
Best practice or PR strategy?
Integrated reports as impression management in a Swedish mining company

Gisela Brodin

Sofie Vesterlund

Business and Economics, master's level 

2018

Luleå University of Technology 

Department of Business Administration, Technology and Social Sciences



I 
 

 

  



II 
 

ACKNOWLEDGEMENTS 

The research presented in this thesis was carried out as a degree project at the Department of 

Business Administration, Technology and Social Sciences Division, Luleå University of 

Technology, in the spring of 2018. We would like to express our gratitude to a number of 

people, who have contributed to the work. First, we would like to express our gratitude to our 

supervisor professor Johan Sandström. Thanks for your continuous support throughout this 

journey. Thanks for the patience and for always being available to discuss, give good advices 

and answer our questions. Mainly, your constant challenges has broadening a better research 

and contributed to our academic knowledge. We would also like to thank all of our fellow 

students for your constructive criticism and discussion. Finally we like to thank our beloved 

families for their encouragement and support. 

 

Luleå, june 2018 

 

 

 

 

       

Gisela Brodin   Sofie Vesterlund  



III 
 

  



IV 
 

ABSTRACT 

Environmental and social problems are often connected to the mining industry. Hence, there is a 

history of conflicts between industry actors and stakeholders such as non-governmental 

organizations, regional politicians, environmental authorities, academics, community 

researchers, tourism industry and indigenous people. Despite being criticized for some of its 

work on sustainability, mining companies have indeed improved their communication 

regarding sustainability and are even considered to be at the forefront of corporate 

sustainability communication in general, predominantly in the area of sustainability, or 

integrated, reporting. Thus, a question is how the mining industry can be seen at the cutting 

edge regarding sustainability communication while also considered as one of the most 

unsustainable industries?  

 

One way of approaching such questions in the field of accounting and control is through the 

analytical framework of impression management, focusing on how companies through their 

reporting manage impressions of themselves on their stakeholders. Despite the strategic 

importance in which the information is presented in integrated reports, the full range of 

impression management techniques suggested by Brennan et al. (2009) has not, to our 

knowledge, been used to understand integrated reports in the mining industry. The Swedish 

mining company, Luossavaara-Kiirunavaara AB (LKAB), wholly owned by the Swedish state 

and Europe’s largest producer of iron ore, has been selected as a case company due to its 

ambition to become a world leader in “best practices” on social and environmental aspects. 

The purpose of this thesis is to make a detailed review of the integrated reports published by 

LKAB (2008-2017) through the lens of impression management and decode the 

expressiveness of impressions related to both qualitative and quantitative information.  

 

Using such a lens this study provides evidence that the company distorts information to 

appear as better rather than report performance objectively. The composite bias score 

indicates the degree to which information is angled against positive or negative aspects. When 

the result shows +1, the company is completely positively biased, while -1 indicates that the 

company is completely negatively biased. The mean of bias score for the years between 2008-

2017, shows that the qualitative (quantitative) information totals to 0.76 (0.51) which 

indicates that both measurements are positively biased. A high score of impression 

management increases the potential for erroneous decision-making by stakeholders. 

Furthermore, a comprehensive test of the differences in impression management confirms that 

a higher result of qualitative and quantitative information occurs when the company performs 

well and is located in the upper quartile related to profit for the year. The reason is due to the 

fact that a positive result is related to increased figures which are reflected in the measurement 

of quantitative impression management. Hence, a measure of impression management related 

to Global Reporting Initiative (GRI), indicates that G4 has lower bias score related to both 

qualitative and quantitative information. GRI G4 is a more comprehensive standard compared 

to the earlier version, G3. G4 generally causes the case company to report more information. 

In view of this, it is possible to note that G4 entails a more transparent accounting and reduces 

the scope for impression management.  
 

Keywords: Corporate social responsibility, Sustainable development, Mining industry, 

Impression management, CSR 
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SWEDISH ABSTRACT 

Miljömässiga och sociala problem är ofta relaterade till gruvindustrin. Mot bakgrund av detta 

förekommer historiska konflikter mellan branschaktörer och intressenter såsom icke-statliga 

organisationer, regionala politiker, miljömyndigheter, akademiker, samhällsforskare, 

turismindustrin och ursprungsbefolkningen. Trots att gruvindustrin kritiseras för sitt arbete 

med hållbarhetsfrågor har gruvföretagen faktiskt förbättrat sin kommunikation gällande 

hållbarhet och anses även vara i framkant av företags hållbarhetskommunikation i allmänhet, 

främst inom hållbarhetsredovisning. En fråga är således hur gruvindustrin kan ses i 

framkanten när det gäller hållbarhetskommunikation samtidigt som den anses vara en av de 

mest ohållbara industrierna? 

 

Ett sätt att närma sig sådana frågor inom redovisning och styrning är genom det analytiska 

ramverket impression management, med fokus på hur företag genom sin rapportering hanterar 

intryck av sig själva mot sina intressenter. Trots den strategiska betydelsen av hur 

informationen presenteras har samtliga tekniker för impression management som föreslagits 

av Brennan et al. (2009) inte, enligt vår kunskap, använts för att förstå 

hållbarhetsredovisningen inom gruvindustrin. Det svenska gruvföretaget Luossavaara-

Kiirunavaara AB (LKAB), helägt av svenska staten och Europas största järnmalmsproducent, 

har blivit utvalt som fallföretag mot bakgrund av ambitionen att bli världsledande inom 

"Bästa metoder" gällande sociala och miljömässiga aspekter. Syftet med denna uppsats är att 

genomföra en detaljerad genomgång av de hållbarhetsredovisningar som har publicerats av 

LKAB (2008-2017), genom linsen för impression management och avkoda uttrycksförmågan 

hos intryck relaterade till både kvalitativ och kvantitativ information. 

 

Med hjälp av en sådan lins ger denna studie bevis för att företaget presenterar information för 

att framstå som bättre snarare än att rapportera resultat objektivt. Det sammansatta poängen 

anger till vilken grad information vinklas positivt eller negativt. När resultatet visar +1 vinklar 

företaget informationen som fullständigt positiv, medan -1 indikerar att företaget vinklar 

informationen som fullständigt negativ. Medelvärdet för poängsättningen relaterat till 

impression management mellan år 2008-2017 visar att den kvalitativa (kvantitativa) 

informationen uppgår till 0,76 (0,51). En hög poängsättning för kommunikation ökar 

potentialen för felaktigt beslutsfattande av intressenter. Vidare bekräftar ett omfattande test av 

skillnaderna i impression management att ett högre resultat av kvalitativ och kvantitativ 

information uppstår när företaget befinner sig i den övre kvartilen relaterat till årets vinst. 

Orsaken beror på att ett positivt resultat är relaterat till högre siffror vilket återspeglas i 

mätningen av kvantitativ impression management. Utöver detta indikerar en mätning av 

impression management relaterat till Global Reporting Initiative (GRI), att G4 genererar en 

lägre poängsättning relaterat till både kvalitativ och kvantitativ impression management. GRI 

G4 är en mer omfattande standard jämfört med den tidigare versionen, G3. G4 ökar 

fallföretagets rapportering av information. Mot bakgrund av detta är det möjligt att konstatera 

att G4 innebär en mer transparent redovisning och minskar möjligheterna till impression 

management. 

 

Nyckelord: Corporate social responsibility, Hållbar utveckling, Gruvindustrin, Impression 

management, CSR  
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1. INTRODUCTION 

  

Mineral prices have rapidly increased in the twenty-first century (ICMM, 2013), which 

has resulted in an expansion of mining activities. Although the industry often is making 

significant economic contributions, the extraction of mineral resources is one of the 

most polluting activities in the world and social problems are often found in local 

communities related to the industry (Peck and Sinding, 2003; Haikola and Anshelm, 

2016; Abuya, 2015). Hence, there is a history of conflicts between industry actors and 

stakeholders such as non-governmental organizations, regional politicians, 

environmental authorities, academics, community researchers, tourism industry and 

indigenous people (Haikola and Anshelm, 2016). 

 

During the last decades, the industry has therefore shown a much stronger interest in 

issues related to sustainability and CSR (Corporate Social Responsibility). Despite 

being criticized for some of its work on sustainability (e.g. Hamann, 2003; Hilson, 

2012; Slack, 2012), mining companies have indeed improved their communication 

regarding sustainability (Ranängen and Lindman, 2017; Azapagic, 2004) and are even 

considered to be at the forefront of corporate sustainability communication in general, 

predominantly in the area of sustainability, or integrated reporting (Jenkins and 

Yakovleva, 2006; Kapelus, 2002; Reichert, Webb, and Thomas, 2000; Tilt and Symes, 

1999). Thus, a question is how the mining industry can be seen at the cutting edge 

regarding sustainability communication while also considered as one of the most 

unsustainable industries (Peck and Sinding, 2003)? Is the sustainability communication 

merely a PR strategy or does it reflect the impact on environment and society that the 

companies have in practice (Slack, 2012)? 

 

One way of approaching such questions in the field of accounting and control is through 

the analytical framework of impression management, focusing on how companies 

through their reporting manage impressions of themselves on their stakeholders. The 

theory indicates that companies use their reports to create favorable impressions 

(Hooghiemstra, 2000; Bansal and Clelland 2004; Patelli and Pedrini 2013; Talbot and 

Boiral 2015), within accounting and control often with a focus on influencing people's 

perception of company performance (Neu, Warsame and Pedwell, 1998). 

 

Targeting mining, impression management have been used to study the conflicts that 

arise between companies’ operations and society, and how this has led to the 

development of mining companies' strategies to address these problems. A review of 

mining companies’ reports reveals that a construct of the language is used by companies 

to demonstrate their responsibility (Jenkins, 2004). Several impression management 

techniques can be used to neutralize sensitive issues. Mining companies state that they 

have a positive or neutral impact on the surrounding community instead of indicate that 

they utilize natural resources (Boiral, 2013). 

 

Furthermore, integrated reporting can be seen as a tool for providing stakeholders with 

the information they need to make their decisions (GRI, 2013; Merkl-Davies and 

Brennan, 2007), or as organizational impression management which encourages an 

opportunistic behavior (Merkl-Davies and Brennan, 2007). Despite the strategic 

importance in which the information is presented in integrated reports, the full range of 

impression management techniques suggested by Brennan et al. (2009) has not, to our 

knowledge, been used to understand integrated reports in the mining industry. 
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The Swedish mining company, Luossavaara-Kiirunavaara AB (LKAB), wholly owned 

by the Swedish state and Europe’s largest producer of iron ore, has been selected as a 

case company due to its ambition to become a world leader in “best practices” on social 

and environmental aspects (Haikola and Anshelm, 2016). In addition, LKAB, on several 

occasions has been awarded for prominent communications and sustainability efforts 

(Sveriges kommunikatorer, 2018; Norrbottens affärer, 2017; LKAB, 2009).   

 

The purpose of this thesis is to make a detailed review of the integrated reports 

published by LKAB (2008-2017) through the lens of impression management and 

decode the expressiveness of impressions related to both qualitative and quantitative 

information. Through this, the thesis aims to contribute to the research field regarding 

mining and sustainability.   
 

The introduction is followed by chapter 2 which indicates the conceptual frame of 

reference. Furthermore, the methodology of the study in chapter 3 is presented. Chapter 

4 gives an overview of the result and analysis of the study. Finally, in chapter 5 the 

summary and conclusion are presented.     



 

3 
 

2. CONCEPTUAL FRAME OF REFERENCE 

 

This chapter deals with current theories in relation to the problem area. The conceptual 

frame of reference begins with the theory of impression management. This is followed 

by a description of impression management in accounting and an overview of the 

techniques used in this study. Finally, the chapter ends with a discussion of impression 

management in integrated reports and the mining industry. 

 

2.1 Impression management  
 

Impression management was developed within psychology (Riess, Rosenfeld, Melburg, 

and Tedeschi, 1981) when the sociologist, Goffman, introduced a framework to explore 

how individuals manage impressions of themselves on their audiences. The theory 

indicates that people use their “expressiveness” to create “impression” in order to be 

perceived favorably. Individuals are seen as an actor who assumes a role to influence 

the surrounding (Persson, 2012). The audience then tries to decode the expression 

(Solomon, Solomon, Joseph and Norton, 2011). An incentive is that individuals predict 

embarrassment and try to avoid it (Scheff, 2006). The theory indicates that there are two 

ways to manage the impression, since it is possible to create a front and hide (Persson, 

2012). 

 

2.1.1 Impression management in accounting  
 

Impression management is not limited to psychology but exist within all social 

interaction (Persson, 2012). Inspired by Goffman, research was introduced in the field 

of impression management and accounting (Beattie, Dhanani and Jones, 2008) which 

indicates that both individuals and companies can bias the information (Leary and 

Kowalski, 1990).  

 

In the context of accounting, the aim of impression management is to affect people's 

perception of company performance (Hooghiemstra, 2000; Bansal and Clelland 2004; 

Bansal and Kistruck 2006; Bolino, Kacmar, Turnley and Gilstrapet, 2008; Patelli and 

Pedrini 2013; Talbot and Boiral 2015). Corporate managerial performance can not be 

directly observed, which indicates that stakeholders make decisions on the basis of the 

financial reports. However, problem arises as the financial reports are prepared by the 

management itself (Lambert, 2001). This, in turn, creates incentives for companies 

using impression management for self-serving purposes (Subramanian, Insley, and 

Blackwell, 1993; Neu et al., 1998).  It is however possible to observe methods and 

trends regarding how companies choose to report information. These methods and 

trends correspond to the perception that the company presents the information to appear 

as better rather than reporting performance objectively (Clatworthy and Jones, 2003). 

This study analyzes impression management disclosures following the scheme in 

Brennan et al. (2009).   

 

  
Figure 1  The full range of impression management techniques suggested by 

Brennan et al. (2009)  
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The scheme indicates that the company can emphasize positive performance while 

downplaying negative outcomes (Brennan, Guillamon-Saorin, and Pierce, 2009; 

Bowen, Davis and Matsumoto, 2005; Courtis, 2004; Subramanian et al., 1993; Kohut 

and Sears, 1992), select the most favorable item within the whole range of information, 

 use thematic manipulation with a positive language to emphasize prosperous outcomes 

or apply performance comparison by choosing a benchmark that generates a favorable 

comparison (Krische, 2005; Schrand and Walther, 2000). Each of the chosen impression 

management techniques includes different object and methods for measure. These are 

briefly summarized below and further presented in appendix B.  

 

1. Emphasis indicates that companies affect the readers’ perceptions by for 

instance bulleted or numbered lists, colors, graphic highlighting, headings, logos 

and shadows (Jameson, 2000). The technique includes visual emphasis, 

repetitions of statements, repetition of amounts and reinforcement of keywords 

(Brennan et al., 2009). Visual emphasis is categorized on the basis of three 

levels (Brennan et al., 2009; Bowen, Davis, and Matsumoto, 2005) and includes 

the most emphasized to least emphasized: (1) When the text includes heading 

and plain text, the headline is classified as the most emphasized, while the first 

and second paragraphs are considered as next most emphasized. (2) However, if 

the text contains at least four visual emphasis, the headline is considered to be 

the most emphasized, while visual emphasis such as bold text is next most 

emphasized. Plain text is then considered to be least emphasized. (3) When two 

or three visual emphasis is used, the highest ranking visual emphasis is 

considered to be the most emphasized, while plain text is least emphasized. 

Other information is considered as next most emphasized. In cases where only 

plain text exists, the starting point is that the first and second paragraphs are 

most emphasized, while the third and fourth paragraphs are next most 

emphasized. Text presented after the fourth paragraph is then considered to be 

least emphasized (Brennan et al., 2009). Another approach to emphasizing 

positive information is repetition of text. A repeat is considered to occur if the 

same information is specified more than once (Osma and Guillamón-Saorín, 

2011; Brennan et al., 2009). The same applies when a statement contains the 

same information, but varies with single words. The strategy of repeating text 

misleads the reader for two reasons. (1) When the document is short, a repeat 

may cause the reader to focus on the current statement while less favorable 

information disappears in the context. (2) Mislead the reader by repeating 

positive information and mentioning negative information once (Brennan et al., 

2009). The final technique, reinforcement of keywords, includes strengthening 

(Osma and Guillamón-Saorín, 2011; Brennan et al., 2009) or diminution of 

keywords using a qualifier (Brennan et al., 2009).  

 

2. The quantitative method selectivity, states that the best number from the full 

range of information is selected, whether it is operating result or profit for the 

year (Osma and Guillamón-Saorín, 2011). Research indicates that unrecognized 

accounting principles in some respects are reported in narrative disclosures 

instead of accepted accounting principles as these figures are usually somewhat 

higher. This supports the assumption of impression management where it can be 

assumed that companies use unacceptable methods to influence readers' 

perceptions (Brennan et al., 2009).  
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3. Thematic manipulation is a technique used by the company to emphasize their 

prosperous performance (Osma and Guillamón-Saorín, 2011) or to conceal their 

negative performance through the use of a positive language (Abrahamson and 

Park, 1994; Abrahamson and Amir, 1996). The technique includes keywords, 

statement and amounts. A keyword symbolizes the company's result or 

highlights a performance. One of two criteria must be met for a word to be 

classified as a keyword. (1) A positive or negative result for the company is 

included in the sentence where the keyword is to be found. (2) The environment 

that is affecting the company positively or negatively is mentioned in the 

sentence (Brennan et al., 2009). In order to determine whether a keyword is 

positive or negative, account must be taken of the fact that a positive word may 

have a negative meaning (Clatworthy and Jones, 2003). A statement is defined 

as a combination of words with different meanings that together indicate a 

problem or theme (Weber, 1990, referred to in Brennan et.al., 2009). Similar to 

keywords, statement is categorized as either positive or negative (Clatworthy 

and Jones, 2003). One sentence can include several problems that each should 

be classified as separate statements. Furthermore, it is possible to use thematic 

manipulation regarding amounts (Brennan et al., 2009), by classifying the figure 

as positive or negative compared with prior years (Osma and Guillamón-Saorín, 

2011). Even in this case, the context must be taken into account (Brennan et al., 

2009).  

 

4. Performance comparisons, is an approach to reinforce quantitative information. 

The method indicates that the company can compare its performance over the 

years or carry out a comparison within the industry (Osma and Guillamón-

Saorín, 2011; Brennan et. al., 2009). Quantitative information can be presented 

using monetary and non-monetary amounts. Non-monetary quantities consist of 

numbers and percentages, while monetary amounts are presented in currency. 

Performance comparison includes three categories depending on whether the 

quantitative information has increased, decreased or is unchanged. 

Reinforcement of qualitative information occurs if: (1) the company is including 

a percentage to explain this year’s development compared to previous year. (2) 

The company use numbers to explain this year’s development compared to 

previous year. The company can use both of the above-mentioned strategies in 

the same sentence, which generates a dual emphasis (Brennan et al., 2009).  

 

Previous research indicates that the theory of impression management can be used as 

tool to observe disclosures trends and practices that managers use to strengthen the 

brand (Clatworthy and Jones, 2003). Abrahamson and Park (1994) and Abrahamson and 

Amir (1996) examine concealment of negative outcomes in presidents’ letters. 

Clatworthy and Jones (2003) study the relationship between impression management 

and firm performance using thematic analysis, and counts positive and negative 

keywords. Johnson and Schwartz (2005) state that pro forma earnings can be used to 

influence the reader's perception of the company's results. Clatworthy and Jones (2006) 

show that managers act opportunistically in establishing accounting narratives, by 

studying textual characteristics. Beattie et al., (2008) indicates that there has been an 

increase use of voluntary information, page length, impression management through 

selectivity and manipulation which all together suggests that policy guidelines is 

important for protecting users. Osma and Guillamón-Saorín (2011) studying the 

relationship between impression management and corporate governance in annual 

results press releases and provides that strong governance limits impression 

management.   
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2.1.2 Impression management, integrated reports and mining industry 

 

Bansal and Kistruck (2006) shows incentives for companies to use impression 

management in the integrated report. The reason is due to three aspects. First, 

investments are needed to change environmental behavior, which indicates that it is 

both cheaper and easier to emphasize impression management. Secondly, the use of 

impression management generates benefits that can be compared to the positive aspects 

that may arise in the event of a change in behavior. Third, impression management is 

advantageous due to the opportunity to mislead stakeholders in environmental issues. 

 

Impression management can be used as a strategy to highlight the company's 

commitment to sustainable development (Boiral, 2013). The emergence and interest in 

sustainability has contributed to justify existence among companies to take 

responsibility to report their sustainability (Jenkins and Yakovleva, 2006). Based on the 

increased demand, mining companies have improved their communication regarding 

sustainability (Ranängen and Lindman, 2017; Azapagic, 2004) and are considered to be 

at the forefront of CSR communication (Jenkins and Yakovleva, 2006; Kapelus, 2002; 

Reichert et al., 2000; Tilt and Symes, 1999). In the mining industry, CSR is about 

balancing the demands of the surrounding society, the need to protect the environment 

and the need to make a profit. In order to succeed, the mining industry must identify all 

aspects and combine these with their own interests (Guerra, 2002).  

 

Research in the field of impression management and the mining industry has studied 

how companies respond to threats and conflicts with legitimacy. An analysis of 16 

global operation mining companies’ mixture reports from the years 2001/2002 showed 

that mining companies used the language and constructs to impose its responsibility for 

the environment and society (Jenkins, 2004). Furthermore, a study that included GRI 

G3 reports from various mining companies during the period of 2008-2010 has shown 

that companies distance from the impact of their actions. Accounting tactics are an 

approach to offer an explanation for denying responsibility or apologize a problem 

(Boiral, 2013). There are, however, regulations which concerns what an integrated 

report should include (GRI, 2013). Thus, the link between integrated reports and 

impression management is an interesting subject for further research. Successful use of 

impression management entails that a company may mislead outsiders (Neu et al., 

1998). A high expressiveness of impression management reduces the potential for 

stakeholders to correctly perceive the company's performance (Hooghiemstra, 2000).  
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3. METHODOLOGY 

  

This chapter presents the research methods which have been used. The research 

process is explained as whole and includes the research purpose, the research 

approach, the research strategy, the data collection and the data analyses. 

 

3.1 Research purpose 
 

An exploratory purpose is used to provide a fundamental understanding to a 

phenomenon  that previously more or less has been unexplored and where there is a 

limit to existing knowledge (Saunders, Lewis and Thornhill, 2012; Marshall and 

Rossman, 2011). It is useful when obtaining and developing new ideas (Yin, 2014). 

Furthermore, the exploratory purpose aims to reach clarity and generate ideas and to 

investigate phenomena through a new lens (Patel and Davidson, 2011).  

 

The purpose of this thesis was to make a detailed review of the integrated reports 

published by LKAB (2008-2017) through the lens of impression management and 

decode the expressiveness of impressions related to both qualitative and quantitative 

information. Despite the strategic importance in which the information is presented in 

integrated reports, the concept of impression management techniques following the 

scheme in Brennan et al. (2009) has not been used to study integrated reports in the 

mining industry, therefore this thesis is exploratory. 

 

3.2 Research approach 
 

The study is based on existing theories that are compared to reality, which is in line with 

a deductive approach. In addition, it will be possible to create an increased 

understanding of the studied area and adapt the study based on this. The empirical scope 

can be expanded and contribute to the possibility of applying existing theories in new 

areas (Alvesson and Sköldberg, 2017). The deductive approach delineated the thesis 

into relevant empirical research and created an understanding of the studied area. 

 

In addition to the deductive research effort, a qualitative method for data collection and 

analysis has been used. The reason is due to the fact that study is subject to textual 

interpretation. Furthermore, the qualitative method can be used in order to generate 

quantitative data (Brewerton and Millward 2001) which has been done in the study. The 

qualitative method increases the understanding of the studied area and entails the 

possibility of mapping an overall picture (Holme and Solvang, 1997). The method tries 

to understand how individuals or groups see themselves in relation to their surroundings 

(Hartman, 2004). CSR and the mining industry constitute a complex area, which induce 

that the qualitative method is appropriate for generating an in-depth analysis.  

 

3.3 Research strategy 
 

A case study method was selected in order to understand the integrated reports 

published by LKAB (2008-2017). A case study involves an in-depth study of a single 

case which allows the researcher to do an extensive investigation. Research based on a 

case study is relevant if an in-depth study is crucial for describing the phenomenon 

(Bryman and Bell, 2013; Yin 2014; Brewerton and Millward, 2001). A case study is 

appropriate when the research questions intend to answer the phenomenon of how and 
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why (Jensen and Sandström, 2016) and when the research field is limited (Edmondson 

and Mcmanus, 2007).  

 

3.3.1 The case company 
 

The Swedish mining and metal company, LKAB, was selected as the case company due 

to their leading position on the European market. Approximately 80 % of the ore in 

Europe is mined by LKAB which makes them the largest producer in Europe. Apart 

from this LKAB is the second largest producer of pellets in the world (LKAB, 2017). 

Since 2008 it has been obliged for companies owned by the Swedish state to report 

sustainability issues (Regeringskansliet, 2007). In view of this, LKAB has written ten 

integrated reports, which are all included in this study. According to LKAB the 

company has a very comprehensive sustainability report and well established CSR 

communication. The firm´s goal is to become one of the most resource-efficient, 

responsible and innovative mining companies in the world. In addition, LKAB is an 

interesting case company regarding its influence on the local community. In order for 

LKAB to continue mining iron ore, being active in the industry and world-leading in 

exports, an urban transformation is required. The expansion of the mining has resulted 

in an increased demand for land, which means that citizens must move. In total, 700 000 

square meters of residential and local areas and about 5 000 homes will be moved. A 

quarter of the population in neighboring areas has to be evacuated, which corresponds to 

approximately 10 000 people. The company states that the urban transformation is a 

unique situation in the world, which is expected to continue until the extraction of the 

current main levels are completed, no earlier than 2035 (LKAB, 2016a). 

 

3.4 Data collection  
 

Literature reviews are useful to gain understanding for the subject (Bryman and Bell, 

2013; Saunders et al., 2012). The case study was initiated with a literature review in 

order to map established research regarding sustainability communication in the mining 

industry. A second literature review was conducted to establish the conceptual frame of 

reference and to investigate why and how impression management can be used to 

generate and explain the empirical outcome. A table was drafted which announced 

papers of interest, where relevant papers were categorized based on the purpose, result 

and the conceptual frame of reference of the study. The search for literature took place 

in the spring of 2018 and was carried out by Google Scholar, PRIMO and Scopus. In 

some cases, the journals’ websites were visited. In order to ensure the quality of the 

articles, the number of citations was examined. Interesting articles from each database 

were saved while duplicates and non-relevant hits were discarded. Some of the papers 

were found through reference lists in the already identified papers.  

 

The search process has been partially limited since the term for CSR is comprehensive 

and contains several definitions, such as economic, social and environmental aspects. In 

addition, the term is closely linked to sustainable development (Jankalova, 2016). When 

established research excludes the following words; corporate social responsibility, CSR, 

sustainable development or corporate communication, the search will not generate any 

hits on the current article. This results in the study losing relevant research, unless the 

paper was found through skimming. 

 



 

9 
 

 

3.5 Data analysis 
 

At the initial stage of the literature review, large amounts of secondary data were found. 

To create structure, a table was established which categorized the material based on the 

content of the paper. The table was created to provide an overview of the current 

research field and contained a relatively large spread of relevant and less relevant 

articles. To determine the most relevant articles for the purpose of the study, the 

material was coded based on table 1: 

 

Table 1  Coding criteria for most relevant articles   

 
Coding criteria    Description 

 
Industry  Does the study focus on the mining industry or the extractive industry? 
Content  Is the content of the paper relevant to this study’s purpose? 
Country  In which country does the study operate? 
Research question which research questions were used in the study? 
Research method  which research method did the authors use? (E.g. case study) 
Data sources  which data sources were used in the study? (E.g. interviews, surveys?) 
Frame of reference which frame of reference was used in the study? (E.g. impression management) 
Findings   How did the study contribute to the research front? 

 

 

The above stated table resulted in two possibilities. Firstly which articles that were in 

line with the purpose of the study and secondly that the core subjects of ISO 26 000 

with associated issues, presented in appendix A, emerged as a good filter to sort out and 

structure CSR communication of the case company’s integrated reports. The choice of 

using ISO 26 000 as a guideline for sustainability is consistent with previous research 

related to the mining industry and enhances the strength of this study. The goal with 

ISO 26 000 is to generate a definition of sustainability and clarify the importance of 

social responsibility (ISO, 2010). Furthermore, the standard can be used to evaluate 

CSR performance of the company (Ranängen, 2013). 

 

ISO 26 000 is a global standard used by organizations to generate credibility (Castka, 

Bamber, Bamber, and Sharpet, 2004). In 2010, the standard was developed as a guide 

for the company's social responsibility (ISO, 2010). The standard is extensive and 

includes other ISO standards such as ISO 14001 for environmental management, ISO 

50001 for energy management, OHSAS 18001 for occupational health and safety 

management, SA 8000 for social accountability and ISO 9001 for quality management 

(Ranängen, 2013). Against this background, ISO 26 000 is a preferable lens for this 

study. The standard favor transparency and ethical responsibility, which contributes to 

health and welfare of the society (Ranängen, 2013). ISO 26 000 is a guide rather than a 

requirement, which means that the company can not be certified. Instead, the standard 

helps companies to take effective actions. ISO 26 000 is addressed to all types of 

organizations and contributes to sustainable development (ISO, 2010).  

 

The standard is based on seven fundamental principles; accountability, ethical behavior, 

respect for stakeholder interests, respect for the rule of law, respect for international 

norms and behavior, respect for human rights and transparency. In addition to this, 

social responsibility is categorized into seven core subjects; community involvement 

and development, consumer issues, fair operating practices, human rights, labor 

practices, the environment and organizational governance (ISO, 2010). Table 2 presents 

an example of coding criteria related to ISO 26 000. The information that met the 
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criterion for the framework was sorted out for further processing, while other material 

was discarded.   

 

Table 2  Coding criteria for ISO 26 000 

 
Quotes from the case company's integrated reports    Core issue   

 
“Reducing the number of accidents is one of our priority sustainability goals... “  

 (LKAB, 2017, s.6).     Health and safety at work 

“Fines are finely crushed iron ore that is agglomerated at a high temperature…”  

 ( LKAB, 2017, s. 17).      Discarded  
“The orebody in Kiruna is an inclined slab of magnetite…”   

( LKAB, 2017, s. 27).               Discarded 
“We also need to substantially reduce our environmental impact…”  

( LKAB, 2017, s. 5).          Prevention of pollution 
“Among others, we work closely with Luleå University of Technology…”  

( LKAB, 2017, s. 43).          Education and culture 
“...clear anti-corruption guidelines.”  

( LKAB, 2016b, s. 37).    Anti-corruption  

 
 

Furthermore, an understanding of the collected material was established using the 

impression management techniques following the scheme in Brennan et al. (2009). A 

certain system for calculation has been used in order to measure how the case company 

manages impressions of themselves on their stakeholders;   

 

1. In order to measure the qualitative impression management composite score, 

each keyword is divided into positive and negative categories and is given a 

weighing of 1.0. The keywords are then divided into emphasis location where 

the most emphasized keyword is given the weighing of 1.0, the next- most 

emphasized section is given the weighting of 0,5 and the least emphasized 

section has no weighting. The weighting of 0.5 is given if the statements are 

repeated and when the keyword is reinforced.  

 

2. In order to measure the quantitative impression management composite score, 

each amount is divided into positive and negative categories and is given a 

weighing of 1.0. Respective amount divided into emphasized location where the 

most emphasized amount is given the weighing of 1.0. The next- most 

emphasized section is given the weighting of 0.5 and the least emphasized 

section has no weighting. The amount is ranked highest, medium or lowest 

depending on whether the number is the most beneficial for the company or not. 

The highest selectivity is given the weighting of 1.0. The medium selectivity is 

giving the weighting of 0.5 and the lowest selectivity has no weighting. The 

weighting of 0.5 is given if the amount is repeated and when the amount is 

accompanied by a performance comparison.  

 

3. Finally, the total composite bias score is calculated. The number shows the 

degree to which information is angled against positive or negative aspects and 

provides evidence to what extent the company presents the information to 

appear as better rather than report performance objectively (Clatworthy and 

Jones, 2003).  
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Figure 2  Calculation of total composite score following the scheme in 

Brennan et al. (2009) 

 

In this study a manual encoding has been used. Manual coding is time consuming but 

generates a detailed result. In manual analysis, researchers encode keywords and 

statements by looking at the context of the text. Due to the in principle inexhaustible 

scope of keywords, a higher reliability is generated in comparison with a computer-

based technique (Wallace, 1992). A computer-based analysis indicates that keywords 

must be programmed, which causes problem to identify the context of the text (Brennan 

et al., 2009). 

 

3.6 Research quality  
 

In order to avoid issues with reliability, the credibility of the study can be tested in 

advance. The terms validity and reliability is used in order to determine the credibility 

of the study. Validity is about measuring what is intended to be measured to reduce 

systematic errors. The term reliability is about estimating if the measurement is reliable. 

Reliability is high when the same outcome is achieved regardless of who makes the 

measurements and the number of times it is repeated (Bryman and Bell, 2013; Saunders 

et al., 2012). For case studies, it is especially relevant to discuss construct validity, 

external validity and reliability (Yin, 2014).  

 

To ensure reliability, an archive was established where relevant articles and comments 

were noted during the reading process. In addition to this, the lens of ISO 26 000 and 

the framework of impression management were included. Furthermore, all of the 

integrated reports have been coded independently by each of the writers of the thesis, to 

determine the same result in both measurements. Afterwards, respective results have 

been compared to determine possible differences and analyze reported deviations. The 

measurement resulted in the same outcome being achieved no matter who performs the 

measurement. 

 

Validity was established by studying the integrated reports in Swedish. The reason is 

that the authors' native language is Swedish, which implies a good understanding of the 

language as a whole, its context and meaning. In addition, the company mainly reports 

in Swedish since the company is completely owned by the Swedish state and where 

most of the sustainable issues are affecting Swedish stakeholders. 

 

External validity is about how the study can generalize to other situations. A case study 

can be extended to include other situations outside of an original case study based on 

similar theoretical principles (Yin, 2014). The study was based on a case company 

active in the Swedish mining industry. As a result, the outcome is not directly 

applicable to other companies in the same industry, and maybe primarily mining 

companies that are not active in Europe. On the other hand, external validity was 

strengthened by incorporating an established theory into the study. By applying 

impression management to new areas, a development emerges which in turn helps 

others to see the theory in new contexts. 
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4. RESULT AND DISCUSSION 
 

In order to explain the collected data this chapter links back to the conceptual frame of 

reference. The more specific, this section understands the integrated reports of a 

Swedish mining and metal company through the lens of impression management and 

decodes the expressiveness related to both qualitative and quantitative information. 

Results and analysis are presented as a compilation of all integrated reports. 

Furthermore, a comparison is carried out with key figures, profit of the year and 

legislation. 

 

It is becoming clear that companies can streamline communication towards stakeholders 

in order to characterize responsibility (Wheeler and Elkington, 2001). Previous research 

indicates that CSR can be incorporated into the reporting process in such a way that it 

has become synonymous with corporate sustainability, while the care of the society has 

been overridden (Milne and Gray, 2013). Unlike previous research this study can 

provide evidence that the company presents the information to appear as better rather 

than report performance objectively. Using the impression management techniques 

following the scheme in Brennan et al. (2009) a bias score of impression management is 

generated. The composite bias score indicates the degree to which information is angled 

against positive or negative aspects and results in a number between +1 and -1. When 

the result shows +1, the company is completely positively biased, while -1 indicates that 

the company is completely negatively biased (Brennan et al., 2009). At the comparison, 

the length of each report was controlled for any misleading results. 

 

Table 3 indicates an example of the conducted calculation. The current calculation is 

covered by all existing integrated reports related to the case company between the years 

of 2008-2017. The bias score for the years between 2008-2017, shows that the 

qualitative (quantitative) information totals to 0.75 (0.51) which indicates that both 

measurements are positively biased. The result indicates that the integrated reports is 

close to a score of completely biased and that the company emphasize positive 

performance while downplaying negative outcomes. Against this background, the case 

company has potential to use their “expressiveness” to create “impression” to others to 

be perceived favorably (Persson, 2012). A high bias score of communication increases 

the potential for erroneous decision making by stakeholders (Bansal and Kistruck, 

2006). Furthermore, it creates an opportunity to affect people's perception of company 

performance (Neu et al., 1998; Hooghiemstra, 2000; Bansal and Clelland 2004; Bansal 

and Kistruck 2006; Bolino, Kacmar, Turnley and Gilstrapet, 2008; Patelli and Pedrini 

2013; Talbot and Boiral 2015). 
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Table 3 
Measure of impression management. The qualitative measurement is presented in the panel A, while the quantitative 

measurement is presented in panel B. The bias score is presented within the table. Notes: +1= completely positively 

biased; -1= completely negatively biased; 0= no bias. Appendix B, gives an example of encoding the data.   

 
Panel A: Impression management score across ten years of integrated reports (2008-2017)  

 
Positive keywords   Negative keywords total keywords  

 
Thematic analysis                    2132  310  2442 
Emphasis - Location 
-Most                     45 x 1 1 x 1  46 
-Next-most                     224 x 0,5 19 x 0,5  121,5 
-Least                     186 x 0 290 x 0  0 
Emphasis- 
Repetition of statements           68 x 0,5 11 x 0,5  39,5 
Emphasis -  
Reinforcement of keywords     58 x 0,5 10 x 0,5  34 
Total composite score               2325 331  2683 

 
The bias score of impression management related to qualitative information: (2325-331)/(2325+331) = 0,75

 
Panel B: Impression management score across ten years of integrated reports (2008-2017)  

 
Positive amount   Negative amount  total amount 

 
Amount                     748  231  979 
Emphasis-Location 
-Most                     23 x 1 0 x 1  23 
-Next-most                     41 x 0,5 5 x 0,5  23 
-Least                     648 x 0 226 x 0  0 
Selectivity 
-Highest                      23 x1  0 x 1  23 
-Medium                      0 x 0,5 0 x 0,5  0 
-Lowest                      0 x 0 0 x 0  0 
Emphasis- 
Repetition of amounts               138 x 0,5 28 x 0,5  83 
Performance comparison           314  184  249 
Total composite score                1040,5 339,5  1380 

 
The bias score of impression management related to quantitative information: (1040,5-339,5)/(1040,5+339,5)= 0,51 

 

 

Table 4 presents mean and median of impression management bias across year and 

confirms the above stated result that the company can bias the information in order to 

make an impression. Due to this, impression management can be used as a strategy to 

highlight the company's commitment to sustainable development (Boiral, 2013). The 

mean of bias score for the years between 2008-2017, shows that the qualitative 

(quantitative) information totals to 0.76 (0.51) which indicates that both measurements 

are positively biased.  Furthermore, the measurement shows a higher bias score for 

qualitative impression management. Similar to previous research regarding mining and 

impression management the result indicates that a construct of the language is used by 

companies to demonstrate their responsibility (Jenkins, 2004). The Standard deviation 

also indicates that there is a greater divergence from the mean for quantitative 

information. The reason is believed to depend on variations of the company's 

performance, or that the qualitative information is covered by text interpretation while 

quantitative impression management includes numbers that are regulated to a greater 

extent by accounting rules. This indicates that quantitative impression management is 

positive during the year in which the company performs well. The assumption is tested 

in Table 5-7. 
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For a more precise test of the differences calculated, panel B shows a detailed view of 

which techniques that stands out and result in LKAB´s high bias score of qualitative and 

quantitative information. The table indicates that positive keywords are common among 

the qualitative techniques and account for a total of 79.46% of the total qualitative bias 

score. In contrast, it is the quantitative technique, amount that generates the high 

quantitative bias score, and accounts for 54.20%. Brennan et al., (2009) indicate that 

there is an expectation that companies strengthen positive information. Interestingly, 

there are more negative keywords at least emphasis location. The observations support 

previous research and indicate that companies are inclined to place negative information 

in a non-prominent location (Brennan et al., 2009). 

 

Table 4  
Impression management across years. Panel A presents the mean and median of impression management bias across 

years. Panel B present the differences in number of impression management techniques across ten years of integrated 

reports (2008-2017). Appendix B gives an example of encoding the data. In order to generate the percent related to 

positive and negative techniques, each bias score is divided with the total composite score.  
 

                          Mean   Median   Std. 
 

2008 - 2017 
Qualitative  0,76    0,77     0,07 
Quantitative    0,51     0,58       0,20      

 
Panel B: Differences in average number of impression management techniques across ten years of integrated reports

      

                                                     Percent of total composite score  
                        positive    negative     Exp. sign             Difference              positive  negative         

 
Qualitative: 
Keyword  2132    310 (+) 1822  79,46 11,55 

Emphasis reinforcement 58          10 (+) 48    1,08     0,19 

Emphasis repetition 68            1 (+) 67    1,27    0,20 

Emphasis- location: 
(Most)  45            1 (+) 44                            1,68   0,04 

(Next-most)  224        19 (+) 205    4,17   0,35 
(Least)  186      290 (-) -104    0   0 
 
Quantitative: 
Performance comparisons  314      184 (+) 130   11,38   6,67 
Amounts  748      231 (+) 517                         54,20 16,74 
Selectivity  18            0 (+) 18     1,67   0 
Emphasis repetition 138        28 (+) 110     5,0   1,01 
Emphasis- location: 
(Most)  23            0 (+) 23     1,67   0 

(Next)  41            5 (+) 36     1,49   0,18 
(Least)  684      226 (+)  458     0   0 

 

 

In order to generate a more comprehensive test of the differences in impression 

management related to the company's performance, the annual median of all key figures 

related to the case company's integrated reports was calculated and classified into lower 

and upper quartile. It is expected that the upper quartile is associated with higher values 

of impression management. More specifically, a greater difference between lower and 

upper quartile is assumed regarding quantitative information compared to qualitative 

information. Thus, key figures in the upper quartile are expected to include more 

impression management techniques. 

 

The evidence of the difference is described in table 5. Panel A indicates that quantitative 

impression management accounts for the largest difference in means, confirming 
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previous table. Furthermore, all key figures, with few exceptions shows that the bias 

score of both qualitative and quantitative impression management increases when the 

integrated report is in the upper quartile. Key figures gives an overview of the 

company's financial state (Johansson and Runsten, 2017), indicating that a high level of 

of impression management is linked to the company's results. This is believed to depend 

on the fact that a positive result often is related to increased figures. Furthermore, high-

performance companies with high profit consume more resources. To compensate for 

this and manage stakeholder impression, the company needs to communicate more 

positive information which decodes large amounts of impression management 

(Clatworthy and Jones, 2006). It is reflected in the measurement of quantitative 

impression management. Interestingly, the qualitative information is not controlled to 

the same extent of the company performance compared to quantitative information. Due 

to this, the company presents the information to appear as better (Clatworthy and Jones, 

2003).  

 

Table 5 
Impression management and key figures. Panel A presents the differences of impression management bias across 

years related to key figures. A score was calculated to generate a classification of different key figures. The annual 

median was calculated in order to classify respective key figures into lower quartile and upper quartile. The firm is 

classified as having good key figures above the median, otherwise, the key figures is classified into the lower quartile. 

Appendix B gives an example of encoding the data. 

 
Panel A: Impression management score across ten years of integrated reports (2008-2017) 

                      2008 - 2017  
   lower quartile               upper quartile     

 
Mean Median Std.      Mean Median Std.     Exp. sign   Dif. mean   Dif. median 

 
Net sales  
Qualitative                      0,73    0,72    0,08       0,80   0,80    0,05            (-)          -0,07           -0,08 

Quantitative                      0,51    0,54    0,22       0,50   0,61    0,21            (+)     0,01           -0,07 
 

Growth in net sales, %  
Qualitative                     0,77    0,84    0,01       0,75   0,74    0,04            (+)     0,02             0,10 

Quantitative                      0,56    0,66    0,23       0,45   0,46    0,18            (+)     0,11             0,20 
 

Operating margin, %  

Qualitative                     0,72    0,71    0,08       0,80   0,80    0,04             (-)    -0,08            -0,09 

Quantitative                      0,44    0,46    0,26       0,57   0,61    0,12             (-)    -0,13            -0,15 
 

Profit margin, %  
Qualitative                      0,72    0,71    0,08       0,80   0,80    0,04             (-)    -0,08            -0,09 

Quantitative                      0,44    0,46    0,26       0,57   0,61    0,12             (-)    -0,13            -0,15 
 

Return on total capital, %  
Qualitative                      0,72    0,71    0,08      0,80    0,80    0,04             (-)    -0,08            -0,09 

Quantitative                      0,44    0,46    0,26       0,57   0,61    0,12             (-)    -0,13            -0,15 
 

Return on equity, %  
Qualitative                      0,72    0,71    0,08      0,80    0,80    0,04             (-)    -0,08            -0,09 

Quantitative                      0,44    0,46    0,26       0,57   0,61    0,12             (-)    -0,13            -0,15 
 

Return on operating assets, %  
Qualitative                      0,72    0,71    0,08      0,80    0,80    0,04             (-)    -0,08            -0,09 

Quantitative                      0,44    0,46    0,26      0,57    0,61    0,12             (-)    -0,13            -0,15 
 

Equity/assets ratio 
Qualitative                      0,73    0,71    0,07       0,79    0,80    0,07             (-)    -0,06            -0,09 

Quantitative                      0,42    0,46    0,24      0,59    0,66    0,13             (-)    -0,17            -0,20 
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In order to check the differences in impression management related to the company's 

result, the annual median of all integrated reports was calculated and classified into 

lower and upper quartile based on the profit for the year. The evidence of the difference 

is described in table 6. Panel A indicates the qualitative and quantitative bias score 

shows a lower average when the profit of the company is in the lower quartile. 

Conversely, a higher result of qualitative and quantitative impression management 

occurs when the company is in the upper quartile. The result confirms the above stated 

assumption that the bias score depend on variations of the company's results. 

Interestingly, the difference in the average number of impression management is higher 

in qualitative information compared to the quantitative information. This indicates that 

there is a greater scope for the company to control qualitative information regardless of 

results. In accordance to this, previous research shows that there is an opportunity to 

affect stakeholders in environmental issues (Bansal and Kistruck, 2006).  

 

For a more precise test of the differences calculated, panel B shows a detailed view in 

average number of impression management techniques depending on the result of the 

company.  Specifically, it is the average number of emphasis reinforcement that 

explains the result and is significantly higher when the profit of the company is in the 

upper quartile. The result shows that the company is adept at emphasizing the 

information during the year in which the profit of the year is above the median. The 

result confirms previous research which indicates that companies highlight favorable 

information (Brennan et al., 2009). 

 

Table 6 
Impression management across years. Panel A presents the differences of impression management bias across years. 

Panel B present average number of impression management techniques found in the case company´s integrated 

reports from the year of  2008-2017. The annual median was calculated in order to classify the profit into lower 

quartile and upper quartile. The firm is classified as having good profit if the profit for the year is above the median, 

otherwise, the profit is classified into the lower quartile. Appendix B gives an example of encoding the data. 

 
Panel A: Impression management score across ten years of integrated reports (2008-2017) 

  Profit for the year 

lower quartile           upper quartile      
 

Mean Median Std.     Mean Median Std.     Exp. sign     Dif. mean    Dif. median  
 

2008 - 2017 
Qualitative 0,735  0,710  0,079           0,778  0,795  0,238       (-) -0,043            -0,085 
Quantitative 0,510  0,560   0,069           0,502  0,575  0,200       (+) 0,008              -0,015

 
Panel B: Differences in average number of impression management techniques depending on result of the company 

            Profit for the year 
  lower quartile    upper quartile        Exp. sign        Difference         

 
Qualitative: 
Keyword    
Positive keyword   236,5 197,67 (+) 38,83 
Negative keyword  37,5 26,67 (+) 10,83 
Emphasis reinforcement 3,5 7,33 (-) -3,83 
Emphasis repetition 7 6,67 (+) 0,33 
 

Quantitative: 
Performance comparisons  
Positive PC  41,75 24,5 (+) 17,25  
Negative PC  18,25 18,5 (-) -0,25 
Amounts 
Positive amount  71,25 77,17 (-) -5,92 
Negative amount  22,75 23,33 (-) -0,58 
Selectivity  1,5 2,83 (-) -1,33 
Emphasis repetition 13,25 14,17 (-) -0,92 
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To check if legislation affect the bias score of the case company's integrated reports, 

table 7 presents the measure of impression management related to Global Reporting 

Initiative (GRI), G3 and G4. The assumption is based in the fact that G4, includes more 

aspects which should contribute to more non-beneficial information.  During the study 

period, the case company has reported their integrated report in the light of various GRI 

regulations. GRI is the leading organization for standardization of sustainability 

reporting. The standard indicates that the sustainability report is an approach for 

“measuring, disclosing, and being accountable to internal and external stakeholders…” 

(GRI 2000-2006, p. 3). Between 2008 and 2013, the company reported according to 

GRI G3, but passed in to G4 at the year of 2014. GRI G4 is a more comprehensive 

standard compared to earlier versions and emphasizes more relevant, credible and user-

friendly reports. This, in turn, means that organizations better can inform stakeholders 

about sustainability issues (GRI, 2013). The calculation provides descriptive evidence 

of differences in impression management due to the change regulation. Panel A shows 

that G4 has lower level of impression management related to both qualitative and 

quantitative information. It is also possible to note that there is a greater difference 

regarding the quantitative bias score when comparing the two regulations. 

 

For a more specific test, the difference in average numbers of impression management 

techniques was controlled. Panel B shows that the use of G4 generally causes the case 

company to report more information. Particularly interesting is that the number of 

negative amounts increases while the number of positive amounts decreases. 

Furthermore, it is almost a duplication of negative performance comparison. Due to this, 

it is mainly the quantitative information that increases. The reason is due to G4 being a 

more extensive framework. In view of this, it is possible to note that G4 entails a more 

transparent accounting and reduces the scope for impression management. 

 

Table 7  
Impression management and GRI across years. Panel A present the difference of impression management score 

across ten years of integrated reports (2008-2017) divided in to G3 and G4. Appendix B provides information about 

how the measures are calculated. Panel B present the differences in average number of impression management 

techniques depending on GRI guidelines used. The survey includes the case company´s integrated reports from the 

year of  2008-2017. 

 
Panel A: Impression management score across ten years of integrated reports (2008-2017) divided in to G3 and G4   
  GRI guidelines used 
               G3                 G4     

 
Mean Median Std.  Mean Median Std.     Exp. sign     Dif. mean    Dif. median 

 
2008 - 2017 
Qualitative     0,78   0,80  0,06   0,73   0,71   0,08         (+) 0,05             0,09  

Quantitative     0,56   0,64  0,12   0,39  0,33   0,26          (+) 0,17             0,31

 
Panel B: Differences in average number of impression management techniques depending on GRI guidelines used

  GRI guidelines used 
  G3                       G4        Exp. sign        Difference        

 
Keyword 
Positive keyword   187,83 251,25  (-) -63,42 
Negative keyword  24,17 41,25  (-) -17,08 
Performance comparisons  
Positive   24,83 41,25  (-) -16,42 
Negative   13,67 25,5  (-) -11,83 
Amounts 
Positive amount  77,17 71,25  (+) 5,92 

Negative amount  18 30,75  (-) -12,75 
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5. SUMMARY AND CONCLUSION 
 

This chapter links back to the purpose of the study. Initially, a discussion is made 

regarding the sustainable communication in the mining industry, the more specific how 

and why the integrated reports of a Swedish mining and metal company can be 

explained through the lens of impression management. Finally, the contributions of the 

thesis are presented and proposals for future research are given. 

 

An analysis of the association between impression management and 10 years of the case 

company's integrated reports is conducted. Through narrative disclosure, the company 

can influence the reader's perception of company performance (Brennan et al., 2009; 

Beattie and Jones, 2002; Bowen et al., 2005; Cheng and Courtenay, 2006; Courtis, 

2004; So and Smith, 2002; Subramanian et al., 1993; Kohut and Sears, 1992). The study 

understands the integrated reports published by LKAB (2008-2017) through the lens of 

impression management and decode the expressiveness of impressions related to both 

qualitative and quantitative information. The results provide evidence that the company 

presents the information to appear as better rather than report performance objectively. 

In arguing for this particular view, the thesis has tried to make sense of the diversity 

related to different opinions regarding mining and sustainability, which partly reduces 

complexity and increases understanding. 

 

The mean of bias score for the years between 2008-2017, shows that the qualitative 

(quantitative) information totals to 0.76 (0.51) which indicates that both measurements 

are positively biased. Against this background, the case company has potential to use 

their “expressiveness” to create “impression” to others to be perceived favorably 

(Persson, 2012).  A high score of impression management increases the potential for 

erroneous decision-making by stakeholders (Bansal and Kistruck, 2006). The 

measurement shows a higher bias score for qualitative impression management. The 

most common qualitative technique is keywords and in contrast the quantitative 

technique amounts generate the highest bias score. Interestingly, there are more 

negative keywords at least emphasis location. The observations support previous 

research and indicates that companies are inclined to place negative information in a 

non-prominent location (Brennan et al., 2009). Furthermore, all key figures, with few 

exceptions shows that the bias score of both qualitative and quantitative impression 

management increases when the integrated report is in the upper quartile. Key figures 

gives an overview of the company's financial state (Johansson and Runsten, 2017), 

indicating that a high level of impression management is linked to the company's 

results. Hence, the research shows that a higher result of qualitative and quantitative 

impression management occurs when the company is in the upper quartile related to the 

profit of the year. A detailed view in average number of impression management 

techniques confirms that it is the number of emphasis reinforcement that explains the 

result. Furthermore, evidence suggests that there are positive external aspects with the 

G4, as it leads to an advantageous communication and a lower bias score of impression 

management. In view of this, G3 is not as effective as G4 in encouraging the company 

to present a true and fair view of the company's performance. The result therefore 

support regulatory efforts, such as G4, encourage the company to report more aspects. 

 

The thesis adds to prior research based on two viewpoints. First, it adds to the research 

field of impression management and accounting due to the fact that the study can 

provide evidence that legislation is important. A more comprehensive standard, such as 

G4, generates more relevant, credible and user-friendly reports. Second, the thesis adds 

to the literature by conducting an in-depth study of a single case related to the Swedish 
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mining industry. By studying all available integrated reports of the case company, the 

study is covered by an extensive investigation which contributes to the ability to control 

trends. Previous research related to impression management and the mining industry 

has, to the best of our knowledge, only studied several companies for shorter periods of 

time. Furthermore, in accordance with previous research in the field of mining the study 

has included ISO 26 000 as a filter to sort out CSR communication (e.f. Ranängen, 

2013). Unlike prior academic work this study has used the framework and applied 

impression management to the structured material. In addition, the Impression 

management techniques following the scheme in Brennan et al. (2009) has not been 

used in the research field of mining industry which partly generates a theory 

development.   

 

Research in the field of corporate communication and impression management helps 

stakeholders to get a true and fair view of the company. This kind of research 

contributes to an increased understanding of how companies can control the information 

to make an impression. The result of this thesis has significance for the mining industry 

and shows that the regulation affects the accounting and can be seen as an indicator of 

the quality of the communication. Integrated reports can be used as a tool to report 

information to appear as better rather than reporting performance objectively. Due to 

this it is preferable if the integrated reports is established with low bias score of 

impression management, which generates a win-win situation that not only creates 

economic value for the firm. In view of this, the accounting profession and the 

department of communication within the company have an important role.  

 

Although, this study includes all of the available integrated reports related to the 

Swedish mining company, LKAB, there is still a need for further research. An area for 

further analysis is to check if the same effect exists in global operations mining 

companies, where there in some cases are different legislations for establishing narrative 

disclosures. In spite of the fact that this study assumes a credible purpose regarding how 

and why a mining company's integrated report can be explained on the basis of 

impression management, future research can investigate to what extent a high bias score 

of impression management affects stakeholders decision-making. An area that needs to 

be explored in relation to accounting narratives in the mining industry is the financial 

impact of impression management. By designing a study where the different users of 

the reports get the same information but with different degrees of impression 

management, the ability to control the decision-making process and the degree of 

governance of the different reports arises. Another approach for future research is to 

observe if the chosen impression management techniques following the scheme in 

Brennan et al. (2009) are perceived as legitimate by stakeholders. An example of this is 

to check to what extent stakeholders believe it is credible that the mining company 

excludes or reduces negative information while emphasizing positive aspects of 

industry activities. Future research can evaluate this by studying stakeholders' 

perception of the company's performance. 
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APPENDIX A  

 
Panel A: ISO 26000’s core subjects    issues 

 
Community involvement 
Education and culture 
Employment creation and skills development 

Community involvement and development Technology development and access 
Wealth and income creation 
Health 
Social investment 

  
Consumer issues 
  

Anti-corruption 
Responsible political involvement 

Fair operating practices  Fair competition 
Promoting social responsibility in the value chain 
Respect for property rights 

  
Due diligence 
Human rights risk situations 
Avoidance of complicity 

Human rights   Resolving grievances 
Discrimination and vulnerable groups 
Civil and political rights 
Economic, social and cultural rights 
Fundamental rights at work 

  
Employment and employment relations 
Conditions of work and social protection 

Labor practices   Social dialogue 
Health and safety at work 
Human development and training in the workplace 

  
Prevention of pollution 

The Environment   Sustainable resource use 
Climate change mitigation and adoption 
Protection and restoration of the natural environment 

       
Organizational governance 
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APPENDIX B  

 
Panel A: How to measure impression management techniques following the scheme in Brennan et al. (2009). 

 

 
St+1+2+3 LKAB aims to be one of the mostKW+1 innovative, resourceefficient and responsible mining 

companies in the world (Most) 

 
St+4 We must maximizeKW+2 the value that LKAB adds at all stages, while at the same time 

minimizingKW+3 the negative impact of the business. (Most) 

 
St+5 INCREASEDKW+4 SUSTAINABILITY REQUIREMENTS ACROSS THE VALUE CHAIN 

(Next) 
 
RPS+1  INCREASEDKW+5 SUSTAINABILITY REQUIREMENTS ACROSS THE VALUE CHAIN 

(Next) 
 
St+6-1 However, impairment of property, plant and equipment and increasedKW+6 provisions for urban 

transformation had a negativeKW-1 impact on operating profit of MSEK 1,192 and MSEK 2,106S+1, 

respectively (Least) 
 
St+7+8 In recent years LKAB has invested in flue gas scrubbing equipment at Malmberget and 

Svappavaara, and this has significantlyRFW+1 reduced KW+7 emission levels. Stable processes and 

additional flue gas scrubbing equipment are contributing to meeting our sustainability objective of 

reducedKW+8 sulphur dioxide emissions. (Least) 

 
St-2 Emissions to air, discharges to water and the generation of noise and waste, through accidents or 

temporarily exceeded permit levels or other applicable regulations, may RFW-1 adversely KW-2 affect 

LKAB’s credibility and thus its ability to continue to run the Business. (Least) 
 
St+9 CO2emissions from mine to steel per tonne of hot rolled coil are reduced KW+9 by 15PC+1, A+1 

Percent wifh LKAB’s pellets compared with sintered hematitefines. (Least) 

 
St+10  Reduce KW+10 accidents resulting in absence to a rate of 3.5A+2 per million hours worked by 2021. 

(Least) 
 
RPS+2 LKAB has a sustainability objective to reduceKW+11 the rate of accidents resulting in  
RPA+1 absence to 3.5A+3 per million hours worked by 2021. (Least) 
 
St-3 The net debt/equity ratio increasedKW-3 to 20.7 (10.0)PC-1, A-1 percent as a result of increasedKW-4 net 

Financial indebtedness and lowerKW-5 equity. (Least) 

 

KW+: Positive Keyword 
KW- : Negative Keyword 
A+: Positive Amount 
A-: Negative Amount 
St+: Positive Statement 
St-: Negative Statement  
RPS+: Positive Repetition Statement 
RPA+: Positive Repetition Amount 
RFW+: Positive Reinforcement word 
RFW-: Negative Reinforcement word 
PC+: Positive Performance comparison 
PC-: Negative Performance comparison 
S+: Positive Selectivity 
Most: Most emphasised section  
Next: Next most emphasised section 
Least: Least emphasised section 

 


