
Corporate Social Responsibility in the 
Wind Power Industry

- a study about CSR preferences 
and stakeholder involvement

Master´s Thesis, 30 credits
Sustainable Enterprising Master´s programme 2008/09, 60 credits 

Anton Steen



I 

 

Stockholm University 
Stockholm Resilience Center 
Sustainable Enterprising Master Programme 

 

 

 

 

 

 

Corporate Social Responsibility in the Wind Power 

Industry 

A study about CSR preferences and stakeholder involvement 

 

by 

Anton Steen 

 

Supervisor:  

Laurence Romani, Affiliated Researcher, Department of Marketing and Strategy 

Stockholm School of Economics 

 

Master’s Thesis, 30 ECTS credits 

Spring semester 2009  



II 

 

Abstract 

 

This thesis aims to determine what CSR issues stakeholders in the wind power industry care 

about and how stakeholders want to be involved in these issues. The objective is furthermore 

to test and improve the theory of stakeholder involvement – the normative idea that 

stakeholder management should strive for maximum stakeholder involvement.  

The study is carried out using a case study, o2, an important actor in the wind power industry 

in Sweden. Five stakeholder groups are included in the study, customers, capital providers, in 

the form of a major bank and a private equity company, NGO’s and lastly regulators.   

The study contributes directly to the stakeholder management practices in the wind power 

industry by giving guidance on how to prioritize among different stakeholder groups as well 

as to the untested theory of stakeholder involvement by applying the theory to a real case 

study.  

The result of the study suggests that stakeholders value environmentally related CSR issues 

more than socially related CSR issues. In particular the issues of emissions and flora & fauna 

are classified as the most important CSR issues for the wind power industry to manage. 

Furthermore, the theory of stakeholder involvement is shown to be misleading for the 

stakeholders closest to the company, the once with a direct contractual stake (customers and 

capital providers). However, it is shown to be directly applicable, and useful, to the 

stakeholders more external to the company (NGO’s and regulators).  

 

Keywords; Corporate Social Responsibility, stakeholder management, stakeholder 

involvement, wind power 
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1 Introduction 

This chapter gives a broad introduction to CSR and stakeholder management as well as the 

problem the thesis aims responding to. Furthermore it introduces the three specific research 

questions the thesis aims answering. 

 

1.1 Background 

Managing stakeholders are more important today than ever before. In an increasingly 

interconnected world, the potential damage, or benefit, that can be caused by a single 

individual or small group of people is tremendous (Dawkins et al, 2003). For a company 

operating in this environment the challenge of balancing different, sometimes contradictory, 

stakeholder expectations is most often a daunting task. As a response to this development 

numerous stakeholder models have been developed by academia in order to help corporate 

managers prioritize and weight different stakeholder expectations on the company. Lately, 

following the increasing prominence of Corporate Social Responsibility (CSR), stakeholder 

involvement is the normative model that many companies are striving for (Dawkins et al, 

2003, O´Riordan et al, 2008). In short, this means that in order for companies to earn their 

“license to operate” and generate societal value they need to involve their key stakeholders, 

inform them, consult them and engage in “multi-stakeholder dialogues” as it is often referred 

to (O´Riordan et al, 2008). Hence, corporate strategy is moving towards a consensus based 

model with the active involvement of surrounding actors.  

Similarly, CSR has developed to an issue where stakeholder dialogues and involvement has 

become a normative standard. Stakeholder involvement has become a buzz word, promoted 

by both academia and business as the solution to most CSR related issues as well as a tool for 

forming strategy and communicate with stakeholders. At the same time it is criticized as an 

expensive and inefficient way to deal with stakeholders and the issues they are concerned 

with (Meznar, Nigh, & Kwok, 1994). Critics argue that companies are no democracies and if 

stakeholder involvement and dialogue is the answer for how to work with sustainability issues 

the direction will be unclear and the executive ability of the company low (Bradley et al. 

2008) 

Looking at the nature and relevance of the wind power industry – and the importance of its 

future stability – this study will look at what issues stakeholders care about in regards to CSR 
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and wind power. Hence, the content of the proposed stakeholder involvement. Secondly, it 

will look at how wind energy companies should work with stakeholder management in order 

to fulfill stakeholder expectations. Thirdly, the study will analyze the implications for the 

wind power industry, how it will affect their current way of working with stakeholder 

management and issues related to CSR. Lastly, it aims at verifying or falsifying the theory of 

stakeholder involvement.  

1.2 Problem statement 

The wind power as an industry has proven to be very sensitive for stakeholder support in 

order to fulfill its objectives. A complete wind park of – for example – 20 turbines usually 

takes several years to complete. It is a process of getting the active support, or at least non-

resistance, of numerous stakeholders, all the way from investors, financiers, land owners, 

nearby community, regulators, suppliers, labor unions and NGO’s. There are several 

examples where the lack of support from one single stakeholder has led to the cancelation of 

complete projects (Rosario & Goh, 2008. p. 111). There are also numerous examples where 

projects are pushed through – despite lack of stakeholder support – where the project owner 

has suffered long term damage, financially and reputational, for not paying more attention to 

key stakeholders1. It is therefore of vital importance for the wind power industry to know, in 

depth, what issues key stakeholders care about, as well as what involvement practices they 

prefer, in order for the industry to meet stakeholder expectations.   

Furthermore, looking at the projected growth of the wind energy industry in general, and in 

Sweden in particular, earning stakeholder trust and support is a necessity for achieving 

planned targets. The current government in Sweden has agreed on a target for wind energy of 

30 TWh for 2020 (Regeringens Proposition 2008/09:163. p. 1). The total installed capacity in 

Sweden, at the end of 2007, generated 1,43 TWh (Vindkraftsstatistik 2007). Hence, this 

means a 20 fold growth in just 12 years. Considering the growth plans of individual 

developers in the country the growth trajectory looks even more daunting. According to an 

investigation done by Dagens Nyheter there are concrete plans of more than 55 TWh by 2020, 

only considering larger parks of more than 10 turbines (Dagens Nyheter, 2009-02-11). In total 

this means a complete new energy outlook for Sweden where wind power serves as a 

                                                            
1
 One example is Dhule, a wind park in India, where the developer had to stop the complete project after only 

installing 50 % of the projected capacity due to active resistance from the nearby public and NGO’s. The wind 

park was planned to be the largest in Asia.  
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mainstream source of electricity. This dramatic growth leads to a situation where wind power 

companies are generally more visible in the public. It also means that they are subjected to an 

increasing stream of stakeholder expectations.  

Lastly, the now popular theory and practice of stakeholder involvement is largely an untested 

theory. It is based on assumptions that stakeholders to the company should and want to be 

involved in formulating corporate strategy. From my own perspective and experience this is a 

somewhat dangerous assumption. Firstly, subscribing to the will of a diverse range of 

stakeholders will make it very difficult to get a strong focus in corporate strategy. Rather than 

acting with integrity according to its own values the company might dilute core values and 

subscribe to different stakeholders needs and wants. Hence, it can be seen as a lack of 

integrity from the company’s perspective. Second, is it really so that stakeholders want to be 

involved in formulating corporate strategy? Do they prioritize the time and energy it takes to 

actively be a part of the strategy formulation process?  

1.3 Aim of the thesis 

This thesis will take an in depth look at stakeholder expectations and management in regards 

to CSR issues in the wind power industry. The study will determine what CSR issues 

stakeholders care about and how stakeholders want to be involved in these issues. The 

objective is furthermore to test and improve the theory of stakeholder involvement – the 

normative idea that more stakeholder involvement is better than less – in reality in order to 

determine its practical usefulness.  

The results of the study will have a direct implication on corporate strategy, management and 

communication. It will give the industry a picture of the relative importance among vital CSR 

aspects relevant to the industry as a whole and the fulfillment of its objectives.  

Furthermore, the study will provide valuable empirical input for stakeholder management 

theory. Is the normative assumption that involvement is always a preferred stakeholder 

management practice valid? What are actual stakeholder involvement preferences and what 

are the implications on stakeholder theory development?  
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1.4 Research questions 

The research questions for this thesis are divided into two main parts:  

 

a. What issues do stakeholders care about in regards to corporate social 

responsibility? – What? 

b. What involvement and communication methods do stakeholders prefer in 

regards to corporate social responsibility? – How? 

Furthermore, as a sub question to question b. the following question is answered:  

c. What is the relevance of the stakeholder involvement theory for the wind power 

industry?  

 

By answering these questions the study has two main contributions;  

1. The study contributes to the practical understanding and evolution of 

stakeholder management in the wind power industry 

2. The study contributes to the theoretical understanding and improvement of 

stakeholder management in general and the stakeholder involvement theory in 

particular 
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2 Theory 

This chapter gives a theoretical overview of the stakeholder concept, its development and 

common critique of the concept. Furthermore it introduces the concepts of stakeholder 

involvement and Corporate Social Responsibility and the way they are used in the thesis.  

 

2.1 Stakeholder Theory  

Ever since its mainstream introduction 1984 by Freeman stakeholder theory has been a long 

debated field of science (Fassin, 2008). It is praised as a management approach to better 

facilitate corporate social responsibility (Morsing and Schultz. 2006) as well as it is criticized 

as a theory lacking normative standards (Laplume et al. 2006). There have been many 

attempts to categorize the different approaches in stakeholder theory. However, a 

comprehensive – yet simple – model is still to be developed. Despite these challenges to 

develop consensus around the concept of a stakeholder there are certain definitions and 

critical debates in stakeholder theory (Laplume et al. 2006). Below is an outline with the most 

common definitions of the concept as well as the ongoing debate.  

When reviewing stakeholder theory it can broadly be clustered around four broad themes 

(Laplume et al. 2006). These themes include (1) definition and salience, (2) Company action 

and response, (3) Company performance and, (4) theory debates.  

Definition and salience 

The most common definition of a stakeholder is Freemans original definition of “any group 

or individual who can affect or is affected by the achievement of the organization’s 

objectives” (Freeman, 1984, p 46). This definition is criticized by many as being too broad 

and difficult to translate into practical managerial tasks. With this definition virtually 

everyone and everything becomes a stakeholder and the boundary of stakeholder management 

becomes very unclear. Hence, it is argued by many that the theory is lacking in normative 

clarity. The theory is both a means and an end. (Laplume et al. 2006).  

This wide definition has led to an equally wide response in trying to classify and prioritize 

among stakeholder groups. Some of the most common classifications presented in the 

literature are the following: Power and interest (Gregory, 2007), Stakeholders, Stakewatchers, 

Stakekeepers (Fassin, 2008), The three level stakeholder model (Podnar & Jancic, 2006), 
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Internal and external stakeholders, cooperative and competitive stakeholders (Freeman, 

1984), Primary and secondary stakeholders (Clarkson, 1995), Primary social stakeholders, 

secondary social stakeholders, Primary non-social stakeholders and secondary non-social 

stakeholders. (Wheeler & Sillanpää, 1997) 

Company action and response 

Considerable attention is given to the issue of how companies should behave in order to 

manage stakeholder rather than how stakeholders are influencing companies. Perhaps the 

most classical and widely used model for stakeholder management and response comes from 

Freeman (1984). He classifies stakeholders in a four field model according to if they are 

cooperative (opportunity) or competitive (threat). The four generic strategies he suggests are;  

Exploit, defend, swing, or reinforce.  

Similarly Johnson and Scholes (2002) argues that companies should manage stakeholders 

according to the power/interest model. In this model stakeholders are divided into high or low 

power and high or low interest. Accordingly, Companies should manage stakeholders with 

information (low power, low interest), consult them (low power, high interest), involve them 

(high power, low interest) or, partner with them (high power, high interest).  

Many researchers, including Freemans original theory, emphasize the balancing act of 

stakeholder interests over time whereas others have criticized this view by arguing that the 

theory provides no guidance for deciding between competing stakeholder interests. (Kaler, 

2006). To resolve this problem of deciding between competing interest there are a number of 

suggestions, all the way from a move back to the original shareholder theory (Jensen, 2002. p 

230 ff) to sophisticated analytical tools to calculate weighted interest (Hosseini & Brenner, 

1992) to accepting that valuing different interests against each other will always be somewhat 

arbitrary (Schwartz, 2006).  

Company performance 

There are two major questions related to research around stakeholder management and 

Company performance. First, what is the relationship between stakeholder management and 

financial performance and second, what is the relationship between stakeholder management 

and corporate social performance? Regarding the first question a majority of studies, 75 % 

have found that there is a positive relation between stakeholder management and financial 
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performance. 17 % of studies show mixed or no relationship and 8 % of the studies show a 

negative relationship. (Lalumpe et al, 2006). Hence, there is a significant support for a 

positive correlation.  

Regarding the second correlation to corporate social performance there is a dominant view 

that stakeholder management is the most favorable way to operationalize corporate social 

responsibility, simply by putting a face to “society” (Lalumpe et al, 2006). However, there are 

no studies that explicitly test the relationship between stakeholder management and corporate 

social performance. Many of the companies that have lately been praised for their initiatives 

in stakeholder management are also some of the most notorious polluters, for example some 

of the biggest oil companies.  

Theory debates 

The most common questions asked in regards to the theory debates in stakeholder theory are, 

what are the normative foundations of stakeholder theory, what are the problems with 

stakeholder theory, and which theories do stakeholder theory compete with?  

As mentioned above, stakeholder theory is often criticized for lacking a normative foundation. 

There is no clearly defined end in stakeholder theory as opposed to, for example, shareholder 

theory. This has lead many researchers to justify stakeholder theory by allocating a specific 

purpose to the theory, such as “the common good” (Argandona, 1998), property rights 

(Donaldson et al, 1995) or principles of “fair play” (Cludts, 1999. Etzioni, 1998. Phillips, 

1997. Van Buren, 2001).   

Regarding the second question about the problems of stakeholder theory probably the biggest 

field of criticism is about the problems of operationalizing stakeholder theory into something 

practically manageable. (Lalumpe et al, 2006). It has been deemed as impractical or 

impossible to manage for smaller companies or NGO’s – constituting the vast majority of 

organizations in the world (Perrini, 2006). Another major problem is the theory’s natural 

inclusion of social, living stakeholders and exclusion of non-social, environmental 

stakeholders. Stakeholder theory simply fails to come up with clear principles for how to treat 

the natural environment (Humber, 2002). Since the theory’s initial aim can be seen as 

including stakeholders that are traditionally deemed as externalities, failing to include the 

natural environment as a key stakeholder is of course a major challenge for stakeholder theory 

as a whole.  
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2.2 Stakeholder involvement theory 

When reviewing stakeholder management and CSR theory and practice there is a clear pattern 

emerging. There is a great shift toward stakeholder involvement strategies away from the 

more traditional stakeholder information strategy (Morsing and Schultz, 2006, GRI, 2006, p. 

10). Especially in business there is a clear trend towards stakeholder involvement and “multi-

stakeholder dialogues” and companies are now competing about who can “listen” the most to 

its stakeholders (Bradley, 2008). One way communication, simply informing stakeholders 

about relevant societal issues the company is working with is no longer considered enough. 

There is a normative idea that involvement of stakeholders is always better than non-

involvement and that the best method for designing corporate sustainability strategies is 

through the active participation of a wide range of stakeholders2 (O´Riordan et al, 2008. 

Morsing and Schultz, 2006). This idea is greatly influenced by Jürgen Habermas idea of 

discourse ethics in which equal stakeholder contribution play an essential part. “At any given 

moment we orient ourselves by this idea that we endeavor to ensure that (1) all voices in any 

way relevant get a hearing, (2) the best arguments available to us given our present state of 

knowledge are brought forward, and (3) only the unforced force of a better argument 

determines the ‘‘yes’’ and ‘‘no’’ responses of the participants” (Habermas 1993: 163). 

Morsing and Schultz (2006), have developed a three level CSR communication strategy 

model that in a good way illustrates the shift towards stakeholder inclusion.  

                                                            
2
 Stakeholder involvement is also a central aspect in the most common international standards regarding CSR 

and sustainability reporting, most notably the Global Reporting Initiative. Here the active involvement of 

stakeholders when deciding what issues to work with in terms of CSR plays a central role in the framework. 

(GRI, 2006) 
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Table 1: Three CSR communication strategies 

 The stakeholder 

information 

strategy 

The stakeholder 

response strategy  

The stakeholder 

involvement 

strategy  

Communication ideal Public information, 

one way 

communication 

Two-way 

asymmetric 

communication 

Two-way symmetric 

communication 

Stakeholder role Stakeholder 

influence: support or 

oppose  

Stakeholders respond 

to corporate action 

Stakeholders are 

involved, participate 

and suggest 

corporate action 

Identification of CSR 

focus 

Decided by top 

management 

Decided by top 

management. 

Investigated in 

feedback via opinion 

polls, dialogue, 

networks or 

partnerships 

Negotiated 

concurrently in 

interaction with 

stakeholders 

Strategic 

communication task  

Inform stakeholders 

about favorable CSR 

decisions and actions 

Demonstrate to 

stakeholders how the 

company integrates 

their concerns 

Invite and establish 

frequent, systematic, 

and pro-active 

dialogue with 

stakeholders 

Corporate 

communication task 

Design appealing 

concept message 

Identify relevant 

stakeholders 

Build relationships 

Source: Morsing and Schultz (2006) 

The normative idea of striving for a greater inclusion of stakeholders has a central role in this 

thesis (a modified version of Morsing and Schultz table above is used when analyzing the 

parts of the results of the study, see table 4). The theory is put to test in practice and 

stakeholder will themselves expand on how they want sound stakeholder involvement and 

information to look like. If the stakeholder involvement strategy holds true stakeholders 

would want a high degree of involvement when forming corporate strategy as well as when 
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taking part of the results. Furthermore, as mentioned above, the thesis will also investigate not 

only how stakeholders want to be involved but also what issues they care about. That is, what 

content they want their stakeholder involvement to be filled with. 

Note that communication in this aspect means both how companies engage stakeholders when 

deciding about CSR issues as well as how to inform stakeholders about the results of the CSR 

activities.  

Frustratingly, the theory of stakeholder involvement says very little about how CSR initiatives 

should be communicated, meaning what forum that should be used for communication in 

order for the communication to be classified as “involving”. In order to be consistent with the 

theory’s core elements of two-way symmetric communication, dialogue and negotiation it is 

therefore assumed that only “face to face” or physical meetings classify as a forum under the 

stakeholder involvement strategy. Hence, more traditional one way communication methods, 

such as annual reports, are not classified as part of the stakeholder involvement strategy.  

2.3 CSR theory and definition 

CSR and stakeholder management as concepts have in many ways developed simultaneously. 

Both concepts assumes that the company has a responsibility that goes beyond maximizing 

returns for shareholders and subscribe to the idea that companies has a responsibility to 

generate a broader societal value (even though there are some researchers that claim that 

stakeholder management is not about social engagement, rather a tool for maximizing 

shareholder returns (Lalumpe et al. 2006)). In fact, stakeholder management is most often 

mentioned as a key component of CSR and as a sign of mature and successful social 

engagement practices. 

The European Commission defines CSR as “a concept whereby companies integrate social 

and environmental concerns in their business operations and in their interaction with their 

stakeholders on a voluntary basis” (Commission of the European Communities, 2002). This 

is also the definition of CSR that I am using in this thesis.  

Besides the inclusion of stakeholders in business operations CSR has two more central 

concepts as mentioned in the definition above. The first concept entails including social and 

environmental concerns in business operations. Most often this means minimizing the 

environmental impacts of certain products as well as upholding just social standards for 



11 

 

employees and nearby communities. The second concept entails including these concerns on a 

voluntary basis. Hence, CSR means what companies are doing to go beyond the minimum 

level of social and environmental legislation.  

Just like stakeholder management CSR is a concept that is controversial and has undergone 

thorough debate and scrutiny. The most common critique against CSR includes the following:  

(a) Legal perspective: From the legal perspective CSR is attacked both by neoliberals as 

well as left wing proponents. By neoliberals it is criticized as a way of socializing 

business and by left wing proponents it is criticized as a way for companies to avoid 

regulation (May et al. 2007. p. 155 ff). 

(b) Economic perspective: Similar to the legal perspective criticism in regards to the 

economic perspective has come both from left and right. From left it is said that CSR 

is a fallacy as long as companies has to show continuous quarterly profits and when 

long term investments are counted in months, not in years (Reich. 2008. p 50 ff). From 

the right it is said that CSR is expensive and divert the business away from its core 

purpose; to maximize returns for its shareholders. (May et al. 2007. p 207 ff). 

(c) Social perspective: Regarding criticism of the social perspective it can well be 

summarized by the following quote: “Why corporate social responsibility? Because 

individuals have largely abandoned, at least seriously neglected, the role of caring for 

one another, and corporations have assumed it. Why now? Because we have recently 

become painfully aware of how ill suited the modern corporation is for the task, 

lacking both the credibility and the voice of moral authority.” (May et al. 2007. p. 28). 

(d) Environmental perspective: From the environmental perspective CSR is criticized as a 

way for companies to “greenwash” their business. This means making the business 

look much greener than what it actually is through attractive advertising and PR 

campaigns. It is also said that CSR has turned out to be more about “damage control”, 

minimizing environmental damage rather than contributing to truly environmentally 

friendly products. (May et al. 2007. p 405 ff). 
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2.4 Selection of stakeholders - categorization 

The selection of stakeholders included in the study is done using an updated model of 

Freeman’s original stakeholder model. Fassin (2008) argues that the gradual expansion of the 

term stakeholder has diluted the term and created a general confusion in the debate and how 

to practically use the concept. He has therefore categorized stakeholders into three distinct 

categories; internal stakeholders that have a direct, contractual, stake in the company, the 

pressure groups that influence the Company, and the regulators who impose external control 

and regulations on the Company. These three groups are summarized in table 2 below.  

Table 2: Categorization of stakeholders 

 Stakeholder Pressure group  Regulator 

Legitimacy of the 

claim 

Normative Derivative  Mixed 

Power/influence 

dominance  

Of the Company  On the Company  On the Company 

Responsibility  Of the Company No Externally imposed 

Example Investors, customers, 

suppliers 

NGO’s, labor unions Government, press 

and media 

 Stakeholder Stakewatcher Stakekeeper  

Source: Fassin, 2008 

The first group is the real stakeholders. These stakeholders are the once that usually have a 

legal claim in the Company and therefore have a loyal interest. The second group is the 

stakewatchers who don’t have a direct claim on the Company but who protects the interest of 

the stakeholders. For example, an environmental activist group protects the stake of the 

environment and a labor union protects the stake of the employees. The last group is the 

stakekeepers who are the furthest away from the core stakeholders. These include regulators 

who have no direct stake in the Company but yet have a certain degree of control. Other 

examples of stakekeepers are courts, certification organizations, audit bodies and the media. 

Hence, the categorization includes three well defined groups: “stakeholders who hold stakes, 

the stakewatchers who watch over a stake and the stakekeepers who keep the stake” (Fassin, 

2008, p 122)  
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To limit the scope of the study a minimum of one stakeholder per category from Fassin’s 

model is selected for inclusion. In total four stakeholder groups are selected for inclusion; 

Capital providers, customers, NGO’s and regulators. From this point all entities included in 

the study are referred to as stakeholders if not specifically specified as stakewatchers and 

stakekeepers.  

Investors and customers represent the core stakeholders to the company and therefore 

expectations from these stakeholders therefore have a direct impact on corporate strategy. In 

the case of wind energy environmental NGO’s represent a very significant stakewatcher since 

the wind energy industry in general is to a large degree dependent on their approval. Not 

having the approval of key NGO’s can cause significant damage in reputation. Significant 

NGO’s also have a substantial power to influence the media climate and the issues in regards 

to wind energy that are debated in public. Lastly, regulators represent a key stakekeeper for 

the industry since it is an industry greatly affected by legal matters. Knowing what regulators 

expect from the industry will also give valuable insight into potential upcoming regulations in 

the area.  

The final selection of stakeholders included in the study was taken together with o2, the case 

company, to make the stakeholders as relevant as possible for the company’s operations. 

Possible stakeholders to include, that are now excluded are for example; suppliers, media and 

nearby communities.  

To summarize the theoretical chapter; Stakeholder involvement practices are rapidly 

developing alongside the concept of CSR and is becoming a mainstream practice in many 

industries. This is largely an untested normative theory and will in this study be applied to 

stakeholders in the wind power industry in order to test and to further develop the theory. 

Stakeholders are chosen according to a three layer model developed by Fassin (2008). The 

stakeholders included in the study are; Customers, capital providers, NGO’s and regulators.  
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3 Methodology 

This chapter presents the case company that represents the wind power industry in the study. 

Furthermore, it introduces the methodology that is used for selecting stakeholders, the CSR 

issues that are included in the study and the methodology that is used for collecting data. 

Lastly, this chapter describes how the central theories are operationalized into an analytical 

tool that is used during analysis.   

 

3.1 Case study description 

The wind energy industry is in this study represented by a group of companies – the o2 group. 

o2 is a group of companies involved in all stages of wind power development – screening, 

permissions, financing, construction, operation & maintenance, as well as acting as an electric 

utility. o2 is responsible for commissioning over 200 wind turbines in Sweden which 

represents close to 20 % of the total numbers of turbines in Sweden (Vindkraftsstatistik 2007).  

Figure 1: o2 organizational structure 
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The o2 group is selected for inclusion in this study based on four main reasons; 

(1) The group serves as a favorable and representative case study looking at its span of 

operations as well as its total market share in Sweden. 

There are few companies in Sweden that span the complete value chain of wind power 

operations. o2 is one of those companies and combined with its leading market share it 

serves as trendsetter in the industry why it is also a favorable case company.  

(2) The possibility to generalize the results of the study across the wind power industry is 

good looking at the representativeness of the group’s stakeholders.  

Stakeholders in the wind power industry are in general homogenous and similar for all 

wind power companies. The group of stakeholders that can differ the most is capital 

providers and from this aspect o2 has a representative combination of capital 

providers. 

(3) Access to key stakeholders of the company 

o2 is selected as a case study specifically due to the authors connection to the 

company, as a consultant, and the opportunity to therefore get access to key 

stakeholders that are relevant for the study. 

 

By using a specific case study it is possible to get in depth knowledge regarding key 

stakeholders expectations which, when looking at the purpose of the study, is more relevant 

compared to using a wider sample of companies and thereby getting only a shallow access to 

key stakeholders. Furthermore, by getting access to key stakeholders, such as investors and 

customers, it is possible to use a combination of methodologies, such as surveys in 

combination with interviews, which would not otherwise be possible.  

3.2 Selection of stakeholders – samples and methodology 

Capital providers – bank and private equity 

For o2, as for many enterprises, there are two major capital providers – banks and private 

equity Companies. When looking closer at the wind power industry this is a common form of 

financing; a combination of private equity and traditional financing through banks3. The two 

most important entities for o2 from a financial perspective is firstly a large Swedish bank. 

Due to confidentiality reasons the name of the bank is kept anonymous. From this point the 

                                                            
3
 Having a bank as security is often a necessity. A majority of the established wind power companies also have 

private equity companies as additional capital providers.  
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bank is called just “The Bank”. The second capital provider that is included is Proventus that 

has acted as both capital provider and active owner. Proventus is “a privately held company 

that invests in companies in need for change and actively contributes to their development. In 

addition, Proventus provides growth and restructuring capital to mid-sized companies, and 

operates an internal asset management.”(Proventus website).  

Looking at their prominent position as investors both The Bank and Proventus are chosen for 

inclusion in the study to represent the stakeholder group capital providers. Considering the 

small amount of investors and financiers interviews is a suitable methodology for 

investigating this stakeholder group.  One representative from each company, The Bank and 

Preventus, is chosen based on their involvement with o2 and experience of investing in the 

wind power industry. For The Bank the Vice President of Client Relations is included, and for 

Proventus Henrik Bjerklin is included.  

Customers   

Looking at the total number of customers (4000, mars 2009) a qualitative methodology is 

most suitable in order to map out consumer preferences. o2’s customers are mostly private 

consumers, 96 %, but there is also a minority of tenant-owner associations as well as 

companies. Due to its significant share of the total amount of customers, private customers are 

the only group that is included in the study.  

In order to get a statistically proven sample of the customer population a standard sample size 

calculation are used (see appendix 4)(McCarthy, 1994). 

In this case it means that a survey is sent to every 20th customer, 192 customers in total. To 

make the selection simple the sample is started from the first person in the customer database 

from an alphabetical order, thereafter the 20th etc.  

NGO’s  

Non Governmental Organizations play an important role in the expansion plans of wind 

power. Increasingly NGO’s have demonstrated the ability to mobilize public opinion or 

influence policy through media campaigns and strategic lobbying (Doh et.al, 2006). For wind 

power, being dependent on permits that can be appealed against, the resistance from NGO’s 

can delay or even stop ongoing projects.  Furthermore, some NGO’s provide eco-labeling 

schemes that, in the case of wind power, regulate how electricity can be generated.  
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Arguably the most influential NGO for the wind power industry is the Swedish Society for 

Nature Conservation (SSNC). This is mainly for two reasons. Firstly, SSNC administrates 

“bra miljöval” which is an eco-label for a wide range of goods and services, including 

electricity. Hence, there is a direct influence from SSNC when awarding or not awarding this 

eco-label to wind energy companies. For example, there are demands that wind turbines 

should not be erected in areas of high biodiversity or rich wildlife. Second, there are cases 

were SSNC has actively opposed wind power projects by appealing to higher levels in the 

court system. Based on the above mentioned reasons, SSNC is selected for inclusion in the 

study as a stakewatcher. 

For SSNC a qualitative methodology is used by interviewing a key representative in the 

organization. The representative included from SSNC is selected based on position in the 

organization in regards to involvement in wind power issues as well as general knowledge 

and experience of wind power. The person representing SSNC in this study is Klas Hjelm, 

Senior Advisor in environmental protection.  

Regulators 

The most influential regulatory institution in regards to wind power is arguably the county 

administrative boards. The role of the county administrative board in regards to wind power 

can be summarized as follows: (Stockholm county board website) 

- Regional planning for development of wind power 

- Supervise the observance of laws and regulations 

- Try appeals against local government decisions 

- Decide about licenses and economic support 

- Provide information and advice 

There are other institutions involved in the regulatory environment for wind power, such as 

municipalities and in some cases even the central government, but looking at the scope of 

responsibility for the county boards they are assessed as the most important stakekeeper and is 

therefore selected for inclusion in the study.  

In total there are 21 county administrative boards in Sweden. The boards have a varying 

degree of experience of wind power looking at the installed capacity in the country. The 
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boards with the highest installed capacity, and arguably the most experience of wind power, 

are in order of installed effect: Skåne län, Västra Götalands län, Gotlands län and Hallands län 

(Vindkraftsstatistik 2007).  

Based on installed capacity, Skåne county administrative board (SCAB) is chosen for 

inclusion in the study as a stakekeeper. Similar to the group stakewatchers, which is 

represented by SSNC, interviews are used to gather empirical data for this group. The 

selection of who to interview is based on position – the connection to wind energy issues, 

general knowledge of the regulatory process and practical experience. After discussions with 

the chief of staff at SCAB the person selected for inclusion is Charlotte Jönsson, 

Miljöskyddshandläggare – Miljöskyddsenheten.  

The complete set of stakeholders that are included in the study are summarized in table 3 

below. 

Table 3: Selected stakeholders 

Stakeholder category Stakeholder Stakewatcher  Stakekeeper 

Stakeholder group Customers, Capital 

providers 

NGO’s Regulators 

Selected stakeholder 192 Customers, 

Proventus, “The 

Bank” 

SSNC SCAB 

Methodology Online survey for 

customers, interview 

for capital providers 

Interview Interview 

 

3.3 Selection of CSR issues  

When reviewing previous literature or research regarding relevant CSR issues for the electric 

utility industry there is little guidance to be found. The CSR issues that are included in this 

study are selected in two separate ways;  
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(1) Environmental issues are selected based on issues most commonly included in 

Environmental Impacts Assessments (EIA) for wind power projects.  

These are fairly standard issues that are common for all wind power projects. One 

issue is added that is not commonly included in EIA’s; international standards.  

(2) Social issues are selected by reviewing social issues included in other electric utilities 

CSR reports, in particular the CSR report from Vattenfall 2007.  

Social issues are more difficult to select since they are given considerably less 

attention when developing wind power projects. Hence, there is no established 

framework of commonly accepted social issues that should be taken into consideration 

as there is with environmental issues. 7 social issues are therefore selected based on 

relevance for the wind power industry in Sweden from a pool of 20 CSR issues from 

the Vattenfall CSR report 2007.4  

Table 4: CSR issues included in the study 

Environmental indicators Explanation  

Emissions No atmospheric emissions of 

for example CO2  

Flora & fauna Low impact on biodiversity 

Noise Limited noise pollution for 

nearby houses  

Shadows Limited shadow flickering 

for nearby houses 

Visual impact Limited visual impact on the 

surrounding landscape 

Scrapping/recycling  The possibility to in an 

environmentally friendly way 

scrap or recycle the turbine 

after its lifetime 

                                                            
4
 There are established CSR reporting frameworks, such as the Global Reporting Initiative, that has established 

social issues that should be included in CSR reports. However, the social issues included in these frameworks 

are not determined as relevant in a Swedish setting since much of the focus is on issues related to working 

conditions and workers rights. 
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Life cycle performance  Life cycle impact of the 

turbine (not including 

biodiversity impacts) 

International standards The importance of working 

with international 

standards/certifications for 

environmental management 

  

Social indicators  

Generating new jobs Generating new jobs when 

establishing wind power 

Openness/transparency Importance of transparent 

and open information from 

the company 

Employee health and safety Taking responsibility for the 

health and safety of 

employees 

Give back to the local 

community (for example 

profit sharing) 

Sharing profits with the local 

community where the 

turbines are placed  

Research and development Importance of supporting 

R&D for renewable energy 

Stakeholder involvement Importance of having an 

active dialogue with 

stakeholders 

Reliable electricity supply Importance of a reliable 

electricity supply 

 

For the online survey these categories are specifically included and the customers had the 

opportunity to rank them according to their relative importance. However, for the other three 

stakeholder groups – capital providers, NGO’s and regulators – these categories are not 

mentioned specifically in the interviews since the purpose is to have a more open and free 

approach to what these stakeholders actually care about, so called semi-structured interviews.  
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3.4 Analytical tool 

In order to easier classify and analyze the different stakeholder groups the theoretical 

framework of the different stakeholder management strategies (Morsing and Schultz, 2006) I 

have modified into an analytical tool (modifications are marked in green). This tool is used to 

analyze and categorize the results from the empirical study.   

Table 5: Analytical tool 

Strategy Passive 

strategy 

The stakeholder 

information 

strategy 

The stakeholder 

response 

strategy  

The stakeholder 

involvement 

strategy  

Communication 

ideal 

Minimal 

compliance 

Public 

information, one 

way 

communication 

Two-way 

asymmetric 

communication 

Two-way 

symmetric 

communication 

Stakeholders Stakeholder 

is passive 

Request more 

information on 

corporate CSR 

efforts 

Must be reassured 

that the company 

is ethical and 

socially 

responsible 

Co-construct 

corporate CSR 

efforts 

Stakeholder role Stakeholder 

is passive 

Stakeholder 

influence: support 

or oppose  

Stakeholders 

respond to 

corporate action 

Stakeholders are 

involved, 

participate and 

suggest corporate 

action 

Identification of 

CSR focus 

Decided by 

top 

management, 

minimal 

compliance 

Decided by top 

management 

Decided by top 

management. 

Investigated in 

feedback via 

opinion polls, 

dialogue, 

networks or 

partnerships 

Negotiated 

concurrently in 

interaction with 

stakeholders 
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Strategic 

communication 

task  

Minimal 

compliance 

Inform 

stakeholders 

about favorable 

CSR decisions 

and actions 

Demonstrate to 

stakeholders how 

the company 

integrates their 

concerns 

Invite and 

establish frequent, 

systematic, and 

pro-active 

dialogue with 

stakeholders 

Corporate 

communication 

task 

Minimal 

compliance 

Design appealing 

concept message 

Identify relevant 

stakeholders 

Build 

relationships 

Stakeholder 

category 

Passive 

stakeholder 

Reactive 

stakeholder 

Active 

stakeholder 

Proactive 

stakeholder 

Source: Modified version of theory overview from Morsing and Schultz, 2006 

The three communication strategies developed by Morsing and Shultz (2006) are translated 

into a specific stakeholder category. The information strategy is translated into reactive 

stakeholders, the response strategy is translated into active stakeholders and the involvement 

strategy is translated into proactive stakeholder. A fourth category is also added, passive 

stakeholders. This category corresponds to those stakeholders that are uninterested in both 

information and participation.  Hence, in order to confirm the stakeholder involvement 

strategy stakeholders have to be classified as proactive.  

3.5 Survey design 

The customer survey (see appendix 1) is divided into three parts. (1) Personal information, (2) 

What issues customers hold as important in the field of environmental and social 

responsibility and (3) How they want to participate and be informed about CSR.  

Customers were asked to rank issues in regards to environmental and social responsibility 

rather than specifying their relative importance on a scale. This is more demanding for the 

respondent but the result is arguably more useful during analysis. Previous surveys that ask 

stakeholders to give their importance to an issue on a scale tend to be flawed in the sense that 

respondents have a tendency to mark all issues as important. Consequently it is not possible to 

perform a clear analysis of the results since all issues are clustered in the same category 

(Vattenfall CSR report, 2007). 
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For the third part, participation and information, it is assumed that customers can fall under 

four categories, aligned with the theoretical framework; (1) Customers that do not want to 

participate in nor get information about CSR activities (passive customers). (2) Customers 

that want information about CSR activities but not participate (reactive customers). (3) 

Customers that want information about and being able to give input to CSR activities (active 

customers). (4) Customers that want information about and being able to directly influence 

and negotiate the direction of CSR activities (proactive customers). For the customers falling 

under category three and four they are asked a set of follow up questions on how they want to 

participate in CSR activities and their previous engagement patterns with other companies in 

order to compare their claims with previous behavior. Customers falling under category two 

are directly asked what medium for communication they would prefer whereas customers 

under category one are asked to finish the survey.  

If the normative idea of the stakeholder involvement strategy holds true from a customer 

perspective it would be required that a majority of customers fall under the category of 

“proactive customers”. This category of customers are the once that are willing to engage in 

such activities that are suggested by the stakeholder involvement theory.  

3.6 Interview design 

All interviews (see appendix 3), similar to the survey, follow the general approach of first 

investigating what issues the stakeholder holds as important and thereafter how the 

stakeholder prefer to interact with the company when it comes to issues related to CSR. 

Respondents are encouraged to elaborate as freely as possible on issues related to 

environmental and social responsibility and they are not given any definition of CSR prior to 

the interview. In general, the approach is to have more of a natural conversation in order to 

really understand the respondent’s unique position and relationship to the company and the 

wind energy power industry as a whole. Hence, the interviews are semi-structured in nature 

and the interview template can be abandoned based on the unique direction of each interview.  

All interviews were performed face to face with the exception of SCAB which was done over 

phone. Furthermore all interviews were recorded, with the consent of each respondent, in 

order to facilitate analysis at a later stage.  
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3.7 Limitations  

The ambition of the study is to apply the results to the wind power industry as a whole. The 

stakeholders included in the study are homogenous and universal for the industry as a whole 

with the possible exception of investors which can have a more case specific nature. Banks 

are homogenous in nature with many common practices across their industry. Customers of 

wind power companies cannot be seen as very different from one company to another. 

Furthermore, regulators and NGO’s clearly apply to the industry as a whole. As mentioned, 

investors are the only stakeholder that might differ significantly on a case to case basis.  

As there are several stakeholder groups excluded from the study the results should be 

considered representative only for the stakeholders included in the study. Hence, the study 

makes no ambition to generalize the results across all stakeholder groups that are relevant for 

a wind power company.  

3.8 Critical reflection on methods 

Considering the research questions for the study the selection of a case study methodology is 

deemed as the most preferable. The alternative – researching a range of separate industry 

actors – is advantageous if the stakeholders included in the study are stakekeepers and 

stakewatchers as referred to by Fassin. However, this methodology would not give access to 

the stakeholders closest to the company, customers and capital providers. By using a specific 

case study a more complete range of stakeholders is possible to include in the study and 

thereby increasing both the academic and industry relevance of the study.  

Looking at the wide range of possible respondents to include from each stakeholder group it 

could be argued that a wider range of respondents should be included in order to draw 

conclusions for each stakeholder group. This aspect is considered and taken into account by – 

instead of including a wide range of respondents from each group – making sure that each 

respondent is the most relevant and representative for that stakeholder group. Hence, the 

approach is more qualitative than quantitative (with the exception of the customer survey).   

Furthermore, a general drawback of the study is the wide spectrum of social issues included. 

This wide spectrum makes ranking and prioritization among social issues more difficult and 

could thereby impact the results of the study by giving environmental issue an advantage. 

However, this is not so much a drawback of this study in particular as it is of the concept of 
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CSR, and the definition of social issues, in general. As mentioned above, there is little 

consensus in the CSR literature when defining what social issues actually include. For this 

study this problem is solved by simply building upon and including social issues that are 

already defined by other electric utility companies. 

To summarize the methodological chapter; Based on its representativeness o2 is chosen as a 

case study for wind power industry. Five stakeholders are included in the study by using both 

an online survey and semi-structured interview; Customers, Proventus, The Bank, SSNC and 

SCAB. 8 environmental and 7 social CSR issues are selected for inclusion in the online 

survey. Furthermore, the level of stakeholder involvement is analyzed using a modified 

version of Morsing and Schultz (2006) stakeholder communication model.  
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4 Results 

This chapter presents the results from the customer online survey and the stakeholder 

interviews. Results are presented per research question; that is first the WHAT and then the 

HOW. For each research question results are presented per stakeholder group starting with 

customers, representing the quantitative aspect of the empirical study, thereafter capital 

providers, NGO’s and lastly regulators.  

 

4.1 What issues do stakeholders care about in regards to CSR?  

4.1.1 Customers 

The online survey (see appendix 1) was sent to 192 customers by email. 106 surveys were 

registered as completed which gives a response rate of 55 % (5 % higher than expected). 21 % 

of respondents are women and 79 % men (see figure 2). The most common age group is 56-

65 and the least common age group is 18-25. In general these numbers corresponds well to a 

typical customer in o2. 68 % of respondents have attended university. Regarding the balance 

between urban and non-urban customers there is no clear majority for any of the categories.

Figure 2: Gender  

 

Figure 3: Age 
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Figur 4: Education 

 

Figur 5: Living 

Environmental issues 

For environmental issues customers are asked to rank what issues they hold as important by 

placing the numbers 1 to 8 in front of every issue. Looking at the most important 

environmental issue, the one that received the highest amount of 1’s, the absence of emissions 

comes out as a clear winner with 65,9 % of markings as the most important issue (see figure 

6).  

Looking at the issues that were marked with 1, 2 or 3, the most important issues, two clear 

issues emerge (see figure 7). Emissions comes out on top with 89 % followed by flora & 

fauna with 78 % and Life Cycle Performance comes third with 49,5 %.

Figure 6: Environment, % marking issue as most important 

 

Figure 7: Environment, % marking issue as 1,2 or 3 

Changing perspective and looking at the least important issue it is not as clear as with the 

most important issue. Three issues comes out close to each other as the least important one. 

shadows, 30,8%, standards, 28,6% and landscape 20,9 %. 

As with the least important issue shadows comes out on top when marking issues with 6, 7 or 

8 with 68,1 %. Landscape comes out as the second least important issue with 63,7 %. 



28 

 

Figure 8: Environment, % marking issue as least 

important 

 

Figure :9 Environment, % marking issue as 6, 7 or 8 

When looking at the differences between men and women there are no significant differences 

when ranking environmental issues. The only difference worth mentioning is that when 

analyzing the issues marked with 1, 2 or 3 women rank flora and fauna higher (90,0 %) than 

emissions (85,0 %) as opposed to men that rank emissions higher (90,1 %) than flora and 

fauna (74,6 %).  

Social issues 

When looking at the results for the social issues a less clear picture emerge compared to the 

environmental issues. The issue with the highest amount of rank 1 is reliable power with 36,3 

% (as compared to 65,9 % for the environmental issue with highest rank, emissions).  

For social issues marked as 1, 2 or 3 reliable power again comes out as the most important 

issue with 61,5 %, supporting R&D in renewable energy comes out as the second most 

important issue with 56 %. However, the pattern is generally less clear compared to 

environmental issues.  
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Figure 10: Social, % marking issue as most important  

 

Figure 11: Social, % marking issue as 1, 2 or 3 

The issue marked as least important is profit sharing with the local community with 28,5 %. 

Second comes new jobs with 20,9 %.  

Similar to the least important issue, profit sharing comes out as the top issue for issues marked 

as 5, 6 or 7. New jobs and stakeholder dialogue comes as second and third least important. As 

with environmental issues there were very few differences between men and women when 

ranking social issues.

Figure 12: Social, % marking issue as least important 

 

    

 

Figure 13: Social, % marking issue as 5, 6 or 7 

 

In order to get an understanding of the relative importance of CSR issues in comparison to 

electricity price customers are asked to mark whether they think a cheap electricity price is 

more important than CSR, equally important or if CSR is more important than a cheap 

electricity price. In total 9 % answered that a cheap electricity price is more important than 

CSR, 53 % answered that a cheap electricity price and CSR is equally important and 38 % 

answered that CSR is more important than a cheap electricity price. (see figure 14) 
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Figure 14: How important is o2:s CSR in comparison to a cheap electricity price (total, women, men)? 

                 

 

Looking closer at the differences between men and women it is clear that women hold CSR 

issues as more important than men in regards to electricity price. 50 % of the women answer 

that CSR is more important than a cheap electricity price whereas the same number for men 

was 35 % 

Furthermore, the difference between younger and older customers is substantial. Younger 

customers, up to 45 years, hold CSR issues as significantly more important than older 

customers, over 46 years.  

Figure 15: How important is o2:s CSR in comparison to a cheap electricity price (<45 years, >46 years)? 

     

4.1.2 Capital Providers  

4.1.2.1 The Bank 

Regarding issues related to CSR The Bank has no particular focus or any set of issues they 

care more about when deciding about credits. It is an important issue for The Bank though 

and the respondent says that “The Bank has an environmental profile and we have a long 

tradition of social responsibility in the projects we participate in”. On the question whether 
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there are any guidelines or policy regarding issues related to CSR the answer is; “No, it’s on a 

case to case basis, but there are certain rules related to environmental aspects. Each 

company lending more than 1 million SEK has to be part of an environmental analysis. When 

it comes to wind power projects it is of course simple. They are very beneficial from this 

aspect because they generate a lot of good-will. They add something positive. The normal 

case would be the opposite, to analyze how much damage the company will cause.” The 

person performing the environmental analysis is the customer responsible for each company.  

However, there are no projects where The Bank will actively distance itself based on 

environmental performance. “This is completely on a case to case basis, like any type of 

financing. It is difficult in a business where there is full competition to “collect” the projects 

you want to finance. It is about being perceptive and attract companies with competitive 

conditions”. Furthermore, “Most often it is the state of the market that determines if it will be 

a yes or a no and quite seldom specific areas such as environmental performance.”  

Thus, there are no specific issues related to environmental or social responsibility that The 

Bank cares more about. The respondent further confirms this view by saying; “This is a 

general thing and is not only applicable to environmental or social issues. The companies 

should make their own decision and then we make an analysis of the decisions they have 

taken and give them thumbs up or thumbs down. Otherwise we as a bank can get caught in a 

catch 22 situation. If we involve ourselves and say “if you take this decision you can lend this 

much” it will not take long before the next company comes and says “now we have also done 

like this so now we also want our money”. In The Banking industry we are always careful 

about pointers and rules.” 

4.1.2.2 Proventus 

Starting with environmentally related issues there are no specific issues that Proventus hold as 

more important, it is rather the general trend from a macro perspective that is interesting when 

making decisions about investments. The current trend of focusing on CO2 emissions has led 

to an investment focus in renewable energy technology. “On a long term basis we have to 

transform into a society based on renewable energy. This gives a very stable and long term 

macro analysis.” Similar to The Bank environmental issues are dealt with on a case to case 

basis and there are no specific policies that highlight certain areas. Furthermore there are no 

analytical tools that are used to assess companies’ environmental impacts when making an 
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investment decision. These aspects are rather discussed as a natural part of the investment 

process. “We assume that companies have a common sense and take some form of 

responsibility for their impacts. If we during the process notice that they don’t take 

responsibility it will of course impact our investment decision. However, we cannot say that if 

one company does like this we will invest. It will be on a case to case basis”. Despite the 

situational approach to environmental issues it becomes clear that emissions and CO2 in 

particular is an important issue for Proventus. Besides wind power investments are also made 

in small scale hydro plants and energy efficiency projects.  

Similarly for issues related to social responsibility there is no policy or a set framework for 

how to assess issues. For some of the social issues o2 has addressed, such as profit sharing 

with indigenous people, Proventus sees this more as sound business practices rather social 

responsibility. “o2 does not do profit sharing just to be nice. It is because they want a stable 

business, or else they could have sent the local community Christmas cards. This is part of a 

larger structure and a business setting, not just a volunteer social responsibility.”  

Lastly, on the issue whether financial returns or CSR is more important Proventus clearly 

states that “Profitability is of course one of the most important things for us, it is not about 

charity or sponsorship. But then we also have a number of societal engagements separate 

from the investment business. We are for example involved in different forms of art and 

theatre.”  

4.1.3 NGO’s 

Looking at the very nature of SSNC environmental issues are at the center of their attention in 

regards to wind power. At the top of the agenda, next to the very fact that wind power is a 

renewable source of energy which has no emissions, are issues related to environmental 

protection and biodiversity. The main standpoint is that wind power should not be developed 

in areas that are legally protected or in any other way included in codes of area protection or 

classified as biologically sensitive such as Natura 2000. However, the respondent points out 

that “It is difficult to be completely dogmatic. There are more than 4000 Natura 2000 areas 

and for a few big areas we have said that we have to look at wind power establishment on a 

case to case basis.”  

Areas with high bird migration are also an important issue for SSNC. “An early risk factor for 

wind power was the risk of bird collisions. In order to avoid the largest migration routes we 
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mean that these areas have to be protected from wind power.” However, this has meant that 

more wind power is developed in forest areas and in some cases older and unaffected forest is 

threatened. “In some of these cases we have been critical against establishment of wind 

power. Some of our local committees have taken a stand to protect older forests and here the 

central office has often supported them. So, this is a new conflict area and it is very difficult to 

pin point these in advance, it often has to be done on a case to case basis. The critical issue is 

very often not the wind turbine itself but road and cables to and from the turbine”.  

Issues that are of more subjective nature, such as visual impact and shadow flickering SSNC 

don’t have an opinion about; “What is beautiful and what is ugly?”.  

“Besides environmental protection there is another issue that we are starting to look into 

which is about electromagnetism and similar issues where there is a lot of interesting 

research going on. There are no conclusions regarding this work yet so we have not seen it as 

a major problem. However, when we have these conclusions, these issues have to be taken 

into consideration.” 

On issues regarding noise SSNC do not to take an active stance since there is no evidence that 

animals might take damage of this. Regarding issues of life cycle performance there are no 

specific requirements on the wind turbines other than requirements related to scrapping. “In 

order to earn the label “Bra Miljöval” there has to be a plan for how to deal with the turbine 

at the end of its life”   

Regarding social issues there are no particular issues that SSNC puts more attention to. In 

general the approach is to not comment or to be involved in social issues. “One social issue 

many people have been worried about are issues related to property value. They are worried 

that the value of their property will be affected by wind power establishments. We have 

chosen not to comment any of these issues.” 

Lastly, regarding the importance of CSR issues in regards to price SSNC clearly puts CSR 

issues ahead of a lower electricity price. The main concern is environmental protection. If 

placement of turbines on environmentally favorable places also means higher electricity 

prices, it is a price they are willing to pay.  
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4.1.4 Regulators 

For SCAB the CSR issues of interest are primarily environmental issues. Overall, social 

issues are treated with much less attention. This is due to the fact that “there is very little 

regulation in this regard and that the consideration of social issues when establishing wind 

power is fairly new compared to environmental issues”. For environmental issues the most 

important issue for SCAB is protecting biologically sensitive areas (equivalent to flora and 

fauna in the customer survey). Overall, the most important environmental issues when 

regulating wind power is the protection of the surrounding area. Hence, very little or no 

consideration is given to the life cycle performance of the wind turbine itself.  

Issues such as noise and shadows are of more standardized nature and “are not given the 

same attention as the physical environment”. On the question whether international 

environmental standards are of importance it was said that “it is not a necessity, but it always 

gives extra credibility to environmental aspects”.  

There is also room for the county administrative board to incorporate issues in the permission 

process that goes beyond minimum environmental legislation. “The final list of conditions 

placed on the wind developer is very case specific and depends on what comes out from the 

consultation process”. Hence, if there are many active local stakeholders many specific 

conditions can be incorporated in the permission given by the county administrative board. 

These conditions have a legal status in the same way as normal environmental legislation in 

the Swedish Environmental Code (miljöbalken). An example of a condition that can be given 

is that turbines has to respect bird migration patterns and have to be shut down during periods 

of frequent bird migration.  

Regarding social issues there are very few issues that the county administrative board can 

influence. “There are cases where the wind developer has agreements regarding for example 

profit sharing with the local community, but these are internal agreements and fall outside of 

the legislative process”. Social issues are also more diverse in nature and fall under a wide 

variety of legislations that are outside the permission process. However, the county 

administrative board is clear in saying that it is clearly favorable for wind developers to move 

beyond the legislative minimum and innovate and adapt to local conditions in order to gain 

support for projects.  
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Similar to SSNC the SCAB favors CSR issues before financial returns. “One of our main 

roles is to act as a protector of societal values. If this goes hand in hand with the financial 

returns for the developers, that is great. But the main priority will always be to safeguard 

societal values, not facilitate profits for the developers” 

4.2 What involvement and communication methods do stakeholders prefer?

4.2.1 Customers 

In order to better understand if the normative idea of the stakeholder involvement strategy is 

supported by customers they are asked a series of questions about if and how they want to 

participate in CSR activities. By answering these questions customers, like the other 

stakeholders, are classified into four categories; (1) Passive customers, (2) reactive customers 

(3) active customers and (4) proactive customers.  

 

On the question regarding participation in and information about CSR activities 12 % of 

respondents answer that they don’t want information nor participate in CSR activities 

(passive). 48 % answered that they want information about CSR activities (reactive) and 40 % 

answer that they both want information about and participate in CSR activities (active and 

proactive) 

 

Figure 16: Participation and information (total, women, men) 

           

 

For the 40 % that are categorized as active and proactive customers they are asked to answer a 

few follow up questions regarding the way they would want to participate. 39 % of these 

(hence, 16 % of total responses) answer that they want to participate in meetings where they 

can influence and negotiate issues directly (proactive)(see table 17). 100 % (40 % of total 

responses) answer that they want to give their opinion through email or another electronic 
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medium (active). 21 % (8 % of total) answer that they want to give their opinion through the 

annual meeting (active) and 8 % (3 % of total) over phone (active).  

Figure 17: In what way would you want to participate in the CSR areas you think are important? 

 

In total this gives a categorization of customers of 12 % passive, 48 % reactive, 24 % active 

and 16 % proactive (the proactive customers are assumed to be only those who want to 

participate directly).  

Figure 18: Categorization of customers (total, <45 years, >46 years) 

 

Returning to the division of young and old customers the categorization show that about equal 

shares are categorized as reactive, 47 % and 51 % respectively. However, older customers are 

both more proactive, 11 %vs. 31 %, and less passive, 15 % vs. 5 %.  

A problem when surveying is that people have a tendency to answer what they want to do, not 

what they are or have been doing. For example when surveying preferences of ecological 

food many studies have found that people answer that they are more willing to pay a price 

premium for ecological food when asked through a survey than what they can actually 
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demonstrate in reality (Ekelund, 2003). This methodological problem cannot, in this case, be 

adjusted for completely. However, by asking customers what they have done in the past when 

it comes to CSR involvement significant differences in what customers answer about what 

they want to do and what they have been doing can easier be detected.  

13 % of the active and proactive customers (5 % of total) answered that they have actively 

been participating in discussions with companies. This figure should be compared to the 16 % 

proactive customers that claim that they want to participate actively in CSR issues. 

Furthermore, 13 % (5 % in total) answered that they have tried to influence by sending 

correspondence and debate articles to newspapers.  

74 % of the active and proactive customers have influenced companies to work with CSR 

through buying products with an eco- or fair trade label and 50 % of the active and proactive 

customers answer that they have influenced by sending emails or letters to a company.   

Figure 19: How have you earlier influenced companies where you are a customer to work with CSR? 

 

The 84 % of customers that fall under the category of reactive, active or proactive are asked 

how they want information about CSR. The two most popular mediums for information are 

email (63 %) and the website (58 %). The third most popular medium is the annual report 

with 38 % of the answers. Physical meetings and the annual meeting are insignificant forums 

for giving information about CSR with 2 % and 10 % of the answers respectively.   
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Figure 20: How do you want information about how o2 work with CSR?   

4.2.2 Capital Providers  

4.2.2.1 The Bank 

As mentioned above The Bank prefers an involvement and communication strategy where 

there is little direct influence. The respondents says; “You can call it a reactive influence. It’s 

a repeated process where the company says “we have now decided this” and where The Bank 

says no. Then the company has to go back and take a new decision, if they don’t find another 

financier, and then The Bank will reassess its decision again.”  

On the question what is causing this reactive influence behavior it comes down to two major 

points; competition and returns on investments. Firstly it is difficult to put demands regarding 

non-financial standards when the competition on the market is very high. On the other hand, 

looking at the current financial crisis, it has lowered competition and makes it easier to put 

demands on issues related to CSR. “There is very little money in the banking system right now 

so it is easier for banks to consider these issues. In the wind power industry there are maybe 

one out of three projects that gets funding and in this situation the banks are pointing at the 

projects that can show the best results in these regards.” 

Secondly, it is difficult to put demands on CSR issues as long as the main priority is returns 

on investments. “It is quite seldom you read in the paper “we have a high environmental 

profile therefore we are better”, it is only returns on investments that is the prominent factor, 

5.1 or 5.2 percent returns on a specific investment” Hence, there is no way to “punish” 

companies that don’t perform in areas related to CSR as long as returns on investments is the 

most central value.  
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Regarding communication about CSR issues the annual report is the most favorable forum for 

The Bank. “if I should rank the sources of information the annual report comes first. It is the 

major forum I use when I shall form an opinion about a company. This is combined with what 

is on the homepage. The third forum is the personal contacts with the company.”  

4.2.2.2 Proventus 

Proventus method of influencing issues related to CSR is mostly reactive but it is also based 

on situational conditions. “When it comes to investment decision it is reactive. At that time we 

can only say yes or no. After that we have to make decisions on a case to case basis. The way 

to influence is based on situational conditions and we don’t have a general standpoint on 

these issues. If we for example own 5 % of a company you don’t have a large say but if we 

own 95 % of company we have much more power to influence decisions.” 

However, a general approach is to not actively influence the company directly but indirectly 

through the board. “These issues are taken care of by the company itself and not the owners. 

We could indirectly try to influence the board but not influence the company directly. It is the 

company themselves that who have the daily contact with these issues so they are the ones 

that have to make it happen” 

Regarding information about CSR issues Proventus prefers a diversity of communication 

channels. “You have to reach out with as many communication channels as possible, through 

the annual report, through the website, through employees. It is also important that the board 

is well informed about these issues. They should get a presentation one or two times per year 

in order to know what is going on.” 

Furthermore, Proventus does not think specific standards or reporting codes is very important 

when informing about CSR issues. “You have to be able to show very concrete what the 

company is doing. It is not enough with a nice looking policy. You have to be able to show 

everyone that is interested that “we use this company when taking a taxi” or “we take the 

trains this much more than we fly.” For us it is not important to get the information once a 

year, it’s important that it actually happens” 

4.2.3 NGO’s 

SSNC approach to involvement and communication is mainly characterized by a variety of 

direct involvement tactics. There is no particular method that is preferred over the other. It is a 
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result oriented approach where the organization adapts its strategies according to what gives 

influence. On the question whether a more dialogue based or a more indirect outside influence 

approach is preferred the answer is; “Dialogue is always preferred but we will use both if 

necessary. Since we are so positive to wind power it is wrong to slow down the development. 

We want to cooperate with the wind power industry and find win-win solutions.” On the 

question whether they are prepared to go to court to defend their position Klas said; “Yes, 

absolutely. We are prepared to do that, and have so done in a couple of cases, and the wind 

power industry knows this. But during the near future we will put more efforts into making the 

wind power industry understand that dialogue is the best tool. It is obvious that the industry 

will lose a lot when the process takes time and we appeal their decisions. We will try to stop 

doubtful projects and as far as we understand there are a few companies that only look at 

their own short term interest.” 

The most important issue in regards to involvement for SSNC is to be involved early in the 

process. “We mean that the developer has to openly show all alternatives that there could be a 

discussion about. If we come into the process too late too many things are already decided 

and the possibility to influence is very limited.” 

On the question whether the current consultation process set but the county administrative 

board is satisfying Klas answers: “What I have heard from many local committees is that the 

current consultation process is more like information than consultation. You can chair your 

opinion but the main decisions are already set. I have been part of a consultation process and 

there it was more about defending their position rather than to see what could be changed in 

order to satisfy all stakeholders. It seems like many wind power companies do this because it 

is in the law, but a true consultation process is not what they are doing today.” 

“We would like the companies to accept these obvious problems and when they start to be 

interested in a particular area approach local environmental NGO’s and immediately let 

them say which areas to stay away from. This would be in their own interest since they would 

save a lot of money and time by doing this.” 

In conclusion the respondent says: “The most important aspect from our perspective is to get 

involved as early as possible. It is not ultimately about what the law says, it is about mutual 

respect and dialogue.”  
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4.2.4 Regulators 

Regarding involvement preferences from the regulatory perspective it is clear that a more 

intimate involvement pattern is preferred. “Each project is different and it is therefore difficult 

to have a standardized process and checklist, there has to be room for dialogue and 

flexibility”. The consultation process when establishing wind parks are based on a fixed 

process but the process is broad and leaves enough flexibility to be a applied to cases of very 

different nature. The legislative process can broadly be divided into two categories. The first 

category is about the standard application of the Swedish environmental code. This represents 

the less flexible aspect of the process and is largely desk work. The second category, and the 

more interesting one in regards to stakeholder management and CSR, is the consultation 

process with the local community and all relevant interest organizations. It is during this 

process where all the additional conditions to the permission are added and where all 

stakeholders are supposed to have a say. “This is a very crucial process and will most often 

determine the overall success of the project. It is also important for the county administrative 

board in terms of developing relevant conditions when issuing the permit for development” 

The county administrative board does not have any specific preferences regarding 

information. However the annual report is mentioned as an assessment tool. “Each company 

is responsible for sending a report to the governmental supervising body each year. There are 

specific templates for this that should be followed. Of course an annual report that further 

reports environmental performance can help in this assessment. Other than that we don’t 

have any preferences regarding which forums to use for information.”  

Classifying the preferred involvement and communication method for the county 

administrative board the label proactive stakeholder is the most suitable. It fulfills all of the 

criteria for a proactive stakeholder such as involvement, negotiation and systematic dialogue. 
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5 Analysis 

This chapter presents a point by point analysis of the results from the empirical chapter. The 

analysis is structured according to the research questions presented in the introductory 

chapter in order to better facilitate the understanding of the results.  

 

5.1 What issues stakeholders care about?  

When analyzing the results of what issues stakeholders care about a few points become clear;  

(1) Emissions and/or flora & fauna are the most prominent environmental issues for four out 

of five stakeholder groups.   

Looking closer at the result for what environmental issues stakeholders hold as important 

emissions and flora & fauna clearly comes out as the two most important issues (see table 5). 

For customers these issues were marked among the top three issues by 89 % and 78 % 

respectively. For investors the most prominent environmental issue is the very fact that wind 

power is an emission free and renewable source of energy. For NGO’s there is a strong focus 

on the fact that wind power is a renewable source of energy as well as an equal emphasis on 

the protection of flora & fauna. The major standpoint is that wind power should be spread, as 

a source of renewable energy, but not at the expense of lost biodiversity or environmental 

protection. For regulators the clear focus is protection of flora and fauna. Capital providers 

stand out as having the least clear expectations in regards to environmental issues. All other 

stakeholders have strong preferences about one or two issues whereas capital providers have 

none or less clear preferences. The Bank is furthermore the only stakeholder that does not 

have any preferences about environmental issues.  

Other environmental issues have a clear lower status compared to these two issues among all 

stakeholders that have specific preferences. Most of the environmental issues that are included 

in the customer survey, besides emissions and flora & fauna, are not mentioned by most of the 

stakeholders and especially issues of more subjective nature, such as visual impacts, shadows 

and noise, are clearly of lower importance.  

It is important to point out that issues that are classified as less important by stakeholders 

cannot be classified as unimportant. It simply means that they are less important than the 

issues that are classified as most important.  
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Table 6: Top priority environmental issue per stakeholder group 

Stakeholder Top priority environmental issue Clarity of priority 

Customers Emissions and Flora & Fauna Strong 

Proventus Emissions, renewable energy source Medium 

The Bank None -  

SSNC Emissions and Flora & Fauna Strong 

SCAB Flora & Fauna Strong 

 

(2) Social issues are less important than environmental issues 

Social responsibility has a relatively lower clarity among all stakeholders included in the 

study. For customers reliable power and contribution to research and development comes out 

as the two most important issues with 62 % and 56 % of respondents marking as the top three 

most important issues. This is significantly lower than the clarity in regards to environmental 

issues.  All other stakeholders don’t mention any specific issue as important when asked the 

question. For SSNC and SCAB stakeholder involvement clearly comes out as the most 

important social issue. This also shows in their preferred involvement and communication 

methods.  

Similar to environmental issues, capital providers stand out as having the least clear 

expectations in regards to social issues, in this case no specified preferences at all.  

The fact that social issues in general are less prominent than environmental issues can be due 

to different reasons. Firstly, the social issues included in this study are less homogenous 

compared to the environmental issues. This could make it more difficult for respondents to 

grasp the meaning of social responsibility (this also goes back to the debate about the term 

CSR and its broad meaning and interpretation). Secondly, social issues in regards to wind 

power are less integrated in legal frameworks and have therefore naturally received less 

attention. Furthermore, there are no requirements to map out social impacts when establishing 

wind power projects as there are with environmental impacts regulated under the Swedish 

environmental code.  
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For two of the stakeholders, SSNC and SCAB, the priority among social issues is relatively 

clear, with stakeholder involvement as top priority. However, they are also less important than 

environmental issues in general. Social issues for these stakeholders is more seen as a means 

to an end; environmental protection. For capital providers social issues are also of less 

importance. The Bank for example has an analytical tool for determining environmental 

impacts for a given project but has no instrument for determining social impacts. Customers is 

the only stakeholder group that cannot be said to value social issues less than environmental, 

although the priority among them are less clear compared to environmental issues.  

Table 7: Top priority social issue per stakeholder group 

Stakeholder Top priority social issue Clarity of priority 

Customers Reliable power, R&D Weak 

Proventus None -  

The Bank None -  

SSNC Stakeholder dialogue Strong 

SCAB Stakeholder dialogue Strong 

 

(3) CSR issues are considered as important or more important in regards to price or financial 

returns for all stakeholders except capital providers.   

Interesting to notice is that when CSR issues are put in comparison to financial returns CSR 

comes out as an equally or more important issue for all stakeholders except for capital 

providers who are not willing to compromise on financial returns for the benefit of CSR. For 

customers only 9 % say that price is more important than CSR and both SSNC and SCAB 

take a clear stand that issues in regards to environmental protection cannot be compromised 

for the benefit of financial returns or a lower electricity price.  

Both Proventus and The Bank make clear statements in their interviews that CSR is favorable 

as long as it goes hand in hand with increasing returns on investments. They reactively 

support CSR initiatives but are not willing or able to lower financial expectations in favor for 

a better CSR performance.  
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Table 8: Price vs. CSR 

Stakeholder Price vs. CSR Clarity of priority 

Customers CSR CSR is more or equally important 

for 91 % of customers 

Proventus Price Strong 

The Bank Price Strong 

SSNC CSR Strong 

SCAB CSR Strong 

 

5.2 What involvement and communication methods do stakeholders prefer?  

For involvement and communication methods the following patterns becomes clear:  

(1) There is little support for a unified method of involving stakeholders  

When analyzing what involvement methods the stakeholders included in the study prefer it is 

difficult to see a general pattern. Going back to the analytical tool that was introduced in the 

methodological section (see table 4) and classifying stakeholders according to their 

involvement preferences it becomes clear that stakeholders differ all the way from reactive to 

proactive (see table 7). Internally in the group customers a relative majority are reactive (48 

%) whereas the rest are more equally divided between passive, active and proactive (12 %, 24 

% and 16 % respectively). Furthermore, only 5 % of customers say that they have previously 

been proactively interacting with companies in regards to CSR issues which suggest that some 

respondents say that they want to be proactive although they will not do it in reality. 

Proventus, as investor, is classified as a reactive stakeholder. Involvement strategies for 

Proventus will differ based on the size of the ownership in the company. However, the main 

approach can be seen as reactive since the company tries to avoid direct involvement in 

internal corporate matters and use the board as an indirect forum for involvement. The Bank, 

as financier, is clearly classified as reactive. They avoid direct involvement in CSR issues and 

reactively assess the work done by the company. SSNC, as an NGO, is clearly classified as 

proactive stakeholders. They seek proactive involvement as early as possible in wind power 



46 

 

projects in order to maximize their influence. SCAB is also classified as a proactive 

stakeholder. They proactively seek a dialogue and consensus based process when establishing 

wind power projects in order to develop relevant regulations.  

In total, there is little overall support for the normative theory of stakeholder involvement 

suggesting that all stakeholders should be included in issues related to CSR. It is true for a 

few of the stakeholders, but it cannot be said to be the prevailing theory of stakeholder 

management.   

Table 9: Classification of Involvement strategy per stakeholder group 

Stakeholder Classification Justification Theory evidence (table 1) 

Customers Mostly reactive 48 % of customers were 

classified as reactive. 12 % 

as passive. Only 16 % were 

classified as proactive 

- Public information, one 

way communication 

- Request more information 

on corporate CSR efforts 

Proventus Reactive Mostly reactive although 

involvement strategies will 

differ depending on the size 

of ownership 

- Stakeholder influence: 

support or oppose 

- CSR focus decided by top 

management 

The Bank Reactive Clearly reactive 

involvement strategy 

- Stakeholder influence: 

support or oppose 

- CSR focus decided by top 

management 

SSNC Proactive Clearly proactive strategy. 

The more involvement the 

better. 

- Two-way symmetric 

communication 

- CSR focus negotiated 

concurrently in interaction 

with stakeholders 
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SCAB Proactive Clearly proactive strategy. 

The more involvement the 

better. 

- Two-way symmetric 

communication 

- CSR focus negotiated 

concurrently in interaction 

with stakeholders 

 

Figure 21: Visual presentation of the stakeholder classification results 

 

An interesting finding in the customer survey is that women are less passive than men. 0 % of 

women are classified as passive, not wanting to participate in nor get information about CSR, 

whereas 16 % of men are classified as passive. However, women cannot be said to be more 

proactive than men. Equal shares of 16 % are classified as proactive.  

Another interesting finding, directly applicable to communication strategies, is that younger 

customers hold CSR issues significantly more important in regards to price compared to older 

customers. 63 % of customers up to 45 years say that CSR is more important than price 

whereas only 30 % of customers over 45 years say the same. However, older customers are 

more interested in engaging directly with the company – proactive - when formulating CSR 

strategies and are also less passive. 11 % of customers up to 45 years were classified as 

proactive whereas 31 % of customers over 45 years were classified as proactive. Hence, the 

paradox in this finding is that younger customers say that CSR issues are important – even 

more so than price - but they are not willing to engage themselves directly.  

 (2) There is little support for a unified method for communicating CSR issues  

Similar to involvement strategies, communication methods show little homogeneity among 

stakeholder groups (see table 8). Customers answer that they prefer more traditional one-way 

communication methods such as getting information through e-mails and the company 
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website. Only 12 % of customers say that they want information about CSR initiatives in 

physical meetings whereas 63 % want information over email. Proventus prefer a variety of 

communication methods with the active involvement of different stakeholders. The Bank is 

clearly reactive in their preferences of communication. Information should be formal and used 

for analysis wherefore they mainly prefer the annual report as information medium. SSNC is 

arguably a clear case of a proactive stakeholder also when it comes to communication. They 

prefer as interactive and dialogue based communication settings as possible. SCAB prefers 

information in predefined templates as well as the annual report for complementary gathering 

of information.  However, they also see physical meetings as a possible complement for wind 

power companies to fulfill their requirements of stakeholder involvement in the permit given 

for development.  

Table 10: Preferred information method per stakeholder group 

Stakeholder Preferred information method  

Customers Email, website 

Proventus All available channels 

The Bank Annual report 

SSNC Verbally in meetings, website, 

interactive forums for giving 

feedback 

SCAB Fixed templates, annual report, 

meetings 

 

Going back to the assumption made in the theory chapter that only physical meetings, where 

stakeholders can directly interact with the company in two way communication, classify as an 

involvement strategy for communication there is very little support for a general trend 

towards stakeholder involvement. Although communication preferences are diverse and range 

across many different mediums only one stakeholder, SSNC, clearly states that physical 

meetings is a preferred form of communication. Other stakeholders are simply not interested 
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enough in contributing to or getting informed through two-way communication about CSR 

initiatives.  

5.3 What is the relevance of the stakeholder involvement model for the wind 

power industry? 

(1) The model has a low relevance when applied to all stakeholders 

When applying the stakeholder involvement model to the complete set of stakeholders 

included in the study it becomes clear that there is a misfit. According to the model 

stakeholders should fall under the category proactive. However, the result of the study clearly 

shows that the stakeholders that are closest to the company, customers and capital providers, 

are mostly reactive in nature. Going back to the categorization of stakeholders according to 

the model developed by Fassin (2009) the stakeholders closest to the company were classified 

as stakeholders whereas the other stakeholder, further away from the core of the company, 

were classified as stakekeepers and stakewatchers. This leads to the second conclusion for the 

relevance of the model:  

(2) The model has a high relevance when applied only to stakekeepers and stakewatchers  

Despite the fact that the model is largely misleading when applied to the complete set of 

stakeholders included in the study it cannot be said to be completely irrelevant. When 

excluding the first level of stakeholders in Fassin’s model (customers and capital providers) 

the model well represents stakeholders involvement and communication preferences (see 

figure 22).  

Figure 22: Fassin’s three level stakeholder model applied to the stakeholder classification results 
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Why is it so that the model corresponds well to the external stakeholders of the company? My 

answer to that question is that stakeholders that fall under the category of stakewatchers and 

stakekeepers are designed for maximum involvement in issues related to CSR. NGO’s are 

designed to guard and influence issues of their interest. Any other result than maximum 

involvement would therefore be surprising for this group. Similarly, regulators are designed to 

safeguard issues that are of more external nature to the company, which CSR issues most 

often are. The stakeholders that have a direct contractual stake in the company are designed to 

stand up for those specific obligations. CSR issues therefore have a second priority, after the 

binding contractual interest of the stakeholder.  

To summarize the analytical chapter; Environmental issues have a clearer priority compared 

to social issues for all stakeholder groups included in the study. Emissions and flora & fauna 

impacts are the most important issues among the environmental issues whereas more 

subjective issues such as landscape impacts and noise are of much lower relevance among all 

stakeholder groups.  

The theory of stakeholder involvement is ill suited to describe involvement needs and 

preferences for all stakeholders included in the study. It matches well with the groups called 

stakewatchers and stakekeepers, but not so well with the group stakeholders, the once closest 

to the company (see figure 23).  

Figure 23: The stakeholder involvement hypothesis and outcome 
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6 Conclusions 

This chapter presents the main conclusions of the study. Conclusions are divided into 

conclusions for the wind power companies – the more practical aspect – as well as 

conclusions for the stakeholder involvement theory – the more theoretical aspect. Lastly, 

there are reflections from the author as well as suggestions for further studies.  

 

6.1 Conclusion for wind power companies 

(1) Wind power companies should strive for proactive CSR methodologies but also keep the 

reactive aspect since it is the most important for many key stakeholders  

When concluding what the results of the study mean for the wind power industry it is clear 

that there is much to gain by working more proactively with stakekeepers and stakewatchers. 

They fit well in the model of stakeholder involvement. However, the model only tells half the 

truth about meaningful stakeholder involvement in the wind power industry. For the 

stakeholder that are closest to the company, capital providers and a relative majority of the 

customers the normative idea of maximum stakeholder involvement does not match their 

actual preferences or working standards. This group of stakeholders prefers a more classical 

one way communication and little or no direct involvement with the company.  

It also becomes clear that in order to be effective in reaching out with CSR activities a range 

of communication methods should be used. When it comes to communication methods there 

is no correlation between a certain method or forum and the classification of stakeholders on 

the scale from passive to proactive. What is clear however is that there is a clear need to move 

beyond the traditional annual report as a communication forum. In this study stakeholders 

have requested communication forums ranging from simple email newsletters to physical 

information meetings.  

An initial reaction to the results of the study would be that the theory of stakeholder 

involvement is irrelevant for the wind power industry and should be scrapped altogether or 

replaced with something potentially better. However, looking at the theory’s clear match with 

stakeholders that are more external to the company, stakekeepers and stakewatchers, the 

conclusion could equally well be that it is better to work with a somewhat flawed model than 

no model at all.  
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(2) Emissions and flora & fauna should have a clear position in wind power companies CSR 

portfolio.   

When concluding the content of wind power companies CSR work it is clear that 

environmental issues play a vital role for a majority of the stakeholders in the industry. The 

clarity among which environmental issues stakeholders care about is significantly higher 

compared to other CSR issues and a majority of stakeholders also describe environmental 

issues more frequently than other CSR issues. This holds especially true for emissions and 

flora & fauna impacts. In order to be successful in its CSR work wind power companies 

therefore need to demonstrate the relative advantage of wind powers non existing air 

emissions – which it focuses heavily on already today. However, flora and fauna impact is an 

issue that has a relatively low profile among most wind power companies. This is an issue the 

industry needs to integrate better in the future in order to fulfill stakeholder preferences. Not 

the least, this is important from a risk management perspective since some of the stakeholders 

included in the study show a willingness to take legal actions against companies that do not 

take these issues into consideration, thereby causing significant financial damage to the 

company at hand.  

(3) Socially related issues should have a less prominent position in wind power companies 

CSR portfolio.  

Four out of five stakeholder groups included in the study put a lower value on socially related 

CSR issues compared to environmentally related CSR issues. Customers is the only group 

that cannot be said to value social issues lower, although their priorities are less clear among 

social issues compared to environmental. This leads to the conclusion that social issues in 

general should play a less prominent role in wind power companies CSR portfolio. This might 

seem as a natural conclusion looking at the strong connection between wind power and 

environmental issues. However, looking at the wide distribution of wind power and its high 

visibility in society relative to other energy sources this conclusion might well change once 

the volume of installed turbines are more noticeable for the general public.  
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6.2 Theoretical conclusions for stakeholder involvement theory  

(1) The stakeholder involvement model is a useful tool for stakeholders with a non-

contractual stake in the company 

The main theoretical conclusion, an maybe an unexpected one, is that the stakeholders that are 

furthest away from the company show a greater need and willingness of involvement than 

stakeholders that have a direct contractual relationship with the company. The intuitive 

assumption is arguably that stakeholders that have a direct contractual relationship with the 

company would show a greater need for direct involvement.  

The clearest misfit to the stakeholder involvement theory in the study is the stakeholder group 

of capital providers. This group is clearly reactive in nature and differs in many aspects from 

the other stakeholder groups included in the study. Separating the group capital providers 

from the model would in a significant way increase the accuracy and the applicability of the 

same to real industry cases. For it is clear that the theory of stakeholder involvement could be 

of great use for the wind power industry as a whole. Looking at the vast amount of 

stakeholders involved in a single project the theory could serve as a guiding tool facilitating a 

better process than what would otherwise be possible. Looking at the delay of projects that 

can be caused by one single stakeholder the theory could also facilitate a more rapid 

expansion of wind power in Sweden.  

Ultimately, the theory could be an important tool in the transition to a sustainable energy 

future.  

6.3 Authors reflections 

When I started this study I had for a long time been grappling with the question of stakeholder 

involvement. Based on personal experience I had developed a mindset that stakeholder 

involvement is exaggerated, expensive and adding little to the core activities of the company. 

Indeed, this study also shows that stakeholder involvement is not for everyone. Engaging in 

large multi-stakeholder dialogues can in some cases cause more harm than do good. 

Stakeholders that have a direct contractual stake in the company show little or no willingness 

to be directly involved. However, it has also proven to be very important and valuable in 

some cases. For the stakeholders that are more external to the company a truly inclusive 

process for influencing corporate strategies can be both effective and profitable. Applying the 
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findings of this study in a wider context for the wind power industry stakeholder management 

comes out in a new light. It gives a good hint about what stakeholder management practices 

that should be prioritized. It is clearly so that the consultation process with a wide range of 

stakewatchers and stakekeepers is a key process in order for the wind power industry to be 

successful. It means that resources can be put to improve this part of the process, rather than 

expanding into an all inclusive stakeholder management approach.  

It is also clear that CSR issues matter to stakeholders from all categories. Going beyond the 

legal minimum can clearly benefit companies in the wind power industry and stakeholders 

also claim that such companies will be rewarded for doing so. Many customers even say that 

they are willing to pay a price premium for CSR performance. In an industry that is among 

the most tightly regulated it shows that compliance is not enough. Ethical leadership is an 

important competitive factor.  

6.4 Further studies/recommendations

This study has added valuable input to stakeholder theory by emphasizing the need of a 

differentiated approach to stakeholder management. However, there are important stakeholder 

groups that are not included in the study such as the media, nearby communities and 

suppliers. It is therefore not possible to design an all inclusive stakeholder management model 

for the wind power industry from this study, although important conclusions can be drawn 

from the sample included. A recommendation for further studies would therefore be to expand 

the number of stakeholders included in order to understand the complete picture of 

stakeholder involvement.  

Furthermore, there is a need to develop and standardize the social issues that are considered 

for a CSR portfolio in the wind power industry. These issues are today heterogeneous and 

thus make it difficult to draw sharp conclusions. Perhaps industry wide dialogues among key 

players could result in a more commonly agreed upon set of issues that are of importance.  
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Appendix 1 

Online survey for customers 
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Appendix 2 

Complete survey results 
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Appendix 3  

Interview templates 

Intervjuguide – Banken 

Relation till o2 

1. Varför har banken valt att investera i o2? Bakgrund till relationen? 

2. Är o2 del i något ”etiskt” finansierings/investeringsinitiativ eller är det en strikt 

affärsmässig relation? Är relationen till o2 unik på något sätt?  

Samhällsansvar 

3. Vilken betydelse har sociala- och miljöfrågor (CSR) vid ett beslut om utlåning av 

pengar till ett företag? Brukar banken ställa villkor inom dessa områden? Vilka frågor 

är isåfall av störst betydelse? 

4. Finns det någon företagspolicy angående samhällsansvar för dem projekt man lånar 

pengar till eller är det från fall till fall?  

5. Finns det några internationella/nationella standards som banken använder inom 

detta område?  

Delaktighet 

6. Kan/brukar banken påverka frågor av icke-finansiell natur hos dem företag man 

finansierar?  

7. Skulle det vara önskvärt från bankens sida att vara mer delaktiga i utformning av 

frågor kring samhällsansvar i dem företag man investerar i/finansierar tillsammans 

med andra intressenter (sk. ”multi stakeholder dialogue”)? 

Information 

8. Är det viktigt för banken att ta del av icke-finansiell information från dem företag 

man finansierar? Vilket medium är det bästa för denna typ av information? 

Risker/möjligheter 
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9. Hur ser du att icke finansiell information/prestation kan påverka kreditgivning i framtiden? 

 

Personlig bakgrund 

Namn:  

Befattning:  

 

Intervjuguide – Proventus 

Relation till o2 

1. Varför har Proventus valt att investera i o2? Bakgrund till relationen? 

2. Är o2 del i något ”etiskt” finansierings/investeringsinitiativ eller är det en strikt 

affärsmässig relation? Är relationen till o2 unik på något sätt?  

Samhällsansvar 

3. Vilken betydelse har sociala- och miljöfrågor (CSR) vid ett beslut om finansiering i ett 

företag? Brukar Proventus ställa villkor inom dessa områden? Vilka frågor är isåfall av 

störst betydelse? 

4. Finns det någon företagspolicy angående samhällsansvar för dem projekt man 

finansierar eller är det från fall till fall?  

5. Finns det några internationella/nationella standards inom detta område som 

Proventus tycker är viktiga (tex ISO 14001)?  

Delaktighet 

6. Kan/brukar Proventus påverka frågor av icke-finansiell natur hos dem företag man 

investerar i?  

7. Skulle det vara önskvärt från Proventuss sida att vara mer delaktiga i utformning av 

frågor kring samhällsansvar i dem företag man investerar i tillsammans med andra 

intressenter (sk. ”multi stakeholder dialogue”)? 
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Information 

8. Är det viktigt för Proventus att ta del av icke-finansiell information från dem företag 

man investerar i? Vilket medium är det bästa för denna typ av information? 

Risker/möjligheter 

9. Hur ser du att icke finansiell information/prestation kan påverka investeringar i framtiden? 

 

Personlig bakgrund 

Namn:  

Befattning:  

 

Intervjuguide – SNF 

Introduktion 

1. Vad har SNF generellt för inställning till vindkraft? 

2. Vilken potential har vindkraften i den framtida Svenska energiförsörjningen? 

Vindkraft och samhällsansvar 

3. Finns det några mijöfrågor som SNF tycker är av särskild vikt när det gäller etablering av 

vindkraft? 

4. Hur arbetar SNF med att driva dessa frågor?  

5. Finns det några sociala frågor (såsom bygdepeng) som är av särskild vikt vid etablering av 

vindkraft?  

6. Hur bedömmer SNF vilka frågor som är viktiga vid etablering av vindkraft?  

7. Hur skiljer sig miljömässiga och sociala frågor åt vid tillståndsgivning för vindkraft? 

 

Involvering av SNF i utformning av samhälls- och miljöfrågor 
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8. På vilket sätt försöker SNF påverka vindkraftsbranchen inom dessa frågor? 

9. Hur skulle SNF vilja att vindkraftsföretag involverade intresseorganisationer vid utformning 

och kommunikation av frågor angående samhällsansvar?  

10. Vilken form av påverkan är mest attraktiv för SNF, att driva en egen agenda och påverka 

industrin eller att sitta ned i direkta samtal med vindkraftsföretag?  

11. På vilket sätt skulle SNF vilja ha information om hur vindkraftsföretagen arbetar med 

samhälls- och miljöfrågor?  

12. Är det viktigt att vindkraftsföretag är lyhörda för olika intressenters intressen och aktivt 

bjuder in till dialog med olika intressenter?  

Risker/möjligheter 

13. Vilka åtgärder kan vara aktuella från SNF om vindkraftsföretag inte tillmötesgår SNFs krav 

angående samhällsansvar?  

Personlig bakgrund 

Namn:  

Befattning:  

 

Intervjuguide – Länsstyrelsen skåne 

Allmänt 

1. Vilka är Länsstyrelsens främsta uppgifter när det kommer till vindkraft? 

2. Hur viktig är Länsstyrelsens roll jämfört med andra statliga institutioner vad gäller 

vindkraft?  

Samhällsansvar 

3. Vilka är dem viktigaste miljöaspekterna vid tillståndsgivning för vindkraftverk?  

4. Finns det några sociala aspekter som tas i beräkning vid tillståndsgivning? Tex. 

bygdepeng eller intressent-dialoger? 
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5. Kan länsstyrelsen utfärda villkor inom dessa frågor? Kan dessa villkor gå utöver krav 

som finns i tex. miljöbalken? Hur kontrolleras dessa villkor?  

6. Hur skiljer sig miljömässiga och sociala frågor åt vid tillståndsgivning för vindkraft? 

Delaktighet 

7. Är det viktigt för Länsstyrelsen att föra en dialog med respektive projektör och 

utforma specifika krav eller är det standardmässiga krav som gäller för alla?  

8. Är det önskvärt för Länsstyrelsen att ha en nära kontakt och föra dialog med 

projektörer eller är det bättre att vara på ”armslängds avstånd” som objektiv 

reglerare?  

9. Hur har Länsstyrelsen tidigare interagerat med vindkraftsbolag under 

tillståndsgivning och utställande av krav?  

Information 

10. Hur samlar Länsstyrelsen in information om efterlevnad av utsatta krav? 

11. Är Länsstyrelsen intresserad av vad vindkraftsbolagen gör inom miljö- och sociala 

frågor utöver lagstiftning och utställda krav? Vilket forum skulle vara bäst för att 

informera om detta arbete?  

Risker/möjligheter 

12. Vilka åtgärder kan Länsstyrelsen ta om ett vindkraftsbolag inte efterlever dem utsatta 

villkoren/kraven?   

 

 

Personlig bakgrund 

Namn:  

Befattning:   

 



73 

 

Appendix 4: Customer sampling methodology 

z2 *s2  

n = --------------  
           H2 

 

Where:  

n = sample size 

z = confidence level (that is, 1.96 for 95 % and 2.575 for 90 % confidence)  

s = standard deviation 

H = precision level, which is the compactness of the confident interval desired 

 

Assuming a confidence level of 95 %, a standard deviation of .55 and a confidence interval of 

10 % the calculation looks as follows: 

 

       3.842 * 0.25    0.961 
n = --------------- =  ------- = 96.1 
     .1 .01 

 

Furthermore, assuming that the response rate is 50 % and oversampling will have to be 

included in the calculation. Given a required minimum sample size of 96 the following 

calculation is used to determined the drawn sample size required to produce the minimum 

sample size: (Bartlett, 2001) 

Anticipated return rate = 50 % 

Where n = sample size adjusted for response rate  

Where minimal sample size = 96 

Therefore, n = 96/0.5 = 192 

Furthermore, a systematic sampling method is used (Cochran, 1977) meaning that samples are 

selected based on an equal probability method, in which every k
th element in the frame is 

selected, where the k, the sampling interval, is calculated as:  

sample size (n) = population size (N) /k 

                                                            
5
 50 % is commonly recommended for a sample size 
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In this case it means that a survey is sent to every 20th customer. To make the selection simple 

the sample is started from the first person in the customer database from an alphabetical order, 

thereafter the 20th etc.  

 


