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Abstract 

Globalization and the spread of capitalism have affected nature and culture and lead to 

economic growth, social change but also environmental problems. This in turn has 

brought about environmental movements and a sustainability paradigm, consequently 

guiding the development of green business. This paper aims to connect green business 

to its context using the institutional approach. Five institutional aspects were chosen as 

the focus of this study based on indications from literature as well as from results; 

networking, lobbying, laws & restrictions, consumer demand and research & education. 

Deep interviews were conducted with 13 organizations in order to investigate in which 

manner these institutions create opportunities and barriers to green business in Sweden. 

It appears that networking, laws and restrictions as well as consumer demand are 

important institutions in addition to being a source of inspiration. Networking, lobbying, 

laws & restrictions, consumer demand, research & education, and certification & 

classification are mainly features utilized to spread and create knowledge and 

information. In conclusion, there are meager organizations available for green business, 

but there are structural and intellectual institutions available and growing.   

Key words: Green business, institutions, sustainable development, knowledge, 

networks, business, economics.  
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1. Introduction  

Most definitions of geography refer to „interactions between the environment and 

humans‟ and spatial scales and the relations between them are a prevalent focus area in 

the field of human geography. This paper aims to use the geographical ideas to connect 

social and ecological systems and explore the relationship between globalization and the 

environment. This is a Master thesis at the Department of Human Geography, using 

institutional analysis in relation to patterns of green business generation and success.  

Five institutional aspects were chosen as the focus of this study based on indications 

from literature as well as from results; networking, lobbying, laws and restrictions, 

consumer demand as well as research and education. The research question for the 

Master thesis project is in which manner these institutions provide opportunities and 

barriers to green business in Sweden.  

2. Globalization, Capitalism and Consumption  

In the modern globalized world, countries are increasingly interdependent and economic 

transactions are progressively more on transnational scales
1
. There are many different 

views and definitions of globalizations, but the discussions focus on some general 

themes, particularly the economic field and changing manners of production and 

consumption. It is often also coupled with the spread of capitalism.
2
 Sklair states that 

the central idea of globalization is that it is not sufficient to study contemporary 

problems at a national level but one must also consider the inter-state interactions and 

global processes. International and supranational organizations are growing both in size 

and importance.
3
 

The role of the state is changing and global forces such as mass media, transnational 

corporations and social movements are increasing in importance
4
; “Some believe 

private actors are emerging as the new sovereigns rather than the state”
5
; while others 

claim it is “a more complex interdependence”
6
. In some cases, transnational 

corporations hold more assets and therefore more power than the state
7
. Be that as it 

may, it is generally accepted that businesses play an increasing role in global politics
8
.  

It is clear that there is a connection between globalization and capitalism, which has in 

turn led to new production and consumption patterns. It is recognized that production 

and consumption produce various economic benefits such as employment opportunities, 

incomes, access to products and services as well as cultural artifacts. On the other hand, 

it also leads to unemployment, poverty, resource depletion, environmental pollution and 

cultural damage.
9
 Authors claim that a new culture-ideology of consumption is growing 

and spreading across the world. This culture-ideology promises to make everyone rich 

                                                           
1
 Tonkiss 2006, .p 4 

2
 Dicken 2007, p. 4-8 

3
 Sklair 2010,  p.210-211 

4
 Ibid,  p.210-211 

5
 Falkner 2003, p. 74 

6
 Ibid,  p. 84 

7
 Dicken, 2007, p. 12 

8
 Falkner 2003, p. 72 

9
 Dicken, 2007, p. 13 
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through capitalism and consumption
10

. Tonkiss brings up the subject of reflexive 

consumption. According to him, consumption is reflexive in two ways; it reflects and 

mirrors identity as well as requires reflection or thought. Consumption is increasingly 

becoming a way of expressing identity and beliefs.
11

 This paper will not go deeper into 

definitions and debates on globalization and transnationalism or its connections to 

capitalism, but instead operates on a basis of these assumptions and the consequent 

power present in businesses and consumption.  

Globalization and the spread of capitalism have affected both nature and culture. This 

economic growth was largely due to the industrial revolution, which brought new levels 

of wealth and development, eventually leading to the capitalist system
12

: “capitalist 

exploitation of natural resources has made possible the multifarious social, cultural, and 

political changes associated with urbanization, industrialization, and cultural 

modernization.”
13

 However, economic growth has to a large extent occurred at the 

expense of the natural environment.
14

 The capitalist system spread through various 

processes of colonization and globalization, putting increased strain on the 

environment
15

. 

3. Awareness and the Strive for a Green(er) Society 

Natural resources have been exploited without concern for future consequences, which 

has led to environmental degradation, ozone depletion, deforestation and desertification, 

diminishing biodiversity, acid rain, toxic wastes and global warming.
16

 Economic 

growth has enabled and stimulated population growth as well as economic inequalities, 

which aggravates the strain on the natural environment. Population increase entails 

consumption by an increased amount of people. Inequalities in economic and social 

statuses also involve different consumption patterns, in particular overconsumption 

patterns in many parts of the world. Overconsumption is particularly a problem in the 

so-called West or the economic core, but it is slowly spreading as prosperity expands.
17

  

Economic growth and the global economy are considered inextricably linked to the 

global environment.
18

 There was also an increasing perception of the failure of 

capitalism with regard to protecting the environment: “The faltering performance of the 

traditional paradigm [of capitalism] can be seen as the driving forces behind the 

introduction of sustainable economic development.”
19

 Consequently, social movements 

arose to protect the natural environment in the 1970s
20

 and gave birth to a new 

environmental consciousness. Social movements received much resistance from the 

private sector at first and “The conventional relationship between environmentalists and 

                                                           
10

 Sklair 2010, p. 193 
11

 Tonkiss 2006, p. 114-115 
12

 Murray 2006, p. 317 
13

 Rosen 1997, p. 129 
14

 Clapp et al, 2005, p. 32 
15

 Murray 2006, p. 317 
16

 Shrivastava 1995, p. 936; Clapp et al, 2005, p. 35 
17

 Clapp et al, 2005, p. 32 
18

 Ibid, p. 51 
19

 Roberts 2004, p. 128 
20

 Rosen 1997, p. 130-131; Clapp et al, 2005, p. 51 
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corporations has been openly antagonistic, using direct action to attract media coverage 

and highlight the corporate performance they opposed.”
21

  

Nevertheless, environmental consciousness spread and slowly became a part of different 

economic, social and cultural norms and values. Two very famous books – Paul Erlich‟s 

“The Population Bomb” and the “Limits to Growth” produced by the Club of Rome – 

discussed the relationship between population growth and food supply. These were also 

important milestones in the development of the concept of sustainability.
22

 These books 

have been very influential in the environmental movements in the North
23

 and provoked 

discussions surrounding the new concept of sustainable development, involving 

economic, natural and social issues.  

A number of non-governmental organizations, social movements and green parties 

evolved out of this new paradigm and began to increasingly target consumers and 

consumer behavior. This created a new wave of green consumerism, i.e. citizens were 

expected to make conscious choices in their consumption patterns: “The logic was that 

actual and feared reductions in sales would force companies to change production 

methods.”
24

 Parts of the industry adjusted accordingly and realized that the potential for 

green products and services as a profitable niche
25

 and relations between businesses and 

environmental movements and organizations slowly became less antagonistic
26

. 

However, it seems that both conditions – i.e. antagonism as well as cooperation – still 

subsists between the two camps and that this transition has not been complete or is 

coexisting with other developments. 

 

The literature used in this paper is mainly within the disciplines of geography or 

business management and economics. The geographical articles largely hold a similar 

position in relation to business, sustainability, and institutional context. However, the 

articles published in business journals had a slight tendency to provide a more positive 

image of business and their role in society. In addition, these articles highlighted the 

financial benefits with greener products and production. They provide a very positive 

view of business and their role in sustainability, while more critical perspectives used in 

this paper were taken from books on development. There is a strong focus on the 

economic aspects, i.e. costs versus benefits, but also the role of networks.  Many of the 

articles were case studies using deep interviews, but questionnaires were also 

commonplace. This paper aims to take a geographical approach by taking considering 

the institutional context of this development. 

Despite the fact that green business is a modern research area, prior studies on green 

business have not been found in Sweden. Previous studies have been found in European 

or American contexts, but not in Scandinavia. In addition, while institutional analysis is 

a renowned approach, it has not been observed in this context.  Previous studies on the 

role of networks have been conducted, but the influence of institutions such as norms 

and values has largely been overlooked in this setting. 

                                                           
21

 Adams 2009, p. 121 
22

 Clapp et al 2005, p. 51-52 
23

 Ibid, p. 53 
24

 Adams 2009, p. 121 
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 Murray 2006, p. 339-344 
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4. Actors in Sustainability 

Environmental concerns are becoming and have to some extent already become 

institutionalized. Not only has it become a part of institutional structures and policies, it 

has also had a great influence on knowledge, awareness and values. Views have 

changed, awareness has increased and it is now considered an important issue as well as 

a business opportunity.
27

 Particularly the concept of sustainable development has been 

influential and practically a maxim in modern discourse. 

Since the natural environment is not defined by national boundaries, institutions that 

govern these issues are increasingly international. The first United Nations (U.N.) 

conference on the environment was held in Stockholm, Sweden, in 1972, with 

discussions regarding economic growth and protection of the natural environment, in 

line with the ideas of sustainable development. The U.N. also produced a report on 

World Conservation Strategy in 1980 with the aim of highlighting environmental 

protection even during economic hardship and bringing the concept of sustainability to 

international political discourse.
28

 

The concept of sustainable development was popularized by the Brundtland 

Commission Report in 1987, also produced by the U.N. This report promotes 

simultaneous management of economic concerns and natural environment.
29

 The 

Brundtland document propagates awareness of natural limitations to growth and 

"development that allows the present generation to meet our current needs, without 

compromising the ability of future generations to meet their needs."
30

 The concept of 

sustainable development has been used in various ways by various disciplines
31

. 

However, this concept has led to new ways of thinking, and there are claims that: 

“Sustainability is progressively gaining the status of paradigm”
32

. It has received 

criticism, but further elaboration on this topic is not considered relevant to this 

investigation, since it is purely revealing the historical and institutional context that lead 

to sustainability ideas and projects. The objective here is
 
to indicate how this concept 

has influenced modern society and different ways of thinking. 

Other institutions have emerged out of this development as well. The U.N. started 

another project by the name of Agenda 21 which aims to promote the environment and 

stimulate collaborations between environmental groups and businesses.
33

 Agenda 21 is 

not a legal obligation but merely an ethical responsibility. It has however been applied 

in Sweden. Agenda 21 is based on ideas of communicative planning, using extensive 

dialogue with as many actors as possible in order to stimulate learning and 

communication with the aim of generating urban development and environmental 

sustainability.
34

 

                                                           
27

 Clapp et al 2005, p. 177 
28

 Ibid, p. 54-58 
29

 Shrivastava 1995, p. 937 
30

 Ibid, p. 938 
31

 Schaper 2010, p. 34 
32

 Vega-Leinart et al 2009, p. 357 
33

 Adams 2009, p. 124 
34

 Kakhee 2002, p. 54 
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Another important institution in creating awareness in addition research and information 

is the International Panel on Climate Change (IPCC). The IPCC is a collaboration 

between the U.N. and numerous scientists which aims to investigate the extent of 

greenhouse gas emissions and climate change, since there is still much debate about 

what exactly is happening and what the underlying causes are.
35

 While most of these 

institutions show some form of political action or discourse, the IPCC was mainly a 

source of information, therefore a more indirect but by no means less influential 

element. 

The sustainability paradigm has provoked government policies, programs, research, 

organizations as well as a new political discourse focused on alleviating ecological 

damage
36

. The main actors identified in this new movement are generally categorized 

by sector; i.e. nongovernmental organizations, social movements, green political parties, 

green businesses and green consumers.
37

 However, as stated in the introduction, 

globalization and capitalism have produced a shift in the power balance between the 

state and businesses, and some even claim that some functions previously managed by 

the state are increasingly being pushed onto the market to be handled by businesses.
38

 

No matter which perspective one choses to adhere to with regard to globalization and 

the relationship between the private and public sectors, it is clear that sustainability 

must be achieved through the cooperation of governments, environmental organizations 

and businesses together. Although governmental policies and public opinion are 

important instigators, many people believe companies should lead the way; “Like it or 

not, the responsibility for ensuring a sustainable world falls largely on the shoulders of 

the world‟s enterprises, the economic engines of the future.”
39

. This seems difficult to 

achieve without legislation and state directives since they do not just set limits to 

business activities, but also provide incentives and inspirations for different types of 

action. 

The environmental movement and consequent legislation had a corresponding effect in 

the early 1990s, when many businesses began to become more environmentally 

conscious, often colloquially named green or greening.
40

 The literature seems to differ 

on this issue; some believe it was caused by legislation while others claim it was purely 

inspired by consumer demand, so-called sustainable consumption.
41

 Although both 

aspects are likely to be influential, the initially antagonistic relationship between the 

environmental movement and businesses leads to the deduction that legislation and 

directives from governmental and/or international organizations were most likely of 

greater significance in this matter.  

Businesses interact with other actors within the private, public and civic sector, and are 

known to exert influence through lobbying states during political negotiations. They 

also form their own institutional arrangements and create their global standards for 

                                                           
35

 Murray 2006, p. 321 
36

 Shrivastava 1995, p. 937; Clapp et al 2005, p. 45 
37

 Murray 2006, p.335 
38

 Rutherford 2007, p. 295 
39

 Hart 2001, p. 18-19 
40

 Clapp et al 2005, p. 174 
41

 Adams 2009, p. 124 
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certification or best practices of different types (i.e. International Organization for 

Standardization, ISO) or their own rules and institutional arrangements known as 

“private environmental governance”
42

. Although it is a very interesting issue, it will 

only form a background for other private developments related to the environment and 

sustainability as well as the power of business in influencing these types of 

developments. 

Nevertheless, there is a clear development of businesses going beyond what is required 

of them by law.
43

 There are many critics of this however, who argue that this is “green 

wash”, namely just a marketing trick for the company to appear environmentally 

conscious will continuing with its old ways. Or else they simply invest more in the 

advertising of their environmental undertakings rather than the activities themselves. On 

a similar note, it is important to point out that business can claim a green profile but 

simultaneously lobby or fund activities that oppose stricter environmental legislation: 

“In short. Critics claim industry is just changing labels rather than truly changing 

course”
44

. Although these cases most certainly exist, this is often claimed by the same 

people who argue that businesses need environmental legislation since the market and 

its demand and supply arrangements do not stimulate environmental action from 

businesses. This would imply that there is no consumer demand for green products and 

subsequently no need for businesses to market themselves as being green.
45

 While the 

arguments on both sides can seem contradictory to themselves, one thing is true; 

businesses are vastly concerned with their image since it affects their sales.  

 

5. Green Business 

 

The sustainability movement has created many buzzwords and different terms to aim to 

describe different developments within this discourse. The terms sustainable business 

and green business are often used synonymously, as are terms such as environmental 

entrepreneur, green entrepreneur, ecopreneur
46

, referring to the leaders or founders of 

such businesses. Sustainability encompasses a larger meaning however, since it 

generally refers to the above mentioned notion of sustainability being a combination of 

economic, social and environmental developments. Clearly, since this study involves 

business and entrepreneurship; economic sustainability is implicit in the object of study. 

For the purpose of this paper and for the purpose of delineation, focus will be on the 

environmental, so-called „green‟ aspects, even though many of the organizations 

involved have some combination of both.  

The terms business, company and firm will be used synonymously in this paper. The 

firm is defined as an economic entity, a legal concept as well as a social and spatial 

construct embedded in broader discourses and practices, a view commonly held in 

economic geography
47

. These green businesses are, for the purposes of this paper as 

well as in many other discussions, considered especially entrepreneurial. 

                                                           
42

 Falkner 2003, p. 72-73 
43

 Clapp et al 2005, p. 177 
44

 Ibid, p. 179 
45

 Ibid, p. 177-178 
46

 Schaper 2002, p. 28 
47

 Yeung 2000, p. 301, Rusten et al 2010, p. 249 
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Assuming the notion of the firm as a profit oriented entity, green businesses are 

distinguished by the simultaneous pursuit of economic and environmental goals. 

Generally, the commercial activities performed by green businesses have an overall 

neutral or positive effect on the natural environment, although some aspects of the 

business could be greener than others. In reality, very few businesses are completely 

green, but the intention is there. While the prioritizing of the two may vary, green 

entrepreneurs will strive to combine environmental as well as business values.
48

  

Entrepreneurship is a debated concept, but most definitions refer to innovation and risk-

taking. This is appropriate in the green business context since these businesses are a 

relatively new development on the market, and therefore these businesses are pioneers 

of a sorts
49

; “In other words, entrepreneurship arises when enterprising individuals 

identify an unsolved problem, or an unmet need or want, which they then proceed to 

satisfy. In the process, they transform the existing status quo into a future opportunity 

and turn ideas into a commercial reality.”
50

 Since there are few or sometimes even no 

precursors depending on the type of business production, much innovative 

entrepreneurial thinking is generally required in order for businesses to achieve a more 

sustainable trade. 

Since green businesses come in many shapes and sizes, distinctions are sometimes made 

between greening businesses by focusing on either green product or production 

processes.
51

 For example, some businesses generate green products in the form of green 

energy, which decreases the effects on the environment caused by energy consumption. 

Other examples include businesses aiming to decrease the use of chemicals in their 

production methods. This is an interesting case, since the production method itself may 

still be harmful to the environment, but less so than the average production methods in 

the sector, hence still improving the state of the environment. Other businesses focus on 

the production process being greener, i.e. they aim to use less energy or a greener type 

of energy while producing regular products not necessarily directly related to the 

environment, such as cosmetics. On the other hand, all products are related to some type 

of resource extraction and therefore connected to environmental issues. The service 

sector frequently aims to utilize greener production rather than products. For instance 

consulting services aspire to constrain their consumption through using teleconferences 

rather than travel. The entrepreneurs‟ intentions are more distinctive than their 

productions, since they can be very diverse.
52

 

Another way to differentiate green businesses is differentiating businesses that are 

becoming greener, or those that have been green from the start.
53

 While some firms start 

with the intention of green production and have that as a main distinctiveness, others 

start with a different focus, but slowly incorporate an increasing amount of green 

measures in their firm, granting them the designation of green business.  

                                                           
48

 Schaper 2010, p. 14 
49

 Ibid, p. 9 
50

 Schaper 2002, p. 27 
51

 Schaper 2010, p. 34 
52

 Ibid, p. 14 
53

 Isaak 2010, p. 44 
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Some of them may well take the form of so-called social entrepreneurs, but are not 

limited to these. Social entrepreneurship is another form of business and has become a 

term for all business which is not entirely driven by profit motives. According to this 

view, green business would also belong to this category. This too is a debated concept 

with numerous definitions, but generally something along the lines of a business 

motivated by a social and/or environmental goal. Once more, emphasis is placed upon 

the social and/or environmental intentions. Many authors argue that social entrepreneur 

prioritize these social/environmental goals over profit, but the balance of priorities of 

these enterprises is a disputed issue. Social entrepreneurs are frequently viewed as 

important change agents, although there has been some critique of the balance between 

social and economic goals and there are contentions that these enterprises do not fully 

live up to their idealistic names and reputations.
54

  

Some call green enterprise an ideal type which is rarely real but rather a goal to strive 

towards. However, two companies are often mentioned as examples of this ideal type, 

which are Ben & Jerry‟s and The Body Shop. These companies are also considered 

culturally innovative since they were the first to have a strong social statement and 

changing current (consumer) culture rather than a pure profit orientation. However, it is 

also important to note that people are critical of how they have developed and that they 

seem more preoccupied with bureaucracy today than anything else. This is also why 

there is concern about corporate growth being in opposition with the green goals.
55

 All 

of these types of businesses – green startups, social entrepreneurs, firms greening at a 

later stage – are considered to contribute to a greener society and should therefore be 

included in the scope of this paper, even though there can be different degrees of 

influence. 

Articles on green entrepreneurship often take up the motivations for being green, i.e. 

whether it is based on personal conviction or if it is in fact profitable to transform to a 

green business. The research field of green entrepreneurship has developed quite 

recently, with some work starting in the 1970s, but real interest in the field began in the 

1990s.
56

 Corporate greening is gaining momentum not only in academia, but there are 

also other organizations that now consider and promote environmental businesses. 

Some specialist incubator centers and funding schemes have developed.
57

 A new 

discourse is arising and these firms are become increasingly influential. 

Post and Altman add to this list some basic barriers, which are capital costs of 

transformation, regulatory constraints, lack of information and technical knowledge, as 

well as organizational barriers such as attitudes of personnel and internal 

communication
58

. Pastakia goes more in depth into the legal environment being either 

too restrictive or too laissez-faire and consumer resistance (i.e. lack of appeal of green 

products or services)
59

. From the interviews in this project one can see that some of 

these barriers overlap. However, since the organizations as well as the issues were so 

varied, it was decided to decrease the amount of categories somewhat in order to 

                                                           
54

 Schaper 2010, p. 25 
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facilitate analysis and create an overview. Since this project does not look at internal 

structures of the businesses, internal organizational factors of the businesses were 

disregarded. 

The articles by Post et al and Pastakia inspired the categories used in this investigation. 

The five institutional aspects that were chosen as the focus of this study are networking, 

lobbying, laws and restrictions, consumer demand as well as research and education. 

This relates to Post et al capital costs of transformation, since the indications of 

consumer demand were given as a response as to whether or not the organizations 

considered green business to be profitable or not.
60

 These answers indicate the 

perceived relationship between investment and profit. Regulatory constraints are 

included in the category laws and restrictions. This is also included in the category of 

lobbying, which was brought up in the interviews in relation to this topic. The issues of 

lack of information and/or technical knowledge formed the research and education 

category, since many of these organizations work to improve this very circumstance 

using research and education. The category of networks was inspired by literature on the 

institutional approach by MacKinnon and Martin as well as the work of Granovetter, 

which highlights the importance of networking in commerce
61

. 

It is assumed that green entrepreneurs strive for profit, in accordance with the business 

concept. However, it is acknowledged that many green entrepreneurs could have mixed 

goals and different varieties of social and environmental goals.
62

 The term sustainability 

may also refer to social issues, and most of these enterprises will have a combination of 

these. However, for the purpose of this paper, focus lies on the environmental, but most 

businesses and organizations included in the study have some mix of both. Green 

businesses come in many sizes and forms, which is why much of the research in this 

field is focused on specific rather than the generalizable results.
63

  The bulk of the work 

within business management and economics focus on statistics and reporting rather than 

societal relevance. 

6. The Role of Green Business 

From the start of human civilization, when nomads settled down with the help of 

irrigation systems which enabled agricultural practices; “Economic activity is 

implicated in all kinds of environmental conditions that have shaped the social, cultural 

and political structure of human communities.”
64

 Barnes stresses that society consists of 

“hybrids of culture and economy”
65

 and it is difficult to determine where one starts and 

the other ends. Researchers are now looking into the role of businesses, especially in 

relation to production and consumption
66

. 

Businesses have an important societal role since they are a major force of economic 

growth
67

 as well as the main locus of conversion of natural resources to products and 
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commodities
68

. They are therefore a major influence in matters relating to 

environmental exploitation. In addition, with assets in financial resources, technical 

knowledge and institutional capacity, businesses possess significant abilities to 

implement ecological remedies
69

.  Businesses also influence consumers and product 

demand through advertising, which can be used to educate consumers. However, this 

influence has mainly been used to increase demand and consequently increase 

consumption
70

.   

With the popularization of the sustainability concept, ecological consciousness has been 

gaining momentum globally as well as locally in Sweden, which has influenced 

business developments
71

. Authors argue that among the motivations for a green 

business was the beneficial impact on the image of a business and consequently its 

sales
72

, to the point where it “even made „commercial sense‟”
73

. There are widespread 

debates in different disciplines whether corporate environmental policies are profitable 

opportunities or a costly burden. It seems both statements can be true or false depending 

on the situation.  

Environmental strategies implemented by businesses can improve risk since they reduce 

costs of accidents, lawsuits and boycotts. Corporate greening can also be used as a 

marketing strategy in order to set the business apart from other on the market. 

Businesses can also gain competitive advantage since environmental legislation is 

becoming stricter and it is therefore in their interest to make the transformation earlier, 

thereby staying ahead of the competition.
74

 In some cases it is also used for private 

governance where some leading corporations will help shape rules that will be imposed 

on their competitors and the market in general.
75

 

However, there is also a general belief amongst the public that green marketing is used 

to advertise products that are more expensive or less convenient, and is therefore 

sometimes met with skepticism from consumers. There have been studies that show that 

green marketing in fact has little effect.
 76

 Green adjustments often cost money before 

giving potential positive returns, much like any business investment.
77

 Although there 

are costs involved in the transformation to a greener business, operation costs can be 

reduced through waste reduction, energy conservation, recycling and other green 

adjustments.
78

 On the other hand, since the full ecological costs are not incorporated in 

the market, polluting is seemingly inexpensive. Costs are instead transferred to future 

generations or exported to less wealthy countries and regions.
79

 There is considerable 
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potential for future growth in this type of business, especially considering resource 

shortages, stricter environmental legislation and greater consumer awareness
80

. 

Another incentive is the presence of well-functioning green firms, proving that green 

business is feasible. This is also a source of information and experience on a different 

and more practical level.
81

 There is little discussion of barriers to green 

entrepreneurship, but three main barriers have been identified; market demand and 

consumer behavior, finding funding and loans, and attempting to balance between trust 

and credibility as opposed to preventing too complicated management and recruitment 

procedures.
82

 

Societal context is important in influencing the prominence of these factors. Education 

can improve the above mentioned recruitment procedure as well as market demand for 

green products. The matter of costs of pollution can also be influenced and implemented 

through legislation as well as influencing the issue of competitive advantage. Hence, 

societal context is pivotal in the development of green business. It could also be worth 

noting that in an increasingly globalizing society, this societal context could shift to a 

more international or global level as well. Although nation states are still influential in 

issues of legislation and markets, these are no longer limited to the national borders. 

Most environmental problems spread across national boundaries and matters such as air 

pollution can by no means be contained in one place. Carbon dioxide emissions in one 

country have effects on the air quality and consequently ecosystem stability around the 

world. 

7. The Institutional Approach  

Despite increased globalization and interconnectedness, businesses still “value their 

associations with a particular local or regional area”
 83

. Economic actions are embedded 

in social structures and they coexist and influence one another, constantly changing
84

. 

Granovetter points out that it is important to understand the historical and structural 

embeddedness of relations and that it is an ongoing process.
85

 Local economic, social 

and environmental conditions are essential factors in promoting or hindering a firm and 

determine the way it functions
86

. These conditions have developed historically and been 

influenced by broader societal as well as global trends and developments. In addition, it 

is important to note that businesses themselves can have considerable effect on the 

economy and the quality of life in a location.
87

  

These ideas have resulted in an institutional turn in economic geography, highlighting 

the need to give attention to social institutions to understand economic activities, as 

opposed to previous ideas that the socio-political context in which economic action 

takes place is constant. According to this approach, the economy must be understood in 

the context of social, economic, and political structures and rules, procedures and 
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conventions and how all of these influence each other. These institutional factors differ 

in place and time, something which is highlighted in economic geography: “It 

[economic geography] seeks to uncover the ways in which institutions shape these 

forces from place to place, and in so doing influence their outcomes in different 

places.”
88

 

The embeddedness concept has led to increased research in networks and institutions
89

 

in addition to inspiring new concepts and methods. In economic geography the 

institutional approach has been applied mainly to concerns of space and place such as 

regional development. The „institution‟ within the institutional approach refers to formal 

and informal components such as norms, values, cultures, politics, as well as 

organizational structures such as businesses, the market, the government, etc.
90

 It also 

takes into account such social concepts as social networks and social capital as well as 

knowledge resources; “Therefore, institutions are both objective structures „out there‟ 

and subjective springs of human agency „in the human head‟”.
91 

Cultural processes play 

a prominent role in the establishment of social structures and individual identities, 

consumption norms, and lifestyles.
92

 Communication amongst these institutions 

facilitates “mutual and reflexive networking, cooperation, and exchange”.
93

 Networks 

too are embedded in social, economic as well as geographical structures
94

. Institutions 

tend to evolve in a slow, self-replicating manner typical of path dependency; “cultural 

processes, to the extent that they serve to transmit knowledge, attitudes, and values one 

generation to the next, are a key factor in determining the path-dependent nature of 

institutional development”.
95

 The focus of this paper will be five institutional aspects 

based on indications from literature as well as results; networking, lobbying, laws and 

restrictions, consumer demand as well as research and education. 

8. Methods 

The previous studies referred to in this paper used deep interviews
96

 and surveys
97

 in 

their research projects. Survey studies such as Lerberg Jorgensen focused on business 

management aspects and reporting
98

.The literature also focuses on the role of networks 

and institutions in relation to business
99

. This project will use only deep interviews since 

the qualitative study will offer more depth. The methods will include content analysis of 

the interviews as well as secondary materials from the websites of the respective 

organizations with regards to their goals and activities. Since there is little opportunity 

to investigate the correlation between stated goals and activities, this might result in a 

bias, especially with regard to environmental goals and green wash. The time frame will 

consist of the present situation, although deep interviews are likely to provide some 
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information on previous experiences. In-depth interviews with institutions will be 

conducted in Stockholm since these types of interviews would be too time-consuming if 

performed on a larger scale.  

Stockholm is an interesting case since it is the capital of Sweden and known 

internationally as the „European green capital‟, hence assumed to be a key player in 

creating a greener society. Some more typically Swedish attitudes should be taken into 

account before generalizing this study to other countries. Swedish public awareness of 

environmental issues is considered quite advanced and many government policies are 

rather restrictive with the aim of protecting the environment. There is also the concept 

of “Allemansrätten”, i.e. the traditional law that allows everyone the right to enter 

someone‟s property and enjoy nature, as long as it does not pose an inconvenience, 

nuisance, or threat to the landowner, which is a basis of a distinctly Swedish 

appreciation of nature.
100

  

Prior to interviewing, the organizations are approached by email with a request to 

schedule an appointment for an interview. This email was sent to the information person 

or desk given on the firm‟s website. In all cases, this individual forwarded the message 

to the person that was responsible and knowledgeable on the environmental policy of 

the business, such as an environmental expert, an advisor, energy expert or some form 

of leader for the business as a whole. Especially for larger organizations, tasks tend to 

be delegated extensively and it is therefore imperative to reach the right person. This 

was not found to be a problem; on the other hand acquiring a reply at all was another 

issue. Responses to interview requests alternated between two extremes; disinterest 

and/or no reply or active interest and a scheduled interview. This is reflected in the time 

span in which the interviews were conducted. The first interview with The Natural Step 

was conducted in March 2011, while the remainder of the interviews was conducted 

between the middle of April until the middle of May. 

In the interview requests, preference was given to face-to-face interviews, but the option 

for telephone interviews is given in the hope of increasing response rate. The response 

rate was also a major influence on the resulting sample selection. The starting point 

consisted of private networking organizations and trade associations, since these are 

considered specifically relevant to networking (in the case of networking organizations 

or trade organizations) and legislation (governmental organizations and trade 

organizations) as well as an important source of information for businesses.  

Organizations were located and contacted through internet searches and subsequent 

snowball method. There is no comprehensive list or index of all green business in 

Sweden, hence a variety of methods were required to locate interview subjects. The 

Natural Step was an initial starting point as this is a renowned organization and has high 

capabilities as a gatekeeper as it is a network organization. Despite cooperation from 

them, contact with individual businesses was arduous and cumbersome. A similar 

strategy was attempted with Social Entrepreneurship Forum (SE Forum) at a later stage, 

with similar results. The firm Filippa K was located through a snowball method with the 

help of The Natural Step, but little further interest was evident from individual 

businesses. Additional initial contact points were governmental organizations, but 
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interest and response was lacking much the same among these actors. Contact was 

established with VINNOVA in this manner, since it is not only a research organization, 

but also a state organization. Due to the difficulty in establishing communication with 

individual firms, trade organizations were contacted. 

A systematic sampling was used for trade organizations. The major trade organizations 

are part of The Confederation of Swedish Enterprise (Svenskt Näringsliv). Their 

websites were located through the The Confederation of Swedish Enterprise homepage 

and subsequently a selection was made of those which stated something specifically 

about the environment or sustainability on their homepage in order to decrease the 

sample size and make it more manageable. The trade organizations in turn referred to 

the research organization Innventia. 

The assumption was made that the trade organizations who did not state any 

environmental or sustainability goals on their website were less concerned with these 

issues. This also relates to their role in green business since these organizations are 

more likely to promote green business. On the other hand, there can be cases of empty 

marketing tricks or understatement of actual sustainability activities. However, since 

many actors in the private sector are concerned with marketing and image portrayal, 

sustainability and greenness is seems more likely to be overstated than vice versa. The 

businesses that are members of these trade organizations are mainly small to medium-

sized. Transnational corporations are therefore not included in the scope of this study, 

since they have special conditions and a different power relation to the state. Delegation 

tends to be stronger in larger organizations and it could be difficult to find someone 

with an overview of all goings-on in when organizations become too large. The sample 

has a bias then excludes failed businesses. In this case only companies that have been 

successful in maintaining their business are examined since these are the ones that enter 

the networks and trade organizations in addition to still being available to contact for 

interviews.  

During interviews, it is important to remember that the researcher‟s identity shapes the 

relationships with interviewees and cultural differences or power relations may impede 

or facilitate information seeking and interviewing.
101

 It is important to remain aware 

that language use is important for the interview experience and the consequent 

results¸“Knowledge is not something people possess in their heads, but rather, it is 

something that people do together”
102

. This should not be a major obstacle in this case 

since cultural backgrounds are predicted to be fairly similar and all parties are fluent in 

Swedish since they are all active in Sweden.  

One should also keep in mind that the organizations may want to offer a more positive 

view of the company, since they want positive publicity. Since the interview was semi-

structures questions were formulated in an open manner so as not to convey judgment 

or value, but the problems attaining interviews show that this may be a sensitive topic 

and value-laden to discuss regardless of expressions used during the interview. In some 

cases follow-up questions were asked in order to gain further clarity, but this resulted in 

varying success as certain issues or questions were avoided and unclear. In connection 
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to analysis, transcriptions of the interviews were carefully can critically read, but this 

bias is nonetheless inevitable. 

This study encompasses the private sector perspectives, particularly those of trade 

organizations, networking organizations, research organizations and individual 

businesses. The interviewed organizations are quite diverse and differ quite a bit in 

structure, purpose and opinions. While this created a very scattered view and more 

complicated analysis, hopefully the patterns that can be uncovered are truly the most 

important factors influencing green businesses across different products and service 

provisions. 

The interviews were informal and semi-structured, meaning there were be a few key 

topics prepared that should be discussed or touched upon, but it was a dialogue and 

followed the conversational flow. It was open to suggestions from respondents to 

discuss issues that the interviewer may not have anticipated, but could be of great 

relevance to entrepreneurs (please see interview procedure in appendix for further 

details). The interviews will allow for more complexities and details, but they are not 

easily used for generalizations. However, these interviews are risk being not very 

representative of all green businesses since these businesses are very diverse, which is 

precisely why they are interesting.  

The interviews were interpreted using textual analysis, focusing on words and meanings 

rather than numbers and statistics.
103

 The results will be categorized in the five 

categories (networking, lobbying, laws and restrictions, consumer demand as well as 

research and education), based on the literature review as well as the empirical results. 

There are many more aspects, institutional or otherwise, that affect green business, but 

limitations must be made in order to provide an overview and facilitate analysis. These 

were the categories most commonly found both in the literature and in the interviews.  

All interviews were recorded in order to allow the researcher to focus on the interview 

and create a more natural flow of conversation. It also includes more detail of the 

conversation and can be replayed if memory needs to be refreshed. However, the 

interviewee was asked for permission as he/she might feel uncomfortable being taped 

for various reasons, and it is important to respect their wishes
104

. These tape recordings 

were then transcribed soon after the interview. The interview subjects were clearly 

informed of the purpose of the interviews as well as the thesis as a whole. In some cases 

a rough draft of the interview material was sent to the interviewee before publishing and 

this material was reviewed and approved. Due to time constraints this was only 

arranged on request by the interviewee, the remainder had to settle for the information 

on the purposes of the research provided verbally in advance of the interview. 

The location of the interview can also be an important factor with regard to taping as 

well as atmosphere. While a relaxed and informal mood can promote a more open, 

informal interview, noisy places should be avoided in order to be able to tape the 

interview and certain places such as people‟s homes elicit safety concerns. Therefore, 

interviews are probably ideally completed in the offices of the entrepreneurs, especially 

since it can also be informative to see the entrepreneur in his/her own environment. But, 
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as previously mentioned, the option was given to complete the interview by telephone at 

the interviewee‟s convenience. 

9. The Organizations 

Below follows a short summary of the interviewed organizations as well as their main 

functions. This description as well as the results section is divided according to the 

organization‟s main activities and ordered alphabetically within each category. 

9. 1 Trade Organizations 

Trade organizations collect businesses in one sector and advise them in commercial 

issues. These organizations lobby for their member firms and aim to promote their 

respective sectors. As previously stated, a selective sample was chosen to delimit this to 

trade organizations more explicit with their green work and these organizations claim to 

work for green business in their sector as well. 

Almega 

Almega is the trade and employment organization for the service sector. Almega 

comprises ca. 10 000 members and is the biggest trade organization within The 

Confederation of Swedish Enterprise. They advise in employment matters and advocacy 

for the service sector. Almega also has a project called “Ett Grönare Almega”
105

, i.e. a 

greener Almega, which preceded by a study indicating which activities burden the 

environment the most, followed by recommendations to improve this.
106

 

Sveriges Byggindustrier (Byggindustrier) 

Sveriges Byggindustrier is the trade association for the building industry in Sweden. 

They lobby for the building industry and inform their members. One of their primary 

goals is to contribute to stable, high and green development.
107

 

LIF – de forskande läkemedelsföretagen 

LIF is the trade association for researching pharmaceutical companies in Sweden. 

Approximately 75 pharmaceutical firms are a member of LIF, which make out ca. 80% 

of all pharmaceutical produced in Sweden. This organization aims to develop the 

Swedish medical system and promote development of and access to innovative 

medicines and vaccines. LIF services their members through provision of information 

as well as lobbying and influencing policy development. They collaborate with the 

public institutions and health care actors.
108

 

Företagarna 

Företagarna is a trade organization for private companies, mostly small to medium-

sized businesses. Representing ca. 70 000 entrepreneurs, they lobby and provide 

services for their members.
109
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Teknikföretagen 

Teknikföretagen is the trade organization for the technology sector. They represent 

more than 3500 businesses. Technology is an important sector in Sweden, since it is a 

major source of national revenue. Teknikföretagen provides advisory, educational and 

networking services to their members in addition to lobbying for their interests. They 

monitor and influence environmental legislative development. They also make a note 

that much of this occurs on European Union (E.U.) level, hence they participate in 

different reference and cooperative groups with the E.U.
110

 

Skogsindustrierna 

Skogsindustrierna is a trade and employer‟s association for the pulp, paper and wood 

industry. It deals with matters of employment and economic policy. Their goal is to 

create a more competitive industry through being more effective with resources and the 

work to decrease the environmental burden of the industry.
111

 

Sveriges Redareförening (SRF) 

Sverige Redareförening is the seafaring trade association representing Swedish shipping 

companies in the world. They highlight the importance of environment and technology 

and aim to work proactively for within seafaring safety and environmental issues.
112

 

VVS Företagen 

VVS Företagen is the trade and employment‟s association for businesses in heating, 

ventilation and sanitation as well as an employment‟s association for businesses in 

cooling, industrial pipes, ventilation and technical insulation. It provides services and 

guidance to its members as well as network building and lobbying. They aim to be an 

environmentally conscious organization and assist members in gaining environmental 

knowledge as well as helping develop environmentally friendly services and 

products.
113

 

9.2 Networking Organizations 

The networking organizations clearly work to promote networks, but often this is 

restricted to a theme. These two networking organizations were selected due to their 

profile which suggested it might be specializing or related to green business. There 

could be more networking organizations of this type, but these were the largest of their 

kind. 

The Natural Step 

The Natural Step is a non-profit organization founded by Dr. Karl-Henrik Robèrt in 

Sweden in 1989. It now has offices in 11 countries and a long list of partners including 

major corporations as well as academic institutions, not-for-profit organizations and 

public offices. The organization promotes sustainability through research as well as 

informing and advising communities and businesses; “we‟ve proven time and again that 

sustainable decision-making leads to new opportunities, reduced costs, and dramatically 
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reduced ecological and social impacts”
114

. Dr. Robèrt has also developed a framework – 

The Natural Step Framework – which is applied through the organization.
115

  

Social Entrepreneurship Forum (SE Forum) 

SE Forum is a network organization for social entrepreneurship and social 

entrepreneurs, i.e. a person who “identifies a social problem/need and uses innovative 

and entrepreneurial skills and principles to create, organize, and run activities with the 

purpose of being part of the solution to the social problem/need”
116

. There is a clear 

focus on the society role of the enterprise rather than purely economic orientation. SE 

Forum promotes social entrepreneurship by sharing knowledge as well as offering the 

entrepreneurs support, tools and connections in addition to inspirational stories from 

successful entrepreneurs.
117

  

9.3 Research Organizations 

These organizations were frequently referred to by the other organizations as sources of 

information and innovation. Judging from the interviews, the businesses gain their 

knowledge and technology from these organizations. 

Innventia 

Innventia is a research organization that specializes in pulp, paper, graphic media, 

packaging and bio refining. They focus on sustainability combined with innovation and 

industrial value for their research.
118

 

VINNOVA 

VINNOVA is the public office for innovation in Sweden and aspires to promote 

researchers and businesses in Sweden. They aim to encourage sustainable growth by 

financing research and innovation systems as well as commercializing research results. 

The innovation investments are designed in order to increase collaborations between 

businesses, universities, research institutes and other organizations.
119

 

9.4 Individual Businesses 

Individual businesses are the practical implementers of greening strategies and the users 

of institutional factors in order to create greener products and productions.  

Filippa K 

Filippa K is business in fashionable clothing with their main office in Stockholm. It was 

established in Sweden, but is now spread throughout Europe and USA. It places 

emphasis on social and environmental sustainability and has developed their 

environmental policy with the help of The Natural Step (see description of The Natural 

Step below). They are also a cofounder and a member of Sweden Textile Water 
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Initiative (STWI), a network for textile and leather industries working to create 

awareness of the effects of their products on water resources.
120

 

10. Results 

The hurdles encountered in finding persons to interview can also indicate a few things. 

It could be interpreted as a confirmation of statements made in the interviews conducted 

that businesses are slimmed down and have little time for these things. Since it was 

particularly difficult to reach individual businesses, this seems probable. However, it 

could also show that greening is in fact a sensitive issue to talk about. Just as likely as 

the slimming down argument, this matter was referred to in the interviews as well in 

more direct or indirect ways by avoiding certain topics and/or emphasizing the 

importance of being green on the market for customers and investments. An overview 

of the results from the interviews is presented below, showing the presence and absence 

of the institutional features in the organizational context. 

 

 Table 1: Interview Results 

  Networking Lobbying Laws & 

Restrictions 

Consumer 

Demand 

Research 

& 

Education 

Trade 

Organizations 

Almega x x - x  

Byggindustrier  x x - -  

LIF x x x - x 

Företagarna x x  -  

Teknikföretagen x x x  x 

Skogsindustrierna x x x   

SRF x x x   

VVS Företagen x x x x x 

Networking 

Organizations 

The Natural Step x x  x x 

SE Forum x    x 

Research 

Organizations 

Innventia x  x  x 

Vinnova x x x  x 

Individual 

Businesses 

Filippa K x x x x x 

The „x‟ stands for presence, while „-‟ stands for indicated lack/need, and empty cells indicate neither 

presence or remark upon the listed feature(s). 

 

10.1 Networking 

Networking is a major influence in all of the organizations interviewed (please see 

Table 1 above). Some organizations are more active than others in setting up 

networking platforms themselves. Most organizations, particularly the trade association, 

are slightly more passive and simply participate in existing networking platforms and 

other activities. Networking is widely used for many different purposes, which includes 

environmental information. Judging from the interviews, this is where most 
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organizations and businesses either gain or try to spread awareness and inspiration. This 

is achieved through a variety of measures such as personal contacts, seminars, 

workshops, meetings and mailings. Filippa K states that “Through STWI [explained 

above] we work together with other businesses and try to educate, create guidelines and 

come up with new ways to decrease the negative effects we have on water”
121

. 

Something that came up in many of these interviews however, is the fact that businesses 

are very slimmed down in order to save money and remain profitable, and therefore do 

not have the time and resources to invest in networking activities; “I think multisectoral 

networks are underestimated as a political action. Businesses are so slimmed down that 

they don‟t have time for that.”
122

 The private organizations brought this up as a problem 

for them to perform networking activities, while the non-profit organizations brought 

this as a reason why they more actively try to involve businesses and reach out to them. 

The Senior Advisor from The Natural Step pointed out that networking was important 

even for the spread of environmental awareness and sustainability measures in business. 

According to him, this development first started with small islands spread over the 

globe, which then slowly joined through personal connections. These connections are 

created through exchange programs for work and study, creating networks across 

national boundaries. He also pointed out that businesses never want to be the lonesome 

prophet since it is considered to be too risky. Businesses are to a large extent inspired by 

success stories other businesses and people as well as demands put on them from other 

companies, e.g. companies that implement environmental standards to all aspects of 

their business, even supplier relations. Demands will be put on the supplier to live up to 

environmental standards which then pushes them to come up with new ideas and 

solutions. The Natural Step stimulates networking and will create networking platforms 

at the request of businesses, but will not run it for them. 

From the interviews it was clear that networking was one of the main activities of all of 

the organizations involved, but very few networking activities were specialized on 

environmental concerns. All of the organizations held and attended seminars on 

environmental issues and most trade organizations (i.e. LIF, Företagarna, VVS 

Företagen and Teknikföretagen) have some form of environmental and/or energy 

committee as reference group. These serve not only their lobbying activities, but also 

function as a major source for up to date information on environmental laws and 

development for the members. This is also a major reason that businesses apply and pay 

for memberships in these organizations. The Confederation of Swedish Enterprise also 

has so-called Energy Efficiency Groups, where trade organizations that are members 

meet to discuss energy issues and try to coordinate their views and efforts. 

Four of the organizations interviewed were particularly active in motivating networking 

activities in a variety of ways; Filippa K, Innventia, Vinnova and SE Forum. Innventia 

and Vinnova are similar organizations focusing on research activities and also employ a 

similar stance towards networking. They both include businesses in their projects and 

approach them with new ideas and projects when relevant. They are mostly enablers, 

but VINNOVA even states “that is an important purpose of our investment, to 
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strengthen networks between businesses and research”
123

. However, Innventia did take 

up problems with ownership and copyrights in joint projects and that this can create 

problems and must be navigated carefully. Depending on investors, problems arise as to 

who owns what part of a project and Innventia has employed specialists to handle these 

issues
124

. 

On the other hand, Filippa K and SE Forum take a more proactive stance in green 

networking. Filippa K, as mentioned in the descriptions of the organizations above, is a 

cofounder and member of STWI. This is a new initiative with 25 cofounding 

corporations that work to decrease burdens placed on water resources by the leather and 

textile industry. Filippa K is also connected to Swedish Research (Swerea), and work 

together on decreasing the use of chemicals as well as improving knowledge of these. 

SE Forum is also very committed to networking and it is one of their main purposes. 

They provide connections between businesses and entrepreneurs and people who want 

to be entrepreneurs through different events that they organize. Two of their main 

undertakings are those of inspiring and supporting; i.e. providing the opportunity to 

share stories (such as seminars and bars) and coaching as well as guidance to grant 

opportunities. These services are provided for free in order to reach as many as possible. 

10.2 Lobbying 

Lobbying is another major factor and activity for all but two interviewed organizations 

(please see Table 1 above), which were not officially lobbying, but still raising 

awareness with political bodies. Trade organizations generally perform lobbying 

activities to promote and enhance their trade, but interviews revealed that environmental 

issues were a major part of this. Not only do they keep up to date on the latest 

developments on environmental legislation and restrictions, some also claim to lobby 

for stricter environmental demands:  

“We talk to authorities, ministries, and so on and we court them and 

such things and point out that these are important issues and that we 

should do something now in order to achieve the goals we have 

[previously in the interview he was referring to environmental goals 

set by the E.U. with regard to energy saving]. We on the building side 

actually want demands from authorities so that something will 

happen.”
125

  

They list individual motivations and ideology as well as market competition as major 

reasons for this. In the interview with The Natural Step, there was also an indication of 

environmental issues being more difficult to drive through the political arena in contrast 

to businesses, something they credit to the pressure and drive to succeed and evolve in 

the private sector. 

SE Forum pointed out that they are not officially lobbying, but there is a discourse on 

social entrepreneurship that is just newly developed in Sweden:  
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“In Sweden, with the social system, it [the discussion on social 

entrepreneurship] is more recent. And with changing social climate and 

systems in Sweden, the government is not fulfilling all its roles like it 

used to and is meeting new issues it doesn’t know how to deal with. 

Social entrepreneurs come in and pick up the slack. So it is still really a 

new discussion.”
126

 

They try to develop this further and educate institutions: 

 “There’s a fuzziness about the term social entrepreneur, am I being a 

social entrepreneur? Is it about social or environmental goals?”
 127

 

Since social enterprises often are some form of hybrid of non-profit and for-profit 

business organizations, SE Forum works to inform institutions such as banks that are 

able to provide loans or investments about social entrepreneurship: 

“As with any business, funding is always an issue. There’s a debate on 

whether this [social entrepreneurship] is an accepted way of doing 

business. A problem faced by many social entrepreneurs is: am I doing 

good at the expense of making money or vice versa?” 
128

 

These results may be affected by the sample selection since trade organizations often 

have lobbying as one of their main tasks in order to promote their sector. It was 

interesting to gauge if this was also used to promote any greening both internally and 

externally. The response to this was unclear and these were some of the issues that were 

to some extent avoided. Many of these organizations admittedly lobby with regard to 

environmental legislation and directives for their member businesses, but it is difficult 

to evaluate whether this is in favor of or against more demands by interviews with the 

actors themselves. It is interesting to note that the networking organizations that 

specialize on corporate greening were not officially lobbying, but were networking and 

interested in current legislative affairs. Filippa K did in fact lobby directly as an 

individual business. Since only one individual firm was included in the scope of the 

study, it is difficult to generalize from these results, but one could argue that there is no 

need for networking organizations to lobby since the individual companies already do 

this themselves. Also, the networking organizations stated clearly that they wanted to 

stay politically neutral and this was listed as an important cause for the absence of 

lobbying.  

The interviews also revealed that most new environmental laws and directives now 

come from the European Union (E.U.) or more international spheres and organizations 

such as Företagarna, SRF, Teknikföretagen and Vinnova point to their more 

international collaborations when discussing their lobbying activities. Trade 

associations are regularly used as a consultative body for the Swedish state and they 

have similar associations which they are part of on E.U. level. The E.U. is also a major 

financer of research, something reflected in requirements and demands from Innventia 

and VINNOVA in many of their requirements and demands for research investments. 
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The concept of environmental certification and/or classification came up in 

approximately half of the interviews. The Senior Advisor for The Natural Step referred 

to this as “the positive flipside of fear”
129

 since certifications have great power as they 

are credited with providing trust and credibility by verifying the company‟s claims to 

uphold environmental standards. Organizations such as Företagarna, Skogsindustrierna 

and VVS Företagen have contact with certification organizations and lobby towards 

them. LIF on the other hand is aiming to create their own classification system.  

10.3 Laws and restrictions 

Laws and restrictions were also a large part of the environmental discussions and 

actions for the interviewed organizations. This was brought up in all but three 

interviews (please see Table 1 above). Two of these three interviews did bring it up 

indirectly, but not particularly as a part of their development or responsibilities. 

It is not surprising that laws and restrictions were mentioned in interviews with state 

actors, nor is it unexpected given the results on the importance of lobbying. What is 

worth mentioning still is that this was often mentioned in a context of the history of 

greening. Since these were deep interviews, the interviewees were allowed to speak 

freely and in all of the interviews this entailed some historical explanation of greening 

in business in general and/or in their sector specifically. Legislation and state demands 

played a large role in this historical narration as the beginning of their greening 

strategies in all of the cases. 

As mentioned previously, the E.U. is brought up as an important actor, and their laws 

and restrictions are reflected in most of the interviewed organizations, but particularly 

the research institutions Innventia and Vinnova. Funding is an important tool in 

applying rules and demands, especially from E.U. level. The research institutions 

pointed out that in order to get research grants in general, but in particular those from 

the E.U. require a clear sustainability aspect in the project. The E.U. laws referred to in 

relation to research were largely aimed at involving businesses and creating networks 

for science.  

However, other international institutions were also brought up as important actors. SRF 

pointed out that most shipping legislation and directives come from the International 

Maritime Organization and other international forums. Innventia also pointed out that 

the debate on environmental issues is internationalizing; “I would say that if the 

environmental debate was in the E.U. 15 years ago it is global today.”
130

 It should also 

be mentioned that all comments on E.U. laws declared the fact that it was confusing and 

not clear, something which hinders practical implementation on individual business 

level at times.  

However, in two cases there was also a mention of lack of legislation and demands; in 

the case of the service sector (Almega) and the building industry (Byggindustrier, but 

VVS Företagen also requested more demands be placed upon their activities). Almega 

pointed out that there are few if any environmental laws and directives targeting the 

service sector, other than those of the average citizen as a consumer. As explained 
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above, they have tried to establish some standards themselves. In the case of the 

building industry (both organizations Byggindustrier and VVS Företagen), they point 

out that there are many demands put on them, but very few consequences if they are not 

followed: “The demands from society exist, but there is no follow-up.”131 This 

consequently results in many empty promises with regards to environmental 

commitments, hence these organizations in fact argue for tougher legislation: “we need 

demands for things to happen”
132

. It is important to note that these are the perceptions of 

the organizations rather than the actual legislation. Laws and regulations are not the 

matter of interest here, but rather the effect they have on businesses and related 

organizations. Hence actual legislation is not significant as much as the resulting 

attitudes and undertakings by the organizations which follow from their perceptions 

which do not always have to coincide with reality, but nonetheless shape reality. 

10.4 Consumer demand 

The demand for environmentally friendly products and services were brought up in 

approximately half of the interviews. Out of these, opinion was split in half once again 

as to whether it functioned as a motivator or discouragement (please see Table 1 above). 

Results in this category are scattered, but the one individual business interviewed views 

this as a positive force. The Natural Step clearly mentioned this as a positive factor and 

related this to other developments, while SE Forum more implicitly referred to this as a 

given circumstance. The views on green consumption by the trade organizations were 

mixed, but it is unclear if this is simply stated in the interview as a justification for 

lacking in active greening undertakings, or whether it is their true perception and 

therefore a causal factor in their lack of activity in this matter. 

Starting with the positive view of consumer demand, the opinion was that corporate 

environmental awareness is demanded from consumers and that it in fact can be used as 

a marketing strategy. For example, Almega emphasized the importance of 

environmental commitments in providing a positive image of an organization as well as 

being a significant factor when delivering business offers and estimates. Filippa K also 

indicated the heightened awareness and increased demands from consumers with 

regards to social and environmental sustainability “Customers demand better products 

and more environmentally friendly products”
 133

. The Natural Step even cited this as a 

reason behind the power of environmental certification companies, since economic 

transactions are increasingly about trust and credibility. According to them, the 

consumer is increasingly important, and the certification companies make it easier for 

them to choose a company that is less harmful for the social and physical environment.  

However, LIF pointed out that many pharmaceutical companies feel that environmental 

profiling does not work for them. Causes provided were on the one hand dependence on 

what doctors prescribe, but also the pressure to keep the price down, particularly since 

the Pharmacies have “the article of the week” campaigns where they will supply the 

customer with only this brand that week, and this campaign is based upon price, i.e. the 

cheapest brand within that class of medicines. Another reason is that there is no 

environmental certification in the pharmaceutical industry. LIF is responsible for the 
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largest website for pharmaceutical information in Sweden (FASS.se), and there they 

have launched a campaign to classify medicines according to environmental impact, but 

this is on a strictly voluntary basis. They have also started negotiations for creating 

some form of environmental certification system for pharmaceuticals, but this is still in 

process, hence there is as of yet no clear and easy way for customer to judge this aspect 

of their pharmaceutical consumption. Hence, one cannot distinguish if this market 

deficit depends on scarcity of interest or rather on the information available to 

consumers. 

The trade organization for the building businesses also declared that there was little if 

any demand from customers. They pointed to the fact that there is always a lack of 

housing, particularly in Stockholm and therefore there will always be plenty of 

customers. Another factor that comes into play here is that usually the customer in the 

building sector is an amateur, i.e. home owners of different varieties, who do not 

specialize in these issues and just want fast and cheap work. However, major investors 

often demand environmental reports, which is one of the major drivers behind greening 

businesses in this sector if or when that occurs. Also certification and classification 

systems are growing in this sector; “It is quite new, but on the other hand it is 

exploding”
134

, which also push toward a greener building industry. Nevertheless, 

sentiments differed, and sometimes there seemed to be a mixture of opinions. For 

example, while Företagarna expressed their interest in environmental issues and their 

belief that there is a future market for it, they also voiced concerns about long 

repayments for green investments as well as a lack of demand; “It can be difficult 

getting green articles on the market”
135

. 

10.5 Research and Education 

The clear actors within research are Innventia and VINNOVA, since they specialize in 

research and innovation. They also employ similar approaches procedures and are in 

fact connected since Innventia regularly applies for money for their projects from 

VINNOVA. As previously stated, research funding is a key driver in placing demands 

upon greener products and services, but this also provides networks as well as greater 

knowledge about greening and how to go about it. Similarly, SE Forum has connections 

with research establishments, but mainly since some of these have incubators or support 

centers for social entrepreneurship; i.e. Stockholm School of Economics has a social 

entrepreneurship incubator. These two organizations were also referred to in other 

interviews as important drivers for change mainly through their technological 

innovations but also by increasing knowledge for example by creating awareness of the 

effects of chemicals upon the environment. 

The Natural Step also has its own research division in collaboration with other 

organizations, although mostly Academic. Their work with businesses focuses mainly 

on awareness, networking and education. The educational activities are however 

informed by their research. In relation to this it is worth mentioning that The Natural 

Step is connected to Filippa K and have in fact inspired them in their sustainability 

work. Since this is the only individual business, and this business was located through 

The Natural Step, it is unclear how influential The Natural Step‟s educational activities 
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are influential in green business developments. Nevertheless, this is one of their main 

undertakings and goals, hence one can conclude that it must have some success in order 

for them to continue their organization and grow. 

Some of the trade organizations such as Företagarna and VVS Företagen also 

disseminate with environmental knowledge to their members through seminars or 

brochures. For example, VVS Företagen has created a booklet on energy saving which 

has been sent out to all their members. With regard to the type of green issues being 

driven, it is worth noting that energy was a pivotal theme in all environmental examples 

brought up in all interviews. 

11. Discussion 

The aim of this paper is to connect green business to its context using institutional 

approach.  Five institutional aspects were chosen as the focus of this study based on 

indications from literature as well as results; networking, lobbying, laws and 

restrictions, consumer demand as well as research and education. The research question 

is in which manner these institutions provide opportunities and barriers to green 

business in Sweden. It is important to note that this research provides the perspective of 

the businesses and their representatives in order to gain insight in the business 

atmosphere in Sweden with regards to greening. These results, particularly those with 

regards to legislation and lobbying, do not necessarily have to reflect actuality but most 

likely do reflect the actions of the interviewed organizations as these are their views 

upon the issue. Certainly there is always the debate of opinions stated interviews and 

actions in reality, but hopefully the discrepancy is not too large if the answers in the 

interviews are somewhat reflective of the organization‟s real views. 

The networking, laws and restrictions as well as consumer demand are aspects that are 

found in the literature presented in the beginning of this paper. Especially networking is 

frequently referred to as a main source of information in addition to being the main 

focus of many previous academic studies in this area. This is not something particular to 

green business, as all types of business make use of networking activities to some 

degree. However, it is interesting to see that environmental issues are rapidly becoming 

a part of these networks and that some networks specialize on the subject. Since two of 

the organizations are specifically networking organizations, the interviews showed an 

expected high importance of networking, perhaps higher than if individual businesses 

were approached. On the other hand, it is particularly interesting to see how networking 

organizations approach this issue and how they connect to businesses.  

Networking was a major activity for the organizations that were interviewed, both for 

environmental issues or otherwise. These can be more formal or informal networks, but 

nevertheless significantly influential. It was considered an important source for 

information exchange and a cheap and effective way to share knowledge. This 

correlates with the description from the literature on business in general. These 

networks include a variety of actors, but also extend to research institutions, which is 

another important source for know-how and innovation. Businesses are to a large extent 

inspired by success stories from other businesses, across sectors. In the interview with 

the Natural Step, attention was called to the fact that the greening of one business puts 

pressure on other companies, through for example supplier relations. For instance 

companies that implement environmental standards to all aspects of their business, put 
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demands on their suppliers to live up to environmental standards which then pushes 

these suppliers to come up with new ideas and solutions. However, not all businesses 

are that conscientious about the greenness of their supplier relationships. The Natural 

Step is a gathering place for businesses who aspire to be green and it is most likely 

attracting mainly the most motivated businesses. These networks also intend to inspire 

new businesses through the success stories of existing green firms. 

Networking also connects to governmental institutions and overlaps with lobbying 

activities. Lobbying was another institution which was mentioned by a very large 

majority of the organizations. Exactly what type of lobbying is being done for what 

purpose is difficult to examine without being present at every occasion since this can be 

a sensitive issue, but it is clear that most of these organizations are politically active. 

However, lobbying activities are logically centered on improving the situation for their 

organization, or – in the case of the trade organizations – the trade itself. If this is a trade 

organization that specializes in green production this could coincide with lobbying for 

environmental issues since this would also be of a financial interest. However, this is far 

from the norm. Again, as the literature points out, it is possible for a company to profile 

itself as environmentally conscious but still lobby against these very issues in the 

legislative field. 

Another source of inspiration is research and education, which also is connected to 

networking. Much like the previous two institutions, it produces and provides 

knowledge, but most importantly innovation. Research offers new technologies, 

products and production methods. However, this feature is more involved in practical 

tools necessary for green business rather than changing the mindset of business.  On the 

other hand, most research results in new understanding of the environment and the 

human impact upon it, thereby creating awareness and hopefully inspire as well.  

Laws and restrictions are repeatedly cited as a causal factor to greening business as well 

as a source of inspiration. It is interesting to note that in did feature frequently in the 

interviews, but mostly as an element in the historical development of their greening 

strategies. However, all organizations are highly interested in legislative developments 

and many of them lobby actively, implying that this is still a contributing factor. In the 

literature, what is commonly known as the “green wave” is declared to start with social 

movements which resulted in legislative measure, which then resulted in voluntary 

measures from businesses. This forces compliance but also provides a framework and 

standards so that businesses do not need to invent the wheel. In addition, it triggers 

increased awareness and inspires voluntary measures. Conversely, from the some of the 

interviews in the Swedish context it seems nearly the reverse. Almega and 

Byggindustrier expressed a concern over a lack of legislation or the lack of 

implementation thereof and articulated their own initiatives as well as their lobbying for 

further restrictions. This raises questions regarding laws and regulations as an important 

driver for environmental consciousness and initiatives. Yet this was not the norm since 

the majority of the organizations interviewed indicated the presence of environmental 

laws and restrictions and also made use of these in order to drive environmental issues 

to their members as well as to inform their own policies. Therefore, whether there is the 

lack of or the existence of laws and regulations for environmental issues, it is something 

the organizations highlighted as an important issue. 
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Since political climate and governmental legislation and demands are mentioned as a 

key factor, it follows that lobbying too is important in greening and business in general, 

but perhaps in particular when these two are combined. However, research and 

education are more neglected in the previous literature on green business. On the other 

hand, there is mention of the significance of knowledge and innovation in previous 

studies, which are major themes in the research and education section of this paper and 

something considered to be characteristic of entrepreneurship in general. Nevertheless, 

at least three of the organizations that were interviewed are directly involved in 

research; hence it could be worth mentioning and looking into further. The majority of 

the organizations interviewed were also in some manner involved in research or at the 

very minimum education and information dissemination. The fact that one of these 

organizations was included in this study purely based upon references by other 

organizations shows that these in fact are highly connected to green business activities. 

Consumer demand is another such contributing factor and the reason green business can 

be positive and profitable at all. The organizations seemed quite divided much like the 

literature on the issue of consumption and demand. There is much debate on whether 

there is a green consumption movement demanding greener products, or whether in fact 

price is most important. Perhaps it depends on the sector, but the results from the 

interviews do not show a specific pattern in that regard. This connects to the discussion 

on the culture of consumption and whether it is purely based on monetary values or 

perhaps changing to a more ethical consumption where trust and credibility are 

treasured. It also problematizes the literature on greening as a marketing strategy, or 

even green wash.  

Authors within these perspectives claim that not being green provides a negative image 

and risks boycott from consumers. The results from the interviews in Sweden are 

divided on this issue, but there certainly are many businesses that experience greening 

as a positive marketing strategy. The issue of certification and the subsequent 

legitimacy it brings was brought up in some interviews. For instance Almega pointed 

out that it is important to be green in order to acquire both consumers and investments. 

In fact, this issue was more frequently mentioned with regard to investments rather than 

consumption. According to these results, green investments are increasing. 

Moreover, local context seems to have shifted to a globalizing society. The influence 

and importance of the E.U. with regard to environmental politics and lobbying was 

evident and comments were made that this has shifted over the years. Environmental 

legislation is becoming increasingly international; moving from nation state level to 

E.U. level and some claimed it is now shifting to a more supranational level, such as 

U.N. departments. One should keep in mind that these deductions are shaped by the 

organizations interviewed and do not necessarily reflect reality. However, it does form 

the nature of these organizations themselves and their communications with other 

actors, i.e. they lobby on increasingly international levels. 

These institutional factors influence the feasibility of green business in Sweden. The 

institutional aspects studied in create opportunities and barriers for existing as well as 

starting green business. This establishes societal stimulation or sometimes even 

discouragement of green business. It affects not only the views of green business within 

the business realm, but also the success or failure of green business and thereby in turn 
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affecting the larger societal view on green business, ranging from the individual 

consumer to legislative bodies.  

12. Conclusion 

In summary, green businesses are influenced by networking, lobbying, laws and 

restrictions, consumer demand as well as research and education. These institutional 

factors create barriers and opportunities for firms to establish themselves. These green 

business opportunities and barriers are in turn influencing sustainable development and 

the environment at large. Businesses are an important societal actor in general and a 

pivotal actor in transitioning to a sustainable society.  

From the results, one can conclude that these institutional aspects create more 

opportunities than barriers. The opportunities stimulate and inspire green business, 

which can cause an increase in the amount of green businesses. This in turn can improve 

the institutional factors by expanding networks as well as increasing knowledge and 

innovation. For instance, state restrictions upon businesses such as legislative demands 

can provide inspiration and guidance, as is the case in this study as well. While there 

were some exceptions, laws and regulations were regularly referred to as an imperative 

guide as well as a source of knowledge.  

The claims that sustainability provides opportunities for firms in the form of positive 

marketing are not fully supported in the cases investigated in Sweden. Although 

consumption and demand were mentioned in a majority of the interviews, opinions were 

mixed. While some support these claims and confirm a demand for green products, 

other organizations emphasized a lack of demand. This is therefore not considered a 

main opportunity for the intents of this purpose. Networking and lobbying however are 

major opportunities to promote the business and its innovations as well as gain 

information. These are not only opportunities in themselves, but also provide new 

prospects. Networks provide a way to gain partnerships and are frequently used in 

relation to research organizations in order to gain access to information on or partake in 

research and innovation projects as well as general knowledge upon the environment.  

Whereas networks provide important opportunities for green business, they can also 

function as barriers. The results show that copyrights are an issue and this can create 

problems not only in collaborations and joint projects with regards to who owns what, 

but also restricts information. Since copyrights require exclusivity only those directly 

involved in the research will be informed and perhaps even there distinctions are made. 

Another barrier to green business could be the lack of information and demand in 

consumption. Some of the interviews showed a lack of demand and/or information from 

consumers, yet others listed this as an opportunity. 

It is interesting to note that the influences upon green business found in this study are 

not particularly locally rooted, but many are regional or even international both in their 

activities and viewpoints. Many of the organizations also highlight guidance and 

directives from international bodies. This fits well with the strong presence of 

networking and knowledge as major sources of opportunity and inspiration, since these 

are also increasingly international. 
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Only few organizations specialize in green business and particularly networking for this 

purpose. The Natural Step and SE Forum are hitherto the only known institutions for 

this. In conclusion, there are scarce physical institutions available for green business, 

but there are structural and intellectual institutions available and growing. Research in 

the area is exploding, and political arrangements are developing. 

The pervading theme of this paper is knowledge and awareness. If one can formulate 

any valuable conclusions from the small selective sample treated in this thesis, 

knowledge and awareness are evidently the most essential institutions for creating 

opportunities and/or barrier for green business. Knowledge and awareness influence 

businesses and their willingness and capability to strive for sustainability, but also is a 

major influence on consumption and the demand for green products. This knowledge 

and awareness is spread through the use of networks. Much of this information 

originates from research and research institutions. Knowledge and networking together 

form an important part of green business support and opportunities. 
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14. Appendix 

 

Interview Procedure 

 

The topics discussed in the interviews were:  

 Networks with other businesses 

 Networks with other organizations 

 Are any of these networks specific to environmental issues? 

 How do you connect with businesses, through which activities? 

 Do you create network platforms? 

 Relationship with governmental institutions?  

 Lobbying activities? 

 Demands and/or legislation from government? 

 View of greening in the business – is it considered a market opportunity or 

costly? 

When applicable 

Research: research on environmentally friendly products and services? 

Certification: any contact with certification organizations or connect members to 

these? 

 

+ follow up questions 

 

 


