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Abstract 

The process of globalization over the past five decades has given impetus to driven 
sustainability and related thinking in business. It is also observed that there are 
unprecedented trends in corporate strategy towards sustainable thinking - the emergence 
of sustainability as corporate strategy and the concern of business for ecology and society. 
This forces companies to rethink their standard business models and increase their 
interest in innovating products and services based on the challenges of global sustainable 
development. The pressure from external stakeholders, mainly non-governmental 
organizations (NGOs), as drivers of change may also contribute strongly to this 
endeavour. This substantial change pressure clearly reflects companies’ recognition of the 
mounting pressures for social responsibility and governance. The overall aim of this thesis 
is to describe and understand how social responsibility and value-creation of customers’ 
influence the overall service quality of companies in developing a sustainable service 
business.  
 
The theoretical and conceptual frame of reference finds its stimulation from the research 
in sustainable development – corporate social responsibility, service research and quality 
management. In this way it attempts to bridge the gap between business and social 
responsibility. Theoretically and conceptually, the thesis amalgamates sustainability 
thinking and the service logic. Here, value creation and co-creation of Service Dominant 
Logic (S-D logic) approach expands to integrate the values based approach of Corporate 
Social Responsibility (CSR) in management thinking and have created the prevailing 
business practices and service quality (SQ) improvement. This thesis is a compilation of 
five different papers that follow an interpretative case study approach. The empirical 
study developed from the cases of multinational companies, small and medium 
enterprises, smallholders and NGOs. 
 
In this thesis, ‘Sustainable Service Dominant Logic’ (SSDL) was labelled to argue that 
value-based co-creation of the S-D logic framework can be used to create values-based 
services for sustainable business by examining the link between CSR and S-D logic based 
on value, values and service quality for sustainable business. This is this thesis’s 
contribution to the ongoing discussion of the paradigm shift in service research. The 
framework is of the integration of CSR thinking into service business to create sustainable 
business thinking. This signifies the new thinking of incorporating different management 
systems in creating the organizational change process, sustainability and finally SQ 
improvement. This counters the critique against S-D logic by expanding the societal and 
ethical dimensions by using CSR, and showing real business cases. This depends on the 
integration of different change pressures for value creation, whether related to economic 
and social resource integration. This involves the shift of the focus of managerial control 
from a preoccupation with financial issues to a wider awareness of CSR thinking. These 
issues are also explored by demonstrating, based on cases, how the adoption of this 
perspective can also enable the Base of the Pyramid (BoP) framework to become an 
important aspect of value creation. Finally, the paradigm shift can be generalized to new 
thinking in S-D logic and the social responsibility of businesses as the major phenomenon 
of the changing and globalizing business environment; time for the CSR framework to 
permeate S-D logic. 



 

 



My aim is not to teach the method that everyone ought to follow  
in order to conduct his reason well,  

but solely to reveal how I have tried to conduct my own. 
René Descartes, in Discours de la méthode, 1637 

Preface 

My personal experience and an expedition starting from the Horn of Africa has not only 

created a deep impetus but a metaphor for this thesis. This journey began from East 

Africa, continued to South Africa, the coast of the Indian Ocean, Durban, and to Sweden 

- Miljöcentrum and Karlstad University - service research centre (CTF). I spent more than 

30 months in South Africa, where I became acquainted with social responsibility thinking 

and research on corporate governance, codes and practices of South Africa based on the 

King II codes. In 2004, I received a scholarship from Miljöcentrum to study at the Service 

Research Centre (CTF) of Karlstad University, in the international service management 

research (master’s) programme. This was when I had an opportunity to become 

acquainted with service research and the emerging paradigm of Service Dominant Logic 

(S-D logic), and to obtain personal experience of environmental sustainability, under the 

mentorship of Miljöcentrum. This helped me to gain a strong sense of ecology, 

environmental movements, change pressure and the contributions of external 

stakeholders such as non-government organizations (NGOs) and business. It was an 

interesting learning and transformation process for a person with a limited knowledge and 

experience of environment and sustainable business, and was a chance to live organically, 

to distinguish, assess and be inspired by the work that Dr. Björn Gillberg and 

Miljöcentrum had carried out for more than 35 years. 

 

This journey of preparing a thesis on sustainable service business and corporate social 

responsibility (CSR) was undertaken with enthusiasm, at least to glimpse the 

environmental movement and with the core objective of creating a sustainable society for 

future generations. This way of thinking affects companies’ business models in terms of 

the way they do business and their contributions to sustainability. I tried to assess and 

understand Miljöcentrum’s history. For me personally, being part of this pioneering and 

far-sighted organization, which worked hard to transform companies into sustainable 

value, is a way of engendering better thinking about assessing and analysing the ethical 

values of organizations and how they create strategic value for their stakeholders and 

conduct service research. 

 

The search for better understanding of, and learning about, sustainable business, 

contributions and environmental and social sustainability started with my master (MSc.) 

thesis about one successful case that of a paint manufacturing plant, Flügger AB, Sweden. 



This plant is one of the many companies that were reached at the verge of being closed 

due to negligence to environment. However, it was transformed through Miljöcentrum’s 

know-how and advice on Environmental Management System (EMS). The master thesis 

also paved the way for deeper examination of the concepts of sustainable business, social 

responsibility and values-based service research. The engagement of Professor Bo Enquist 

as my advisor also extended my intention to deeply examine values-based social and 

ethical thinking for integrating management accounting through guidelines, standards and 

initiatives. This was very important to gain a sense of sustainable business and service 

research, and to dream of reaching new horizons. 

 

I began to develop a thesis that demonstrates how different environmental and social 

standards may be proactive mechanisms for value creation of sustainable service business 

within the framework of service quality. This can be done by developing business cases, 

analysing standards and guidelines, sustainable performance measurement, and integrating 

these into sustainable business thinking. It can also be done by integrating the S-D logic, 

service quality and values-based service thinking into CSR initiatives, which is part of the 

ongoing research at CTF. 

 

The CTF service research centre has not only paved the way and contributed to this 

study, but also has increased the thoroughness of this study. CTF (based on different 

projects) provided me every possible assistance and a chance to complete the journey of 

this thesis, besides the bump. The final year was more than reading and writing—it was a 

year of reflection and sharing. The centre, especially SAMOT (the Service and Market 

Oriented Transport Research Group) provided an opportunity, to break out of my shell 

and assess a wider scope of public transport. In addition to everything else, my last year’s 

study was sponsored by CTF and SAMOT projects. 

 

I could say that the journey has not been smooth, and took more than it possibly will. Yet 

it was a very interesting learning process of self-actualization and part of the larger 

personal metaphor of the change process. It is also a base for the beginning of another 

journey of shared values. 
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"Man ought to regard himself, not as something separated and detached, 
but as a citizen of the world,  

a member of the vast commonwealth of nature  
and to the interest of this great community,  

he ought at all times to be willing that his own little interest should be sacrificed." 
     Adam Smith, Theory of Moral Sentiments (1790, p.140) 

 

 

1. Introduction 

The evolving paradigm shift in management thinking is influenced by the 
extensive scope and ever-increasing demands of customers and stakeholders 
(Enquist et al., 2006). The changing needs of stakeholders, technological 
development and economic pressures contribute to the need for organizations 
to change significantly the ways in which they think and act (Brown and 
Eisenhardt, 1998). It is also observed that there are unprecedented trends in 
corporate strategy towards sustainable thinking - the emergence of 
sustainability as corporate strategy and the concern of business for ecology 
and society. Vogel (2005) in his book has described the shift towards a 
sustainable business as a move from “Doing Good to Do Good” for green 
washing or corporate philanthropy to “Doing Good to Do Well” strategic 
decisions, which he has contrasted with a new understanding of Corporate 
Social Responsibility (CSR). Business organizations are expected to adopt 
values-based thinking and practise ethical behaviour and responsible 
management in order to change conspicuously and quite abruptly their form 
and structure. This forces companies to rethink their standard business models 
and increase their interest in innovating products and services based on the 
challenges of global sustainable development. This is based on the corporate 
social responsibility approach or way of thinking, for efficiency in quality 
(Pruzan, 1998; Gummesson, 2006; 2008; Edvardsson and Enquist, 2009; 
Edvardsson et al., 2006; Enquist et al., 2006). This approach is also cautious 
and assists companies to respond to early signs of important social shifts and 
consumer interest as they search for new and better ways to create value and 
differentiate their market offerings to attract and retain customers and make a 
profit (Shaw and Ivens, 2002). It is my objective in this thesis to describe and 
understand ethical value creation, shared values and governance of companies. 
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The recent discourse of Service-Dominant logic (S-D logic) and value creation 
(Vargo and Lusch 2004; 2008; Lusch and Vargo, 2006) also portrays the 
contemporary shift in management thinking. S-D logic describes the paradigm 
shift from the goods-dominant logic (G-D logic) of neoclassical economics 
thinking to the S-D logic thinking about the application of competences 
(knowledge and skills). This represents a shift from thinking about value in 
terms of making resources valuable by positioning the customer on the same 
“level” as the firm (Vargo and Lusch 2004; 2008; Lusch and Vargo, 2006). The 
authors of the S-D logic endeavoured to shift the dominant product-
orientated management paradigm towards service-orientated value creation, 
which was primarily the study of firms’ perspectives on exchange of goods. 
However, S-D logic does not include the seriousness of global sustainability 
and challenges to business that lead to major strategic decisions and new 
business models. It takes no notice of the increasing awareness that 
incremental solutions will be insufficient to maintain critical levels of 
environmental and social outcomes. The insights from sustainable business 
practice provide opportunities to reshape strategies for competitive advantage, 
quality and values-based thinking (Edvardsson and Enquist, 2009; Enquist et 
al., 2008; Gummesson, 2006; 2008). Value creation for customers (S-D logic) 
by businesses based on social and environmental values are in accordance with 
the shared values of customers and other stakeholders (Edvardsson and 
Enquist, 2009). Therefore, the conceptual framework for a paradigm shift can be 

generalized to new thinking in Service-Dominant logic (S-D logic) and social responsibility 

of business as the major phenomenon of the changing business environment and globalization. 

 
A values-based business is thus based on a combination of core company 
values and foundational values that guide a company in creating customer 
value and a sustainable service business (Enquist et al., 2008; Edvardsson and 
Enquist, 2009). Organizations’ values concerning their stakeholders are always 
likely to be not only bases of exclusion or inclusion depending on their 
contributions to value creation and sustainability, but also as shifts in thinking 
and strategy. Although the authors (Vargo and Lusch, 2008; Lusch and Vargo, 
2006) have mentioned that S-D logic provides a framework for understanding 
how business and the process of value creation fosters sustainability and 
stakeholder thinking, it is focused only on economic value related to resources, 
ignoring the customer life cycle and total cost of ownership. This approach 
was noted by researchers who urged for greater focus on societal and ethical 
dimensions (Laczniak, 2006; Gummesson 2006; Abela and Murphy, 2008), 
which was later accepted and recommended as a significant research 
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opportunity combining these concepts with value creation for customers 
(Lusch 2007; Vargo and Lusch 2008a; 2008b). Yet comparatively little 
attention has been devoted by scholars and practitioners to the important role 
played by values in creating value for customers and other stakeholders 
(Edvardsson and Enquist, 2009). As argued by several researchers 
(Edvardsson and Enquist, 2009; Enquist et al., 2008; Abela and Murphy, 2008; 
Gummesson, 2006), what is missing is a holistic view of making sustainable 
development an integral part of a company’s business strategy to obtain 
bottom-line benefits and create value for the stakeholders. Pruzan (1998) 
introduces values-based thinking of management and argues that this 
phenomenon is not new. He criticizes traditional shareholder accountability 
based specifically on the financial bottom line (ibid.). There has been a 
tendency to transform all the relevant information into this unit to make 
complex management decisions easier (Edvardsson and Enquist, 2009; Vargo 
and Lusch 2008).  
 
In this thesis, I label “Sustainable Service-Dominant Logic” (SSDL) as the 
basis for the argument that value-based co-creation of the S-D logic 
framework can be used to create values-based services for sustainable business 
by examining the link between CSR and S-D logic based on value, values and 
service quality for sustainable business. This is the contribution of this thesis 
to the ongoing discussion on the paradigm shift in service research. 
 
The development of the involvement of companies and the emergence of 
sustainability thinking in business can be seen together as a proactive driving 
force (Edvardsson and Enquist, 2009). Companies of any size mostly focus on 
growth as a developmental process. This process of growth of companies 
always prioritizes maximizing profits to create value for their shareholders and 
this is neoclassical economic thought from a G-D logic perspective 
(Gummesson, 2006; Vargo and Lusch 2004; 2008). However, it is not my 
intention to study business growth; the development process or movement of 
companies towards sustainability is related to their strategies of efficiency, 
augmentation and differentiation, or competitive advantage. 
 
This can be assessed and analysed through CSR business cases on an empirical 
basis and is discussed in the appended papers. The first stage of sustainable 
business is to escape from single bottom-line thinking about profitability, which is 
shifted from a single focus on shareholder value (Friedman, 1962) to 
incorporating stakeholder thinking to create value and sustainable competitive 
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advantage (Enquist et al., 2006). This has been described by many researchers 
and economists since Adam Smith, and is argued in S-D logic (Vargo and 
Lusch 2004; Lusch and Vargo, 2006; 2008). In the new economy and in the 
transformation of thought to values-based thinking (Edvardsson and Enquist, 
2009; Edvardsson et al., 2006; Enquist et al., 2006), sustainable development is 
not only a new management challenge to achieve efficiency (quality). It also 
extends beyond the short-term profit focus (Gummesson, 1994; 2006) to 
become “an institution of social control instrumental in reorienting a culture 
from a producer’s to a consumer’s culture” (Edvardsson and Enquist, 2009, 
pp. 37–8). 
 
The commitment of sustainable companies is to create shared value for 
stakeholders. Edvardsson and Enquist (2009) argued that creating sustainable 
value is a way for companies to advance their business priorities, achieve 
competitive advantage and drive innovation. Doing so in today’s competitive 
context requires leading companies to consider carefully the social and 
environmental dimensions of their business activities (Laszlo, 2008) and value 
creation. This can be achieved by integrating “societal” stakeholders such as 
NGOs and citizens as potential business partners rather than as illegitimate 
adversaries (Waddock, 2008). In recent years, NGOs have assumed an 
increasingly important role in society as drivers of change and have 
contributed to shaping the demands of market externalities and consumers 
(Edvardsson and Enquist, 2006), and have come to influence corporate life 
(Teegen et al. 2004; Sjostrom, 2008). In fact, they can be defined as coalescing 
around common ideas, needs, or causes; and as collectively mobilizing their 
common interests. Several NGOs have raised awareness of issues related to 
corporate behaviour and social responsibility. This deepens the corporate 
responsibility strategy (Edvardsson and Enquist, 2009), by which a company’s 
strategies and operating practices have an impact on their values, society, 
stakeholders and the natural environment (Waddock, 2008). Substantial 
change also clearly reflects companies’ recognition of the mounting pressures 
for value creation based on long-term profits, social responsibility and 
governance (Gummesson 2006; Waddock, 2008). 
 
This thesis will make a holistic contribution to assessing business views for 
SSDL based on CSR for ethical, economical, ecological and social 
sustainability. I argue for a shift from image to value creation for both 
shareholders and stakeholders. 
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 1.1 Research Background 

 
The search for previous studies on sustainable development and sustainable 
service in business focused on CSR, Sustainable Business (SB), S-D logic and 
Service Quality (SQ) based on business cases for SSDL, as indicated in Fig. 1. 
The main concept of this paper - CSR - for instance, is similar to other 
important concepts such as democracy and justice and is “essentially 
contested” (Moon, 2002). From a survey of CSR education in Europe, Wayne 
Visser (2006) found 50 labels for CSR modules, 40 labels for CSR 
programmes and numerous CSR synonyms. Moreover, since 2006, more than 
half of the master of business administration curricula in the United States 
requires students to take at least one course on the subject (Reich, 2008). The 
terms CSR and Sustainable Development are used differently in various 
databases as they are applied to multidisciplinary subjects in varying contexts. 
S-D logic also as a new and emerging concept in the literature began in 2004 
after the first article by Vargo and Lusch (2004). The main focus of the 
literature review was to assess and examine almost all publications on S-D 
logic between the years 2004 and 2009. Therefore, my search mainly focused 
on business management thinking in the databases of business, economics and 
social sciences. I mostly examined library databases, books and journals 
including LIBRIS. This helped me to obtain quality and balanced information 
and to avoid irrelevant source material. I used Emerald, Business Source 
Premier, EBSCO, Academic Search Elite, Google Scholar, and ISI. In general, 
the strategy was to focus on how information is generated, stored and 
retrieved (Hart, C. 2001; Gummesson, 2000). 
 
 

 

Figure 1:  The use of business cases for sustainability for creating relations of the concepts 

At the beginning, the information search process focused solely on identifying 
the available literature and gathering as much information as possible, because 



 

10 

 

information on the subject is so limited. For instance, in Emerald I obtained 
42,680 results/hits for service quality in all fields, and 298 results/hits for ISO 
14001 in all fields. However, I found only 193 results/hits in all fields for 
combined service quality and ISO 14001. Similarly, for S-D logic, I obtained 
63 in all fields in EBSCO and 53 results/hits in Emerald, and none for S-D 
logic combined with sustainable development or sustainable business except a 
single publication on S-D logic and ethics by Abela and Murphy (2008). 
 
The search also included new information, in order to get additional 
knowledge within this area, and assess the research gap. At later stages in the 
course of the study, I again searched for information to legitimize the 
information presented. In addition, as Grisvold (1999) suggests about the 
relation between citation and quality of an article, I devoted enough time to 
identify the most commonly cited articles and publications in the database. 
These phases facilitate the process by limiting the research focus and 
identifying the relevant information available in this study area. 
 
 

 1.1.1 Corporate Social Responsibility (CSR) 

 
The term corporate social responsibility today is one of the most widely used 
concepts in business (Vogel, 2005; Enquist et al., 2008). CSR was first used 
and defined by Bowen (1953), but the debate over the responsibilities of 
business for ecology (environment), and its relationships with the society has 
continued. There is still no consensus on a definition of CSR (Prieto-Carrón, 
et al., 2006; Vogel, 2005; McWilliams and Siegel, 2001; Jones, 1995; 1999; 
Carroll, 1991). Waddock (2004) tries to explain the dilemma by cataloguing the 
terminology and ideas. This wide debate raises the questions regarding both 
the role of business and the significance of companies’ internal structures and 
contents to the general population (Sethi, 1975, p. 58). 
 
Prieto-Carrón et al. (2006, p. 978) proposed the following broad definition of 
CSR: 

… an umbrella term for a variety of theories and practices, all of 

which recognize the following: 

(a) that companies have a responsibility for their impact on society 

and the natural environment, sometimes beyond legal compliance and 
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the liability of individuals; (b) that companies have a responsibility 

for the behaviour of others with whom they do business (e.g. within 

supply chains); and that (c) business needs to manage its relationship 

with wider society, whether for reasons of commercial viability, or to 

add value to society. 

The above definition is broad and integrates different views of CSR. It is 
mainly defined as concepts and strategies by which companies voluntarily 
integrate social and environmental concerns into their business operations and 
stakeholder interactions (Enquist et al., 2006; 2008). In other words, CSR is 
the concept that an organization is accountable for its impact on all relevant 
stakeholders. 
 

 1.1.2 Sustainable Business 

 
Sustainable Business (SB) in business management is related to the commonly 
used concept of sustainable development, a socio-political concept, which is 
part of stakeholder thinking. Sustainable business as a concept of sustainable 
development has long been decried for lacking a strong definition of business. 
The word sustainability even implies a presumption of no economic 
development (Ehrenfeld, 2005). The World Business Council on Sustainable 
Development (WBCSD), however, extends the definition of sustainable 
development in “Our Common Future” (1987) to “Sustainable development 
involves the simultaneous pursuit of economic prosperity, environmental 
quality and social equity. Companies aiming for sustainability need to perform 
not against a single, financial bottom line but against the triple bottom line” 
(WBCSD, 2004, p. 1). The essence of this form of development is a stable 
relationship between business activities and the natural world, which does not 
diminish the prospects for future generations to enjoy a quality of life at least 
as good as this generation (Mintzer, 1992). It is also a way to a new view of 
corporations for what they are, what they do and how they relate to social 
environmental and political concerns in a manner previously unthinkable 
(Demirag et al., 2005, p. 356). 
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 1.1.3 Service Quality 

 
A common definition of service quality is that service should correspond to 
the customers’ expectations and satisfies their needs and requirements 
(Edvardsson, 1998). The definition is customer orientated. To detect and 
understand non-verbalized customer needs, a sense of insight, a functional 
dialogue with the customer and an understanding of his or her situation are 
required (ibid.; Grönroos, 1984; Parasuraman et al., 1988; Gummesson, 1994; 
2008). Service quality is linked to activities, interactions, and solutions to 
customer problems. One of the main advantages of integrating service quality 
(Schneider and White, 2004) as part of developing processes is creation of 
value in terms of quality and organizational sustainability (Gummesson, 1994; 
Enquist et al., 2007). Schneider and White (2004) opened the way for new 
research areas by discussing the emergence of integrating total quality 
management (TQM) and other service offerings into operations management. 
Enquist et al. (2007) assessed the contributions of service quality to 
sustainability and contributed to values-based service quality thinking by 
integrating it with other concepts such as TQM (Sebhatu and Enquist, 2007; 
Edvardsson and Enquist, 2009). This represents the new thinking of 
incorporating different management systems into the creation of service 
quality delivery (Enquist et al., 2008; Schneider and White, 2004). 
 
The term green service quality was coined in 1994 (Gummesson, 1994). It reflects 
the necessity for, and urgency of, sustainable service quality thinking. 
However, Gummesson (1994) describes his revelations on green marketing 
and quality as: “It is astonishing how late this reaction has come; marketing 
people usually flatter themselves as being sensitive to market signals, even to 
weak signals” (ibid., p. 33). There are very few studies based on this concept, 
besides Bergström and Gummesson’s (1995) article on the environmental 
aspects of service quality. 
 

 1.1.4 Service Dominant Logic (S-D logic) 

 
Value creation and co-creation is a central principle of S-D logic: “A service-
centred dominant logic implies that value is defined by and co-created with the 
customer rather than embedded in output” (Vargo and Lusch 2004, p. 6). 
Service is also defined as the application of operant resources of knowledge 
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and skill for doing something as part of an exchange process. It is the co-
creation of value through resource integration (ibid; Vargo and Lusch, 2008b). 
Value is co-created by both a firm and a customer: (at least) two actors. Value-
in-use is realized for the customer at the time a service becomes real in action 
(Vargo and Lusch, 2004; Edvardsson et al., 2005). The construct of S-D logic 
remains resource-centred, which is grounded in Resource-Advantage theory 
(Hunt 2000; Vargo and Lusch 2004; Lusch and Vargo, 2006). 
 
S-D logic is a constructive frame for theory building (as opposed to a 
normative framework), based on ten “foundational premises” (FPs) (originally 
eight in the prior publication), as argued by various authors (Vargo and Lusch, 
2004; Vargo and Lusch, 2008b). However, S-D logic has no broad and explicit 
perspective of societal value creation except one FP (9) indicating that social 
and economic actors are resource integrators, which is a positive (non-
normative) assertion by Vargo and Lusch (2008a). As a value creation process 
that is essentially relational, S-D logic mostly concerns economics (seven of 
the FPs, except FPs 6 and 9). Abela and Murphy (2008) concluded that the 
FPs do not have an explicit ethical content. This is argued from a variety of 
viewpoints, such as relationship marketing and quality (Gummesson, 2006; 
2007a; 2008), social responsibility (Enquist et al., 2008), values-based thinking 
(Edvardsson et al., 2006; Edvardsson and Enquist, 2009) and marketing ethics 
(Abela and Murphy, 2008). The integration of sustainability and stakeholder 
thinking for social responsibility and decision-making allows S-D logic to have 
a broader view and reflect its implicit assumptions regarding business ethics. It 
also represents a shift from static to dynamic resources with a stakeholder 
rather than a customer-centric perspective (such as those of employees, value-
creation partners, and customers) (Edvardsson and Enquist, 2009). 
 
This shift in thinking towards sustainability by integrating CSR with S-D logic 
thinking for shared values for quality service is the basis of a sustainable 
service business. This can be analysed through business cases. 
 

 1.1.5 Business Cases of CSR 

 
Enquist et al. (2008) and Edvardsson and Enquist (2009) argue the importance 
of CSR business cases in service research on value creation in order to provide 
a full picture and understanding. For researching sustainable development, the 
choice of criteria has to be governed by values (Enquist Edvardsson and 
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Sebhatu, 2008; Edvardsson and Enquist, 2009) and implemented through 
quality (Gummesson, 2000; 2006). S-D logic, CSR, and SQ are interrelated 
concepts of value creation as common ground for sustainable business. As 
sustainability not only translates into being “environmentally friendly”, it also 
is broader than being efficient and operating beyond compliance (Sebhatu and 
Enquist, 2006). However, recent CSR practitioners have been mainly 
interested in the economic justification for establishing and communicating 
CSR business cases, signifying that financial gains could result from socially 
responsible activities concentrating on the creation of markets - the “markets 
of virtue” (Vogel, 2005). 
 
The generally accepted norm for corporate sustainability constitutes a firm’s 
efficient application of natural resources or eco-efficiency for value creation of 
its stakeholders. Eco-efficiency can be simply analysed based on organizations’ 
strategy and commitment to sustainability, but this does not reflect efficiency 
in terms of integrated quality. In other terms CSR, S-D logic, and SQ are 
interrelated concepts that can be analysed as interrelated means for 
organizations to achieve sustainability. This can be achieved through 
developing and analysing business cases (as indicated in Fig. 1). 

 

 1.2. Aim of the Study and Research Questions 

 
The main aim of this thesis is to describe and understand how CSR values and 
S-D logic influence service quality for developing a sustainable service 
business. 
 
To achieve the aim of this thesis, the following two research questions are 
considered. 
 
1. What is the role of CSR in sustainable value creation and improvement of 

service quality? 

2. How do CSR values influence the S-D logic for developing a sustainable 

service business? 
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1.3. Structure of the Appended Papers 

The five appended papers in this thesis are structured as follows. 

 

Figure 2: The framework of the appended papers 

The above framework of the appended papers is designed to reflect the 
interconnection of the papers and their contribution to the thesis. The 
numbering does not reflect publication date or priority, but integration and 
relationships based on value creation, transformation to sustainable business, 
change process and the pressure to create value for the stakeholders for 
Sustainable Service Business (SSB). Paper 1 discusses SD and SQ; paper 2 
VBSQ, CSR and S-D logic; Paper 3, CSR based on S-D logic framework and 
empirical business cases; Paper 4, the contribution of external stakeholders 
and the pressure to change to sustainable business; Paper 5, Shared value 
creation at the BOP based on cases. These papers are summarized in the next 
section. 
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1.4. Summary of the Appended Papers 

Paper 1: Sebhatu, Samuel P., and Enquist B., “ISO 14001 as a driving force 
for Sustainable Development and Value Creation”, The TQM Magazine, Vol. 
19, No. 5 (August 2007). 

This paper was developed and covered in detail as a part of the master’s thesis 
of the first author with advice from the second author. The paper was 
published in The TQM magazine, 2007. The paper focuses on examining 
whether the process of organizational change in implementing the 
environmental quality standard ISO 14001, can act as a driving force for 
sustainable development (SD) and value creation. It is based on the case study 
of Flügger AB. 
 
The paper discusses the success of Flügger from the perspective of 
sustainability and value creation, and Flügger’s commitment to the ISO 14001 
process. It also assesses the question of whether this success was a result of 
the ISO 14001 process or other factors in this particular case. The Flügger 
case integrates ISO certification, TQM processes, service operations and 
service quality. There has been a comprehensive shift of thinking in analysing 
and integrating environmental and quality management by incorporating them 
into sustainability thinking. 
 
In this paper, we argue that although many organizations have claimed 
competitive and market advantages because of implementing these standards 
and systems (Zutshi and shoal, 2003), the Flügger case indicates that success 
requires external and internal perspectives to be complementary. A successful 
organizational change process requires values-based service thinking 
(Edvardsson et al., 2006) in which ISO certification forms part of a more 
comprehensive quality change process, including TQM and service quality 
based on the same core values. 

 
 

Paper 2: Enquist, B., Edvardsson, B., and Sebhatu, Samuel P., “Values-based 
Service Quality for sustainable business”, Managing Service Quality, Vol. 17, No. 
4 (July 2007). 

The first version of this paper was presented at the ninth QMOD conference 
in Liverpool, United Kingdom, in August 2006. Enquist and Edvardsson are 
the main authors of this paper because this paper is developed from the first 
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paper of Edvardsson, Enquist and Hay (2006) with new findings and insights 
on sustainable values-based service quality. Sebhatu, Samuel is the third author 
of this paper and contributed to the development of the five narratives, the 
service quality concept and the development and interpretation of the models. 
 
This paper explores the relationships among the concepts of values-based 
service, service quality and sustainability. The study is premised on a 
stakeholder perspective of leadership, responsibility, and ethics (Pruzan, 1998), 
incorporating Elkington’s (1997) concept of a “triple bottom line” (economic, 
social, and environmental) for sustainable development. Drawing on narratives 
from the world’s leading furniture firm, IKEA, the aim of this paper is to 
present a model of values-based sustainable service business grounded in the 
concept of values-based service quality. 
 
We argue that the service culture in IKEA is of a special character, a culture 
for sustainable business embedded in the company’s history. That is a major 
reason why we have chosen the case of IKEA for our empirical study. The 
paper presents five narratives from IKEA. The analysis of the five narratives 
suggests that values-based service quality has four dimensions: “technical”, 
“functional”, “experiential”, and “HRM and corporate climate”. Values-based 
thinking can also drive sustainable development according to Kemp’s (2005) 
five dimensions of sustainability (ethical, social, “nature–philosophic”, 
economic, and legal), as identified in the narratives. The generalization of this 
study, based on the findings, can be applied to other but not all firms. 
 
 
Paper 3: Enquist, B., Edvardsson, B., and Sebhatu, Samuel P., “Corporate 
Social Responsibility for Charity or for Service Business?”, The Asian journal on 

Quality, Vol. 9, No. 1 (2008). 

This paper was presented at the tenth QMOD conference in Helsingborg, 
Sweden, July 2007. The paper was awarded best paper at this conference. 
Enquist and Edvardsson are the first and second authors of this paper, 
because it is part of their ongoing research on values-based service thinking. 
Sebhatu, Samuel is the third author of this paper and contributed to the 
development of the cases for assessing CSR as part of a service business 
model based on Johnston and Clark (2001). 
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This paper is the first study in service research to focus specifically on CSR, 
which combines CSR and service logic. The present study explores these 
issues by demonstrating how the adoption of a “stakeholder perspective” can 
integrate CSR with S-D logic and thus become an important aspect of value 
creation and value-in-use (Enquist et al., 2006). It explores how CSR can be 
utilized as a strategy for innovative service business. 
 
We present a conceptual framework for analysis of CSR and its relationship to 
a successful business model. The paper then undertakes a comparative 
qualitative study of four well-known global firms, with particular emphasis on 
their various CSR activities and their incorporation into the successful 
business models of each company. The companies examined are IKEA, 
Starbucks, H&M, and The Body Shop. The paper then draws its findings 
together in a discussion of how CSR can be a proactive driver of innovative 
and successful service business, based on nine “success drivers” of service 
innovations in Berry et al. (2006). These nine drivers can conveniently be used 
to assess the CSR business cases examined in the present study, with a view to 
establishing whether CSR drives successful, innovative businesses. Based on 
this study we argue that there is no single formula for the utilization of CSR in 
a business model, rather, individual companies should develop their own CSR 
cultures and strategies to become successful. 
 
 
Paper 4: Sebhatu, Samuel Petros, “The Role of Change Agents in creating 
Sustainable Business and Responsible Management—Case Study of 
Miljöcentrum” Preliminary version presented at the 12th QMOD and ICQSS 
conference, Verona, Italy (August, 2009), (February, 2010). 

This paper was submitted and presented at the twelfth QMOD conference in 
Verona, Italy, in August 2009. The aim of the paper is to assess the role of 
NGOs as change agents for creating sustainable business and responsible 
entrepreneurs and leaders. The paper focuses on analysing the case of a 
change agent - a Swedish environmental NGO—Stiftelsen Miljöcentrum. The 
case investigates the work that Miljöcentrum has performed for more than 35 
years. It has three mini-cases about pressure for change and the organizational 
change process. The mini-cases reflect the application of different strategies 
for change pressure and processes that Miljöcentrum has adopted over the 
years. They are studies of BT Kemi, Öresund Bridge and Flügger AB. 
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The paper discusses the achievements of Miljöcentrum in creating pressure for 
change, which can reshape strategies for competitive advantage and growth, 
which is practised by proactive companies. It is illustrated that leadership and 
its commitment for change is one of the single most important requirements 
for organizations. This comes with the role of NGOs and difference makers 
to create understanding and collaborative behaviour that developed over time 
in the long-term success (Waddock and Bodwell, 2007; Post et al., 2002). 
 
In this paper, the author argues Gillberg and Miljöcentrum have demonstrated 
the path towards sustainability and engagement as change agent and leader. 
Even though, it started as an environmental activist with time and increased 
awareness of the stakeholders and economic development; Miljöcentrum 
strategies for change pressure and engagement have changed from activism to 
engagement, change agency and leadership as  indicated based on the above 
three mini-cases. 
 
 
Paper 5: Sebhatu, Samuel Petros, “The Challenges and Opportunities in 
Creating Sustainable Shared Values at the Base of the Pyramid – Cases from 
Sub-Saharan Africa”, Kandachar Prabhu and Minna Halme (Eds.) Sustainability 
Challenges and Solutions at the Base-of-the-Pyramid: Business, Technology and the Poor, 
Green Leaf Publishing (September, 2008). 

This paper is developed as a chapter of a book on the BOP. It is based on 
three case studies. The aim is to assess the prospects and difficulties of 
producers at the BOP to recommend how companies can contribute. The 
paper analyses the need for a more open and sustainable BOP approach to 
create sustainable solutions for the small-holders at the BOP that requires 
contributions from various actors: non-government agencies, entrepreneurs 
and multinational corporations. This can be achieved by exploring strategies 
for development using the trade approach and by creating sustained 
competitive markets. 
 
The concepts are applied to a case study of a real business development 
initiative in Sub-Saharan Africa; i.e. the context of the Export Promotion of 
Organic Products from Africa (EPOPA), the Kenya Organic Agriculture 
Network (KOAN) and Ideal Providence Farms (IPF). The study reveals that 
such initiatives can be used as an active tool for advancing small-holder 
farmers and women by integrating them into a global value chain, leading to 
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sustainable development, poverty alleviation, and value creation. This paper 
specifically focuses on integrating small-holders into a global value chain from 
a pro-poor (rural) perspective. It focuses on assessing the challenges and 
opportunities and makes an original contribution to the study of shared value 
by explicitly linking with the BOP thinking and sustainability. 
 

 1.6. Structure of the Thesis 

Chapter 1 introduces the thesis and lays the ground for the subsequent 
chapters with the intention of establishing an overall aim and research 
questions. It examines some of the theoretical foundations, and describes and 
summarizes problems of the empirical aspects of the thesis. This is followed 
by a brief introduction of the appended papers, the authors’ contributions to 
the papers, and the general research contributions of each paper. 
 
Chapter 2 presents the research methodology and design (the research 
approach and method of source material collection). It explains the values and 
ethics of the research, and reflections on the actual research process and the 
methodological insights gained. 
 
Chapter 3 describes the common theories and concepts of sustainable service 
business. It analyses the past and current static studies and contributions to 
corporate social responsibility, sustainable business, service-dominant logic, 
and service quality studies. 
 
In Chapter 4, the contributions of the appended papers are discussed. The 
papers are reviewed with the research questions and overall aim in mind, in an 
attempt to summarize the contributions and unravel the dilemma of how CSR 
and S-D logic can contribute to the value creation process of sustainable 
service business. 
 
Chapter 5 discusses the overall aim and answers the research questions 
presented in chapter one and the contributions of the appended papers. It 
discusses how it is believed that CSR based on business cases may contribute 
to the value creation process of sustainable service business. The reflections 
on my personal learning are included. The thesis takes as its starting point 
business cases and narratives and concludes with final reflections. 
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 2. Research Methodology 

 2.1. Introduction 

This chapter contains a basic discussion of the research approaches used in the 
papers in this thesis. The methodological perspectives are primarily argued 
through qualitative research based on hermeneutics as the underlying 
philosophical approach. Case studies and narratives are used as specific 
research methods. This chapter will highlight the empirical studies of the 
appended papers, including the design, collection and analysis of the empirical 
resources. The research methods used for collecting source material are also 
discussed. The methods of empirical material collection are presented based 
on each of the appended papers in Section 2.3. 
 
A distinction is made between the concepts of methodology and method (used 
in collecting the empirical material). The contribution of the appended papers 
is the next part of this section. I also reflect, in this section, on the 
trustworthiness and ethics of the research methodology. Finally, I present a 
model that illustrates how the theoretical and methodological parts are linked 
to the appended papers.  
 

 2.2. The Research Approach 

The qualitative research methodology is a strategy applied for examining the 
available information and resource material in the thesis and appended papers. 
The methodology shifts from the underlying philosophical assumptions to 
research design, source material collection, interpretation and analysis. 
 
In the table below (Table 1), the specific research methods employed in the 
appended papers are summarized. 
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Research 

Paper 
 

 
Type of 
paper 

 
Research 
approach 

 
Data collection 
/method used 

 
Paper 1 

Research 
paper 

Qualitative 
Case study 

In-depth case study of Paint 
manufacturing plant 

 
 

Paper 2 
Research 

paper 
Qualitative 

Case study –
Narratives 

 

Narratives – Five narratives 
from IKEA, based on 

interpretative approaches 

 
Paper 3 

Research 
paper 

Qualitative 
Case study 

In-depth case study of four 
MNCs. 

 
 

Paper 4 
Research 

paper 
Qualitative 
Case study 

In-depth case study and 
mini-cases of Miljöcentrum 

 
 

Paper 5 
Research 

paper 
Qualitative 
Case study 

In-depth case study of three 
cases from sub-Saharan 

Africa 
 

Table 1: Summary of the appended papers 

 
The common thread is that all qualitative modes of analysis are concerned 
primarily with textual analysis (whether verbal or written) (Taylor, 1976). The 
strength of qualitative research is its ability to provide complex textual 
descriptions, by gathering an in-depth understanding of the research issue. The 
qualitative method considers the description and understanding, and does not 
just answer questions of what, where, or when. However, it is essential to adopt 
an underlying philosophy to deal with the specific interpretational and 
analytical challenges of the qualitative research approach (Ghauri and 
Grønhaug, 2005). 
 

Therefore, hermeneutics is applied in this thesis to deal with the challenges of 
interpretation and analysis. As a philosophical approach to human 
understanding, it provides the philosophical grounding for interpretation and 
reflection (Alvesson and Sköldberg, 2008) and it can be treated as both an 
underlying philosophy and a specific mode of analysis (Bleicher, 1980). As a 
mode of analysis, it suggests a way of understanding textual sources. Ricoeur 
(1981) develops one of the key philosophical reasons for this understanding of 
text. He uses the concepts of pre-text, text, and context to describe the 
discursive performances of the statements and signs (ibid.). According to 
Ricoeur (1974), interpretation is the work of thought that consists of 
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deciphering the meaning hidden in the apparent meaning, in unfolding the 
levels of meaning implied in the literal meaning (ibid., p. xiv). Hermeneutics 
also includes practice in its theory of interpretation (Alvesson and Sköldberg, 
2001; 2008). Most often in its history, hermeneutics has referred to the 
interpretation of texts. However, the term hermeneutics may also refer more 
sweepingly to the interpretation of meaning—whether in written texts, actions, 
or history. Historically, hermeneutics has been associated with the 
interpretation of biblical texts.  
 
Hermeneutics is used to analyse texts in a way that looks beyond the surface 
features (e.g. of a parable) and to verify the analyses so produced. 
Hermeneutics encompasses not only issues involving written text, but also 
everything in the interpretative process. It traditionally involves interpretation 
of theories that concern the meaning of written texts. These theories focus on 
the relationships found among the author, reader and text. Hirsch (1976) 
argued that the meaning of a text is determined by the author’s intent. The 
meaning of the text goes beyond the author, and is determined by the point 
where the horizons of the reader and the writer meet (Gadamer, 1994). This 
ensures that the text is independent of the author’s intent and the original 
audience, and therefore the reader determines the meaning of the text 
(Ricoeur, 1976). 
 
It is through the hermeneutic spiral, which refers to the dialectic between the 
understandings of the text as a whole and the interpretation of its parts, in 
which descriptions are guided by anticipated explanations (Gummesson, 
2000). As Gadamer (1976) explains, it is a circular relationship. The 
anticipation of meaning in which the whole is envisaged becomes an explicit 
understanding in that the parts, which are determined by the whole, also 
determine this whole. This way of understanding and reflecting is extended by 
Alvesson and Sköldberg (2008). This philosophy of understanding, the cycle 
between pre-text and text for interpretation and analysis and the adoption as 
underlying philosophy has been applied in this research. 
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Figure 3: The hermeneutic circle basic version  
(Source: Alvesson and Sköldberg, 2008, p. 66) 
 
I have applied hermeneutics as a specific mode of understanding and analysis 
of the context based on the relevant collected source material (both primary 
and secondary) and the sphere of relationship between the object and that of 
subject. The primary research sources for my analysis were texts generated by 
interviews, literature reviews, observation, organizations’ documents and 
reports, the Internet as a source of information and other relevant documents 
(published and unpublished). The appended papers apply different strategies 
to generate the empirical studies for my thesis. Even though the research 
backgrounds of these papers differ, they are very comparable in the way that 
the interviews were conducted. A person (interviewee) was asked to recall a 
meaningful understanding of a specific issue, such as through telling a story, an 
informal interview, discussion and observation. After a text was generated, one 
or more approaches were usually used to identify meaningful pieces of 
information, which in turn were used to generate themes or categories from a 
group of texts. These themes or categories communicate or interpret findings 
that reflect knowledge of the facts. 
 
It follows from this point that I have an expectation of meaning from the 
context of what has gone before. The movement of understanding proceeds 
from pre-understanding to understanding and constantly from the whole to 
the part and back to the whole (ibid., p. 117; Alvesson and Sköldberg, 2008). 
In addition, this way of understanding and pre-understanding empowered my 
study by avoiding distance research, which has limited links to or contact with 
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the actual subject of the research. It focuses on developing an understanding 
of a specific study (paper) (Gummesson, 2000). 
 
The hermeneutic circle is also applied in my study to understand and assess 
the transformation of business from single bottom-line thinking towards 
sustainable business or organizational change (Alvesson and Sveningsson, 
2008). The object of the interpretive effort becomes the overcoming the 
challenges of making sense of the organization as a text analogue (Alvesson 
and Sköldberg, 2008). The hermeneutic way of understanding and analysing 
becomes one of the methods to make sense of organizational issues, and the 
relationship among people, the organization, CSR and sustainable business. 
 

 2.3. Research Methods 

 2.3.1. Case Study Approach 

Harrison and Freeman (1999), in their introductory essay, “Special Research 
Forum on Stakeholders, Social Responsibility, and Performance”, in the 
Academy of Management Journal depict a distinction between case studies 
“designed with a purpose” with specific research questions and a deliberate 
case study design, and those that “just happened” while collecting data for 
another study. They believed that the former type of case study most likely 
contributes to new knowledge, which also allows deep study and analysis 
(ibid.; Eisenhardt 1989; and Yin, 1994). Yin (2003), defines the scope of a case 
study as: “A case study is an empirical inquiry that investigates a contemporary 
phenomenon within its real-life context, especially when the boundaries 
between phenomenon and context are not clearly evident” (ibid., p. 13). The 
construct of my thesis is also based on case studies, which are “designed with 
purpose” (Harrison and Freeman, 1999) to contribute to new knowledge 
(Gummesson, 2000; 2007b). 
 
Case study research is used to gain insights in a wide sense. The term case 
study has multiple meanings. It can be used to describe a unit of analysis, for 
example a case study of a particular organization or to describe a research 
method. The discussion here concerns the use of the case study as a research 
method. Case study research is the most common qualitative method used 
throughout the papers. It allows conducting a thorough investigation and 
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empirical enquiry of the organization and assessing the change process (Yin, 
2003). 
 
The critical type of case study is used in this thesis, as it is useful for answering 
cause and effect questions. It examines one or more areas to either examine a 
situation of unique interest with little to no attention to generalizability, or to 
challenge a highly generalized or universal assertion (Merriam, 1985). A critical 
case can also be defined as having strategic importance in relation to a general 
problem (Flyvbjerg, 2006). In this thesis, the critical case study method allows 
me to obtain deep insights into certain situations and phenomena 
characterized by complexity. This means an abundance of linked variables, 
unclear causality, ambiguity, ongoing change and unpredictability 
(Gummesson, 2008). A holistic view of an event or situation includes context 
as well as details, because phenomenon and context cannot always be 
distinguishable in real life. Moreover, richness of detail leads to a more 
complete understanding of some aspects of an organization, stakeholder, 
group, event or situation. The facts of the cases aid the holistic approach to 
context. Therefore, the design of the case studies in this thesis includes 
selection of cases, crafting instruments and protocols, and establishing a 
procedure for analysing the source material (Eisenhardt, 1989). 
 
The case study method emphasizes depth rather than coverage and statistical 
generalization (Yin 2003; 1994; Gummesson, 2000; 2007b). However, this 
does not mean it allows triangulation. It is both a theory and a technique to 
describe reality and process resource material, not just verbally but also 
graphically and mathematically (Gummesson, 2008). Hoffmann (1999) defines 
abduction, deduction and induction as different steps of a case study process 
of inquiry. Induction is based on empirical evidence, while deduction is based 
on logic (Ghauri et al., 1995). Induction, in the appended papers, reflects the 
basic process of generalizations in the form of identifying local events that 
seem to have something in common. In an inductive approach, a rich and 
detailed description will be obtained from an extensive in-depth source 
material collection process (Gummesson, 2000; 2007b; 2008). From that 
understanding an assumption is derived that can be validated through 
deduction. Deduction is drawing conclusions through logical reasoning from a 
given assumption or premise, in the form of a research question or purpose of 
the study. Therefore, this process adds or subtracts understanding to the value 
of the general study (Ghauri et al., 1995). Abduction recognizes a particular or 
general pattern, and/or purpose. It is more about a deeper understanding of 
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the phenomenon than merely testing it. These modes of a case study thus 
provide an opportunity for in-depth investigation and drawing conclusions. 
These also provided me with alternative ways to go beyond quantitative 
generalization. What is noteworthy about abduction and deduction in this 
thesis is that they both assume meaning: the meaning of each appended paper 
and the generalizations therein. Moreover, as the research approach demands, 
I tried to keep up to date with theories and ideas that were relevant for this 
scientific research method. 
 
A frequent criticism of case study methodology is its incapability of providing 
a generalized conclusion. Yin (1994) cited Anthony Gidden’s view, which 
considered case methodology “microscopic” because it lacks a sufficient 
number of cases. Gummesson (2000; 2008) presented an example of 
generalizations based on large observations. He argues that generalizations 
may be effective and efficient based on the use of in-depth studies, which is 
also proposed in this thesis. Hamel et al. (1993) and Yin (1994; 2003) and 
Normann (2000) forcefully argued that the relative size of the sample, whether 
it includes one or multiple cases, does not transform a multiple case into a 
macroscopic study. In this way, even a single case could be considered 
acceptable, provided it met the established objective, protocols, and 
establishing a procedure for analysing the source material. The in-depth study 
in my papers allowed me to perform a live experiment, test ideas, assess 
operational practices, and finally make generalizations and draw conclusions 
(Gummesson, 1994; 2000). 
 

 2.3.2. Narrative Approach 

As I mentioned above, a tool to link my explanation and understanding in one 
of my papers is narrative method. This is to transform events and facts into 
organizational theory by demonstrating their ability to function as elements of 
completed case studies/stories (Boje, 2001; White, 1987). Barbara Czarniawska 
(1995) argues for a narrative approach in case studies as the notion of narrative 
knowledge comes close to the metaphor of the world-as-text (Czarniawska, 
1997, p. 5). In her later book, she also introduced four forms of narratives in 
organizational studies. The third narrative form, which is organizational 
research that conceptualizes organizational life as story making and 
organizational theory as story reading (interpretative approaches) 
(Czarniawska, 1998, pp. 13–14), is applied in this thesis. With the narrative 
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focus on “the story”, its structure, linearity and coherence, my aim has been to 
tell the story of CSR in sustainable business and organization theory. As Boje 
(2002) argued, the story-telling in an organizational setting is non-linear, 
chaotic, multi-voiced and preliminary, and a narrative method has to take 
account of these characteristics. The plot and structure in some way combines 
the narratives into a meaningful whole (Czarniawska, 1999). 
 
In an organization, managers and stakeholders can have confused, incomplete, 
unclear and contradictory views on many different issues. This suggests that 
the appended papers in this thesis should be perceived not as different papers 
but as a part of a unified and independent paper (Gummesson, 2000; Alvesson 
and Sköldberg, 2008; Johnson, 2008). Each appended paper is different and 
has specific content, which makes it exceptional and independent. However, 
the implicit meaning is part of the thesis with its own content, meaning and 
argument. Thus, the meaning of each paper can be understood as part of the 
thesis (Alvesson and Sköldberg, 2008). 
 

 2.3.3. Source Material Collection 

Qualitative source material collection techniques for this thesis include 
interviews, observation (a plant tour), documents and texts. In general, in 
addition to the above-mentioned methodological concepts, this research 
project also applied the following three main methods in gathering the 
necessary source material for the appended papers. These methods are 
discussed below for each paper. 
 

Interviews: In-depth, structured and semi-structured interviews were 
conducted. The in depth semi-structured interviews were conducted by 
letting the interviewees tell their stories based on the given context, which is 
flexible. This method allows new questions to be raised during the interview 
according to what an interviewee says. I had a well-considered framework 
of themes on the specific topics to be explored during the interviews. As a 
primary source of information, interviews with knowledgeable people, 
entrepreneurs and policymakers of the organization were conducted and 
the information gathered carefully analysed. Interviews were organized and 
conducted in both formal and informal ways: informally through telephone 
conversation, personal meetings and e-mail. Most of the interviews were 
formal, based on limited set of questions, although depending on the 
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situation the interviewees were allowed to tell their stories. Before the 
interview, the necessary preparation was performed and additional 
questions were prepared in case they were regarded. The interviews on 
average lasted about two hours. Follow-up meetings and discussions were 
held as part of the informal interviews. All the interviews were conducted 
on-site or elsewhere outside the university. In total, seventeen formal 
interviews were conducted in addition to many meetings, consultations and 
discussions with people who knew or had an interest on these 
organizations, all of which is discussed under the source material collection 
process in the appended papers (Section 2.3.4). 

 

Archival and library research: This study includes a colossal number of 
archival documents of different organizations, library material and Internet 
sources, including Internet articles, company and annual reports, press 
releases, NGO critical reports and news items. Organizations’ internal 
documents, unpublished resources (rich material, mostly from consultants 
and companies) and NGO reports are the core resources. The material used 
in the appended papers is considered to be from primary sources. This 
resource material, for instance, was collected to assess the over more than 
30 years history of Miljöcentrum and in the other cases over more than ten 
years of Flügger AB. The other materials were annual reports of the 
companies and reports and publications of NGOs critical of these 
companies and other disobedient organizations, which are covered in the 
appended papers. Other materials were gathered from libraries, archives 
and the Internet within and outside the research site, including field-work, 
and are carefully analysed and interpreted. 

 

Field research: This research was conducted as necessary in each case. For 
instance, field research was undertaken at the Flügger plant at Bollebygd 
and its surrounding area as a tour to analyse the general impact of an 
Environmental Management System (EMS) (ISO14001), at Flügger paint 
shops, at Miljöcentrum, at IKEA office, in various IKEA stores, in Ghana 
other organizations and at workshops. The tour to Flügger was to assess 
the implementation of EMS, meet the employees, conduct informal 
discussions and examine the bio bed and new store that had been built as 
well as to conduct an interview with the management. Personal 
observations, discussions and interviews were also conducted in Ghana in 
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the case of Ideal Providence Farms. In addition, to obtain a profound 
understanding of organic farming and business, I attended closed training 
for more than a week. This was provided to more than 25 organic farmers, 
experts, representatives of NGOs and governments from Africa. Alongside 
researching and learning in this training, I also conducted interviews, 
informal discussions and developed future contacts. 

 

2.3.4. Source Material Collection Process of the Appended Papers 

This thesis has five appended papers. All the papers are based on empirical 
studies, based on cases studies and or mini-cases and narratives. 
 
Study I: ISO 14001 as a driving force for Sustainable Development and Value 
Creation, The TQM Magazine, Vol. 19, No. 5 (August 2007). 

 
This paper is a basic part of my master’s thesis, advised by Bo Enquist, written 
in the spring of 2005. Enquist, as my advisor, saw the potential of this thesis 
and we decided to make it a research paper. I have studied the developments 
at Flügger AB (Sweden) over more than ten years (1994–2005) since 2004. The 
source material collection process in the case of Flügger AB began with a 
search for past studies. The search focused on past publications, especially 
Gillberg (1999) and media articles covering the controversy over HP-Färg and 
Kemi’s reckless environmental actions. In the late 1980s and early 1990s, 
Flügger AB (Sweden) was severely criticized in the media for its irresponsible 
environmental actions, especially after a major incident involving a leak of 
organic solvents into the River Sörån that killed fish. Source material for the 
case study was also collected by analysing documents, raw source material and 
reports (internal and external), and collecting Internet documents and 
information. 
 
To obtain a clear picture of the changes made, I undertook a tour of the paint 
plant and its surroundings, including the River Sörån. Based on an interview 
with a consultant from Miljöcentrum and informal discussions with Flügger 
employees, I collected and analysed facts and made observations at the plant 
and prepared questions for an interview. In total, four interviews were 
conducted. One interview was with an environmental consultant and formal 
and informal discussions were also held at Miljöcentrum. Structured and semi-
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structured interviews with three Flügger AB employees in different managerial 
positions, including the Quality and Environmental Director and the 
Production and Laboratory Managers (Flügger Sweden and the Flügger 
Group) were conducted. I conducted all the interviews. Besides the interviews, 
I also met some employees informally. We used quantitative source material to 
analyse the progress made, such as market growth, environmental audits and 
revenue and production increases. This provided us with an extensive basis for 
developing this case. We also relied on experience and the literature to present 
the evidence in various ways using different interpretations and measurements, 
as the interest in this case relates to organizational change rather than specific 
problems. 
 

 

Study II: Values-based Service Quality for Sustainable Business, Managing 

Service Quality, Vol. 17, No. 4 (July 2007). 

 
The idea behind this paper, Values-based Service Quality for Sustainable Business, 
comes from Edvardsson et al. (2006), Values-based Service Brands: Narratives from 

IKEA. To begin with, Enquist and I examined the internal magazine of IKEA 
entitled Read Me, with permission from IKEA, to decide what kinds of 
narratives to develop. The source material collection process began by 
assessing the empirical material collected from several master’s theses 
supervised by Enquist (especially those on IKEA China) and other 
documents. These included a number of media articles, annual reports for 
more than five years, numerous documents and publications from different 
NGOs (as critiques of IKEA), Internet documents and information, and other 
relevant publications. In addition, I extensively perused secondary sources. I 
developed all the five narratives in this paper based on the information 
collected and the experiences of both Enquist and Edvardsson. 
 
Two major interviews were conducted by Enquist and me with IKEA CEOs. 
The first was with IKEA Global Head of Social and Environmental 
Responsibility at Helsingborg—IKEA headquarters. The second was with the 
CEO of IKEA Japan (at that time) in Stockholm. Personal observations at 
IKEA stores in Sweden were made. As additional input, source material for 
the empirical part, for the five narratives, was also collected from multiple 
interviews made by Edvardsson and Enquist with IKEA managers over 
several years. Observations were made at different IKEA stores in Europe, 
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Asia, and North America and informal interviews with both employees of 
IKEA and customers were conducted. This extensive research involvement 
provided us with a solid basis for selecting representative narratives for this 
article. All the five narratives chosen reflect the values-based thinking of 
IKEA. 
 
I consulted Enquist and discussed the collected and analysed source material 
to narrate the stories several times before the paper was sent for publication. 
 
 

Study III: Corporate Social Responsibility for Charity or for Service 
Business?, The Asian Journal on Quality, Vol. 9 No. 1 (2008) 

 
The topic of this paper, Corporate Social Responsibility either for Charity or for Service 

Business is based on the empirical study of four multinational companies. The 
cases are IKEA, Starbucks, H&M and The Body Shop. All the cases were 
developed by me in consultation with Enquist. 
 
The development of the main case in this paper of the Swedish furniture 
producer, IKEA, is based on a study of several years. This has involved: (i) the 
extensive perusal of documents; (ii) two interviews by Enquist and me, and 
many others by Enquist and Edvardsson with IKEA CEOs and managers; (iii) 
the collection of narratives about IKEA from the media, the Internet, other 
documents (both internal and external) and books; (iv) personal observations 
at IKEA stores in different countries and cities and informal interviews with 
both employees of IKEA and customers; and (v) supervision of several 
master’s theses on related subjects.  
 
At the same time, I have also studied other cases of Starbucks, H&M, and The 
Body Shop, mainly based on secondary sources and store visits with informal 
interviews with employees and customers. Our international master’s program, 
which is tutored by Enquist, developed case studies and master’s theses 
around these companies, and I selected source material in the same way as for 
IKEA. This extensive research involvement has provided us with a solid basis 
for selecting representative empirical source material for this paper. 
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Furthermore, I conducted a secondary source material collection and analysis 
based on critiques of these companies. These include NGO publications, 
media articles, books and informal meetings with NGO members. 
 

The sources collected were discussed and analysed several times with Enquist 
before developing them into cases and adding them to a matrix. The empirical 
study matrix was developed based on the theoretical framework and was 
compiled by me. 
 
 

Study IV: The Role of Change Agents in creating Sustainable Business and 
Responsible Management—Case Study of Miljöcentrum, 12th QMOD and 

ICQSS conference, Verona, Italy (August 2009) (February 2010). 

 
The choice of the case and the mini-cases was based on the strategies and 
initiatives of Miljöcentrum for environmental sustainability and applied 
sustainable business cases. It was also to identify their perspectives in 
accordance with the purpose of this paper to reflect on the contributions of 
this organization. I have followed and assessed the historical background and 
development of several years of a Swedish environmental NGO - Stiftelsen 
Miljöcentrum, to compile a case study of a change agent. The case investigates 
the work that Miljöcentrum has done for more than 35 years on pressure to 
change and the organizational change process. The case was selected after 
studying and assessing.  The three mini-cases chosen may reflect the role of 
NGOs as change agents and different strategies reflecting the changing 
interests of the stakeholders at different times. 
 
Source material for the case study and mini-cases was collected through both 
primary and secondary method. It was collected over a longer period between 
the years 2005 and 2009.  I conducted six interviews and several formal and 
informal discussions with individuals who have known and followed 
Miljöcentrum for more than twenty years. Four of the interviews were with 
managers and department heads of organizations outside Miljöcentrum (for 
the mini-cases). One meeting and discussion was conducted with a CEO of 
another company, who worked closely with the founder and president of 
Miljöcentrum. To illustrate and assess the progress made thereafter, I also 
visited a plant and interviewed managers from the organizations that had 
consulted Miljöcentrum. Observations, attending shareholders meeting of 
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VärmlandsMetanol, and analysis of documents and reports of Miljöcentrum 
(both internal and external- especially in the case of Flügger), collecting media 
articles, Internet documents and information, and relevant publications were 
also part of primary source material collection. I also examined Miljöcentrum 
publications including the Miljö o Framtid magazine (1972–1996), and other 
publications. I assed their documents and made both formal and informal 
discussions and meetings. One of the mini-cases (that of Flügger AB) was 
covered in detail first as a part of my master’s thesis, then my other publication 
and later in my conference papers.  
 
This has provided me with an extensive basis for developing this case. I also 
relied on experience and the literature to present the evidence in various ways 
using different interpretations and measurements, as the interest in this case 
relates to organizational change and leadership rather than to specific 
problems. 
 
 

Study V: The Challenges and Opportunities in Creating Sustainable Shared 
Values at the Base of the Pyramid—Cases from Sub-Saharan Africa, 
Kandachar Prabhu and Minna Halme (Eds.) “Sustainability Challenges and 

Solutions at the Base-of-the-Pyramid: Business, Technology and the Poor”, Green Leaf 
Publishing (September 2008). 

 
Source material for the three cases in this paper was collected between 2006 
and 2008. The choice of the three cases is based on the initiatives of different 
actors to alleviate poverty through trade in Africa. The cases were selected 
after meeting and spending more than one week with more than 25 organic 
experts, officials, farmers, entrepreneurs and representatives from all over 
Africa in Organic Agriculture Development (OAD) training in Sweden in 
July/August 2006. All the three cases chosen reflect the opportunities and 
challenges of implementing different initiatives at the BOP, especially in Sub-
Saharan Africa. 
 
For two years I have studied the development of the three cases: EPOPA, 
Ideal Providence Farms (IPF) and KOAN. In total, nine interviews were 
conducted between April and July 2006, with two CEOs and a staff member 
of Grolink and Torfolk Gård AB, the owner of Ideal Providence Farms, the 
leader and marketing consultant for KOAN, Kenya, the EPOPA Uganda 
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project leader, beneficiaries of the project, consultants and experts. Moreover, 
two interviews were conducted in December 2006 and February 2007, with 
the management of Löfbergs Lila and Torfolk Gård AB. Personal visit to 
Ghana was also made in November, 2006. Follow-up discussions and updates 
were held, the latest in January 2008. Source material for these empirical case 
studies was collected through the analysis of documents and reports (internal 
and external) both qualitative and quantitative, media articles, Internet 
documents and information, and relevant publications. 
 
This has provided me with an extensive basis for developing these cases. I also 
rely on my experience working with an SME in exporting marine products to 
Europe, the Middle East and the Far East, and on the literature to present and 
interpret the evidence in various ways based on the points of interest in these 
cases. 
 

2.4. Trustworthiness—Reflections of the Research Methodologies and 

Design 

This research is based on some underlying notions of its validity and the 
appropriateness of the research methods applied. One of the most important 
requirements for a research paper is that it is regarded as reliable and the 
readers view it as consistent and trustworthy (Gummesson, 2000; Alvesson, 
and Sköldberg, 2008). A multitude of research methods was used to address 
these criteria (Ghauri and Grønhaug, 2005). Using qualitative methodology, I 
referred to different source material, used source analysis methods, and 
credible and updated theory as a method of reducing systematic bias, thereby 
increasing the validity of the findings of my studies by distinguishing the pre-
understanding, understanding, and interpretation phases (Alvesson, and 
Sköldberg, 2008; Gummesson 2000). This was also to avoid the risk of 
becoming insensible to your own understanding (Sandberg and Targama, 
1998). The endeavour of this research is to conduct an in-depth study of 
sustainable service business, service research and service quality over a longer 
period. Finally, based on the case study research on sustainability by Corcoran 
et al. (2004), I made an effort to include information on the theoretical 
approach to methodology and gathering material. 
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In collecting and analysing source material, every aspect of ethical issues is 
taken into consideration. It was important for me to consider ethics in the 
process of collecting and analysing my research source material, especially 
interviews. I also maintain that observation needs special attention and 
authenticity. All of my papers employ field studies, observation and 
discussions with various individuals. Besides the interviews, I applied my past 
knowledge and experience in interpreting the source material. This required 
extra measures concerning ethics. 
 

 

Figure 4: Model of the interrelationship of all the chapters in relation to chapter two  
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3. Theoretical and Conceptual Framework 

3.1. Introduction 

Business and the Necessity for Values 

Globalization has an impetus on sustainability and sustainable thinking of 
business. Globalization is a vigorous phenomenon that is rapidly transforming 
the political, social and economic environments of our planet in the 21st 
century. This fast changing economic reality is strongly influenced by both the 
flatness of the world (Friedman, 2006; 2008) and the contribution of 
difference makers (Waddock, 2008) in the midst of increasing customer 
demands for value creation (Edvardsson and Enquist, 2009) and intensified 
global competition for markets. This change creates not only pressure but also 
the necessity for a new force of change for competitive advantage at both 
micro and macro levels based on social and ecological sustainability, which 
constantly force companies to be responsible and innovative and to develop 
both existing and new values (Normann, 2001; Edvardsson and Enquist, 2009; 
Laszlo 2008; Vogel 2005). The changing needs and demands for value creation 
also signify a new paradigm shift in management thinking (Vargo and Lusch, 
2004; 2008; Lusch and Vargo, 2006). However, if organizations do not adapt 
to the change as an organizational culture and paradigm shift (Kuhn, 1996), 
the process risks failure (Alvesson and Sveningsson, 2008). 
 

3.2. Theoretical Background 

In assessing the history of sustainable development for sustainable business, 
which is a significant part of this study (Kuhn, 1996); it is imperative to 
integrate all bottom lines—ecological, societal, economic, ethical and 
philanthropic. However, the philosophy of this thesis is to describe my 
ongoing research interest in the area of sustainable development and business. 
Sustainable development provides the framework to integrate the environmental, social 

and economic dimensions of human activity at every level from local to global (Roome, 
1998, p. 3). CSR is a sustainable development concept that emphasizes the 
importance of finding/keeping equilibrium among the basic interests of 
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economic prosperity, social equity and environmental regeneration. The 
pressure for change and its process of involving entrepreneurs and leaders 
(managers) is transforming business thinking and strategies and prompting 
organizations to create social values (Edvardsson and Enquist, 2009). Vargo 
and Lusch (2004) also claim that S-D logic for value creation is emerging and a 
historical paradigm shift is developing. 
 
In his noteworthy publication “The changing basis of economic 
responsibility” in the Journal of Political Economy, Maurice Clark wrote 
“twenty years ago an economist writing under this title would have been 
expected to deal chiefly or solely with the responsibility of the individual for 
his own economic destiny” (Clark, 1916, p. 209). This clearly indicates how 
familiar the world has become with the concept of social responsibility, which 
does not need to be continually rediscovered, but rather promoted among 
business organizations (ibid.). Concern of business for their immediate 
stakeholders or business responsibilities and value creation emerged in the 
1800s in the USA and Europe with the expansion of modern industry and the 
proliferation of economists and organizational management thinkers. 
Although it is not a major focus of this thesis, the modern evolution of the 
concept of social responsibility of business in the 20th century is briefly 
reviewed. Theodore Kreps in the 1930s introduced the subject of business and 
social performance and measurement. Peter Drucker in 1942 argued that 
companies have a social dimension. According to Mary O’Sullivan (2009), 
Drucker discussed this issue in depth in 1949. Howard Bowen in the 1950s 
held a general view of social responsibilities of business and theorized about 
the relationship between corporations and society with a definition of CSR 
(Bowen, 1953). Furthermore, in the 1960s and 1970s some other scholars 
addressed the issue of ethics and social responsibility of business and 
promoted CSR from different points of view (Narver, 1971; Bowen, 1953; 
Preston, 1975; Davis, 1975; Fitch, 1976; Carroll, 1979). This concern of 
businesses for society paved the way for organizations and management 
thinkers to seek different business models and ideas and to follow the greater 
shift to engage environmental issues for future generations. 
 
The publication of “Silent Spring” (Carson, 1962), a book concerning 
environmental problems, was a milestone and motivated a new “ecological” 
vision of society. Although the environmental movement has a long history, 
concern has increased, especially after the establishment and expansion of 
various non-governmental organizations (NGOs) such as the WWF, 
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Greenpeace, Oxfam and other consumer and environmental movements. 
These organizations have developed to become watchdogs and are critical of 
business. The new vision of environmental sustainability also became an 
increasingly prominent focus of international and national policy-making 
(Gummesson, 1994). The focus of the policy makers was to influence markets 
in the western world to ease everyday life and comprehend the market’s effects 
on society, the economy and ecology. Environmental concerns also led to 
different national and international consumer movements and conferences in 
the 1970s and 1980s both in US and Europe, especially after the 1972 United 
Nations conference in Stockholm. The Stockholm conference paved the way 
for the emergence of sustainable development, although corporations were 
not present at this conference. This conference led to greater global attention 
to environmental sustainability, and opened the door for a variety of initiatives 
and research, such as the 1978 OECD re-launch of research into the links 
between environment and economy and its 1984 international conference. It 
also led to the Brundtland conference in 1987. Sustainable development as 
defined in Our Common Future in 1987 opened the door for broader 
discussions about and approaches to achieving a sustainable future. The 
publication of Our Common Future created wider awareness of sustainable 
development, which led to the establishment of the World Business Council 
for Sustainable Development (WBCSD) and the major United Nations 
conferences in Rio de Janeiro (1992) and Johannesburg (2002). Major 
corporations re-evaluated the seriousness of participation at the Rio de Janeiro 
conference, 20 years after the Stockholm conference (Gummesson, 1994). In 
the 21st century, sustainable development is also becoming a part of 
globalization and the internationalization of markets and governance. 
Considerations of a sustainable future and environmental sustainability also 
marked a move by capitalism from the neo-liberal way towards the Millennium 
Development Goals (MDG) (Peet and Hartwick, 2009) and shared values of 
inclusive capitalism (Hart, 2007). 
 

3.2.1. Pressure to Change as it Relates to Corporate Responsibility 

Edvardsson and Enquist (2009) argue that creating sustainable value is a way 
for companies to advance their business priorities, achieve competitive 
advantage and drive innovation. Doing so in today’s competitive context 
requires leading companies to consider carefully the social and environmental 
dimensions of their business activities (Laszlo, 2008). This can be achieved by 
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integrating “societal” stakeholders such as NGOs and citizens as potential 
business partners rather than as illegitimate adversaries (Waddock, 2008). In 
recent years, NGOs have assumed an increasingly important role in society, 
and have come to influence corporate life (Teegen et al., 2004; Sjöström, 
2008). In fact, they can be defined as coalescing around common ideas, needs 
or causes, and as collectively mobilizing their common interests. Several 
NGOs have raised awareness of issues related to corporate behaviour and 
social responsibility. Waddock (2008) indicates that the significance of these 
actors is that they establish new infrastructure for companies to be 
responsible, accountable and transparent, or in other words socially 
responsible. She further explains the process as: 

• developing research and measurement tools, 

• developing standards, 

• fostering engagement and dialogue, 

• questioning the system, and 

• proposing alternatives. 

However, some researchers argue that the role of business is only to maximize 
profit (Reich, 2008; Carr, 1996; Friedman 1970) and disagree with the role of 
business in society. The role of NGOs as corporate watchdogs has generally 
strengthened since the late 1970s and 1980s. The pressure to be socially 
responsible in business is also growing. Baron (1995), for instance, 
characterizes the social responsibility activities of business into two categories: 
(i) social responsibility used to respond to pressure groups or avoid threats and 
(ii) social responsibility in the absence of pressure groups. Baron (2001) in a 
paper written six years later explains that the social responsibility of companies 
is motivated by either altruism or profit maximization, even in the absence of 
external pressures. Therefore, actions to avoid a threat are usually profit-
maximizing strategies as well (ibid.). Heal (2005) also indicates the advantages 
of social responsibility for companies; reducing conflicts with their 
stakeholders or activists may help companies build trust or reputation, which 
boosts stakeholders’ confidence in them and protects their brands (Waddock, 
2008). Furthermore, Sjöström (2008) argues that NGOs sometimes go as far 
as to enter capital markets to exercise shareholder rights or influence investors 
to campaign for certain issues. Several studies report that shareholder activism 
by NGOs is increasingly common, and the authors contend that NGO 
intervention on the stock market can be successful in changing business 
strategy (Waygood and Wehrmeyer, 2003; Guay et al., 2004; Sjöström, 2008).  
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3.3. Emergence of Social Responsibility 

Corporate social responsibility was first used and defined as a concept by 
Bowen (1953), who defined it as: “the obligations of businessmen to pursue those 

policies, to make those decisions, or to follow those lines of action which are desirable in terms 

of the objectives and values of our society” (p. 6). At the time, CSR was considered an 
obligation and was linked to the power that business holds in society. The 
thinking was that corporations, specifically, exist to provide products/services 
that generate profits for their shareholders. Carroll’s (1979; 1991) view is also 
of businesses’ intent to improve important aspects of society or their 
relationships with communities. This role of social responsibility in business 
management has been a subject of debate for some time. Friedman (1970) in 
The New York Times Magazine, of 13 September, expressed a widely known 
and strong argument. He was asked whether a business could have any 
“responsibilities” other than to increase its profits. Despite strong objections 
by most researchers in this area, some still believe that the only role of 
business in society is sustainable profit maximization. They took Friedman’s 
(1970) view a step further, arguing that a corporation’s purpose is to maximize 
returns to its shareholders. Only individuals can have social responsibilities. 
Corporations (impersonal) are only responsible to their shareholders and not 
to society as a whole, and the one and only social responsibility of business is 
to maximize profits for its shareholders (Reich, 2008). The most extreme 
position on economic CSR was taken by Carr (1996) in his classic Harvard 
Business Review article “Is business bluffing ethical?”, in which he indicates 
that the sole purpose of business is to turn out a product at a profit and argues 
for the impersonal nature of business. In spite of this thought, Grant (1991) 
dismisses Friedman’s (1970) restricted point of view as fallacious, which is also 
supported by most researchers. This thesis also argues for the strategic view of 
CSR for the good of the society and its stakeholders based on triple bottom 
line thinking (Elkington, 1998; 2001; Vogel 2005), which is also the main focus 
of this section. 
 
The CSR consideration of the good of society was inspired and promoted by 
various management theorists and neoclassical economists with the expansion 
of modern industry. The focus was intensified in the 1910s with the growth of 
corporate enterprises. According to the historian Chandler (1962; 1977), 
modern corporate enterprises were fully developed by the year 1917. The 
progressive subsequent period, especially after the 1920s, developed a keener 
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awareness of social demands as corporations lost their suspicion of government 
intervention (Hoffman, 2007). This suspicion accompanied social change such 
as urbanization and increased material wealth, particularly in the United States 
(ibid.). The CSR concern for the good of society became a focus of researchers 
in approximately the same period. Tead and Metcalf (1933), for instance, point 
out that business was not for the benefit of a minority, but for that of the entire 
community. Drucker in the 1940s analysed its effects on management. The early 
work of Goyder in 1960s on the so-called “responsible company” also referred 
to the various activities of the mid and late 1950s and suggested that social 
audits could provide a management tool and offer stakeholders a platform for 
challenging and influencing companies. This point was stressed by Davis, who 
(in 1960) described business social responsibilities as “the businessman’s decisions 

and actions taken for reasons at least partially beyond the firm’s direct economic or technical 

interest … which need to be commensurate with the company’s social power”. Marens 
(2008) studies the history of CSR over half a century and Hoffman (2007) 
assesses the origins of modern corporate social responsibility. Hoffman (2007) 
tries to illustrate the dilemma by conducting a historical analysis of this concept. 
These historical studies raise the basic question of CSR’s normative perspective 
on how to create value through strategic thinking. The factors enable the new industrial 
corporation to expand its role in society (ibid., 2007).  
 
In general, the different studies and the debate over the responsibilities of 
business, their relationship with society and later towards the environment has 
been ongoing with broader arguments and discussion in the 21st century. There 
is still no commonly accepted definition of CSR (Prieto-Carrón et al., 2006; 
Vogel, 2005; McWilliams and Siegel, 2001; Jones, 1995; 1999; Carroll, 1991; 
Hart 2007; Enquist et al., 2006; Edvardsson et al., 2006). Therefore, to examine 
the different definitions and usage of the term CSR and for the purpose of this 
thesis, I compiled the most commonly used and historical definitions of CSR in 
Table 2 below. 
 
CSR definitions and concepts suggest that it is mainly defined as concepts and 
strategies by which companies voluntarily integrate social and environmental 
concerns with their business operations and stakeholder interaction (Enquist et 
al., 2006). In other words, CSR is the concept that an organization is accountable for 

creating economic benefits for its shareholders and is responsible for its impact on all relevant 

stakeholders, ecology and future generations. 
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The concept of CSR is based on the triple bottom line (Elkington, 1998), i.e. 
economic, social and environmental, presupposes a balance between those 
three issues and creates a more holistic image of the complexity of sustainable 
development (Enquist et al., 2006; 2007). It is complex and multifaceted, 
covering a broad spectrum of topics from habitat conservation to energy 
consumption to stakeholder satisfaction and financial results. The adoption of 
environmental initiatives of a company for eco-efficiency (Schmidheiny, 1992) 
may be an essential bottom line that may also be the result of concern for social 
obligations and values (Hart, 2007; Bansal and Roth 2000; DeSimone and 
Popoff, 2000). Environmental efficiency is becoming a dynamic strategy, which 
presupposes that social expectations for corporate environmental performance 
are constantly increasing (DeSimone and Popoff, 2000; Hart 1997; 2007). To 
assess the concepts and their value to stakeholders, a broader view of how CSR 
can be implemented, integrated and measured is imperative. Therefore, 
different sub-topics are raised in this thesis, concerning how the sustainability 
of companies may be measured and how the process of change may progress in 
an organization. However, I also argue that the social bottom line is too narrow 
to integrate into companies’ value networks, especially in the globalized world 
(Sebhatu, 2008). It is important to assess the value network to create a full 
picture of social responsibility and sustainability (ibid.). This thinking is starting 
to be discussed in most studies of CSR, because large companies are no longer 
MNCs but global (globally integrated enterprises (GIEs)) (Palmisano, 2006). 
Palmisano argues that business is changing in fundamental ways—structurally, 
operationally and culturally—in response to globalization and new technology 
(ibid., p. 127). This strategic thinking of companies is not only a response to 
pressure but also a new way of doing business. This wider thinking of 
inclusiveness is part of globalization and strategic thinking of companies and is 
referred to as base of the pyramid (BOP) thinking (Prahalad and Hart, 2002; 
Prahalad, 2005; Hart, 2007). The pressure on MNCs for wider social 
responsiveness (Kandachar and Halme, 2007) and inclusiveness are also part of 
the new capitalist thinking (Hart, 2007). Based on the above arguments and 
purpose of this thesis, I integrate the concept of BOP into the CSR concept 
below. 
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3.3.1. Base of the Pyramid (BoP) 

Epstein (2008) interprets the BoP concept as a differentiation strategy for 
companies to reduce social and environmental impact and improve their CSR 
performance. The BoP concept, as a new way of thinking and way of doing 
business (Hart and Christensen, 2002; Prahalad and Hammond, 2002; Prahalad 
and Hart, 2002; London and Hart, 2004; Ricart et al., 2004; Prahalad, 2005; 
Hart, 2007), may be a significant driving force for progress and for the creation 
of a new strategic approach. BoP refers to doing business with the poor at the 
base of the global socio-economic ladder who primarily do business in an 
informal market economy (London, 2007, p. 11). Most researchers in this field 
are debating how businesses deliver economic and social benefits to the BoP 
(Margolis and Walsh, 2003; Palmisano, 2006; Karnani, 2007a). Kandachar and 
Halme (2007) critically analysed this new approach and assess all the previous 
studies on BoP initiatives and strategies through different angles. They pointed 
out some of the many avenues of BoP for alleviating poverty including 
investing in education and engaging NGOs (ibid.). However, this thinking is 
still emerging and is the subject of debate. It raises the question: how can 
businesses engage all stakeholders and what is their contribution? 
 
Prahalad (2005) suggests that the developing economy can be the engine of the 
next round of global trade and prosperity, and a source of innovation. 
Blowfield and Frynas, (2005, p. 503) claim that companies have a responsibility 
for the behaviour of others with whom they do business (e.g. within supply 
chains). Hart (2007) also argues for the importance of better infrastructure and 
communication links. In addition, Prahalad (2005) and Brugmann and Prahalad 
(2007) argue that multinational cooperation must occur for success in a BoP 
Market. However, Prieto-Carrón et al. (2006, p. 980) question how business can 
contribute to poverty reduction by stating two shortcomings. First, the terms 
“poverty” and “development” are frequently used but rarely defined, as in 
Prahalad’s (2005) initiative and Kolk and Tulder’s (2006) methodology. Second, 
previous studies of the relationships between business, economic growth and 
living standards have been largely overlooked. Businesses can create shared 
value at the BoP through positive social influence and by considering the poor 
as producers/employees, innovators and partners/entrepreneurs (Hart, 2007; 
Karnani, 2007a; 2007b; Sebhatu 2008; Simanis et al., 2005; Hart and 
Christensen, 2002; Ricart et al., 2004).  
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3.4. Service Quality Orientation for sustainable business 

Quality is one of the most important and strategic priorities for competitive 
advantage and an essential element for the development of companies. Quality 
management has been considered the most important aspect of the 
organization for enhanced business performance by managers, and researchers 
have underscored quality improvement initiatives that result in sustainable 
competitive advantage (Sureshchandar et al., 2002). However, quality is a more 
complicated and ambiguous term than it appears. Several researchers have 
assessed different approaches to defining quality. Garvin (1983) discusses five, 
including two (product based and manufacturing based) that refer to objective 
quality and one (user based) that parallels perceived quality. Schneider and 
White (2005) propose three approaches to defining quality: the philosophical 
approach, the technical approach and the user-based approach. In the user-
based approach, the focus of this thesis, quality is determined by its user (ibid., 
p. 10).  
 
To briefly assess the history of the existing quality thinking, although it is not a 
main interest of this thesis, the quality movement can be traced back to 
medieval Europe in the late 13th century, when craftsmen began organizing 
into unions called guilds. Until the early 19th century, manufacturing in the 
industrialized world tended to follow this craftsmanship model. In the early 20th 
century, manufacturers began to include quality processes in quality practices. 
After World War II, quality specifically became a critical component of the war 
effort of the United States, where sampling techniques for inspection began to 
be used with the help of Shewhart’s statistical process control techniques. The 
birth of total quality by Juran and Deming in the 1950s and 1960s also fostered 
new thinking in Japan. Total quality approaches began to embrace the entire 
organization. This has become known as total quality management (TQM). 
Later, new quality systems have evolved and quality has moved beyond 
manufacturing and into service, healthcare, education and government sectors. 
In the late 1970s, researchers from a variety of disciplines began to produce a 
now substantial body of theory and research devoted to understanding service 
quality (Schneider and White, 2004). 
 
Service quality thinking to a great extent lies in the product quality and 
customer satisfaction literature (Brandy and Cronin, 2001). Grönroos (1984; 
1994) and Parasuraman et al. (1988) define service quality in terms of customer 
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satisfaction. It is a form of attitude, related but not equivalent to satisfaction, 
and results from a comparison of expectations with perceptions of 
performance (Parasuraman et al., 1988, p. 15). That is, the degree of fit between 
perceived quality and customers’ satisfaction and expectations. To detect and 
understand non-verbalized customer needs, a sense of insight, a functional 
dialogue with the customer, and an understanding of his or her situation is 
required (Edvardsson, 1998). Service quality is linked to activities, interactions 
and solutions to customer problems (Edvardsson et al., 2006; Enquist et al., 
2007). The definition is customer oriented, but it should not be interpreted as 
meaning that the service provider should always comply with customer needs 
and service attributes (Cronin and Taylor, 1992; Edvardsson, 2005). 
 
Service quality delivery is becoming an essential strategy for winning and 
retaining customers, as indicated by various empirical studies (Ghobadian et al., 
1994; Buzzell and Gale, 1987; Zeithaml, 2000). Edvardsson (2005) points out 
that service quality is perceived and determined by the customer on the basis of 
co-production, delivery and consumption experiences. He also concluded that it 
is linked to activities, interactions and solutions to customer problems (ibid.). 
Schneider and White (2004) indicate a relationship between service quality 
offering and profitability, which Heskett et al. (1997) express through the 
service profit chain model. Service delivery experiences that have emerged tend 
to focus on the process aspect of service offering. This can be measured 
through different types of measurements including service quality 
measurements. Commonly used techniques for measuring service quality 
experience are gap analysis (Zeithaml et al., 1988), SERVQUAL (Parasuraman 
et al., 1988), SERVPERF (Cronin and Taylor, 1994), critical incident technique 
(Bitner et al., 1990), Grönroos’s model (1990) and Gummesson’s typology 
(1992). This is a question about the nature of service quality, whether it is a 
perception of performance or disconfirmation (Suuroja, 2003). 
 
Another question concerns the formation of service quality, whether it is a 
single construct or an aggregation of several dimensions/components (ibid., p. 
8). Enquist et al. (2007) argue that SQ must be a construct with several 
components as Schneider and White (2004) indicate in their research 
perspectives on SQ. They discuss SQ as conceptualization and measurement 
from the perspectives of marketing, service operations customers and service 
climate, and also introduced SQ into human resource management. Lovelock 
(2000) also talks about the marketing imperative, the operations imperative and 
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the human resources imperative. Furthermore, Schneider and White (2004) call 
for a broader perspective in SQ research and suggest the integration of TQM 
and other service offerings into operations management to create high-
performance organizations by focusing on the bottom line (ibid., p. 156).  
 
Assessing the contributions of service quality to sustainability is the other focus 
of this thesis. Gummesson (1994) proposes the term green service quality. 
Svensson (2006) also tries to describe sustainable quality management based on 
the implementation and evaluation of TQM. He assesses TQM’s strategic 
approach by connecting it to corporate values. However, few empirical studies 
have been conducted based on this concept. Schneider and White (2004) 
proposition of the integration of TQM and other service offerings in the 
operations management provides another instance in which business trends are 
in alignment with sustainability, integrating different internal management 
systems for quality service delivery. It is also important to examine service logic 
(Vargo and Lusch, 2004a), which is about economic and social processes. This 
signifies the new thinking of incorporating different management systems in 
creating service quality. The new thinking of integrating service quality to create 
value is analysed in the next subsection. 
 

3.4.1. Shared values for Service Business  

Edvardsson and Enquist (2009) in their book make a great contribution on 
framing the values-based thinking of service business, based on the IKEA case. 
This study is a step toward to the service-dominant (S-D) logic thinking of 
Vargo and Lusch (2004) that gave rise to the question of what a service 
perspective on business can offer marketing in general. The view was widened 
immediately, based on surveys and observations of a number of leading 
international scholars in the field of service and service marketing. The key 
finding was that service was indeed generally considered to be more a 
perspective than merely an activity: “Service is a perspective on value creation 
rather than a category of market offerings” (Edvardsson et al., 2005, p. 118). 
During the 1990s and into the 2000s, the issue of value creation and the locus of 
value creation for customers became topics of interest in the management and 
the marketing literature. The prevailing view that value for customers is 
embedded in products that are outputs of firms’ manufacturing processes, 
value-in-exchange, was challenged by the alternative view that value for 
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customers emerges in the customers’ sphere as value-in-use in value-generating 
processes (Normann and Ramirez, 1993; Holbrook, 1994; Ravald and 
Grönroos, 1996; Vandermerwe, 1996; Wikström, 1996; Woodruff and Gardial, 
1996; Normann, 2001; Vargo and Lusch, 2004; Grönroos, 2006). According to 
this view, value is not created by the provider but rather by the customers’ 
value-generating processes (Grönroos, 2000). As Vargo and Morgan (2005) 
point out, this is not a new approach to value creation but, in the economics 
and business economics literature, it has long been overshadowed by the value-
in-exchange notion. 
 
Furthermore, Laczniak (2006) illustrates the service-dominant logic for some 
societal and ethical dimensions. Enquist et al. (2008) extends Laczniak’s (2006) 
view by using CSR for sustainable business service. Elkington (2001) argues 
that corporations could fuse values and value creation. In the dialectic between 
the economic, social, and environmental processes on the basis of the values 
base of the cooperation in respect to shared values and shared meanings, 
service culture drives service strategy (Edvardsson and Enquist, 2009; 
Edvardsson and Enquist, 2002; Edvardsson, et. al., 2006; Enquist et.al., 2007). 
The researchers mentioned above discuss the value of a strong service culture 
as a value-creating process, reproducing the logic of value as well as the logic of 
values (Edvardsson and Enquist, 2009; Edvardsson and Enquist, 2002; 
Edvardsson et al., 2006; Enquist et al., 2007). Pruzan (1998) puts forward a 
view of contemporary shifts in perspectives from control to values (ibid., p. 
1379) and the adopted elements of “stakeholder theory” (Freeman, 1994; 
Elkington, 1998; Enquist et al., 2006; Laszlo, 2003) in talking about a 
contemporary shift in perspective from a focus on “control” to a focus on 
“values”. According to Pruzan (1998), this requires a shift to “values-based 
management”, which he premised on a stakeholder perspective of leadership, 
responsibility and ethics (ibid.). The values-based view places the company and 
its core strategy, structure and culture at the centre of a web of stakeholder 
relationships and shows how favourable relations can enhance organizational 
wealth (Post et al., 2002). 
 

3.5. Integrating CSR Business Cases 

The sustaining corporation must demonstrate its commitment and ability to 
work towards ecological renewal and develop key goals both inside and outside 
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the firm founded on the pursuit of equity, human welfare and potential (Benn 
and Dunphy, 2004). Although recent CSR practitioners are mainly interested in 
the economic justification of establishing and communicating CSR, business 
cases suggest that financial gains could result from socially responsible activities 
by concentrating on the creation of markets—the “markets for virtue” (Vogel, 
2005). This approach can be seen as a counter-argument to Friedmann’s (1970) 
and other researchers’ profit maximization view. Vogel (2005) utilizes a broader 
concept of CSR, describing it as “the market for virtue”. He investigates 
whether there is a business case for CSR. Xueming and Bhattacharya (2006) 
also tried to answer the question of balance between CSR and profit making in 
their article based on secondary source materials where they investigate the 
relationship between CSR, customer satisfaction and market value. In contrast, 
other researchers present evidence that thriving CSR ensures competitive 
advantage and strategic gains (Kotler and Lee, 2005; Porter and Kramer, 2006). 
Margolis and Walsh (2003) conducted a large number of studies and found this 
affirmative relationship between social and financial performance. 
 
The adoption of CSR as a defensive strategy based on business cases for the 
sake of appearances raises the question of the relationship between CSR and 
charity. Gummesson (2006) has been critical of mainstream marketing, whereby 
corporate sustainability becomes diluted into mere charity. Vogel (2005) has 
described this approach as “doing good to do good”, which he has contrasted 
with a new understanding of CSR, whereby firms have the aim of “doing good 
to do well”. In a similar vein, Kotler and Lee (2005) have argued for the 
simultaneous aims of “doing the most good for your company and your cause”. 
Porter and Kramer (2002, p. 57) adopted a similar view when they contended 
that philanthropy per se might be in decline; however, when used in a proactive 
way, philanthropy can be a source of competitive advantage: “Most companies 
feel compelled to give to charity. Few have figured out how to do it well” 
(Enquist et al., 2008). 
 
Enquist et al. (2006) conducted an important study of CSR as an institutional 
pressure on organizations. In analysing the effects of CSR, they cite Oliver’s 
(1991) typology regarding strategic responses to institutional pressures as an 
important contribution to neoclassical economics. However, neoclassical 
economic theory provides no guidance on the ethical dimension of CSR. To fill 
this gap in institutional analysis, Enquist et al. (2006) discuss manifestations of 
CSR based on Oliver’s (1991) typology. However, they argue that the 



 

52 

 

explanatory power in a later case is weaker, especially in the context of a 
specific institutional pressure. They supplemented Oliver’s (1991) typology with 
Roberts (2003) manifestations of CSR to understand the management practices 
of sustainable organizations. 
 
Discussing business cases integrating sustainability thinking and assessing 
sustainable service organizations, Sebhatu and Enquist (2007) conducted an in-
depth qualitative study of the integration of environmental and quality 
standards based on business cases. They argued for the necessity of coalescing 
environmental sustainability systems and quality systems at the operational level 
to create sustainable organizations (ibid.). Enquist et al. (2008) integrated a 
model and matrix based on four well-known MNCs. They discuss in service 
research, Johnston and Clark (2001) proposed service operation in terms of a 
business focus, an operational focus and an encounter focus. CSR thinking was 
also adopted in their study and was analysed by Berry et al. (2006) in terms of 
nine “success drivers” (Enquist et al., 2008). The analysis resolves the argument 
over business cases of CSR. This study has proposed a descriptive framework 
for the analysis of CSR as an important element of a business model. Using this 
framework, the CSR business models of four companies (IKEA, Starbucks, 
H&M and the Body Shop) have been described and analysed. The question 
now arises as to whether these CSR business models have been successful 
innovations in creating value. However, the nine drivers of Berry et al. (2006) 
can be used conveniently to assess CSR business cases with a view to 
establishing whether CSR drives successful innovative business (Enquist et al., 
2008). This study is extended in the latest book by Edvardsson and Enquist 
(2009). Edvardsson and Enquist (2009) new book based on the IKEA case 
confirms its necessity for value creation and sustainable business. The main 
interest of the thesis is to adopt business cases to create a complete picture of 
value creation and sustainable business. 
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 4. Contributions of the Appended Papers 

This chapter discusses the contributions of the five appended papers. I review 
the papers based on the aim and in view of each research question. This chapter 
contributes to the overall analysis and interpretation of the thesis. 
 

4.1. Contributions of Study 1 

Study 1 explores the approaches in standards and systems to sustainable service 
business and value creation beyond environmentalism (Welford and Jones, 
1999). It describes the contribution of Environmental Management System 
(EMS)/ISO 14001 as value creators and the integration of service quality 
thinking in the process of organizational change. It is apparent that Flügger has 
been very successful from the perspective of sustainability and value creation, 
and that Flügger’s commitment to the ISO 14001 process has been more than 
mere green washing (Vogel, 2005). The question that arises is whether this 
success was a result of the ISO 14001 process or whether it was a result of 
other factors. The study makes four contributions. First, it describes the 
implementation of ISO 14001, as was intended (Link and Naveh, 2006), and its 
affect on overall organizational change for sustainable business. Second, it 
connects the values of EMS and service quality. The integration of different 
internal management systems, namely ISO 14001 and ISO 9001, with a view to 
enhancing the delivery of quality service signifies new ways of thinking about 
sustainability, values-based value creation and service quality. Third, it develops 
performance measurement, quantitative and qualitative, based on triple bottom 
line and service quality thinking to assess the success story of the case. Fourth, 
sustainable value creation thinking, which requires more than adherence to 
external standards (Laszlo, 2003), requires a shift in mindset to make a 
revolutionary leap towards sustainable value. 
 
An EMS is thus a systematic means of assisting organizations to manage the 
short- and long-term impacts of their products, services and processes on the 
environment. The paper argues that, if management is committed to a 
philosophy of SD and is prepared to be proactive in implementing appropriate 
programs in an era that promotes the environment as a value (Link and Naveh, 
2006), an EMS should be helpful in transforming organizations and influencing 
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stakeholder thinking to adopt a “triple bottom line” (Elkington, 1997) of 
economic, environmental and social sustainability. 
The Flügger case, in this study, is a good example of the integration of different 
standards and systems, processes and concepts: ISO certification, TQM 
processes, service operations and service quality for sustainable service 
business. There has been a comprehensive shift of thinking in analysing and 
integrating environmental and quality management by incorporating it with 
sustainability. The environmental perspective extended the definition of 
customers to include stakeholders and defects, such as any form of waste 
(Corbett and Classen, 2006). The case reveals values-based thinking based on a 
customer-oriented approach with eco-friendly solutions in combination with 
the inculcation of a values-based corporate culture. Taken together, these 
initiatives produced a 300 per cent increase in market share. It is also argued 
that this is a success for what Edvardsson et al. (2006) have described as a 
“values-based brand”. However, although many organizations have claimed 
competitive and market advantages as a result of implementing these standards 
and systems (Zutshi and Sohal, 2003), the Flügger case indicates that success 
requires external and internal perspectives to be complementary. A successful 
organizational change process requires values-based service thinking 
(Edvardsson et al., 2006) in which certifications and standards form part of a 
more comprehensive quality change process, including TQM and service quality 
based on the same organization’s core values (Edvardsson et al., 2006). 
 

4.2. Contributions of Study 2 

Study 2 explores the relationship among the concepts of values-based service, 
service quality and sustainability. The study made an original contribution by 
presenting a new model of values-based service quality for sustainable service 
business (see Figure 5). The model is a result of a series of contributions of this 
paper. The model is derived from the analysis of the five narratives of IKEA 
(indicated in this paper) and the work of Edvardsson et al. (2006). It includes 
the five dimensions of sustainability identified by Kemp (2005): the “ethical”, 
“social”, “nature-philosophic”, “economic” and “legal” dimensions. Four 
dimensions of values-based service quality were identified: “technical”, 
“functional”, “experiential” and “HRM and corporate climate”. The scope of 
the study includes not only the “logic of value creation” but also the “logic of 
values” (Edvardsson and Enquist, 2002; Edvardsson et al., 2006). In a nutshell, 
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the dimensions of values-based service quality and those of sustainability form 
the basis of the model of values-based service quality for sustainable service 
business that is the main contribution of this paper. 
 

 

Figure 5: A model of values-based service quality for sustainable service business 

(Source: Enquist et al. 2007) 

 
The study argues that values-based thinking not only includes the economic, 
ecological and social perspectives of Elkington’s (1997) concept of a triple 
bottom line for sustainable development but also a stakeholder perspective of 
leadership, responsibility and ethics (Pruzan, 1998). Such values-based thinking 
can drive sustainable development according to Kemp’s (2005) five dimensions 
of sustainability. These dimensions are believed to represent a deeper reflection 
on sustainable development and a more philosophical reflection on the practice 
of sustainable development. 
 
According to Berry et al. (2006), many companies make incremental 
improvements to their service offerings but few succeed in creating service 
innovations that generate new markets or reshape existing ones. Vargo and 
Lusch (2004) conceptualized service quality from the perspective of economic 
and social processes, suggesting that service quality is a construct of several 
components. Schneider and White (2004) adopted a similar multifactorial view 
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in perceiving service quality in a variety of ways. These included issues such as 
whether service quality is a single construct or an aggregation of several 
dimensions: marketing, service operations and HRM. This paper demonstrates 
that the logic of values as a driving force for value creation facilitates 
innovation of service quality to a greater extent than that previously achieved, if 
the focus is limited to the functional and technical aspects of service quality. In 
the analysis of the five narratives from IKEA, four dimensions of values-based 
service quality have been identified: “technical”, “functional”, “experiential” 
and “HRM and corporate climate”. However, values-based service quality for 
sustainable service business, as argued in the paper, must be rooted in the 
values that form the provider’s corporate culture. Moreover, these values must 
be communicated to employees and to the wider public through marketing and 
communication. 
 
In general, the study contributes to this thesis by answering the research 
question. The concept of a values-based service quality presented here includes 
sustainability thinking as well as a stakeholder view. Corporate social 
responsibility and sustainable development can be used as driving forces for 
value creation as part of service-quality improvement (Enquist and Edvardsson, 
2009) in sustainable service businesses. The business and normative cases of 
CSR should be embedded in the same values, and these should be 
communicated by employees who are “living the brand”. 
 

4.3. Contributions of Study 3 

Study 3 combines corporate social responsibility and service logic. The study is 
central to the integration of all the appended papers. It makes an original 
contribution as the first article to integrate CSR thinking with service logic. The 
paper presents two conceptual and theoretical analyses: (i) CSR and its relation 
to profit and charity and (ii) CSR as part of a service business model. The study 
then illustrates these concepts with a matrix of comparative studies of four 
service firms, based on Johnston and Clark’s (2001) description of a service 
operation perspective from a business focus, an operational focus and an 
encounter focus, and with particular emphasis on their different CSR activities 
and how these affect the mission of each company. All four service companies 
are global actors with strong values-based service brands (Edvardsson et al., 
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2006) and have leading positions applying CSR as a driving force for business. 
They are IKEA, Starbucks, H&M (Hennes & Mauritz) and The Body Shop. 
 
The study examines CSR as a business concept and its new content and 
meaning in a globalized world (Friedman, 2005). CSR associations refer to a 
company’s commitment to social and environmental obligations, the idea of 
which is to create favourable “bonds” with customers and other stakeholders. 
This study further contributes to the understanding of a key management 
challenge: How can CSR be made a driving force for service business? This expands the 
service-dominant logic for some societal and ethical dimensions (Laczniak, 
2006) with the help of CSR and illustrates through real business cases where 
CSR is an important part of value creation. In addition, this study focuses on 
the phenomena of CSR for value-in-use from a stakeholder perspective 
(Enquist et al., 2006) as a proactive part of service-dominant logic (Lusch and 
Vargo, 2006) and how CSR is used as a strategy for innovative service business. 
The study looks into Gummesson’s (2006) broader view of marketing, and 
Laczniak’s (2006) argument for an expansion of service-dominant logic to some 
societal and ethical dimensions. Laczniak (2006) expanded four of Vargo and 
Lusch’s (2004) foundational premises (FPs): 3, 4, 6 and 8. This study counters 
the critique by Gummesson (2006) and also expands the service-dominant logic 
of some societal and ethical dimensions (Laczniak, 2006) by using CSR and 
showing real business cases where CSR is an important part of value creation 
and value-in-use from a stakeholder perspective (Enquist et al., 2006). To 
analyse and understand how CSR activities will govern these value creation 
processes for value-in-use (Vargo and Lusch, 2004) for stakeholders, a 
description based on a service operation perspective is required.  
 
This also contributes to Vogel’s (2005) and Xueming and Bhattacharya (2006) 
arguments that there is room for a business case for virtue in CSR for some 
firms and in specific circumstances (Vogel, 2005, p. 42). Xueming and 
Bhattacharya (2006), in their article, show that innovative companies practising 
CSR have a positive relationship with profit. In a brief literature review, the 
study outlines CSR activities as part of the service business model based on an 
expansion of the service-dominant logic (Laczniak, 2006). 
 
The paper subsequently draws together the conceptual analysis and the case 
studies in a discussion of how CSR can be a proactive driver for innovative 
service business and confirms that there is a positive relationship between CSR 
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and profit in innovative firms, as Xueming and Bhattacharya (2006) conclude 
from secondary source materials on the relationships between CSR, customer 
satisfaction and market value. The conclusion is based on the nine success 
drivers of market-creating service innovations identified by Berry et al. (2006) in 
successful market-creating service innovations. These drivers are: (i) a scalable 
business model, (ii) comprehensive customer experience management, (iii) 
investment in employee performance, (iv) continuing operational innovation, 
(v) brand differentiation, (vi) championing innovation, (vii) superior customer 
benefits, (viii) affordability and (ix) continuing strategic innovation. These nine 
drivers can be used conveniently to assess the CSR business cases examined in 
the present study to establish whether CSR drives successful innovative 
business. 
 
This study of four well-known, global service-based businesses shows that CSR 
contributes to growth and profitability. CSR is part of the business model and 
can be used to create stakeholder value. The results suggest that there is not one 
formula for designing CSR in business models and strategy. Instead, companies 
must develop their own CSR strategies and culture to become successful. 
 

4.4. Contributions of Study 4 

Study 4 explores the role of NGOs as change agents in creating sustainable 
businesses and responsible entrepreneurs and leaders. The paper made an 
original contribution to the study of the role of change agents and pressure for 
change from external stakeholders on the organizational change process, based on the 
case of Miljöcentrum, which has been in the environmental sustainability 
movement for more than 35 years. The study presents a model (Figure 4) that 

integrates Total responsibility Management (TRM) (Waddock, 2008) with a strategic 
approach for quality improvement (Edvardsson and Enquist, 2006). The study, in 
general, makes three contributions. First, it assesses the NGOs role as change 
agents and in the empowerment of business to make a difference. Second, it 
considers the role of external pressure exerted on entrepreneurs and leaders, 
and third, it looks deeper into the strategies of NGOs’ internal responses in 
creating sustainable business. This can be done through the contribution of 
difference makers and substantially changed thinking that clearly reflects 
companies’ recognition of the mounting pressures for social responsibility and 
governance (Waddock, 2008). 
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Figure 6: The proposed model for analysing change process 

(Source: Sebhatu, Samuel, 2010) 

 
Brown and Eisenhardt (1998) indicate that the changing needs of stakeholders, 
technological development and economic pressures contribute to the need for 
organizations to change significantly the way they think and act. The study 
examines this change, because it creates not only pressure but also a necessity 
for a new force for change for competitive advantage at both micro and macro 
levels based on social and ecological sustainability, which constantly forces 
companies to be responsible and innovative and to develop both existing and 
new values (Edvardsson and Enquist, 2009; Laszlo 2008). This substantial 
change clearly reflects companies’ recognition of the mounting pressures for 
long-term profits, social responsibility and governance (Gummesson 2006; 
Waddock, 2008). However, this does not occur without the argument that 
NGOs can also weaken the business case by targeting companies that are 
starting to make efforts towards sustainability. It is still a substantial issue in 
business (Gummesson, 2008). 
 
The study discusses the achievements of Miljöcentrum in creating pressure for 
reshaping strategies for competitive advantage and growth. However, these 
strategies can be adopted through systematic and processual strategic 
approaches (Whittington, 2001; Edvardsson and Enquist, 2006), which are 
practised by proactive companies. It is clear that the leadership’s commitment 
to sustainable development and change is one of most important requirements 
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for organizations; although, this comes with the obligation of NGOs and 
difference makers to create understanding and collaborative behaviour that 
develops over time to achieve long-term success (Waddock and Bodwell, 2007; 
Post et al., 2002). As part of this study, I applied the responsibility management 
concept of Waddock and Bodwell (2007), Waddock (2008) and Whittington 
(2001) to a model (Figure 4) to analyse and interpret Miljöcentrum’s case. 
 
Furthermore, although few studies have been conducted in this area of service 
research, Edvardsson and Enquist (2006) conducted a theoretical and empirical 
study of the pressure for change that derives from external pressure, a notion 
that is adopted in this paper by integrating it with the above-mentioned studies. 
The study demonstrates these concepts in a case study of a change agent—a 
Swedish environmental NGO, Stiftelsen Miljöcentrum—and in three mini 
cases. The case investigates the work performed by this organization for around 
35 years and the mini cases concern pressure for change and organizational 
change process strategies. 
 

4.5. Contributions of Study 5 

Study 5 explores the challenges and opportunities for stimulating sustainable 
economic growth by and for the smallholders at the BoP (as producers and/or 
entrepreneurs). Based on multiple case studies from Sub-Saharan Africa, the 
study makes three contributions. First, it assesses the challenges and 
opportunities of sustainable BoP for the smallholders, in becoming 
commercially viable and creating “win–win” situations of shared value. Second, 
the engagement of stakeholders is part of the holistic CSR approach by 
companies, and especially affects those with whom they do business. Third, it 
proposes strategies of differentiation (Epstein, 2007) by MNCs that increase the 
market potential at the BOP and their brand image. This can be done through 
sustainability standards, which affect both the institutional structure and the 
form of governance of the global value chain. 
 
According to London (2007), the BOP approach refers to doing business with the 
poor, at the base of the global socio-economic ladder. The concept, however, can be a 
significant driving force in the evolution of progress and in creating a new 
approach by forming strategies that increase the market potential of the BOP. 
The paper argues that it also demands a new way of doing business and the 
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expansion of sustainable BOP strategies by MNCs to forge more open relations 
with smallholders in the developing economies, i.e. sub-Saharan Africa. Based 
on three cases, according to the notion of sustainable agriculture based on the 
sustainability thinking and standards of organic and/or fair trade labelling, 
farmers have the same opportunity for shared values as other stakeholders. The 
social and environmental certification and labelling programme creates an 
opportunity for smallholders to access the developed countries’ markets by 
reducing some of the major barriers. However, this sustainable thinking 
requires contributions from different actors, e.g. NGOs, local stakeholders and 
entrepreneurs (Karnani, 2007; Kandachar and Halme 2007; Hart, 2007; Enquist 
and Sebhatu, 2006). 
 
Ponte (2004) indicated that sustainability standards affect both institutional 
structure and the form of governance of the global value chain in creating 
better opportunities for smallholders and for MNCs and also in averting the 
challenges that they both face. Eco/social labelling is a way of creating shared 
value and “win–win situations”. It strengthens the brands of MNCs. It also 
influences other stakeholders and customers in developed countries into 
making conscious decisions to buy eco/socially labelled products at higher 
prices. In general, the prospects created for smallholders, the success of 
projects for NGOs and networks, the business achievements of entrepreneurs 
and other actors and the opportunity for MNCs to act sustainably based on 
shared values show a win–win–win-situation, although there are some 
noticeable challenges. It is an opportunity embedded in sustainable values that 
stimulates economic growth without straining the ecosystem. Sustainable 
environmental and social standards encourage market competitiveness. 
 
The cases of EPOPA, KOAN and IPF demonstrate that, in assessing the new 
approach of engaging with the poor, NGOs and local networks strategically 
contribute to engaging MNCs. They make a crucial contribution in easing and 
solving the existing pressure for market compliance and to the recognition of 
the poor as capable players in economic development strategies (Danse and 
Vellema, 2007). They also engage exporters and MNCs in value addition, 
certification and labelling as development partners. Their involvement 
transforms the smallholders into a part of the global value chain. For the 
MNCs, this is also a way of creating a holistic ethical approach and adopting a 
strategy that boosts their brand image. 
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The cases have established the prospects of long-term positive consequences 
for sustainability thinking and the sustainable benefits for the smallholders, 
other stakeholders and the market. However, real success will not occur until 
the community of smallholders can be part of the globalized economy and real 
actors in creating value for themselves. Their achievements will depend on what 
happens to sub-Saharan Africa and its smallholders, entrepreneurs and partners. 
In fact, if MNCs establish genuine business relations with the BOP in 
accordance with their ethical values and sustainability standards, then the value 
to those smallholders would change the current situation regarding 
development. International trade has the potential to improve the lives of the 
world’s poor far beyond the possibilities realistically offered by other means. 
The engagement of all stakeholders can also be operationalized as “sustainable 
BOP”. In other words, the BOP concept will be effective when it integrates the 
strategic components of differentiation strategy, standards and sustainable 
development. 
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5. Discussion and Contribution of the Thesis 

Inspired by the hermeneutic approach, in abductive way, I took the opportunity 
to analyse and interpret the appended papers in the light of the overall research 
questions and final reflection. This chapter integrates Chapters 1–4 by analysing 
and interpreting the contribution of the thesis. 
 

5.1. Role of CSR in Sustainable Value Creation and Improvement of 

Service Quality 

What is the role of CSR in sustainable value creation and improvement of 
service quality? Studies 1, 2, 3 and 5 answer this research question. Enhanced 
awareness and utilization of value creation and co-creation in management 
thinking has created prevailing business practices and quality improvement. 
However, increasing consumer and stakeholder awareness of values has made 
CSR a driving force of service business and a key management challenge. A 
shift in mindset is required to make a revolutionary leap towards sustainable 
value. The emergence of CSR as a paradigm shift has a significant adverse 
impact on the market, which has thus forced businesses to embark upon a 
quality-improvement process. CSR illustrates through real business cases where 
it is an important part of value creation. Values-based thinking not only 
includes economic, ecological and social perspectives (the so-called “triple 
bottom line”) but also a stakeholder perspective (of leadership, responsibility 
and ethics) and a value network (of seeking relationships). Such values-based 
thinking can drive sustainable service business.  
 
The case of Flügger (paper 1) reveals values-based thinking based on a 
customer-oriented approach with eco-friendly solutions in combination with 
the inculcation of a values-based corporate culture. It is also argued that this is a 
success for a “values-based brand”. A successful organizational change process 
requires values-based service thinking in which certifications and standards, in 
this case, form part of a more comprehensive quality change process, including 
TQM and service quality based on the same organization’s core values. The 
effective cultivation of service quality for sustainable business involves the 
adoption and communication of attractive values, while simultaneously 
avoiding any association with negative values. However, adoption and 
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communication of such values are in themselves no guarantee of success; 
implementation could also provide a collective “sense-making” without 
adequate discussion of why quality improvement is undertaken in the first 
place. If expectations are not based on a realistic assessment of needs and 
motives, they do not guarantee persistent improvements in sustainability. In this 
study (paper 2), a model was developed to assess the dimensions of values-
based service quality. The dimensions of both values-based service quality and 
sustainability form the basis of the model of values-based service quality for 
sustainable service business.  

The four case studies (paper 3) presented here have shown that companies that 
choose to act in a socially responsible manner do not necessarily use CSR in a 
defensive ploy in order to be seen as ‘ethical’; rather, have utilised CSR as an 
essential aspect of their business models in a proactive strategy for: (i) doing 
innovative service business; and (ii) doing it well. It is apparent that CSR 
contributes to growth and profitability, and that CSR as part of a business 
model can be used to create value based service quality for all stakeholders.   

The business cases demonstrate that ethics, accountability and service quality 
are key components of sustainability and sustainable competitive advantage, 
which are essential for creating and protecting stakeholder and shareholder 
value and developing a value network. These issues are explored by 
demonstrating how the adoption of a stakeholder perspective can also enable 
the BoP framework to be integrated into CSR for values-based thinking and 
thus become an important aspect of value creation. Sustainability standards as 
essential mechanisms may affect both the institutional structure and the form 
of governance of global business for enabling smallholders at the BoP to access 
markets and induce companies to act (as in the cases of paper five). This leads 
to strategic questions on not only how to link those communities at the BoP 
but also how to link required competencies or how to ensure that actors are 
performing functions tailored to their capacities in order to create efficiency. 
CSR values can act as a driving force for creating value in the supplier chain, 
wherein these values provide the direction of “shared values”.  

In general, the study contributes to this thesis by answering the research 
question. The concept of a values-based service quality presented here includes 
sustainability thinking as well as a stakeholder view. Corporate social 
responsibility and sustainable development can be used as driving forces for 
value creation as part of service-quality improvement in sustainable service 
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businesses. The business and normative cases of CSR should be embedded in 
the same values, and these should also be communicated by employees who are 
“living the brand”. 

 

5.2. CSR Values for S-D logic of Sustainable Service Business 

How do CSR values influence S-D logic for sustainable service business? This 
research question is related to almost all the studies conducted. Studies 1, 2, 3, 
4, and (5) answer this research question. The concept of CSR refers to a 
company’s commitment to its social and environmental obligations. By creating 
favourable “bonds” with customers and other stakeholders, CSR has been 
posited as a driving force for successful service business. It would thus appear 
that the role of CSR values in S-D logic is contingent on certain factors, 
including the nature of the specific business involved. S-D logic as part of CSR 
thinking can be applied to create stakeholder value (as in paper 3). S-D logic 
also conceptualizes service quality from the perspective of economic and social 
processes, which implies that service quality is a construct with several 
components (Paper 1 and 2). In general terms, CSR refers to a company’s 
commitment to avoid being associated with unfavourable social/environmental 
phenomena, thus facilitating the creation of favourable bonds with customers 
and other internal stakeholders (such as employees and shareholders). 
Customers, NGOs and other stakeholders understand and endorse the values 
associated with a company. Such resonance of a company’s values with those of 
its stakeholders can enhance value for the company and its stakeholders, but 
cognitive dissonance between them can destroy the potential value engendered 
by CSR (Edvardsson and Enquist, 2009).  
 
This study counters the critique against S-D logic by expanding the societal and 
ethical dimensions by using CSR and showing real business cases where CSR is 
an important part of value creation and value-in-use. In addition, it focuses on 
the phenomena of how CSR is used as a strategy for innovative service business 
and how CSR can be a proactive driver for innovative service business and 
confirms that there is a positive relationship between CSR and profit in 
innovative firms.  
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However, the adoption of CSR by a firm is not synonymous with customer 
awareness of CSR activities. The results of the studies suggest that there is no 
single formula for designing CSR in business frameworks and strategy. Instead, 
companies must develop their own CSR strategies and cultures by integrating 
value creation to become successful. This is assessed through business cases. 
To assess whether a service business includes CSR activities in the value-
creation processes, a perspective is required that is based on service operations 
in terms of a business focus, an operational focus and an encounter focus. 
Based on service operations, we developed a conceptual framework in paper 
three. The aim of this empirical study is to use the framework proposed above 
to offer a comparative analysis of the incorporation of CSR into proactive 
business cases. 
 
Companies must have a “values-based service” that is incorporating economic, 
ecological and social values, and this involves a shift in the focus of managerial 
control from a preoccupation with financial issues to an awareness of the 
importance of a “triple bottom line” (TBL).  This includes societal factors in 
addition to the traditional focus on economic measures. 
 
In essence, if true sustainable business is the definitive goal, then a business 
initiative integrated into the core values that generates sustainable relations is a 
better solution than a CSR add-on intended to augment reputations or appease 
stakeholders. I argue that CSR values can drive value creation for value network 
even in the supply chain. The logic of values provides direction for “shared 
values”. Business is changing in fundamental ways - structurally, operationally 
and culturally - in response to globalization and new technology. This shift 
from MNCs to globally integrated enterprises provides an opportunity to 
advance both business growth and societal progress. However, businesses must 
also make social compacts with NGOs, which are driven by strong values and 
have an inbuilt CSR framework. 
 
The careful commissioning of a change agent by NGOs also creates rigorous 
solutions for the environmental and societal problems of the company, which 
are beyond purely environmental matters and affect both the economic and 
social bottom lines and the general culture of the organization. However, 
businesses should address the initial critiques from NGOs and other 
stakeholders, not by being defensive but by integrating their values with value 
creation and explicitly developing CSR strategies for distinctive local practices 
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and structures. This can be achieved through entrenched ties and alliances with 
their stakeholders: customers, traditional partners (suppliers) and non-
traditional partners (cooperatives, local communities, entrepreneurs, NGOs, aid 
agencies and others). Strategies embedded in social and environmental values 
may result in the achievement of common benefits for the company and all the 
stakeholders involved. The integration into diverse networks and NGOs, not 
only as watchdogs but also as partners, change agents and leaders, which leads 
to the development of long-term and cooperative relationships for value 
creation, as NGOs strategies and tactics of engagement changing. 
 

5.3. Final Reflection 

In this part, I reflect on my journey of research into sustainable values and 
value creation as inspired by hermeneutics. I reassess sustainable service 
business and the pressure of change agents using a metaphor from image to 
value. 
 

5.3.1. Sustainable Service Dominant Logic 

Value creation and co-creation in management thinking have created the 
prevailing business practices and quality improvement. During the past half-
century, quality and social responsibility have influenced management thinking 
from different perspectives. Presently, S-D logic creates a platform for value 
creation and resource integration. Therefore, the roles of CSR, S-D logic and 
SQ, as change pressures, are essential in creating an SB image. Service 
organizations may create their image for growth, profitability and efficiency 
based on their strategic decisions and management thinking. This depends on 
the integration of different change pressures for value creation, whether related 
to economic and social resource integration or values based. What kind of co-
creation? Is it with value or values? 
 
The emergence of CSR as a paradigm shift has had a significant adverse impact 
on the market, which has thus forced businesses to embark upon quality-
improvement processes. The integration of CSR and S-D logic also allows 
broadening of service quality improvement, but of course there is more to it 
than this. It signifies the new thinking: incorporating different management 
systems in creating the organizational change process, sustainability and finally a 
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new values-based image of SSB. The process of transformation towards an SB 
image, to a values-based service business and SSDL is analysed using the 
framework shown in Figure 7. 
 
One approach to service business is quality. Both managers and researchers 
have considered service quality management the most important aspect of the 
organization for enhancing business performance and creating value. This has 
underscored quality improvement initiatives that result in sustainable 
competitive advantage. Gummesson (1994) proposed the term green service 
quality, and some other researchers have described sustainable quality 
management based on the implementation and evaluation of TQM for 
responsible management. However, the wide array of SQ approaches still needs 
to integrate the values-based view of improvement and efficiency. S-D logic 
conceptualized service quality from the perspective of economic and social 
processes, which implies service quality must be a construct of several 
components. SQ does not have a stakeholder perspective, as it refers only to 
employees and customers, on which TQM, for example, also focuses. 
Recognition of a stakeholder perspective involves commitment to a wider 
perspective than SQ’s traditional focus on customers and employees by 
involving all stakeholders. CSR through the lens of a company’s strategies and 
operating practices, a practice based on a stakeholder view of the organization, 
is broadening the understanding of the stakeholders to whom a firm is 
accountable. This crafts the values-based service-quality thinking. 
 

 

Figure 7:  The SSDL business case model 
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A successful organizational change process requires values-based service 
thinking in which SQ forms part of a more comprehensive quality change 
process, based on the same organization’s core values. It is essential to have 
values-based thinking for value creation and engagement of the stakeholders. 
Values-based thinking drives value creation towards efficiency and 
improvement. This conception of service quality contends that there has been a 
contemporary shift in management perspective from a paradigm of ‘control’ to 
a paradigm of ‘values’. The logic of values as a driving force for value creation 
facilitates innovation in service quality to a greater extent than that achieved if 
the focus is limited to the functional and technical aspects of service quality. 
This is assessed through business cases created within a sustainable business. 
 

The author agrees with the notion that S-D logic is not inherently dyadic; it also 
shows the flexibility of both firm and customer networks and that S-D logic 
acts as a resource integrator. This allows companies to have a service business 
image based on value creation or co-creation. Value creation in S-D logic is 
determined by a sense of reciprocity and mutuality. It is reciprocal because a 
business exchange should be valued by both consumer and company with no 
obligation to behave in ways that reflect socio-cultural mores that are conducive 
to social well-being. Value is a central notion in S-D logic, as it is in many 
contemporary management frameworks and thinking, which allows service 
quality to inform efficiency and improvement. However, as discussed in this 
thesis, S-D logic emphasizes that human values determine economic value. The 
firm’s/customer’s value-creating network does not include broad ecological and 
societal concerns. It lacks a platform for strategic decisions and fails to integrate 
the missing values. The value that individuals put on objects of exchange, and 
hence the value derived from exchange, is determined by their values. Shifting 
from an individual to a societal perspective, we differentiate between personal 
values and societal values. Even though S-D logic proposed a great paradigm 
shift, it still does not explicitly discuss the transformation of values into value, 
just as some management discussions still do not allow the consideration of 
values in value. 
 
This thesis takes a broader view of service marketing critiques and argues for an 
expansion of service dominant logic to some societal and ethical dimensions 
and the integration of CSR. The author argues the need for enhanced awareness 
and utilization of CSR to become a marketing practice in service businesses, to 
allow values to drive value. It is time for the CSR framework and values-based 
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thinking to permeate S-D logic. The thesis also counters the critiques of some 
researchers of the expansion of S-D logic using CSR by showing real business 
cases where CSR is an important part of value creation and value-in-use from a 
stakeholder perspective, as indicated in Figure 8. 
 
CSR activities will govern these value-creation processes for value-in-use. 
However, strong corporate values both bring value-in-use to stakeholders and 
affect the image. From the literature review on this subject, it is apparent that 
there must be a ‘good fit’ between the internal and external perspectives of a 
service company. To achieve this, the core values of the firm appear to play a 
crucial role in sustaining the image. Values-based service shifts the focus of 
managerial control from a preoccupation with financial issues to a wider 
awareness of CSR and the importance of triple bottom line thinking. This kind of 
thinking forces organizations to rethink their standard business model, 
increasing interest in innovative services (value creation and co-creation), based 
on the challenge of global sustainable development. Innovative companies 
practising CSR have a positive relationship with profit. This also contributes to 
the argument that there is room for a business case for virtue (Vogel, 2005, p. 
42) in CSR for some firms and in specific circumstances. 
 

 

 

Figure 8: Understanding SSDL through business cases 

Companies using an evolutionary strategic approach that envisages more than 
just profit making can adopt this approach. Proactive multinational companies, 
such as IKEA, The Body Shop, Starbucks and H&M, as analysed in this thesis, 
practise this strategic approach. The same practice can also be seen in small and 
medium companies, based on standards and initiatives, as in the case of Flügger 
AB. A shift in mindset is required to make a revolutionary leap towards 
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sustainable value, which we have analysed through business cases for 
sustainable business. These business cases also demonstrate that ethics, 
accountability and service quality are key components of sustainability and 
sustainable competitive advantage, which are essential for creating and 
protecting stakeholder and shareholder value and developing a value network. 
Insights from sustainable business practice provide opportunities to reshape 
strategies for competitive advantage, quality and values-based thinking. Value 
creation for customers (S-D logic) based on businesses’ social and 
environmental values is in accord with the shared values of customers and 
other stakeholders. Therefore, the conceptual framework of a paradigm shift 
can be generalized to new thinking in Service Dominant Logic (S-D logic) and 
the social responsibility of businesses as the major phenomenon of the 
changing and globalizing business environment. In this thesis, we have used 
‘Sustainable Service Dominant Logic’ (SSDL) to argue that value-based co-creation of the S-

D logic framework can be used to create values-based services for sustainable business by 

examining the link between CSR and S-D logic based on value, values and service quality for 

sustainable business. This is this thesis’s contribution to the ongoing discussion of 
the paradigm shift in service research. 
 
CSR, S-D logic and SQ have made the same journey but followed different 
avenues. CSR, quality and service research were fundamental concepts for the 
paradigm shift of the second half of the 20th century. 
 

5.3.2. Sustainable Service Business – The Future 

 
The metaphor of sustainable service business may be analysed based on the 
proactive thinking of managers, entrepreneurs and business leaders in creating 
social values and responsible organizations. This can also be seen as the 
integration of organizational thinking and the emergence of sustainable thinking 
in business. This expression travelled with the author for at least the past four 
years, after reading Carson (1962) and listening to environmentalist’s 
reflections. However, Friedman’s ‘Where Birds Don’t Fly’ statement (2008) 
created a discrepancy. The author use the word ‘discrepancy’ not in the way 
Friedman used it for his reflections on the post of September eleven (9/11) 
world, but rather as discrepancy between what was and what will be in creating 
value and the values of business.  
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This creates the fundamental question of image and business model, which leads to 
the evolution of new sustainable business thinking: if we recognize that we are 
nature, how do we organize our businesses? (Tällberg Forum meeting, 2008). This 
question forces organizations to rethink how to escape from their nest of the 
standard business model towards satisfying their increasing interest in product 
and service innovation based on the challenge of global sustainable 
development and to develop new ways of engaging. The emergence of green 
thinking with green marketing is one of the lead-the-way developments that 
provide the input, which deals with the transformation process of integration 
into a values-based image and business model. 
 
The focus on the process of growth of companies is always on major change in 
creating image (brand) based on the entrepreneurs’ philosophy and increasing 
shareholders value by maximizing profits. In the globalized world and in the 
transformation towards values-based thinking, a major change of image and 
structure is imperative for companies’ survival and future. This means that 
service businesses practise ethical behaviour and responsible management, 
respond positively and with agility to stakeholder demands and, when under 
pressure to change, conspicuously and relatively abruptly change their image 
and structure. This approach also requires a business to integrate different 
approaches to change to create an SSB image depending on its business model. 
The integration of CSR thinking into service business creates a values-based 
image. However, there is a risk that current pressures to seem ‘green’ push 
companies towards doing the wrong things better, rather than learning to do 
the right things. It is also a common phenomenon that organizations add a 
suffix to their names proclaiming themselves to be ‘sustainable’, ‘socially 
responsible’, ‘environmentally caring’, ‘ethically managed’, and so on, to create a 
‘green image’. This could be a negative response to change pressures, or a 
misunderstanding – a reaction from the organization’s public relations services 
and communications strategy that amounts to no more than ‘green washing’. 
This we cannot afford. Instead, we must dare to think about business in new 
ways. The pressure from external stakeholders, mainly non-governmental 
organizations (NGOs), as drivers of change may also contribute strongly to this 
endeavour. This substantial change pressure clearly reflects companies’ 
recognition of the mounting pressures for social responsibility and governance. 
The relationship between business and NGOs, especially green advocates, can 
be strained at the beginning of this change process; however, it can also be 
turned into collaboration as a way for responsible companies to enhance their 
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mutual sustainability objectives, creating values that derive from the external 
pressure and harmonize CSR as part of the company strategy. The inevitability 
of the role of change agents for sustainable development is to transform the 
mindsets of entrepreneurs, leaders and managers regarding their organization’s 
values, communicating and implementing strategies through proactive thinking. 
 

FFFFINALLY, the journey of research into sustainable business and SSDL is just 

beginning. I urge other researchers to join the journey and deepen the study of 
this important phenomenon. 
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