargroves & Desha, 2009). 

The term Just-in-time 

Just-in-time (JIT) is an inventory strategy that attempts to improve a business's return on 

investment by reducing in-process inventory and associated carrying costs (Olhager, 2009). To 

meet JIT objectives, the process sends signals between different points in the process, which 

tell production when to make the next part. These signals are called Kanban’s and these are 

usually tickets but can also be visual signals (Olhager, 2009). 

By implementing the Just-in-time strategy you only produce products exactly when it is needed 
and therefore minimizes the stock level. This in turn minimizes tide-up capital. If implemented 
correctly, the JIT concept can improve a manufacturing organization's return on investment, 
quality, and efficiency (Olhager, 2009).  

The Whole System Design approach  

When wanting to create a sustainable business it is important to find a system that can 

integrate the whole business to act in an environmental friendly way. The Whole System 

Design is seen as an integrated approach to create a sustainable engineering (Stasinopoulos, 

Smith, Hargroves & Desha, 2009). The authors Stasinopoulos, Smith, Hargroves and Desha 

(2009) have defined the Whole System Approach as following; 

Whole System approach to sustainable design involves setting a high stretch goal  

of seeking to design a system as sustainable and cost effective as possible 

The laptop computer is seen as a classic case study, because it shows what happens when you 

give engineers a stretch goal. In this case the stretch gaol was that computer companies 

needed laptops to be eighty percent more efficient than desktop computers so that the 

computer could run off a battery. With this stretch gaol the engineers delivered a solution 

through the Whole System Design (Stasinopoulos, Smith, Hargroves & Desha, 2009). 

Cleaner production 

Since the late 1980’s several developed countries have made major public sector 

commitments to build awareness of Cleaner Production. These commitments also referred to 
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as pollution prevention and waste minimisation and has most notable been active in Denmark, 

the Netherlands, the U.K. and the U.S. (Wang, Shammas & Hung, 2009). These countries have 

led the private sector to investigate and implement pollution prevention measures for existing 

processes and products. As a result, cleaner production is now seen in these countries as a 

potentially cost-effective complement and as a helping hand in meeting environmental 

standards (Wang, Shammas & Hung, 2009).  

Many different areas within the industry can probably be changed to a cleaner production, in 

other words, a more efficient production can be achieved both through an economical point of 

view and an environmental point of view. The authors Wang, Shammas and Hung (2009) give 

some examples of cleaner production in their book Waste Treatment in the Metal 

Manufacturing, Forming, Coating and Finishing industries.  One of their examples is regarding 

painting. A pollution prevention inspection was carried out to improve the environment and 

efficiency and working condition in the painting area. The objective was to reduce the quantity 

of waste and cost of painting by combination of improvement to the technology and good 

house-keeping. The overall aim was to improve the quality of coating, to reduce the amount of 

paint raw material and to reduce the quantities of waste. The existing painting method was 

compared with two more advanced painting technologies. The transfer efficiencies that were 

found during the study were as follows: 

1. Air-atomized spray – 30 to 50% more efficient  

2. Airless spray – 65 to 70% more efficient  
 

The compressed air technique is used both to atomize the paint and to carry it to the surface 

to be painted. With airless spraying the paint is pumped under high pressure to a small area 

(Wang, Shammas & Hung, 2009). This is only one of many examples of how a cleaner 

production can lead to a more efficient production.  

3.4.5 Recycling 

The linear model vs. the holistic model 

In a linear process, raw materials and labour are drawn into the economy, consumed as 

wealth. Meanwhile nature is expected to continue to provide raw materials and to absorb the 

waste. Figure 5 illustrates the linear model.  

 

 

 

 

 

Figure 5. The linear model- illustrates one way of looking at the use of  

raw material (Hutchinson & Hutchinson, 1997) 
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In nature, all waste products are reused to regenerate the living system. A holistic approach is 

required if you are willing to create a sustainable business. Hutchinson & Hutchinson (1997) 

explain that the successful firms of the future will operate within the non-linear, holistic 

model, see Figure 6. 

 

 

 

 

 

 

 

 

 

 

 

Figure 6. The holistic model – is required if you are willing to create a sustainable  

business (Hutchinson & Hutchinson, 1997) 

The Holistic model will lead to corporative advantage, in which resources are used with a view 

to securing the three vital securities (Hutchinson & Hutchinson, 1997); 

 Ecological security – based on the need to maintain the planet’s capacity to 

support healthy life systems 

 Social equity – based on the need to provide food, security, education and 

appropriate technologies for all to avoid the necessity for environmental 

destruction 

 Economic sustainability - requires an economic system based on the need to live 

from the planet’s dividends while leaving its natural capital intact.  

Supply Chain Management (SCM) 

Nowadays there exist a great number of opportunities to recycle used material. Yet, 

companies seem to have a problem with changing their habits. But, the Supply Chain 

Management (SCM) concept presents the new strategic and operational business 

management. By offering a cooperative and integrated model of the value-creation process in 

a cross-organizational perspective, it also places new challenges on business management 

methods and instruments used (Boukani & Boufaim, 2010). 

Materials Management (MM) was long neglected by business management and economic 

theory (Boukani & Boufaim, 2010). The role of materials management as a secondary activity 

in the organization and its supportive role to production were encouraged in classical materials 
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management. SCM revaluated the value chain of whole industries and therefore reorganize 

the strategic role of materials management for the supply chain.  

3.5 Regulations - forcing companies to act environmental friendly  

3.5.1 Background to upcoming regulations 

Although CSR-measures still are largely voluntary, there are regulatory frameworks that are 

upcoming contracts and market laws that force the companies to act more and more 

environmental friendly (Holmgren, 2010).  

A Swedish Multinational Enterprise (MNE) with an expressed CSR-profile is for example IKEA. 

IKEA always sign a transport agreement that says that the carriers need to have a green 

commitment in order to be approved to ship their goods (Holmgren, 2010). These kind of 

agreements are still voluntary for the companies to create, but it is probably just a matter of 

time before regulations are forcing the companies to make such sort of agreements 

(Holmgren, 2010).  

3.5.2 The United Nations Global Compact (UNGC) 

At the World Economic Forum in 1999, the UN Secretary-General, Kofi Annan, encouraged the 

corporate world to contribute in achieving the UN Millennium Development Goals, by 

accepting their social responsibility. 

The UN Global Compact (UNGC) is both a policy platform and a practical framework, with the 

aim of making business operations and strategies globally with ten universally accepted 

principles. These principles are within four different areas; human rights, labour, environment 

and anti-corruption.  The ten principles are presented in Table 9, (UNGC, 2010).  

The UNGC is not a regulatory instrument, but a voluntary instrument. The purpose was to 

promote the principles set forth in the UNGC (Holmgren, 2010). Today, the initiative serves as 

a platform for companies and other operators working with CSR, with the aim of facilitating 

the ambitions of Swedish companies and organisations to implement CSR in practice 

(Holmgren, 2010).  

Areas Principles  

Human Rights: Principle 1 Businesses should support and respect the 
protection of internationally proclaimed human 
rights 
 

 Principle 2 Make sure that they are not complicit in human 
rights abuses.   
 

Labour: 
 

Principle 3 Businesses should uphold the freedom of 
association and the effective recognition of the 
right to collective bargaining; 
 

 Principle 4 The elimination of all forms of forced and 
compulsory labour; 
 

 Principle 5 The effective abolition of child labour; 
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 Principle 6 The elimination of discrimination in respect of 
employment and occupation.  
 

Environment: 
 

Principle 7 Businesses should support a precautionary 
approach to environmental challenges; 
 

 Principle 8 Undertake initiatives to promote greater 
environmental responsibility;  
 

 Principle 9 Encourage the development and diffusion of 
environmentally friendly technologies.    
 

Anti-Corruption: 
 

Principle 10 Businesses should work against corruption in all 
its forms, including extortion and bribery.  
 

Table 9. The ten principles that the UN Compact has created (United  

Nations Global Compact, 2010). 

3.5.3 Voluntary standards and codes of conduct  

Voluntary simplicity is an age-old philosophy that promotes turning away from the pursuit of 

money, possessions, and   greed in order to live more deeply and fully (Starke & Mastny, 

2010). Philosophers have seen simplicity as a central component of the good life, arguing that 

the pursuit of wealth distracts people from more important things. Today voluntary simplicity 

has become a movement for sustainability (Starke & Mastny, 2010). 

Although there are examples of legislations within the CSR concept the majority of CSR-

initiatives are voluntary. Most of the CSR-initiatives that exist today are not dictated by states 

though laws or regulations. Holmgren (2010) is explaining in his master theses, Going Green – 

Entering a Judicial Grey Zone?, that the existing codes of conduct are carrying no legal 

sanctions, and this is why most CSR-measures are qualified as soft laws. 

The soft regulations of the UNGC hence operate more as social contracts than a legal 

framework. Nevertheless, the voluntary soft regulations may be brought into and activate 

neighbouring legal frameworks. This is why, it is important for today’s companies to pay 

attention to the frameworks starting up as voluntary – because they may end up as legal 

frameworks (Holmgren, 2010). 

The International Organisation for Standardization (ISO), best known for the ISO 9000 standard 

on Quality Management and the ISO 14000 standard on Environmental Management, will in 

2010 launch ISO 26000. This new standardization, ISO 26000, provides guidelines for social 

responsibility. ISO 26000 will be voluntary to use, it will not include requirements but rather 

guidelines. The most used standards for environmental management systems are presented in 

Appendix C.  

With more and more voluntary standards, codes, and principles being developed, it is up to 

the companies to decide which are most appropriate for their specific business strategies 

(Gullstrand & Persson, 2009). These sorts of standards do help frame sustainability issues and 

provide an opportunity to communicate commitment to sustainability to corporate 

stakeholders (Epstein, 2008).  
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3.5.4 The European commission’s environment action plan 

In 2008 the European commission decided to compose an action plan that would help further 

work within the CSR concept. The action plan aims at ensuring EU continued leadership in 

environmental performance by following areas (European Commission’s action plan, 2008):  

 Creating a new sustainable product policy, in order to improve the environmental 

performance of products on the market and help consumers to buy more eco-

friendly products.  

 Encouraging eco-innovation so that EU businesses adapt to the markets of the 

future 

 Supporting the competitiveness of eco-industries  

 Contributing to a low carbon economy internationally  

3.6 Strategies for implementing an organisational change 

3.6.1 Seven key routes towards eco-efficiency 

Andrew and Frances Hutchinson (1997) explains in their book Environmental Business 

Management – Sustainable Development in the New Millennium that the time has come to 

recognise the lead taken by industry in finding solutions to the world’s environmental 

problems. It is now no longer a conflict between industry and nature and this harmonic 

relationship can be achieved through eco-efficiency and leadership from the business sector 

(Hutchinson & Hutchinson, 1997).   

Hutchinson & Hutchinson (1997) have developed a process towards eco-efficiency through 

seven key routes, and these are presented in Table 10. 

Seven key routes towards eco-efficiency 

1. Minimization of the material intensity of goods and services 
 

2. Minimization of the energy intensity of the goods and service 
 

3. Elimination of toxic dispersion 
 

4. Enhancement of material recyclability 
 

5. Maximization of sustainable use of renewable resources  
 

6. Extension of product durability 
 

7. Increase the service intensity for goods and services  
 

Table 10. Seven key routes towards eco-efficiency (Hutchinson& Hutchinson, 1997) 

3.6.2 Organizational change – a hard code to break  

When implementing the CSR concept into a company a change within the organization is more 

or less a fact. The theories connected to the CSR concept tell us that there are some 

fundamental differences in the perspectives on CSR, and this makes the organizational changes 

even more difficult (Carlander & Janes, 2006). As was acknowledged by a conference on 
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organizational change, held at Harvard Business School in 1998, the research field is far from 

fully grown on the subject organizational changes (Beer & Nohria, 2000). The issue provides a 

great amount of theoretical concepts and models, which earns a broad study on its own.  

No organization is the other one like and this makes the theories regarding organizational 

changes complex (Beer & Nohria, 2000). The conference at Harvard Business School had the 

ambition to break the code of change, and by doing so find one winning concept on how you 

best carry through an organizational change (Beer & Nohria, 2000). However, during the 

conference they did not find one concept that would work for all different organizations. The 

conclusion from the conference and from the book Breaking the code of change is that it is 

hard to generalize organizations and their behaviour.  

Beer and Nohria (2000) introduce two different theories called Theory E and Theory O, where 

E stands for economic value and O for organizational capability. The differences between these 

two theories are cleared out in six separate dimensions. The six dimensions of organizational 

change are, according to Beer and Nohria (2000), purpose, leadership, focus, planning, 

motivation and consulting. What these dimensions indicate is presented in Table 11. Beer and 

Nohria (2000) points out the importance to inform the organisation on which kind of 

organisational change that is wanted – if the change is needed though an economical or an 

organisational point of view.  

 Theory E Theory O 

Purpose: Shareholder value Organizational capacity 
 

Leadership: Top-down Bottom-up 
 

Focus: Systems and structure Culture 
 

Planning: Programmatic Emergent 
 

Motivation: Incentives lead Incentives lag / no incentives 
 

Consultants:  Many, Content Oriented Few, Process Oriented 
 

                                Table 11. The six dimensions of change (Beer & Nohria, 2000) 

3.6.3 Transforming cultures from consumerism to sustainability  

Cultural norms are often very strong within an organisation (Hatch, 2007). The symbols, values 

and traditions within a culture become natural for the people that grow up within the culture 

(Hatch, 2007). People tend to be able to change their consumption habits for a moment, but 

then they fall back into old habits after a while (Starke & Mastny, 2010). To drive big cars, fly 

plans, having large homes and use air condition are examples of simply natural parts of life – at 

least according to the cultural norms present in a growing number of consumer cultures in the 

world (Starke & Mastny, 2010).  Even though these habits seem natural to people who are part 

of those cultural realities, these patterns are not sustainable (Starke & Mastny, 2010). 

However, customer’s culture can be changed. While sustainability pioneers still are few in 

numbers, their voices are growing louder. At a moment of profound economic and ecological 
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crisis, the pioneers are being heard (Starke & Mastny, 2010). Nowadays business is not just a 

central component of the global economy, it is a leading driver of societies, cultures, and even 

the human imagination (Starke & Mastny, 2010).  

To be able to change today’s culture a new understanding of what is normal need to be 

formed. The new meaning for normal would mean that individual and social choices that cause 

minimal ecological damage. This transformation task is of course not a small or simple one – it 

will be a challenge (Starke & Mastny, 2010).  

3. 6.4 Toyota Production System (TPS) – Lean Production 

The company Toyota is well recognized as a world leader in optimization and efficiency, 

without causing sub-optimizations that can reduce profits in the end. Toyota Production 

System (TPS) is not a concept but rather a combination of several different approaches 

(Dennis, 2007). The TPS concept has been created out of a method called the Four P’s. The 

method is illustrated in Figure 7.  

 

 

  

 

 

 

 

 

 

Figure 7. The figure illustrates the principle of Four P 

 - a comprehensive picture of the TPS concept (Dennis, 2007) 

Lean manufacturing or Lean production is a process management philosophy mostly 

developed from the TPS. The lean production system is working from the perspective of the 

customer and the system defines value as any action or process that a customer would be 

willing to pay for (Dennis, 2007). Lean production is simply a variation on the theme of 

efficiency based on optimizing flow (Womack & Jones, 2003). 

One of the principles within the TPS concept is to solve an upcoming problem, and not just 

fixing it for the moment. This is done by asking yourself five times why the problem occurred 

from the beginning; why, why, why, why, why? (Dennis, 2007). By implementing the Five Why 

principle you should be able to find the real reason to the problem, instead of only fixing it 

temporary, and by doing so you hopefully save both time and money and in return get 

satisfied customers.  

Problem solution 

Continues improvement & 

development  

Partners & Staff 
Respect &challenge 

 

Process 

Eliminate all kinds of waste   

Philosophy 
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When using the TPS concept you may follow a list with six key routines, all with the intention 

to create value for the company (Lundell, 2007), see Table 12.  

Six key routines within the TPS concept on how to  
create value within the company 

1. Define surplus value for the customer 
 

2. Eliminate all waste, e.g. lack of capacity & duplication of work  
 

3. Create quality assurance within the processes  
 

4. Risk minimize 
 

5. Optimize the whole organization   
 

6. Implement routines for continuous improvement and development  
 

Table 12. TPS’s six key routes on how to create value within the company (Lundell, 2007). 

3.6.5 PDCA cycle – a method to structure a reorganisation  

One way of structure an organization when it is facing reorganization is to use the PDCA cycle 

where PDCA stands for; Plan-Do-Check-Act. The PDCA cycle consists of four phases, each 

involving key activities. Figure 8 illustrates the PDCA cycle. The PDCA cycle is a valuable tool for 

learning and promoting change in organizations and provides a valuable framework for 

continuous improvement (Dennis, 2007). The PDCA cycle involves following activities: 

1. Plan 

 Conduct initial social and environmental reviews 

 Defines sustainability strategies 

 Design sustainability programs 

 Set objectives and targets 

2. Do 

 Develop structure 

 Provide training 

 Introduce programs 

3. Check 

 Conduct internal audit 

 Monitor and measure performance 

4. Act 

 Management review 

The PDCA plan goes hand in hand with the aspects on management control systems which the 

two authors Merchant and Van der Stede points out (2007). Their opinion is that management 

control systems cannot be designed or evaluated without an understanding of the demands of 

the roles being controlled (Merchant & Van der Stede, 2007).   

P 

D 

C 

A 

 

Figure 8. An illustration over the PDCA cycle 

(Plan, Do, Check, Act), (Dennis, 2007). 
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3.6.6 Norms developing curve in three steps  

The researchers Finnemore and Sikkink published in 1998 an often quoted developing curve 

for how norms are developed over time. According to the Finnemore and Sikkink a 

development may be divided into three steps which are illustrated in Figure 9 (Sjöström, 

2010). 

 

 

 

 

 

 

 

Figure 9. Norms developing curve in three steps (Sjöström, 2010).  

Step 1. Norm entrepreneurs is proposing a new standard / a new norm 

Within this step it exist actors that are trying to convince others to embrace the new standard. 

It is a demanding task since it often is hard to convince a person to leave the old standards and 

try something new that yet not is an established norm.    

Step 2. Norm ambassadors advocating a partly established standard 

If the new standard reaches the tipping point it usually lead to new actors willing to try the 

new standard.  

Step 3. The ones that established the new standard maintain the internalized  

standard /norm 

At this moment more and more actors are willing to be a part of the new standard it will in the 

end be regarded as the obvious – and a new norm is now established (Sjöström, 2010).  

3.7 Tools that facilitate the work towards sustainability  

3.7.1 How to develop a strategy for corporate sustainability  

As companies search for ways to improve their performance, these improvements often lead 

into all sorts of reorganizations. When companies are operating goals the direct link to profit is 

usually clear. But for sustainability the goal is to achieve quality in both social, environmental 

and in financial performances. This is one of the reasons for why it often is difficult to 

implement a sustainable development in an organization (Epstein, 2008). According to Epstein 

(2008) sustainable strategies pass through three stages, see Table 13.  

 

 

 

1 

2 
3 
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Stage 1:  
Managing regulatory 
compliance  

At this stage, the company focus more on meeting 
regulatory standards rather than on developing innovative 
strategies to increase competitiveness and reduce their 
sustainability impacts.  
 

Stage 2:  
Achieving competitive 
advantage 

When moving toward stage 2, there are numbers of ways 
to address an organization’s social and environmental 
needs in a more systematic and integrated manner.   
 

Stage 3:  
Completing social, economic, 
and environmental 
integration 

At this final stage the organization fully integrate social 
and environmental components into their corporate life. 
Corporate sustainability strategies are used to set 
corporate policies and integrate sustainability impacts in 
managerial decisions at all levels within the organization.  
 

Table 13. Developing a strategy for corporate sustainability through three stages (Epstein, 2008). 

Epstein (2008) points out that a sustainability process begins with the development of a 

strategy. This strategy is affected by the social and environmental issue that the company in 

one way or another are affected by. These issues generally fall into three categories, and these 

are presented in Table 14. 

  
General social issues: Issues that are important to society but which the 

company is not able to influence.  
 

Value chain social impacts: Issues that are affected by the company’s activities 
 

Social dimensions of competitive 
context: 

Issues in the external environment that affect the 
drivers of competitiveness where the company 
operates 

Table 14. The social and environmental issues affecting a company generally  

fall into three categories (Epstein, 2008). 

3.7.2 Different types of management control 

The different types of management controls are not equally affected at addressing each of the 

management control problems. It is therefore important to be aware of that different control 

systems affect the organization differently. Different types of control may address different 

types of problems and this is shown in Table 15 (Merchant & Van der Stede, 2007). 
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  Different problems   
 

Different types of 
control 

Lack of direction Motivational 
problems 

Personal 
problems 

Results controls:    

    Results accountability 
 

X X  

Action control:    

 Behavioural 
constrains 

 

 X  

    Pre action review 
 

X X X 

    Action accountability 
 

X X X 

    Redundancy  
 

  X 

Personnel/cultural 
control: 

   

    Selection & placement 
 

X X X 

    Training 
 

X  X 

Provision of 
necessary resources 

 

  X 

 Creation of a strong 
organisational 
culture 

X X  

    Group-based rewards 
 

X X  

Table 15. Different control types and control problems (Merchant & Van der Stede, 2007). 

Another perspective on management control systems is the change over time. Most 

organizations have one form of management control at a given point in time, but what they do 

not realize is that they often change their accent from one form to another as their needs 

changes. An example of this behaviour is when a small company grow. What then happens is; 

that the earlier personal form of control does not work when the company has grown bigger. 

As a consequence to organizational growth is that the typically push management control is 

changed toward a more elaborate informational system (Merchant & Van der Stede, 2007).   

3.7.3 Outcomes from sustainability – facilitates the managerial work 

A common problem that companies face when trying to implement the CSR concept is lack of 

motivation. When a company for example doesn’t have any costumers asking them to act 

through a CSR perspective, they may think it costs more than it is gaining. Companies often 

don’t change things that they don’t think will lead to more profitability (Epstein, 2008). But if 

the managers are able to show some outcomes from a successful sustainable development 

they may face a different understanding regarding the CSR concept. Table 16 shows some 

examples on long-term corporate financial performance from a sustainability success (Epstein, 

2008). 
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Examples of possible outcomes from creating a  
successful sustainable business  

 Income and percentage of sales from “green 
products 
 

 Income from recycled waste materials 
 

 Cost savings from pollution reduction 
 

 Worker’s compensation costs 
 

 Higher ROI (return on investment) 
 

 Percentage of environmental costs direct-traced 
 

 Disposal costs  
 

 Legal costs 
 

 Cost savings from employee turnover reduction 
 

 Cost savings from reduction in cost of debt 
 

 Cost savings from reduction in cost of debt 
 

 Increased sales from improved reputation 
 

Table 16. The outcomes from a sustainability success – a long-term corporate  

financial performance (Epstein, 2008). 

3.7.4 The marketing power - from selling a product to selling sustainability  

Birgisdottir and Troberg (2010) explain that if a company neglects the CSR issues it can lead to 

brand risk. These risks may include brand elimination. If the CSR work is based on basic values, 

is honest, strategic and sustainable it can strengthen the brand. When looking at it through 

this point of view you may say that the CSR concept is an important component of corporate 

branding (Birgisdottir & Troberg, 2010).  

Revolutions have happened before – the turning point in the 1950’s when the evolution of the 

consumer-based society took place.  Nowadays we are maybe facing a new type of revolution, 

a revolution that uses the power of marketing to gain sustainability (Starke & Mastny, 2010). 

Maybe it is possible to start a revolution in social markets, where marketing principles are used 

to change social behaviour rather than selling a product. This revolution would be able to force 

a new set of value that would lead to the lifestyles and political changes necessary to confront 

today’s ecological crises (Starke & Mastny, 2010).  Larsson and Persson (2010) are showing in 

their study that many companies are aware of the importance of communicating their CSR 

activities although it is hard.  
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3.7.5 CSR reporting 

Sustainability reporting 

One way of informing the customers about the CSR work is to report the work in a 

Sustainability Report. In October 2007 the Swedish Society of Financial Analysts (SFF) 

recommended Swedish companies to do Sustainability Reports (Fisk & Krantz, 2009). 

In Fisk and Krantz study ( 2009) on how the CSR reporting have developed it is found that both 

Swedbank and Volvo are two companies that have routines for doing CSR reporting. But it is 

also found that none of these companies are willing to have an extern part studying their CSR 

work, even if they are fully aware that this would strengthen the reliability of the report. The 

conclusion from Fisk’s and Krantz’s study (2009) is that the companies are willing to do a CSR 

report, but they want to write it themselves. The companies are aware of their shortcomings 

and that is probably why they don’t let anyone else write the report (Fisk & Krantz, 2009).  

NTM – a Network for Transport and Environment 

The Network for Transport and Environment (NTM) has the intention to establish a common 

base of values on how to calculate the environmental performance for various modes of 

transport (NTM). 

In order to promote and develop the environmental work in the transport sector, NTM acts for 

a common and accepted method for calculation of emissions, use of natural resources and 

other external effects from goods and passenger transport. The method is primarily developed 

for buyers and sellers of transport services, enabling evaluation of the environmental impact 

from their own transports. The network offers (NTM); 

 A calculation method and relevant environmental data  

 Tools for supplier evaluation  

 A forum for exchange of knowledge and experiences in the field of environmental 

impact from transport 

The NTM can be a useful tool when a company want to map their current situation. The 

network can also be practical when a company want to follow up how a reorganisation has 

affected their environmental performances.  

A national system for Environmental Product Declarations (EPD) 

The overall goal of an Environmental Product Declaration (EPD) is to provide relevant, verified 

and comparable information to meet various customer and market needs. The international 

EPD system has the ambition to help and support organisations to communicate the 

environmental performance of their products in an understandable way. 

The global market has nowadays an increased demand for science-based, verified and 

comparable information about environmental performance of products and services. The 

demand comes from several market places, such as in the raw material supply-chain, the 

framework for environmental management systems and green purchasing. 

An EPD provides the basis for a fair comparison of products and services based on their 

inherent environmental performance. EPD’s can reflect the continuous environmental 
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improvement of products and services over time and are able to communicate and add up 

relevant environmental information along a product's supply chain. Groups of products usually 

differ in their environmental performances which require specific rules for different product 

group, so-called Product Category Rules (PCR). The PCR documents shall be regarded 

as complementary to general requirements of EPD programmes.  

3.7.6 REPA - a way to resolve company's responsibilities as a producer 

According to the law Ordinance of Producers' responsibilities for packaging all companies that 

produce, import or sell packaged goods are subject to a number of obligations. REPA is a 

service organization that has been established in purpose to help the companies to meet the 

upcoming laws. 

All companies that are a member of the REPA recycling system pay packaging fees in relation 

to the amount of packaging material their operations generate. Companies that are united 

with REPA are free to use the Green Dot symbol on their packaging, see Figure 10. This symbol 

is used in a large number of European countries as a proof, showing that a company meets its 

obligations as a producer. 

  

    

  

Figure 10. The figure illustrates REPA’s symbol - the Green Dot 

3.7.7 Checklist  

Gullstrand and Persson (2009) have done an environmental review at the Swedish company 

Llentab AB. When doing a mapping regarding the environmental aspects Gullstrand and 

Persson (2009) found during their study that one common and successful method is to use a 

checklist. A checklist creates structure within the organisation and facilitates the reporting on 

how the company develops.   

Silvander (2007) did also in his study found that a checklist may be useful when trying to form 

a sustainable business. The study was commissioned by the CEO of Sustainable Sweden 

Southeast AB (SSSE) in order to create a new method for assessment. This was done by 

developing a checklist with sustainability criteria. The main conclusion drawn from the study at 

SSSE is that checklists seem to be a trendy, often-used and efficient tool when facing a 

sustainable development within a company (Silvander, 2007).  

3.8 Negative aspects related to the CSR concept  

3.8.1 The CSR concept – it is just an ordinary way of doing business  

The CSR concept has almost become a common trend. However, some researchers are 

negative towards the concept. Some researchers are pointing out that the CSR concept is all 

about business as usual and that is way a separate concept not should exist (Sjöström, 2010).   

Other studies are saying  that the concept don’t led to any good since it only points out already 

known fact (Greenwashing Index).  
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3.8.2 Talk without action 

Grankvist (2009) is showing in his book CSR in practice – How companies can work with 

sustainability to make money that the CSR concept have created a trend which has led to that 

companies want to advertise their efforts within the CSR concept. Grankvists (2009) conclusion 

is that one negative aspect from the new CSR trend is that companies happily say that they 

focus on CSR – but when studying the company more closely you find that they don’t have a 

sustainable business at all.   

3.8.3 Stop companies to give away money to charity  

Researchers that see the CSR concept as philanthropy points out that it is irresponsible to the 

shareholders to give away their money to charity. To not invest the money in the best business 

as possible is irresponsible, no matter what business it is (Sjöström, 2010).  
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Chapter 4 

The empirical study – a mapping of the present 

situation 
The chapter starts with a presentation of the different sections within the empirical study, 

Table 17, and follows with Axel Johnson AB’s sustainable policy. The chapter continues with a 

presentation of the mapping of the present situation within both the Forankra group and 

Servera. The chapter ends with a presentation of a number of different CSR projects that may 

inspire the Forankra group to focus on creating a sustainable business. 

 

 

 

4.1 Introduction to the empirical study 
The empirical study involved a number of different parts which were studied separately. The 

layout for this chapter is shown in Table 17.   

The different sections within this 
chapter 

 

4.2 Axel Johnson AB Axel Johnson AB is studied with the intention to 
find if the group has a common policy regarding 
a sustainable development. 
 

4.3 Certex Sweden Mapping a single company’s CSR activities – 
Certex Sweden 
 

4.4 Studying the Forankra group Answers to the questionnaire sent to some 
selected companies within the Forankra group 
are presented in this section. 
 

4.5 Benchmark - Servera Answers to the questionnaire sent to the 
company Servera are presented in this section. 
 

4.6 Highlighting some interesting 
projects within the CSR field 

This section highlights some interesting CSR 
projects, besides the ones within Axel Johnson 
AB. The intention is to inspire the Forankra 
group to work towards a sustainable business.  
 

Table 17. The table show the layout for chapter four and gives a short presentation of the different  

sections within the empirical study.  
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4.2 Axel Johnson AB’s sustainable strategies  
As mentioned earlier, the Forankra group is part of Axel Johnson AB. It is therefore interesting 

to examine if Axel Johnson AB has any sustainable strategies for the group. The findings from 

the present study conclude that Axel Johnson AB has a Corporate Sustainable Policy, see Table 

18.  

Axel Johnson AB’s Corporate Sustainable Policy 

 Axel Johnson AB shall have a clear and measurable goals and strategies for its work with 
corporate sustainability, which lead to continual improvements 
 

 Axel Johnson AB shall continuously evaluate the companies’ corporate sustainable work 
 

 Axel Johnson AB shall conduct business operations so that opportunities and risks are 
examined from a sustainable perspective 
 

 Use natural resources as efficiently as possible and make every effort to reduce the 
negative climate impact of  operations 
 

 Axel Johnson AB shall have a close interaction with customers, suppliers and other 
stakeholders on these issues 
 

 Axel Johnson AB shall comply as a minimum in all operations with existing laws and 
regulations and encourage a positive development with regard to the environment, human 
rights and labour law issues.  
 

 Axel Johnson AB shall instruct, inform and motivate employees to promote participation 
and responsibility and in this way make corporate sustainability an integrated part of daily 
activities.  
 

Table 18. The table show Axel Johnson AB’s Corporate Social Policy and this policy should all  

companies within Axel Johnson AB follow (Axel Johnson AB). 

Axel Johnson AB believe that the Corporate Sustainability Policy is important based on a 

number of different aspects. The Corporate Social Policy is mainly developed out of five 

different aspects;  

1. Axel Johnson AB believes in a sustainable group and wishes to make a long-term 

contribution to this development.  

2. To meet increased demands and expectations from customers, suppliers and other 

partners.  

3. The ability to reduce costs for energy, fuel consumption and transport.  

4. To meet increased expectations from the group’s employees on a clear standpoint 

for corporate sustainability.  

5. To be able to build the group’s brand/reputation and avoid negative media 

attention.    

To be able to create a sustainable business Axel Johnson AB has defined some goals for 2009 – 

2010, presented in Table 19.  
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 Axel Johnson AB’s goals for 2009-2010 

Goal 1 All companies within the Axel Johnson group should have a person who is 
responsible for sustainability issues in their management or reporting directly to 
the CEO  
 

Goal 2 All companies in the Axel Johnson group should have strategies and measurable 
goals for their sustainability work 
 

Goal 3 Make sustainability issues a recurrent item on the board agenda in Q3 each year 
 

Goal 4 The companies in the Axel Johnson group should have a risk analysis that identify 
the company’s biggest social and environmental-related risks 
 

Goal 5 Increase internal and external communication on sustainable initiatives in the 
companies  
 

Goal 6 Axel Johnson with companies should develop a method/mode to measure carbon 
dioxide emission from their transport operations each year 
 

Goal 7  Companies in the Axel Johnson group should set up measurable goals for reduce 
energy consumption by 2012 
 

Table 19. Axel Johnson AB’s goals for 2009 -2010, aiming at creating a sustainable 

 business within the group (Axel Johnson AB). 

The Axel Johnson group formed a foundation in 1993 and its aim is to promote scientific 

research focused on sustainable use of natural resources and the development of methods 

and technology. The Foundation also supports education and training within these areas and 

may most likely help the group to achieve the common goals. 

4.3 A single company’s CSR activities – Certex Sweden  

4.3.1 Introduction to the mapping of Certex’s CSR activities 

A presentation of Certex Sweden is found in chapter one, Table 2.  Certex is the market leader 

for wire rope and lifting products, mainly in the marine and energy sector. When visiting 

Certex Sweden the objective was to map how they work with the four priority areas for this 

study; transport, energy consumption, energy efficient solutions and products and recycling.  

4.3.2 Transport 

Certex Sweden does not have their own trucks and they buy therefore all transport from a 

number of different service companies. The companies they use for transporting their gods are 

DHL, Posten and Schenker. When asking if Certex has any demands on how these companies 

transported their gods, the answer was no.  The explanation for this was that they believe that 

Certex is too small to be able to have an impact on the service companies. Certex had overall 

not a very good insight in the service companies’ sustainability approach.   

Another part within the transport section is transport for official use. Some of the employees 

at Certex do drive green cars for official use, but not everybody. The reason for why not all the 

employees drive green cars is because the company have directives not to change cars for 

official use more than every fourth year.  
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4.3.3 Energy consumption 

The building that Certex Sweden is active in is a directly heated house; and this makes it hard 

for Certex to change heating system.  Most of the employees at the office level have own 

rooms that is heated separately.  

The respondent’s points out that Certex major problem is that they have grown out from its 

premises. The current premises inhibit the possibilities to reduce the company’s energy 

consumption. Last year Certex had variable electricity prices which lead to very high energy 

costs in total.    

4.3.4 Energy efficient solutions and products 

The general picture is that Certex cannot find other solutions that would be more energy 

efficient compared to the ones that are used today.  

4.3.5 Recycling 

The company is a member of the service organisation RETA, see description of RETA in section 

3.7.6. REPA is a service organisation that has been established in purpose to help other 

companies to meet upcoming laws and regulations. To be a member of RETA should be a good 

thing, but the company admit that this is only something that is done to silence one’s 

conscience.  

The company recycle the oil that is used within the production. But not much work is done 

with the intention to find new recycle alternatives even if they admit that the company 

probably could be better at recycling. Certex doesn’t offer the customers to hand in products 

that no longer meet the strength requirements and they do not have any information on what 

the customers do with the used products.  

4.4 The Forankra group’s CSR activities 

4.4.1 Introduction to the mapping of the Forankra group 

The mapping of the Forankra group’s current situation is based on the results from the 

questionnaire that was sent out to a number of companies within the group (see the selected 

companies in Table 2). The questionnaire is found in Appendix B.   

4.4.2 Drop outs from the survey  

All of the selected companies for the empirical study did unfortunately not answer the 

questionnaire. However, nine out of twelve did answer and this lead to that 75 percent 

contributed in the empirical study.  

4.4.3 The Forankra groups answers to the questionnaire 

The result from the open questions is presented in tables while the result from the yes or no 

questions is presented in diagrams. The yes or no questions are followed by an attended 

question which is presented in a separate table after each diagram. It should be emphasized 

that the answers presented are the companies own answers which can be seen as quotes from 

the questionnaire. 
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Answers related to transport issues  

 

 1. What kind of transport do you use when delivering your 
products to the customer? 

Certex 
Denmark 

83% Road transport, 15% Sea transport and 2% air transport 
 

Certex UK Motor transport 
 

Ro-Ro Land, sea, air 
 

Certex 
Germany 

DPD Parcel Service Forwarder with trucks 
 

Erling Haug We are using external transport via Toll post Globe, and some local 
transport companies in Norway. 
 

Forankra ABT   Trucks 
 

Peter Harbo 
A/S 

Our own van for local deliveries. Otherwise mostly road trucks. 
 

Haug Offshore It is our customers who decide what kind of transport we use. 
 

ABT France Road transportation 
 

Table 20. The Forankra groups answers to question one. The questionnaire is found in Appendix B.   

 

 

 

Diagram 1. The Forankra groups answers to question two. The questionnaire is found in Appendix B.   
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 2. If “yes”, do you have any environmental demands towards the 
transport service company, such as eco-driving or CO2-emissions/km?  
 Each answer represents an answer from one company. 

Presently not 
 
ISO 14000 certified  
 
The main company we are using Toll post Globe has an environmental account. They are 
certified via ISO14001. Our company has no environmental demands towards Toll post 
Globe today.  
 
No we haven't  
 
No demand, but we look at the CO2 emissions/km as an argument. 
 

Table 21. The Forankra groups answers to question two. The questionnaire is found in Appendix B.   

 

 

 
Diagram 2. The Forankra groups answers to question three. The questionnaire is found in Appendix B.   

 

3. If “yes”, how is this done? Each answer represents  
an answer from one company. 

The system is not described as such. However, we do try to consolidate all possible deliveries, 
hence reduce cost and CO2 emission. 
 
We use a program called Road show and the employee’s knowledge and experience to plan 
our transports to the customers. 
 

Table 22. The Forankra groups answers to question three. The questionnaire is found in Appendix B.   
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4. In general, do you let the customer decide when they want 
their products delivered or do you try to manage your customers 
in purpose to minimize the amount of transports? 

Certex 
Denmark 

We arrange more 90% of the transport 
 

Certex UK Try to manage the number of deliveries by consolidating a number of 
items delivered to a site rather than despatching items individually 
 

Ro-Ro Yes 
 

Certex 
Germany 

Normally customer decide, but if possible we combine deliveries if there 
more than one in a week we try to combine 
 

Erling Haug In many cases will the customer decide when they want the products 
delivered. We have the possibility to calculate when they will receive the 
goods, and can minimize the transport by sending on certain days. 
 

Forankra ABT  We have weekly shipments to our biggest clients avoiding extra transport 
 

Peter Harbo 
A/S 

Many of our customers are quite demanding and time is often the 
essence. Having said that, we do always try to consolidate all deliveries 
(see above). Of course, the agreed delivery terms will also have an 
influence on the efforts in reducing costs in general. 
 

Haug Offshore It is our customer that decide when they want their products 
 

ABT France We try to minimize in aggregating as much as possible the shipment to 
regular customers. 
 

Table 23. The Forankra groups answers to question four. The questionnaire is found in Appendix B.   

 
 

 5. If applicable, do you coordinate purchasing activities within 
your company in a way that keeps the number of inbound 
deliveries as low as possible?  

Certex 
Denmark 

Yes 
 

Certex UK Yes, we calculate purchase orders from overseas suppliers to ensure we 
have a full container load 
 

Ro-Ro Yes 
 

Certex 
Germany 

With several suppliers we have an agreement to get one delivery per 
week 
 

Erling Haug We coordinate the purchase to have as few suppliers as possible, and 
this will reduce the number of deliveries. 
 

Forankra ABT Not possible 
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Peter Harbo 
A/S 

Yes, we do have focus on deliveries, both regarding quantities, sizes and 
frequency. We have split our suppliers on specific purchasers and 
thereby ensuring minimum number of purchases and transport. 
 

ABT France Yes, as much as possible. 
 

Table 24. The Forankra groups answers to question five. The questionnaire is found in Appendix B.   

 

 

 

 

Diagram 3. The Forankra groups answers to question six. The questionnaire is found in Appendix B.   

 

6. If “yes”, what kind of demands? Each answer represents an answer 
from one company.  

If we buy carton boxes they have to show a RESY mark 
 
Use no poison colours 
 
Raw material: do they have a recycling process?  
Finishing treatment: are they in connection with recycling process of water used? 
Manufacturing process: does the supplier check the environmental influence? 

Table 25. The Forankra groups answers to question six. The questionnaire is found in Appendix B.   
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Diagram 4. The Forankra groups answers to question seven. The questionnaire is found in Appendix B.   

 

7. If “yes”, in what way? Each answer represents an answer from one 
company. 

Some of the larger companies do have quite strict demands on how we as a supplier should 
react towards environment. However, this specific issue do often come into conflict with 
their price pressure. 
 
Use no poisoned products. Basic one: careful with light, heating systems 
 

Table 26. The Forankra groups answers to question seven. The questionnaire is found in Appendix B.   

 

 
 

 
Diagram 5. The Forankra groups answers to question eight. The questionnaire is found in Appendix B.   
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Diagram 6. The Forankra groups answers to question nine. The questionnaire is found in Appendix B.   

 

 

Answers related to energy consumptions 

 

 

Diagram 7. The Forankra groups answers to question ten. The questionnaire is found in Appendix B.   

 

10. If “yes”, could you specify how this is done? Each answer represents 
an answer from one company. 

We have  ground source heat  
 
Close windows winter open windows summer 
 
We are ISO 140001 certified 
 
Basic one: careful with lights and computers 
 

Table 27. The Forankra groups answers to question ten. The questionnaire is found in Appendix B.   
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Diagram 8. The Forankra groups answers to question eleven. The questionnaire is found in Appendix B.   

 

 

11. If “yes”, could you specify how this is done? Each answer represents 
an answer from one company. 

We have a target of saving 2% on energy in 2010 compared with the consumption in 2009. 
 
We use ground source heat  
 
Close doors in warehouse 
 
We are changing the warehouse shift working hours, without effecting productivity or 
flexibility, to reduce the number of hours the warehouse needs to be heated and lit 
 
We are ISO 140001 certified 
 
We do have an energy saving strategy within our workshop/warehouse. The strategy is that 
energy turns off automatically when the gates open and the energy turns on five, ten 
minutes after the gates are closed. This is to utilize the residual heat in the room. 
 

Table 28. The Forankra groups answers to question eleven. The questionnaire is found in Appendix B.   
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Answers related to energy efficient solutions and products 

 

 12. Do you have any ideas that would facilitate energy savings 
within the office level, at the production or at the warehouse? 

Certex 
Denmark 

We have invested in energy saving over the last 5 years and find more 
savings difficult. 
 

Certex UK Reduce ambient temperature by one degree Celsius 
 

Ro-Ro No 
Certex 
Germany 

No we haven't, we checked last year the heating system and found out 
that our gas radiators are still the best solution. Last year we installed 
some new windows and an automatic gateway in our production to save 
energy. Because of a rented building our possibilities are limited. 
 

Erling Haug Alternative energy from earth or sea. We have replaced some technical 
equipment to reduce energy cost. All replaced equipment will use less 
energy. 
 

Forankra ABT We have done all and cannot make more 
 

Peter Harbo 
A/S 

Yes, installation of heat control devices, installation of automatic light 
controls devices, automatic water flow at zincs and showers. 
 

ABT France Nothing significant 
 

Table 29. The Forankra groups answers to question twelve. The questionnaire is found in Appendix B.   

 

 

 13. How would you be able to change your products to become 
more environmental friendly e.g. use of another material or other 
methods within the production? 

Certex 
Denmark 

Difficult as we produce very few of our products 
 

Certex UK Use less packaging 
 

Ro-Ro Look for new materials that have same strength 
 

Certex 
Germany 

Our products are mainly made of steel, all other materials are defined by 
an European standards 
 

Erling Haug No specific idea at present. 
 

Forankra ABT Our products are environment friendly and can be recycled 
 

Peter Harbo 
A/S 

We do not have any production as such. 
 

ABT France We look more and more to the raw material, the treatment, and the 
process used in our product.  

Table 30. The Forankra groups answers to question thirteen. The questionnaire is found in Appendix B.   
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Answers related to recycling 

 

 

 

Diagram 9. The Forankra groups answers to question fourteen. The questionnaire is found in Appendix B.   
 

 
14. If “yes”, in what way do you do this - at the office level, within the 
production or/and at the warehouse? Each answer represents an answer 
from one company. 

All waste is registered and split-up for disposal and/or re-cycling. 
 
We recycle paper, wood, computers and steel by sorting the garbage at our local premises. 
 
Our steel scrap is in a recycling system, incoming carton boxes are used for dispatch again if 
possible. 
 
Recycling steel, paper and polyester 
 
Office level, all non-confidential paper is recycled. Plastic bottles and tin cans are recycled 
warehouse, wooden reels are recycled and we purchase used pallets 
 
ISO 14001 
 
Our company have separate containers for metal, wire, wood, plastic, oil, electrical materials 
and hazardous waste. 

Table 31. The Forankra groups answers to question fourteen. The questionnaire is found in Appendix B.   
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 15. Do you see any additional recycling opportunities?  
Certex 
Denmark 

No 
 

Certex UK No 
 

Ro-Ro No 
 

Certex 
Germany 

No 
 

Erling Haug Not for the moment 
 

Forankra ABT Yes, we recycle all our products 
 

Peter Harbo 
A/S 

No 
 

ABT France We try to sell more and more recycling services to our customers. 
 

Table 32. The Forankra groups answers to question fifteen. The questionnaire is found in Appendix B.   

 

 
 

 
Diagram 10. The Forankra groups answers to question sixteen. The questionnaire is found in Appendix B.   

 

 

16. If “yes”, how is this done? Each answer represents an answer from 
one company. 

We have an agreement today with our biggest customers, that we re-use or re-cycle products 
which we receive for service and inspection. 
We have a deal with our customers regarding pyrotechnical products. It's returned back to 
us, and we send it to destruction. 
 
Send the used materials to us 
 

Table 33. The Forankra groups answers to question sixteen. The questionnaire is found in Appendix B.   
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Diagram 11. The Forankra groups answers to question seventeen. The questionnaire is found in Appendix B.   

 

 

 

Answers related to the term sustainability 

 

 

 
Diagram 12. The Forankra groups answers to question eighteen. The questionnaire is found in Appendix B.   
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 19. If you believe that the company runs a sustainable business, 
how has this been achieved? If not, why do you think this is the 
case?  

Certex 
Denmark 

ISO 14001 (and also 18001) 
 

Certex UK We are a low user of energy and do not have an opportunity to greatly 
reduce our use of energy 
 

Certex 
Germany 

We try to act in a responsible way; we follow all applicable rules and laws 
when it comes to waste handling. But we could try to have more impact 
on our transports. 
 

Erling Haug During the last years we have had focus on reducing pollution to outer 
environment. Our transport company are certified acc. to ISO14001. 
 

ABT France It is a long process to get this subject as a serious one in the mind of our 
staff as well as for our customers. 

Table 34. The Forankra groups answers to question nigh-teen. The questionnaire is found in Appendix B.   

 
 

 
Diagram 13. The Forankra groups answers to question twenty. The questionnaire is found in Appendix B.   

 

20. If “yes”, why do you think this is the case? Each answer represents 
an answer from one company. 

We aim to increase efficiency and productivity as an ongoing process. 
 
Recycling could be a good help for keeping customers by us, in offering more than our 
competitors. 
 

Table 35. The Forankra groups answers to question twenty. The questionnaire is found in Appendix B.   
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Diagram 14. The Forankra groups answers to question twenty-one. The questionnaire is found in Appendix B.   

 

4.5 The benchmark – Servera’s CSR activities  
The chosen company for the benchmark is Servera. An introduction of Servera is found in 

section 1.2 and an explanation regarding why Servera was selected is presented in section 2.5.  

Servera gives information on their website regarding a number of different projects on how 

they try to create a sustainable business. By doing so, the company shows that they act in a 

responsible way and this is also shown by their environmental and quality certification. In 2008 

Servera introduced a code of conduct aiming at safeguarding human rights, reduce 

environmental impact, identify the major industry problems and make demands on producers, 

suppliers and subcontractors. The company describes on their website that (Servera):   

Acting responsibly is a matter of course for us. We care about our employees, our customers 

and suppliers, environment and society - locally and globally. Our actions are based on many 

aspects. It is about economic balance and legality - it's about social engagement as 

participation, gender and environmental issues. 

 

An example of Servera’s sustainable development is 

their challenge for the R & S suppliers in Sweden; a 

challenge in smart environmental thinking. The 

company that best meets the challenge 2010-2011 win 

100 000 Euro!  

Servera organize in collaboration with Good point (see 

explanation of Good point in section 3.7.2) a workshop 

to clarify the definitions and concepts related to CSR 

and discuss approaches to social responsibility. The 

workshop will be held during the autumn in 2010 and 

the topics that will be discussed during the workshop 

are; 
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 Driving forces, business value and values in social and environmental responsibility 

in the supply chain. 

 What areas are included in a code of conduct and what do they mean? 

 How to integrate a code of conduct at work in our own production and in the 

suppliers? 

 Servera’s code of conduct and processes around social responsibility. 

 What is required of you as a supplier? 

Servera’s new climate-friendly warehouse in Halmstad is part of the efforts to lower the 

company’s environmental impacts by half. Read more about the Serveras new warehouse in 

Halmstad in section 4.6.3. Servera sees this goal as - a long term but realistic goal 

(www.servera.se). The environmentally friendly new solutions within the new warehouse in 

Halmstad also help to reduce Servera’s costs. This means that the company can continue to 

keep down their prices and by that be competitive on the market.  

Servera’s answers to the questionnaire that was sent to them are presented in Table 36. The 

questionnaire is found in Appendix B. 

Questions: Servera’s answers:  

1. What kind of transport do you use when 
delivering your products to the customer? 
 

Lorry 

2. Do you buy transport services from a third 
party?  
 
If “yes”, do you have any environmental demands 
towards the transport service company, such as 
eco-driving or CO2-emissions/km? 
 

Yes 
 
 
Yes we do, the same demands as the 
Swedish organisation 
Miljöstyrningsrådet has for 
distribution of gods. 
 

3. Do you have a system that helps you streamline 
your transport to customers? 
 
If “yes”, how is this done? 

Yes 
 
 
We use a program called Road show 
and the employee’s knowledge and 
experience to plan our transports to 
the customers. 
 

4. In general, do you let the customer decide when 
they want their products delivered or do you try to 
manage your customers in purpose to minimize the 
amount of transports? 
 

The customer can declare a wish and 
if it fits in the transport program it´s 
ok. Otherwise we tell the customer 
what day and time that is possible. 

5. If applicable, do you coordinate purchasing 
activities within your company in a way that keeps 
the number of inbound deliveries as low as 
possible? 
 

Yes, partly we do that. 
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6. Does the purchasing department have any 
environmental demands on the companies that 
deliver products to you? 
 

No 
 
 
 

7.  Does your clients demand you to act in an 
environmental friendly way? 
 
If “yes”, in what way? 
 

Yes 
 
 
Mostly transports. 

8. To what extent do the employees at your 
company drive green cars for official use? 
 

Few of the employees drive green 
cars 

9. Do you train your employees in eco-driving? 
 

No 

10. Do you have a strategy/program for energy 
saving at the office?  
 

No 

11. Do you have an energy saving 
strategy/program within production/ warehouse? 
 
If “yes”, could you specify how this is done? 

Yes 
 
 
 
We have already done energy 
analysis and energy cuttings because 
of that. Also we have a brand new 
warehouse in Halmstad that is very 
energy effective. So now it`s more on 
an "everyday savings" basis. 
 

12. Do you have any ideas that would facilitate 
energy savings within the office level, at the 
production or at the warehouse? 
 

We have done most of it already. 

13. How would you be able to change your 
products to become more environmental friendly 
e.g. use of another material or other methods 
within the production? 
 

No production of products at Servera. 

14. Does your company focus on recycling? 
 
If “yes”, in what way do you do this - at the office 
level, within the production or/and at the 
warehouse? 
 

Yes 
 
At the office and at the warehouse: 
We have separation at source and 
professional entrepreneurs that take 
care of the waste. 
 

15. Do you see any additional recycling 
opportunities?  
 

Not all of our waste entrepreneurs 
have the option of taking care of food 
waste, so we are waiting for that. 
 

16. Do you offer your customers to hand in used 
products to you with the intention to re-use or 
recycle them? 
 

No 
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17. Are you aware of any other companies/ 
activities that might be interested in re-using your 
products? 
 

No 

18. Please mark to what extent you believe 
sustainable business has been created within your 
company? 
 

50% 

19. If you believe that the company runs a 
sustainable business, how has this been achieved? 
If not, why do you think this is the case? 
 

- 

20. Do you think that your company could be more 
profitable if you focused on creating a sustainable 
business? 
 

Yes 

21. Do you think there are any negative aspects 
when focusing on creating a sustainable business? 
 

No 

Table 36. Servera’s answers to the survey that was sent to them. The questionnaire is found in Appendix B. 

4.6 Some successful CSR projects – which may put CSR on the agenda 

4.6.1 Why study different CSR projects? 

This chapter highlights ongoing projects both within Axel Jonson AB but also projects besides 

the ones within Axel Johnson AB. The selected projects are mainly chosen based on the project 

itself. In other words, it is not the specific company that has been interesting but the project 

itself. The projects that are chosen are both highlighting choose of material within the 

production, how to act to be able to reduce the energy consumption and how to find new 

business alternatives for products that customer no longer want to use.  Most of the projects 

have one thing in common – and that is the competitive advantages that the specific projects 

contribute to.  

To draw attention to these projects may inspire companies within the Forankra group to focus 

on CSR. The different projects will hopefully inspire the group to focus on a sustainable 

development but also make them realise the positive side effects that the concept may have 

on the group.  

4.6.2 Dyneema - product development project  

Certex in Norway have been studying the new technical fibre called Dyneema from a Dutch 

manufacture (Dyneema). 

The Dyneema fibre twenty years ago and it has been in production since 1990. The fibre is 

manufactured by means of a gel-spinning process that combines extreme strength with 

softness.  A lifting sling made with Dyneema is less than half the weight, and only about 

seventy-five percent of the diameters, of an equivalent polyester sling. This means that the 

same cranes can now lift heavier net loads. The material goods that make this fibre so special 

are (Dyneema); 
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 High strength/low weight – Dyneema is fifteen times stronger than steel 

 Low specific gravity - Dyneema floats on water and is ideal for lightweight 

solutions. 

 High durability - Dyneema fibre has high durability and this is due to its inherent 

strength, and its resistance to a larger number of damaging chemical agents. 

 Moisture resistant – Dyneema fibre resists water absorption, providing an extra 

level of protection and durability. 

These types of developments are important to look into, since it can be useful for one’s own 

industry but it can also be a future competitor on the market. However, the Dyneema fibre is 

very expensive and is therefore still not a threat for the steel cables that are used today.  

4.6.3 Reduce the energy consumption with fifty percent  

Servera has built a completely new warehouse in Halmstad. This warehouse was built with the 

intention to be as environmental friendly as possible. After eight month in operation it is found 

that their energy consumption per square metre has been reduced by fifty percent, compared 

to the old warehouse. Servera’s points out that this had probably not been possible in the old 

premises. To be able to do a radical change regarding the energy consumption you probably 

need to build a new premise.  

To examine how much energy consumptions that can be reduced in existing premises you 

ought to do an energy analysis. Servera has done a number of different energy analyses at 

their existing warehouses and these analyses have shown that much can be done even within 

existing premises. The result from Servera’s analyses is saying that it is possible to reduce the 

energy consumption with twenty to thirty percent.  

4.6.4 H&M - focus on creating a more sustainable cotton cultivation  

The clothing company Hennes and Mauriz’s (H&M) points out in there sustainability report in 

2009 (Figure 11) that they will continue to focus on the challenges that are connected to the 

cotton production. They have therefore initiated an active and long-term work on 

improvements and this has been addressed in several ways but the two main areas are how 

H&M can contribute to more sustainable cotton cultivation, and also to find a method that can 

operate at a large scale when it comes to track cotton's origin. The company has been able to 

show a positive progress within these areas (H&M).  

  

 

 

 

Figure 11. H&M’s sustainability report in 2009. 

The target that H&M’s has set up is that all cotton which they use in their production will have 

its origin from a sustainable source by 2020. H&M is one of the first companies to support the 

organisation; Better Cotton Initiative BCI, for example by investing in training farmers in 

Pakistan, India, Brazil and West Africa. 
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The BCI exists in order to respond to the current impacts of cotton production worldwide. BCI 

aims to promote measurable improvements in the key environmental and social impacts of 

cotton cultivation worldwide to make it more economically, environmentally, and socially 

sustainable (The Better Cotton Initiative). The very first cotton to meet the Better Cotton 

criteria has just been harvested and will be available in H&M’s stores spring 2011 (H&M).  

4.6.5 The Boomerang Effect  

Boomerang is for many a well known brand that sells cloth to both women and mean. The 

company have initiated a campaign that has the intention to help the company to act in a 

responsible way and at the same time make the company more profitable. The Boomerang 

Effect means that the customers may hand in their old Boomerang garments in the shop when 

you no longer use them. If the customers handle in their old clothes they get a ten percent 

discount when shopping a new item of clothing (Boomerang).  

Some of the old clothes will be marked with the Swedish Society for Nature Conservation Good 

Environmental Choice and give a second chance as Boomerang Vintage in some selected shops. 

But the clothes which cannot be sold will be recycled in other forms. Boomerang chose to 

market this campaign as (Boomerang); 

When you come in to have a look at what is new this autumn, bring the jacket or the  

favourite shirt that has become worn. To show our gratitude, we will give you a 10%  

discount when you buy something new and at the same time you are contributing  

to a more durable and better world. 

4.6.6 KPA Pension 

The pensions company KPA Pension have put CSR on the agenda. KPA Pension assumes social 

responsibility is a necessary component to be able to form sustainability in the future. KPA 

Pension is members of Global Compact, and the company has decided to support the ten UN 

principles about human rights, working conditions and a better environment (KPA Pension). 

KPA Pension is unique in the way that they are the only pensions company offering only ethical 

investments. Pension funds are placed according to definite investment criteria in which 

human rights and the environment are two important considerations. This means that KPA 

Pension invests capital in companies whose activities make a positive contribution to social 

development and avoid investments in companies whose operations, products and services 

are plainly detrimental to people and the environment (KPA Pension).  

KPA Pension points out that the environment work is important and they control their own 

environmental impacts and has an action plan for continuous improvement within the 

environmental area. Furthermore, the company has participated in a tree-planting project in 

Africa, with the purpose of reducing the quantity of carbon dioxide in the atmosphere (KPA 

Pension).  

The company put a great amount of effort to advertise their CSR activities and by that, present 

to their customers on how they act with the intention to create a sustainable future. KPA 

Pension is therefore a good example on how the CSR activities can make a company unique 

and by that be more competitive on the market.  
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4.6.7 CSR Sweden 

CSR Sweden is a leading business network that focuses on companies’ environmental 

responsibility. The network helps the companies to inspire them and share best practices 

within the CSR field (CSR Sweden).  

CSR Sweden is a national partner to the CSR Europe and this is a network of companies and 

organisations working together to integrate corporate social responsibility into business 

strategy and practice. CSR Europe's corporate membership brings together around 70 

multinational companies across sectors and regions, some of the members are presented in 

Figure 12, (CSR Sweden).  

 

 
The members within the European business network for CSR 

 

  

 

 

 

 

 

      
 

Figure 12.The figure shows some of CSR Sweden’s members (CSR Sweden). 
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The network CSR Europe works with the themes and issues that it set out in its European 

Roadmap for CSR, and these are found in Table 37.  

 

Innovation and Entrepreneurship  
 
Skills and Competence Building  
 
Equal Opportunities and Diversity  
 
Health and Safety  
 
Environmental Protection  
 
Mainstreaming CSR  
 
Stakeholder Engagement  
 
Leadership and Governance  
 
Communications and Reporting  
 
Business Partnerships  
 

Table 37. Themes and issues that the CSR Europe  

works with (CSR Europe) 

CSR Europe has started Enterprise 2020. The initiative is supported 

by CSR Europe's network of corporate members and national 

partners in 23 countries, the European Commission, the Belgian EU 

Presidency and a growing number of governments in Europe. The 

aim of the Enterprise 2020 is to; 

 Support companies in building sustainable 

competitiveness by providing a platform for innovation and exchange 

 

 Foster close cooperation between companies and their stakeholders by exploring 

new ways of working together to create a sustainable future 

 

 Strengthen Europe's global leadership on CSR by engaging with EU institutions 

and a wider range of international players 

Enterprise 2020 activities reflect the convergence of global trends with the efforts of business 

to provide solutions to emerging societal needs.  
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Chapter 5 

Analysing the empirical study 
This chapter analyses the mapping that is presented in chapter four. The analysis points out 

what is done related to the CSR concept and what may be improved when it comes to creating 

a sustainable business. The strategy presented in chapter six is based on the analysis in this 

chapter. 

 

 

 

5.1 Analysing Axel Johnson AB’s corporate social policy  
When analysing Axel Johnson AB’s corporate social policy it is found that the policy is aiming at 

making the whole organisation sustainable. The goals, presented in Table 19, include both 

targets and strict directions aimed at all companies within the group. The companies are 

therefore well informed regarding what Axel Johnson AB is asking from them – they should all 

focus on creating a sustainable business.  

However, the group is facing a paradigm shift. According to Rowledge, Barton and Brady 

(1999) the paradigm shift that is related to the CSR activities is looking at industrial 

environmental activities as an opportunity for cost reduction and product innovation. This is of 

course challenging. However, my opinion is that if the group reaches the common goals they 

will most likely be able to create a sustainable business!  

5.2 Analysing Certex Sweden 

5.2.1 Certex is better than they think! 

When analysing Certex’s work within the CSR field it is shown that they are better than they 

think. Some of their activities can be seen as environmental friendly though Certex themselves 

only see it as pure service. One reason for this may be because the company don’t have 

practices that capture their CSR activities. 

Certex hire transport service to deliver their products instead of having their own trucks. There 

are probably a number of different explanations for why they do not have their own trucks, 

but you may see it as an environmental friendly strategy. If you are a small company it is a 

good idea to corporate with a larger company since you can have a larger impact if you work 

together.  

Certex mainly use three different companies to deliver their products to the customers and 

these are; DHL, Posten and Schenker. When asking Certex if they have specific demands on 
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how these companies transport their gods, the answerer was no. However, when studying the 

three transport service companies it is found that all of them are in one way or another 

working with the CSR concept. The conclusion form studying the three different transport 

companies is that the company Schenker seems to be the one that works most active with 

cutting their CO2 emissions.   

Schenker in Sweden has given specific target on how to cut their CO2 emissions in overland 

traffic in half by year 2020 compared to 2006 (Schenker). To be able to achieve this goal, 

Schenker has put ecological measurements in place, such as energy conserving driving style, 

the use of new vehicles, and intelligent city logistics with optimally loaded trucks (Schenker). 

If Certex decides to only hire Schenker to transport their gods, Certex will hopefully be able to 

achieve the same goals as Schenker has.  This means that Certex CO2 emissions, linked to their 

transports of gods, will hopefully also be cut in half by year 2020.  

Another example of how Certex Sweden acts in an environmental friendly way without 

realizing it is their service activities. Even if the company don’t offer the customer to recycle or 

reuse products that no longer meets the strength requirements, they do offer their customers 

good service regarding these aspects. On Certex’s website they explain that the company 

offers a great amount of service and inspections (Certex); 

Certex provides a complete solution for lifting products from product supply,  

repair and maintenance, inspection and test, training, certification  

management through to complete management systems. 

This type of service can also be seen as an environmental friendly effort. To offer the 

customers to inspect their products before they assume that the products have to be thrown 

away should be seen as an environmental friendly approach.   

5.2.2 How can Certex improve their sustainable development?  

Certex needs to create long-term and short-term goals that have the intention to make the 

business more environmental friendly. These goals should be seen as strategies in purpose to 

become more efficient, more economical and more competitive on the market. This is what 

the CSR concept is all about- making the company more efficient and at the same time act in 

an environmental friendly way.  

However, to be able to change the organisation it is according to Beer and Nohria (2000) 

important to make the organisation see why the changes are needed. This may be done by 

using TPS’s six key routines (see 3.6.4), since these routines have the intention to create value 

for the company (Lundell, 2007).  

The company admits that they can be better at recycling, yet they do focus on improving their 

recycling opportunities. To recycle should be seen as a side benefit from the core business. The 

company should study the holistic model (see 3.4.5) which may make them realise that 

recycling can lead to co-operative advantage (Hutchinson & Hutchinson, 1997). The question 

that is asked is why Certex don’t focus on improving their recycling activities, even if they are 

aware of their shortcomings.  Well, it is often found that when a company is going well, having 

satisfied customers and not too much competitiveness the company do not focus on being 
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even more efficient. This could be an explanation to why Certex don’t make the effort to 

improve their recycling activities.  

The problem regarding Certex’s energy consumption at the office level could be solved by 

redesigning the office. According to Stasinopoulos, Smith, Hargoves and Desha (2009) it is 

important to find a system that can integrate the whole business to be able to act in an 

environmental friendly way. Today, most of the employees work in separate offices. By 

changing to an open plan office Certex would probably be able to keep down the heating costs, 

since it may be is easier and cheaper to heat up an open area instead of a number of different 

small offices.  

5.3 Analysing the Forankra group’s sustainable development   
The directions from Axel Johnson AB are very clear – all companies within the group should 

focus on sustainability. Axel Johnson AB’s goals for the group are aiming at creating 

sustainability within the group. Yet, sixty-seven percent of the Forankra group don’t think that 

the company can be more profitable by focusing on creating a sustainable business.  This is 

alarming!  

When analysing the Forankra group it is shown that the group in general don’t have strategies 

that will lead to sustainability. Why the group don’t act as environmental friendly as possible 

may be because they do not see the favour in these sorts of actions. According to Sjöström 

(2010) developing curve (see 3.6.5) the Forankra group would probably be in the first step - 

where existing actors are trying to convince others to embrace the new standard.  Sjöström 

(2010) points out that this is a demanding task since it often is hard to convince a person to 

leave the old standard and try something new that yet not is an established norm.  

It should be pointed out that the group often acts environmental friendly without knowing it. 

Certex Sweden is a good example on how a company within the group often acts in an 

environmental friendly way without knowing it. The reason for this is probably that some of 

the routines have been part of the company for many years but are not until nowadays seen as 

CSR activities. 

It is also shown that almost none of the companies try to manage their customers with the 

intention to minimize the amount of transports. The main reason for this is that they let the 

customers decide when they want their products. It is however a matter of breaking old 

patterns. One way of manage the customers is to let them decide whether they are willing to 

act in an environmental friendly way, or not.  

When analysing Epstein’s (2008) strategy for corporate sustainability (see 3.7.1) it is found that 

the Forankra group is probably at the first step - where the company focus more on meeting 

regularly standards rather than on developing innovative strategies to increase 

competitiveness and reduce their sustainable impacts. At this final stage within Epstein’s 

(2008) strategy for creating a sustainable business the organization has now fully integrated 

social and environmental components into their corporate life. Corporate sustainability 

strategies are used to set corporate policies and integrate sustainability impacts in managerial 

decisions at all levels within the organization (Epstein, 2008). The Forankra group needs to 
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reach the final stage within the Epstein’s strategy to be able to create a successful sustainable 

business.  

The answers to each question within the questionnaire that was sent to the Forankra group 

are analysed in Table 38.  

Questions: The Forankra groups answers:  
1. What kind of transport do you use when 
delivering your products to the customer? 
 

The companies use mostly road 
transport, but sea- and air transports 
are also used.  
 

2. Do you buy transport services from a third 
party?  
 

89% of the companies within the 
group buy transport services from a 
third party. 
 

3. Do you have a system that helps you streamline 
your transport to customers? 
 
 

78% do not have a system that helps 
the companies to streamline their 
transport to customer. 
 

4. In general, do you let the customer decide when 
they want their products delivered or do you try to 
manage your customers in purpose to minimize 
the amount of transports? 
 

The general picture is that it is the 
customers that decide when they 
want their products! 

5. If applicable, do you coordinate purchasing 
activities within your company in a way that keeps 
the number of inbound deliveries as low as 
possible? 
 

Most of the companies explain that 
they coordinate the purchasing 
activities.  

6. Does the purchasing department have any 
environmental demands on the companies that 
deliver products to you? 
 

67% of the companies do not have 
any environmental demands from the 
purchasing department that deliver 
products to them.  
 

7. Does your clients demand you to act in an 
environmental friendly way? 
 

78% of the companies answered no 
on this question.  
 

8. To what extent do the employees at your 
company drive green cars for official use? 
 

44% of the companies answered that 
none of the employees drive green 
cars and 56% answered that few of 
the employees drive green cars.   
 

9. Do you train your employees in eco-driving? 
 

None of the companies train their 
employees in eco-driving. 
 

10. Do you have a strategy/program for energy 
saving at the office?  
 

44% of the companies do have a 
strategy for energy savings at the 
office level. 
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11. Do you have an energy saving 
strategy/program within production/ warehouse? 
 
 

67% of the companies have an 
energy saving strategy/program 
within production/warehouse.  

12. Do you have any ideas that would facilitate 
energy savings within the office level, at the 
production or at the warehouse? 
 

Most of the companies have some 
ideas on how they could facilitate 
energy savings.  

13. How would you be able to change your 
products to become more environmental friendly 
e.g. use of another material or other methods 
within the production? 
 

Most of the companies have some 
ideas on how to change their 
products to become more 
environmental friendly.  

14. Does your company focus on recycling? 
 
 

All of the companies answered that 
they focus on recycling. 

15. Do you see any additional recycling 
opportunities?  
 

56% answered no on this question. 

16. Do you offer your customers to hand in used 
products to you with the intention to re-use or 
recycle them? 
 

67% answered no on this question 

17. Are you aware of any other companies/ 
activities that might be interested in re-using your 
products? 
 

None of the companies within the 
group know any other 
company/activity that might be 
interested in re-using their products.  
 

18. Please mark to what extent you believe 
sustainable business has been created within your 
company? 
 

Most of the companies think that 
they have been able to create a 
sustainable business to an extent of 
25%. None of the companies think 
they are a sustainable business to 
100%.   
 

19. If you believe that the company runs a 
sustainable business, how has this been achieved? 
If not, why do you think this is the case? 
 

The companies explain that they have 
been focusing on recycling 
opportunities and that they are trying 
to act in a responsible way. ABT 
France explains that it is a long 
process to get the subject as a serious 
one within the different business 
areas.  
 

20. Do you think that your company could be more 
profitable if you focused on creating a sustainable 
business? 
 

Only 33% believes that the company 
can be more profitable if it focused 
on creating a sustainable business.  

21. Do you think there are any negative aspects 
when focusing on creating a sustainable business? 
 

None of the companies think that 
there are any negative aspects of 
creating a sustainable business.  

Table 38. Analysing the Forankra group’s answers to the questionnaire which is found in Appendix B. 
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It is important to highlight the last two questions in the survey. The conclusion is that the 

companies do not see any negative aspects regarding a sustainable business but yet they 

cannot see how they can be more profitable by focusing on the concept - this may be the 

reason for why the group not is motivated to work towards sustainability. This indicates, ones 

again, that the group is at the first step in the developing curve (see 3.6.6), where it is hard to 

convince the group to leave the old standards (Sjöström, 2010). To reach the next step the 

group may show different financial performances (see 3.7.3), since these can motivate the 

companies to leave their old standards and try something new (Epstein, 2008).  

5.4 Analysing the benchmark – the company Servera  
When studying Servera it is found that they put a great amount of effort into informing their 

customers on how they work with the CSR concept. Servera’s project on challenging their 

suppliers on how to act most environmental friendly is showing that they have realized that 

they need to involve all parties to be able to create a sustainable business. This indicates that 

Servera probably has reached the third step within the developing curve (see 3.6.6) since they 

have reached the tipping point which means that new actors are willing to try the new 

standard – aiming at creating a sustainable business.  

When analysing Servera’s answers from the questionnaire it can be concluded that they don’t 

think that a sustainable business can harm the company. Their view on sustainability may have 

affected the company and pushed it in a direction to become more sustainable. On the 

question regarding to what extent they believe they have been able to create a sustainable 

business the answer was fifty percent – this should be seen as a good level compared to the 

Forankra group. Servera believe in, opposite of most of the companies within the Forankra 

group, that they can be more profitable by focusing on creating a sustainable business. Maybe 

it is their positive attitude towards the CSR field that has pushed them to focus on their 

sustainable development.  

Servera’s new warehouse in Halmstad shows how effective it is to use the new the technique 

available on the market.  This project shows that even if it is expensive to rebuild a new 

warehouse it should be seen as a long-term project that in the end led to significant 

profitability for the company.  This follows Bleischwitzs and Hennickes (2004) view on the eco-

efficiency revolution, which is a strategy to form a sustainable development, (see 3.1.2). 
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Chapter 6 

A Strategy –with the intention to create a 

sustainable business 
The strategy presented in this chapter has the intention to facilitate the Forankra group’s 

sustainable development. The strategy that is developed can be divided into four different 

parts; a five step plan, a checklist, manage the customer to a greater extent and improve the 

communication- both externally and internally.  

 

 

 

6.1 Introduction to the developed strategy 
The strategy that is developed should be seen as guiding principles on how the companies 

within the Forankra group should act. Each company should use these principles when setting 

up company specific targets to be able to achieve the common goals. The companies should 

follow a five step plan and use a checklist which can be useful when following up ongoing 

projects. The companies shall also manage their customers to a greater extent and improve 

their communication both externally and internally. 

The strategy developed for the Forankra group follows Axel Johnson AB’s corporate social 

policy- to make sure that the group follows the defined goals. 

6.2 A five step plan towards sustainability 
The five step plan that is developed for the Forankra group is based on the Plan-Do-Check-Act 

(PDCA) method for structuring a reorganisation. The PDCA method is according to Dennis 

(2007) a valuable tool for promoting a change in organisations and the method provides a 

valuable framework for continuous improvement (Dennis, 2007). The five step plan is also 

developed based on the Lean production philosophy, which is aiming at defining value for the 

company (Dennis, 2007). Hutchinson’s and Hutchinson’s (2010) seven key routes towards eco-

efficiency, see section 3.6.1, were also used when the five step plan was defined.  

The five step plan has been developed with the purpose to facilitate the work for the 

companies within the Forankra group when growing a sustainable business. The five step plan 

is presented in Table 39.  
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 A five step plan towards sustainability 

1. Map the current situation – e.g. use the NTM calculation method. A 
description of the NTM calculation method is found below this Table and 
in section 3.7.5.   
 

2 Analyse the current situation and create strategies for a sustainable 
development - use the checklist presented in Appendix D as a tool.  
 

3 Set up company specific targets, both on a short-term and long-term 
perspective. The targets should be clear and measurable. 
 

4 Continuously evaluate the sustainable development. Compare key 
figures over time to see if and to what extent the company has reached 
their goals.  
 

5 Report to the Forankra group and to Axel Johnson AB regarding the 
changes that have been done - this will put CSR on the agenda. 
 

Table 39. The table presents a five step plan that will facilitate the sustainable 

 development needed within the Forankra group 

The Network for Transport and Environment (NTM) can be a useful tool when a company want 

to map their current situation. The network can also be practical when a company want to 

follow up how a reorganisation has affected their environmental performances (NTM).  

In order to promote and develop the environmental work in the transport sector the NTM  acts 

for a common and accepted method for calculation of emissions, use of natural resources and 

other external effects from goods and passenger transport. The method is primarily developed 

for buyers and sellers of transport services, enabling evaluation of the environmental impact 

from their own transports.  

6.3 The checklist – a tool for developing a sustainable business    

Way a checklist?  

Different theories indicate that a checklist is a successful method when you want to do an 

organisational change (Gullerstrand & Persson, 2009). The study at Sustainable Sweden 

Southeast AB (SSSE) (2007), see chapter three, points out that to use a checklist is both trendy, 

often-used and an efficient tool.  Silvander (2007) indicates that a checklist creates structure 

within the organisation and it makes it easier to follow up ongoing projects.   

How is the checklist developed? 

The checklist that is developed for the Forankra group (Appendix D) is based on the PDCA 

method (Dennis, 2007), and Epstein’s (2008) strategy for implementing a corporate 

sustainability.  

The checklist follows already existing directions in Axel Johnson AB’s corporate sustainable 

policy, (see chapter four). The checklist that is developed for the Forankra group (Appendix D) 

should be seen as an example on how the list may be formed. How the companies chose to 

define their checklists depends on what the company is aiming at.  
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The checklist (Appendix D) is divided into five different sections; 

1. Transport 

2. Energy consumption 

3. Recycle  

4. Efficient solutions and products 

5. Follow up the work growing a sustainable business  

Each section starts with mapping some key figures, and these figures may be useful when 

followed up the sustainable development within the group. The checklist continues with 

subjects that should be studied with the intention to act as environmental friendly as possible.  

How to use the checklist? 

The idea of the checklist is to create a structure that capture the CSR activities and should be 

seen as a tool that may facilitate the development towards a sustainable business. 

If the Forankra group use a checklist, it will facilitate the reporting on the changes that have 

been done regarding the sustainable development - which will put CSR on the agenda 

(Gullerstrand & Persson, 2009). To communicate both externally and internally is also part of 

the strategy that is developed for the Forankra group, see section 6.5. 

6.4 Manage the customer – breaking a pattern  
The customer has always right – yes, that is often the case. However, it is not wrong to manage 

the customer. Yet the companies within the Forankra group often let the customers decide 

how and when they want their products. This is probably the case since the companies needs 

to make sure that they have satisfied the customers. But, the group shall try to manage the 

customer to a greater extent. It is however, important to study the different types of 

management controls with the intention to find the most effective one (Merchant & Van der 

Stede, 2007).  

The study found that the Forankra group needs to manage their customers to be able to create 

sustainability. This can be facilitated by economical means but also by providing sustainable 

alternatives. This may even lead to greater profits for the Forankra group and a more 

competitive position on the market. Sustainability is the new way of doing business – and the 

customers have to get used to that! Examples on how to manage the customers is presented 

in Table 40.  
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Examples on how to manage the customers 

Train the customers to order their products as environmental friendly as possible – e.g. 
order fewer and larger orders with the intention to minimize the number of transports. 
However, this is a complicated question since most companies want to keep down their 
stock level.    
 
Make it possible for customers that are geographically close to each other to order at 
the same time with the intention to minimize the number of transports.  
  
Create a “Green symbol” that may be given to the customers that according to the 
Forankra group’s standards act in an environmental friendly way .The symbol should 
symbolize sustainability!  
 
The symbol may be useful for the customers since they can use it to market themselves 
as a responsible and sustainable business – a win win situation!    
 

Table 40. The table shows examples on how the Forankra group may manage their  

customers with the intention to make them act more environmental friendly. 

6.5 Improve the communication – both externally and internally  
One of the advantages of acting within a group is the possibility of sharing experiences (Hatch, 

2007). Today, the companies within the Forankra group is very much acting as individual 

companies. The companies within the group act differently compared to each other but even 

so it is still important to share best practices in a structured way.  

The communication internally would probably also help to put the CSR on the agenda. If the 

companies within the Forankra group shared knowledge regarding the concept it would most 

likely have a positive affect regarding the sustainable development within the group.  

It is however, not only the communication within the group that needs to be improved – the 

communication to the customers is also lacking. The work within the CSR field should be 

communicated to the customers since this could create goodwill. The customers need to be 

prepared for upcoming regulations regarding sustainability and the Forankra group may help 

them by putting CSR on the agenda. The CSR work can strengthen the brand if it is based on 

basic values (Birgisdottir & Troberg, 2010). According to Birgisdottir and Troberg (2010) the 

marketing power is affecting today’s companies to not only sell a product but to sell 

sustainability and it is therefore important to communicate to the customers regarding ones 

CSR activities. 
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Chapter 7 

Conclusion 
The chapter presents the conclusions from the present study. A brief presentation of the 

developed strategy for the Forankra group is found in Table 41. The main conclusion is that; if 

the group is able to implement the developed strategy they will most likely be more profitable 

in the long run! 

 

 

The aim of this study has been to create a strategy for the Forankra group with the intention to 

form a sustainable business within the group. The developed strategy is found in Table 41.  

 Strategies to create a sustainable business  
within the Forankra group 

A five step plan 
 

A five step plan has been designed to facilitate the work towards 
sustainability for each company within the Forankra group. The five step 
plan is found in Table 39. 
 
The companies shall use the plan when setting up company specific 
targets to achieve the common goals within Axel Johnson AB. 
 

A checklist 
 

The Forankra group can use a checklist as a tool in their work growing a 
sustainable business. The checklist that has been developed is based on 
information in the Axel Johnson AB’s sustainable policy, see Appendix D.  
 

Manage the 
customers 
 

The Forankra group needs to manage their customers to be able to reach 
sustainability. This can be facilitated by economical means but also by 
providing sustainable alternatives. This may even lead to greater profits 
and a more competitive position on the market.  A number of examples 
on how to manage the customers are shown in Table 40.    
 

Better 
communication 

The Forankra group needs to be better at communicating - both 
internally and externally. The companies within the group act differently 
compared to each other but even so it is still important to share best 
practices in a structured way. 
 
 The work within the CSR field should also be communicated to the 
customers which could create goodwill.  

Table 41. The table shows strategies that are designed with the intention to 

 form a sustainable business within the Forankra group. 



71 
 

The strategy presented in Table 41 indicates that the CSR concept should be integrated within 

the whole business field, from CEO level to questions regarding transport issues. The strategy 

shall be seen as a guiding principle for each company and will hopefully lead to sustainability 

within the entire group. 

Within the Forankra group there exist more or less thirty different companies. Some of the 

companies are previously small family own companies that the Forankra group has bought, 

and these companies tend to act as they always have – as small family own companies. The 

Forankra group has a global customer base and this affects the group since different countries 

do business in different ways. Because of the diversities within the group it is hard to find a 

strategy that fit the whole group. However, if the group don’t act as one unit - a sustainable 

business will never be formed.  Common targets for the whole group shall be set up. Each 

company shall then set up company specific targets with the intention to find their own way to 

reach the common targets.  

The group needs to be more motivated to focus on creating sustainability and to find new 

ways of doing business. To only focus on making today’s customers satisfied is not enough – 

the group needs to think ahead. There are many innovative companies on the market that 

have one target only and that is to get rid of today’s companies by inventing new competitive 

sustainable systems. If the Forankra group don’t have an ambition to develop a sustainable 

business other companies may dive the group out of competition. Even if you are market 

leading today you may not be that tomorrow.  

The study highlights that sustainability is not just about acting as environmental friendly as 

possible – it is the new way of doing business. Today’s companies will be forced to be even 

more efficient, even more economical with the recourses and even better at inventing new 

efficient solutions. The sustainability approach that in general exists in today’s society has 

affected the society and will most likely continue to do so. It is therefore important to 

communicate with the customers and prepare them for the changes that are needed.  

When studying how Servera works with CSR the study indicates that they have understood the 

surplus value which a sustainable development may bring to the company. Servera’s CSR 

activities are integrated within the business structure and they see the CSR field as a possibility 

to be more competitive. The Forankra group has a lot to learn and should study how other 

companies within Axel Johnson AB work towards sustainability.   

The strategy in Table 41 follows Axel Johnson AB’s corporate social policy to make sure that 

the Forankra group is able to reach the defined goals. I believe that if the Forankra group is 

able to implement the developed strategy presented in Table 41 the group will be; 

 well prepared for possible future uncertainties and  

 more profitable in the long run 

It should be pointed out that the companies within the Forankra group more or less do 

business independently. In other words, by studying the group you actually study a number of 

different B2B companies. This makes the conclusions from studying the Forankra group most 

likely applicable to other B2B companies.  
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The conclusion from the study indicates that B2B companies don’t see how they can be more 

profitable by creating a sustainable business. One reason for this may be that their customers, 

in general, don’t demand them to act in an environmental friendly way, shown in Diagram 

four. However, Servera’s customers demand them to focus on the CSR concept (Table 36) and 

the study shows that Servera put a great amount of effort into trying to act as environmental 

friendly as possible. It is therefore important to educate the customers regarding sustainability 

to make them realise how this may affect them in the long run.  

Furthermore, the study indicates that the main reason for why B2B companies don’t see the 

good in creating a sustainable business is their lack of understanding. The conclusion is that to 

be able to motivate B2B companies to focus on the CSR concept they need to have a better 

knowledge regarding the concept. This study has hopefully given a better understanding 

regarding the term sustainable business and will therefore motivate other B2B companies to 

focus on sustainability!  
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I 

Chapter 8 

Discussion and suggestions for future research 
The chapter starts with an explanation regarding how the initial problem for the study was 

changed as time went by. Strong points and shortcomings of the present study are also 

discussed as well as the reliability and validity of the study. The chapter ends with a discussion 

regarding further research.   

 

 

 

8.1 The initial problem was changed during the study  
The problem that initially was developed had the intention to form key figures for the Forankra 

group. The key figures were supposed to be seen as guiding principles for the companies with 

the intention to create a sustainable business’.  Examples of such key figures were; 

 Transport costs / turnover  

 CO2 emission / km  

 Fuel consumption  

It was however, from my point of view, clear that the above key figures would probably not 

help the companies when it comes to creating a sustainable business. The companies needed 

something more besides directions regarding the key figures. I found that what the group 

rather needed were tools and strategies that would help them to implement a sustainable 

development.  

When this was found, a new strategy for the study was needed. The aim was now, not only to 

map the current situation, but to form a strategy for the Forankra group that had the intention 

to create a sustainable business. To form such a strategy you need to have a deeper 

background to how the companies work and think regarding the CSR concept (Starke & 

Mastny, 2010). In the present study, this was done by visiting the different companies and 

study how the practical work was done. From my experience, when developing a strategy, it is 

also important to get to know the culture within an organisation - and this was challenging due 

to the size of the group (Beer & Noria, 2000). 
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8.2 Strong points and shortcomings of the present study 

The empirical study 

As most studies this study have its shortcomings. A major challenge has been to really get to 

know the group in a short period of time since the group both is large and has a global 

customer base. 

The questionnaire was distributed to the selected companies (Table 2). Unfortunately, not all 

companies answered the questionnaire. A number of reminders were sent out to the ones that 

not had responded. These that in the end did not answer the questionnaire are seen as falling 

outs. However, nine out of twelve companies (seventy-five percent) did contribute to the 

survey and could then be analysed.  

The web survey 

Theories indicate that there are both positive and negative aspects by sending out a web 

survey. Dahmström (2008) points out a number of advantages and disadvantages with a web 

survey (Table 42).  

  

Advantages: Fast 
 

 It is possible to control the answers when answering the survey 
 

 Computer registration directly when sending in the survey  
 

Disadvantages: Problem with e-mail addresses  
 

 Increased loos because of technical problems  
 

 Expensive and time-consuming planning phase 
 

 Risk for personal integrity  
Table 42. Advantages and disadvantages with a web survey (Dahmström, 2008).  

Even if the theories indicate that there are some negative aspects by sending out a web survey 

this study have not noticed any problems with this method.  

The benchmark 

The benchmark involved only one company, Servera. However, the intention from the 

beginning was to study a number of different companies. But after have studied Servera many 

of the initial problems/ questions were answered and because of this it was decided that it 

was going to be enough to compare the Forankra group with one other company.  

Furthermore, it may be difficult to compare the Forankra group with companies outside Axel 

Johnson AB since these may adapt to a different policy.  Given this background, I decided to 

study the market in general with the intention to find successful CSR projects. The projects 

that were found interesting are presented in chapter four. To exemplify successful CSR 

projects was considered more effective than trying to compare the Forankra group with 
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another company besides Servera. The projects will hopefully inspire the Forankra group to 

focus on creating a sustainable business.  

The choose of limitations  

The CSR concept is wide and this was another challenge that appeared during the study. At 

first, the Forankra group asked for key figures within the four areas; transport, energy 

consumption, energy efficient solutions or products and recycling. This is why the CSR concept 

is concentrated to these four areas.  

However, when analysing the four areas it was found that these are very comprehensive and 

an idea could have been to focus on only one of these areas. But, this had probably not made 

it any easier since you then had been forced to look into more company specific solutions and 

this could be challenging due to of the size of the group. Based on the research, the conclusion 

is that it was a good decision to focus on all of the four areas since this made it possible to 

maintain a broad and general perspective, which was asked from the company.  

8.3 Reliability and validity of the study 
The reliability within the CSR research filed is relevant to discuss. The information gathering 

process is relevant to analyse since the reliability of the study raises questions of the 

correctness and the transparency of it (Thurén, 1991). This is especially important when 

studying the CSR concept since the concept has arisen from, what some would call, political 

issues (Thurén, 1991). This type of questions is often very complex but no less relevant. 

According to Thurén (1991); a study may be reliable, but at the sometime not valid, if it does 

not study the object in question or fails to capture relevant aspects of the object.  

When doing a study you do need to be aware of this complexity and be observant on how you 

deal with data. Johansson Lindfors (1993) makes clear that the problem of reliability and 

validity often are problems of translation. The empirical data need to be translated into 

empirical findings, and that is done by applying some kind of theoretical framework 

(Johansson Lindfors, 1993). In sum, what the researchers attempt to measure is not always in 

the end what they are able to measure, and this leads to another layer of translation (Thurén, 

1991). 

It may also be necessary to include some views on fact and values (Bolman & Deal, 2005). 

Thurén (1991) mention two reasons why such a discussion is important. First, if we neglect the 

problematic nature of values and do not separate them from observations, we run the risk of 

finding ourselves in pointless situations where arguments cannot be put against each other 

because of individual values. Second, Thurén (1991) argues that if we are not aware of the 

distinction between factual observations and value opinions, we risk being censured by experts 

claiming more knowledge in situations where they base their argumentations on personal 

values. 

8.4 Further research   
When comparing the different companies within the empirical study a number of questions 

occur. A relevant question that should be asked is why Servera think that a sustainable 

business can led to more profitability for the company while the Forankra group don’t think 

that is the case? Is it the customers that have affected Servera to act environmental friendly, 
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or, does it depend on how well the organisation is able to adapt to a new concept?  If this is 

the case, why has Servera’s organisation more easily adapted to the changes compared to the 

Forankra group? These problems indicate that further research within the CSR filed is needed.  

The study points out that few studies have been done on how B2B companies work with the 

CSR concept. This study highlights the problems that B2B companies face regarding the CSR 

concept but due to the aims and the limitations of the study, not all of these issues have been 

analysed. Based on this background, the conclusion should be drawn that more studies within 

this subject are needed to be able to create a complete picture of the issues regarding the CSR 

field.  

The litterateur study indicates that it exist no universal definition of the CSR concept which 

makes it difficult to grasp. To find a universal definition of the concept should therefore be 

prioritized within future research.   
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Appendix A.  A presentation of the four companies within Axel Johnson International  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 13. A summary over the four different companies within Axel Johnson International (Axel Johnson International)

AxIndustries: 

AxIndustries’ main focus 

and expertise lies in 

bearings & transmissions 

and heavy-duty vehicle 

components. The 

company caters to highly 

specialised industrial 

needs in areas such as 

polymers and hydraulics.  

Some of AxIndustries 

costumers are Copco, 

OutoKumpu, Sandvik, 

Savecon, SSAB, Translink 

and Volvo.  

 

Axflow:  

AxFlow’s customers is 

within different business 

areas such as in the 

chemical, food and 

beverage, water and waste 

water areas. The company 

has the ambition to serve 

the industry with high 

performance, cost-efficient 

and safe fluid handling 

equipment from world-

leading manufacturers. The 

company operates in more 

than 20 countries.  

AxImage: 

AxImage  is connected 

to the photographic 

sector through its 

customer brand 

Fujifilm. Some of 

AxImages customers 

are Expert Sverige, 

Karolinska Univer-sity 

Hospital, Lund’s 

University Hospital 

and MediaMarkt. 

Forankra: 

The Forankra Group has a 

global customer base and is 

the leading European 

supplier of lifting and lashing 

equipment. The Forankra 

Group offers products and 

customized solutions for 

industrial, energy and 

offshore operators. Trucks, 

trailers, cars, trains, aircraft 

and ro-ro vessels all benefit 

from Forankras loading, 

lashing and towing products 

and solutions for efficient 

material handling, securing 

and transportation of cargo. 
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Appendix B. The questionnaire 
 

 
How to create a sustainable business 
within the Forankra group 

 

 

This questionnaire has been designed to facilitate a project of the Axel 

Johnson International. The project aims to create a sustainable business 

within the group, and is focusing on four environmental areas;  

o Transportation 

o Energy 

o Energy-efficient products / solutions  

o Recycling 

The survey aims to identify how companies within the Forankra group deal 

with the current environmental areas. The purpose is to make the group more 

profitable by focus on the environmental issues.  

 

Grateful if you are able to take your time and answer the questions in this 

questionnaire. 

  

Thank you in advantage.  

 

 

Best Regards 

 

/ / Caroline Nydahl,  

Student at the Royal Institute of Technology  
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Below follows questions regarding transport in relation to 

environmental issues 

 

What sort of transport do you use to transport your products to the customer?  

 

 

 

 

 

 

 

Do you buy transport service from another company?  

Yes: 

No: 

If answered “yes”, do you have any environmental demands on the transport service company, 

such as eco-driving or CO2-emissions/km? 

 

 

 

 

 

 

Do you have a system that helps you streamline your transport to customer? 
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Do you in general let the customer decide when they want their products delivered or do you 

try to manage your customers in purpose to minimize the amount of transports? 

 

 

 

 

 

 

 

 

Do you have a system that helps you streamline your ordering of goods, with the intention to 

minimize the number of deliveries? 

 

 

 

 

 

 

 

Does the purchasing department have any environmental transport demands on the 

companies that deliver products to you?  

No: 

Yes: 

If answered “yes”, what kind of demands? 
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Do the employees at your company drive green cars for official use?  

All employees drive green cars: 

Some of the employees drive green cars: 

Very few of the employees drive green cars: 

None of the employees drive green cars:  

 

Do you instruct your employees on how to drive eco-driving?  

No: 

Yes: 

If answered “yes”, how and when do they receive this information? 

 

 

 

 

 

Below follows questions regarding energy consumption 

 

Do you have a strategy for holding down your energy consumptions at the office level? 

No: 

Yes: 

If answered “yes”, could you specify how this is done?  
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Do you have a strategy for holding down your energy consumptions at the production? 

No: 

Yes: 

If answered “yes”, could you specify how this is done?  

 

 

 

 

 

 

 

 

Do you have a strategy for holding down your energy consumptions at the stock level? 

No: 

Yes: 

If answered “yes”, could you specify how this is done? 
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Below follows questions regarding energy efficient solutions and 

products 

 

Do you know about any efficient solutions that the company may use instead of today’s 

solutions? This could be at the office level, at the production or at the stock level.  

 

 

 

 

 

 

 

 

 

How could you change your products to be more environmental friendly? Can you for 

example produce them in another why or use a different material? 
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Below follows questions regarding recycling  

 

Does your company focus on recycling?  

No: 

Yes: 

If answered “yes”, in what way do you do this - at the office level, within the production or/and 

at the stock level?  

 

 

 

 

 

Do you have any new ideas on how you could improve your recycling opportunities?  

 

 

 

 

 

 

When the products no longer meets the strength requirements, do you offer the customers to 

take back the products with the intention that such re-use or recycle them?  

No: 

Yes: 

If answered “yes”, how is this done? 
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Are you aware of any activity that might be interested in reusing your products?  

No: 

Yes: 

If answered “yes”, could you specify how this could be done? 

 

 

 

 

 

Below follows some general questions regarding sustainable 

business 

 

Please mark with an X on the scale below to the extent to which you believe sustainable 

business have been created within your company? 

  

 

 

 

 

 

 

If you believe that the company run a sustainable business, how has the company created 

this business? 

 

 

 

 

 

 

     

0 % 50 % 

 

25 % 100 % 75 % 
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If you believe that your company don’t run a sustainable business, what is your opinion 

regarding why the company don’t do that?  

 

 

 

 

 

 

 

 

 

 

 

 

 

Do you think that your company could be more profitable if you focused on creating a 

sustainable business?  

No: 

Yes: 

If answered “yes”, why do you think this is the case?  
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Do you think there are any negative aspects to focus on creating a sustainable business? 

No: 

Yes: 

 If answered “yes”, what are these disadvantages?  
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Appendix C. Voluntary standards and codes of conduct 

 
  
ISO 14000 
 

The ISO 14000 and EMAS series of standards help to provide 
companies with a structured approach to creating and implementing 
an EMS (environmental management system).. The ISO 14000 series 
has become a primary international standard for environmental 
certification, much as the ISO 9000 series of standard has become an 
international standard for quality management.  
 

EMAS The EU introduced EMAS in 1993 as voluntary initiative designed to 
improve a company’s performance. Organizations that use EMAS must 
be able to demonstrate that they have identified and understand the 
implications for the organization for all relevant environmental 
legislation and that their system is capable of meeting these on an 
ongoing basis.  
 

SA8000 
 

The Social Accountability 8000 (SA) certification standard focuses on 
workplace values. Social Accountability International (SAI), a human 
rights advocacy organization collaborates with various trade unions, 
human rights organisations, manufacturers and contractors. 
 

United Nations 
Global Compact 

The UN developed the Nations Global Compact (NGC) as an initiative to 
encourage and promote good corporate practices in the areas of 
human rights, labour, the environment, and anti-corruption. The Global 
Compact has been successful in shaping human rights expectations of 
companies. Without an effective implementation of the sustainability 
practices companies are not likely to achieve the desired changes in 
corporate reputation.  
 

Millennium 
Development Goals 
 

In 2000, the UN convened world leaders to set goals and timetable for 
hunger, disease, illiteracy, environmental degradation, and 
discrimination against woman. Since 2000 some progresses has been 
made in several of the goals in both industrialized and developing 
countries.  
 

Voluntary codes of 
conduct 
 

This approach is used in many industries to address stakeholders 
concerns to establish codes of conduct for companies to follow. The 
codes can help the companies to identify critical issues in a particular 
industry and provide solutions for dealing with them. By following 
voluntary standards and codes of conduct, organizations can assure 
stakeholders that they are following all applicable laws and regulations 
requirements.  
 

Table 43. Examples of voluntary standards and codes of conduct (Epstein, 2008). 
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Appendix D. An example of a checklist 
 

The checklist – a tool for a 
sustainable development  

 

A sustainable development requires continuous work- it is a never ending 

path. This checklist is a tool that may be used in the work growing a 

sustainable business.  

The checklist is divided into five different sections;  

1. Transport 

2. Energy consumption 

3. Recycling  

4. Efficient solutions and products 

5. Follow up the sustainable development  

Each section starts with some key figures, which may be useful when 

following up the sustainable development. The checklist continues with 

subjects that shall be studied with the intention to act as environmental 

friendly as possible.   

The checklist has been developed based on information in Axel Johnson 

AB’s sustainability policy. 

1. Transport 

Key figures 
 CO2-emission/km 

Kg/delivery 

 Transport cost/sales 

Inbound deliveries  
Optimise truck weight utilisation – order full loads when 

possible  

 

 Keep the number of inbound deliveries as low as possible 

Set up environmental demands on the companies that 

deliver products to you 

Minimise the environmental risks i.e. by using safe means 

of transport  

Develop a method to measure CO2 emissions from the 

transport operations linked to the purchasing department  
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    Outbound deliveries  
Optimise truck weight utilisation – deliver full loads when 

possible   

 Set up environmental demands related to the outbound 

deliveries  

Manage the customers – develop environmental friendly 

opportunities for the customer  

Minimise the environmental risks i.e. by using safe means 

of transport  

Develop a method to measure CO2 emissions from the 

transport operations linked to the outbound deliveries  

Examine if there are any new transport alternatives that 

are more environmental friendly compared to the ones 

that are used today.  

Transport for official use  
 Use green cars for official use 

  

Educate the employees on drive Eco-driving  

Minimise the number of business journeys – e.g. by holding 

virtual meetings. 

 

2. Energy consumption  

Key figures 
 KWh/goods produced  

 

Set up measurable goals for energy savings – to be 

completed by end of 2012 (one of Axel Johnson AB’s goals 

for the group)  

At the office level  
Create a strategy/program for energy saving  

 

Find opportunities to reduce the energy consumption at 

the office premises, e.g; 

 When printing  – print on both sides 

 Analyse today’s premises – can you redesign it with 

the purpose to reduce the energy consumption.  

For example double doors? 

 Analyse the possibility to reduce the energy 

consumption, for example better insulation. 

 Use low energy light bulbs and light sensors 

 Shut down computers and other electrical devices 

during out of office hours.  
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At the warehouse/manufacturing site 
Create a strategy/program for energy saving  

 

Find opportunities to reduce the energy consumption at 

the warehouse/manufacturing premises, e.g; 

 Analyse the possibility to reduce the energy 

consumption, for example better insulation. 

 Study if it is possible to lower/ higher the 

temperature at the warehouse with the intention 

to reduce energy consumption. This could be done 

by giving the employees an extra jacket and at the 

sometime lower the temperature a few degrees.  

 Analyse today’s warehouse/manufacture – can you 

redesign it with the purpose to reduce the energy 

consumption. For example double doors? 

 

 

 
 
 
 

 

 

3. Recycling  

Key figures 
 Develop measurable methods 

For all products and materials 
Classify all products and materials as disposals or material 

that can be either re-used or recycled 

 

Continuously look for new recycling opportunities 

Can used products from one customer still meet the 

requirements and be re-used by another customer? This 

could create a mutually profitable exchange program. 
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4. Efficient solutions and products  

Key figures  
 Develop measurable methods 

For all products 

Inspect the production method – energy efficient 

Inspect product properties – e.g. energy efficient engines  

Inspect what sort of material that is used, e.g. if it is 

recyclable   

Study if there are any possibilities to find new 

solutions/products that would facilitate energy savings  

 

 

 

 

 
 

 

 

5. Follow up the work growing a sustainable 

business 

 

Study Axel Johnson AB’s Corporate Sustainable Policy – and create your 

own targets to be able to achieve the groups targets  

Create short-term and long-term company specific goals that can be easily 

followed up on.  

Communicate both internally and externally on the sustainable 

development – this will facilitate the sustainable development for the 

whole group and put CSR on the agenda. 

Make sure that the whole group realises that a sustainable development 

will make the group more profitable in the long run – sustainability is the 

new way of doing business! 

 

 

 

 


