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Executive Summary 
 
The raising awareness of sustainable strategies within businesses has resulted in corporations 
becoming more conscious of sustainable development. As concerns about the environment and 
global climate change increases with carbon emissions as a cause, companies are now 
considering the extent of their emissions, their so-called carbon footprint. Due to the fact that 
organizations are starting to recognize the need to engage in sustainability initiatives; it is 
integral to success to communicate that they are doing so.  
 
This research therefore attempts to provide a better understanding of how international 
corporations communicate their carbon footprint to key stakeholders. To reach this purpose, 
three research questions was stated. Based on these questions, a literature review was 
conducted, resulting in a conceptual framework which guided the data collection. 
Methodologically, a cross-case analysis has been conducted on three international corporations, 
LKAB, DIAB Group AB and BillerudKorsnäs. The case study included qualitative semi-
structured interviews with sustainability- and communication managers and a content analysis 
of information available through the corporations’ communication channels.  
 
The analysis showed that neither of the three corporations have a clear strategy for their carbon 
footprint communication. The corporations have implemented sustainability and carbon 
emissions well within the organization, but they only communicate this to a small extent 
externally. Through this, there is a difficulty in involving stakeholders in questions regarding 
the corporations’carbon footprint and allowing this dialogue to be included in the 
communication. The findings indicate that it is important to let sustainability be a part of the 
overall communication and to focus on what the company see value in. Finally, we have come 
to the conclusion that better strategies are needed in order for corporations to communicate their 
carbon footprint more effectively to stakeholders, as well as methods for how companies can 
report their carbon footprint to a greater extent. 
 
Keywords: Sustainability, carbon footprint, international corporations, stakeholder 
communication, corporate sustainability communication. 
 
 



	

Sammanfattning 
 
Den ökade medvetenheten om hållbara strategier inom företag har resulterat i att företagen blir 
allt mer medvetna om hållbar utveckling. Genom den ökade oron gällande miljö och globala 
klimatförändringar till följd av koldioxidutsläpp, har företagen nu börjat överväga omfattningen 
av sina utsläpp, deras så kallade koldioxidavtryck. Då organisationer börjar inse vikten av att 
engagera sig i hållbarhetsfrågor, så är det väsentligt att kommunicera detta för att nå framgång.  
 
Denna studie försöker att ge en bättre förståelse för hur internationella företag kommunicerar 
sitt koldioxidavtryck till nyckelintressenter. För att uppnå detta syfte ställdes tre 
forskningsfrågor. Baserat på dessa frågor kunde en litteraturöversikt tas fram, som i sin tur 
resulterade i en teoretisk referensram vilken låg till grund för datainsamlingen. Metodiskt så 
har en fallstudie utförts på tre internationella företag; LKAB, DIAB Group AB och 
BillerudKorsnäs. Fallstudien innehöll kvalitativa halvstrukturerade intervjuer med hållbarhets- 
och kommunikationschefer och en innehållsanalys av information tillgänglig via företagens 
kommunikationskanaler.  
 
Analysen visade att ingen av de tre företagen har en tydlig strategi för sin kommunikation av 
koldioxidavtryck. Företagen har implementerat hållbarhet och koldioxidutsläpp väl inom 
organisationen, men de kommunicerar bara i liten utsträckning detta externt. Det finns genom 
detta en svårighet kring att involvera intressenter i frågor gällande koldioxidavtryck och att låta 
denna dialog ingå i kommunikationen. Resultaten visar att det är viktigt att låta hållbarhet vara 
en del av den övergripande kommunikationen och att fokusera på vad företaget ser värde i. 
Slutligen har vi kommit fram till att bättre strategier behövs för att företagen ska kunna 
kommunicera sitt koldioxidavtryck mer effektivt till intressenter, samt metoder för hur företag 
kan rapportera sina koldioxidutsläpp i större utsträckning. 
 
Nyckelord: Hållbarhet, koldioxidavtryck, internationella företag, intressentkommunikation, 
företags hållbarhetskommunikation. 
 

 
  



	

Table of content 
 
1.	Introduction	................................................................................................................................	1	

1.1	Background	...................................................................................................................................	1	
1.2	Problem	Discussion	.......................................................................................................................	3	
1.3	Overall	Purpose	.............................................................................................................................	4	

2.	Literature	Review	........................................................................................................................	5	
2.1	Carbon	footprint	............................................................................................................................	5	
2.2	Corporate	sustainability	................................................................................................................	5	
2.3	The	Stakeholder	Concept	..............................................................................................................	7	
2.4	Strategies	for	Stakeholder	Communication	..................................................................................	8	

2.4.1 The stakeholder information strategy ..................................................................................... 8	
2.4.2 The stakeholder response strategy ......................................................................................... 8	
2.4.3 The stakeholder involvement strategy ................................................................................... 8	

2.5	Stakeholder	theory	........................................................................................................................	9	
2.6	Communication	...........................................................................................................................	10	

2.6.1 Communication channels ..................................................................................................... 10	
2.6.2 Communications content and tonality .................................................................................. 11	
2.6.3 Corporate Sustainability Communication (CSC) ................................................................. 11	

2.7	Conceptual	framework	................................................................................................................	13	
2.7.1 Stakeholder theory ............................................................................................................... 13	
2.7.2 Corporate Sustainability Communication ............................................................................ 13	
2.7.3 Communication of carbon footprint ..................................................................................... 14	

3.	Methodology	.............................................................................................................................	16	
3.1	Research	Purpose	........................................................................................................................	16	
3.2	Research	Approach	.....................................................................................................................	16	
3.3	Research	Strategy	.......................................................................................................................	16	
3.4	Data	Collection	............................................................................................................................	17	
3.5	Sample	Selection	.........................................................................................................................	18	

3.5.1 LKAB ................................................................................................................................... 19	
3.5.2 DIAB Group AB .................................................................................................................. 19	
3.5.3 BillerudKorsnäs .................................................................................................................... 20	

3.6	Data	Analysis	..............................................................................................................................	20	
3.7	Validity	and	Reliability	................................................................................................................	21	

4.	Empirical	review	and	results	......................................................................................................	24	
4.1	LKAB	............................................................................................................................................	24	
4.2	DIAB	Group	AB	............................................................................................................................	25	
4.3	BillerudKorsnäs	...........................................................................................................................	26	

5.	Data	Analysis	.............................................................................................................................	28	
5.1	Analysis	model	............................................................................................................................	28	
5.2	LKAB	............................................................................................................................................	28	

5.2.1 Qualitative Content Analysis ............................................................................................... 29	
5.3	DIAB	Group	AB	............................................................................................................................	31	

5.3.1 Qualitative Content Analysis ............................................................................................... 32	
5.4	BillerudKorsnäs	...........................................................................................................................	35	

5.4.1 Qualitative Content Analysis ............................................................................................... 35	
6.	Findings	and	Conclusions	...........................................................................................................	40	

6.1	Research	Question	1:	Which	are	the	corporation’s	key	stakeholders?	.......................................	41	



	

6.2	Research	Question	2:	How	do	the	corporations	communicate	their	carbon	footprint	to	their	key	
stakeholders?	....................................................................................................................................	41	
6.3	Research	Question	3:	How	important	is	communicating	carbon	footprint	to	key	stakeholders?
	..........................................................................................................................................................	43	
6.4	Recommendations	for	Practitioners	............................................................................................	43	
6.5	Implications	for	future	research	..................................................................................................	44	
6.6	Implications	for	Theory	...............................................................................................................	44	
6.7	Limitations	..................................................................................................................................	45	

7.	References	.................................................................................................................................	46	
7.1	Published	sources	........................................................................................................................	46	
7.2	Electronic	sources	........................................................................................................................	50	
7.3	Interviews	....................................................................................................................................	50	

 
 
 
Appendix	A:	Interview	Guide	(Swedish	Version)  
Appendix	B:	Interview	Guide	(English	version)  
Appendix	C:	Questions	used	to	conduct	the	content	analysis 
Appendix	D:	List	of	abbreviations	and	definitions		
	

 
 
 
 



	

Table of Figures & Tables 

 
Figure	1:	A	Stakeholder	Model	of	the	Corporation………………………………………………………………….............2		

Figure	2:	Sustainable	development………………………………………………………………………………………....….…….6	

Figure	3:	Three	aspects	of	Stakeholder	Theory	…………………………………………………………………….…………...9	

Figure	4:	A	communication	system……………………………………………………………………………………….………….10	

Figure	5:	Communication	of	carbon	footprint,	our	analysis	model…………………………………………….…….14	

Figure	6:	Key	stakeholder	groups	for	LKAB.………………………………………………………………………………………28	

 

Table	1:	Stakeholders	and	their	interests…………………………………………………………………………….……………...7	

Table	2:	Categories	for	motives	regarding	CSC…………………………………………………………………….…………....12	

Table	3:	Summary	of	Conceptual	Framework………….……………………………………………………………………....15 
 
Table	4:	Research	strategies……………………………………………………………...................................................17	

Table	5:	Summary	of	sample	selection…………………………….…….…….………………......................................19	

Table	6:	Case	study	tactics	for	four	design	tests………………………………………………………….......................21	

Table	7.	Key	stakeholder	groups	for	DIAB	Group	AB…………………………………………………………..................32	

Table	8:	BillerudKorsnäs	key	stakeholder	groups………………………………………….......................................35	

Table	9:	Summary	of	the	most	important	findings……………………………………............………………………...…	38



	

	 1	

1. Introduction  
In this chapter, the area of research will be introduced. First, a background will be provided 
that includes theories and thoughts regarding sustainable development, corporate 
sustainability, stakeholders, and carbon dioxide emissions. The background will lead to a 
problem discussion and the research purpose followed by the research questions.  
   

1.1 Background 
Natural disasters, population growth, industrialization, and global warming are some of the 
factors that has contributed to the environmental issues that now are threatening the life of 
creatures on earth (Akdoğan & Hiçyorulmaz, 2015). All over the world, sustainability has 
become a key concept in today’s society. International conventions like the United Nations 
Framework Convention on Climate Change (1992), The Kyoto Protocol (1997) and Bali 
roadmap (2007) have been signed over the last few decades, which reflect the determination 
and efforts by the government to ensure environmental sustainability. Countries all around the 
world have made commitments to reduce their impact on the environment by developing action 
plans and take action towards a more responsible thinking surrounding ethical, social and 
environmental issues. This shows that sustainability is a main topic in the international debate 
and evolves around areas such as politics, economy, society, technology, and ecology on a 
global scale (Tao, Qing & Jianping, 2014). Sustainability is a new term with ancient roots, that 
has emerged through the human impact on the environment (Bañon, Guillén, Hoffman, & 
McNulty, 2011). Sustainable development is defined by Gro Harlem Brundtland as a 
“development that meets the needs of the present without compromising the ability of future 
generations to meet their own needs” (World Commission on Environment and Development, 
1987, p.43).  
 
The desire to not compromise the future generation's needs are becoming more important 
among the world’s population, since the environmental health now is a global issue where 
humans are both victims and destroyers (Chopra, 2011). The raising awareness of sustainable 
consumerism has resulted in consumers becoming increasingly conscious of sustainable 
development and companies’ initiatives in the field; it is said that the consumers are now 
shaping sustainable market preferences (Ritch, 2015). Companies are to a higher extent starting 
to realize the importance of sustainability-related strategies that is necessary for being 
competitive today and competitive in the future (Dyllick & Muff, 2016). In business, 
sustainability is linked to ethical concerns and involves among others human rights and 
environmental standards (Kopnina, 2017). There are numerous advantages for companies that 
chooses to appear as a sustainable business. While contributing to a better world, companies 
can increase their attractiveness to talent, brand reputation, competitiveness, as well as tangible 
benefits in the form of reduced costs and risks. It is clear that sustainable activities not only 
affect the environment and the society, but the companies themselves, which is why 
communicating sustainability is essential for a thriving business today (Dyllick & Muff, 2016). 
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The need for a proactive role by companies aimed at dealing with environmental sustainability 
and social cohesion are interlinked by corporate sustainability (CS). Corporate sustainability is 
involving an assessment of a company’s economic, social and environmental impact (Quarshie, 
Salmi & Leuschner, 2016). It is described as any discretionary corporate activity intended to 
social welfare (Barnettt, 2007). Corporate sustainability denotes activities by firms that appear 
to further some social good (Byung, Chidlow & Jiyul, 2014). It is an accepted concept that 
companies choose to use in order to meet stakeholders' expectations. Stakeholders in this case 
are those that affect and are affected by corporate behavior. These can be found in and around 
the companies (Freeman, 2001). One often speaks of stakeholders in accordance to a narrower 
definition, were the parties can affect one another through rights and obligations as well as 
through damage and benefits (ibid). Figure 1 below shows the stakeholders that large 
companies usually have. 

 

Figure 1: A Stakeholder Model of the Corporation. 
Source: Adapted from Freeman, 2001, p. 42 

Stakeholders are now encouraging companies to communicate and report how they work with 
climate change and the risks and opportunities surrounding the work. This includes reporting 
emissions and the processes that businesses use (Sullivan & Gouldson, 2012). Questions 
concerning the impact of the variation of carbon dioxide have increased tremendously as an 
environmental perspective (Gallego-Álvarez, Segura & Martínez-Ferrero, 2015). Corporations 
are heavily emphasizing on reducing their carbon emissions (Liu & Huang, 2014). This in order 
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to be prepared to meet future environmental regulations, ensure stakeholder interests and to 
improve their competitiveness on the market (Matthews, Hendrickson & Weer, 2008).   
 
Reducing carbon emissions can generate a positive impact on the financial performance of 
businesses whereas companies promote greater environmental behavior (Gallego-Álvarez, 
Segura & Martínez-Ferrero, 2015). The result can be useful insights for policy-makers to 
implement effective regulations, but also for decision-makers to implement sustainability 
initiatives in the corporation (Ji, Zhang & Yang, 2017). As concerns about the environment and 
global climate change increases with carbon emissions as a cause, companies are now 
considering the extent of their emissions, their so-called carbon footprint (Matthews, 
Hendrickson & Weer, 2008). 
 
A company’s carbon footprint stands for the certain amount of emissions that are relevant to 
climate change and are connected to human production or consumption activities (Wiedmann 
& Minx, 2008). Many companies seem to have recognized the benefits of reducing their carbon 
footprint and in conjunction communicate this to their stakeholders. Increased knowledge and 
practice in how corporations communicate their carbon footprint to its stakeholders is therefore 
relevant and required, which makes it an interesting area of research (Matthews, Hendrickson 
& Weer, 2008). 
 

1.2 Problem Discussion 
Corporate responsibility is becoming a criterion in the decision-making process (Høgevold & 
Svensson, 2012). International corporations today operate in a carbon-constrained world as 
emissions occur throughout their value chain. Engagement from organizational management in 
business sustainability such as emission reduction activities has therefore become an important 
task (Ji, Zhang & Yang, 2017). As organizations recognize the need to engage in sustainability 
initiatives, it is integral to success to communicate that they are doing so (Brunton, Eweje & 
Taskin, 2017). Businesses today operates in a context in which strategy and communicating 
environmental and sustainability issues gains an increasing importance. More companies 
engage in sustainable issues and works with strategies for how they should be implemented and 
monitored (Montecchia, Giordano & Grieco, 2016). Hence, a strategy for how to communicate 
their work to stakeholders is needed (Morsing, Schultz & Nielsen, 2008).   
 
As information becomes more accessible, stakeholders interest in corporate behavior has 
increased. External stakeholders such as media, governments, activists and interest groups take 
a major interest in business sustainability, or lack thereof (Elg & Hultman 2016). Because of 
this, companies increasingly sign that they are socially responsible to achieve social goals 
whereas it can be considered a prerequisite for profitable business. Since the public has a greater 
interest in corporate responsibility, it is important for companies to be able to demonstrate how 
they work with certain issues. Companies therefore need to ensure minimal environmental 
impact through the whole chain from production to consumer (Morsing & Schultz, 2006). 
Despite this, researchers claim that many companies are wary of communicating their 
responsibility, because a clear corporate responsibility profile can make the company more 
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exposed to examination. It can also be difficult to know what message to use in their 
communication (Morsing, Schultz & Nielsen, 2008).  
 
Problems surrounding the concept of corporate sustainability is a key issue in sustainability 
communication since the many and unclear concepts are causing confusion and hampers 
companies' ability to communicate about their sustainability work (Olausson, 2009). Carbon 
footprint has during recent time gained tremendous popularity and has become a new buzzword. 
The concept of carbon footprint has not been driven by research. Instead it has been promoted 
by companies, and non-governmental organizations (NGOs). This has resulted in many 
different definitions of carbon footprint and how it should be calculated (Weidema et al., 2008). 
Some researchers suggest that the term should only be used for analyses regarding carbon 
emissions (Wiedmann & Minx, 2008), while some are stating that carbon footprint has a much 
broader appeal, as it have been widely promoted outside the research community (Weidema et 
al., 2008). 
 
Since the concept of carbon footprint can be seen as complex and complicated, it is difficult to 
communicate and frequently make clear-cut decisions from. The way that corporations are 
presenting the results regarding carbon footprint is an important issue, as it carries the potential 
of being a good entry point for increasing consumer awareness and encourage discussions about 
the environmental impacts of products (Weidema et al., 2008). Companies emissions reduction 
strategies and values must be in accordance to the stakeholder’s expectations and needs, 
because their role and influences are decisive for the company’s future development (Crisan-
Mitra & Borza. 2015). Therefore, it is imperative for managers to have a deep understanding 
surrounding what to communicate (i.e. message content) and where to communicate (i.e. 
message channel) to create stakeholder awareness (Du, Bhattacharya & Sen, 2010). This 
highlights a need for international corporations to communicate their carbon footprint more 
effectively. Although guidelines have been made from existing standards, the relationship 
between stakeholders and corporation requires more attention (Elg & Hultman, 2016).  
 
1.3 Overall Purpose 
This research attempts to provide a better understanding of how international corporations 
communicate their carbon footprint to key stakeholders. The purpose of this thesis will be 
reached by addressing the following research questions.  
 
RQ1: Which are the corporation’s key stakeholders?  
RQ2: How do the corporations communicate their carbon footprint to their key stakeholders?  
RQ3: How important is communicating carbon footprint to key stakeholders? 
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2. Literature Review 
In this chapter, several studies, articles and theories regarding the stated research questions 
will be presented. Articles regarding carbon footprint, corporate sustainability, the stakeholder 
concept, and communication will lay as a foundation for the research where the main focus will 
be on communication theories. Afterwards, these different sections will be tied together in a 
conceptual framework where the most important theories for this study will be emphasized.  
  

2.1 Carbon footprint  
Since the Industrial Revolution, the levels of greenhouse gases in the atmosphere have 
increased due to human activities (Toptal & Cetinkaya, 2017). Corporate responses to climate 
change have shifted dramatically over the past two decades. Until the early 1990s, businesses 
generally neglected climate change, and it wasn’t until the mid-1990s that businesses started to 
perceive the prospects of greenhouse gas emissions as a substantial threat (Kolk, Levy & 
Pinkse, 2008).  Global climate change was first proposed in 1896 by a Swedish chemist, Svante 
August Arrhenius (Kulkarni, 2005) who correlated global warming with global increase in 
temperature, which originally strives from greenhouse gases emitted that prevent the loss of 
heat to space. This process increases the temperature of Earth’s surface. Over the years, 
observations have been made that as consumption of fossil fuels and industrial production 
increased, so did the concentration of carbon dioxide in the atmosphere (ibid). Carbon dioxide 
is a major greenhouse gas that contributes to climate change (Toptal & Cetinkaya, 2017).  
 
Carbon footprint has become a widely-used term and a new concept in the public debate on 
responsibility towards the threat of global climate change (Wiedmann & Minx, 2008). Carbon 
footprint has many definitions, and there is still some confusion what it actually means and 
measures and what unit is to be used (ibid). Although, Wiedmann defines it as “an attempt to 
capture the full amount of greenhouse gas emissions that are directly and indirectly caused by 
an activity or are accumulated over the life stages of a product” (Wiedmann, 2009, p. 175). A 
common baseline is that the carbon footprint stands for a certain amount of gaseous emissions 
that are relevant to climate change and associated with human production or consumption 
activities (Wiedmann & Minx, 2008). Since the carbon footprint reflects the greenhouse gases 
generated throughout the life cycle of a human activity or product, it is an important tool for 
assessing and managing emissions (Wang et al., 2015). Studying the carbon footprint is 
important for the management of domestic greenhouse gas emission, and internationally for the 
communication of carbon information (ibid).  
 
2.2 Corporate sustainability  
The definition of sustainable development in the Brundtland Report (World Commission on 
Environment and Development, 1987) is described as a concept where the development to meet 
present needs does not compromise the future generation’s needs. This definition aims to meet 
the needs of current as well as future generations, and are challenging all societal systems alike. 
The idea of sustainable development at the company level are known as corporate 
sustainability. The concept of corporate sustainability is working towards a balance of social, 
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economic and environmental goals through a planned and strategic management process. This 
is increasingly becoming an integrative part of the business strategy and a corporate value in 
many organizations. Since corporate sustainability is a process of permanent improvement, a 
completely sustainable company does not exist.  
 
The sustainability development is a broader concept that aims to set visions, societal goals and 
define the performance areas that the corporation should focus on. This can be seen in Figure 
2 where the sustainable development is displayed as a roof, and under this the narrow concept 
of corporate sustainability lies (Signitzer & Prexl, 2008). 
 

 

Figure 2: Sustainable development.  
Source: Adopted from Signitzer & Prexl, 2008. p.4 

 

Corporate sustainability will function as an umbrella term for other linked concepts such as the 
corporate social responsibility (CSR) and corporate citizenship. It challenges many principles 
regarding the role, structure and functioning of corporate governance. Tools such as 
sustainability balanced scorecard, life-cycle assessment and triple-bottom-line accounting to 
mention a few, have been implemented to create more sustainable business processes and also 
to extend long-term profit maximization (Signitzer & Prexl, 2008). Organizations are being 
challenged to actively be involved in corporate sustainability. Behaving in a socially 
responsible manner is increasingly essential to the long-term survival of companies. Thus, the 
obligation of the firm to use its resources in ways to benefits the society demands more 
attention. 
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2.3 The Stakeholder Concept  
The stakeholder concept has its origins in the study of organizations and how they make 
decisions (Amponsah-Tawiah & Mensah, 2015). It derives from a generalization of 
stockholders; stockholders have the right to demand certain actions by a company, as well as 
other stakeholders have the right to make claims (Freeman & Reed, 1983). Freeman (1984) 
defined stakeholders as “any group or individual who can affect or is affected by the 
achievement of the organization’s objectives” (Freeman, 1984, p. 46) A stakeholder can be 
categories of people – such as employees, managers, suppliers, owners and customers – and 
organizations, which have a stake in the organization’s objectives (Gomes, Liddle & Gomes, 
2010).  
 
Clarkson (1995) classified stakeholders into primary and secondary groups. Primary 
stakeholders are defined as “one without whose continuing participation the corporation cannot 
survive as a going concern" (Clarkson, 1995, p. 106). These groups mainly include 
shareholders, employees, customers, and suppliers, and the public sector: the governments and 
communities that afford infrastructure, regulate organizational activity, and enforce taxes. 
Clarkson (1995) defines secondary stakeholders as “those who influence or affect, or are 
influenced or affected by, the corporation, but they are not engaged in transactions with the 
corporation and are not essential for its survival” (Clarkson, 1995, p. 106). Secondary 
stakeholder groups include competition, media, trade associations, and support groups (special 
interest). Although these groups have no contract or authority with the firm, and the firm is not 
dependent upon these groups for their survival, they can cause significant disruption to the firm 
(ibid).   
 
In today’s society, a wide range of stakeholders have a voice such as governments, non-
governmental organizations, local communities, banks, and shareholders (Amponsah-Tawiah 
& Mensah, 2015). By consensus, shareholders, employees, customers, suppliers, competitors, 
governments, and activist groups have been considered as the most essential stakeholders of an 
organization (ibid). These stakeholders appear to be active in most corporations and an 
understanding of their main interests is important for further research in this report. Table 1 
shows a list of stakeholders and examples of their interests. 
 
Table 1: Stakeholders and their interests 

Stakeholder Examples of interests 
Shareholders Profit and performance 
Governments Taxes and legislation 
Trade Unions Working condition and minimum wage 
Customers Value, quality and customer care 
Creditors  Credit score, liquidity and business ethics 
Suppliers/Contractors Liquidity and credit score 
Local Community Employment, involvement, health and environment issues 
Non-Governmental Organizations Human rights and environment issues 

Source: Adapted from Amponsah-Tawiah & Mensah, 2015, p. 398  
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2.4 Strategies for Stakeholder Communication   
The need for businesses to be responsible and accountable for taking social responsibility 
initiatives has acquired a new momentum in the global environment (Chaudhri & Wang, 2007). 
Morsing & Schultz (2006) are discussing stakeholders need to be involved in corporate 
responsibility work to develop and promote positive support for the company. There are three 
types of stakeholder relations in term of how companies strategically engage in CSR 
communication: the stakeholder information strategy; the stakeholder response strategy, and 
the stakeholder involvement strategy.  
 
2.4.1 The stakeholder information strategy  
The stakeholder information strategy is always a one-way communication; from the 
organization to its stakeholders. This strategy has the purpose of disseminating information; 
inform the public about the organization. It can be viewed as “telling, not listening”. Thus, it 
comprises of press releases, news from the media, and other informative communication 
channels concerning materials such as brochures, magazines, facts, numbers, and figures on the 
corporations CSR commitment. Many management teams feel that they are doing the right 
thing when getting involved in CSR, and is therefore of the view that they only need to inform 
the public and its stakeholder about their responsibility. However, companies that only 
communication using this strategy don’t always see the benefits of allowing stakeholders to 
participate actively in the communication (Morsing & Schultz, 2006). 
 
2.4.2 The stakeholder response strategy  
The stakeholder response strategy is based on a “two-way asymmetric” communication model, 
where communication flows to and from the public. The asymmetric of the communication 
assumes there is an imbalance between the company and the public. The company attempts to 
influence the stakeholders’ attitudes and behavior, rather than changing according to the results 
of the publics reactions. As such, the company needs to engage stakeholders by making 
corporate decisions and actions that are relevant for them. Communication can therefore be 
perceived as feedback in term of finding out what the public will accept and tolerate (Morsing 
& Schultz, 2006). 
 
2.4.3 The stakeholder involvement strategy  
The stakeholder involvement strategy suggests that companies regularly have a dialogue with 
its stakeholders in order to identify mutually beneficial actions. The goal is to ensure a two-way 
dialogue to create mutual understanding and ensure systematic collaboration with multiple 
stakeholders (Morsing & Schultz, 2006). With proper coordination and communication, key 
stakeholders are allowed to express and discuss the demands, expectations, issues, and 
problems regarding corporate responsibility (Au-Yong et al., 2017). The complex nature of 
environmental problems requires flexible decision-making that embraces a diversity of 
knowledge. For this reason, stakeholder involvement in environmental decision-making should 
be increasingly sought and embedded into the policy of a company or corporation (Reed, 2008).  
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2.5 Stakeholder theory   
Pioneering work in the area of stakeholder management, Freeman (1984) outlined the basic 
features of the concept in a book entitled Strategic Management: A Stakeholder Approach. 
However, it leaves the statues of stakeholder concept as theory unclear (Jones, 1995). 
According to Donaldson & Preston (1995), who investigated in the stakeholder theory, the 
stakeholder theory is intended both to explain and to guide the structure and operation of the 
establish corporation.  
 
In terms of theory building, Donaldson and Preston (1995) argued that stakeholder theory 
explicitly or implicitly contains theory of three different types - descriptive/empirical, 
instrumental and normative. It is descriptive because it is intended to describe and/or explain 
how firms or their managers actually behave (Jones, 1995). Instrumental theory purports to 
describe what will happen if managers or firms behave in certain ways (ibid). It is also 
normative because it focuses on how things should be or ought to be (Donaldson & Preston, 
1995), that is, the moral propriety of the behavior of firms and/or their managers (Jones, 1995). 
Briefly summarized, descriptive/empirical, instrumental, and normative theories address the 
questions: what happens? what happens if? and what should happen? respectively (Jones, 
1995). Figure 3 shows an image over the different aspects.   
 

 
Figure 3: Three aspects of Stakeholder Theory 

Source: Adapted from Donaldson & Preston, 1995 p.74  

Supporters of stakeholder theory strive to describe what mangers do regarding the relationship 
to stakeholder, what would happen if managers adhered to stakeholder management principles, 
and what managers should do with respect towards the corporations’ stakeholders (Jones, 
1995). Although Donaldson and Preston argued that stakeholder theory explicitly or implicitly 
contains theory of three different types, they pointed out that Freeman, individually and with 
various colleagues (Evan & Freeman, 1993; Freeman & Gilbert, 1987; Freeman & Reed, 1983), 
did incorporated all three types of theory into the stakeholder concept.  

Descriptive

Instrumental

Normative
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2.6 Communication 
Communication is important for companies to reach out with their sustainability efforts. It 
becomes increasingly important for companies to inform their stakeholders about their 
responsibility work. Weaver and Shannon developed a communication model, in the end of the 
1940s, to use different communication channels efficiently. A communication system can be 
reduced into different fundamental elements that goes from the information source to its final 
destination through a communication channel (Weaver, 1949). This is presented below in 
Figure 4.   

 
Figure 4: A communication system 

Source: Adapted from Weaver, 1949, p.12 
 

The communication system contains of an information source which selects a desired message. 
The transmitter produces a message by changing it into a signal that is sent over the 
communication channel. The communication channel is what conveys the message from the 
sender to the receiver and may in this case be, for example, sustainability reports and websites. 
The receiver is changing the transmitted signal back into a message, and interpreting this 
message before it is being sent to the destination. The destination is the person that the message 
is aiming to reach (Weaver, 1949). 
 
Throughout the process of transmitting a message, information that is not intended by the 
information source can unavoidably be added to the signal. This is called noise, which can be 
internal or external. The internal noise can come from the receiver’s knowledge, attitudes and 
beliefs while the external noise comes from other sources. The noise can either strengthen the 
effect of the message or weaken the effect depending on whether the information confirms the 
message or if it contradicts the original message. When it comes to sustainability, the noise may 
be difficulties regarding the used concepts and the large amount of information that people meet 
every day (Olausson, 2009). 
 
2.6.1 Communication channels  

The communication channel is, as previously mentioned, what communicates the message from 
the transmitter to the receiver and is the instrument used in the transmission of a signal (Weaver, 
1949). There are a number of different communication channels that business can use to reach 
stakeholders, and internet is one of these. Since especially consumers spend more time on 
internet-based platforms, companies have started to communicate more through these. 
Sustainability reporting is also becoming an increasingly important part of communication. A 
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sustainability report is aimed not only to consumers but also other stakeholders such as 
investors, that to a great extent read these reports (Olausson, 2009). Morsing and Schultz 
(2006), argues that the company’s sustainability reports can be received with more credibility 
than for example advertising campaigns, especially if they are based on an earlier dialogue with 
stakeholders.   
 
2.6.2 Communications content and tonality 

In terms of the sustainability communications overall content and tone, businesses should 
according to Olausson (2009) focus on communicating its achievements, visions and goals. 
This should be carried out at the right time and in a credible manner. In terms of tonality in 
communications, there are different types of tonality. The company can take on a leadership 
role and demonstrate a strong desire to drive development. Trust is another type of tonality 
when corporations are transparent in their communications and open with the results they have 
reached, even if the visions are not achieved. The communication should also be clear about 
what it plans to correct in order to succeed next time. For companies that do not want to take a 
leading role in the development, a humble approach can be a good idea. The final option 
regarding tonality is to have respect for the recipient, thus providing enough information 
without complicating the issue too much. This because the receiver, despite a strong desire to 
influence, not always is fully conversant with the matter (Olausson, 2009). 
 
2.6.3 Corporate Sustainability Communication (CSC) 

When referring to corporate communications regarding sustainability issues, the term corporate 
sustainability communication (CSC) can be used. The concept should not be regarded as an 
additional program area of public relation, instead CSC can be seen as the integration of 
sustainability issues into existing program areas. The new concept of CSC is an advancement 
of corporate social reports and environmental communication programs from the late 90’s. 
Companies published social reports to demonstrate socially responsible behavior. However, the 
reports lacked honesty and transparency and was only presenting the good side of the story. 
This “misuse” of CSC only created a short-term image of the company. If CSC is used correctly, 
it can carry benefits for a company when talking about economic success, and also for creating 
a more sustainable future (Signitzer & Prexl, 2008).  
 
Today, companies are increasingly being held responsible for their actions by different 
stakeholder groups. To look at a company from a societal view is relevant for CSC as a concept 
of sustainable development, which puts society at the center by aiming to meet the needs of 
current and future generations. To practice CSC is especially relevant for large international 
companies that are challenged to preserve their license to operate. These corporations use large 
amounts of financial, human and natural capital compared to their smaller counterparts. The 
behavior of these companies is being observed by the global civil society as new information 
technologies are spreading (Signitzer & Prexl, 2008). 
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Motives for practice CSC 
There are various motives for organizations to practice CSC. Signitzer and Prexl (2008) has 
divided these motives into three different main categories: Business case, marketing case and 
public case. Depending on different circumstances, all of these cases may apply within one 
given company. The three cases correspond with approaches to the practice of public relations 
which are: Organizational, marketing and societal. CSC is a communicative function of 
organizations from an organizational perspective (Signitzer & Prexl, 2008). In Table 2, key 
questions for research, practice, and policy of CSC regarding each case is presented.  
 
Table 2: Categories for motives regarding CSC 

Business Case What can corporate sustainability communications contribute to the 

overall goals of sustainability management? 

Marketing Case What can corporate sustainability communication contribute to achieve 

the marketing goals of sustainability management (i.e. enhancing sales 

of sustainable products, more sustainable production processes)? 

Public Case What can corporate sustainability communications directly contribute to 

the general communication about the issue of sustainable development 

within a given society, and how can it help societies move towards 

sustainable development? 

Source: Adapted from Signitzer & Prexl, 2008, p.6. 

 

If a company is focused on a business case, the key question is stated: “What is the contribution 
of CSC to the goal achievement of sustainability management?”. Communication regarding 
sustainability might for instance, improve the reputation and image of the corporation. CSC can 
enhance the trust among customers, and become a catalyst for environmental learning and 
change processes within the company. Companies that are flowing a business case view use 
CSC as a means to contribute to the broader organizational goals of sustainability management, 
e.g. image improvement, license to operate, cost saving, and shareholder demand (Signitzer & 
Prexl, 2008).  
 
The marketing case are concerning public relations in general, with CSC as a dimension of it 
as a marketing function of organizations. The key question is stated: “What is the contribution 
of CSC to the achievement of the marketing goals of sustainability management?”. CSC are 
often used as a complement to other communication programs like advertisement and 
marketing communication. With a narrow view, an objective of CSC is to establish relations 
with customers in order to enhance sales of sustainable products. A broader understanding of 
CSC, other motives can be to increase sensitivity among employees, or to create more 
sustainable production processes (Signitzer & Prexl, 2008).  
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The public case is focusing on ethical aspects and the achievements that public relations in 
general can produce for societal systems. The key question is stated: “What can CSC directly 
contribute to the general communication about the issues of sustainable development?”. Some 
companies consider a public case as the reason for engaging in CSC. This approach is focusing 
on two aspects of CSC and how the concept can contribute to the issues of sustainable 
development.  This can be the sum of all initiatives of CSC in a society and if CSC are aiming 
to achieve more public knowledge about the concept of future-orientation. From a societal point 
of view, credible two-way sustainability communications by companies can foster public 
communication about the idea of sustainable development and increase the public’s awareness 
and knowledge of the concept (Signitzer & Prexl, 2008).  
 
2.7 Conceptual framework 
Because of the extensiveness of the literature review, part of it have been chosen and 
conceptualized. This section will therefore summarize the most important theory and studies 
discussed in chapter two that are the most relevant in line with the aim of the research questions.  
 
2.7.1 Stakeholder theory   

In order to answer the first research question; which are the corporation’s key stakeholders, 
theory developed from Freeman (1984) will be used since it is the most extensive and relevant 
within the subject. As mention above; Freeman (1984) defined stakeholders as “any group or 
individual who can affect or is affected by the achievement of the organization’s objectives” 
(Freeman, 1984, p. 46). Understanding the concept of stakeholder theory and stakeholders main 
interest lies as foundation for this report. The theory discusses the stakeholder concept and will 
provide insights and knowledge when answering the first research question. 
 
In order to answer research question two; how do the corporations communicate their carbon 
footprint to their key stakeholders, theories from the stakeholder information strategy; the 
stakeholder response strategy, and the stakeholder involvement strategy will be used. These 
theories will answer how the companies' communication is designed and if companies have a 
dialogue with stakeholders or if they only send out information. Alternatively, if they design 
their communications based on what they think stakeholders want to hear. 
 
2.7.2 Corporate Sustainability Communication   

The corporate sustainability communication (CSC) explained by Signitzer and Prexl (2008) 
will be used since it is a relevant theory. This theory will be useful when looking at similarities 
between the different companies and their motives behind the sustainability communication. 
This will also be used in order to answer research question three which is how important 
communication of carbon footprint to key stakeholders is.  The aspect that will be used based 
on the theory of CSC is primarily the different categories for motives. These categories can 
help to clarify how companies view their carbon footprint communication. In other words, for 
example, if they communicate with their stakeholders to create public awareness regarding 
carbon emissions or if they want to establish a relationship.   
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2.7.3 Communication of carbon footprint 

The focus of this study is to investigate how international corporations communicate their 
carbon footprint to key stakeholders. To be able to answer that, Weaver and Shannon’s classical 
communication model will be used since it attempts to understand how information reaches its 
destination. The theory also explains different communication channels and how to use them 
efficiently. The classical communication model will be combined with the concept of carbon 
footprint, the stakeholder involvement strategy as well as CSC. The stakeholder involvement 
strategy is requiring feedback between companies and stakeholders in communicating 
sustainability initiatives. This can be linked to the communication model where the noise 
(interference in the message) is thought to decrease through increased feedback between the 
sender and the destination. The stakeholders from the stakeholder involvement strategy are in 
this case referred to as the destination, and the information source is the corporations. Therefore, 
it is necessary to ensure a dialogue that goes in two ways, in order to create understanding. This 
can be seen in Figure 5 below. 
 

 
Figure 5: Communication of carbon footprint, an analysis model 

Source: Adapted from Weaver, 1949, p.12 
 
By using a proper communication process (see Figure 5) it is possible to ensure a systematic 
collaboration. By adapting the classical communication model to a sustainability perspective, 
it is possible to examine the way a message regarding carbon footprint reaches the stakeholders. 
When the message reaches its destination, the information source changes and goes from being 
the corporation to being the stakeholders. The stakeholder will then try to reach out with 
feedback to the corporations, who in this scenario are the destination. By this, the 
communication model functions like a cycle, which represents the communication between the 
corporation and its key stakeholders with carbon footprint as message.  
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Table 3 below provides a summary of the conceptual framework.  
 
Table 3: Summary of Conceptual Framework 
Constituent Description Key authors 

Carbon Footprint “An attempt to capture the full 
amount of greenhouse gas emissions 
that are directly and indirectly caused 

by an activity or are accumulated 
over the life 

stages of a product” (Wiedmann, 
2009, p. 175). 

(Wiedmann, 2009) 
(Wiedmann & Minx, 2008) 

(Wang et al., 2015). 
 
 

The Classical Communication 
Model 

How to use different communication 
channels efficiently. The purpose is 
to show how a message goes from 
the information source to its final 

destination. 
 

(Olausson, 2009) 
(Weaver, 1949) 

 
 

Corporate Sustainability 
Communication 

To divide corporations into 
categories based on their motives for 

communication, and to show how 
CSC can be a pervaded part of an 

organizations communication. 
 
 

(Signitzer & Prexl, 2008) 

The Stakeholder Theory Explains the stakeholder concept. 
The purpose is to explain and guide 

the structure and operation of the 
establish corporation. 

(Freeman, 1984) 
 

Stakeholder Involvement 
Strategy 

Strategy for having a two-way 
dialogue with stakeholders to 

identify mutual beneficial actions.  
 

(Morsing & Schultz, 2006) 
(Au-Yong et al., 2017) 

(Reed, 2008) 
 

Stakeholder Information 
Strategy 

Strategy for a one-way 
communication, from the 

organization to its stakeholders. 

(Morsing & Schultz, 2006) 

Stakeholder Response 
Strategy 

Strategy for a “two-way asymmetric” 
communication, where 

communication flows to and from the 
public. 

(Morsing & Schultz, 2006). 
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3. Methodology 
This chapter contains the gathering of data to be able to answer the research questions stated 
in chapter one, as well as fulfilling the purpose with this thesis. The different methods used for 
this thesis will be discussed, described and reviewed. In order to increase the reliability and 
validity of this study, different methodological perspectives such as research purpose, 
approach, strategy and data collection will be presented, followed by collection method, sample 
selection, and data analysis.  
   
3.1 Research Purpose  
For this thesis, several methodical choices have been made in order to answer the thesis overall 
purpose. The purpose for research can be exploratory, descriptive and explanatory (Noor, 
2008). For this thesis, a mixed approach of descriptive and exploratory study is the best suited 
in order to examine the area of interest and to answer the research questions. Descriptive 
research consists of a complete description of phenomenon within its context (Saunders, Lewis 
& Thornhill, 2009). Exploratory research aims to seek new insights, to ask questions and to 
assess phenomena in a new light (ibid).  
 
The study is primarily descriptive since it tries to explain a phenomenon and classify the various 
characteristics of the businesses. The empirical data that is collected regarding how 
corporations communicate their carbon footprint to key stakeholders have also been described. 
It is exploratory as the study attempts to understand how companies have chosen to 
communicate their carbon footprint and how important communicating carbon footprint to key 
stakeholders is.  
 
3.2 Research Approach 
There are two different research approaches; quantitative and qualitative. The overall purpose 
of this thesis is to provide a better understanding of how international corporations 
communicate their carbon footprint to key stakeholders. It requires a deeper understanding of 
business perceptions regarding sustainability communication. Qualitative data is therefore a 
well-suited research approach and the most appropriate. A qualitative research focuses on more 
in-depth information consistent of words (Abawi, 2008) and assumes that reality can be 
perceived differently and that there is not necessarily an absolute truth. Through this, one can 
examine the question more deeply to describe, explain and interpret (Maxwell, 2008). 
 
3.3 Research Strategy 
There are five major research strategies according to Yin (2009) which are case studies, 
experiments, surveys, history, and the analysis of archival information. Which strategy to 
choose between lies on the basis of how the research questions is formulated, whether control 
over the behavioral events is required or not, and whether the research focuses on contemporary 
events or not (ibid). According to Yin, (2009), these three conditions are what distinguishes the 
different research strategies. See Table 4 below.  
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Table 4: Research strategies  
Method Form of Research 

Question 
Requires Control of 
Behavioral Events 

Focuses on 
Contemporary 

Events 
Experiment How, why? Yes Yes 

Survey Who, what, where, 
how many, how 

much? 

No Yes 

Archival Analysis Who, what, where, 
how many, how 

much? 

No Yes/No 

History How, why? No No 
Case study How, why? No Yes 

Source: Adapted from Yin, 2009, p.8 
 
When “how” and “why” questions are being posed, case studies are a preferred strategy. A case 
study is a research strategy which focuses on understanding the dynamics present within single 
settings (Eisenhardt, 1989). It can investigate in anything specific in its realistic environment, 
and it is not necessarily one case, it may include multiple cases in the same study. Due to 
Wiedersheim-Paul and Eriksson (1997), case studies mean that the researcher investigates few 
objects in many respects.  
 
A case study that aims to provide in-depth knowledge in the chosen field of research have been 
conducted. The goal is to be able to generalize in order to develop theory (Noor, 2008). As this 
study aims to gain a better understanding of how international corporations communicate their 
carbon footprint to key stakeholders, it does not require control over behavioral events. This 
research has a qualitative approach, and therefore it provides this study with the possibility to 
use multiple sources of evidence. It focuses on contemporary events, which makes a case study 
the preferable research strategy.  
 
3.4 Data Collection 
Case studies typically combine data collection methods such as archives, interviews, 
questionnaires, and observations. The evidence may be either qualitative (e.g., words), or 
quantitative (e.g., numbers) (Eisenhardt, 1989). In this study, two types of data collection have 
been carried out. When using a combination of different collection methods; this is often called 
as triangulation (Saunders, Lewis & Thornhill, 2009). The data collection has been conducted 
via interviews, and a content analysis of the information available through the corporations’ 
different communication channels. 
 
Due to the fact that this research has a qualitative nature, most of the collected data have been 
generated from interviews with a representative from each of the selected companies. These 
interviews were semi-structured and with one person at a time. An interview guide was used as 
foundation with open questions in order to get a higher quality of the interviews. Open questions 
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minimize yes and no answers, which invites to a deeper discussion of the topic. The interview 
guide, both the original one in Swedish, and a translated copy in English, can be found in 
Appendixes A and B.  
 
A review of the companies' communication materials regarding the carbon footprint, directed 
towards key stakeholders, have been carried out through a qualitative content analysis. The 
content analysis is primarily using information from two main channels: sustainability reports 
and companies' own websites. Since a qualitative method is to prefer, the content analysis is 
describing and interprets the themes that appeared and tries to find correlations for how and 
what companies have chosen to report regarding their current carbon footprint. The purpose of 
the content analysis is to identify the material content on a communicative level. To give 
companies the same conditions, the study have only reviewed the information related to the 
research questions and materials from the interviews. In order to increase the validity and 
reliability of the content analysis, the authors used different questions as guideline for the 
analysis. These questions are shown in Appendix C. 
 
There are three forms of qualitative content analysis, these are: Conventional content analysis, 
directed content analysis and summative content analysis. Since this study is qualitative and 
because theories on sustainability communication and communication directed towards 
stakeholders exists, a directed content analysis have been used. The directed content analysis 
can be categorized as a deductive use of theory with the goal to extend conceptually a theoretical 
framework or theory. By using a structured process combined with existing theories, 
researchers can begin identify important key concepts or variables (Hseih & Shannon, 2005). 
 
3.5 Sample Selection 
To implement an appropriate selection, three handpicked corporations based on their relevance 
to the research project and experience in the field have been chosen. The study will focus on 
LKAB, DIAB Group AB and BillerudKorsnäs, which are three international companies, 
operating in the industrial sector. These will lay as foundation for this research area. To make 
sure that the chosen corporations would suit this study, and to reach the overall purpose, several 
criteria was set for the selection. The criteria that each corporation had to meet were: 
 

v International Corporation 
v Operating in the industrial sector 
v Actively work with carbon dioxide emissions 

 
Table 5 shows the respondent for the chosen corporations that has been interviewed in this 
research. The purpose with this is to provide an overall understanding over the corporations, 
the respondents including their position/profession. 
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Table 5: Summary of sample selection  
Corporation  Respondent Position/Profession Collection method  
LKAB Barbro Rönnfors Project Manager 

Financial 
Communication 

Interview 

DIAB Group AB Per Högfelt VP of Sustainability Interview 
BillerudKorsnäs Louise Wohrne Sustainability 

Manager 
Interview 

 
3.5.1 LKAB 

LKAB was established in 1890 and is an abbreviation to Luossavaara-Kiirunavaara AB.  
LKAB’s core business is the mining and processing of iron ore for the steel industry and is an 
international high-tech mining and mineral group that mines and processes iron ore for the 
global steel market in Norrbotten. LKAB’s vision is to be perceived by their customers as the 
supplier that provides the best added value, thus becoming a market leader in the chosen market 
segments (LKAB, n.d).  
 
As being wholly owned by the Swedish state and one of Sweden’s oldest industrial companies; 
LKAB became a natural and interesting choice for this research. They manufacture and deliver 
iron ore products and services for iron manufacturing, which means that they are operating in 
the industrial sector. Since sustainability is the core of their business, LKAB has valuable 
insights, information and experience which makes them a great fit for this research.  
 
3.5.2 DIAB Group AB 

DIAB Group AB is a global company that develops, manufactures and sells core materials used 
in leisure boats, wind turbine blades, and components for aircraft, trains, industrial applications 
and buildings. The company has production units for material in Sweden, Italy, the US, China, 
and Ecuador and is owned by Ratos; an investment company that owns and develops unlisted 
medium-sized Nordic companies (Ratos, 2017). 

The authors believed that DIAB Group AB was an interesting corporation since they have made 
sustainability one of their top business priorities. Given this, the authors believed that DIAB’s 
environmental efforts could contribute to the research. Another reason for why DIAB was 
chosen was because of the market in which they operate in. Because the company operates in 
the industrial market, key sustainability and environmental issues is likely to arise. The 
corporation’s commitment to sustainable development was reflected in 2014, when DIAB was 
nominated for a sustainability award. This brought a curiosity among the authors, and DIAB 
was therefore chosen to be included in this research. 
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3.5.3 BillerudKorsnäs 

BillerudKorsnäs focuses on offering the packaging market sustainable materials and new 
solutions that increase customers’ profitability while at the same time reducing the overall 
environmental impact. BillerudKorsnäs are operating in the industrial sector and is divided into 
three business areas: packaging paper, consumer board and corrugated solutions – that develop 
and market high-quality materials and smarter solutions to packaging manufactures, converters 
and brand owners (BillerudKorsnäs, 2015).  
 
As BillerudKorsnäs is driven by sustainability as a natural and integral part of the whole 
business and value chain, BillerudKorsnäs has an inspiring environmental focus that the authors 
wanted to observe and pay more attention to. Thus, BillerudKorsnäs became included in the 
survey. Another reason for why BillerudKorsnäs was chosen was because of their work in 
various forms with organizations locally, nationally, and globally to benefit society at large. 
This proves that BillerudKorsnäs truly take responsibility to create a sustainably focus 
throughout their whole value chain in order to minimize their environmental impact. This was 
something the authors became curious about and therefore, the chose was given on including 
BillerudKorsnäs in the survey.  
 
3.6 Data Analysis  
Qualitative studies are most likely to build on theory where a new area will be investigated to 
expand existing theory in that field, but it can just as well be designed to confirm or test existing 
theory to see if it is valid (Miles & Huberman, 1994). Yin (1994) states that there are two 
different analytical strategies that the researcher can choose between before the data can be 
analyzed: relying on theoretical propositions or develop a case description. When conducting 
case studies, relying on theoretical proposition is the most common strategy where certain data 
receive more research and other data are overlooked (Yin, 2003a). Theoretical proposition is 
when the results from previous studies concerning the research questions are compared to the 
researcher’s findings from the case study. For the reason that there is plenty of previous research 
on communication strategies, this study has relied on theoretical propositions when developing 
the analytical strategies. By using this strategy, the collected data is compared with previous 
literature as the method for analysis. This strategy helps outsourcing insignificant data and to 
structure the complete thesis (Yin, 1994). Cross-case analysis is done when data from one case 
is compared to other cases. As this research aims to provide a better understanding for how 
corporations, communicate their carbon footprint to key stakeholders; a cross-case analysis is 
to prefer.  
 
According to Miles & Huberman (1994, cited in Saunders et al., 2012) the analyzing process 
includes three distinctive parts: data reduction, data display and finally drawing and verifying 
conclusions. All three stages have been used to analyze the data in this study. Data reduction 
involves summarizing and simplify the collected data. Data reduction should concentrate and 
transform the data, which can be done by using methods such as constructing summaries of 
interviews or observations, summarizing documents, coding the data or putting it into 
categories and possibly constructing a story (Saunders et al., 2012). In this research, the authors 
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recorded the interviews using the audios and transferring the complete interview into paper. By 
this, highlights could be used to emphasize parts that was of importance for this research in 
order to make them easier to locate.  
 
Data display refers to the way data are gathered and organized into summarized displays, or 
presented in some sort of visual aid. Using data display helps researchers discover eventual 
patterns and relationships the data holds. It enables features of data to be compared, as well as 
to recognize any trend, pattern, main theme and relationship that may be apparent. Data display 
assist in drawing and verifying conclusions (Miles & Huberman, 1994, cited in Saunders et al., 
2012). Miles & Huberman (1994, cited in Saunders et al., 2012) propose that networks and 
matrices are commonly used in data display. The collected data regarding the interviewed 
respondents from each corporation are first summarized and presented in section 4. Empirical 
review and results. It is further displayed in section 5. Data analysis where it is compared to 
literature. This chapter also consists of the results and conclusions drawn from the content 
analysis. 
 
3.7 Validity and Reliability 
Reliability deals with whether the result would be the same if the investigation would be carried 
out by someone else at another time. It describes in other words; how reliable the survey is. 
Another criterion for assessing the study is validity that addresses whether a measure of a 
concept really measures the concept in question. The quality of the study needs to be tested, 
which can be done through four different tests regarding validity and reliability. These four 
relevant tests are: construct validity, internal validity, external validity and reliability. This is 
presented in Table 6 below.  
 
Table 6: Case study tactics for four design tests  

Tests Case study tactics Phase of research in which 
tactic occurs 

Construct validity  • Use multiple sources of 
evidence 

• Establish chain of evidence 
• Have key informants review 

draft case study report 

Data collection 
 
Data collection 
Composition 

Internal validity • Do pattern matching 
• Do explanation-building 
• Do time-series analysis 

Data analysis 
Data analysis 
Data analysis 

External validity • Use replication logic in multiple 
case studies 

Research design 

Reliability • Use case study protocol 
• Develop case study data base 

Data collection 
Data collection 

 Source: Adapted from Yin, 1989, p.41 
 
To construct validity is done by correct establish operational measures for the studied concepts. 
To increase construct validity researchers can use multiply sources of evidence, establish a 
chain of evidence and provide key informants a draft of the caste study report (Yin, 1989). In 
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terms of validity researchers that are doing a qualitative study should focus on the core principle 
of validity, to be truthful. In the conducted interviews, the validity relates to the extent of which 
researchers gained access to the respondent's experience and knowledge, and how researchers 
can draw conclusions based on the respondent's use of language (Saunders, Lewis & Thornhill, 
2009).  
 
The interviews were conducted by a phone interview, due to the geographic distance, and 
recorded for increasing validity. In order to not to risk a low validity, an interview guide was 
established that is relevant to the study. Furthermore, before conducting the interviews, the 
interview guide was approved by the supervisor. In the content analysis, there is a risk that the 
information on the companies' websites are published by a commercial reason, and that this 
therefore may be distorted. This is not regarded as a problem because this study wants to 
examine how companies actually presents their work with carbon footprint, whether it is 
published by a commercial reason or not. During the process of writing this thesis, the study 
has on several occasions been reviewed by the supervisor as well as peers, to receive feedback 
and inputs.  
 

Internal validity addresses whether the method's design provides the ability to draw correct 
conclusions from causal relationships and the captured data (Yin, 1994). The internal validity 
was to some extent reached by a cross-case analysis, where the data collection was compared 
in order to find patterns and recurring events. A problem that can arise with the selected 
methods can be that the data collected have underlying reasons. An example would be that the 
work with sustainability and the company's carbon footprint clearly can be seen because the 
company has made an investment in marketing in general. Thereby the company have brought 
more information about sustainability and are not specifically focusing on communication 
about carbon emissions.  

External validity deals with the results ability to be applied to other situations, cases and 
environments, therefore, whether the results can be generalized (Yin, 1994). As this study was 
conducted in the form of a situation analysis on a few case study companies, it is not designed 
to make a common generalization that can be applied to any company. Through that external 
validity becomes difficult to achieve. However, there may be a conflict in that only a single 
person is interviewed during data collection and thus becomes the representative of an entire 
company. One therefore only examines one person's subjective view of an entire business 
even though other employees may have participated in decisions regarding the interview 
questions. A small-sample case study can undermine the internal and external validity of the 
study, since a small sample can make it difficult to find significant relationships from the 
data.  

 
Reliability are concerning whether the method can be considered feasible in a constant way 
without any random or temporary impact on the result. This means that you should be able to 
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conduct the study again using the same methods and receive the same result (Yin, 1989). As 
companies constantly develops their sustainability communications and new initiatives 
regarding their carbon footprint are made, one will most likely have a different material to work 
from if the study is conducted again. To increase the reliability of the study, a case study 
protocol was used but one can also develop a case study data base. By this, future researcher 
can use the same interview guide and see explanations of the procedure in this study. Since the 
human biases can affect reliability, as perceptions changes over time, the notes from the 
interview have been saved. 
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4. Empirical review and results 
The following chapter is a review of how the interviewed respondents from each corporation 
answered. The answers are placed under each sub-unit and will be following the outline of the 
interview guide to give a better and easier structure connected to the overall purpose of the 
study. In order to increase the validity and reliability of the analysis, the authors used an 
interview guide as guideline. These questions are shown in Appendix A and Appendix B.  
 
 
4.1 LKAB 
In the interview with one of LKAB’s communication managers, it is said that their sustainability 
work is integrated into everything the company does. They see this as a prerequisite for being 
able to function, since LKAB is a manufacturing company in the industrial sector. The company 
does not work with any kind of environmental charity, but they work with organizations and 
customers to ensure that their environmental impact is what directs and manages the company. 
They work actively with sponsorship to promote culture and health, but also for an attractive 
image and an attractive society in which they operate. 
 
LKAB wants to work closely with its stakeholders, as their activities affect many levels. The 
main stakeholders are presented in the sustainability report and are the company's customers, 
employees, owners and the society. They affect local communities on a regional plan in 
Malmfälten and economically and sustainably at all levels as they are suppliers in an industry 
that is worldwide. They are one of few mining producers in Europe and have a global 
competitive picture. Furthermore, the respondent tells that the customers are very important for 
the company, because without these the company would not exist. Employees are also 
important to the company, and LKAB affects society to a large extent even when it comes to 
employment and social transformation. 
 
Sustainability is integrated in all of LKAB’s communication and work. Since 2008, the 
company has included sustainability reporting in its annual report. This year, sustainability 
issues are also included in their strategy and their management report. The respondent further 
states that they have no specific strategies for how to act regarding their sustainability 
communication, since their overall communication is also their sustainability communication 
with a special sustainability program. For example, if one looks at how LKAB communicates 
about production and products, sustainability aspects are a part of it. Having an integrated 
communication platform falls naturally as it is all included in their overall strategy in the annual 
report. What the company communicates is guided by their values and how they act. 
 
The respondent says that they report challenges regarding the carbon emission issues in their 
value chain, as it requires a process and technology change to become completely carbon-
neutral. They are working to become completely CO2 free, and believe that much will also 
happen on the energy front regarding the use of fossil fuels. LKAB is a big electricity consumer 
and if they can be at the forefront of energy issues and also in fossil fuels, this will definitely 
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be a competitive advantage. The company must find alternative inputs and fuels, which goes 
hand in hand with technology development.  
Their webpage, publications, press, and media are used when communicating. They also 
communicate through collaborations with other stakeholders when they carry out different 
projects. Right now, LKAB has a project together with SSAB, Vattenfall and Energy 
Authorities where they look at how hydrogen could be used as an energy source. It is obviously 
something that is far ahead in time, but it is a collaboration that gives imprints and effects; it all 
gives knowledge and incentives to their customers. There are also a number of other channels 
they use, such as forums when they are out in the field and talking about the company. An 
example of this is the mining and mineral fair. They also have employees who are active in a 
number of selected areas externally. 
 
4.2 DIAB Group AB  
DIAB Group AB chooses to define the concept of sustainability as long-term profitability where 
companies that integrate sustainability work in their business strategy can strengthen their 
profitability. There is both pressure and interest to make their entire value chain as sustainable 
as possible. In the interview with DIAB Group AB’s president of sustainability, it is said that 
the company is not actively involved in making stakeholder analyzes and they are not 
particularly aware of exactly which stakeholder groups that are most important to the company. 
They have some communication with a few of their stakeholders but nothing structured. The 
company believes that in the future, they will work more with mapping their stakeholders and 
how to communicate with them. However, their customers, employees and suppliers are 
considered to be most important to the company in different ways. They have a very wide 
customer base because they have customers in different industries, ranging from wind power 
to cars and houses. The respondent further explains that they will look into which customers 
they mainly want to listen to and have a dialogue with or if they should prioritize all customer 
groups. 
 
The company's products have a clear environmental benefit because they can make things easy, 
in other words lightweight constructions. They have a clear goal, which is to make everyone 
understand how much the environment can benefit from making things lighter, for example, 
saving fuel. They naturally have an environmental footprint when they manufacture the 
material, but they think the net will be positive because their products as a whole can contribute 
to reducing environmental impact in the world. DIAB Group AB also has a goal of reducing 
production waste and creating environmentally friendly production processes. 
 
They have a strategy in three parts, where they want everyone to understand the benefits of 
their material and know that they can benefit from their products as a customer. The more the 
company sells, the more utility they can contribute with, which also fits well with their growth 
strategy. They also want to reduce their production image, and work with something called 
sustainability in everything we do, advocating a variety of things that every individual can do 
for the environment. Even what the employee can do in everyday life. They have a spoken word 
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that says "One planet, one DIAB", which has to do with the company being able to contribute 
to sustainability by selling its products. 
 
When communicating with stakeholders, they mostly use their web page, and also some social 
media platforms. The sustainability communication uses the same platforms as all market 
communications. Previously, they have had newsletters that was published on the website 
focusing only on sustainability. However, this year sustainability is only part of these 
newsletters. They have also chosen to highlight some customer cases on the website where 
some are sorted under sustainability. But they would like to highlight and talk more about 
sustainability in the future. This year, they have made a carbon dioxide emission calculation for 
the first time, but have not yet decided how to communicate this. But they will produce a 
sustainability report that they will present the result in. Although, they have constructed a report 
in accordance to the Global Reporting Initiative’s (GRI) guidelines for sustainability reporting. 
However, they only use it internally because it is the first time they have produced such report. 
Next year, requirements under the sustainability accounting act will require companies to 
present a sustainability report, which is why they are now working on developing one. 
 
The respondent further states that they have a sustainability network internally, where each 
producing unit has a person who is responsible for the sustainability work at each plant. This 
person is responsible for all aspects of sustainability, from production to safety and the 
environment. Previously, they have had a central power, but now they are placing higher 
demands on local people building their own sustainability plans as they consider this to work 
better. However, the management team addresses important issues about sustainability, whether 
they should improve or invest in certain areas. They have found a concern about investing in 
environmental issues and have internal requirements that make it impossible for investments 
that are longer than one year. This means that not all sustainability investments come through 
as they have profitability requirements; return investment within a year. Now they are working 
to see how they can change the regulatory framework to get through such investments without 
massive demands. 
 
4.3 BillerudKorsnäs 
BillerudKorsnäs chooses to define the concept of sustainability based on Gro Harlem 
Brundtland's definition; “Development that meets today's needs without jeopardizing the ability 
of future generations to meet their own needs.” (World Commission on Environment and 
Development, 1987, p.43). An important issue for BillerudKorsnäs is how they can minimize 
and maximize, thus how they can minimize their negative impact and maximize the positive 
impact that the company has. When it comes to the motives for sustainability, sustainability is 
a part of their mission and why they exist. It is also a part of their strategy as they work with 
products for a sustainable future. Since sustainability is integrated into their strategy, this is 
seen as both a means and an objective. It is all about the company having a responsible value 
chain, reducing its emissions, but also considering the health and safety of its employees. 
BillerudKorsnäs also sees sustainability as a way to increase customer value through its 
products, as a sustainable business can win business as well as contribute to a sustainable 
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society as a whole. Sustainability is linked to the business, but they also engage in different 
forms of charity, which they regard as a part of a sustainable society. They collaborate with 
different organizations locally where they act, for example sports associations, they also 
sponsor local activities. At a corporate level, they support ActionAid, a global organization that 
works to reduce poverty, and they also sponsor research institutes. 
 
Regarding sustainability communication guidelines, they do not have any specific guidelines 
since it is part of the guidelines for their overall communications. But it is very desirable to be 
transparent and credible in its sustainability communication. The company puts great 
importance in sustainability communication just because sustainability is a part of their mission, 
but also because their stakeholders are interested in their work. They also work with 
sustainability in employer branding, as people value sustainability high with employers today, 
but also because it is important to their customers. When communicating, they use external 
channels like their website, various social media such as LinkedIn and Twitter, they also have 
some sponsored posts on Facebook but nothing active. They also use intranets. 
 
BillerudKorsnäs works to create a fossil-free production, and carbon dioxide emissions are a 
major part of their sustainability communication. This because there is a major global problem 
and an acute threat. The company can play a leading role when looking at how they are 
evaluated externally, they can reduce emissions, which they also have through their production. 
Again, this is about minimizing and maximizing. They can create value for a customer as the 
customer chooses paper instead of plastic, which reduces carbon dioxide emissions. The 
respondent further states that they work to counter climate change throughout their value chain, 
but also to help their customers with this. Looking into the future, the company will continue 
to work on the climate issue and to set hard long-term goals for both direct emissions and 
indirect emissions. 
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5. Data Analysis 
This section presents the analysis model compiled from the theoretical framework. 
Furthermore, the empirical result will be analyzed based on this. The authors have reasoned 
about the corporations’ answers from the interviews and the results of the content analysis, and 
have tried to see a connection with previous theoretical chapter. Lastly, this chapter includes 
results that answers the specified research questions from which the study is based on.  
 
5.1 Analysis model 
A qualitative content analysis has been conducted below regarding the three chosen 
corporations: LKAB, DIAB Group AB, and BillerudKorsnäs. The authors have divided the 
content analysis accordingly to the three chosen corporations which will be analyzed. This is to 
present the results as clear and apparent as possible. Although, in order to increase the validity 
and reliability of the content analysis, the authors used different questions as guideline for the 
analysis. These questions are shown in Appendix C.  
 
5.2 LKAB 
LKAB states in the interview (see 4.1) that their sustainability communication is integrated into 
their overall communication and that they do not see this as a separate branch within their 
communication. Sustainability is integrated into everything the company does and they are very 
clear in keeping close dialogue with their stakeholders. The theory sections discussed strategies 
for mapping key stakeholders, and Freeman (1984) defined stakeholders as “any group or 
individual who can affect or is affected by the achievement of the organization’s objectives”. 
(Freeman, 1984, p. 46) The company works actively with its stakeholder analyzes and 
communication is based on a dialogue between LKAB and stakeholders. Those stakeholders 
that are essential for LKAB are their customers, employees, owners and the society. They place 
great importance on their customers as they are fundamental to their existence, but also their 
employees. Looking at the three strategies Morsing and Schultz (2006) address regarding 
stakeholder communication, LKAB mainly uses the stakeholder involvement strategy. This is 
because LKAB works with its sustainability and are including their stakeholders in the work.  
 
According to the company, their communications are governed by their values and how they 
act and they use a variety of communication channels to communicate with their stakeholders. 
LKAB has also been working on reporting carbon dioxide issues because of their work towards 
becoming completely carbon neutral. When looking at the different motivational categories that 
companies can be placed within according to Signitzer and Prexl (2008); business case is the 
most relevant motivational category. This is as the corporation are working to enhance trust and 
change processes within the company. They also work to meet stakeholder’s expectations 
which means that CSC as a means to reach sustainability goals.  
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5.2.1 Qualitative Content Analysis 

LKAB has a structured webpage that can be seen as the source of information regarding events 
that happen within the corporation. It is written in a systematic manner and in a simple, 
understandable language, which means that the website can please all different customers. It 
has an English translation button, proving that LKAB has a broad target audience. It is very 
easy to find what the reader is looking for, since the webpage is structured with different 
headlines and categories.  
 
Research Question 1: Which are the corporation’s key stakeholders?  
As Freeman (1984) argued; stakeholder theory is intended both to explain and to guide the 
structure and operation of the establish corporation. The website has a large customer focus 
whereas the authors believe is the major target group. Since the website consists of information 
showing what LKAB can offer them, the targeted potential is current customers. This is shown, 
for example, by visualizing previous assignment or describing the different services provided 
for their customers. Another large stakeholder group is the future of employees, where LKAB 
is trying to show their attractiveness as an employer. They are also aimed at society and local 
community at large. Their annual and sustainability report are aimed primarily at stakeholders 
such as investors, owners, customers, and state/government. The report provides a clear picture 
over their financial ratios, which these stakeholders may have an interest in, for example, in the 
purchase of shares. By analyzing the website in general; the authors draw the conclusion that 
LKAB has a successful, active and ongoing dialogue with many stakeholders; primarily with 
the stakeholders shown in Figure 6.  With Clarkson’s (1995) classification of primary and 
secondary stakeholders; the identified key stakeholders can be seen as the corporation’s primary 
stakeholders. The remaining stakeholder groups are the corporation’s secondary stakeholders.  
 
 

 
Figure 6: Key stakeholder groups for LKAB. 

Source: Adapted from LKAB’s Annual and Sustainability Report from 2016, p.17. 
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Research Question 2 - How do the corporations communicate their carbon footprint to their 
key stakeholders?  
LKAB publish their sustainability work through a separate tab for sustainability where they 
have a number of subheadings where the reader can determine which area of responsibility that 
is of interest. It is perceived, according to the authors, that sustainability is a priority question 
for LKAB and a hot topic that permeates the entire organization. Placing the sustainability work 
in a systematic way makes it easy for the reader to find and collect information. It shows that 
they are trying to make the most out of their sustainability work and communicate it to their 
stakeholders. As a reader, it is easy to find that they are actively working on environmental 
issues, which the authors believe serves a positive impression. LKAB also report its 
sustainability work in their annual and sustainability report which is in accordance with the 
GRI. It contains of targets, strategies, and the performance of the operations from a financial 
and non-financial perspective. The authors believe that this provides information to the 
stakeholders and are interested in getting an in-depth vision over the operations, which places 
demands on accessibility and clarity.  
 
Content and tonality used in sustainability communication 
The authors get the perception that LKAB takes on a leadership role and work as leaders in the 
communication and tonality when presenting their sustainability work. They have a strong 
desire to drive development in the area and can be seen as pioneers as they aim to be one of the 
most sustainable mining companies in the world. The content of their sustainability work 
consists of both goals and their climate efficient processes as well as clean investment. 
However, they are not trying to blur or neglect the fact that the industry’s operations give rise 
to significant environmental impact as the communities and the environment are affected by 
emissions into air and the production requires large amount of water and energy, which the 
authors think creates credibility and trust in the company’s operations.  
 
Publication of carbon footprint 
At the website, the authors are informed that LKAB has conducted a carbon footprint study to 
track their carbon dioxide emissions through each step of their steel production chain. They are 
therefore the first major mining industry to investigate the entire chain of carbon dioxide 
emission and receive a certificate for the investigation. This certification was published through 
a press release on their website. The theoretical framework illustrates that the credibility of 
communication increases if it comes from objective sources (Du et al., 2010). By having a third 
party to state the carbon emission; the communication of their carbon footprint increases and 
their vision to be an environmentally friendly organization can be viewed as a long-term project. 
The authors also believe that this publication of carbon footprint can put pressure on their 
competitors to take further responsibility to limit emissions.  
 
Presentation of results regarding carbon footprint 
LKAB presents the results concerning their environmental impact and sustainability work in-
depth in their GRI appendix. When LKAB commissioned a carbon footprint study corporation’s 
secondary stakeholders, they received a certificate. Information regarding the study is available 
and was commissioned by LKAB themselves since they had an interest to chart the total impact 
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of its products. The results of the carbon footprint were positive for LKAB, and presented with 
a value chain comparison methodological annex. The structure, presentations, and methods of 
the writing the results and their accomplishments, suits their business and target group since 
their responsibility is actually a sign of the company itself.  
 
Presentation of futuristic goals regarding carbon emission  
In LKAB’s annual and sustainability report, the authors can see that the corporation has a 
sustainability target to reduce their CO2 by at least 12 percent per ton of finished products by 
2021, which promote the cooperation as a sustainable mining company. This goal was presented 
as a table, which made it easy for the authors to get a clear understanding of their up-coming 
goal towards a more environmental corporation. It also made the reader perceive their 
responsibility as part of the business, which can be seen as a long-term project.  
 
Research Question 3 - How important is communicating carbon footprint to key stakeholders? 
LKAB has an active and ongoing dialogue with many stakeholders to promote the cooperation 
as a sustainable mining industry. The authors believe that this is in order to maintain a long-
term relationship with key stakeholders and the fact that LKAB is being responsive and 
transparent.  
 
Guidelines for stakeholder communication  
For the company’s governance, LKAB’s Board of Directors have decided on a Code of Conduct 
and a number of policies for the operation. The steering documents and policies that are taken 
in this context are quality, environment, energy, personnel, finance, and communication policy. 
The authors believe that the communication policy is a great policy in order to provide 
information with the outside world, employees, and other stakeholders with a true and fair view 
of the company and its operations.  
 
Amount of published information regarding carbon footprint 
The amount of published information regarding carbon footprint is considering to be small 
when taken into account all the material LKAB has regarding sustainability at their website. 
The authors are considering the published information to be depending on what i.e. stakeholders 
are expecting it to be. However, at the moment, they have put out what they do and where they 
want to stand in the future. Everything concerning carbon emission is compressed into the tab 
“emission”. Taken into account the size of LKAB, the website publication on sustainability 
could be more focused on carbon footprint. 
 
5.3 DIAB Group AB  
DIAB Group AB does not actively pursue stakeholder analyzes, but those that are essential to 
the company are their customers, employees and suppliers. DIAB Group AB tells in the 
interview (see section 4.2) that they are not fully exploit the possibilities of addressing 
sustainability issues in communication with their stakeholders. Some steps have been taken to 
integrate sustainability into their communications, especially with their ongoing work on 
sustainability reports and also through their sustainability publications on the web page. 
However, as DIAB Group AB itself points out, communication is not yet fully based on a 



	

	 32	

dialogue between DIAB Group AB and stakeholders, as they do not work actively to analyze 
and map their stakeholders. 
 
According to DIAB Group AB, a large part of the sustainability dialogue is happening via their 
website, but the dialogue mainly appears to be when they communicate directly with their 
customers as they want to highlight the environmental benefits that can be achieved through 
their products. Although communication with stakeholders to some extent happens, this is not 
completely dialogue-focused. DIAB Group AB also states in the interview that there is no 
communication strategy specifically designed for sustainability; it is part of the communication 
plan for communication in general. DIAB Group AB mainly uses the stakeholder information 
strategy in its sustainability communication, as most of their communication is made up of 
informative material available on the website. However, the information does not contain many 
indications that communication is based on a dialogue with stakeholders. 
 
When looking at the theory regarding CSC, the concept should not be seen as a separate 
program but as part of the company's total communication. This is the case for DIAB Group 
AB, which includes sustainability in its overall communications and are currently working to 
design a sustainability report.  With regard to the company's motive, DIAB Group AB is largely 
affected by the marketing case, with CSC as a part of their marketing function. The corporation 
wants to establish customer relations and enhance the sales of their sustainability products. This 
because there is pressure and interest in the entire value chain to make everything as sustainable 
as possible and to show that there is a clear environmental benefit through their work and 
products. 
 
5.3.1 Qualitative Content Analysis 

DIAB Group AB webpage introduces the reader into the core materials that makes the products 
stronger, lighter and smarter. It is divided into tabs which makes it easy to find what the reader 
is looking for. As a consumer, you may not understand exactly what the different standards, 
explanations, and components means or includes. However, the authors do not perceive that as 
something strange since DIAB Group AB’s information regarding, among other things, their 
products and services are directed at other companies, business partners or contract partners. 
 
Research Question 1: Which are the corporation’s key stakeholders?  
DIAB Group AB major targeted stakeholder group is according to the authors, other companies, 
business partners, or contract partners such as suppliers. As a large part of the website is 
information about their products, core materials, technology, market, and industries they 
operate in, the authors draw this conclusion. Another large stakeholder group that are embedded 
in the corporation are DIAB’s current and future employees, which are specifically targeted in 
their sustainability newsletter where DIAB Group AB are trying to attract new employees by 
explaining why they stand out from the typical business world and how they treat suppliers, 
their commitment to the society and environment, and their desire to empower and promote 
employees. The sustainability and responsible ownership report provided by Ratos from 2016, 
describes that Ratos’s key stakeholder groups are prioritized according to their influence on 
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Ratos’s financial, environmental and social aspects. Since DIAB Group AB is wholly owned 
by Ratos, these stakeholders influence DIAB as well and are described in Table 7 below.  
 
Table 7: Key stakeholder groups for DIAB Group AB.  

Stakeholders Methods of interaction 
Employees Interviews with representatives in 

connection with stakeholder dialogues 
Management groups and board members Clear and structured corporate governance 

and dialogue 
Owners and investors • General and individual meetings 

• Active in surveys from or dialogues 
with organizations 

Source: Adapted from Ratos Sustainability and Responsible Ownership Report from 2016, p. 5. 
 
Research Question 2 - How do the corporations communicate their carbon footprint to their 
key stakeholders? 
DIAB Group AB has divided their sustainability efforts into four different areas: Strategy & 
Governance, Human & Labor Rights, Business Ethics, and Environment. These are all found 
in the tab Sustainability at their website. The authors are under the impression that DIAB Group 
AB has recently started to implement a more sustainable thinking, principle, and ideas into 
practice. There are six numbers of DIAB Group AB’s own sustainability newsletter called The 
Renewable where the readers can continuously follow the progress in this area that the 
corporations are doing. The publication consists for the most part of their commitment to be a 
responsible, global corporation. The authors enjoy the short newsletter since it provides with 
the latest information regarding sustainability work and it is easy to follow the progress and 
work in the area that DIAB Group AB is doing.  
 
Content and tonality used in sustainability communication 
When DIAB Group AB is presenting their sustainability work, the authors believe that trust is 
they kind of tonality they use. They are transparent in their communications and open with their 
daily procedures, which is under implementation even if their goals are not yet achieved. DIAB 
Group AB has a clear content regarding the progress they make towards a more responsible 
business practices. However, actively working to ensure that their sustainability is perceived as 
credible, they should focus more on presenting future goals, certifications or commitments in 
their different sustainability areas in order to convey their responsibility. The authors lacked 
information regarding future goals and what they plan to correct in order to succeed. Although, 
working with sustainability is a journey that requires commitment. If DIAB Group AB could 
present their long-term plan for their work in sustainability, the authors believe it would be a 
great way to build trust among their key stakeholders. 
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Publication of carbon footprint 
At DIAB Group AB own website, there is no publication of their carbon footprint. Since DIAB 
Group AB’s sustainability work is relatively new and in the development phase, the authors 
don’t perceive this as something strange. In 2016, DIAB Group AB’s owner Ratos introduced 
mandatory carbon dioxide footprint reporting in line with the GHG Protocol for all their 
companies. Today, 54 percent of the companies that Ratos owns had implemented or were in 
the process of implementing the system (Ratos, 2017). As DIAB Group AB has not yet 
implemented the new protocol, it is difficult to make a more detailed analysis over their 
publication of carbon footprint.  
 
Presentation of results regarding carbon footprint 
The fact that DIAB Group AB don’t have so much material on the website concerning the 
results regarding carbon footprint makes it difficult to analyze the content. They lack material 
on how they work towards sustainable development. The authors think DIAB Group AB should 
present the results furthermore since they already discuss the social, environmental, and ethical 
issues they may face during operations well. However, what they have is well written and 
formulated. The authors hope that more results over their environmental work will be published.  
 
Presentation of futuristic goals regarding carbon emission  
Since DIAB Group AB has the least amount of information regarding their carbon footprint on 
the webpage and is currently in the start-up phase of implementing a more sustainable approach, 
it is hard to present futuristic goals regarding carbon emissions. However, Ratos general target 
is to have a short- and long-term sustainability agenda with top issues and activities with 
established goals. Due to the sustainability reporting law, the work of improving reporting is 
underway, with a greater focus in 2017. The authors therefore believe that presentations over 
futuristic sustainability goals will be presented in the beginning of next year.  
 
Research Question 3 - How important is communicating carbon footprint to key stakeholders? 
In 2016, Ratos held structured interviews with the stakeholders in order to ensure the correct 
focus. The key stakeholder groups are priorities according to their influence on Ratos’s 
financial, environmental and social aspects. Reporting the sustainability issues to stakeholders 
has been prioritized question for Ratos. The authors draw the conclusion that it is a prioritized 
question for them as well since DIAB Group AB is wholly owned by Ratos.  
 
Guidelines for stakeholder communication  
Ratos signed the UN Global Compact in 2013. This means operating in ways that meet the 
fundamental responsibilities in the areas of human rights, labor, anti-corruption, and 
environment. Ratos sustainability report is prepared in accordance with the GRI’s principles in 
order to determine content and ensure quality towards their stakeholders. The authors believe 
it is a great way by having communication guidelines to ensure reliability and trust to the 
corporations’ stakeholders. By recognizing that sustainability issues relating to the 
environment, ethics, social responsibility and governance, can impact the investments in 
various ways; having the right communication guideline is essential for the future survival of 
the corporation.  



	

	 35	

Amount of published information regarding carbon footprint 
As discussed above, the amount of published information regarding carbon footprint is very 
limited. However, considering that Ratos started writing a yearly climate report in 2014, it is 
not strange that DIAB Group AB doesn’t have a large amount of published information 
regarding carbon footprint. They have started to measure and limiting their consumption of 
energy and are following the environmental policy that aims to reduce Ratos’s environmental 
impact. Hopefully, they will increase the amount of information concerning carbon footprint 
on their webpage to increase their stakeholders’ awareness. 
 
5.4 BillerudKorsnäs 
In the interview with BillerudKorsnäs, it appears that their overall approach to sustainability is 
to maximize their positive impact and minimize the negative. BillerudKorsnäs communication, 
regardless of which communication channel they use, is very clearly and concretely. A large 
part seems to be focused on the products and its environmental impact, but also the production 
process. BillerudKorsnäs has an ongoing stakeholder dialogue and has identified its 
stakeholders based on the great value created in the relationship between the company and 
stakeholder groups. BillerudKorsnäs has five stakeholders that they consider to be important to 
the company, which are investors, customers, employees, business partners and society. Each 
year, they look at the various aspects that are important to the business and stakeholders’ 
decision-making. 
 
BillerudKorsnäs also seems to be using the stakeholder involvement strategy, as LKAB is 
using, as they think consumers, among others, have a clear impact on their sustainability efforts. 
Sustainability is seen as a way for the company to increase customer value and they attach great 
importance to their communication of this as it is seen as part of their mission but also because 
their stakeholders are very interested in their work. Sustainable communication is an integral 
part of BillerudKorsnäs total communication, and carbon dioxide emissions are considered to 
be a major part of this. BillerudKorsnäs are trying to create trust and a relationship with 
customers as well as enhance the sales of sustainable products. Therefore, both the marketing 
case and business case are relevant motivational categories for the company.  
 
5.4.1 Qualitative Content Analysis 

The first impression of BillerudKorsnäs webpage is the color green that permeates through the 
whole site. It is difficult not to associate BillerudKorsnäs as a sustainable and environmental 
friendly corporation, since the color green can be connected to sustainability. It is written in an 
understandable language and the webpage is also divided into different tabs and categories. 
BillerudKorsnäs provides the reader with a side table on the left side where information 
regarding ratios, net sales, business areas, sales offices, production, and number of employees 
are shown. This way, the reader does not necessarily have to look for key figures regarding 
quick facts about the company.  
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Research Question 1: Which are the corporation’s key stakeholders?  
BillerudKorsnäs has a large customer focus where you as a customer can rate and provide 
feedback at the bottom of each page in order to improve the webpage.  Although, according to 
the authors, the main key stakeholder group are the investors since much of the information are 
targeted towards BillerudKorsnäs operations and financial performance. They also have a tab 
only aimed for their investors. Since the corporation has clear commitments for a sustainable 
future in both the short and long term, their investors as a stakeholder group are clear about 
what the company wants to accomplish. In BillerudKorsnäs annual and sustainability report, 
the authors are under the impression that they are focusing on collecting views from the 
community on an ongoing basis, and to maintain regular dialogues with stakeholders; primarily 
with the stakeholders shown in Table 8 below.  
 
Table 8: BillerudKorsnäs key stakeholder groups 

Stakeholder groups Definition Type of dialogue 
Investors Shareholders, analysis, potential 

investors 
Annual Report, interim 

reports, website, meetings, 
press conferences, capital 

market day, investment funds 
Customers Existing customers, potential 

customers, Customers’ 
customers, End-consumers 

Personal meetings, daily 
contact, network 

collaboration, fairs, surveys, 
external reporting systems 

Employees Current employees, union 
representatives, future 

employees 

Workplace meetings, 
employee surveys, European 
Works Council, careers fairs 
at colleges and universities, 

interviews etc.  
Business partners Partners, existing suppliers, 

lenders 
Close contact, development 

projects, supplier evaluations, 
personal meetings, financial 

communication 
Society Local residents and societies, 

universities, agencies, ministries 
industry organizations, external 

auditors, 

External viewpoints, 
information meetings, 

ongoing contracts, networks, 
reports, representations, 
information meetings, 
working groups etc. 

Source: Adapted from BillerudKorsnäs Annual and Sustainability Report, 2015, p. 50-51. 
 
Research Question 2 - How do the corporations communicate their carbon footprint to their 
key stakeholders? 
BillerudKorsnäs publish all their sustainability work on their website and their annual and 
sustainability report. Placing the sustainability work in a systematic way makes it easy for the 
readers to find information. The starting point for BillerudKorsnäs view on sustainability is an 
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understanding that everything has potential for improvement. However, the authors believe that 
sustainability is an ongoing phenomenon that emphasis throughout the whole corporation since 
it incuses the entire website. The authors draw the conclusion that they do not only publish the 
sustainability work for the investors, but also to see themselves as a global player who can 
influence other corporations and perhaps, parts of the society.  
 
Content and tonality used in sustainability communication 
The authors are under the impression that BillerudKorsnäs are embracing a leadership role in 
their tonality used in sustainability communication. They are fulfilling their promises, 
commitment and demonstrate a strong desire to drive development. BillerudKorsnäs have an 
active position and incorporates sustainability in its brand on every level. This is something that 
the authors believe permeates throughout the whole content in their sustainability 
communication. It could be explained by the fact that sustainability is crucial in order to 
maintain BillerudKorsnäs legitimacy and to develop in the same direction as their key 
stakeholders.  
 
Publication of carbon footprint 
BillerudKorsnäs publish their carbon footprint in sustainability reports, and at their website. As 
they wish to play an active part in the transitions to a fossil free society, BillerudKorsnäs has 
adopted a climate strategy which is presented on their website. It would contribute to 
minimizing climate change through their products by using materials with a greater negative 
climate impact. BillerudKorsnäs also wish to phase out fossil fuels from industrial production 
and work to reduce emission of greenhouse gases along the value chain. The authors believe 
that BillerudKorsnäs has major projects for improving efficiency and environmentally adapting 
their production by reducing carbon dioxide. As BillerudKorsnäs performance for sustainability 
shall be reported transparently in line with recognized and established system, and reviewed by 
a third party, there is no doubt that BillerudKorsnäs are in the leading edge of a sustainable 
corporation. 
 
Presentation of results regarding carbon footprint 
When it comes to the current situation for BillerudKorsnäs, the results presented at their 
webpage and sustainability report shows credibility by actually fulfilling what they promise. 
The results show that their activities are based on their values, and that they act openly towards 
its key stakeholders. Demonstrating what they promise not only strengthens the relationship 
with consumers, it also strengthens employees' views on the brand. 97,6 percent of the fuel in 
production was renewable bioenergy in 2015 and they came in 5.7 percent lower than the target 
for emission of carbon dioxide from fuel. These results were a positive outcome for 
BillerudKorsnäs and only strengthen the brand image along its employees, investors, and other 
stakeholders.  
 
Presentation of futuristic goals regarding carbon emission  
BillerudKorsnäs has clear commitments for a sustainable future and measurable targets in both 
the short and long term, so stakeholders are under the impression about what the company wants 
to accomplish. Emissions of fossil carbon dioxide in production per tonne produced fell 
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significantly, by about 9 % to 28.3 kg per ton of product compared with 2014. This result was 
presented in their sustainability report from 2015. However, the authors wish to see more tables 
and up-to-date numbers with targeted emission reduction percentages concerning the futuristic 
goals regarding carbon emission in order for it to be as understandable as possible.  
 
Research Question 3 - How important is communicating carbon footprint to key stakeholders? 
BillerudKorsnäs are reviewing the aspects and indicators that are of vital importance to the 
business and stakeholder decision-making on an annual basis. It is the Board who is ultimately 
responsible for BillerudKorsnäs’ work on sustainability. Within the business, the overall 
responsibility rests with the CEO and Senior Management Team, which carries out the work of 
introducing common goals, launching activities and following up results as well as presenting 
them to their key stakeholders.  
 
Guidelines for stakeholder communication  
BillerudKorsnäs are using GRI as an international guideline for sustainability reporting to their 
stakeholders. They have also chosen to support the UN Global Compact because the ten 
principles reflect how they as a company approaches human rights, labor conditions, corruption 
and the environment. For BillerudKorsnäs, the UN Global Compact serves as a framework for 
the entire business. Their Code of Conduct is founded on the ten principles which therefore in 
turn steer policies and the way employees are to act. They are embracing a communication 
strategy which the authors believe is an important policy in order to ensure correct facts, 
information and other messages to the outside world. 
 
Amount of published information regarding carbon footprint 
BillerudKorsnäs is the corporation who focuses the most on sustainable development and 
environmental products. However, due to the size and the amount of published information 
regarding sustainable alternatives and argument, there is little regarding their carbon footprint. 
This is something the authors encourage BillerudKorsnäs to do, since a carbon footprint 
provides a basis for assessing certain climate-related risks, such as carbon dioxide prices, and 
facilitates the impact of companies on reduced emissions, such as emission reduction targets, 
risk management, business strategies, and transparency. 
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Table 9 below shows a summary of the most important findings from this chapter.  
 
Table 9: Summary of the most important findings 

Corporation RQ1: Which are 
the corporations’ 
key stakeholders? 

 

RQ2: How do the 
corporations communicate 
their carbon footprint to 
their key stakeholders? 

RQ3: How important is 
communicating carbon 
footprint to their key 

stakeholders? 

LKAB Customers, society, 
employees & 

owners  

• Webpage & Annual and 
sustainability report 

• Permeates the entire 
organization  

• Third party to state CO2  
• Leadership 
• GRI 
• Set goals and report 

results about their 
production  

 

• Ongoing dialogue  
• Long-term relationship  
• Responsive and 

transparent  
• Communication Policy  

DIAB Group AB Contract partners, 
Employees, 

Investors/Owners & 
Customers 

• Webpage & The 
Renewable (Newsletter)  

• Started to implement a 
sustainability thinking 

• Trust 
• Highlighting 

information how their 
products can reduce 
CO2  

• Structured interviews 
• GRI  
• Limited publication of 

carbon footprint  
• Communication 

guidelines  

BillerudKorsnäs Investors, 
customers, 
employees, 

business partners & 
society  

• Webpage & Annual and 
sustainability report  

• Incuses the entire 
corporation  

• Reviewed by a third 
party 

• Leadership 
• Climate Strategy  
• Set goals and report 

results about their 
production  

• Ongoing dialogue  
• Sustainable development 

and environmental 
products  

• Code of Conduct  
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6. Findings and Conclusions 
The chapter summarize the conclusions that could be drawn from the study and whether the 
purpose of the study was fulfilled. Finally, suggestions are given for future research. 
 
The purpose of this research was to provide a better understanding of how international 
corporations communicate their carbon footprint to key stakeholders. The authors wanted to 
investigate whether the work with carbon footprint communication differs between the chosen 
companies, and if their communication is similar to their key stakeholders. The conclusion is 
that the work of communicating the company’s carbon footprint is partially different between 
the three investigated companies. 
 
One reason to why the work differs between companies, is because both sustainability and 
carbon footprint are two very hard-defined and broad concepts. It is up to each company to 
define the concepts and how they as companies act and communicate around this. Much can 
also be due to the stakeholders’ interest in the companies' work with carbon dioxide emissions, 
and also how the dialogue with stakeholders works. Companies in different industries with 
different main products are dealing with similar issues regarding sustainability, but approaches 
and key issues may differ depending on industry and product. However, something that is 
common to the companies surveyed is that all in some way work with questions about their 
carbon footprint, and mainly because they all affect the environment internationally.  
 
Neither of the three corporations have a clear strategy for their carbon footprint communication. 
The corporations have implemented sustainability and carbon emissions well within the 
organization, but they only communicate this to a small extent externally. Through this, there 
is a difficulty in involving stakeholders in questions regarding the corporations’ carbon 
footprint and allowing this dialogue to be included in the communication. 
 
For the authors, it is very easy to perceive, understand, or interpret that the corporations aim to 
be a sustainable industrial company in the world. However, to maintain that goal, they need to 
have a highly productive operation, highly processed products and climate-and energy efficient 
processes as well as being able to communicate their efforts the best way possible. An effective 
CSC can enhance the trust among customers, and become a catalyst for environmental learning 
and change processes within the company. 
 
There is no doubt that ethical, social, or environmental issues of any kind exist in all 
corporations. LKAB, DIAB Group AB and BillerudKorsnäs have implemented a sustainable 
thinking throughout the company’s value chain. Virtually, all companies today, whether they 
work actively or not, have some form of environmental thinking. If the corporations focus more 
on trying to show concrete evidence, examples and results of what they actually do and 
communicate their sustainable development to stakeholders in order to fulfill what they 
promise, it will only strengthen the relationship with its stakeholder. 
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6.1 Research Question 1: Which are the corporation’s key stakeholders? 
The different companies work with their analysis of stakeholders in different ways, and 
prioritize different when it comes to their key stakeholders.  DIAB does not actively work with 
its stakeholder analysis but believes that the most important stakeholders are their contract 
partners, employees, investors/owners and customers. The information on the website confirms 
this as the information mainly focuses on business partners, suppliers and employees according 
to the content analysis. This means that, despite the absence of a stakeholder analysis, the 
company managed to get information through to these groups, but need to work more with 
keeping a dialogue with its key stakeholders. LKAB is very clear with its analysis of 
stakeholders and has customers, society, employees and owners as their key stakeholders. 
BillerudKorsnäs has also been very clear about which stakeholder groups that are important to 
the company and why, these are: investors, customers, employees, business partners and 
society. 
 
All three companies have customers and employees as key stakeholders, but then all companies 
differ. BillerudKorsnäs has chosen to focus on the highest number of stakeholder groups. This 
may be due to the fact that they are a company that is dependent on more stakeholder groups, 
and who see a clear advantage in having a dialogue with all five groups. Both LKAB and 
BillerudKorsnäs have society as an important stakeholder group, probably because they both 
affect the local community in which they operate through their production. Therefore, the 
products and industry play a very important role in which stakeholder groups that are 
prioritized. 
 
Something that also can be significant is whether or not the company is state-owned. Since 
LKAB is a state-owned company, the owners are seen as an important stakeholder group. While 
the remaining companies are mainly focusing on business partners and investors that are 
important for the company's continuation. How companies have chosen to work with their 
stakeholders largely influences how they chose to communicate information to these and 
through which channels they communicate. 
 
6.2 Research Question 2: How do the corporations communicate their carbon 
footprint to their key stakeholders?  
All three companies are using effective and successful strategies in order to have a dialogue 
with their key stakeholders to identify mutually beneficial actions. The companies adapt their 
message to the target group and are applying a language and content to whom it is addressed 
for in a smart and effective way. The corporations gain respect and trust from the reader if the 
person in question understand the message and believes that the content is on their level. 
Applying another language in order for everyone to read the content is both a smart and 
effective way to reach a larger audience abroad. Thus, all three companies have succeeded in 
presenting their aims, goals, or vision regarding their sustainability work to their stakeholders.  
 
The way they present their sustainability work and carbon footprint differs between the 
companies. The reason why it may be so does not only depend on the industry but on the market. 
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If the corporation has a larger number of stakeholders, they may also have a larger number of 
requirements. With higher requirements comes more responsibility. To show that they are 
working on all the demands and environmental issues placed on them, they need to 
communicate this to the stakeholders, and here is where the company's website fits very well 
as well as sustainability reports.  
 
The way companies communicate is, as mentioned earlier, slightly different where each 
company is dealing with various main issues. DIAB focuses, for example, on highlighting 
information on how their products can reduce carbon emissions, while BillerudKorsnäs and 
LKAB choose to set goals and report results about their production. This again depends to some 
extent on the company's main product. Since DIAB has a product that is considered to 
contribute to reduced emissions, the company has chosen this focus. While LKAB and 
BillerudKorsnäs, which largely affect the environment through their production, chose to focus 
more on targets for their production output. 
 
The companies write differently regarding their responsibly. The amount of information 
depends more on the industry in which they are located and what market they are operating in 
rather than their own view on sustainability. LKAB, who writes a lot about their sustainability 
work, is operating in an industry where it is important to think about the environment, and since 
they are making such great efforts in their work with this, it is good to have somewhere to tell 
you about everything they do. They are also in a large market with many stakeholders and many 
demands, which means they have many expectations to live up to. The same goes for 
BillerudKorsnäs. 
 
The companies thus choose to communicate primarily through website and publications. 
However, the target audience for communication depends on the industry and the business 
situation. The website is a good example of one-way communication and is the communication 
channel that all the companies surveyed use in their communications. So, despite the fact that 
their key stakeholders differ in a way, companies generally use relatively similar channels of 
communication. The corporations have let sustainability be a pervaded part of their website, 
not only because they are working and being successful in environmental issues, but also 
because they operate in an industry where it is particular important to be the first adapter 
regarding environmental responsibility in order to stay competitive. As with the websites, 
sustainability communication has also become an integral part of the company's 
communications.  
 
There are many different ways for the corporations to work on sustainability issues, but the 
most important to keep in mind is to attempt to focus on what the corporations see value in and 
to communicate the results the best way possible to the stakeholders. It will help the 
corporations be transparent and credible on what they are actually doing. What channels the 
chosen companies choose to communicate with their sustainability work does not seem to differ 
much. However, the amount of information published differs. This may be explained by the 
amount of target audience, size of the company, or perhaps the corporations’ stakeholders.  
 



	

	 43	

6.3 Research Question 3: How important is communicating carbon footprint to 
key stakeholders? 
Communicating its carbon footprint to the company's stakeholders can be seen as very 
important. This, since all investigated companies are constantly working to review the business 
dialogue with their stakeholders, and communicate in accordance with stakeholder 
expectations. For all companies, key stakeholders are important for their work and business 
continuity. It is important to be transparent and to report its work to its stakeholders in order to 
maintain a good relationship and dialogue with its key stakeholders. 
 
BillerudKorsnäs works extensively in examining the issues that are important to stakeholders' 
decision-making, and they work to introduce goals, activities and to monitor results and to 
present this to their stakeholders. It is therefore considered to be very important for 
BillerudKorsnäs to maintain a constant and good dialogue with its stakeholders and to know 
which issues that are of extra importance to the company. Carbon dioxide emissions are an 
essential part of their communication and can thus be considered important to their 
stakeholders, and they know that they can play a leading role in reducing emissions. Through 
this, they can create value for their customers who belong to their key stakeholders. 
 
LKAB strives to become carbon-free and wants to be at the forefront of displaying energy issues 
and technology development as they consider this a competitive advantage. By doing so, this 
can be seen as important from a stakeholder perspective. This, as they also have a constant 
dialogue with their stakeholders on sustainability issues in general and social transformation. 
The company seems to strive for a long-term relationship with its stakeholders, which means 
that communication is an important part of maintaining these relationships. 
 
DIAB, who does not actively have a dialogue with its stakeholders, however, wishes to 
emphasize the benefits their products can bring to their customers with the reduced emissions 
that come through the products. The company's owner Ratos has also held interviews with 
stakeholders to ensure that the companies have the right focus. An issue that is important to the 
company's stakeholders is the environment. Through this, reporting of sustainability has been 
prioritized within the company and are now further evolving. 
 
6.4 Recommendations for Practitioners 
During this research, the authors have come across information that may be useful to managers 
and other practitioners who currently communicate their carbon footprint or who are 
considering to do so.  
 

v In order to effectively reach out with a message or information, one first need to know 
which the company's key stakeholders are. These become the main target group for 
communication about the company's carbon dioxide emissions and are those who must 
be able to understand and interpret the message. A strategy for stakeholder information 
and stakeholder analysis is firstly needed. Through this, practitioners also need to 
consider how the dialogue with stakeholder should be formed. 
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v It is also important that practitioners focus on a specific message in their 
communication. As mentioned earlier, different companies focus on different main 
issues, which is important to decide. By focusing on things that are valued highly, it can 
help practitioners to be transparent and credible in their communication. An example of 
a specific main issue, regarding communication of carbon footprint, can be to decrease 
their carbon emissions through the entire supply chain.  

v Sustainability communication should also be an integral part of the company's overall 
communications. This in order to see sustainability as something that permeates the 
entire company. However, it is important to be clear about which parts that concerns 
sustainability issues in communication. A suggestion is to have a separate part in the 
annual report for sustainability issues or to establish a sustainability report for the 
specific company that are connected to the business. 

 
6.5 Implications for future research 
During this study, the authors have come across a number of areas that may be interesting to 
investigate further. Some areas that may be relevant to further research are: 
 

v How can companies communicate their carbon footprint more efficiently to their 
stakeholders? 

v Would it be possible for companies to report their carbon footprint to a greater extent 
and, if so, how? 

v Also, if the requirements for companies to report their sustainability work has resulted 
in companies wanting to excel more in terms of carbon dioxide emissions? 

v It is also possible to investigate from a stakeholder perspective how important 
communicating carbon footprint is for each stakeholder group, or specific stakeholder 
groups. 
 

6.6 Implications for Theory  
The purpose of this thesis it to provide a better understanding of how international corporations 
communicate their carbon footprint to key stakeholders. There is a significant amount of 
existing literature and theory in the area of sustainability and communication. The chosen 
theories used in this thesis have been used to gain a deeper understanding of the area and have 
led to a base for the conceptual framework. To reach the purpose, a descriptive approach was 
used and three stated research questions were formulated. The research questions focus on 
which are the corporation’s key stakeholders, how do the corporations communicate their 
carbon footprint to their key stakeholders as well as how important is reporting carbon footprint 
to key stakeholders. The data were collected through interviews and a content analysis which 
were compared to theory to provide a better understanding and to draw conclusions of how 
international corporations communicate their carbon footprint to key stakeholders. Most of the 
theory used corresponded with the data collected from the three interviews as well as the content 
analysis. The conclusion is therefore that there is a need for additional research on the usability 
of these theories on carbon footprint communication.  
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6.7 Limitations 
 
Due to restrictions regarding both time and resources, this research is limited. Because of this, 
only three interviews could be held with one manager from each of the three chosen 
corporations. Since the sample is rather small, it could have been studied further, as a larger 
sample could lead to a more reliable result. This research is further limited as it only investigates 
one sector, excluding interesting aspects from other industries to study further. Another 
limitation is that only one respondent is interviewed from each corporation, and thus become 
the representative of an entire company. Lastly, the interviews were held via telephone, 
preventing the authors from observing gestures and facial expressions. The researchers are 
aware that personal biases may occur.     
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Appendix A: Interview Guide (Swedish Version)  
 
Allmän information 
Researchers: Emma Hansson & Jenny Forssell, Luleå Tekniska Universitet.  
Respondent: Företag  
 
Syftet med intervjun är att undersöka hur internationella bolag kommunicerar sitt 
hållbarhetsarbete med fokus på företagets koldioxidavtryck. Intervjun beräknas ta ca 30 minuter 
och kommer genomföras via telefon. Alla frågor ska besvaras utifrån företagets perspektiv och 
uppgifter som rör respondenten kan behandlas med sekretess om så önskas. 
 
Allmän information om respondenten 
Namn: 
Titel/befattning: 

1. Vilka ser ni som era nyckelintressenter?  
 a) Hur kartlägger ni era intressenter?  
2. Hur definierar ni begreppet hållbarhet? 
3. Vad är era motiv bakom ert hållbarhetsarbete?  
4. Hur implementeras ert hållbarhetsarbete i ert företag?  
 a) Är det kopplat till er verksamhet eller engagerar ni er inom någon typ av 
 välgörenhet?  
5. Har ni några riktlinjer för hur ni ska presentera ert hållbarhetsarbete? 
  a) Om ja, hur ofta uppdateras er strategi gällande hållbarhetskommunikation?  
6. Vilken roll har hållbarhetskommunikationen?  
 a) Hur stor vikt lägger ni vid hållbarhetskommunikation?  
 b) I er hållbarhetskommunikation; vilken roll har era koldioxidutsläpp?  
7. Genom vilka kanaler sker hållbarhetskommunikationen riktad till era intressenter?  
 a) Använder ni några kanaler specifikt för vissa intressentgrupper?  
8. Hur för ni en dialog kring hållbarhetsfrågor med era intressenter?  
                      a) Har ni några riktlinjer för intressentkommunikation? 
9. På vilket sätt kommunicerar ni ert koldioxidavtryck till era intressenter idag?  
                      a) Hur presenteras informationen i era olika kommunikationskanaler?                  
                      (Hållbarhetsrapporter, hemsida etc.) 
10. Vilka budskap vill ni lyfta fram gällande koldioxidutsläpp?  
11. Hur tror ni att ert hållbarhetsarbete kommer att se ut i framtiden?  

 

 

 
 
 



	

	

Appendix B: Interview Guide (English version)  
 
General information 
Researchers: Emma Hansson and Jenny Forssell, Luleå University of Technology. 
Respondent: Corporation 
 
The purpose with this interview is to investigate how international corporations communicate 
their sustainability work, focusing on the companies’ carbon footprint. The interview is 
estimated to take around 30 minutes and will be conducted by phone. All questions should be 
answered from the perspective of the corporation and information regarding the respondent can 
be processed with confidentiality if desired.  
 
General information about the respondent 
Name: 
Title/position: 
 
1. Which are your key stakeholders?   
 a) How do you chart your stakeholders? 
2. How do you define the concept of sustainability? 
3. What are your motives for your sustainability work? 
4. How is the sustainability work implemented in your company? 
  a) Is it connected to your operation or do you engage in some kind of charity? 
5. Do you have any guidelines on how to present your sustainability work? 

a) If yes, how often does your communication regarding sustainability get 
updated? 

6. What part does communication of sustainability attain at your company? 
 a) How much of an influence is your sustainability communication?  
 b) In your sustainability communication; which role does your carbon dioxide 
 emissions have?  
7. Through what channels are communication of sustainability addressed to your 
stakeholders? 
 a) Do you use any channels specifically for certain stakeholders? 
8. How do you conduct a dialogue on sustainability issues with your stakeholders? 
                      a) Do you have any guidelines for communication with stakeholders? 
9. How do you communicate your carbon footprint to your stakeholders today?  
                      a) How is information presented in your different communication channels?             

(Sustainability reports, website etc.) 
10. What message do you want to highlight regarding CO2 emissions? 
11. How do you think your sustainability work will look like in the future? 
 
 
 
 



	

	

Appendix C: Questions used to conduct the content analysis  
 

1. Which stakeholder groups is the website and sustainability report targeted at? 
    - Does the company mention anything about their key stakeholders on their                                            
website/sustainability report? 

2. How does the corporation publish their sustainability work on their website and in their 
sustainability report?  

3. What kind of tonality is the most used in their sustainability communication?  
4. How much of the sustainability communication comprises of carbon footprint? 
5. How much do they mention sustainability and carbon footprint in their 

communication?  
6. Where do the corporation publish their carbon footprint on their website?  
7. How does the company present their results regarding carbon footprint? (In the 

sustainability report, and website) 
8. Are there any differences / similarities between how the selected corporations publish 

their sustainability work?  
9. What do the corporations mention that they work with regarding their carbon 

footprint? 
10. Do the corporations write about their carbon footprint in the same way or do they 

differ? 
11. Do the selected corporations present any futuristic goals regarding carbon footprint?  
12. Does the information about their carbon footprint seem to be targeted to any particular 

stakeholder group? 
13. Have the corporation published any stakeholder policy, or guidelines for 

communication with stakeholders? 

 

 

 

 

 

 

 

 

 
 
 

 

 



	

	

Appendix D: List of abbreviations and definitions 
 
Carbon Footprint – an attempt to capture the full amount of greenhouse gas emissions that 
are directly and indirectly caused by an activity or are accumulated over the life stages of a 
product 
 
Sustainable development – a concept where the development to meet present needs does not 
compromise the future generation’s needs 
 
Corporate sustainability – the idea of sustainable development at the company level 
 
Corporate Sustainability Communication (CSC) – Corporate communications regarding 
sustainability issues are often referred to as CSC. The concept can be seen as the integration 
of sustainability issues into existing program areas  
 
Stakeholder – any group or individual who can affect or is affected by the achievement of the 
organization’s objectives 
 
  


