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II 
Abstract 

 
This thesis presents research on organizational identity in a sustainability context 

and explores sustainability-focused identity as a construct, investigating the types 

of identity work employed to manage, negotiate and resolve barriers and tensions 

that arise in the process of constructing a sustainability-focused identity. 

 

Theoretically, the research takes a point of departure in theories on organizational 

identity, sustainability-focused identity and identity work. While organizational 

identity is a well researched field, sustainability-focused identity is a new 

construct within organizational identity research; it refers to organizational 

identity, where sustainability is a key identity referent, and takes a prominent role 

in an organizations self -understanding. With these research streams as the 

theoretical foundation, a case study has been carried out in order to address the 

research topic in question. The case study presented in the thesis is based on 

qualitative data collected from a multi-national retail organization engaged in the 

process of constructing a sustainability-focused identity. 

 

The research addresses the barriers and tensions that arise in the process of 

constructing a sustainability-focused identity and the types of identity work 

performed to manage, negotiate and resolve barriers and tensions. The research 

presented in this thesis contributes to the field of sustainability-focused identity by 

highlighting and extending the idea of sustainability-focused identity and make 

justification as to why this is a construct in its own. The findings illustrate that 

sustainability-focused identity is a construct of its own because three specific 

requirements define and underlie the construct: 1) a sustainability-focused identity 

construction process is initially motivated  by pressure from external or 
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institutional pressure, 2) outsiders acknowledging that an organization has a 

sustainability-focused identity is required in order for an organization to have a 

sustainability-focused identity, and 3) a sustainability-focused identity 

construction process requires that specific sustainable actions are taken by an 

organization. 

 

The research furthermore identifies and discuss some of the barriers and tensions 

that arise in the process of constructing a sustainability-focused identity: The 

findings on barriers and tensions have complemented and extended past research 

as well as contributed with new understandings of context specific tensions that 

arise. The research suggests that, despite sustainability being considered a positive 

attribute, organizational members do not necessarily accept it immediately as a 

new key identity referent, leading to barriers and tensions arising in the process of 

organizational identity construction. The barriers identified to adopting a 

sustainability-focused identity are information and communication ambiguity, 

barriers related to organizational structure and central control versus local 

adaptation. The tensions identified that arise in the process of constructing a 

sustainability-focused identity are image discrepancies, sustainability strategy 

ambiguities and misalignment between sustainability claims and culture. Adding 

to these contributions, in this thesis I have developed a framework for the identity 

work that organizational members perform in order to negotiate, manage and 

resolve barriers and tensions that arise in the process of constructing a 

sustainability-focused identity. The types of identity work performed that are 

identified in my study are knowledge dissemination as a key tool for identity 

management, identity affirmation and identity protection. While organizational 

management primarily perform identity work to manage and negotiate barriers and 

tensions, organizational members also take part by protecting identity.  



7	
  

	
  

III 

Danish Summary 

 

Denne afhandling præsenterer forskning indenfor feltet virksomhedsidentitet i en 

bæredygtig sammenhæng, og udforsker begrebet sustainability-focused identititet 

som en konstruktion. I denne kontekst undersøges de typer af identitetsarbejde der 

iværksættes til at administrere, forhandle og løse barrierer og spændinger, der 

opstår i processen med at konstruere en identitet i en bæredygtig sammenhæng. 

 

Forskningen tager udgangspunkt i teorier om virksomhedsidentitet, sustainability-

focused identititet og identitetsarbejde. Mens virksomhedsidentitet er et 

veldokumenteret felt, så er sustainability-focused identitet en ny konstruktion 

indenfor virksomhedsidentitets forskning; sustainability-focused identitet henviser 

til virksomhedsidentitet, hvor bæredygtighed er en central identitets reference, og 

hvor bæredygtighed har en fremtrædende rolle i organisationens selvforståelse. 

Med disse forskningsfelter  som det teoretiske fundament, er der udarbejdet et 

casestudie der danner grundlag for undersøgelsen og besvarelsen af 

problemstillingen og forskningsspørgsmålene. Casestudiet præsenteret i 

afhandlingen er baseret på kvalitative data, indsamlet fra en multi-national detail 

virksomhed der er i færd med at konstruere en sustainability-focused identitet.  

Forskningen omhandler de barrierer og spændinger, der opstår i processen med at 

konstruere en sustainability-focused identitet og de typer af identitetsarbejde der 

der iværksættes for at administrere, forhandle og løse barrierer og spændinger. 

Forskningen præsenteret i denne afhandling bidrager til det teoretiske felt 

sustainability-focused identitet ved at fremhæve og udvide ideen om 

sustainability-focused identitet ved at begrunde hvorfor det er en konstruktion i sin 

selv. Resultaterne viser, at sustainability-focused identitet er en unik konstruktion, 

fordi tre specifikke krav definerer og ligger til grund for konstruktionen: 
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1)Processen for at konstruere en sustainability-focused identitet er i første omgang 

motiveret af ydre og/eller institutionelt pres, 2) for at have en sustainability-

focused identitet er det nødvendigt at eksterne stakeholders  anerkender, at en 

organisation har en sustainability-focused identitet er, og 3) Processen for at 

konstruere en sustainability-focused identitet kræver at specifikke bæredygtige 

foranstaltninger iværksættes af organisationen. 

 

Forskningen identificerer og diskuterer derudover nogle af de barrierer og 

spændinger, der opstår i processen med at konstruere en sustainability-focused 

identitet: Resultaterne vedrørende barrierer og spændinger har suppleret og 

udvidet eksisterende forskning samt bidraget med nye forståelser af kontekst 

specifikke spændinger der opstår. Forskningen peger på, at på trods af at 

bæredygtighed overvejende er en positiv egenskab, så accepterer organisatoriske 

medlemmer ikke nødvendigvis bæredygtighed som en ny identitetsreferent med 

det samme, hvilket fører til at barrierer og spændinger opstår i processen med 

virksomhedsidentitet konstruktion. De identificerede barrierer inkluderer barrierer 

relateret til tvetydig information og kommunikation, barrierer relateret til 

organisationsstruktur og barrier relateret til central styring versus lokal tilpasning. 

De identificerede spændinger inkluderer image discrepans, uklarhed om 

bæredygtighedsstrategi og uoverensstemmelse mellem organisations italesatte 

bæredygtigheds påstande og organisationskultur.  

Forskningen præsenteret i denne afhandling bidrager desuden med en ramme for 

identitetsarbejde som organisatoriske medlemmer udfører for at administrere, 

forhandle og løse barrierer og spændinger, der opstår i processen med at 

konstruere en sustainability-focused identitet. De typer af identitetsarbejde der 

udføres som er identificeret i min undersøgelse er videnspredning som et vigtigt 

redskab til identitetsstyring, identitetsbekræftelse og identitetsbeskyttelse. Mens 

den organisatoriske ledelse primært udfører identitetsarbejde til at administrere og 
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forhandle barrierer og spændinger, så deltager organisatoriske medlemmer også 

ved at beskytte identiteten. 
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Chapter 1 

Introduction 

 

Undoubtedly a controversial topic, my thesis is about sustainability in the fashion 

industry. It is controversial because it can be argued that fashion is inherently 

unsustainable. Nevertheless, the last 20 years has seen the fashion industry adopt 

sustainable business practices and an increased focus on the environmental, social 

and ethical issues and challenges along the value and supply chain. For some 

fashion companies, the engagement may be reluctant, superficial and only due to 

various institutional pressures and legitimacy issues, but for others the engagement 

in sustainable questions and actions is characterized by a deeper level of 

commitment to sustainability, where the goal of being a champion within the 

industry has become so central that it is a core referent for the company. Thus, 

sustainability engagement has, for some companies, become a process of 

sustainability-focused identity construction. A profound commitment to 

sustainability is, for most companies, a constant negotiation process of tensions 

and challenges arising among external as well as internal stakeholders. It is 

certainly not a topic characterized by agreement. However, it may be an even 

bigger negotiation process for some industries than others because the industry 

structure (including supply chains, dependency on resources and business model) 

currently available provides a vast sustainability challenge. This is the case for the 

fashion industry where the journey to becoming sustainable has more hurdles than, 

for instance, a consulting company, and the hurdles are likely to create more 

challenges and tensions, not just between the company and external stakeholders 

but also internally. This situation has led me to explore the topic further. In 

particular, I am interested in what happens when a fashion company becomes 

increasingly engaged in sustainability to such an extent that it requires an identity 
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change process to construct a sustainability-focused identity. This is what this 

thesis is about. 

 

Justification and contribution of the research topic 

I have chosen this topic of research for two reasons: First of all because it presents 

a real life challenge for organizations actively immersed and engaged in 

sustainability, and secondly because tensions and identity work in constructing 

sustainability-focused identity are topics that the current research does not address 

thoroughly. While my interest is spurred by real world problems that are 

experienced by organizations, I will start by postulating that current research does 

not address the challenge at hand. While the field of organizational identity has 

been thoroughly researched over the past 25 years, studying identity in a 

sustainability context has not received much attention despite sustainability and 

CSR becoming increasingly predominant in business strategies (Porter, 2006; 

Googins et al., 2007; Werbach, 2009). 

 

There have been a number of studies on the tensions and management of tensions 

in regards to organizational identity; these studies have focused on optimal 

distinctiveness (e.g. Brewer, 1991, 1993, 2003; Zuckerman, 1999), identity-image 

discrepancies causing tensions (e.g. Ashforth & Mael, 1989; Dutton & Dukerich, 

1991; Gioia & Thomas, 1996; Elsbach & Kramer, 1996; Brown & Starkey, 2000; 

Phillips & Kim, 2009), tensions occurring in regards to past and future (e.g. 

Ravasi & Schultz, 2006; Schultz & Hernes, 2013), and tensions in regards to 

strategic change (e.g. Ravasi & Phillips, 2011). However, few studies have 

focused on the tensions arising in a sustainability context (for an exception see 

Morsing & Roepstorff, 2014), despite a reasonable assumption that sustainability 

implies challenges and tensions for organizational identity construction. My 

studies of the topic for this thesis illustrate a number of tensions arising in the 
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process of becoming sustainable that have not previously been explored deeply 

from an organizational identity perspective. These include tensions relating to 

profit versus principles, sustainability and job ambiguities, tensions arising 

between local and global identity work, and barriers arising due to central control 

versus local adaptation. The field of identity work has primarily been explored on 

an individual level, while it is a relatively unexplored area on an organizational 

level (Kreiner & Murphy, in press). My research will contribute with an empirical 

contribution on the identity work carried out on an organizational level to manage 

and negotiate the barriers and tensions that arise. 

 

In my introduction to this thesis, I introduce the concept of sustainability-focused 

identity and sustainability as a lens through which I am viewing organizational 

identity processes. While the field of organizational identity has seen a vast array 

of research in regards to identity change and identity adaptation (Whetten, 2006; 

Gioia et al., 2013), the topic of sustainability-focused identity and the changes it 

implies are relatively new and not explored to the same extent. The topic relates to 

organizations' sustainability strategies; however this body of literature has 

limitations in understanding the processes that takes place in embedding 

sustainability as a core identity referent. 

 

Besides contributing to the academic field of organizational identity, my research 

will make a knowledge contribution about the fashion industry. Although the 

textile and clothing industry is responsible for 7% of the world’s exports, employs 

more than 20 million people (Allwood et al., 2006; DEFRA, 2010; MISTRA, 

2010), and has an estimated global turnover of $1,200,000,000,0001, it is not an 

industry attracting much attention from academic researchers, in particular not in 

regards to organizational identity or sustainability and CSR (Pedersen & Gwozdz, 

2014). While the number of fashion, footwear and apparel companies engaging in 
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sustainability to such an extent that it is a key identity referent for the company is 

limited, the interest is on the rise; this is illustrated by the rise in members of 

ambitious industry groups and alliances such as the Sustainable Apparel Index and 

the Ethical Trading Initiative, where companies commit to and are measured on 

specific social and environmental actions taken. As an example, these two 

organizations together count approximately 60 members from the fashion, 

footwear and apparel industry with a serious commitment to sustainability. This 

may seem an insignificant number of companies, but as a majority of the large 

multi-national companies producing apparel and footwear, such as Wal-mart, 

Inditex, H&M, Nike, Sainsbury’s, Tesco and Gap, are part of these organizations, 

the impact becomes significant2. 

 

The lack of research is puzzling, given that constructing an organizational identity 

with sustainability as a core referent represents a real world problem for 

organizations engaged in sustainability. This brings me back to my first reason for 

choosing the research topic, the challenge experienced by organizations engaged 

in sustainability in regards to identity construction with sustainability as a core 

referent. As an industrial PhD project, the project topic and outcome are required 

to have relevance and applicability for industries or organizations taking part in 

the project. Furthermore, there has been a call for research that combines real-

world experiences and practical relevance with scientific rigor (Bennis & O’Toole, 

2005; Van de Ven, 2007). Choosing a topic and focus on tensions arising in the 

process of constructing a sustainability-focused identity meets the criteria of 

contributing with new knowledge to the academic debate as well as contributing 

with relevant and useful applied knowledge to industry and the organization taking 

part in research.  
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The context and background 

Consider the following statement: 

Until recently, the planet was a large world in which human 
activities and their effects were neatly compartmentalized within 
nations, within sectors (energy, agriculture, trade), and within 
broad areas of concern (environment, economics, social). These 
compartments have begun to dissolve. This applies in particular 
to the various global 'crises' that have seized public concern, 
particularly over the past decade. These are not separate crises: an 
environmental crisis, a development crisis, an energy crisis. They 
are all one (A/42/427: Our Common Future: Report of the World 
Commission on Environment and Development) 

 

It is argued that corporations have reached a state of societal dominance, and that 

the responsibility for sustaining the world no longer lies with nation states but with 

corporations (Giddens, 1984; Beck, 1992; Carroll, 1999; Morsing & Perrini, 

2009). Corporations are under increasing pressure to take this responsibility, 

encouraged to not only consider financial responsibilities, but also undertake 

social, ethical and environmental responsibilities (Gioia, 2003; Margolis & Walsh, 

2003; Porter & Kramer, 2006; Jenkins, 2009). Thus, corporations are encouraged 

and assumed to take on roles and responsibilities that were previously the 

responsibility of the public sector (Margolis & Walsh, 2003; Jenkins, 2009). This 

perspective differs substantially from the traditional definition of the purpose and 

responsibility of business as primarily being profit creation – generating profits 

and shareholder value (Friedman, 1970). Some scholars argue that we are no 

longer discussing whether a corporation has a responsibility for sustaining the 

world, but rather how big and far-reaching this responsibility should be (Morsing, 

2005; Carroll & Buchholtz, 2008).  

 

The discussion of the role of business and business responsibility takes place 

under various labels such as Corporate Governance, Sustainability, Triple Bottom 
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Line and Corporate Social Responsibility (CSR). They are all closely related; 

recently, however, sustainability has emerged as a synonym for CSR and a variety 

of other concepts all referring to the same area of business conduct and strategy 

that is linked to society (Matten & Crane, 2005; Matten & Moon, 2008; Mohrman 

& Worley, 2010). For the purpose of framing and understanding my research 

context, I consider the concepts of Corporate Social Responsibility (CSR), 

sustainability and Triple Bottom Line. 

 

CSR emerged as a concept in the 1950’s, with Howard R. Bowens' 1953 

publication 'Social Responsibilities of the Businessman' (Caroll, 1979; Matten & 

Moon, 2008), and despite being a relatively mature concept that has been 

researched and discussed thoroughly, it is still hard to define, leading to numerous 

definitions (Marrewijk, 2003). The varying definitions also imply different schools 

of thought, such as Dogmatic, Philanthropic, International and Danish school of 

thought etc. (Neergaard, 2006), as well as CSR fitting a wide variety of interests 

making it vulnerable to individual interpretations (Marrewijk, 2003).  

 

As a response to the popularity of CSR, Milton Friedman defined CSR in purely 

financial terms: “The Social Responsibility of Business is to increase its Profits” 

(Friedman, 1970, headline of article), stating that businesses cannot have 

responsibility, responsibility is confined to people (Friedman, 1970). Friedman’s 

definition may not refer to a contemporary understanding of CSR (Matten & 

Moon, 2008); however it serves as a reminder that CSR is not a construct that 

should be taken for granted and that economic value creation is still the main 

purpose of most businesses. Carroll’s (1979) three-dimensional definition and 

model distinguishes between economic, legal, ethical and discretionary social 

performance. In contrast, Carroll states that Social Responsibility can only be fully 

addressed if all the responsibilities of business are considered (Carroll, 1979). 
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Carroll defines CSR according to these four responsibilities of business: “The 

social responsibility of business encompasses the economic, legal, ethical, and 

discretionary expectations that society has of organizations at a given point in 

time” (Carroll, 1979, p. 500).  

 

The term sustainability has gained popularity lately and is now favoured over CSR 

(Strand, 2013, 2014). The most often cited understanding of what sustainability 

entails refers to the Brundtland report published in 1987. In the report, formally 

known as the UN World Commission on Environment and Development report, 

the meaning of sustainable development was defined in the following terms: 

“Humanity has the ability to make development sustainable to ensure that it meets 

the needs of the present without compromising the ability of future generations to 

meet their own needs.” (World Commission of Environment and Development 

A/42/427, 1987, section 3, paragraph 27). Another concept that is used frequently 

and adding to the rather broad definition of sustainability is the Triple Bottom 

Line concept, a concept defined in 1994 by John Elkington (Elkington, 1994; 

Visser et al., 2007). The Triple Bottom Line is a reference to creating value on 

multiple dimensions, not just financially, though recognizing the financial value is 

in the interest of companies as well as stakeholders (Elkington, 1994). The 3P’s 

are becoming increasingly popular among fashion companies, where CSR 

departments are organized based on this sustainability understanding.  

 

The three concepts defined here are complimentary in describing a way of 

conducting business. They also refer to an area that is part of the academic debate 

but to a large extent an applied area – it refers to a field of practice. As such, 

sustainability is the overall term for a company’s toolbox but at the same time a 

guideline for strategy. Thus, the understanding of sustainability I will use here 

entails the complimentary definitions of CSR by Caroll (1979), sustainability 
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described in the Brundtland report as well as the Triple Bottom Line concept 

(Elkington, 1994) as they are employed in practice by organizations. These 

definitions serve to describe the context through which I explore organizational 

identity. I will refer to this context as sustainability throughout this thesis. 

                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                                               

The emergence of sustainability is reported to be increasingly evident in the 

fashion and apparel industry (Allwood et al., 2006; Pedersen & Gwozdz, 2014). 

The fashion industry has been the subject of criticism from a number of 

stakeholders in regards to the social and environmental impact of business 

conduct. The criticism has been particularly targeted at high profile Multi National 

Corporations (MNC’s) as they are considered to have not used their size and 

power to solve issues and problems in the supply chain (Sethi, 2003; Pedersen & 

Gwozdz, 2014). Having been met with heavy criticism from Non-Governmental 

Organizations (NGO’s), consumer boycotts and negative media coverage during 

the 1990s, in regards to labour conditions in the supply chain (Hope & Schuchard, 

2008; Nike, 2009), the global fashion industry is now on the path toward more 

sustainable business practices with a focus on both environmental, ethical and 

social aspects. Thus, the widespread criticism and pressure from external 

stakeholders has influenced the industry to act (DEFRA 2010; Pedersen & 

Gwozdz, 2014).  

 

The sustainable actions reported in the fashion industry do not refer to and include 

the entire industry. The industry is not united in their commitment and efforts, and 

overall it has been slow to adapt to sustainable business practices, compared to 

other industries such as home technology or healthcare. However, as exemplified 

by governmental initiatives such as the Sustainable Clothing Action Plan initiated 

by the British Department for Environment, Food and Rural Affairs (DEFRA, 

2010), the Nordic industry initiative Nordic Initiative Clean and Ethical (NICE, 
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2009) and the Swedish private research body Mistra (Mistra, 2010), a significant 

number of corporations of all sizes are taking important steps toward changes. 

This implies that sustainability efforts are not made by a coherent fashion industry 

and that the industry is still facing significant challenges in regards to 

sustainability (Pedersen & Gwozdz, 2014); but those corporations actively 

engaged in sustainable business practices are leading the way, potentially creating 

solutions to solve some of the challenges that the industry faces (NICE, 2009; 

Mistra, 2010). Sustainable actions and commitments are varied and numerous and 

includes fairtrade and organic material, recycling and reuse of materials to codes 

of conduct, labelling and consumer targeted actions such as 30 degree laundering 

(NICE, 2009; DEFRA, 2010; Mistra, 2010).  

 

As a result of the progress that the individual frontrunners in the fashion and 

apparel industry have made, and following the path that other industries have also 

taken to increase its impact (Googins et al., 2007), the industry has started to 

collaborate in order to solve the challenges it faces. It can be argued that the 

fashion industry’s sustainability challenges are characterized by problems in the 

systems and, over the last ten years, companies engaged in sustainability making 

incremental improvements have now realised that issues are part of “a greater 

system-wide failure“ (Hope & Schuchard, 2008, p.1) and are systemic challenges 

(Loorbach et al., 2009). A key lesson learned in the last decade is that it is 

necessary to understand the root cause of problems, which is only possible when 

companies collaborate on solving the issues, with industry peers as well as all 

other relevant stakeholders. Only by addressing the challenges together will 

disruptive or radical improvements toward a sustainable industry be possible 

(Hope & Schuchard, 2008; Loorbach et al., 2009). This is why corporations such 

as H&M, Nike, Gap Inc. and Wal-mart have started to collaborate on solving 

wider issues for instance through the Sustainable Apparel Coalition, an ambitious 
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industry and multi-stakeholder collaboration, and collaborations with external 

stakeholders such as NGO’s, governments and communities.  

 

The increased engagement in sustainability actions in the fashion industry, along 

with the current tendency to collaborate on solving issues has implications for how 

companies approach sustainability and how it relates to the company values in 

general. A high level of sustainability engagement implies that sustainability is not 

just an add-on but is increasingly integrated in the business model and in the 

organization (Googins et al., 2007; Hamilton & Gioia, 2009). When sustainability 

is no longer an add-on but rather integrated in all aspects of the company, the core 

of the company and what the company stands for comes into question. This entails 

that organizational identity in a sustainability context becomes highly relevant; as 

sustainability becomes more important for a company, the need to ingrain 

sustainability in organizational values and in turn in the organizational identity 

becomes a key focal point (Balmer, 2007). A need to ingrain sustainability in the 

identity of the organization is expressed by those companies showing a significant 

commitment3. Though this expression may be perceived as branding and image 

work, it points to a central point: Obtaining a sustainability-focused identity is not 

a simple task, it requires actions, resources and effort, both internally and 

externally. It is likely that for most companies such a desire to construct a 

sustainability-focused identity is mainly a vision (Hamilton & Gioia, 2009); 

however against all the odds, for a small number of companies the journey has 

begun and is ongoing providing the opportunity to explore how this journey can 

take place and what it requires. 

 

Introduction to the case company 

The case company for my research is H&M, the world’s second largest fashion 

retailer. The main reason for choosing H&M as my case company is that it is 
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considered to be a leader in sustainability in the fashion industry4, and appears on 

sustainability rankings as the highest ranked fashion retailer (e.g. World’s most 

ethical companies 2014 by Ethisphere, and Interbrand’s Best Global Green Brand 

ranking 2013). While greenwashing is not uncommon in the fashion industry as 

well as in many other industries, H&M has proven over the years that they are 

committed to sustainability, continuously introducing new initiatives and actions. 

However, they have shown commitment to the processes of building a 

sustainability-focused fashion company and identity by introducing actions 

covering the entire supply chain, building educational programs for internal 

stakeholders, engaging actively in numerous multi-stakeholder initiatives as well 

as increasing external communication about their sustainability efforts. This does 

not imply that H&M has reached the goal of being completely sustainable in all 

business practices, or that all stakeholder groups recognize this. H&M is often 

singled out as a contradiction in regard to sustainability; consumers especially find 

it hard to equate sustainability with affordable fashion produced on the scale that 

H&M is able to. Furthermore, journalists are often sceptical about the real impact 

of H&M’s actions; is it too little too late and does a sustainability agenda go hand 

in hand with H&M’s business model at all? However, the company has introduced 

more actions and shown a higher willingness to change their business strategy in 

order to become sustainable than other fashion retailers, and the company 

recognizes that becoming sustainable is an ongoing journey requiring efforts, 

changes and investment on a long-term scale. 

 

Another reason for choosing H&M as my case study relates to the attention H&M 

receives from a multitude of stakeholders, such as consumers, fashion industry 

experts, the media and scholars. I share their interest because I find it fascinating 

to study a company that has an impact on so many people and has had success on 

many levels, not least financially. As one of the largest fashion retailers, H&M 
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provides clothes to a large number of consumers globally due to its affordable 

price points and products for all age groups. It is a recognized brand worldwide. 

Because of its success, H&M has become a role model for fashion industry peers 

interested in learning from its success, efficient production and ability to keep cost 

down, while at the same time operating as one of the most sustainable companies 

in the industry. On a societal level H&M has a tremendous impact on the 

communities where it operates, due to the volume of production.  Such production 

has an immense impact on the world’s resources as well. The interest that H&M 

receives in regards to its impact is both positive and negative. According to H&M 

employees interviewed, because of the size of the company, it always receives 

questions if accidents related to production happen, such as the recent fire at a 

factory building in Bangladesh. Questions from the media are inevitable even 

though H&M does not have any relevant business relations, as was the case in 

Bangladesh. The company will still, however, issue a statement on their 

perspective, support financially (the company supported victims and families from 

the Bangladesh accident despite not having any relations or production in the 

afflicted factory), as well as taking part in implementing new procedures that 

would prevent accidents in the future. Thus my interest is added to by the fact that 

H&M are still able to grow substantially in a very competitive business 

environment, and at the same time deal with the societal demand for a more 

sustainable business model. 

 

Framing of research questions  

As I have laid out in the introduction, sustainability has become particularly 

relevant for the fashion industry but it also creates particular challenges that must 

be solved. I am interested in what these challenges are, why they become barriers 

and tensions in the process and how they can be managed, negotiated or otherwise 

worked through and resolved in order to construct a sustainability-focused 
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identity. H&M is going through the process of constructing a sustainability-

focused identity and as one of the largest fashion retailers globally, they represent 

a relevant case. Based on my interest and the case company at hand, my research 

is guided by the following research questions: 

 

How are barriers and tensions managed, negotiated and resolved that arise 

around the processes of constructing a sustainability-focused identity?  

 

The research question is guided by three sub questions: 

• Which barriers and tensions arise in identity construction within the context of 

sustainability? 

• What are the forms of identity work that organizational members employ to 

manage and negotiate arising barriers and tensions? 

• What does the process of constructing a sustainability-focused identity entail? 

 

Conceptual assumptions and explanation of concepts 

My research questions involve looking at changes taking place that the journey of 

becoming sustainable involves. I also explore how this journey can be managed. 

As such I am assuming two things: First of all that organizational identity is 

capable of change, and secondly that organizational identity can be managed. By 

making these two assumptions I am also recognizing that both a social 

constructionist and social actor perspective on organizational identity have 

relevance as a number of scholars have pointed out (Ravasi & Schultz, 2006; 

Gioia et al., 2010; Ravasi & Phillips, 2013; Gioia, Hamilton & Patvardhan, 2014). 

A third assumption I make is that there is actually such a concept as sustainability-

focused identity. Hamilton & Gioia (2008) coined the concept 'sustainability-

focused identity', but other terms such as CSR-identity (e.g. Brickson 2007, 2013; 

Morsing & Roepstorff, 2014) referring to a similar concept also exist. Regardless 
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of name, the concept or term refers to sustainability “…being a core identity 

referent” (Hamilton & Gioia, 2009, p. 457).  

 

This implies that sustainability must be more important to the organization's self-

understanding than simply being something communicated to an external audience 

through sustainability reports, though sustainability is not required to be the only 

core identity referent.  Image – and how the organizations presents itself to an 

external audience is highlighted as important in the coining of the concept as it is 

argued that organizations only become sustainable organizations if they present 

themselves to their stakeholders as sustainable entities (Hamilton & Gioia, 2009). 

Thus, an external audience acknowledging the identity claim is a requirement for 

an organization stating they have a sustainability-focused identity. Furthermore, 

the concept requires that sustainability is a part of the organization to such an 

extent that it is “…woven into the fabric of organizational identity” (Hamilton & 

Gioia, 2009, p. 457).  

 

Hence in order to have a sustainability-focused identity, sustainability must be a 

visible and available referent when exploring the identity of a given organization. 

At this point it is difficult to say anything about the extent to which it is a core 

referent, what that imbues, and for how long it should have been a core referent 

(Hamilton & Gioia, 2009). A final important point in coining the concept of 

sustainability-focused identity is that it refers to a Triple Bottom Line (Hamilton 

& Gioia, 2009). It is important to highlight here in the introduction that a 

sustainability-focused identity does not imply that environmental and social 

sustainability has priority over economic sustainability. The triple bottom line 

perspective, and thus sustainability-focused identity, embodies all three aspects of 

business and equates economic, social and environmental sustainability 

(Elkington, 1994; Hamilton & Gioia, 2009). 
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Lastly, 'barriers' refer to obstacles to adopting a sustainability-focused identity that 

are more practical in nature and therefore can be more easily overcome, whereas 

'tensions' refer to paradoxes and identity threats that are more fundamental and 

pose a bigger and more difficult challenge to manage, negotiate and resolve. 

Identity work refers to engaging actively in identity construction emphasizing 

agency (Svenningsson & Alvesson, 2003; Gioia et al., 2010; Phillips & Lawrence, 

2011; Anteby & Molnar, 2012). 'Processes' refer to how identity changes and 

emerge over time, emphasizing a dynamic interaction and relations (Langley & 

Tsoukas, 2010; Schultz et al., 2012; Schultz & Hernes, 2013; Langley et al., 

2013). 

 

Strategy of inquiry  

Despite recognizing and building my theoretical foundation  on both a social actor 

and social constructionist perspective, my strategy of inquiry is based on a firm 

belief that human beings take active part in constructing their world and in 

organizing their surroundings through agency, referring to an understanding of the 

world as socially constructed within a given framework. Thus, the methodological 

framework for this project is social constructionist and perceives organizational 

identity as a social construction that is best analysed through a context-specific 

analysis (Hatch & Yanow, 2008). This perspective implies an interpretive 

epistemology, where qualitative participatory methods are relevant (Hatch & 

Yanow, 2008). Denzin & Lincoln (2013) identify 8 strategies of inquiry for 

carrying out interpretive and qualitative research, of which I find the case study 

most suited for answering my research questions. My chosen case is, as mentioned 

before, H&M.  
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H&M operates globally and has retail stores and sale offices in 54 markets. While 

all markets are relevant and interesting for my research, time and practicalities 

have forced me to choose and focus the location of my study.  In order to provide 

an empirical foundation for exploring and answering my research question, I have 

carried out qualitative studies in the 3 largest markets that H&M operates in and 

looked at H&M’s offices in London, UK, New York, US, and Hamburg, Germany 

as well as interviews with key informants at H&M’s headquarters in Stockholm, 

Sweden. Research was carried out in Stockholm because corporate management is 

located here and because strategies for sustainability are defined and 

communicated here. The data employed consists of 36 qualitative interviews with 

organizational members and management, 50 hours of participant observation in 

store, 23 qualitative interviews with consumers, and various types of archival data. 

My data analysis proceeds following the approach of grounded theory building 

(Glaser & Strauss, 1967). 

 

Main findings and contributions 

The study I have carried out contributes to the field of organizational identity in a 

sustainability context. In this thesis: 

 

• I have highlighted and extended the idea of sustainability-focused identity and 

made a justification as to why this is a construct of its own. The findings 

illustrate that sustainability-focused identity is a construct of its own because 

three specific requirements define and underlie the construct: 1) a 

sustainability-focused identity construction process is initially motivated  by 

external or institutional pressure, 2) outsiders acknowledging that an 

organization has a sustainability-focused identity is required in order for an 

organization to have a sustainability-focused identity, and 3) a sustainability-
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focused identity construction process requires that specific sustainable actions 

are taken by an organization. 

 

• I have identified and discussed of some of the barriers and tensions that arise in 

the process of constructing a sustainability-focused identity: The findings on 

barriers and tensions have complemented and extended past research as well as 

contributed with new understandings of context specific tensions that arise. The 

research suggests that, despite sustainability being considered a positive 

attribute (Roberts & Dutton, 2009), organizational members do not necessarily 

accept it immediately as a new key identity referent, leading to barriers and 

tensions arising in the process of organizational identity construction. The 

barriers identified to adopting a sustainability-focused identity are information 

and communication ambiguity, barriers related to organizational structure and 

central control versus local adaptation. The tensions identified that arise in the 

process of constructing a sustainability-focused identity are image 

discrepancies, sustainability strategy ambiguities and misalignment between 

sustainability claims and culture. 

  

• I have developed a framework for the identity work that organizational 

members perform in order to negotiate, manage and resolve barriers and 

tensions that arise in the process of constructing a sustainability-focused 

identity. The types of identity work performed that are identified in my study 

are knowledge dissemination as a key tool for identity management, identity 

affirmation and identity protection. While organizational management 

primarily performs identity work to manage and negotiate barriers and 

tensions, organizational members also take part by protecting identity. 
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Structure of the thesis  

When are tensions arising and how are they managed and negotiated in the 

processes involved in constructing a sustainability-focused identity? These 

questions are driving my research and the making of this thesis. As the thesis is 

based on an industrial PhD program, I attempt to view, analyse and answer these 

questions with both theory and practice in mind. My thesis is structured as 

follows: 

 

In chapter one, I have introduced the topic in focus, my research questions and 

addressed the relevance and justification for the topic and questions. The 

introduction furthermore addressed the implicit assumptions built into my research 

questions and strategy of inquiry. The remainder of the thesis consists of the 

following chapters: 

 

My second chapter is a review of the relevant literature. This chapter aims to 

provide the theoretical background for exploring my topic. The literature review 

outlines what the concept of organizational identity is and empirical research and 

theories on how identity is constructed. This outline is followed by a discussion of 

the context that I am viewing organizational identity from (sustainability) and 

outlines what sustainability involves, motivations for engaging in sustainability 

and how it relates to identity. Having discussed the context, I discuss various 

topics related to my research questions. These topics include a discussion of 

whether identity is a stable phenomenon or subject to change over time, tensions 

arising in identity construction, followed by a discussion of whether identity can 

be managed and how identity work takes place. The chapter concludes with an 

outline of gaps in the literature, my research questions defined based on these gaps 

and an outline of my theoretical framework. 

 



36	
  

	
  

My third chapter is a presentation of the case company H&M and the fashion 

industry. The chapter more broadly aims at providing a background understanding 

of how the topic of research relates to H&M where the empirical data is collected. 

The chapter discusses how H&M is positioned in the fashion industry, and to what 

extent sustainability is part of the industry. This is followed by an outline of 

H&M, the historical development of the company as a local Swedish retailer to 

becoming a global fashion company, relevant facts, figures and aspects of the 

organization related to the topic of the thesis as well as a discussion of H&M’s 

sustainability engagements. The chapter concludes with a justification for 

choosing H&M as my case company. 

 

The fourth chapter is my methodology. This chapter aims at explaining how I 

have collected my empirical data and a justification for the choices I have made in 

regards to methods. The chapter outlines the process of framing my research and 

my research questions, followed by an explanation of my methodological 

approach, explaining my ontological and epistemological assumptions. Based on 

these assumptions I explain and outline my research design and choice of a case 

study, which is followed by an explanation of the steps taken in collecting and 

analysing my empirical data. The chapter concludes with an overview of codes 

and themes identified in my analysis of data. 

 

The fifth, sixth and seventh chapters contain the findings and results from the 

data. I have divided the presentation of the findings into three chapters according 

to the aggregate dimensions identified in the data analysis process. Chapter five 

gives an account of how H&M reached a point where sustainability was so 

prominent a feature of the organization that it evolved into a desire to make it a 

key identity referent. The chapter then presents the findings in regards to barriers 

to adopting a sustainability-focused identity. Barriers are obstacles that hinder a 
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sustainability-focused identity at the point in time where the interviews were 

conducted, but present challenges that can be solved through practical solutions. 

Chapter six presents the findings related to tensions that arise in constructing a 

sustainability-focused identity. Tensions are more profound challenges as they 

imply ambiguities, disconnections or clashes between significant aspects of the 

organization. Tensions cannot necessarily be solved through practical solutions, as 

they are deeper lying issues. Chapter seven is a presentation of the data related to 

identity work employed to manage and negotiate barriers and tensions. Identity 

work takes the form of active managerial work, but also identity work carried out 

by organizational members in the form of identity protection. The chapter 

concludes with a presentation of the perceived barriers and tensions from a 

managerial perspective in 2014 and what the strategies are for managing these in 

the future. 

 

Chapter eight is a discussion of the findings presented in the previous chapters. In 

chapter eight, I discuss how the findings support, extend and contribute with new 

insights to the related theoretical topics discussed in my review of literature. The 

discussion concludes with an outline of the theoretical impact that my findings 

have. 

 

Finally chapter nine presents my conclusion to the thesis. The chapter outlines 

key contributions, applied impact and suggestions for future research. 
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Chapter 2 

Review of literature 

 

Introduction  

There are many ways of approaching the topic of how organizations manage and 

negotiate conflicting opinions and tensions that occur when sustainability is 

introduced as a central issue for the organization.  The issue was approached as an 

identity issue in H&M’s 2008 CSR report when the former CEO stated that the 

aim for H&M was to make sustainability part of the company’s DNA (H&M CSR 

report 2008). Following this lead, I have chosen to view the topic using an 

organizational identity lens. I make a connection between the business jargon term 

of DNA and identity; much of business literature aimed at business leaders uses 

the term DNA and has popularized the term with titles such as “Corporate DNA” 

(Baskin, 2012) to name one of the most popular books on the topic. The term 

refers to the core of the company, viewing the corporation as a body with its own 

DNA (Baskin, 2012), and represents a mix of culture and identity referents that 

‘make up the company’. It is also business jargon synonym for corporate identity, 

an area of research closely related to organizational identity. However, where 

corporate identity primarily concerns itself with how external stakeholders 

perceive the identity of the company and how corporate management is active in 

constructing identity, organizational identity also concerns itself with 

organizational members, which I find relevant for my research topic and has, in 

my opinion, a slightly broader perspective on identity.  

 

The field of organizational identity and research on the topic is vast: over nearly 

three decades, scholars have researched, theorized and discussed what constitutes 

organizational identity, how organizational identity is constructed, whether 

identity changes over time and how it relates to image and culture. Newer research 
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and discussions are still occupied with these themes, but the field has now matured 

and made way for more refined research investigating how organizational identity 

relates to other organizational issues and topics such as the origins of identity, 

identity in relation to institutions and identity threats, to name a few (Rekom, 

Corley & Ravasi, 2008, Gioia et al., 2013). The most recent discussion in the field 

has a focus on processes, marking a shift from perceiving organizational identity 

as something that is static, to something always in flux and which is becoming 

(e.g. Schultz et al, 2012, Pratt, 2012, Gioia & Patvardhan, 2012). While I find the 

literature on these various topics interesting and acknowledge the contributions to 

our understanding of organizational identity, the purpose of my review is to focus 

on the studies that relate to my topic specifically and build a theoretical framework 

for my research. Within the theoretical framework I explore what organizational 

identity is and the relatively new focus on identity in a sustainability context. I 

will, furthermore, discuss whether organizational identity is a stable or changing 

construct, how image relates to identity and what it entails to view organizational 

identity as a process. My research focuses on barriers and tensions that arise in the 

construction of sustainability-focused identity and I will discuss potential barriers 

and tensions that arise in identity construction. This leads to a discussion of the 

other aspect of my research question - how identity can be managed. I end my 

review of the literature with an outline of my research questions as well as my 

analytical framework. 

 

The relevance of organizational identity as a research focus 

Identity is about the answer to the question ‘who am I?’ posed by an individual, 

and it remains one of the most fundamental and basic questions for human beings 

throughout life (Erikson, 1968). Figuring out what distinguishes you from others 

and the characteristics that make you similar to others is an ongoing process for 

human beings. The same holds for organizations (Brewer, 1991; Corley et al., 
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2006). Organizational identity deals with the question “who are we?”, or more 

recently “who are we becoming?”, asked by members of an organization and is 

thus similar to the question dealing with identity among individuals. For both 

individuals and organizations, the question of who am I/ who are we is important 

because having at least some knowledge of the answer to that question enables 

interaction with other people and organizations and provides individuals with the 

ability to make distinctions I and you/us and them. Without at least a preliminary 

answer to this question, it becomes difficult to effectively interact with others on a 

long-term basis, as identity enables and assists human beings in explaining actions 

and making sense of the world (Albert et al., 2000; Gioia et al., 2013).  

 

While the concept of identity has been the focus of studies for many decades and 

its importance is highlighted in a variety of academic disciplines, such as 

psychology, sociology, anthropology and political science. It can be argued that 

both individual and organizational identity is becoming even more central in 

contemporary society. Albert et al. (2000) argue that the construct of 

organizational identity is particularly relevant in a complex and dynamic society 

as on a practical level it serves the purpose of identification for internal 

stakeholders: “…as conventional organizational forms are dismantled, so too are 

many of the institutionalized repositories of organizational history and method, 

and the institutionalized means by which organizations perpetuate themselves. 

Increasingly organizations must reside in the heads and hearts of its members” 

(Albert et al., 2000, p.13). However, organizational identity is also relevant simply 

because it constitutes a meaningful concept for human beings; organizational 

identity is a construct that captures the interest of, as well as resonates with, 

organizational members, because it is about themselves and their understanding of 

the organization and because they feel a belonging to the organization (Ravasi & 

Rekom, 2003; Gioia, 2008; Gioia et al., 2013,). One might even go as far as to 
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claim that because we are living in a world where institutions no longer provide 

individuals with identity (e.g. Beck, 1992; Giddens, 1991), they use organizations 

– and organizational identity - as a resource and guideline for individual identity 

work. While the processes and dynamic relation between individual identity 

construction and organizational identity is beyond the scope of this review of 

literature, it illustrates and emphasises the relevance of organizational identity in 

contemporary society. 

 

What is organizational identity and how is it constructed? 

What do I mean when I write “organizational identity”? A large part of the 

organizational identity literature is focused on defining this construct, so it seems 

appropriate to start with this discussion. A common or shared definition of 

organizational identity is not agreed upon among scholars researching the topic, 

and a number of strands or schools of thought have been identified. While 

researchers in the field share the same interest – how identity is constructed - they 

draw on and take inspiration from very different fields and theories, ranging from 

psychology and social psychology, to sociology and anthropology, and theories 

involving symbolic interactionism, communities of practice, and institutional 

theory at the other end of the spectrum (Ashforth & Mael, 1989, Schultz, Hatch & 

Larsen, 2000, Ravasi & Rekom, 2003, Corley et al, 2006). Some aspects of the 

concept are agreed upon: organizational identity is about defining one’s self, is a 

self- referential concept, and it is comparative; an organization is similar or 

different compared and relative to other organizations (Corley et al., 2006; Kenny, 

Whittle & Willmott, 2011). Adding to this, organizational identity involves a 

shared understanding among those to whom the concept refers and it is a 

collective-level construct, in part or in whole (Corley et al., 2006; Kenny, Whittle 

& Willmott, 2011).  
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Another significant point I want to make in regards to what organizational identity 

is relates to research areas. Three broad research areas in the field of 

organizational identity can be identified: 1. Research concerned with identity of 

people in an organization, 2. Research concerned with employee’s identification 

with an organization and 3. Research concerned with the identity of an 

organization, an area distinctly different from the area of individual identity 

because it involves more than one individual, and it is a more fluid construct 

(Gioia, Schultz & Corley, 2000).  I am interested in the third research area - the 

identity of an organization.  

 

The relationship and differences between organizational identity and culture 

Organizational identity and organizational culture may have many similarities and 

among a small number of scholars debates have been ongoing as to whether the 

former is simply a new word for the latter (Hatch & Schultz, 1997, 2000, 2002; 

Ravasi & Rekom, 2003; Alvesson, 2013); however organizational scholars agree 

that there is a clear distinction between the two constructs (Ravasi & Rekom, 

2003). As culture is not my theoretical foundation for this thesis, I am not 

embarking on a review of the entire theory of culture, but I will briefly start by 

explaining what I mean by organizational culture and discuss the theories I will 

draw on in studying potential relations and connections between identity and 

culture; after this discussion I move on to a discussion of the differences between 

identity and culture. 

 

Organizational culture theory is a large field with a variety of perspectives. I will 

mainly draw on more traditional theoretical perspectives such as Martin (2002) 

and Schein (2010), rather than newer streams surfacing recently. I draw on theory 

by Martin and Schein because it has an emphasis on shared beliefs and 

understandings in organizations which are central to my research questions. 
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Defining the concept of organizational culture, Martin states that organizational 

culture is about “how things are done here” and is manifested not only in values, 

but also in organizational practises (formal as well as informal), rituals, artefacts, 

stories, jargon as well as physical arrangements such as architecture, dress norms 

etc. (Martin, 2002). Martin (2002) presents three perspectives on culture: the 

integration perspective, the differentiation perspective and the fragmentation 

perspective. In the integration perspective, consistency of meaning exists across 

the organization, cultural manifestations are shared, hence there is an 

organization-wide consensus on what the culture is (Martin, 2002). The 

differentiation perspective is characterized by inconsistency in meanings across 

manifestations, i.e. cultural manifestations are not shared by all organizational 

members, but consensus exists within subcultures (Martin, 2002). An example of 

this is that within accounting, cultural manifestations are shared but they differ 

from the understanding of culture in the design department. In the fragmentation 

perspective, cultural manifestations are not shared as there is no organization-wide 

or sub-cultural consensus; thus there is a lack of clarity overall (Martin, 2002).  

 

In a similar vein, Edgar Schein defines cultures as “…a pattern of shared basic 

assumptions learned by a group as it solved its problems of external adaptation 

and internal integration, which has worked well enough to be considered valid 

and, therefore, to be thought to new members as the correct way to perceive, 

think, and feel in relation to those problems” (Schein, 2010, p. 18). Schein’s 

(2010) theorizing of cultural layers may further enable me to understand how 

culture relates to identity construction. Schein operates with three layers of 

culture: Artifacts, Espoused Beliefs and Values, and Basic Underlying 

Assumptions (Schein, 2010). These three layers relate to how visible a cultural 

manifestation is for outsiders; where artifacts have a high degree of visibility to 

the outside observer, basic underlying assumptions require that outsiders become 
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familiar with the culture, if not part of it (Schein, 2010). Artifacts are 

manifestations on the surface level that an observer can see, hear and feel, such as 

physical environment, language, aesthetics and style, observed behaviour and 

observable rituals (Schein, 2010). According to Schein (2010), artifacts also refer 

to the information communicated in print, online etc. about a company’s values, 

mission, vision and other formal descriptions of the company. Espoused values 

and beliefs refer to the rationalizations, ideals, goals, aspirations and values of a 

culture (Schein, 2010). These manifestations are not easily observable, but require 

an outsider to get more familiar with members of the culture, make enquiries and 

analyse the espoused values and beliefs (Schein, 2010). Schein argues that 

espoused values and beliefs reflect a founder or leader's assumptions about what is 

wrong or right; i.e. espoused values and beliefs are assumptions and actions taken 

by a leader that have proven successful over time (Schein, 2010). Though an idea 

may be tested and challenged when first introduced by the members of the culture, 

it becomes a shared value when it has been proven successful. If the idea or 

solution continues to be successful it will become a shared assumption that none 

of the members remember ever questioning as it is simply taken for granted 

(Schein, 2010). Schein refers to manifestations of culture that is taken for granted 

as basic underlying assumptions; basic underlying assumptions are integral and 

unquestionable to the culture (Schein, 2010). Schein states that “Those who fail to 

accept such beliefs and values run the risk of “excommunication” – of being 

thrown out of the group” (Schein, 2010, p. 26). Thus, given the power of basic 

shared assumptions, they provide members with stability and security and are 

difficult to change; as Schein argues, changing basic underlying assumptions is 

time-consuming, anxiety-provoking and difficult (Schein, 2010). Turning a shared 

belief into a basic assumption only happens in cases where a belief or value has 

been tested over time and continues to be reliable; testing of a value or belief can 

be either empirically or through social validation (Schein, 2010). 
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Schein (2010) defines culture according to its relation to leadership, as culture is 

often the result of a leader or founder's thoughts and ideas. Hatch & Schultz 

(1997) take a different position to Schein; central to their understanding of culture 

is that all members of an organization are part of and influence the culture, 

regardless of hierarchy; culture is not forced or induced upon members by leaders 

or top management as Schein argues. Rather, culture is formed and shaped when 

organizational members interact with insiders, as well as outsiders of the group 

(Hatch & Schultz, 1997). This perspective implies that organizational culture and 

organizational identity can never be completely managed and controlled (Hatch & 

Schultz, 1997). 

 

The new analytical approaches emerging also view culture in a different way; 

newer streams emphasize that culture is not only an internal phenomenon, but a 

phenomenon increasingly influenced by an external audience (Weber & Dacin, 

2011). The reason for considering external audiences – or outsiders – in cultural 

analysis can be found in the increasing availability of information about a culture, 

whether this culture is an organization, state or a community (Weber & Dacin, 

2011). Weber & Dacin (2011) argue that whereas the perspective on 

organizational culture in the 1980s was characterized by treating culture as a 

somewhat stable entity, the new wave is characterized by treating culture “…as 

constitutive of a wide range of social processes rather than a regulative that works 

against other forces…”(Weber & Dacin, 2011, p. 287). Thus, whereas the field in 

the 1980s had a tendency to emphasize culture as a constraint on organizational 

members, the field now sees more of an emphasis on how organizational members 

make use of organizational culture, thereby granting organizational members a 

higher degree of agency as well as more freedom and choice in regards to cultural 

material (Weber & Dacin, 2011). Whilst I find these perspectives interesting, I 
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also find that they are limited in grasping the depth of culture, as well as the 

constraints and control embedded in organizational culture (Alvesson, 2013). In 

my view, culture is, or can be, regulative; it is not something that organizational 

members can easily change as culture builds on basic assumptions.  

 

My outline and discussion of culture point to many similarities between identity 

and culture. As explained previously, organizational identity is about the answer to 

the question of who we are. Organizational culture, on the other hand, is about the 

answer to the question of “how things are done here” and is manifested in values, 

organizational practises (formal as well as informal), rituals, artefacts, stories, 

jargon as well as physical arrangements such as architecture, dress norms etc 

(Martin, 2002). Despite the different questions entailed in the two constructs, the 

themes covered from the two perspectives are often very closely related, which 

may be the reason for confusing the two (Alvesson, 2013). 

 

While the two concepts are closely related, as illustrated by scholars in the field 

(e.g. Hatch & Schultz, 1997, 2000, 2002, 2004), I draw on Alvesson’s (2013) 

distinction between the two concepts:  

While identity is something that the individuals in the 
organization ’decide’ – the answer to the question ’who are we?’ 
must be crafted by the people concerned, as this is a matter of 
experiences and self-understandings, not objective characteristics 
– culture has much less of this quality. It is partly about taken-for-
granted assumptions and non-conscious meanings. It functions to 
an extent beyond consciousness and affects people irrespective of 
their understandings and eagerness to embrace values and ideals 
(Alvesson, 2013, p. 39).  

 

Thus, both culture and identity are seen to serve as a direction for organizational 

members on how to behave and what is expected from them, and both give 
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meaning to the context organizational members find themselves in. But while both 

concepts may give sense to organizational members, they represent different levels 

of awareness (Hatch & Schultz, 2002; Alvesson, 2013) and there is a difference in 

how the two concepts relate to image and branding (Hatch & Schultz, 2002; 

Cornelissen, Haslam, Balmer, 2007; Alvesson, 2013). Where it is broadly agreed 

that organizational identity is directly influenced by external expressions and 

communication, this is not agreed in the case of organizational culture; Alvesson 

(2013) argues that culture is an internal concept and too complex to be influenced 

by external perspectives and dynamics to the same extent as identity, while newer 

streams perceive culture to be increasingly influenced by an external audience 

(Weber & Dacin, 2011). On the other hand, culture is closely related to identity, as 

illustrated by scholars such as Hatch & Schultz (1997; 2000; 2002; 2004), 

theorizing that culture is dynamically related and influencing organizational 

identity. Other scholars perceive identity to be part of organizational culture – 

culture provides the framework that identity is building on (Alvesson, 2013). The 

central point is that the concepts influence each other as they are dynamic and 

interrelated.   

 

Four perspectives on organizational identity  

Despite establishing my research area, the term organizational identity still 

requires an explanation due to the complexity of perspectives surrounding it. Four 

different perspectives have been identified concerned with the construct of 

organizational identity (Gioia et al., 2013; He & Brown, 2013). Of these four, two 

strands or perspectives have dominated the field and the ongoing discussion, 

namely the social actor and social constructionist perspectives. Because they 

represent the majority of research carried out on organizational identity and are 

most relevant to my study, I will discuss them in detail, but first I will briefly 

discuss the other two perspectives identified, referred to as the institutionalist 
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perspective and the population ecologist perspective (Gioia et al., 2013). The 

institutionalist perspective is concerned with a macro level of analysis and views 

identity through an institutional lens. This perspective is traditionally concerned 

with the isomorphic aspect of organizational identity and employs institutional 

theory and institutional processes in understanding organizational identity (Glynn 

& Abzug, 2002; Glynn, 2008). Though this perspective is related to the social 

constructionist and social actor perspective in the focus on how organizational 

identity categories emerge, the institutional perspective has a stronger focus on 

institutional frameworks, systems of meaning and the role of globalization (Aten 

& Howard-Grenville, 2012). The population ecologist perspective perceives 

identity as an externally defined concept, perceived and defined by outsiders 

(Polos, Hannan & Carroll, 2002). In this perspective, industry membership and 

industry attributes are highlighted and considered essential for organizational 

identity construction, though recent research within this perspective adopts a more 

general approach (Hsu & Hannan, 2005). He & Brown (2013) also distinguish 

between four perspectives in organizational identity research, but two of these are 

somewhat different from Gioia et al (2013). He & Brown (2013) highlight a 

psychodynamic and a postmodern perspective instead of an institutionalist and 

population ecologist perspective. Regardless, the social actor and the social 

constructionist perspective are by far the most dominant strands of research 

ontology, where most contributions have been made and are most relevant to my 

research question (Gioia et al., 2013, He & Brown, 2013).  

 

Social actor versus social constructionist perspective 

As mentioned, the social actor and social constructionist perspectives on 

organizational identity dominate the field. What makes these two perspectives 

markedly different from each other is that they are guided by two different 

epistemological and ontological assumptions (Corley et al., 2006, Hatch & 
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Yanow, 2008, He & Brown, 2013), fuelling discussions and debate within the 

field. Starting with the social actor perspective, Stuart Albert and David A. 

Whetten coined the concept of organizational identity in their 1985 article 

‘Organizational Identity’. They define organizational identity as including the 

central, distinctive and enduring features of an organization (Albert & Whetten, 

1985), with emphasis on identity claims (Albert & Whetten, 1985, Whetten & 

Mackey, 2002, Corley et al., 2006, Hatch & Yanow, 2008). This definition serves 

as a point of departure for the main part of organizational identity research and 

theorizing (Ravasi & Rekom, 2003, Gioia et al., 2013), and in particular as a point 

of departure for what is referred to as a social actor perspective. Explaining the 

three defining criteria, Albert & Whetten argue that a central or “claimed central 

character” (Albert & Whetten, 1985, p.90), points to the essence of the 

organization, while “claimed distinctiveness” (ibid), points to features that 

distinguish the organization from others (others referring to organizations that are 

used for comparison). The last feature, “claimed temporal continuity” (ibid), 

points to characteristics that to some degree remain the same over time. In a social 

actor perspective, organizational identity is constructed through claims made or 

proposed by organizational leaders with the purpose of defining the organization. 

These claims, referred to as identity claims, provide organizational members with 

a narrative or self-referential discourse from which they gain a collective 

understanding of what the organization is (Ravasi & Schultz, 2006; Ravasi & 

Phillips, 2011). 

 

The social actor/realist perspective is characterized by defining organizational 

identity as ‘something’ that resides in the organization (Corley et al., 2006; Ravasi 

& Schultz, 2006), in an organization’s essential features (Hatch & Yanow, 2008). 

The organization is viewed as a social actor because it has social and legal status 

(Albert & Whetten, 1996; Whetten & Mackey, 2002; Whetten, 2006). Essence is a 



50	
  

	
  

key word for this perspective, and research focuses on “component elements”  

(Hatch & Yanow, 2008, p. 30). Albert & Whetten’s definition of organizational 

identity has led to an ongoing discussion among organizational identity scholars 

about the definition of the concept (Schultz, Hatch & Larsen, 2000, Ravasi & 

Rekom, 2003, Corley et al., 2006). Albert & Whetten do not give an account of 

what it means to be central, distinctive and enduring (Corley et al., 2006), but the 

concepts point to organizational identity being a stable, static and essential feature 

of an organization (Schultz, Hatch & Larsen, 2000), as well as presupposes that 

these concepts are able to define all organizational identities (Hatch & Yanow, 

2008). The definition furthermore implies that organizational identity can take on 

a form and dynamic of its own, and thus becomes equal or similar to the identity 

of a human being (Cornelissen, Haslam & Balmer, 2007). The criticism of the 

social actor perspective relates primarily to identity being perceived as enduring, 

an organizational core that remains the same over time and rarely changes. The 

central and distinctiveness attributes have not to the same extent been the focus of 

attention (Gioia et al., 2013). 

 

Related to the social actor perspective on identity is the construct of corporate 

identity (He & Brown, 2013, Balmer, 2008). Although efforts have been made to 

distinguish and draw clear lines between organizational identity and corporate 

identity in order to define constructs (Hatch & Schultz, 1997; Schultz, Hatch & 

Larsen, 2000; Cornellisen, Haslam & Balmer, 2007; Balmer 2008), the two areas 

of research share certain characteristics. Corporate identity builds on the fields of 

marketing, communication and PR studies (Gioia, Schultz & Corley, 2000) and is 

a concept primarily employed in these disciplines, and as an applied concept by 

visual identity consultancies (e.g. Olins, 1989, 2003).  
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I do not attempt to make a complete review of the marketing, communication and 

PR literature discussing corporate identity, but rather identify similarities between 

corporate identity and a social actor perspective5. Balmer illustrates the 

similarities:  

French scholars in making a ground-breaking contribution to 
corporate identity scholarship highlighted its importance by 
arguing that corporate identity traits bestows a corporation with 
specificity, stability and coherence (Moingeon and Ramanantsoa, 
1997, Larçon and Reitter, 1979). Somewhat latter, and in a 
strikingly similar vein, the USA scholars Albert & Whetten 
(1985) in their magisterial and highly perceptive examination of 
the identity concept in institutional contexts reached a similar 
conclusion (Balmer, 2008, p. 886). 

 

Besides this striking similarity in concept definition, with a focus on central, 

enduring and distinctive features, it can be argued that a social actor focus on 

identity claims, in other words claims proposed by organizational leaders as a 

means of sensegiving to organizational members (Ravasi & Schultz, 2006), is 

similar to a corporate identity perspectives focus on top managers' roles in identity 

construction. Thus, both a corporate identity and a social actor perspective on 

identity have a focus on identity claims, where claims made by the organization 

constitute identity; however corporate identity stresses the articulation and 

communication of claims to a larger extent (Ravasi & Schultz, 2006; Gioia & 

Patvardhan, 2012; Gioia et al, 2013; He & Brown, 2013).   

 

The other dominant perspective in organizational identity is the social 

constructionist perspective; here identity is defined as residing in collectively 

shared beliefs about the relatively central and stable features of the organization 

and with an emphasis on shared understandings (Ravasi & Schultz, 2006). From 

this perspective, organizational identity is a result of ongoing processes of social 
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construction taking place among organizational members (Corley et al., 2006; 

Gioia et al., 2013), and resides in the collective consciousness of organizational 

members (Corley et al., 2006, Hatch & Yanow, 2008). A social constructionist 

perspective is characterized by a focus on the construction of meaning, processes 

of meaning creation and sense-making in the organization (Hatch & Yanow, 

2008). The social constructionist perspective perceives identity construction as a 

process that organizational members take part in, as identity is constructed through 

sense-making processes (Ravasi & Schultz, 2006) 

 

Complimentary perspectives 

As mentioned earlier, recent research has illustrated that the two dominant 

perspectives in organizational identity may be viewed as complimentary rather 

than polarities (e.g Ravasi & Schultz, 2006, Gioia et al., 2010, Ravasi & Phillips, 

2011 , Gioia, Hamilton & Patvardhan, 2014, Gioia & Hamilton, in press), and 

bridging the two perspectives open up for a more comprehensive perspective that I 

will now discuss.  

 

In a longitudinal study of B&O, Ravasi & Schultz (2006), found that 

organizational responses to identity threats utilized both sensegiving and 

sensemaking actions, where sensegiving actions refer to new identity claims made 

by the management team to support changes, while sensemaking actions refer to 

organizational members re-evaluating distinctive and core elements of the 

organization (Ravasi & Schultz, 2006).  Based on these findings, Ravasi & Schultz 

(2006) state that it is possible that the two strands in the organizational identity 

literature complement each other and that both the social actor and the social 

constructionist perspectives should be considered simultaneously when studying 

organizational identity:  
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We believe that the respective emphases of the two perspectives - 
institutional claims and collective understandings – represent 
different aspects of the construction of organizational identities. 
Together, the social actor and social constructionist views suggest 
how organizational identities arise from sensemaking and 
sensegiving processes through which members periodically 
reconstruct shared understandings and revise formal claims of 
what their organization is and stands for. One needs, therefore, to 
account for both perspectives to fully understand organizational 
responses to identity-threatening environmental changes (Ravasi 
& Schultz, 2006, p. 436).  

 

This view implies that while identity claims are often stable and enduring over 

time, the shared understandings and interpretations of these are subject to periodic 

change. Other studies support this perspective; Gioia et al. (2010) studied identity 

formation during the founding of a new college. The study found that 

organizational identity formation processes follow a sequential process involving 

both the negotiation of identity claims and perceiving an organization’s identity as 

a social actor, as well as organizational members developing and engaging in the 

processes of creating shared understandings (Gioia et al., 2010). Based on these 

findings, Gioia et al., states:  

We found that viewing organizational identity formation 
simultaneously from social construction and social actor 
perspectives not only produced a better sense of the processes and 
practices involved in the forging of an identity but also provided 
an avenue for understanding these processes not merely as 
complementary (Ravasi and Schultz, 2006) but, rather, as 
mutually recursive and constitutive (Gioia et al., 2010, p. 6).  

 

Based on a study of organizational management and strategic change at B&O, 

Ravasi & Phillips (2011), suggest that a reconciliation of the two perspectives will 

provide a more realistic account of how organizational identity is constructed and 

reconstructed over time.  
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The studies carried out bridging the two dominant perspectives in organizational 

identity are compelling; they acknowledge that the process of identity construction 

is complex, involves multiple influences from internal as well as external 

stakeholders, from management as well as organizational members, and that the 

question of 'who am I?' involves identity claims, cultural cues as well as a 

construed image. This does not imply however, that identity construction is 

without boundaries and can be chosen randomly; as Gioia et al (2000) notes: 

“Changes in identity are constrained within non-specified, but nonetheless 

moderating, environmental bounds” (Gioia et al., 2000, p. 73). It does however 

imply that if an organization, over time, finds itself in a new context that requires 

identity adaptation, making use of both sensemaking and sensegiving processes, 

identity change is possible. In the next section, I will discuss such context specific 

identity construction – namely organizational identity construction in a 

sustainability context – and what this context entails for organizational identity. 

  

Organizational identity in a sustainability and CSR context 

Sustainability and Corporate Social Responsibility provide a specific context for 

organizational identity construction as sustainability and CSR engagement 

influences identity and identity orientations (Amodeo, 2005; Brickson, 2007, 

2013; Hamilton & Gioia, 2009; Morsing & Roepstorff, 2014). While other context 

may imply the same, a sustainability or CSR context is specific because it implies 

a commitment and promise of improving social and environmental issues, and as 

such, it is a promise that the organization commits to such improvements (Morsing 

& Roepstorff, 2014). Sustainability and CSR is also a legitimacy issue (Carroll, 

1991, Matten & Moon, 2008), implying that the core of the company is at stake to 

a higher extent than, for instance creativity or innovation as a context.  
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Motivational factors for engaging in sustainability 

There are many reasons why companies engage in sustainability to such an extent 

that is becomes a core identity referent for the organization (Hamilton & Gioia, 

2009). Studies points to motivational factors such as competitive reasons, financial 

benefits and legitimization (Lampe et al., 1991; Vredenburg & Westley, 1993; 

Post & Altma, 1994; Lawrence & Morell, 1995; Bansal & Roth, 2000), leaders 

feeling obligated to be socially and environmentally responsible (Lawrence & 

Morell, 1995; Winn, 1995; Amodeo, 2005), institutional pressure that social, legal 

and cultural institutions exert on an organization  (Dimaggio & Powell, 1983; 

Scott, 1995; Menguc et al., 2010), and related to this, an expectation that 

companies take responsibility for the communities they are part of, given their 

economic power (e.g. Moon et al., 2005; Palazzo & Scherer, 2006; Crane & 

Matten, 2007; Morsing & Roepstorff, 2014). Most of the studies carried out point 

to either the important role of institutional pressure, explaining how institutional 

pressure from various stakeholders motivates organizations to engage in CSR 

(Hoffman 2001; Wright et al., 2007; Campbell, 2007; Matten & Moon, 2008; 

Pedersen & Gwozdz, 2014), or to pressure from stakeholders that may not 

constitute institutions (Pedersen & Gwozdz, 2014). Stakeholder  theory refers to 

how companies create most value for their stakeholders as well as how 

stakeholders affect the business as a whole. Edward Freeman defines a stakeholder 

as “[a]ny group or individual who can affect or is affected by the achievement of 

the firm’s objectives” (Freeman, 1984, p. 25).  

 

Organizational identity in a sustainability context 

While a vast amount of research exists on sustainability and CSR in general, and 

why organizations engage in sustainable activities, research on identity in a 

sustainability context is limited. Hamilton & Gioia (2009) have coined the concept 

of sustainability-focused identity; they use the term (instead of CSR identity) 
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because the term sustainability refers to a Triple Bottom Line – a balance between 

environmental, social and economic goals, without emphasizing social 

responsibility as CSR identity tends to do (Hamilton & Gioia, 2009). A 

sustainability-focused identity is defined as an organizational identity where 

sustainability is a core element in the organization. As sustainability is never fully 

achieved, a sustainability-focused identity requires constant sustainability-focused 

actions taken in the ongoing processes of constructing identity (Hamilton and 

Gioia, 2009). The term 'CSR identity' is employed by Morsing & Roepstorff 

(2014) as they take inspiration from Brickson’s (2007) collectivistic identity 

orientation construct. Collectivistic identity orientation is a reference to 

organizational members engaging in a larger social cause beyond self-interest 

(Brickson, 2007). Morsing & Roepstorff (2014) extend this definition to also 

consider the influence and perception of external audiences and how the external 

audience perception of an organization's identity influences the identity work that 

takes place.  

 

For the remainder of this thesis I will employ the concept of sustainability-focused 

identity as proposed by Hamilton & Gioia (2009). This concept concept of 

sustainability-focused identity appears to be more firmly grounded in the 

organizational identity literature and I find it is more clearly defined within this 

framework than CSR identity. Regardless of name, research on the topic of 

sustainability-focused identity emphasizes actions, temporality and processes; in 

order to construct a sustainability-focused identity, organizations must actively 

engage in certain activities that spur the processes of becoming sustainable and the 

processes of constructing organizational identity (Brickson, 2007; Hamilton & 

Gioia, 2009; Perez & del Bosque, 2012; Morsing & Roepstorff, 2014). It 

furthermore requires that organizations take a longer-term view on the actions and 

performance needed in order for sustainability to take root; building a 
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sustainability-focused identity is a long-term and dynamic process (Hamilton & 

Gioia, 2009).  

 

Identity-image and identity-culture discrepancies 

The existing research on organizational identity in a sustainability context focuses 

to a large extent on either on identity-image discrepancies or identity-culture 

discrepancies. Taking a communication perspective, Perez & del Bosque (2012) 

carried out multiple case studies of CSR identity in the European banking sector. 

The studies found that a lack of communication to external stakeholders about the 

role that CSR plays for the company has significance for the difficulties in 

constructing a CSR identity. The study concludes that investing little effort in 

communication prohibits a CSR identity (Perez & del Bosque, 2012). In a recent 

study of IKEA Denmark, Morsing & Roepstorff (2014) illustrated that CSR 

identity is not only constructed based on core company values but also on social 

expectations among local external stakeholders (Morsing & Roepstorff, 2014). 

Their research illustrates that in situations where socio-political contexts change, 

and as such understandings of CSR commitment, an organization’s CSR identity-

image is disrupted and the organization will alter their CSR identity commitments 

in order to create an alignment between identity and image (Morsing & 

Roepstorff, 2014). This finding also suggests that a CSR identity cannot be 

entirely managed as socio-political contexts are unpredictable and out of the hands 

of managers.  

 

Theorizing on the topic, and focusing on the interrelatedness of identity, culture 

and image, Hamilton & Gioia (2009) argue that a sustainability-focused identity 

remains an aspiration for most organizations rather than a reality. This is due to 

the required shift in an organization’s values, practices and beliefs; in order to 

obtain a sustainability-focused identity, sustainability must become an 
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indispensable part of everything the organization does. If the organizational 

identity is not already sustainability-focused, it is necessary to initiate internal 

change processes (Hamilton & Gioia, 2009). Research on organizational identity 

suggests and speculates that identity change processes are more successful in cases 

where members can draw on existing or established referents in identity adaptation 

processes (Ravasi & Phillips, 2011). In a sustainability context, such speculation 

implies that identity adaptation may be more successful if existing identity 

referents carry similar features as those associated with sustainability, i.e. positive 

traits such as respect, passion, and responsibility. Such speculation emphasizes 

heritage as relevant to sustainability-focused identity construction and implies that 

embedding sustainability in the culture will aid the process (Ravasi & Schultz, 

2006; Hamilton & Gioia, 2009; Ravasi & Phillips, 2011). Sustainable 

organizational practices are also likely to facilitate change towards a 

sustainability-focused identity as sustainable practices foster an even stronger 

belief of sustainability being a core component in the identity of internal 

stakeholders (Hamilton & Gioia, 2009).  

 

Focusing on identity-culture discrepancies and building and extending her 

research on identity dynamics as well as cultural incrementalism, Amodeo’s 

(2005) research on becoming sustainable illustrates the internal identity processes 

that an organization goes through in order to become sustainable. Amodeo’s case 

study of Interbrand identifies 5 stages in the process of becoming sustainable: 

“The stages define movement along a continuum from a vision/identity gap to 

cultural incrementalism, and from scepticism to commitment, reflecting an 

increasing connection to and belief in the new vision and mission of 

sustainability” (Amodeo, 2005, p. 95). Amodeo’s research suggests that while the 

process of building a sustainability-focused identity may be initiated by a leader 

formulating a vision, such a vision may not be compatible with the existing 
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identity, culture and image, thereby creating a vision/identity gap (Amodeo, 

2005).  

 

In the case of Interbrand, in moving from a non-sustainability focused to 

sustainability focused identity, experts were brought in to advice and explain how 

the new mission and vision could be executed and symbols could be used to 

enable the organization to understand the new ideas. As the organization came to a 

better understanding of the new vision, scepticism gave way to understanding 

what sustainability entails for the company. The new understanding of what 

sustainability meant contributed to a better alignment of the vision/identity gap, 

though the organization still struggled in aligning with the culture (Amodeo, 

2005). As the process went along, sustainability activities was executed and 

implemented, thus sustainability became manifested in the organizational identity, 

leading the organization to slowly start to communicate externally about the new 

vision. As the organization started to believe in the new vision, sustainability as a 

value became part of the organization (Amodeo, 2005). Amodeo’s research 

suggests a phase-based process or journey where sustainability is first 

implemented in the vision for the organization, then manifested in the culture and 

last in the image of the organization; sustainability does not become part of the 

core referent of the organization until a paradigm shift has taken place in the 

organization, where sustainability became part of the organizational identity. In 

the case of Interbrand, the paradigm shift was evident in the way organizational 

members described their jobs – organizational members were not just making 

carpets, the job was perceived as having a higher purpose and a direct positive 

influence on the environment, illustrating the identification with the organization 

(Amodeo, 2005).  
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Theorizing as opposed to empirically founded data 

As sustainability-focused identity is a relatively new research area, the body of 

research is naturally limited, leaving a gap in the literature. While Hamilton & 

Gioia (2009) theorize on the topic and make some interesting points, their 

theorizing is not built on empirical data. The existing research on sustainability-

focused and CSR identity suggests a number of implications and challenges: In 

order for an organization to construct a sustainability-focused identity, the existing 

identity must undergo some form of change, implying that organizational identity 

is capable of change. It also implies that image – or at least how organizational 

members think outsiders perceive them - has an impact on identity construction. 

Studies carried out also found that temporal aspects are crucial for sustainability-

focused identity construction, as becoming sustainable is a process taking place 

over a longer period of time. However, while the literature implies tensions, and 

management of identity tensions, the empirical data is limited despite a reasonable 

assumption that tensions that must be solved and negotiated arise in the 

construction of a sustainability-focused identity. In the next sections, I will discuss 

the relevant literature on these topics as they emerge in the general organizational 

identity discussion. 

 

Organizational identity as stable and enduring as opposed to changing and 

dynamic 

One of the most substantial discussions on organizational identity that has taken 

place is whether identity is stable and enduring or subject to change (Gioia & 

Hamilton, in press; Gioia et al., 2013). In a social actor perspective, identity is 

rarely subject to change. Taking a point of departure in individual identity theory, 

Albert & Whetten argue that there are certain life cycle events that make the 

question of organizational identity increasingly important (Albert & Whetten, 

1985), and are causes for change in identity (Whetten, 2006). According to Albert 
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& Whetten, it is only under exceptional circumstances and due to serious events 

that identity changes. Such events include times when an organization is forming 

and is new, when organizations lose their founder, when the reason to exist as a 

company disappears, when the organization grows and cannot keep up, and at 

times when companies are taken over or merge with other businesses (Albert & 

Whetten, 1985). Albert & Whetten compare this to major life events such as 

marriage, birth and divorce (Albert & Whetten, 1985). Other scholars argue that 

identity is unstable, dynamic and subject to change over the short and long term to 

varying degrees (e.g. Dutton & Dukerich, 1991; Gioia & Thomas, 1996; Gioia, 

Schultz & Corley, 2000; Hatch & Schultz, 2002; Corley, 2004; and Ravasi & 

Schultz, 2006).  

 

Gioia et al. (2013) observe two recurring themes; the first theme discusses change 

from the perspective that identity is enduring, the second perceives identity to be 

dynamic and thus capable of change both short and long term (Gioia et al., 2013). 

These two strands are labelled “The enduring identity proposition” and “the 

dynamic identity proposition” (Gioia et al., 2013, p. 131). 

 

Identity as enduring and stable 

From an enduring identity perspective, identity change rarely occurs and if it does, 

only under dramatic life changing circumstances. A number of studies have 

illustrated that organizational identity is enduring and the reasons why it is a stable 

entity. This perspective is supported by findings that organizational members 

resist change (Corley et al., 2006), and organizational members need to maintain a 

positive identity (Gioia et al, 2013).  Studies based on social identity theory 

support the finding that organizational members have a (psychological) need to 

preserve their own identity and it is threatened if the social context (the 

organization) they  participate in is subject to identity changes that do not carry 
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positive associations (e.g. Brewer & Kramer, 1985; Ashforth & Mael, 1989; 

Dutton, Dukerich & Harqauil, 1994). Other studies stress the role of 

organizational defence to external pressures (Brown & Starkey, 2000) as well as 

deception (Phillips & Kim, 2009). Elsbach and Kramer’s study from 1996 

investigating how business schools respond to school rankings, found that when 

confronted with less desirable rankings (and thus a less positive image of the 

organization), organizational members produce alternative social categories 

through which their organizational identity is viewed in a much more positive 

light. Elsbach & Kramer argue:  

Organizational members' primary response to threats posed by the 
Business Week rankings was to make salient their school's 
membership in selective and favorable social groups through (1) 
categorizations that highlighted positive identity attributes not 
emphasized by the rankings and (2) categorizations that 
highlighted favorable social comparisons not emphasized by the 
rankings… Members appeared to use these categorization tactics 
for two purposes: (1) to affirm positive aspects of their school's 
identity that the rankings had neglected and (2) to make sense of 
and explain why their school achieved a specific, disappointing 
ranking (Elsbach & Kramer, 1996, p. 456). 

 

Identity as unstable and changing 

From a dynamic identity perspective, identity change occurs at various degrees 

whether organizational members try to resist it or not, and the body of research 

from a dynamic perspective is substantial  (e.g. Dutton & Dukerich, 1991, Reger 

et al.,1994, Gioia & Thomas, 1996, Hatch & Schultz, 1997, 2000, 2002). Dutton 

and Dukerich (1991) carried out a case study on The Port Authority of New York 

and New Jersey. The focus of the Port Authority case study was initially to obtain 

an understanding of, and generate new theory on, the relation between individual 

interpretations and organizational actions (Dutton & Dukerich, 1991).  
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The study illustrates how change in organizational identity takes place when an 

organization faces strategic challenges and a perceived misalignment between 

identity and perceived image. The study also illustrates how identity construction 

is a process that relates to the external environment, as Dutton and Dukerich 

concluded that organizational identity is shaped and influenced by how external 

stakeholders, such as the media or the local community perceive the organization, 

resulting in internal stakeholders responding to and acting on this perception in 

order to create coherence between identity and construed organizational image 

(Dutton & Dukerich, 1991). Gioia and Thomas’ (1996) study of a public 

university also illustrated that organizational identity is capable of change and that 

organizational identity is unstable. The study specifically looked at planned 

change, and how a strategically planned identity change process can take place. 

Gioia and Thomas (1996) argue that image, in particular a desired future image, is 

key in driving a planned identity change process and the authors concluded:  

The findings on identity and image as they relate to strategic 
change were among the most revealing. If the concern is to make 
intentional, substantive change, then some fundamental 
organizational attributes must change. This apparently simple 
observation implies that even that which we usually presume to 
be essentially immutable (i.e., identity) might instead be fluid and 
malleable (Gioia and Thomas, 1996, p. 398).  

 

The studies by Dutton & Dukerich (1991) and Gioia & Thomas (1996) pose the 

possibility that organizational identity is unstable and adaptive. Gioia, Schultz & 

Corley (2000) support these findings; they argue that the fact that identity is 

unstable enables the organization to respond and adapt to environmental change, a 

characteristic or situation they refer to as adaptive instability (Gioia, Schultz & 

Corley, 2000).  
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A large proportion of the identity change studies and literature extend the findings 

of Dutton & Dukerich (1991) and highlight the role of external stakeholders and 

the environment; outsiders’ perspectives on the organization and how 

organizational members perceive their image act as change enablers, often in the 

process of creating alignment and stability between identity and image.  

 

Extending and building on Dutton & Dukerich’s findings, Hatch and Schultz 

developed a theoretical perspective on organizational identity with an 

organizational level of analysis (Schultz, Hatch & Larsen, 2000). Hatch and 

Schultz argue that both organizational culture and corporate image, thus both 

internal and external stakeholders, are involved in constructing identities of 

organizations (Hatch & Schultz, 1997; 2000; 2002). Presently, external 

stakeholders influence organizational identity because organizations are exposed 

to the external world to an extent not previously seen, as organizations exist in a 

broader social and political context today. The media, consumer groups, financial 

analytics and business analysts are taking an increased interest in organizations, 

internal stakeholders are also customers and external stakeholders are invited to 

gain access and become part of the organization in various ways (Hatch & 

Schultz, 2002). The increased exposure creates challenges in regards to 

maintaining identity; as the organization is exposed to the external world, it 

becomes more vulnerable to criticism and negative feedback, and the combination 

of increased exposure and access to the organization puts pressure on both 

organizational identity and culture (Hatch & Schultz, 2002). Hatch and Schultz 

illustrate their theoretical perspective in the Organizational Identity Dynamics 

Model illustrating the processes that are involved in organizational identity 

construction; their model is reproduced below. 
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Model 2.1 

Hatch & Schultz Organizational Identity Dynamics Model:  

 

(Hatch & Schultz, 2004, p. 382). 

 

The model illustrates how identity is a relational construct and how the processes 

taking place account both for identity change as well as stability. Explaining the 

process of change and sustenance, Hatch & Schultz state:  

Based on this model, we would say that at any moment identity is 
the immediate result of conversation between organizational 
(cultural) self-expressions and mirrored stakeholder images, 
recognizing, however, that whatever is claimed by members or 
other stakeholders about an organizational identity will soon be 
taken up by processes of impressing and reflecting which feed 
back into further mirroring and expressing processes. This is how 
organizational identity is continually created, sustained and 
changed (Hatch & Schultz, 2002, p. 1004). 

 

The conceptual model developed by Hatch & Schultz (2004) is supported by a 

number of studies, among them Corley & Gioia (2004) and Ravasi & Schultz 
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(2006). Studying the Danish design driven audio company B&O, Ravasi & 

Schultz explored how the organization responded to environmental changes, i.e. 

new demands, new competitors and new technologies (Ravasi & Schultz, 2006). 

These environmental changes posed a threat to the organizational identity of 

B&O. The study found that organizational culture influences the way the 

organization reacts and responds to organizational identity threats:  

Our findings point to organizational culture as a central construct 
in understanding the evolution of organizational identities in the 
face of environmental changes, suggesting that collective history, 
organizational symbols, and consolidated practices provide cues 
that help members make new sense of what their organization is 
really about and give that new sense to others (Ravasi & Schultz, 
2006, p. 455).  

 

Thus, a large body of research has illustrated that the need for aligning identity 

and image is strong in organizations (e.g. Dutton & Dukerich, 1991; Ginzel et al, 

1993; Elsbach & Kramer, 1996; Gioia & Thomas, 1996; Hatch & Schultz, 1997; 

Gioia, Schultz & Corley, 2000; Ravasi & Schultz, 2006; Kjaergard et al., 2011). 

 

Other studies have highlighted the link between identity gaps and identity change; 

these studies indicate that the gap between who the organization is and who they 

aspire to become motivates identity change processes (Gioia et al, 2013), while 

other studies focus on how hierarchy influences organizational members’ 

willingness to change (e.g. Corley, 2004). Corley’s 2004 study found that 

organizational members’ perspectives on identity are directly related to the 

hierarchical level; members at a lower level of the organization have a tendency to 

view identity as stable while members of the higher levels of the organization 

(those closer to power) view identity as adaptive and in constant change (Corley, 

2004). Similarly, the further away from power the more resistance to change and 

need to keep ‘things the way they are’ (Corley, 2004). 
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Identity as both enduring and changing 

However, recent studies that reconcile the two perspectives have also brought 

along a more nuanced perspective on identity change (e.g. Ravasi & Schultz, 

2006; Ravasi & Phillips, 2011; Anteby & Molnar, 2012). In a study of strategic 

change at B&O, Ravasi & Phillips (2011) noted that previous literature may have 

over-emphasized the power and capacity to change or alter organizational identity 

though still recognizing that change is possible, but perhaps on a smaller scale and 

grounded in organizational referents already part of the organization though they 

may not be part of current identity claims: “Radical new identities, then, are likely 

to require enormous strategic investments to retain congruence between the 

identity and the materiality of the organization, and may imply a loss of past 

investments, that may be  justified only in the presence of dramatic environmental 

changes (technological discontinuities, etc.)” (Ravasi & Phillips, 2011, p. 131). 

 

The research points in different directions as to whether organizational identity is 

stable or subject to periodic change, but taking the number of studies on change 

into account it is plausible that identity is capable of change, but within a 

framework of existing identity referents (Ravasi & Phillips, 2011) or 

contextualized by culture (Hatch & Schultz, 2000,2002; Ravasi & Schultz, 2006). 

Whether one believes that identity is stable or changing, underlying processes are 

taking place to either keep identity stable or change identity. In the next section I 

will discuss these processes and a new research perspective in organizational 

identity. 

 

Organizational identity as a process   

A recent research stream and perspective emerging within organizational identity 

is a process perspective. This perspective relates to identity as changing over time, 

as well as to the perspective of identity as a dynamic process. Where the 
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conceptualization of identity as dynamic as presented by Hatch & Schultz 

(2002,2004) illustrate a moment in time, process studies in organization and 

management studies extend this understanding by focusing on how something 

emerges, unfolds or changes over time and why this takes place. A central element 

of process studies is time, and how patterns of change take place over time 

(Schultz et al., 2012; Langley et al., 2013). Process research focuses on how 

something works and on action, for instance how to make changes over time that 

will enable an organization to go from A to B (Langley & Tsoukas, 2010) as well 

as temporality - how the past, present and future are related to and shape 

organizational identities  (Hernes, 2007; Schultz & Hernes, 2013). Briefly 

accounting for a process perspective, Schultz et al. (2012) notes that “A process 

orientation prioritizes activity over outcome, change over persistence, novelty 

over continuity, expressions over determination, and becoming over being” 

(Schultz et al, 2012, p. 1). 

 

Organizational identity processes 

Pratt (2012) argues that processes are involved in both organizational identity 

construction and maintenance; whether organizational identity is perceived as 

stable from a social actor view or changing from a social constructionist view, 

processes are involved in the efforts made.  Agency, or the act of doing, has a 

central role in organizational identity research; though a social actor understanding 

of organizational identity assumes that identity is something that the organizations 

has (Gioia & Patvardhan, 2012), scholars with a social constructionist perspective 

have emphasised that identity is related to agency – what organizational members 

do -and thus related to and resonating with a process perspective. In this 

perspective, organizations, or the people within them, create the changes that take 

place over time through dynamic interactions; they are not things which just 

happen to the organization. Processes in this perspective are closely connected to 
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actions and practices as enacted by organizational members (Schultz et al., 2012; 

Langley et al., 2013; Gehman et al., 2013), which in a dynamic process create 

change over time. Thus, it is the organizational (internal and external) stakeholders 

that, through their practices, enable change.  

 

Schultz & Hernes (2013) identifies and demonstrates three areas in which 

organizational identity scholars have approached and applied a temporal 

perspective. The relation and processes between the past, present and future are 

discussed extensively in studies focusing on identity change (e.g. Gioia & 

Chittipeddi, 1991; Elsbach & Kramer 1996; Gioia, Schultz & Corley, 2000; 

Corley et al., 2006; Lerpold et al., 2007; Gioia et al. 2010), and perspectives 

focusing on the role of narratives (e.g. Czarniawska-Joerges, 1997). The second 

perspective on temporality studies focuses on how organizational members 

reinterpret the past in efforts to reconstruct identity (e.g. Gioia & Thomas, 1996; 

Ravasi & Schultz, 2006), while the third focus has been on how identity emerges 

from ongoing identity construction processes (e.g. Clegg et al., 2007).  

 

The strength of perceiving organizational identity from a process perspective is 

that it focuses not on ‘who we are’, but on ‘how we are becoming’ – thus it is the 

‘how’ rather than the ‘who’ or ‘what’ that is central in unfolding the processes of 

organizational identity (Schultz et al., 2012). This is a recent focus in 

organizational identity and yet not thoroughly explored, but one that corresponds 

well with and may contribute to extending existing knowledge on sustainability-

focused identity as it has an emphasis on actively engaging in identity construction 

and practices involved rather than the ‘end result’. Thus where the question of 

‘who are we?’ denotes what the organization answers at the end of a process, the 

question of ‘how are we becoming?’ denotes the practices and actions involved in 

continuously engaging in identity work and construction. 
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Challenges in organizational identity processes 

While focusing on the question of ‘how are we becoming?’ in identity 

construction processes is a new focus, considering processes in relation to 

organizational identity is not new. However, many of the studies mentioned in this 

regard study identity as an entity (Gioia & Patvardhan, 2012). The focus in past 

research on organizational identity as an entity illustrates the challenge in viewing 

identity as flow on a practical research level – how does one study something that 

is constantly in flow? Gioia & Patvardhan (2012) argue that identity might be best 

perceived both as entity and process, hereby enabling comprehensive studies of 

identity where both “the being and the becoming of identity” is considered (Gioia 

& Patvardhan, 2012, p. 57). This argument is in line with Ravasi & Schultz (2006) 

and Gioia et al., (2010) arguing that the social actor perspective and social 

constructionist perspective are both necessary when studying identity and thus 

complimentary. Related to this argument, a process perspective on organizational 

identity does not imply that things do not exist; an organization or a nation and 

other entities do exist, but a process perspective does not focus on the ‘thing’ but 

rather on the processes that the ‘thing’ or entity is involved in and how the thing 

continues to exist (Schultz et al., 2012). However, within a process perspective it 

is also argued that stability does exist, but a large amount of effort and processes 

goes into maintaining stability. Thus it can be argued that processes underlie 

stability, as noted by Langley et al.:  

…seemingly enduring and objective managerial concepts and 
structures are underpinned by dynamic activity and processes. 
These concept and structures are able to endure over time only 
through ongoing repair and reconstruction. Much more active 
work is required to maintain practices, organizations, and 
institutions than most management scholars would admit 
(Langley et al., 2013, p. 10). 
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A related second challenge identified in existing studies with a process perspective 

is the perception of change and temporality; much of the research available 

presents either a life-cycle perspective on change - referring to individual or 

organizational change that happens at critical moments, events or transitions 

points - or a linear normative step-by-step model of change (Van de Ven, 1992, 

Van de Ven & Poole, 1995). In line with this argument, Schultz & Hernes argue 

that the most commonly identified perception of temporality in organizational 

identity studies assume a ‘periodic view’ where identity is stable, then the stability 

is challenged, which then results in a new set of stable identity claims and 

characteristics (Schultz & Hernes, 2013, p. 3). The central point in the process 

perspective on organizational identity here is that processes underlie stability and 

that these processes are ongoing; thus the processes of change does not lead to a 

stable situation or end-point, as the processes are continuous, ongoing and always 

dynamic. This approach to organizational identity construction resonates well with 

sustainability as sustainability does not have an end-point, but is an ongoing 

continuous process that the organization engages in. 

 

Tensions in identity construction 

My introduction to this thesis began with the statement that sustainability in the 

fashion industry is a controversial topic because critics will argue that fashion is 

inherently unsustainable. Whether fashion is inherently unsustainable or not, it 

implies that tensions are likely to occur when introducing sustainability as a core 

identity referent in the organization. Because this is my assumption I will now turn 

to a discussion of existing literature debating tensions in regards to organizational 

identity.   

 

The existing literature illustrates a number of tensions arising and explanations as 

to why they arise. A classical tension described and studied in identity literature 
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relates to the desire to be different but at the same time be similar to others. The 

tension or situation is referred to as optimal distinctiveness (e.g. Brewer, 1991; 

1999; 2003; Hornsey & Hogg, 1999; Ashforth, 2001). Tensions are also referred 

to in the literature as threats, because the challenges arising threaten the existing 

understanding of “who we are”. Some of these tensions have been discussed 

already, for instance I have discussed the existing literature of tensions arising due 

to identity change. Most of the existing research in this area indicates reluctance to 

change and a tension between past and future: we know who we are, but we do not 

know who we will become (e.g. Kjærgaard, Morsing and Ravasi, 2011).  

 

Tensions related to identity-image discrepancies have also been covered widely in 

the existing literature and were discussed earlier. The findings suggest that 

tensions arising due to identity-image discrepancies are solved either by adapting 

identity (e.g. Dutton & Dukerich, 1991; Gioia & Thomas, 1996; Gioia, Schultz & 

Corley, 2000; Hatch & Schultz, 2000, 2002) or by preserving, deception 

strategies, or creating alternative positive categories (e.g. Brewer & Kramer, 1985; 

Ashforth & Mael, 1989; Dutton, Dukerich & Harqauil, 1994; Elsbach & Kramer, 

1996; Brown & Starkey, 2000; Phillips & Kim, 2009). Existing research also 

indicates that identity-image discrepancies occur due to tensions over future-

oriented identity, where a vision or strategy for the organizational identity is in 

place but not yet achieved (e.g. Corley, 2004; Corley & Gioia, 2004) and past-

oriented identities where the organizational identity has drifted away from what it 

used to be (e.g. Ravasi & Phillips, 2011). Corley’s 2004 study furthermore 

illustrates tensions related to hierarchical differences. Although not defined as a 

study of tensions, Corley’s (2004) study illustrates a discrepancy occurring based 

on hierarchy in the organization. Corley’s (2004) study points to multiple 

identities in an organization; multiple identities have been studied from various 

angles and levels (e.g. Pratt & Foremann, 2000), though do not necessarily point 
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to tensions or challenges. Albert & Whetten’s (1985) concept of hybrid identities 

refers to potential conflicting identities in organizations. Again, such hybrid 

identities are not necessarily a challenge or conflicting but it requires negotiation 

to have hybrid identities that are not expected to fit or go together (Albert & 

Whetten, 1985). 

 

Studies illustrating tensions occurring in regards to sustainability-focused identity 

have not been widely described. This is obviously due to it not being a thoroughly 

researched topic. One exception is Morsing and Roepstorff’s (2014) study of 

IKEA Denmark; the study found that in a situation where external stakeholders 

contest CSR identity commitments, they are linked to a political context that 

employees may find uncomfortable. Morsing & Roepstorff suggest “…that CSR 

identity work may commit managers and employees to a political agenda – with 

which they may not personally agree and for which no one has asked them to 

stand up” (Morsing & Roepstorff, 2014, p 13).  

 

Tensions imply that challenges or discrepancies must be resolved, further 

implying that tensions arising in identity construction can be managed. Having 

outlined the tensions found in the existing literature, I now turn to a discussion of 

how identity can be managed in order to resolve or negotiate tensions occurring. 

 

Identity management and identity work 

It can be assumed that when tensions arise, there will be an aim to manage or 

resolve them in order to create stability and coherence. Tensions can be managed 

through identity management, i.e. management taking on a central and active role 

to manage identity (Scott & Lane, 2000), and they can be managed by performing 

identity work. Though management will to a large extent be performing identity 
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work, organizational members can also to a certain extent perform identity work. 

Hence there is a differentiation between identity management and identity work.   

 

Identity management 

The literature on identity management suggests that tensions are managed either 

by adapting or adjusting identity or be persuading outsiders about who the 

organization is seen from an organizational lens (e.g. Dutton & Dukerich, 1991; 

Elsbach & Kramer, 1996; Ashforth & Mael, 1996; Gioia & Thomas, 1996; Glynn, 

2000). Identity management is not only employed to manage tensions. Pratt & 

Forreman (2000), in their study of multiple identities, illustrate how 

compartmentalization and aggregation enable identity management.  Other studies 

illustrate how culture can play a role in identity management, either by 

implementing policies and procedures (Anand, Manz & Glick, 1998; Feldman & 

Pentland, 2003), or by the use of cultural artefacts (Appadurai, 1986; Pratt & 

Rafaeli, 1997; Bechky, 2003). In their study of the role of dress and how it is 

related to identity management, Pratt & Rafaeli explain:  

We believe that the transition we experienced offers support for 
our thesis that dress served as a vehicle for representing and 
negotiating a web of multiple and contradictory identity-related 
issues. Our study, therefore, illustrates how an examination of 
organizational symbolism can offer a view into organizational 
identity and ambivalence, as well as identity conflict and 
management. (Pratt & Rafaeli, 1997, p. 887) 

 

Organizational identity studies mentioned previously illustrate how identity 

management enables identity endurance (Dutton, Dukerich & Harquail, 1994; 

Ravasi & Schultz, 2006). Exploring how forms of identity work enable identity 

endurance, Anteby & Molnar’s (2012) study of a French aeronautics firm 

illustrated that intentionally forgetting and leaving out contradictory aspects of the 

organizational past enable identity endurance. Their study illustrates how the past 
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and collective memory plays an active role in identity work, and how forgetting 

may be equally as important to identity construction and identity change as 

remembering. Taking a point of departure in Whetten’s (2006) argument that 

memory of “who we are” plays an integral role in identity endurance, Anteby & 

Molnar state: “A parallel phenomenon, we argue, might also be at play, one in 

which people relegate to forgetting the things they dare not remember. The 

repeated forgetting of “who we are not” in an organization’s history might prove 

as central to the endurance of a given identity as remembering “who we are.”” 

(Anteby & Molnar, 2012, p. 532). 

 

Identity claims play a significant role in identity management: they are central in 

managing identity as they are set out by and defined by management with the aim 

to give sense to organizational members and external members about who the 

organization is, thereby guiding a desired image of the organization (e.g.  Albert & 

Whetten, 1985; Gioia & Thomas, 1996; Whetten & Mackey, 2002;  Hatch & 

Schultz, 2002, 2008; Ravasi & Schultz, 2006; Balmer, 2007;  Gioia et al., 2010). 

Identity claims are presented in various forms of communication such as 

advertising, websites, annual reports, CSR reports, newsletters, and events, 

addressing both internal and external audiences (Hatch & Schultz, 2008, 

Christensen, Morsing & Cheney, 2008). Such types of corporate communication, 

as well as corporate branding, provide a platform for managers to manage identity 

(Kärreman & Rylander, 2008; Hatch & Schultz, 2008; Christensen, Morsing & 

Cheney, 2008). One argument which has been voiced is that corporate branding 

has more purpose than simply being a tool through which management can inform 

external stakeholders about the values of the organization (Aaker, 1991, 1996, 

2004; Balmer, 1995; Van Riel & Balmer, 1997; Hatch & Schultz, 2008; Kärreman 

& Rylander, 2008). As argued by Kärreman & Rylander, (2008), corporate 
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branding also informs, influences and potentially instructs internal stakeholders' 

perception of the values of the organization: 

…drawing on recently developed understandings of the brand as a 
vehicle of meaning that influence interpretive communities, we 
suggest that branding practices may be usefully understood as 
management of meaning, i.e. systematic efforts from top 
management to influence and shape frames of references, norms, 
and values among organizational members (Kärreman & 
Rylander, 2008, p. 108). 

 

Identity management can be perceived to be negative. My thesis does not focus on 

a critical perspective of power and control. However, managing identity can also 

be viewed as controlling identity; managers can control the tools and resources 

available to organizational members, by systematic efforts to control the 

framework of identity construction. From this perspective it can be argued that it 

is how organizational management promotes or sets forth a specific set of values 

and how employees engage with the deployment of these values that are in focus. 

This in turn implies that organizational members do not necessarily accept an 

identity set forth but may accommodate, redefine or resist identity (Fleming & 

Spicer, 2003). In such a perspective, identity management is a process of 

regulation as described by Alvesson & Wilmott (2002). Alvesson & Wilmott state: 

“Identity regulation encompasses the more or less intentional effects of social 

practices upon processes of identity construction and reconstruction. Notably, 

induction, training and promotion procedures are developed in ways that have 

implications for the shaping and directions of identity” (Alvesson & Wilmott, 

2002, p. 7). 

 

Past research points out that identity management as identity regulation does not 

imply that organizational members are forced to accept an identity imposed on 

them through regulation; they may not have a free choice but neither are 
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organizational members puppets that have to accept whatever is allocated to them 

(Mumby, 1997; Brown, 2014) Past research suggests that power as an element of 

organizational communication gives power to organizational members other than 

managers, if not through control then through resistance (Fleming & Spiecer, 

2003; Zoller, 2014). Resistance from organizational members can take the form of 

parody, scepticism and irony (Mumby, 2005, Collinson, 2003). While it is argued 

that these forms of resistance rarely have the capability for change (Contu, 2005), 

it indicates that identity cannot be entirely managed by management. The 

perspective that identity cannot be entirely managed is pointed out by a number of 

studies suggesting that identity resides in shared understandings among 

organizational members and is an inert construct by definition (Hatch & Schultz, 

1997; Gioia et al., 2000; Alvesson & Wilmott, 2002; Kärreman & Rylander, 

2008).Thus, power and management of identity are not only to be understood in 

terms of domination and repressiveness but something that is open to change, 

enabling organizational members, and not merely constraining them (Zoller, 

2014). What can be derived from these arguments is that power is not equally 

divided and it seems plausible that certain organizational members have more 

power to shape identity than others and thus are more persuasive, as suggested by 

Scott & Lane (2000) and Rodrigues & Child (2008).  

 

Identity work  

Identity work offers further perspectives on identity management in that it 

includes work performed by employees as well. Organizational identity work or 

identity work at a collective level is a relatively new area of research and 

theorizing (Brown, 2014), so for my purpose and for understanding what forms of 

work entail, I briefly explore what the construct of work entails.  
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According to Svenningsson and Alvesson (2003), identity work refers to 

maintaining, revising and being engaged in the construction of identity in a 

productive and meaningful way. Thus, central aspects of identity work are agency 

as well as actively trying to reduce tensions, and identity work implies and 

emphasizes movement and change (Glynn, 2000, Gioia et al, 2010), as well as 

repeated work to maintain identity endurance (Anteby & Molnar, 2012). Thus 

repeated identity work may have the purpose of change, but can also have the 

purpose of staying the same.  

 

Forms of work refer to a variety of research perspectives; in a recent article, 

Phillips & Lawrence (2011) identified 15 types of perspective on work in 

management studies. For the purpose of my thesis, and focus on organizational 

identity work, two perspectives are of interest as they inform or may inform 

organizational identity work, namely institutional work and individual identity 

work.  

 

Growing out of institutional theory and research, institutional work emphasizes 

that institutions are the result of human agency and do not exist in their own right 

(Gawer & Lawrence, 2013, Kreiner & Murphy, in press). Institutional work is 

defined as “the purposive action of individuals and organizations aimed at 

creating, maintaining and disrupting institutions” (Lawrence & Suddaby, 2006, p. 

215). Adding to this definition, Lawrence & Suddaby (2006) identified 9 types of 

institutional work, i.e. work with the aim of creating institutions (Gawer & Phillips 

2013). The 9 types of work include: political work with the aim of reconstructing 

rules such as advocacy, defining and vesting; reconfigurations of belief systems 

through work such as networking, identity construction and changing norms; and 

work with the purpose of changing meaning systems through educating, mimicry 

and theorizing (Gawer & Phillips, 2013). For the purpose of my thesis, it is the 
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two last categories of work that may provide insight, i.e. the relations between 

changing belief systems and identity construction as well as changing meaning 

systems through work, though Lawrence and Suddaby’s focus is on institutional 

work and not organizational identity work. 

 

Exemplifying the relation between organizational identity work and institutional 

work, Gawer & Phillips (2013) conducted a study of Intel and the forms of 

institutional work that the organization performs. The studies found that 

engagement in new practices has an influence on the perception of identity 

amongst organizational members. That is, introducing new ways of doing things in 

an organization, or a new product that is not within the existing product category 

is related to who the organization is and whether this new practice is aligned with 

the perception of identity. In the instance of Intel, the initial reaction to 

introducing new practices led to a perception of misalignment between new 

practices and current identity, but after initial uncertainty the organization engaged 

in identity work by first of all trying to make sense of the tensions occurring, and 

second of all creating new identity claims that aligned the new practises and the 

identity (Gawer & Phillips, 2013). Extending existing studies of the relation 

between practice and identity, Gawer & Phillips state: 

Our findings extend this thinking and suggest that, while 
organizations may attempt to change practices in response to 
institutional changes in logics, it is through the prism of their 
identity that organizational members make sense of these 
practices. And, most importantly, organizational identities shape 
understandings of who can legitimately perform what practices. 
Therefore, the adoption of new practices may encounter 
significant resistance when organizational members believe there 
is a conflict between a new practice and the organization’s 
identity.  (Gawer & Phillips, 2013, p. 27). 

 



80	
  

	
  

The previous example of research on organizational identity work takes its point 

of departure in institutional work. Organizational identity work is also closely 

related to individual identity work. Emphasizing the influence of external aspects 

and adding to Svenningsson and Alvesson's (2003) understanding, Watson states 

that “Identity work involves the mutually constitutive processes whereby people 

strive to shape a relatively coherent and distinctive notion of personal self-identity 

and struggle to come to terms with and, within limits, to influence the various 

social identities which pertain to them in the various milieu in which they live 

their lives” (Watson, 2008, p. 129). Much research has focused on the processes 

of individual identity work but without reaching a consensus (Brown, 2014). 

While agency is key in the process of organizational identity work, it can be 

spurred by many aspects, such as sensemaking, claiming, resisting, and 

differentiating (Brown, 2014), all aspects that are similar to the organizational 

identity construction process. For the purpose of my research I will focus on past 

research and theorizing, emphasizing the social aspect of identity work. 

 

Past research on identity work has debated whether identity work takes place in 

the daily life of individuals or whether it is performed when demanding and 

disruptive events that cause tensions and strains are occurring (Brown, 2014). 

Researchers advocating that identity work primarily takes place when disruptive 

or significant events are taking place argue that the mundane day to day life does 

not spur active identity work because daily identity work is less significant and 

more instinctual (Giddens, 1991; Alvesson & Willmott, 2002). Supporting such 

arguments, Brown states that “[i]dentity work, it seems, is more necessary, 

frequent and intense in situations where strains, tensions and surprises are 

prevalent, as these prompt feelings of confusion, contradiction and self-doubt, 

which in turn tend to lead to examination of the self” (Brown, 2014, p. 6). Thus, 
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performing identity work requires events or situations that require the individual to 

reflect on identity and actively engage in making changes.  

 

Focusing on individual identity work, Giddens provides a platform for 

understanding identity work on an organizational level (Kreiner & Murphy, in 

press). Giddens employs an agency perspective situating identity work within a 

structure-agency understanding (Giddens, 1984, 1991). He argues that it is 

necessary to perceive individuals as agents actively participating in the 

construction of life and future. In contemporary society, individuals are 

responsible for their own lives, and they perceive social contexts as frames of 

action (Mørch, 1994). Thus, late modernity necessitates active participation in life, 

which develops when individuals use the possibilities and conditions offered. By 

extension, this implies that organizational identity work is something that the 

organization actively participates in, but within the given institutional or structural 

framework and conditions that exist for that particular organization. 

 

According to Giddens, self-identity is an amorphous phenomenon and is therefore 

not a reference to a continuity of the self (Giddens, 1991). Self-identity 

presupposes a reflexive consciousness; it is the conscious knowledge a person has 

about him/herself. Self-identity must be constructed and maintained through 

reflexive activity, and this perspective implies that self-identity is not merely 

constituted by continuous personality traits that an individual is born with6. 

Though self-identity is not a set of traits that the individual is born with, it still 

entails continuity; self-identity is continuous, as the agent reflexively interprets it. 

Self-identity has to be maintained by continuously integrating events and 

experiences that take place in the course of interaction with the surrounding world. 

These experiences are selectively placed in the biography of an individual. 

Giddens argues that self-identity becomes a reflexive project in late modernity, 
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which implies that self-identity consists of a biographic story (Giddens, 1991). 

Self-identity creates a direction for the individual, causing them to have a 

biography, but also to live one; a biography that is reflexively organised and based 

on streams of social and psychological information about possible ways to live 

life. Thus, an essential question in late modernity is how to live life, a question 

that must be answered in the course of everyday life. This question involves 

decisions about how to act, dress, eat and other aspects of life, questions that are 

interpreted in the light of the time-related context of self-identity (Giddens, 1991).  

 

Applying Giddens theorizing to organizations, this implies that organizational 

identity is influenced by the external world, as organizational members reflexively 

interpret events and situations, selectively integrating responses from the external 

world in identity work which is taking place. Other researchers studying identity 

work offer similar accounts of the social nature of identity work, but with a focus 

on culture as a toolkit, resource, frame or vocabulary for identity work (e.g. 

Swidler, 1986; Weick, 1995; Czarniawska, 1997; Callero, 2003). The time-related 

aspect that Giddens emphasizes is found in organizational identity theorizing as 

well, as I have mentioned previously. Past research has pointed out how 

organizational identity construction processes are understood by considering the 

past, present and future, as the identity work takes place in the present but by 

considering the past and the future of who we are becoming (e.g. Ricoeur, 1984; 

McAdams, 1993; Schultz & Hernes, 2013).  

 

Giddens’ theorizing on self-identity contributes with an understanding of identity 

work by pointing to the reflexive nature of identity work, the duality of social 

structures and human agency, the social nature as well as the temporal perspective 

of identity work. Again, the question as to whether an individual level of identity 

can be applied to an organizational level of identity. Illustrating how Giddens’ 
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contribution is employed in various studies on an organizational level (e.g. Oliver, 

Statler & Roos, 2010; Anteby & Molnar, 2012; Knapp et al., 2013), and the 

similarities between individual and organizational identity work, Kreiner & 

Murphy state: “…we consider organizational identity work as comprising 

discursive, cognitive, and behavioural processes that help individuals and 

collectives create, sustain, share, and/or change organizational identity. This 

approach accentuates agency as a key component of organizational identity 

work…” (Kreiner & Murphy, in press, p. 9). 

 

I have given an account of studies illustrating how identity can be managed, and 

discussed how various forms of work may inform my study of organizational 

identity work. Organizational identity work is a more recent perspective and focus 

in identity and management studies, and so far empirical studies are limited. 

However, the existing studies and theorizing point to an important aspect of 

performing work: human agency. Thus, individuals must actively perform work in 

order to make changes and to maintain the status quo. 

 

Theoretical framing of my study 

In this chapter I have reviewed the relevant literature for my research questions, 

exploring how tensions and barriers that arise in the process of constructing a 

sustainability-focused identity can be managed, negotiated and resolved. 

 

Having reviewed the existing literature on organizational identity, my 

understanding and approach to organizational identity is primarily grounded in the 

social constructionist perspective. However, while my perspective is not built on 

or grounded in a social actor perspective, I build on recent perspectives that the 

social actor perspective offers a complementary perspective, in particular in 

regards to identity claims as a central aspect of identity construction. I furthermore 
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find the reconciliation and recognition of both sense-making and sense-giving 

aspects relevant for my research questions.  

 

In my review of literature I have introduced the concept of sustainability-focused 

identity. By introducing this concept, I am taking the stance that organizational 

identity construction in a sustainability context is a unique construct with specific 

conditions. I base this argument on the perspective that organizational identity in a 

sustainability context implies a promise of improving social and environmental 

conditions, which in turn implies a commitment to actively engaging in changes 

and making improvements (Morsing & Roepstorff, 2014). This understanding will 

guide my research on organizational identity construction and what it entails.  

 

In my review of literature I have discussed the process perspective on 

organizational identity as an emerging theme in the field. Because sustainability is 

a continuous process in itself, requiring the organization to make tenacious efforts 

and improvements, it is closely related to a process perspective. My understanding 

of processes in regards to identity construction builds on the understanding that 

identity unfolds, emerges and changes over time, requires the organization to do 

something actively, focusing on agency, and that identity is shaped by both the 

past, present and the future, thus considering temporality in my analysis (Hernes, 

2007; Schultz et al, 2012; Schultz & Hernes, 2013; Langley et al., 2013). My 

understanding furthermore implies that the process of organizational identity 

construction is not only guided by the question “who are we?” but also the 

question “who are we becoming?”. 

 

Identity work is introduced as a central construct in my research questions. In my 

review of the literature I have discussed this emergent construct and what it 

entails. For the purposes of my research, I understand and employ identity work as 
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work performed by an organization to maintain and revise identity in an engaging 

way (Svenningsson & Alvesson, 2003). Identity work involves doing something 

actively, emphasizing agency, and can be performed by all organizational 

members, within a structural framework. Employing this understanding of identity 

work implies first of all that I do not perceive the management and work of 

identity to be confined to management, and that I am not employing a critical 

perspective in my exploration and analysis. While I find a critical perspective of 

identity management relevant and informative, my research approach is more 

related to an identity work perspective focusing on agency and engagement among 

all organizational members. 

 

With that theoretical stance in mind, a key thread goes through the different topics 

discussed: the role of human agency and the viewpoint that individuals can and 

must actively engage in organizational identity construction. The focus on agency 

ties together theorizing on sustainability-focused identity, the process perspective 

as well as the performance of organizational identity work. However, while the 

focus on human agency within these new focal areas of organizational identity 

may favour a social constructionist perspective, they do not disregard a social 

actor perspective, but are able to encompass both a social actor and social 

constructionist perspective. 

 

Finally, my research questions involve barriers and tensions. In my research 

question I make a distinction between barriers and tensions based on the 

assumption that challenges arising in the identity construction process can be 

divided into challenges that are of a more practical nature and can be resolved, and 

others that are of a more fundamental nature and thus more difficult to resolve. 

The current literature on tensions arising in identity construction processes do not 

make this distinction explicitly, but I am assuming that in the context of 
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sustainability, challenges arising will differ in regards to practical challenges that 

can be resolved and are relatively easy to resolve in some instances, and deeper 

lying challenges that relate to the commitment and promise to improve social and 

environmental conditions. Such a promise inevitably raises questions of what it 

means to be sustainable, and expose an organization to a debate of whether they 

can be sustainable at all. These challenges are more difficult to resolve, though 

they require management and negotiation to take place. They are also likely to 

have a greater impact on the organization's self-understanding and thus impact the 

identity construction process. For the purpose of clarification, I will understand 

barriers to adopting a sustainability-focused identity as practical obstacles that 

occur, and tensions as paradoxes and threats to identity that are more fundamental 

in nature. 

 

With this framework in mind, my next two chapters comprise my methodological 

approach. In chapter 3, I introduce my case study and the industry it is part of, as 

well as justifying my choice of case company, while chapter 4 is an outline of my 

methodological approach. 
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Chapter 3 

Introduction to the case company 

 

Introduction  

In the previous chapter I discussed, outlined and reflected on organizational 

identity and how it relates to the context of sustainability. In this chapter, I will 

outline and discuss my case company and the industry it is part of – the fashion 

industry. My topic is not about sustainability nor is it about the fashion industry; 

one is the context through which I research, analyse and discuss my topic of 

organizational identity, the other is the industry that my case company belongs to, 

but I bring attention to them because they both influence and have significant 

impact on my topic under study.  

 

I have decided to dedicate a whole chapter to my case company and the industry it 

is part of for the same reason that I began my introduction to this thesis by stating 

that sustainable fashion is a controversial topic. I made this statement as the very 

first statement uttered because it is a specific condition for my topic under study. 

Even though my thesis is not specifically about the topic of fashion being 

controversial I recognize the perspective, that fashion is inherently unsustainable, 

as relevant and valid. I furthermore believe that there is no reason to avoid the fact 

that this perspective exists among critics of the industry. On the other hand, I 

believe that the overall picture is a little more nuanced than simply stating that the 

fashion industry is inherently unsustainable. I recognize that tensions and 

paradoxes certainly do exist when introducing sustainability in fashion. 

Sustainability as it was originally defined and described (World	
  Commission	
  of	
  

Environment	
  and	
  Development, 1987) is a process that implies tensions and 

paradoxes that must be solved or negotiated in order to progress and become 

sustainable. It is never a goal that can be achieved but a goal to strive for. 
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However, as a context for the fashion industry, with its unique and complex 

supply chain, sustainability influences organizing and strategic decisions in the 

fashion industry in a specific way, simply because the tensions arising are industry 

specific. 

 

This chapter proceeds with an introduction to the case company H&M. It starts 

with a discussion of the fashion industry and how H&M is positioned within the 

industry. This is followed by a discussion on the extent to which sustainability is 

related to the industry followed by a section on sustainability at H&M and a 

mapping of H&M’s sustainability involvement. The chapter ends with a 

justification for choosing H&M as a case company. 

 

The fashion industry and H&M’s position in the industry 

The top tier academic journals are not bursting with research on the fashion 

industry and it rarely attracts the focus of intellectuals (for an exception, see 

Lipovetsky, 1994). One can only speculate why this is so - perhaps the industry is 

found to be superficial, or maybe it is more difficult to obtain access to the 

industry compared with, for instance, the educational sector, healthcare or even 

technology. Or maybe it is simply not a topic that top tier journal editors find 

interesting. The fashion industry may not enjoy much attention from academia, but 

it is an industry with significant impacts for a large number of people globally. 

Considering the entire supply chain of the fashion industry, it is one of the largest 

industries with an estimated global turnover of $1,200,000,000,0007. It is 

estimated that the industry employs in the region of 20 million people and is 

responsible for approximately 7% of the world's exports (Allwood et al., 2006, 

MISTRA 2013, DEFRA 2013, Pedersen & Gwozdz, 2014). Other sources include 

textiles, valuing the market at US$1.7 trillion in 2012 and have an estimated 

employment of 75 million people8.  
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Fashion has multiple meanings, referring both to style, product, and lifestyle to 

name a few. The Oxford Dictionaries state that fashion is both a noun and a verb; 

as a noun it refers to “…the latest style of clothing, hair, decoration or 

behaviour”9 or “A manner of doing something”10. As a verb it refers to making 

something into something. Fashion has not always existed; it is historically a 

phenomenon belonging to the Western world and the birth of fashion is linked to 

the development of the modern West (Lipovetsky, 1994; Barnard,1996). 

Lipovetsky argues further that “Fashion is a specific form of social change, 

independent of any particular object; it is first and foremost a social mechanism 

characterized by a particularly brief time span and by 

more or less fanciful shifts that enable it to affect quite diverse spheres of 

collective life” (Lipovetsky, 1994, p. 16). 

 

Here the term 'fashion' is used to denote what the fashion industry’s purpose is: to 

provide fashion in the form of style and products to consumers. The fashion 

industry refers to companies that are part of the system of fashion. Fashion 

companies that are part of the industry, and providing the products to consumers, 

are divided into categories based on price segmentation or zones. Various 

segmentations of the fashion industry exist; for the purpose of my research topic it 

is sufficient with a simple segmentation model. Adapted and based on various 

segmentation models, model 3.1 takes a point of departure in the traditional 

European price points of fashion11.  
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Model 3.1 

Price points in the fashion industry 

	
  
 

H&M, the case company for my research, is the second largest company within 

the fashion industry, with 3,300 stores, 116,000 employees and presence in 54 

countries (www.hm.com). H&M is categorized as a high street or fast fashion 

retailer. Multinational conglomerates dominate the fast fashion retail sector and 

H&M is one such conglomerate. The main competitors of H&M vary according to 

market; local retailers who have been established on a market for several years but 

may not be well established outside their home markets often have substantial 

advantages. For instance, on the Danish market, Danish companies such as 

Bestseller and IC Company are competitors on a local scale but are not perceived 

as competitors to H&M globally as they do not have significant scale. The top of 

the fashion retail hierarchy, besides H&M, consists of Inditex (whose primary 

brand is Zara), Gap and Fast Retailing (whose primary brand is Uniqlo). 

 

 

 

 

Haute	
  
Couture 

Pret a Porter 

Mid-range 

High street/fast fashion 

Budget 
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Table 3.2 

The four largest fashion retailers 

Company 
 

H&M Inditex Gap Inc. Fast Retailing 

Country of 
origin 

Sweden Spain USA Japan 

Founded in 1947 1963 (first Zara 
retail store 
opened in 1975) 

1969 1949 (first 
store), 
company 
established 
1963 

Brands  H&M, COS, 
Cheap 
Monday, 
Weekday, 
Monki, & 
Other Stories, 
H&M Home 

Zara, Massimo 
Dutti, Bershka, 
Pull & Bear, 
Stradivarius, 
Oysho, Zara 
Home, Uterqüe 

Gap, Banana 
Republic, Old 
Navy, 
Piperlime, 
Athleta 
Intermix 
(multi-brand 
luxury retailer) 

Uniqlo 
Comptoir des 
Cotonniers 
Princesse Tam 
Tam, g.u. 
Helmut Lang 
PLST, Theory 
J Brand 

Turnover and 
net profits 
after tax 
(2012) 

21,575 
million 
US$/2,500 
million US$  

20,241 million 
US$/ 3,155 
million US$ 

15,653 million 
US$ /1,135 
million 
US$ (net 
income) 

- 

Markets 
represented 

48  86  39  19* 

Number of 
stores 

2,800 5,887 3,300 2,465 

Number of 
employees 

104,000 109,512 132,000 54,960* 

* From http://www.fastretailing.com/eng/csr/employee/. Fast Retailing website does not contain 

updated information on these matters – information is from August 2012. 

 

Introduction to case company: H&M 

As the previous section illustrated, H&M is one of the large companies in the 

fashion industry. The company has had steady growth over the years, but started 

on more humble ground. Despite being a global multi-national corporation, H&M 

is Swedish; the company was founded by Erling Persson in Sweden in 1947, under 

the name Hennes. With a merchant family background, Persson came upon the 

idea of adopting the American retail concept of ‘high turnover and low prices’ 
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during a trip to the USA after WW2 (Pettersson, 2001, Davidson, 2009). Persson 

opened his second Hennes store in Stockholm in 1952, followed by a store in 

Norway in 1964. Initially the company only sold women’s clothing, but in 1968 

Persson acquired the menswear company Mauritz, expanding the business to 

men’s and children’s wear and changing the name to Hennes & Mauritz.  

 

During the late 1970s and early 1980s, H&M  started to expand in Europe, and the 

company name was changed to H&M. The company opened their first store 

outside Europe in the US in 2000 and has since had a rapid expansion strategy 

with a growth target of 10-15% per year (www.hm.com). The company is still 

headquartered in Stockholm with approximately 1,500 employees working at the 

HQ, and operating locally from country offices in the markets where H&M is 

present. Corporate management is based at the HQ, as are the main departments 

for design, buying, advertising, communication, CSR and business development 

(www.hm.com).  

 

Part of H&M’s expansion strategy has been to establish new brands as well as to 

buy existing brands. All expansion is self-financed by H&M; the company 

philosophy is to grow organically, being able to finance new business ventures 

themselves (Pettersson, 2001). H&M was introduced to the Swedish Stock 

Exchange in 1974. In 1974, employees were offered to buy 5 shares each for 375 

SEK; the value of these shares was 3 million SEK in 2001 (Pettersson, 2001).  

 

Beside the main brand H&M, the company also owns the independent brands 

COS, Monki, Cheap Monday and Weekday, as well as the newest established 

brand & Other Stories launched in February 2013. Whereas COS and & Other 

Stories are brands created by the company, Monki, Cheap Monday and Weekday 

was acquired in 2008 from Swedish company FaBric Scandinavien. Besides the 
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clothing brands, H&M Home was launched in 2009, offering home furnishings to 

its consumers.  

 

In 2012 the annual turnover including VAT was 141 billion SEK, with the largest 

market being Germany, followed by the US and UK markets. Only the stores 

located in the Middle East and Thailand are operated on a franchise basis, the rest 

are operated by H&M. Taking a look at the 10 biggest markets, growth overall 

from 2000 onwards has been significant, with sales tripled on the German market, 

quadrupled on the UK market, while the American market was almost 16 times 

bigger in 2012 than in 2000. 

 

Table 3.3  

Market overview: Increase/decrease in growth in 10 biggest markets since 

2000 

Country  Sales 
2012 incl. 
VAT 
(SEK m) 

Sales 
2011 incl. 
VAT 
(SEK m) 

Sales 
2010 incl. 
VAT 
(SEK m) 

Sales 
2000 incl 
VAT 
(SEK m) 

No. of 
stores (30 
Nov 
2012) 

Year 
established 

Germany 30,303 29,721 30,628 9,632 406 1980 
USA 12,550 9,691 8,916 798 269 2000 
United 
Kingdom 

10,413 9,227 8,392 1,940 226 1976 

France 9,976 9,336 9,140 972 182 1998 
Sweden 8,225 8,318 8,365 4,208 177 1947 
Netherlands 6,688 6,995 7,387 2,047 124 1989 
Switzerland 5,821 5,995 6,122 2,307 82 1978 
Spain 5,807 5,828 6,109 161 146 2000 
Norway 5,615 5,397 5,858 2,367 111 1964 
China 5,411 3,598 2,527 N/A 134 2007 
(Source: H&M Annual reports 2000, 2010, 2011, 2012) 

 

H&M’s core product and business concept  

H&M’s core product is still apparel; the company offer a wide range of apparel, 

from so-called basic items such as T-shirts, jeans and sweatshirts, to trend-based 
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and fashion-focused clothes. H&M offer fashion apparel to women, men and 

children. Shoes, accessories, cosmetics and home furnishing are also part of the 

product portfolio, as is apparel in plus sizes and maternity wear. H&M presents 

clothes under a number of sub-brands and discreet label variations, appealing to 

various segments and age groups; the aim for the company is to appeal to all age 

groups.  

 

H&M’s business concept is fashion and quality at the best price with the 

underlying democratic assumption that fashion should be available to everyone 

and not confined to elite income groups. This basic concept drives the business 

strategy and all business processes. Besides being one of the leading high street 

fashion retailers, H&M is recognized for its yearly collaborations with high end 

fashion designers such as Stella McCartney, Karl Lagerfeld and Isabel Marant; 

these collaborations provide high end collections to the high street at a fraction of 

the cost of the original collections.  H&M does not have a unique product such a 

Tetrapak for instance (Pettersson, 2001) and instead the company competes on the 

market for fast fashion on price, quality and design. However, H&M’s competitive 

advantage can be found not only in price, quality and design, but also in the 

company’s focus on retail location and retail store design, a focus that the 

company has had since the beginning (Pettersson, 2001). Adding to these aspects 

are the clustering of retail stores. H&M has a number of retail spaces in close 

proximity to each other because it stimulates consumption rather than creating 

competition among the stores (Pettersson, 2001). 

 

When H&M started out in 1947, its strategy was to keep prices 30% lower than its 

competitors, resulting in a 30% markdown on profit, but an increase in volume 

that would counterbalance the lower profit per item sold (Pettersson, 2001). The 

strategy is still present today though slightly more complex as competitors have 
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adopted the same strategy. H&M prices range from as little as 99 pence for hair 

elastics to approximately £179.99 for a pair of leather trousers. Most items are 

retailed in the lower price ranges with only a limited number of items in the 3-digit 

price range. Prices at H&M vary only slightly from market to market; H&M aims 

to offer the same products at the same price on all the markets where they are 

present though some items may be marked up/down on some markets due to local 

competitors. An example is the British high street market with a large number of 

competitors competing on price, and H&M marking some items slightly lower 

than in, for instance, Denmark.  

 

H&M has a number of flagship stores placed in exclusive addresses and in 

buildings with architectural significance such as the store on Avenue des Champs-

Élysées in Paris. H&M also have a number of shops-in-shops, for example in 

Selfridges in London, as well as a few stores with an edited collection; these types 

of retail outlets are primarily placed in cities regarded for their fashion industry 

and twice yearly fashion weeks and fairs. Beside these small variations, the 

experience of entering a store in Shanghai should be the same as entering a store 

in Amsterdam in all ways but the language. This implies that the same retail layout 

and concepts are adopted in the majority of stores around the world as much as 

possible. By having the same retail concept globally H&M ensures a coherent 

brand experience and is cost effective. 

 

As the fast fashion segment is highly competitive, a key to the success is the style 

and design of products, and a talented creative design team. It was not until 1987 

that H&M established a design department and team, and prior to that the 

company sourced and purchased ready-made garments. Currently, the design 

department at H&M counts more than 160 in-house designers, as well as pattern 

makers and buyers. The design department at H&M works more or less in the 
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same way as a design department in any other fashion house: The designers get 

inspiration for new collections from travelling, art, music, and culture, as well as 

from trend books, style icons, street style, fashion shows and so forth. Thus, the 

designers at H&M create and design the collections and styles based on the 

interpretation of current trends.  

 

H&M does not own any of the factories used for production, nor do they own the 

buildings where stores are located. H&M production takes place primarily in Asia 

and the company is the biggest fashion retail buyer in Bangladesh12. The company 

collaborates with around 900 suppliers and goods are produced at approximately 

1,900 factories. The production is controlled by one of H&M’s 19 production 

offices, located in the countries where production takes place. Whether first, 

second or third tier, all suppliers must comply with H&M’s Code of Conduct, 

which will be discussed later in relation to H&M’s sustainability work. 

 

Organization of H&M  

According to interviews with long-term organizational members, H&M remains a 

family oriented company despite being listed on the stock exchange. The family-

oriented values are represented in several aspects of the company, one being that a 

number of family members work in the company. When Erling Persson decided to 

step down in 1982, his son, Stefan, then 33 years old, took over the role of CEO, 

and Stefan Persson's son, Karl-Johan Persson is the current CEO of the company, 

a role he stepped into at the age of 34. The legacy of Erling Persson lives on in 

other aspects as well - Erling Persson ran H&M based on ‘feeling’ and 

improvisation with the motto “we dig where we stand” (Pettersson, 2001, p. 114, 

translated). Though the company is bigger in size and employ a much larger 

number of employees, the data collection illustrated that this philosophy still exists 

in the company. Despite its size, H&M reacts and adapts quickly to new 
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opportunities and does not necessarily base decisions on data and reports made by 

consultants. The company still finds it relevant to follow a ‘gut feeling’ and 

improvise along the way.  

 

Table 3.4  

H&M CEO’s 

Year CEO Background 
1947 – 
1982 

Erling Persson Founder of H&M, with a merchant 
background, died in 2002 

1982 – 
1998 

Stefan Persson Son of founder Erling Persson; educated 
at Stockholm and Lund University. Prior 
to becoming CEO, Persson held various 
positions within H&M, including UK 
Country manager. Currently chairman of 
the board and H&M’s biggest 
shareholder 

1998 – 
2000 

Fabian Månsson Former Purchasing Director; left the 
company during a period of financial 
strain  

2000 – 
2009 

Rolf Eriksen Former Country Manager in Denmark; 
retired at the age of 65 in 2009. 

2009 -  Karl-Johan Persson Son of Stefan Persson, holds a BA in 
Business Administration from the 
European Business School, London. 
Prior to becoming CEO, Persson held 
various operational positions within 
H&M 

 

H&M is organized with a board of Directors that the Managing Director refers to. 

The Managing Director appoints the executive management team as well as 

country managers. The executive management team consists of 17 executive 

managers for the following business areas: Investor Relations, Finance, Accounts, 

Security, IT and Logistics, HR, Buying, Production, Sales, Expansion, Marketing, 

Communications, Sustainability, Design, Business Development and New 

Business13. 
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All the main functions of the company are based at the Stockholm Headquarters, 

which then liaises and collaborates with country offices in carrying out 

assignments. Each executive manager is responsible for best practice, support and 

training within the department as well as for ensuring that each country office is 

working efficiently according to policies and guidelines within their area 

(www.hm.com). Country offices have employees within all areas (for instance 

marketing, HR, communication, sustainability, design/styling) that have direct 

contact with and easy access to the relevant department at H&M HQ. Country 

managers, the managers responsible for H&M operations in a given country, liaise 

with H&M’s CEO, and are responsible for the sale and profitability of the country 

overall as well as for all departments in the given country (www.hm.com). H&M 

has a flat organization where employees have easy access to corporate 

management. Few layers in the organization, as well as few middle managers also 

illustrate the flat organization. Furthermore, the organization does not provide 

employees with titles; rather than having traditional titles, employees have job 

responsibilities and areas that they are in charge of (Pettersson, 2001)14.   

 

Despite its size, H&M employees report that the company is loyal to employees. 

Belief in people as a central characteristic and shared value is illustrated in a 

number of ways according to the data collected. Though H&M does not record 

data on the average length of employment, H&M HQ confirms that employees 

tend to stay with the company for a long time, which is in contrast to the general 

trends in retail, which are of a high turnover of employees. The data collected 

suggests that H&M employees stay with the company for a long period of time, 

often as ‘lifetime employees’. A newly introduced program rewards employees for 

their loyalty to the company; the H&M Incentive program initiated in 2011 

rewards loyal employees financially regardless of position and salary level. 

Furthermore, belief in people as a central characteristic is illustrated by the fact 
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that very few employees are fired from the company and this occurs primarily in 

cases of theft and other violations. The belief in people is also illustrated in the 

opportunities to grow and advance within the company. Though a majority at HQ 

have academic degrees, and to some extent also at country offices, it is customary 

to obtain education and training within the company and be promoted within the 

organization through the years. This tradition has followed on from Erling 

Persson's time where a minority had an academic background and executive 

management and senior staff were recruited from within (Pettersson, 2001). Those 

who are employed in newly created positions are still primarily recruited from 

within the company, and it is considered an asset to have worked in various job 

functions, in particular at store level. Working at store level provides an employee 

with invaluable information about and understanding of the core part of the 

business. All H&M staff, regardless of position, are encouraged to replace normal 

job responsibilities at least once a year with retail work experience, for instance 

spending a day working in a retail store to keep up to date with the retail 

experience and stay connected to the core business product. 

 

H&M’s values 

H&M has defined 7 values that drive the company. All employees at H&M are 

introduced to the company values on a daily basis as the values are written on the 

walls back stage in stores, and at the offices of the company. The values that drive 

H&M are: 

• Keep it simple 

• Straightforward and open-minded 

• Constant improvement 

• Entrepreneurial spirit 

• Cost conscious 

• We are one team  
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• We believe in people 

 

Sustainability is not communicated as part of the company values on the H&M 

website (www.hm.com,18/2-2013). However, wherever the values appear in the 

company – for instance in retail stores or offices - sustainability is part of the core 

values of the company and presented as a tagline below the values is the message: 

“In all we do sustainability is a natural part”  

 

Rankings of H&M 

H&M appears regularly in brand rankings and sustainability rankings. Various 

companies and rankings measure brand value, which refers to the monetary value 

of the brand, or more precisely the net present value of the estimated future cash 

flow attributable to the brand. However, there are a number of methods and no 

single agreed standard for how to measure it.  

 

In 2012 the company was the highest ranking fashion retailer on Forbes' list of 

most powerful brands, ranked at 46 (www.forbes.com/powerful-brands/list/), and 

the highest-ranking fashion retailer on Interbrand's Best Global Brand Ranking, 

ranked 23rd (www.interbrand.com/en/best-global-brands/2012/Best-Global-

Brands-2012.aspx). The second highest ranked fashion retailer on the list is Zara, 

ranked at 37. The rationale for H&M ranking so well compared to other retailers is 

its designer collaborations and use of organic cotton. H&M also appears on 

Interbrands Best Global Green Brand list 2012. H&M is ranked 46 on the list, and 

is the only fashion retailer appearing on the list. H&M did not appear on the list in 

2011, the first year that the Best Global Green Brand list was introduced, but are 

in it in 2012 due to the company’s ambitious sustainability strategy. In 2014, the 

Ethisphere institute named H&M as one of the world’s most ethical companies 

and only 3 apparel companies appeared on the list. The Ethisphere Institute makes 
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the assessment based on an ethics quotient framework developed by an advisory 

board of academic and industry experts15.  

 

In order to understand how H&M can embark on a journey of constructing a 

sustainability-focused identity, an overview of their sustainability actions is 

relevant. However, before I discuss H&M’s sustainability strategy, I will discuss 

sustainability in the fashion industry overall. This provides a framework for 

understanding why H&M is considered at the forefront in the fashion industry, as 

well as providing an understanding of the specific conditions that the industry is 

working under. 

 

Sustainability in the fashion industry 

Can fashion be sustainable and does it make sense to talk about sustainability in 

the fashion industry? Rankings suggest that it is, and the industry certainly often 

discusses and reports on its efforts. Acknowledging the paradox, Lipovestsky 

states:  

The more powerful the logic of fashion becomes, the more 
powerfully ecological demands are expressed. The paradox is 
manifest: the logic of fashion celebrates the present, artificiality, 
and novelty, while the ecological movement focuses on the 
future, on nature, on conservation. The former is playful while the 
latter is fearful (Lipovetsky, 1994, p. 247-248).  

 

Whether concern for our planet and the fickleness of fashion can be bridged 

remains a debate. I take the stance that the world of fashion and ecological 

awareness or sustainability are compatible and can be bridged. Fashion may not be 

the solution to the great sustainable challenges of the planet, but sustainable 

fashion has a smaller footprint and provides a better alternative than the traditional 

world of fashion. This stance does not reject the notions that sustainable fashion is 
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simply part of a new consumption category – sustainable consumption. In the 

wake of ecological focus and sensitivity has sprung a whole new area of 

consumption, with its own labels, shops, and organic products spurring further 

consumption (Lipovetsky, 1994). The point is that sustainable consumption is a 

better alternative. From this point of view there is no gap between sustainability 

and fashion, as sustainable fashion has the same patterns and logic of consumption 

as traditional fashion. 

 

Current status of sustainability in the industry 

A relevant question to ask at this point is what the current status of sustainability is 

in the fashion industry. This question remains difficult to answer; considering the 

entire industry, a recent study concluded that “Sustainable practices in clothing 

have not, thus far, created a significant impact and instead continue to be largely 

marginalized within the fashion industry. The fashion industry continues to work 

in an inefficient manner that creates massive waste, exploits workers, and makes it 

increasingly difficult to make a substantial profit” (Palomo-Lovinski & Hahn, 

2014, p 87). Other studies suggest that the industry is somewhat more advanced in 

regards to sustainability. Though it is a development led by a small number of 

companies, and the actions may not be systematized, those in the lead are the large 

multinational companies that are capable of initiating changes in processes which 

have impacts (NICE, 2009, MISTRA 2010). 

 

The emergence of sustainability in the fashion industry 

The concept of sustainability and related concepts emerged in the fashion industry 

during the 1990s. The focus and integration of sustainability in the fashion 

industry can be seen in the historical development and structure of the industry. 

The fashion and clothing industry is one of the world's largest industries (Allwood 

et al., 2006, MISTRA, 2010), and historically the industry has been characterized 
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by a separation between manufacturers and contractors, where the manufacturer 

has responsibility for design, procurement of textiles and marketing and the 

contractor carries out the actual production (Lash & Urry, 2002). This functional 

distinction between manufacturer and contractor has provided the industry with a 

structure that it retains today, with the notable difference that the actual production 

has physically been moved out - outsourced to Asian and African low-wage 

countries where large-scale production is of even larger scale than previously 

imagined possible. It is estimated that 70% of apparel imported in the EU is 

produced in developing countries (Laudal, 2010, Pedersen & Gwozdz, 2014). 

Thus the fashion industry is highly globalized with a complex supply chain that 

lacks transparency and is difficult to control entirely (Emmelhainz & Adams, 

1999, Brito et al., 2008, Pedersen & Gwozdz, 2014). 

 

The explanation for outsourcing of production and the complexity can be found in 

the conditions of the industry. First of all, it is a labour intensive industry, 

dependent on manual labour. Dependency of manual labour is caused by the 

difficulty of mechanizing apparel manufacturing; while wood and metal can be 

handled by machines and robots, this is not the case with cloth, and thus using a 

sewing machine is still part of producing a garment. Another reason for the use of 

manual labour is to found in the fast changes and unpredictability in fashion; 

because fashion changes so often and has such a rapid turnover it is generally not 

seen as profitable to invest in technology and heavy machinery used for long-run 

production of other consumer goods such as cars (Piore, in Ross, 1997, De Brito et 

al., 2008). This condition makes the supply chain of the industry particularly 

vulnerable to sustainable challenges and issues (De Brito et al., 2008). Third, the 

fashion industry is an industry, that does not require much capital investment to 

start up, making it an industry underdeveloped countries often engage in at the 

beginning of the industrialization process (Ross, 1997). Large-scale production in 
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low-wage countries has led the industry to become dependent on controlling 

wages and labour costs, because the manual operations are so extensive. This 

unique structure means that the industry has become far more complex and 

opaque, since many suppliers in the supply chain have emerged, and since 

production is outsourced to a variety of subcontractors – second and third tier 

subcontractors – that the manufacturer has no control over (Emmelhainz & 

Adams, 1999; Lash & Urry, 2002; Giesen, 2008; Langhelle et al., 2009).  

 

The change to large-scale production has resulted in positive results from a 

manufacturers perspective, and retail profits have risen by 200-300% of what the 

real cost of producing a piece of garment is (Lash & Urry, 2002). However, the 

complex structure in the clothing industry has also led to a wide range of 

challenges related to ethics, and social and environmental issues in the industry 

(Ross, 1997, Allwood et al., 2006, De Brito et al., 2008, Pedersen & Gwozdz, 

2014). The ethical challenges include child labour and slavery (Ross, 1997); social 

challenges include poor working conditions, long working hours, sweatshops and 

violation of human rights and safety standards (Ross, 1997, Giesen, 2008, 

Pedersen & Gwozdz, 2014); environmental challenges include water pollution and 

chemical hazards in production, as well as substantial issues arising in the 

consumer use phase creating a considerable negative environmental impact (Ross, 

1997, Allwood et al, 2006, NICE, 2009, MISTRA, 2010). 

 

As a result of the conditions and challenges that the industry faces it was heavily 

criticised during the early 1990s, when NGO’s publicly condemned the industry, 

the media covered activist groups; actions against multinational companies, and 

consumer boycotts took off against companies under scrutiny (Ross, 1997, Sethi, 

2003, Pedersen & Gwozdz, 2014). It seems reasonable to assume that these 

events, coupled with institutional regulations, spurred the emergence of CSR in 
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the fashion industry, as it was in the early 1990s that multinational companies 

such as Nike, H&M, Gap and Levi's began taking actions towards better work 

conditions in factories. For example, in 1991 Levi Strauss launched their first 

Terms of Engagement, setting out guidelines for how suppliers should treat 

employees and a pioneer Code of Conduct on the market (though not launched 

under this terminology) (Ross, 1997). Others followed suit some years later, with 

H&M launching their Code of Conduct in 1997. Supporting the assumption and 

recognising the importance of NGO’s in the development that has taken place in 

the industry, Nike dedicated their 2009 Corporate Responsibility report to Neil 

Kearney, the general secretary of the International Textile, Garment and Leather 

Worker’s Federation who passed away in 2009, stating that Kearney has taught the 

company some of the most valuable lessons on social and ethical issues in the 

industry (Nike, 2009).  

 

While a number of high-profile fashion companies since then have taken actions 

to address the issues that the industry is facing, it is more or less the same issues 

that the industry is facing today as in the early 1990s. However, the fashion 

industry has increased their engagement in sustainability issues over the last 

decades (Allwood et al., 2006; MISTRA 2010), and a deeper awareness of 

sustainability issues in the industry has led the industry to search for alternative 

solutions and deal with issues in the entire supply chain. When CSR and 

sustainability emerged in the industry in the 1990s, it was primarily labour issues 

in factories that the industry focused on, including child labour, slavery and other 

human rights issues (NICE, 2009). Today the industry's focus is on issues in the 

entire supply chain from raw materials to end use, and recently an increased focus 

on environmental issues (NICE, 2009), though social and ethical issues are still a 

relevant part of the sustainability portfolio. In the NICE 10 year plan of action, the 

primary challenges of the fashion industry now and in the near future were 
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identified. These include water, CO2 emissions, waste, chemicals and labour & 

ethics (NICE, 2009). As illustrated by the NICE 10 year plan of action, aiming to 

guide the industry towards greater action, the environmental and social impact is 

not equally relevant in all parts of the supply chain. 

 

Model 3.5 

Social and environmental impact across supply chain in fashion 

 
(NICE, 2009, p.11) 

 

Though environmental and social impact is not equal throughout the supply chain, 

the challenges that the industry faces are interrelated, for example water is both an 

environmental and social issue, and cannot be viewed as a separate issue (NICE, 

2009). The development in the industry within the last couple of years has seen the 

recognition that dealing with the challenges as interrelated is the only way to 

achieve systemic change, and that taking actions on such profound challenges 

requires collaboration (NICE, 2009, MISTRA, 2010, Pedersen & Gwozdz, 2014).  

 

Sustainability at H&M 

In the previous section I discussed the emergence of sustainability in the fashion 

industry, the challenges that the industry faces and the somewhat muddy 

landscape of sustainability engagement in the industry. As one of the largest 
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fashion retailers globally, H&M is one of the companies actively engaged in 

sustainability activities, and is recognized for the efforts it has made16. H&M 

started implementing sustainable measures and activities in the mid-1990s. The 

current sustainability strategy is proactive, integrated in the business strategy and 

central to the entire organization's activities. Systemic change in the fashion 

industry as a goal for activities carried out is mentioned regularly in the latest 

sustainability report17. While fashion remains the core business concept for H&M, 

sustainability is perceived as strengthening the fashion products offered (H&M 

sustainability report, 2012). In order to establish H&M’s relevance as a case 

company, the following section will outline H&M’s sustainability strategy and 

current activities. 

 

H&M reports on its sustainability strategy and activities in a yearly sustainability 

report. With over 250 pages, the reports cover the main sustainability actions 

taken by H&M as well as describing and document improvements from the 

previous year's report. The report furthermore addresses the challenges that the 

industry faces and has yet to resolve, an approach not taken by others in the 

industry. H&M’s sustainability report is praised by NGO’s, blogs and CSR expert 

for addressing the big issues, despite belonging to an industry that is faced with 

huge sustainability challenges (http://www.triplepundit.com/2012/05/10-

outstanding-csr-reports). 

 

The current CEO of H&M is actively involved in the company’s sustainability 

efforts, and states that the reason for the increased sustainability efforts is due to 

the belief that it is the only alternative future for the fashion industry, and that 

H&M aims to be at the forefront of this future scenario (H&M sustainability report 

2012). From a business point of view, sustainability is a positive factor that 

contributes to resource efficiency, cost reduction, as well as stability and growth in 
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purchasing markets. However, the company, and the fashion industry overall, face 

a number of key challenges such as increasing water scarcity, climate change, 

textile waste and poor conditions for factory workers in producing countries 

(H&M sustainability report, 2012). Despite the size of H&M, the CEO argues that 

H&M are not able to solve these challenges on their own; industry and stakeholder 

collaboration is key to obtaining systemic change in the fashion industry. Driving 

the vision for systemic change is what H&M refers to as the 3 P’s, namely People, 

Planet and Profit stating that: “Our vision is that all our operations should be run 

in a way that is economically, socially and environmentally sustainable. Turning 

this vision into a reality helps us do great business using fewer resources. It also 

allows us to contribute to better lives for people and communities around the 

world” (H&M sustainability report, 2012, p. 6). 

 

The current Head of Sustainability is part of the corporate management team and 

reports directly to the CEO. A total of 170 employees work in the sustainability 

department. The sustainability department is located at the headquarters in 

Stockholm Sweden where 20 employees work only on sustainability issues. Their 

main jobs are to advise other departments on sustainability issues, as well as 

develop and review future goals and sustainability targets. Approximately 100 

members of the sustainability team are located in producing countries where they 

have direct contact with suppliers and NGO’s. This part of the sustainability 

department is responsible for monitoring sustainability issues in their respective 

countries (H&M sustainability report, 2012). The rest of the employees, working 

in the sustainability department, act as sustainability or Conscious coordinators on 

country office level. 

 

While the sustainability department is responsible for advising on sustainability 

issues, it is the responsibility of the executive management of all the departments 
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in H&M to implement the sustainability strategy and goals. Thus the departments 

are responsible for operationalizing actions necessary to fulfil what is referred to 

as the seven conscious commitments (H&M sustainability report, 2012). In order 

to ensuring that the country offices are also part of the sustainability drive and are 

fulfilling the Conscious Commitments, 50 Conscious Coordinators have recently 

been appointed. Progress on sustainability goals are reviewed twice a year by the 

CEO, CFO and Head of Sustainability and reported to the Board of Directors. 

Issues that conflict with other areas of business are discussed and solved by a 

decision-making group referred to as “the Green Room” of which the CEO is a 

part.  

 

H&M’s sustainability commitments 

H&M’s sustainability activities are divided into 7 sustainability commitments each 

with a number of targets for the year. In this regard, H&M builds their 

sustainability actions on specific commitments to their stakeholder groups, 

external as well as internal. The commitments also serve as a template for 

structuring all the actions and activities that H&M engage in on a daily basis, as 

well as a template for addressing the challenges that the company perceives as 

most important to solve. Each commitment contains a number of actions, referred 

to as Conscious Actions. The Conscious Actions are the actions that the company 

is focusing on solving in order to fulfil the 7 commitments to their stakeholders. 

The Conscious Actions are evaluated in terms of achievements and status – 

whether the company is on track, has more to do or is in the start-up phase. While 

the 7 commitments remain the same, the Conscious Actions change over time, as 

challenges are solved and new challenges arise. H&M introduced their 

sustainability efforts under the H&M Conscious Actions name in 2010. Prior to 

this sustainability program, H&M’s reporting was referred to as CSR reports, with 

the exception of 2009 where the sustainability report changed name to Substance 
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& Style, the stepping stone that led to H&M Conscious Actions. With Conscious 

Actions, H&M introduced a sustainability program rather than introducing a 

number of CSR initiatives. The purpose of introducing a program was to 

communicate to internal and external stakeholders that sustainability – and 

conscious actions – is perceived as a strategic commitment by H&M’s corporate 

management and sustainability actions are no longer only the responsibility of the 

CSR department, but the responsibility of the entire organization. 

 

H&M’s 7 Sustainability commitments are: 

1. Provide fashion for conscious consumers: H&M believe that 

sustainability adds value to the products they offer consumers and that 

consumers are increasingly choosing sustainable fashion. However, 

choosing sustainability should not compromise style or price, but by 

offering fashion that is also sustainable, H&M can provide a better choice 

for consumers. H&M aims to fulfil this goal, offering products made from 

sustainable cotton and other sustainable fibres such as recycled polyester, as 

well as by making it easier for consumers to care for their clothes. 

Furthermore, H&M has a number of other actions that aim to reduce 

harmful chemical and components used in production.   

 

2. Choose and reward responsible partners: According to H&M, their 

garment production is often located in countries where regards for human 

rights are not high, leading to violations. Likewise, environmental 

awareness is not of high importance in the producing countries. Working 

conditions and environmental pollution are ongoing issues in the fashion 

industry and out of 15 activities, 1 is still in the beginning phase, while 10 

activities remain ongoing with more work to do. H&M is committed to 

influencing and changing this situation: “Our commitment is to choose and 
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reward responsible partners who share our values and who are willing to 

be transparent and work with us to improve their social and environmental 

practices. We provide training and support for improvements” (H&M 

sustainability report, 2012, p. 27). The result so far is that 150 strategic 

partners performing well on sustainability measures produce 53% of all 

H&M’s products (H&M sustainability report, 2012). 

 

3. Be ethical: H&M states their ethical approach is firmly rooted in the values 

of the company – respecting and treating people fairly is in integral part of 

who H&M is and is necessary because the company relies on many people, 

both inside and outside the organization, in order to do business. H&M 

launched a human rights policy in 2012, reviewed by external stakeholders 

specialised in human rights, such as Professor John Ruggie and UNICEF. 

Following the advice of experts in regards to managing human rights issues, 

H&M conducts due diligence processes assessing risk related to the 

industry. Key issues are labour rights, women’s rights and the right to water 

(H&M sustainability report, 2012, p. 51). All new markets are assessed 

based on the human rights policy. Ethics is also related to internal aspects 

such as respecting employees, promoting diversity and equality, and 

ensuring that employees have room to grow and develop their potential; 

H&M launched a new global learning and training program called GROW 

allowing employees to advance their skills, and women make up 50% of the 

Board of Directors and 74% of management. Ethics also relates to 

advertising and H&M has implemented an advertising policy stating that the 

company is committed “to consider the impact of our advertising around 

the world and to choose models and images that convey a positive image” 

(H&M sustainability report, 2012, p. 56) 
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4. Be climate smart: Climate changes affect H&M’s business; the challenge 

is that the majority of climate impact along the value chain is outside 

H&M’s own operations. Sales account for only 3% of climate impact while 

raw material counts for 15%, fabric processing 39%, production 4%, 

transport 3% and use 36%. In regards to H&M’s own operation, the 

company is reducing CO2 emissions by offsetting and through improved 

energy efficiency in stores, which also has a positive impact on cost. 

H&M’s target is to reduce total emissions by 2015 at the latest and to source 

100% of electricity from renewable sources, making investments such as 

photovoltaic solar panels in order to reach the goal. H&M is using their 

influence to encourage actions outside their own business, working with 

suppliers, fabric mills and transport providers to come up with initiatives to 

reduce energy use. 

 

5. Reduce, reuse, recycle: H&M’s vision is to generate zero waste from their 

operations. The company's value chain generates waste in transport, 

packaging, from buildings and shop fittings and shopping bags. Cutting 

waste includes using fewer resources, applying methods to reuse resources 

as well as recycling. To achieve this, H&M have a consumer recycle 

scheme in place, where consumers are encouraged to recycle plastic bags, 

and 95% of the waste handled by the distribution centres are recycled. 

 

6. Use natural resources responsibly: As an apparel company, H&M make 

use of natural resources. In particular, water use is a challenge in the apparel 

industry, where the resource is used throughout the value chain, from 

growing cotton to care of garments by consumers. In order to address water 

scarcity, H&M is collaborating with NGO’s, organizations and industry 

peers on a number of actions. H&M has joined forces with WWF on a 3-
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year water stewardship partnership involving 30 water-connected activities 

affecting the company's value chain. Furthermore, the company has reduced 

water use at its stores, offices and distribution centres by introducing low 

flow taps as well as harvesting rainwater and 50% of denim sold in stores 

being produced with new innovative water saving methods, which has saved 

an estimated 450 million litres of water. H&M has signed up to BSR’s 

wastewater standards in supplier factories, requiring suppliers to treat 

wastewater. Other measures introduced to protect natural resources include 

zero discharge of hazardous chemicals - H&M state they the company since 

1995 has taken the lead in chemicals management and H&M’s approved list 

of chemicals and chemical restrictions have been made publicly available to 

industry peers and the public.  

 

7. Strengthen communities: H&M operates in and is part of a large number 

of communities and has an interest and responsibility in strengthening these 

communities. By addressing social and environmental issues in the 

communities where H&M take part, the company wishes to drive positive 

change for the people and environment involved. H&M is focused on 

contributing to educational projects, offering education for children and 

women who would otherwise not receive any education. H&M contributes 

financially to people in need and charitable causes such as emergency relief 

for Syrian refugees. Furthermore, H&M continues to create new jobs 

around the world as the company continues to grow; 7.402 jobs were 

created in 2012. 

 

Collaborations and partnerships 

Illustrating the company’s increased commitment to sustainability, H&M is 

involved in a number of collaborations, multi-stakeholder initiatives and 
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membership organizations related to sustainability. These include multi 

stakeholder forums, industry organizations, working groups and memberships 

focusing on various aspects of the value chain. H&M also collaborates with 

several organizations on projects involving collections. These include All for 

Children, WWF and WaterAid. The primary and most important initiatives are 

illustrated in Table 3.6. 

 

In 2012, H&M’s sustainability actions were recognized and acknowledged by the 

following indexes and rankings: Dow Jones Sustainability Index, FTSE4GOOD, 

Global 100 List, World’s Most Ethical Companies, Newsweek Green Ranking, 

Source Award Finalist, Textile Exhange Future Shaper and Rank a Brand (H&M 

Sustainability report, 2012). 

 

Table 3.6  

Examples of multi stakeholder initiatives, working groups and memberships  

Membership /collaboration Type of organization and involvement 
Sustainable Apparel Coalition (SAC) Founded by a group of apparel companies 

leading in sustainability, SAC is an active 
working group, working to improve the 
environmental and social impact of the apparel 
industry by joining forces. Wal-Mart, Patagonia 
and Nike founded the coalition and H&M was 
invited to join the coalition early on.  

Fair Labor Association (FLA) FLA is a non-profit organization that carries out 
audits among supplier factories. The organization 
is working towards better working conditions. 
H&M is a member and FLA conducts 
independent audits at H&M’s suppliers in China 
and Turkey 

Better Cotton Initiative (BCI) BCI is a multi stakeholder initiative focusing on 
good farm practices and on addressing 
sustainability holistically. H&M is a leading 
member and BCI founder together with Adidas, 
IKEA and Marks & Spencer 

Fair Wage Network This initiative bringing together fashion 
companies, NGO’s, researchers and garment 
producers in a joint effort to seek solutions for 
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fair wages in the garment industry. 
Buyers Forum Bangladesh Founded by H&M and GAP Inc., the forum 

counts 20 apparel companies working towards 
addressing labour issues in Bangladesh through 
joint force 

Better Work (part of ILO) Also founded by ILO, Better Work aims to find 
better working conditions in collaboration with 
employees and employers. Better Work is 
currently active in Vietnam, Jordan and Lesotho 

CEO Water Mandate A group under UNGC, the CEO Water Mandate 
is a voluntary initiative where companies commit 
to improving water issues 

Transparency International A non-profit organization working to combat 
corruption in all forms. H&M is a corporate 
member of Transparency International Sweden 

(www.hm.com/membership) 

 

Justification for the choice of case company 

In the previous section, I outlined H&M’s sustainability strategy and initiatives; 

the purpose of presenting my case company is to first of all provide some 

background knowledge on the company under study, but also to explain why 

H&M is a relevant case company for the research questions guiding my studies. In 

chapter 2, the review of literature, I argued, based on existing studies, that in order 

to talk about sustainability-focused identity it is necessary to have sustainable 

actions in place (Hamilton & Gioia, 2009). One way to establish the relevance of 

H&M as a case company is to measure its sustainability actions. In order to 

establish levels of engagement in regards to CSR and sustainability, sustainability 

mappings are employed (Pedersen & Gwozdz, 2014). There are a number of ways 

to map a company’s sustainability efforts; I have chosen to employ sustainability – 

or corporate governance mapping - developed by Googins et al (2007). Based on 

studies of European and American companies CSR and sustainability efforts, 

Googins et al (2007) has constructed a mapping consisting of five stages of 

corporate citizenship development, representing patterns of behaviour and actions 

that the companies researched go through in different stages (Googins et al., 
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2007). The focus on challenges and actions in the various stages are illustrated 

below: 

 

Table 3.8 

Mapping of corporate governance/CSR/sustainability 

Stages Focus  Challenge  Examples of activities 
Stage 1 A focus on compliance with 

regulations, laws and industry 
standards. No transparency, but 
rather a defensive stands toward 
pressure from NGO’s and other 
stakeholders 

Gaining 
credibility 
among 
stakeholders as 
it is not enough 
to comply with 
law 

Providing jobs and 
paying taxes 

Stage 2 Beyond compliance with 
regulations and laws, exceeding 
the law in relation to health and 
safety as well as employment 
practices 

Gaining 
knowledge ad 
building 
capacity and 
knowledge 
competence 
internally to 
address issues 

Monitoring and 
implementation of 
policies (internal 
perspective) 

Stage 3 A more comprehensive concept 
of CSR is developed and a 
deeper involvement of 
corporate management in CSR 
issues. Stakeholder 
management and engagement 
become an important focus as 
does reporting as a means of 
transparency 

Coordinating 
efforts and 
activities 
internally as 
responsibility is 
spread out in the 
organization 

Both external and 
internal activities as 
responsibility for CSR 
program is spread 
throughout the 
company. Reporting of 
activities 
(CSR/Sustainability 
reports published 
regularly) 

Stage 4 An advanced stage where the 
focus is on sustainability or 
triple bottom line. Programs are 
well established and integrated 
at the organization. Has 
achieved or are striving to be 
champion within industry. 
Partnership and alliances are 
established. Organization is 
vocal about sustainability 
program 

The depth of 
commitment and 
integrating 
sustainability 
into the business 
model 

Social, ethical and 
environmental 
activities across the 
whole supply chain, 
often in collaboration 
with industry and/or 
stakeholders 

Stage 5 Very advanced stage and at this 
point in time very few 
companies have reached this 

Not yet known - 
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(Adapted from Googins et. al., 2007) 

 

As illustrated by the model, companies that have reached stage 4 and 5 are at the 

frontier of sustainability, but most likely a majority of companies will have 

reached stage 2 or 3 (Googins et al., 2007). The study furthermore illustrates that 

the more advanced stages of sustainability are characterized by collaborations and 

partnerships, necessary in order to move forward and solve major challenges such 

as pollution and waste water issues. 

 

I became interested in H&M during 2009 and 2010, where I began my PhD 

project. At this time, I utilized the company’s sustainability report to map its 

sustainability engagement by employing Googins et al.’s (2007) mapping. The 

results of the mapping in 2010 illustrated that H&M was between stage 3 and 4, 

which according to Googins et al (2007) is an advanced stage, illustrating the 

company takes a leading position. Table 3.9 illustrates my mapping. 

 

Table 3.9 

Mapping of H&M’s sustainability stage 2010-2011 
Key 
dimensions 

Keywords  2010 – 2011 

Stage From 1-5 where 1 is 
characterized as being 
Elementary and 5 as 
Transforming 

4 
Innovative à Integrated 

Citizenship 
Concept  

How is Corporate 
Citizenship/sustainability 
defined and how 
developed/comprehensive is 

Sustainability & Triple Bottom Line 
concepts are employed throughout 
and used actively to explain how 
H&M understands and works within 

stage. Defined by visionary 
transforming leadership in 
sustainability changing business 
models and enabling social and 
environmental change. 
Partnerships essential. 
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the definition the area – the report in itself has 
changed its name, from being a CSR 
report to a sustainability report 

Strategic intent What does the company state 
is the purpose of corporate 
citizenship/sustainability in 
the company? 

Business Case – Value proposition. 
Describing the sustainability strategy, 
it is stated: “At H&M, we see 
sustainability as an integral part of 
what it means to be a successful 
business. That’s why, when we think 
of sustainability, we look at it in 
terms of three connected areas: 
People, Planet and Profit” (H&M, 
2010, p. 11) 

Leadership  Is the corporate management 
team leading and supporting 
the sustainability efforts? Are 
they visible in leading the 
efforts? 

Steward – on top of it and moving 
toward being a champion, fronting 
sustainability efforts. New Corporate 
management at H&M are starting to 
front the sustainability development 
and take active part in planning and 
strategy. CEO Karl-Johan Persson 
has his own personal message in the 
sustainability report addressing some 
of the challenges that H&M are 
facing. 

Structure  Who is responsible for 
sustainability? Is the 
responsibility shared across 
the organization? 

During 2010, the responsibility for 
implementing the sustainability 
strategy was spread out in the 
organization, resulting in the CSR 
department being restructured as a 
support team function. The goal is 
for the new structure to result in 
‘shared responsibility’ and 
organizational alignment, i.e. each 
department taking responsibility for 
reaching sustainability goals. These 
efforts take effect in 2011 with 
organizational alignment 

Issues 
management 

How is the organization 
dealing with social, 
environmental and ethical 
issues that arise? 

Responsive, program: Most 
sustainability activities are 
systematized as H&M is employing 
recognized systems such as GRI. 
(2011?) 

Stakeholder 
relationship 

What is the role of 
stakeholders and how does 
the company engage with 
their stakeholders? 

H&M are partnering with NGOs on 
various issues, and have partnered 
with industry in a number of 
coalitions and partnerships: “…we 
interact with various stakeholders 
such as our customers, employees, 
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suppliers as well as local and 
international NGOs and Unions, 
authorities, our shareholders and 
many more in a mutual dialogue” 
(H&M, 2010, p. 11) 

Transparency  Is the company transparent 
about sustainability 
performance, including 
environmental, social, ethical 
and financial?  

“We are committed to open and 
honest disclosure and this report is 
part if that process” (H&M, 
2010,p.9) 

(Adapted from Googins et al., 2007) 

 

Does this kind of mapping actually establish H&M as leading its sector? While the 

mapping convinced me that H&M was the right case company for my studies and 

would provide me with relevant data to answer my research questions, a recent 

study on sustainability leaders confirmed that my choice was right: "by pretty 

much any way one measures it, Scandinavian countries and Scandinavian 

companies lead the world in strong CSR and sustainability performances." 

(Strand, Freeman & Hockerts, 2014, p.6). I find that the strategy and actions 

employed by H&M, the level of engagement illustrated by mapping these using 

the tool of Googins et al., as well as the conclusion of this recent study justify my 

choice of case company.  

 

In this chapter I have discussed and outlined the fashion industry that my case 

company is positioned within, presented my case company and discussed my 

choice of case company. I have furthermore justified why H&M is a relevant 

choice of case company. The next chapter will outline, explain and discuss my 

research approach and strategies. 
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Chapter 4 

Research approach and Methods 

 

Introduction  

In the previous chapters, I have introduced my research topic and the relevant 

existing literature. I have furthermore presented my case company and the 

conditions that the fashion industry is part of in relation to my research topic. This 

chapter presents my methodological approach, choice of research methods and 

data analysis process.  

 

The goal of this thesis is to explore and understand the barriers and tensions 

arising in the process of constructing a sustainability-focused identity and how 

organizations perform identity work to manage, negotiate and resolve these 

barriers and tensions. The questions that I am aiming to answer with my research 

are what type of barriers and tensions arise, how they are managed, negotiated and 

resolved through identity work and what the process of constructing a 

sustainability-focused identity entails. In order to answer my research question, I 

am building on a theoretical framework as well as on empirical data from a setting 

where my topic can be studied. Regardless of setting chosen, a methodological 

approach is necessary; my setting is an organization and its members go about 

their day-to-day life and routines, as compared to, for instance, a laboratory 

setting. In order to collect, use and make sense of the data from my organizational 

context, I employ a methodological approach and research strategy that enables 

me to answer my research questions. This methodological approach has impact 

not only on how I choose my methods of research but also how I interpret and 

present my data.  
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The chapter proceeds as follows: I will begin by explaining my methodology 

which is my ontological and epistemological point of departure. This is followed 

by an outline and explanation of my choice of methods and how the data 

collection proceeded. I end this chapter by outlining my data analysis process and 

the codes, themes and aggregate dimensions that the analysis process has 

produced. 

 

Methodological approach  

The social sciences have been characterized by an ongoing methodological debate 

that is also taking place in the field of organizational identity. The debate has 

already been outlined in chapter 2, my review of literature, as the debate has 

shaped the discussion taking place and the disagreement on how to define 

organizational identity. In chapter 2, I outlined two dominant perspectives in 

organizational identity research, a social actor perspective and a social 

constructionist perspective. From a social science perspective, the two views 

represent, to some extent, a (positivist) realist perspective and a social 

constructivist perspective respectively. Despite the different labels, the content is 

similar. To clarify, I will identify the two strands as the realist and constructivist 

perspectives, as labelled by Hatch & Yanow (2008) as I argue that the debate 

within organizational identity relates and ties in with a general debate in social 

science, and in particular when dealing with the concept of identity.  

 

The labelling of the two perspectives to some extent describes what the 

perspectives entail. In a realist perspective, the researcher strives to depict  the 

way an object is or looks (Hatch & Yanow, 2008, Ravasi & Canato, 2013), how it 

is perceived realistically, and the interest lies in the object. In a constructivist 

perspective the researcher is interested in how something is constructed – hence 

the interest lies in the process (Hatch & Yanow, 2008, Ravasi & Canato, 2013).   
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This is a very simplified overview of the two perspectives, but illustrates how the 

labelling makes sense. The contrast and difference between the two perspectives 

can be found not only in theory but also in how the concept is studied – the choice 

of method. In a traditional realist (and positivist) perspective, the researcher is 

standing outside what is being researched and will often claim to be objective. 

This is an approach often represented in laboratory studies. However, in a social 

constructivist perspective, the researcher is part of what is being researched as 

his/her mere presence influences what is being researched; the researcher with a 

social constructivist perspective would not claim objectivity. These two contrasts 

create hugely different theories, as a realist theory does not perceive 

organizational identity to be context-specific or subjective; organizational identity 

is the enduring feature of the organization, the core essence.  

 

While some authors argue that the field has now matured and overcome 

methodological discussion (Ravasi, Corley & Rekom, 2008), others claim that it 

remains necessary to state epistemological and ontological standpoints in order to 

avoid confusion (Hatch & Yanow, 2008, Ravasi & Canato, 2013). Hatch and 

Yanow offer a compelling argument for the need to state one's methodology: 

Methodologies provide reasons for choosing procedures of 
inquiry (methods), and they should frame our evaluations of their 
analytic products. Discussions concerning competing approaches 
for studying organizational concepts often break down over 
differences in methodological presuppositions, but as these are 
typically not made explicit, scholars often argue past each other 
without understanding that their arguments are philosophical 
rather than substantive (Hatch & Yanow, 2008, p. 24).  

 

Despite the argument that the field has matured, I argue that Hatch & Yanow 

touch upon a fundamental debate that is still relevant and necessary because it 
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provides background information on a particular scholar's perspective and where 

his/her opinions stem from, why she/he perceives the world in a certain way and 

what the premises are for his/her argument? By stating epistemological and 

ontological assumptions, the reader is able to categorize and understand the 

reasoning behind an opinion, statement and perspective. In the case of 

organizational identity, the field may be matured as I argued in chapter two; 

however confusion is still prevalent in the research produced.  

 

This prompts me to state my own methodological perspective: My standpoint is 

born out of my background studying psychology and social psychology 

respectively. Individual identity poses the same challenges as organizational 

identity and the onion metaphor of identity has dominated the perspective (the 

onion metaphor is also used by Albert in: Whetten & Godfrey, 1998) and 

exemplifies a realist perspective of identity. Identity is the inner core of the onion, 

when all layers are peeled off – it is an intrapersonal and private phenomenon 

(Sabini, 1995). In contrast, a social constructionist perspective perceives identity 

as something that is socially constructed by the individual – identity is not an 

entity inside a person, but the result of what that a person does, in social 

interaction with the surroundings, a perspective inspired by Mead, Cooley and 

Goffman.  

 

I believe that identity, whether individual or organizational, is constructed, which 

then means that my scientific meta theoretical approach is social constructionist. 

Social constructionism as a meta theoretical approach is employed by many 

scholars; what ties them together under the umbrella of social constructionism is 

(Burr, 1995): 

- A critical stance toward the knowledge we take for granted 
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- Knowledge is historically and culturally situated. It is not static or universal, 

but depends on culture and time. 

- Knowledge is created in social processes. Knowledge is not something that is 

automatically inside the individual, but something that emerges through social 

interaction. 

- Knowledge and social processes do not exist on their own; they are dependent 

on each other. The knowledge we have, as individuals or groups, is 

constructed, and exists in the social relations that all humans are part of. 

 

This meta theoretical approach implies that identity (individual and 

organizational) is constructed through actively taking part in life, through agency 

(e.g. Giddens, 1991, Mørch, 1994, Gergen, 1991, 1999). By perceiving identity as 

something that is constructed by actively taking part in life I focus on physical and 

linguistic agency when studying identity, not on an inner core or intrapersonal 

activities (Gergen, 1999). Here it is important not to make the same mistakes that 

traditional (identity) theorists did. Traditional theories on identity are interested in 

what happens within an individual, which implies that agency is a by-product of 

intra-personal activity (Gergen, 1999). To avoid this, I borrow from Gergen 

(1999), who argues that language and meaning are closely connected, and 

meaning is not an individual trait, but is created when people interact (Gergen, 

1999). As such, language does not contain meaning, meaning is created by the 

way we use language. Meaning is created by using words in similar ways, and the 

reactions which these bring about in other people (Gergen, 1991). Hence, meaning 

is created between people, implying that identity is created through social 

interaction, between people and in the active participation in social relations.  

 

Does this perspective then reject a social actor perspective? In my opinion, it does 

not, but does acknowledge that both perspectives have relevance and are 



125	
  

	
  

complimentary. It is my firm belief that it is not possible to be objective as an 

observer as a realist or functionalist perspective would suggest, nor do I believe 

that identity is an entity, something that is, like the core of an onion which is a 

commonly used metaphor for a realist perspective (Albert, in: Whetten & Godfrey, 

1998). However, I do believe that identity can be managed to a certain extent, and 

that identity claims are vital in identity construction, and organizational members 

can perceive organizational identity as stable and enduring. That does not imply 

that identity is not constructed through actively taking part; it does imply however 

that organizational members adjust their actions to support a stable identity. My 

belief and opinion outline a fundamental challenge with a social constructionist 

perspective: It has been conflated with other contemporary modes of enquiry 

(Holstein & Gubrium, in: Denzin & Lincoln, 2013, p. 254).  

 

Despite my choice of a theoretical framework that regards a social actor and a 

social constructionist perspective as complimentary, my meta theoretical approach 

denotes that I have a critical stance toward the knowledge that is taken for granted 

and that I view knowledge as historically and culturally situated; it is not static or 

universal, but depends on culture and time (Burr, 1995). It signifies that I perceive 

knowledge to be created in social processes and that knowledge is not something 

that is automatically inside the individual, but something that emerges through 

social interaction (e.g. Burr, 1995, Hatch & Schultz, 2004, Hatch & Yanow, 

2008). It also indicates that my stance is that knowledge and social processes do 

not exist on their own and that they are dependent on each other. The knowledge 

we have, as individuals or groups, is constructed, and exists in the social relations 

that all humans are part of (Burr, 1995). When social processes take a central role 

in identity construction, it follows that agency is focal – actively taking part in 

constructing identity and enacting organizational identity values. However, I do 

agree with the notion that identity is not always a fluid and changing phenomenon; 
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identity can also be stable and enduring and though I do not subscribe to essence, I 

believe that it can aid and enable a better understanding to visualise organizational 

identity as having essence, especially for organizational members. 

 

To state my position clearly, this means that my ontological perspective is social 

constructionist and intersubjective, while my epistemological perspective is 

interpretive. The choices of research methods are thus based on the social 

constructionist perspective that organizational identity is a dynamic and reflexive 

process, where identity resides in a collective understanding and beliefs about the 

features and primary values of the organization that are relatively permanent 

(Gioia, Schultz & Corley, 2000), implying an interpretive epistemology, where 

participatory methods are relevant (Hatch & Yanow, 2008).  

 

Having outlined my methodological approach, in the following section I will 

outline the process of framing my research questions and discuss research design 

and the methods I have employed in order to carry out my research process, 

including collection of data, interpretation of data and analysis of data. 

 

The process of framing my research and study 

During 2008 and 2009 I met the former Head of Sustainability at H&M, Ingrid 

Schullström, through my job. I was heading a Nordic initiative on sustainable 

fashion, and Ingrid Schullström became part of an advisory board to the initiative. 

Together with a select group of sustainability and CSR experts, Ingrid was 

advising me and helping me set up a major event for the fashion industry due to 

take place during COP15 in Denmark, the Copenhagen Fashion Summit 2009. As 

part of this massive event, the advisory board and I were producing a book on the 

major challenges the fashion industry were facing and would face in the future in 

regards to sustainability. Stating, describing and discussing the challenges led to 
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very inspirational meetings with Ingrid. She was not only interested in the topic 

but also very knowledgeable, and at the same reflective on the issues and 

challenges she did not have enough knowledge about. Our talks increasingly 

revolved around H&M’s image and consumer engagement in sustainability. We 

discussed how Ingrid, and many organizational members of H&M were often met 

with negative comments on H&M’s business model and how the company 

conducted itself. There was a clear divide between the way the organization 

perceived itself and the way ‘outsiders’ perceived the organization. The divide 

was not taken lightly and organizational members were frustrated with the 

accusations they were faced with at dinner parties, accusations that they didn’t 

recognise from their daily work life. As a consumer psychologist I found this 

situation and challenge intriguing; why was it that ‘outsiders’ and consumers were 

so critical of H&M considering what I knew at that time: that H&M was the best 

practice in the industry? Further, why were they so critical considering that most 

research on the topic confirmed that consumers in general had very little interest in 

sustainability? Based on our conversations and my interest, I made a proposal for 

H&M for an industrial PhD project. Despite having never taken part in a PhD 

research project or similar project, within a few months, the corporate 

management team had decided to take part in the project, and so the project 

started.  

 

As with many PhD studies, my research questions have changed over the course 

of the process. I initially started out with an interest in identity – image 

discrepancies: Why do external stakeholders, in particular consumers, not perceive 

the organization the same way as organizational members do? As the research 

progressed it became clear that this was not the only tension arising in the process 

of constructing a sustainability-focused identity. It also became clear that I needed 

to focus the research as I had initially started out with both a consumer focus and 
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an organizational focus. Despite having conducted interviews with consumers, 

they did not provide enough information to support a consumer focus. Instead I 

have opted for an internal focus on how organizational members and management 

relate to the topic in focus.  

 

Research approach and case study design  

My research aims to build new and extend existing theory and for this purpose 

qualitative research is suggested to be most suitable (Denzin & Lincoln, 2013, 

Flick, 1998). Adding to this, an inductive research approach would benefit such 

purpose as it has the advantage of collecting rich and in-depth data, which will 

help me explore a topic that has not been explored sufficiently (Siggelkow, 2007, 

Yin, 2009, Denzin & Lincoln, 2013).  My strategic research approach is the case 

study approach. Yin defines a case study as “an empirical inquiry that investigates 

a contemporary phenomenon in depth and within its real-life context, especially 

when the boundaries between phenomenon and context are not clearly evident” 

(Yin, 2009, p. 18). This project explores tensions arising in organizational identity 

work in a sustainability contexts at H&M, why they arise and how they are 

managed, negotiated and resolved. The project is an inquiry into a real-life context 

(the organization H&M), and a phenomenon (organizational identity), where 

boundaries between organization and identity are hard to distinguish. The case 

study approach has furthermore been chosen, as it is particularly relevant for 

exploratory research, investigating ‘how’ and ‘why’ questions (Yin, 2009). While 

the project incorporates ‘what’, ‘how’, ‘which’ and ‘why', the 'how' and 'why' 

questions are in focus, thus an exploration of what’s going on and why it is going 

on like this. The procedure of conducting the case study follows the general 

recommendations where: 1. The research question is defined based on a literature 

review, 2. The case study and methodology research are decided upon, 3. Data 
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collection processes are prepared, 4. Data is collected, 5. Data is analysed, and 6. 

Data is presented in a report (Yin, 2009).  

 

Single case study 

The thesis builds around a single case study of H&M; this gives me the advantage 

of presenting a rich and in-depth narrative of ‘what is going on here’. Yin (2009) 

argues that a single case study can contribute with new knowledge. However, at 

the same time it may have limitations; critics would argue that a single case study 

is not representative and that adding more cases for comparison would be ideal 

(Eisenhardt, 1989, Pettigrew, 1997, Eisenhardt & Graebner, 2007). Siggelkow 

(2007) on the other hand argues that as long as the case study is not merely 

descriptive, it is representative: cases are not picked randomly but because that 

case is special: “In fact, it is often desirable to choose a particular organization 

precisely because it is very special in the sense of allowing one to gain certain 

insights that other organizations would not be able to provide” (Siggelkow, 2007, 

p. 20). 

 

The case study of H&M has been chosen because they are considered as having 

best practice in regards to sustainability practices among peers and sustainability 

professionals. Thus they are picked because they are a special case. However, it is 

likely that H&M as a case is representative for the industry, as the industry more 

or less has the same supply chain structure and as such the tools, practices and 

engagements taken in order to create a sustainability-focused identity and the 

tensions arising in this process may be the same for other organizations within the 

industry. 
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Triangulation 

In order to strengthen the research findings of a case study, triangulation is 

recommended (Denzin, 1978, Yin, 2009, Denzin & Lincoln, 2013). For my 

research project, and based on an interpretative tradition, triangulation is not 

employed to validate data, as in the positivist tradition (Ravasi & Canato, 2013), 

but to improve accuracy and strengthen the case study. Based on this 

recommendation, the data elicitation process has been divided in to 3 parts, 

serving the purpose of methodological triangulation (Denzin, 1978, Jick, 1979): 

collection and analysis of archival data and documentation, qualitative interviews 

with organizational members, management and external stakeholders, and 

participant observations at H&M’s offices and retail stores. It is anticipated that a 

rigorous research design ensures that issues and various angles related to the 

research questions are explored.  

 

Data collection methods  

Building on existing knowledge and theory on organizational identity theory, I am 

using several types of data to obtain an understanding of the tensions arising in 

organizational identity work and how they are negotiated. My unit of analysis is 

the organization and my purpose is to develop a framework or process based 

model of ‘what is going on’. Table 4.1 is an overview of the data sources 

employed which will be described in detail as well. The data collection was 

undertaken continuously from Autumn 2010 to Spring 2014, with breaks in 

between. In the autumn 2010 pilot studies took place. Following this, regular 

participant observations and informal interviews at the headquarters in Stockholm 

took place. During June to September 2011, interviews with employees and 

consumers were conducted in London, UK, Hamburg, Germany and New York, 

USA. After almost a year maternity leave from October 2011 to September 2012, I 

revisited the headquarters for informal interviews and observations. The last 
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couple of interviews with corporate management took place in February 2014, and 

in May 2014, I conducted the final informal interviews and observations at the 

headquarters. 

 

Table 4.1  

Overview of data sources and their use in the analysis 

Types of Data Description Use in the Analysis 
Archival data   
CSR reports, Annual 
reports, social media and 
other external 
communication tools 

CSR reports from 2009-
2013  
Annual reports from 2009-
2013 
Advertising material from 
2009-2011 
Facebook content with 
H&M as a sender for 2011 
Information material 
developed for retail stores 
related to sustainability 
2010-1013 

Provide an understanding 
of identity claims and how 
it relates to sustainability, 
as well as corporate 
management's 
interpretation of and 
management of tensions; 
serves the purpose of 
methodological 
triangulation supporting 
findings from interviews 
and observations 

Leaflets, training material 
and other internal 
communication tools 

Material developed for 
employees related to 
sustainability 2010-2013 
Training material related 
to sustainability developed 
for retail staff 2010-2011 

Provide an understanding 
of identity claims and how 
they relate to sustainability, 
as well as corporate 
management's 
interpretation of and 
management of tensions; 
serves the purpose of 
methodological 
triangulation supporting 
findings from interviews 
and observations 

External media articles 
about H&M and 
sustainability events  
related to the fashion 
industry 

Collection of articles about 
H&M appearing in various 
media from 2010 to 2014, 
collected ad hoc as well as 
media articles collected by 
H&M Press 

Supporting and elaborating 
on findings in regards to 
tensions arising in relation 
to external stakeholders.  

Interviews    
Semi structured 
interviews  

A total of 59 interviews 
were conducted.  
34 interviews with 
employees 
23 interviews with 

Provide primary 
foundation for answering 
my research question. 
Interviews are used to 
identify barriers and 
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consumers  
2 interviews with 
corporate management  

tensions as they are 
experienced by the 
respondents, to obtain an 
understanding of why these 
barriers and tensions arise 
as well as an understanding 
of how they are managed, 
negotiated and resolved; 
serves the purpose of 
methodological 
triangulation, supporting 
findings in observations 
and archival data analysis 

Informal interviews and 
observations at H&M 
offices 

Meetings, informal 
interviews and 
observations from 2010 to 
2014. Monthly meetings 
with informal informants 
discussing progress and 
identity work taking place 

Supporting and elaborating 
on findings in regards to 
identity claims, barriers 
and tensions arising and 
how they are managed, 
negotiated and resolved.  

Observations    
Participant observations 
in a retail store 

Approximately 50 hours of 
participant observations at 
H&M's retail store on 
Regent Street, London 
taking place during August 
and September 2011. 

Provides an understanding 
of daily job requirements 
for employees working at 
store level and how 
sustainability is related to 
daily tasks. Contribute to 
employees perception of 
barriers and tensions 
arising; serves the purpose 
of methodological 
triangulation supporting 
findings from interviews 
and analysis of archival 
data 

 

The data collection can be divided into 3 broad areas that will be explained and 

discussed in detail: archival data, interviews and observations. 

 

Archival data  

Purpose: The collection of archival documents is employed as an analytical tool 

and serves the purpose of capturing and obtaining a better understanding of 

H&M’s identity claims, the tensions experienced and addressed by corporate 
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management and how they are managed. Collecting documents and analysing the 

collection builds on the social constructionist notion that meanings arise within 

discourse and assuming that communication, with H&M as a sender, is a 

representation of who the company is (Hall, 1997).  

Sampling: archival data has been collected from 2008 to 2014. The data includes 

the following sources: 

- H&M’s annual CSR report, from 2008 to 2013 (last report available). The 

reports are selected from 2008 as this marks the year of increased focus on 

sustainability-focused identity 

- H&M’s annual reports from 2008 to 2013. The reports are sampled for this 

period to provide information on the extent to which sustainability was 

communicated and increased over the years to external stakeholders.  

- H&M’s advertising campaigns from 2010 and 2011. Campaigns are sampled 

from 2010 to 2011 as the Conscious Collections were introduced in this time 

period and campaigns reflected the specific focus on sustainable fashion. 

- Information about H&M online on www.hm.com from 2010 to 2014 

- Information about sustainability issues on H&M’s Facebook site from 2010 to 

2011 when the Conscious Collection was launched 

- H&M in store magazine 2008-2011  

- Internal communication: H&M leaflet to retail staff 2010/11, training program 

on sustainability aimed at retail staff 2010/11, educational program aimed at all 

H&M employees 2013/14 

Most of the material produced by H&M that is available to consumers is visual 

material. However, the sampling focused on written material and the visual 

material related to campaigns on sustainable collections. 

Procedure: The material has been collected with assistance from H&M’s 

marketing and communication department, the two departments producing text 

and campaigns available both to internal and external stakeholders. Campaigns 
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from 2008 and onwards have been systematized and delivered on DVD’s; H&M 

catalogues have been delivered in their physical form and so have the H&M 

magazines published from 2008 and onwards. CSR reports from 2008 to 2013 

have been downloaded from the internet and H&M’s global Facebook profile has 

been followed on a daily basis during 2010-2011 and copy pasted into a template. 

 

I have also collected news and media articles about H&M on an ad hoc basis; 

these articles provide background information on how H&M is presented in the 

media in relation to sustainability. 

 

Qualitative interviews 

Semi structured interviews 

Qualitative in-depth interviews were conducted with 3 types of respondents: 1) 

Organizational members across hierarchy levels, 2) Corporate management and 3) 

Key consumers at selected markets. The same interview method was used for all 

three groups, namely semi structured interviews. Semi structured qualitative 

interviews were chosen because they provide in-depth knowledge of subjective 

theories (Flick, 1998).  

 

As recommended by Yin (2009), prior to conducting interviews, I carried out a 

pilot study, testing that the questions in the topic guide were easy to understand for 

the respondents participating. Prior to collecting data, a contact person was 

appointed in each country. The contact person in each market acted as a 

respondent for the pilot study. In particular I was concerned about understanding 

the concept and ensuring that I, and the respondents, were referring to the same 

concepts; this was especially relevant in regards to sustainability, the context 

through which I view organizational identity, as the concept is not necessarily 

understood well. After my initial pilot interview, the topic guide was altered 
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slightly to accommodate my concerns; I included a question asking respondents to 

tell me how they defined sustainability.  

 

Below I provide an overview of respondents as well as explaining the purpose and 

sampling procedures for each group of respondents individually. 

 

Table 4.2  

List of respondents 

Number Role/office 
United 
Kingdom 
respondents  

1 member of management, 11 employees, 7 consumers 

1 Employee, Press – UK office 
2 Employee, HR – UK office 
3 Employee, General office/travel – UK office 
4 Employee, Marketing – UK office 
5 Employee, Marketing – UK office 
6 Employee, Marketing – UK office 
7 Employee, HR – UK office 
8 Employee, Press – UK office 
9 Employee, Merchandiser – UK office 
10 Employee, Merchandiser – UK office 
11 Employee, Area manager – UK office 
12 Employee, Logistics  - UK office 
13 Management – UK office 
14 Employee, building – UK office 
15 Consumer, UK 
16 Consumer, UK 
17 Consumer, UK 
18 Consumer, UK 
19 Consumer, UK 
20 Consumer, UK 
21 Consumer, UK 
Germany 
Respondents 

1 member of management, 8 employees, 7 consumers 

22 Employee, office - GE Office 
23 Employee, PR – GE Office 
24 Employee, CSR – GE Office 
25 Management – GE Office 
26 Employee, Communication – GE Office 
27 Employee, Merchandiser – GE Office 
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28 Employee, Merchandiser – GE Office 
29 Employee, Marketing – GE Office 
30 Employee, HR – GE Office 
31 Consumer, GE 
32 Consumer, GE 
33 Consumer, GE 
34 Consumer, GE 
35 Consumer, GE 
36 Consumer, GE 
37 Consumer, GE 
USA 
Respondents  

1 member of management, 10 employees, 9 consumers 

38 Employee, Marketing – US office 
39 Consumer, USA  
40 Employee, HR – US Office 
41 Employee, Marketing – US Office 
42 Employee, Marketing – US Office 
43 Employee – Visual/Display – US Office 
44 Consumer, USA 
45 Management – US Office 
46 Consumer, USA 
47 Employee, Customer Service – US Office 
48 Employee, Press – US Office 
49 Consumer, USA 
50 Consumer, USA 
51 Employee, PR – US Office 
52 Consumer, USA 
53 Consumer, USA 
54 Employee, Customer Service – US Office 
55 Consumer, USA 
56 Employee, Merchandiser – US Office 
57 Consumer, USA 
Sweden 
Respondents  

2 members of corporate management  

58 Management – SE HQ 
59 Management - SE HQ 
 

All interviews are anonymous and have been given a different name to disguise 

identity.  
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Qualitative interviews with organizational members 

Purpose: Semi structured qualitative interviews with organizational members 

provide primary findings on how employees perceive tensions arising as well as 

insight into identity work taking place to negotiate tensions. 

Sampling: Respondents were sampled by theoretical logic (Flick, 1998; Lincoln & 

Cuba, 1985); I was looking for a varied sample of informants in terms of seniority, 

work areas and titles in order to ensure that perspectives on the topic in question 

were represented broadly, but selecting those informants that would to the highest 

extent be able to inform me on the research questions (Flick, 1998; Lincoln & 

Cuba, 1985). In order to select respondents, a contact person was appointed in 

each of the 3 markets and the contact person was briefed in writing on the all 

aspects of the project: 1) The topic of the project, 2) Why the project is being 

carried out, 3) Who is conducting the research and 4) How it is carried out in 

terms of methods employed. The contact person was then asked to select 10 

respondents from their location meeting bearing the following sampling criteria in 

mind:  

- Representing the office departments but sampling respondents with relation to 

the topic in question: identity related issues so that the respondents are able to 

inform the project 

- Representing the hierarchical level of the organization, senior as well as entry 

level employees 

Following these sampling criteria, the information described the exact procedure 

of how the interviews were going to take place, when and where they were going 

to take place, that respondents were granted anonymity and the approximate 

duration of interviews. 

Procedure: interviews were carried out at the respective country offices. A topic 

guide was constructed prior to interviews. The topic guide is based on the theory 

discussed in the review of literature and aimed at providing respondents with the 
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opportunity to present a detailed and elaborative narrative about the topics in 

question. The topic guide was not followed strictly, but as a semi structured topic 

guide it was open to changing directions according to the respondents' answers, 

following up on important and relevant points related to the topic (Flick, 1998). 

The topic guide consists of the following structure: 

1) Introductory and general questions to establish rapport - occupation, prior 

occupation, educational background, years working for H&M, typical work 

assignments and typical day. 

2) Organizational identity - questions related to how organizational members 

answer the question 'who are we?' 

3) Culture at H&M - questions related to everyday life at H&M, how things are 

done around here 

4) Image of H&M - questions related to how organizational members perceive 

H&M’s image and how it affects them 

5) Sustainability at H&M - questions related to how organizational members 

define sustainability, how it relates to their daily work life and to H&M 

6) Wrapping up - giving the respondent the opportunity to add perspectives or ask 

questions. 

 

All interviews were conducted by me; the interviews were recorded and later 

transcribed by a professional transcription service provider. The duration of the 

interviews lasted between 50-90 minutes. 

 

Qualitative interviews with management 

Purpose: Qualitative in-depth interviews with corporate management provided 

knowledge on the vision of H&M in relation to a sustainability-focused identity, 

identity claims and insights into how tensions are being managed.  
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Sampling: Corporate management and management respondents were chosen 

based on relevance to the topic and availability. Informal interviews with the 

corporate management team were undertaken for the duration of the project.  Even 

so, in order to deepen my understanding of how tensions are managed, I conducted 

formal semi structured interviews with two corporate management team members, 

the Head of Communication and Head of Sustainability, as well as one member of 

the country office management team from each country, a total of 5 respondents 

from management. Sampling followed the logic of theoretical sampling, as the 

management team members were in a specific position to provide information on 

the topic in question (Flick, 1998).  

 

Procedure: the procedure for interviewing country management team members 

followed the procedure employed for interviewing organizational members. The 

two interviews with corporate management team members took place in February 

2014 and a new topic guide was constructed for these interviews, focusing 

specifically on development, specific events and actions in regards to the topics, 

taking place from 2011 to 2014, as well as on tensions and management of 

tensions. The first interviews with the Head of Sustainability lasted 2 hours while 

the interview with the head of Communication lasted 1 hour. Both interviews were 

recorded and notes were taken during the interviews. The topic guide developed 

for the corporate management interviews was semi structured and was not 

followed strictly. The structure and topic categories were constructed in order to 

assist me in covering relevant topics related to a management perspective and role 

in regards to research focus. The topics focused on the construction of 

sustainability-focused identity and the challenges experienced in the process, 

identity and identity claims, strategy for change, and identity management. 
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Qualitative interviews with H&M consumers 

Purpose: I carried out 23 interviews with consumers for the project. The 

interviews provided background information in regards to how consumers 

perceive H&M’s core values and how they relate H&M to sustainability issues. 

The interviews serve mainly to identify whether barriers and tensions experienced 

by consumers, as a key external stakeholder group in regards to sustainability, are 

aligned with internal respondents’ views. Consumers were chosen as a specific 

external stakeholder group because they are perceived by H&M to be the most 

important stakeholders; their opinions and actions have high relevance for how the 

organization responds to issues. 

Sampling: Consumers from each of the 3 markets were identified on the basis of a 

consumer survey carried out by H&M. Consumers were sampled based on 

purposeful sampling (Flick, 1998) and were chosen based on the following 

criteria: geographic location, repeat customers at H&M (at least twice a year), 

level of awareness of company (measured through a survey), level of awareness of 

sustainability (measured in surveys), willingness to participate in an interview 

lasting around 1 hour in either London, Hamburg or New York. These criteria 

were constructed in order to ensure that the respondents had at least a small 

amount of knowledge of the company as well as a minimum understanding of the 

concept of sustainability, and thus were able to contribute with insightful 

knowledge on the topic. The survey carried out by H&M did not identify a 

substantial number of potential respondents; I initially aimed for 10 consumers to 

participate from each of the 3 countries. Once relevant informants had been 

identified from the survey, they were contacted to set up the interview. It proved 

difficult to engage consumers, and instead of 30 interviews with consumers, I 

ended up with 23 interviews; 7 respondents from the UK, 7 from Germany and 9 

from the USA. The interviews took take place at H&M’s offices in the respective 

country. For the interviews in Germany, a translator was present, assisting in 
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translating questions and answers. However, it turned out that only 1 out of 7 

consumers interviewed in Germany needed a translator. The duration of the 

consumer interviews was between 45 minutes to 1.5 hours. All interviews were 

recorded and later transcribed by a professional transcription service provider. One 

of the interviews with an American respondent was not recorded as the recorder 

failed to record. Immediately after the interview was conducted notes on key 

topics were written down. Respondents were given a gift card to H&M of 

approximately GBP30 as an appreciation for the participation. 

 

Informal interviews with internal informants 

During the 4 year course of the PhD project, I have spent a substantial amount of 

time with H&M employees and corporate management at the headquarters and at 

the offices in London, UK. I have had numerous meetings where the project and 

sustainability strategy have been discussed and had the opportunity to engage in 

talks with a number of employees on the topic in question. These interviews are 

not part of the formal body of data collected, but count as background information 

for the analysis and discussions. Notes on thoughts, opinions and reflections 

expressed through these interactions have been taken during the 4-year course and 

have provided a platform used to develop, confirm or reject initial notions and 

findings in the analysis. 

  

Observations  

Participant observations 

Purpose: Participant observations are employed at H&M’s retail space in order to 

explore organizational practices as they take place in daily life and to experience 

and observe how the daily routines relate to sustainability. Participant observation 

is particularly useful for collecting rich data in a natural setting, in the subject’s 

own language as it is used in everyday life (Flick, 1998).  
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Participant observation implies that the researcher becomes part of the field being 

researched (Flick, 1998). The retail space is where H&M is in direct contact with 

end users; shop assistants have the opportunity to explain and inform end users, 

and retail space can also be used to inform about sustainable values and who 

H&M is. Through participant observation, knowledge about potential identity 

signifiers represented in retail space design and information materials, as well in 

behaviour of shop assistants can be observed and analysed. The participant 

observation will provide relevant information of how H&M’s identity and values 

are represented at a physical level, as well as information on how end users 

experience H&M.  

 

Procedure: Participant observations took place over the course of 2 months and 

approximately 50 hours at H&M’s main retail store on Regent Street in London. 

As part of the participant observation I followed staff members in various role for 

the days of observation; observations were made by following a deputy store 

manager, floor managers, sale assistants, stock room assistants and visual 

merchandisers. During the observations I carried out the same tasks and had time 

to conduct informal interviews with the respondents being followed. The tasks 

carried out included getting stock ready for sale (for instance putting on alarms, 

putting clothes on hangers),assisting customers on the floor, changing window 

decorations, administrative tasks such as planning hours, conducting training, 

following up on staff, as well as participating in informal activities such as 

farewell parties for staff leaving, breaks etc. I have followed the guidelines for 

participant observations set out by Spradley (1980). Notes were written down and 

recorded in a logbook on the premises after each day of observation, and then 

coded along with other data collected.  
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Analysis of data 

My aim is to extend and elaborate existing research on the phenomena in question 

and my starting points are existing theoretical concepts; I am pushing existing 

theory further in order to develop a more detailed understanding of the 

phenomenon. Although I am not setting out to develop new theory, as was the 

original purpose of grounded theory building proposed by Glaser & Strauss 

(Glaser & Strauss, 1967, see Corbin & Strauss, 1990 for an elaboration of 

grounded theory building and its specific processes), I am following the approach 

taken by the majority of empirical organizational identity studies employing an 

approach where theory and data are continuously compared during the analysis 

process. While it is often referred to as a grounded theory building approach (e.g. 

Dutton & Dukerich, 1991; Gioia & Thomas, 1996; Elsbach & Kramer, 1996; 

Corley, 2004; Corley & Gioia, 2004; Ravasi & Schultz, 2006; Nag et al., 2007; 

Clegg et al., 2007; Tripsas, 2009; He & Baruch, 2010; Gioia et al., 2010; Clark et 

al., 2010 Kjærgaard et al., 2011 and Ravasi & Phillips, 2011), it is not clear 

whether the process followed strictly adheres to the analysis process proposed by 

Glaser & Strauss (1967).  

 

Eisenhardt & Graebner argue that case studies are particularly suitable for theory 

building as they provide rich data from multiple sources as well as answers to how 

and why questions that are likely to produce interesting and accurate contributions 

to theoretical constructs (Eisenhardt & Graebner, 2007); they further argue that a 

good process for theory building based on case studies is an iterative process or 

repeatedly going back and forth between data, emergent theory and existing 

literature (Suddaby, 2006, Eisenhardt & Graebner, 2007). This data analysis 

process presents an often employed analysis process for qualitative data that is 

similar to grounded theory building developed by Glaser & Strauss (1967) and to 

the process described by numerous organizational identity scholars engaging in 
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empirical studies. As this method is ‘tried and tested’ by scholars in the field, I 

have employed the same technique for analysing data.  

 

Following this process, the first step in the process consisted of an open coding 

phase of interviews and archival data. The data was coded manually identifying 

data related to the topics in questions: identity, barriers, tensions and identity 

work. Word databases were used to store the large volume of data. After this 

initial stage, the data was grouped into 1st order codes emerging from the analysis 

of the open coding process. In order to structure the data, several databases were 

used to store the data and divide it up. The codes were constructed based on 

themes emerging from data. The next step in the process involved the construction 

of broader second order themes which eventually led to collapsing of some of the 

1st order codes. The second order themes were constructed based on existing 

theory and themes emerging from 1st order codes. Going back and forth between 

data and theory, second order themes were adjusted and 1st order codes collapsed 

until codes and themes were eventually clear. Clarifying the themes led to three 

overarching categories or aggregate dimensions. 

 

The analysis of data identified 3 aggregate dimensions: Barriers to adopting a 

sustainability-focused identity, tensions and identity work. Barriers differ from 

tensions in that they can be overcome and are often of a practical nature; they may 

be difficult to overcome, but a solution can be found to overcome the barrier. 

Tensions represent issues that are difficult to overcome; tensions are tensions 

because they represent oppositions or paradoxes. Identity work refers to how a 

barrier or tension is solved; either through identity management or through other 

modes of identity works in the organization. Table 4.3 presents representative data 

supporting my analytical interpretations following Corley and Gioia (2004), thus 

the Gioia methodology for data structure (Gioia, Corley and Hamilton, 2012). 
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Table 4.3 Data structure 
1st order categories                                                  2nd order theme      Aggregate dimension 
• Communication is complex and confusing 
• Lack of communication externally 
• Sustainable collections and material cause 

communication ambiguity 

  
Information and 
communication 

ambiguity 

  

• Challenge reaching retail staff in regards to 
knowledge dissemination 

• Sustainability disconnected from retail level 
• Retail staff does not have time to engage in 

sustainability 

	
    
Barriers related to 

organizational 
structure 

 

  
Barriers to 
adopting a 

sustainability
-focused 
identity 

• Solutions must be similar on all markets in order 
to maintain coherent identity 

• Majority of decisions are taken at HQ, leaving 
little local autonomy 

	
    
Central control and 

local adaptation 

  

• Mediated criticism creates doubt about 
sustainability-focused identity  

• Organizational members experience mistrust in 
H&M from peers 

• Sustainability is not part of H&M’s image 

	
    
 

Image 
discrepancies 

  

• The right strategy but more should be done in 
pursuing it 

• Clash between values 
• Profits versus principles challenge 

	
   Sustainability 
strategy 

ambiguities 

  
 

Tensions 

• Sustainability does not relate to daily life and 
jobs at country offices 

• Sustainability less present on country office level 
• Uncertainty about sustainability concept 

	
   Misalignment 
between 

sustainability 
claims and culture 

  

• Reporting as a tool for communicating identity 
claims 

• Increasing information to stakeholders through 
various channels 

• Increasing training and education 
• Visualising leadership 
• Introducing incentive program for employees  

	
    
Knowledge 

dissemination as 
key tool for identity 

management 

  

• Connecting heritage and values with 
sustainability identity claims 

• Sharing responsibility and enabling local identity 
interpretation 

• Collaborating with NGO’s to affirm and 
legitimize identity claims 

• Ranking as identity affirmation and validation 
• Special sustainable collections representing 

identity claim 

	
    
 
 
 

Identity affirmation 

  
 
 
 

Identity work 

• Employees defend H&M in regards to 
sustainability 

• Employees dismiss criticism as incorrect 
• Expressing belief that H&M is better than other 

companies in regards to sustainability actions 

 
	
  

 
 
 

Identity protection 
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The data supporting my analytical interpretations are presented in table 4.4. The 

table outlines the themes that emerged from the data analysis process and data 

representing the topics under each theme. 

 

Table 4.4  

Data supporting analytical interpretations 

Theme  Representative quotations 
 Barriers to adopting a sustainability-focused identity 
Information and 
communication 
ambiguity 

“[The training] Who is that, it’s a sales adviser, read the content, 
look at the audience then read the content and look at the audience 
again, it’s not something with the most engaging, it’s just not 
engaging, …, it’s informative in the sense of it being enlightening, 
there’s not a ‘what’s in it for me’, which this generation, this 
generation more than any generation wants to know is, “why, why 
do I wish to do this?” (US2EMP) 
 
“Well I don’t think we shout about it enough. I think now we’re 
beginning to with Conscious Actions, the green material but 
generally we don’t shout about it enough. I mean on a local level, 
say if we do have something that’s 100% organic or whatever, we 
would communicate that on a TV ad or a press ad or something like 
that but generally I don’t think we talk about it enough.” (UK4EMP) 
 
“I still think there is a long way to go [in regards to sustainability 
message]. I think people start to realise because we, obviously, have 
campaigns and we can start to communicate it more in the stores 
now, and we also have like we do recycled, I mean, communicate it 
more, but I still think it’s not that common if you look to a lot of 
other retailers. So I think, sustainability, we need to work on it and I 
still think we need to use the stores and our campaigns to 
communicate this.” (UK11EMP) 

Barriers related 
to organizational 
structure 

“...I think they [retail staff] thought it was only on the store levels I 
thought they definitely thought that it was only that collection, but 
then we had the green tags with organic cotton and that’s good ‘cos 
then you. We talk about our baby’s basics now and kid’s basics that 
they made out of organic cotton and I think organic cotton is 
something that is easy to relate to, I think so, organic is… and 
sustainable is very broad, and sustainable is a little trickier I think 
right now” (US3EMP)  
 
“It’s hard, in the break and that’s I’m from the HR department and 
we really want that they [retail staff] have the break for relaxing, that 
they can yes have an empty head so that their head is not full of work 
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or something like that, but then they have the break, but the shop 
information, you know, the magazine or the newspaper which lots of 
information online, on the table and that’s the only possibility to 
read. I think that’s not really a break for the stores and there is really 
high workload in the stores and sometimes I think, not sometimes, 
often it’s really hard to get every information…” (GE9EMP) 
 
“I think it’s really tough for them [retail staff] to be very honest, 
really, really tough, yeah. I think we’re not giving the customer 
service because there just isn’t the staff in the stores. And I think no 
matter what we try and do with sustainability, with the way of 
working, with sales advisor training, when you’re faced with a 
hundred crates every single day that you know you’re not going to 
clear I think your motivation starts to go…” (UK2EMP) 

Central control 
versus local 
adaptation 

“Yes, the logic definitely comes through but I also think that there 
are just certain nuances or certain aspects that can’t possibly be 
understood just by sitting in Stockholm and having to understand 
how that’s going to translate to thirty-eight different 
markets...”(US4EMP) 
 
“I think sometimes we can be, I think the bigger we get as well and 
of course it’s so important that we maintain our brand image and 
brand identity… I am so aware of protecting the brand, but at the 
same time it’s not always the right thing to be so global all the time 
or to only have, I think what we struggle with here sometimes is 
always having to ask for permission to do things and maybe we do 
know our market you know, a bit better than headquarters will …it’s 
not that we want to do everything locally but to have flexibility, for 
example to pursue our British Red Cross partnership… (UK1EMP) 

 Tensions 
Image 
discrepancies 

“And it’s something like, I had recently also a comment, a girl found 
that, a TV broadcast and she was kind of shocked, she said “Oh I 
love H&M so much, 80% of my drawer is full of H&M clothes and I 
found this scandalous TV broadcast, is it true?” ...Yeah. And I 
answered her and she was really relieved so people, they don’t want 
that this is true what they see on media but of course media it’s 
always something what other people are saying and maybe people 
also recognise media, what we are using, also just as a media 
channel, that we’re saying messages and they can’t really find out if 
this is true. I mean I can say a hundred times that we don’t support 
child labour and I can believe that but I don’t know by heart if it’s 
like that. I never saw a factory from inside, I trust the company that 
this is true but I don’t know.” (GE8EMP) 
 
”...I think when you start to say ‘hey, I’m doing this’ and ‘hey look 
at what I’m doing over here’ it starts to make people think it’s a little 
suspicious, so it’s a very, it’s a very fine line, so I think it’s great 
when we do something and then we mention it and we put it out 
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there and then we let the people decide on how much praise should 
be given or, you know, how much we should really talk about it, but 
I think once we get that information out then I think it’s always 
interesting. But it’s hard too because then I find people that say ‘oh, I 
didn’t know you guys did that’ or ‘I didn’t know you guys were so 
involved’ and then that’s kind of hard so then it’s a little bit more of 
our side of trying to get that information out but not scream it” 
(US1EMP) 
 
“No, I think sometimes I’m surprised when I have friends and we 
talk about when it’s every time coming out that’s yeah, how it’s 
H&M treated people in the Third World or something like this and I 
say “Yeah, they do their best” of course, you never know what 
happened in every company there.  But I think they do their best and 
they have really clear structure how they work and then I sometimes 
say to them “Trust me because it’s better to buy the big company 
sometimes like than the small company because they have..., it’s not 
possible’.  But I have it a lot of time that they see for these prices, it 
have to be bad situation for the people” (GE5EMP) 

Sustainability 
strategy 
ambiguities 

“And so I think, now, moving into the sustainability issue more with 
regard to consumption of raw materials and disposal of those 
materials, again, we could have been a little bit more proactive with 
that message earlier. Now it feels like we came in when, you know, 
when it’s become kind of typical for all companies to be talking this 
up. Companies have no business talking it up, but they can just make 
claims, you know, because it’s good for the bottom line. So as far as, 
is it part of our identity? No. It’s something new that we’re, 
obviously, trying...”(US11EMP) 
 
“I mean for example we spoke about this, so be ethical for example, 
does ethical, I mean at the moment in terms of working with you 
know, suppliers who share our values and, but we also say we’re 
cost conscious so do you go, if you’re looking to, I think we have to 
be a bit clearer in how, what our guidelines are for staff for example, 
so at the moment I’m sure if you ask most people if we’re looking to 
work with say a new contractor to build a store, do we go with the 
company that has the better sustainability credentials or do we go 
with the better cost,  …, we’re a cost conscious company, but 
sometimes you know, we should, I mean I think we need to clarify 
that area, so for example at the moment we’re working with a 
company who, they’re called XXXX that we’ve installed in over 
fifty of our stores in the UK to save energy, and those costs, it’s a big 
investment and it’s an extra cost, it costs us more money to do that 
but we’re saving energy, so we’ve made an investment in that area, 
so there is a balance and sometimes they can conflict as well…” 
(UK1EMP) 
“I just think, I think as a perception, especially now as a culture or 
within our society that you know, sustainability is becoming much 
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more important, you know, the likes of (COMPANY) and us we are 
turning over stock so much that I think we’re perceived more, much 
more of a wasteful company if we didn’t talk about sustainability 
than say (COMPANY) and luxury...” (UK5EMP)  
 
”I do, I think there are not many competitors that are doing it at our 
price point and our level, that are doing organic, sustainable 
collections. I think, you know, like (COMPANY), that are more the 
higher end brands that are definitely following that trend, but I think 
we’re one of the first in the US to really do that. I mean, 
(COMPETITOR COMPANY) doesn’t have a sustainable 
programme, (COMPETITOR COMPANY) certainly doesn’t, so I 
think we definitely are leading in that, in our market...I think it’s 
hard to convince or to educate media on something that they feel like 
they’ve already heard, you know, even though they may not have 
reported about it. I think they’ve heard ‘Okay, H&M is doing a 
Conscious Collection, H&M is doing organic’. I think until the 
whole line is 100% sustainable there wouldn’t be a new angle for 
them, so I think it’s hard. I think as we bring on new collections, as 
we bring on new CSR initiatives and new sustainable initiatives I 
think it’s important to keep that dialogue up, but I think it’s hard 
from an editorial perspective, it’s hard to I think justify writing or 
reporting on H&M again unless there’s something really big that 
we’re doing differently” (US9EMP) 

Misalignment 
between 
sustainability 
claims and local 
culture 

” I mean I think a lot of it has to do with the production focus, you 
know, and even a lot of our global initiatives are geared towards the 
production countries. And then I guess like the other day, I think by 
us doing, you know we did the UNICEF, you know stickers. 
Everyone in America knows what UNICEF is but they always 
associate UNICEF with Africa, Asia, you know so when we’re doing 
our local initiatives, you know, breast cancer that could be your 
mother, that could be your sister, that could be... So I think a lot of 
the initiatives we do, obviously not fashion against AIDS, but like 
Water Aid are, a lot of it’s focused on the production countries, 
so…”(US8EMP) 
 
“I think it might improve when we go to the new office (visibility of 
sustainability at country office), which we’re moving to in July, 
because even things like recycling bins, at one point recycling bins 
were brought in but no one really knows how to use them. That, 
apparently, they’re going to address when we move. I’m sure there’s 
other green issues they’re tackling when we move, but even with 
regards to… I know when we move to our new office, for example, 
when you print, we have so much wasted paper, there’s so much 
printed at the photocopiers that people never pick up. Now it’s going 
to be that you go to the photocopier, you have to press your key and 
then take your print out, so if you don’t collect it it never gets 
printed. There is loads that we could do to be more environmentally 
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friendly, yeah” (UK10EMP) 
 

“It’s nice, it’s an add on, I think, because it’s new for us. It’s new for 
the customer and H&M, so it’s nice that its, it’s good to know I’m 
doing something good, I’m giving to UNICEF, or this is, but it’s, I 
think, always after they decided to buy it, of course, the driving 
factor is, is it nice? Do I want to…? Its fashion still, but I think it 
would be amazing if we would have everything sustainable then 
when you walk in and then you know everything is, and maybe we 
are going in that direction, it has to be, actually, in ten, twelve years, 
I guess” (GE6EMP) 

 Identity work 
Knowledge 
dissemination as 
key tools for 
identity 
management 

All, yeah, every new member of staff that joins us will get an email 
about, you know, welcome to H&M, and then just very briefly what 
you’re going to expect on your first day, what you need to bring with 
you, what the training is like, just small paragraphs, just so they’ve 
got a knowledge, and then a whole page on ‘Okay, as a company we 
have these seven commitments to sustainability’ and make it a real 
big focus. The booklet will all be in the classic red, black and white, 
but that page will be in green, and then we’re also setting up, one 
thing that I spoke about again after seeing you last time, we had 
somebody that’s really, really passionate about it in one of the stores, 
about recycling; she’s going to head a project group up called How 
to Improve the Image of Sustainability, like how to get people to buy 
into it. She’s going to be the project leader and then she’ll select 
somebody from each area and the call up centre and the DCs, ‘Okay, 
right, what can we do realistically that will make a difference, that 
the staff can get involved in?’ It’s going to be very staff focused. 
(UK2EMP) 
 
Yes, I think so, yeah you know, because I think the face of Karl-
Johan is really known to almost all H&M employees, so it’s from 
media and the name and you know, it’s all then we get the letter you 
know, and Karl-Johan is writing even more you know, then he’s 
writing a Conscious letter and all these things, the people are really 
aware of who he is and he’s very you know, in their daily lives since 
they have the Conscious information almost everywhere and the 
explanation was like, I talked to a girl in the store, she said, “it’s 
really funny when we got the letter, so we all had the feeling like this 
is really important and we felt that it’s not only blah, blah, that it is 
really something”... So they got a letter...From Karl-Johan, he wrote 
a letter, Conscious letter when we started the collection, to sell the 
collection in-store and he said, “okay, this is really important, it 
doesn’t matter what you do in H&M but Conscious and 
sustainability are really part of our daily life and whatever you can 
do to improve things at H&M you’re welcome to tell us”…GE2EMP 
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“To show our appreciation to all employees who contribute to 
H&M’s success we have introduced an incentive programme that 
includes all employees in all countries on the same basic principles.” 
(http://about.hm.com/en/About/facts-about-hm/people-and-
history/working-at-hm/HIP.html) 

Identity 
affirmation 

“H&M named as a 2014 World's Most Ethical Company. On March 
20 the Ethisphere Institute, an independent center of research 
promoting best practices in corporate ethics and governance, 
recognised H&M as a 2014 World’s Most Ethical Company®. This 
is the fourth time that H&M has been honored with this award, 
which recognises organisations that continue to raise the bar on 
ethical leadership and corporate behavior. World’s Most Ethical 
Company honorees understand the correlation between ethics, 
reputation and daily interactions with their brand and that the award 
belongs as much to their associates as it does to them. H&M is one 
of only three companies in the Apparel industry honored this year. 
“The entire community of World’s Most Ethical Companies believe 
that customers, employees, investors and regulators place a high 
premium on trust and that ethics and good governance are key in 
earning it,” said Ethisphere’s Chief Executive Officer, Timothy 
Erblich. “H&M joins an exclusive community committed to driving 
performance through leading business practices. We congratulate 
everyone at H&M for this extraordinary achievement.” "We are very 
proud to be named as one of the world’s most ethical companies this 
year again. It is a great recognition of H&M's strong ethical 
approach," says Karl-Johan Persson, CEO at H&M” (H&M Press 
Release, 25/3-2014) 
 
“I think, I mean, the family’s always been involved in H&M, no 
question about that, and I think that it rolls through the family very 
closely, but of course it’s different when the family... a family 
member says that, OK, you know, we’ve been doing this since ’47 
and we’re gonna do that another 60 years. It’s super strong and you 
can really feel that long... talking about sustainability and having that 
long term view, and I think as an employee for H&M, it feels really 
good that, you know, we’re not only chasing the short term, we are 
really thinking long term. And you know, any CEO can say that, but 
of course it’s different when you’re family owned, for sure” 
(US6EMP) 
 
“…we have some forms of what we’re using but of course I always 
adapt that to the question or to the comment and most of the time it’s 
that H&M don’t support or don’t tolerate child labour. We, if you 
would like to hear more about it we have some information on our 
CSR page and recently I also added that H&M work together with 
UNICEF and there is an interview from Karl Johan and UNICEF so 
this is a kind of neutral link because I linked to the UNICEF page 
and also to the Reuter report regarding, it was on June 10th, regarding 
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that H&M met all ten criteria regarding fighting child labour. So, and 
I also linked to that Reuter report since this is also a kind of neutral 
source that people can read something and it’s I would say, it’s good 
that we have supporting links like that…”GE8EMP) 
 
”I think increasingly it is [sustainability part of H&M], yeah, I think 
that maybe now there’s a greater awareness of the things that we had 
been doing perhaps all along or for a while, but I think it is, I mean it 
was rolled out with our new value structure, so that makes it a lot 
easier for it to naturally be a part of it and when we have the big 
campaigns, I think that especially supports what we’ve been saying 
internally.  So when we have the Colours campaign which has a lot 
of recycled fibres and then when we have the Conscious campaign 
and then when we roll out the Conscious Action, I think all of that 
stuff really helps to push us in that direction” (US5EMP) 
 
“I mean there’s a lot of different factors in the sense of someone 
that’s very educated in let’s say organics, when we had our 
Conscious Campaign, I mean people were really ecstatic about it 
because we worked with a lot of bloggers to actually get the news 
out and then once people found out like ‘hey that’s, you know, you 
guys do so much’ I think then the positive news starts to travel, and 
that’s a good thing. But then you know, you have those people that 
really care about the environment and then those that really care 
about fashion and then, so I mean I think for us to take one part of it 
was say the Conscious Collection is a great, is a great way to educate 
the fashion people to the, you know, the conscious side and then vice 
versa. “ (US1EMP) 

Identity 
protection 

“It makes me proud to know that I really believe in the product I’m 
selling, and the culture, and what especially makes me proud is that I 
can work for a company that does not say, “We’re perfect”, and I 
really enjoyed reading all the messages I had to, you know, 
communicate to stakeholders, because we never would say, “There is 
no child labour”, we never would say, “There are no violations of 
our code of conduct whatsoever, but we do our best. You can read it 
here, here, we’re open for feedback”, and this makes me proud 
because I can really… there were some times when the store from 
beneath called me and said, “We’re from TV team here, come 
down”, and I was always, I mean, I was excited to talk to them, but 
wasn’t afraid that they kind of would find out something I have to 
hide, so that really makes me proud, yeah”. (GE3EMP) 
“… now we feel the need that we not really shout it out but we need 
to inform people, and that we constantly need to inform, and if we do 
good things that we really can be proud of it and tell it, so that’s the 
thing because otherwise people don’t believe you, it was kind of you 
know, reactive PR so we  get kind of accused for whatever, 
chemicals I think, bad working conditions or child labour, but you 
know, this is not the issue anymore so you know, it’s like, and every 
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time you give out the information, what we do and that we have the 
sustainability report, everybody is free to see how much cases really 
of child labour we found in a year and so on, and that you can look 
up all these things, it’s then people say, “oh, really, I can do this, 
wow!”. (GE2EMP) 
 
“But I think, you do run a risk that you have to make, if you are 
going to talk about it, you have to make sure that you’re not going to 
be exposed to any negative connotations because that will undo all 
the good work that you can start to do by talking about it. But, yeah, 
I mean, it is still, and, I mean, I think consumers are, you know, 
they’re becoming more aware of it but they’re still not demanding it. 
So it’s not, it’s not an absolute necessity but I think it will start to set 
us apart and become this sort of differentiating point, you know, not 
only in the marketing strategy but in a sort of positioning strategy as 
well, in the market place and, you know, if we can move ourselves 
away from the likes of (COMPANY) and (COMPANY) that are, you 
know, in a sort of similar kind of price point, we’re sort of slightly 
above them, but people do class us in the same sort of, sort of bottom 
end in terms of pricing, if we can sort of differentiate our way from 
there then that will be a good thing to do, and just try and become 
more accountable really.” (UK6EMP) 

 

In this chapter I have presented my methodological foundation, methods of 

research and data analysis process. The next 3 chapters present my findings and 

results from data that emerged from the analysis process. The findings are divided 

into three chapters. Chapter 5 presents the findings related to barriers to adopting a 

sustainability-focused identity; chapter 6 presents the findings related to tensions 

that arise in the process, while chapter 7 presents findings on identity work 

performed to manage, negotiate and resolve barriers and tensions. 
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Chapter 5 

Findings and results from data:  

Barriers to adopting a sustainability-focused identity 

 

Introduction 

In the previous chapters I have discussed and explained the theoretical and 

empirical framework through which I attempt to answer my research questions. 

The next three chapters present the findings and results from the data analysis 

process. The data analysis process identified three overarching themes, or 

aggregate dimensions: These are 1) barriers to adopting a sustainability-focused 

identity, 2) tensions arising in the process and 3) identity work employed to 

manage and negotiate barriers and tensions. Table 4.3 in the previous chapter 

provided an overview of the 1st order codes and 2nd order themes leading to the 

conceptualization of the overarching themes. The three chapters presenting the 

findings and results from data are based on these three overarching themes.  

 

The empirical data that is the foundation of my analysis in this chapter and in 

chapter 6 was primarily collected through 2011, whereas the analysis in chapter 7 

on identity work is based on data collected in 2011 and in follow up interviews in 

2014. The journey of constructing a sustainability-focused identity at H&M 

however, started back in the mid to late 1990s. This process, leading up to 

interviews in 2011 and outlining how H&M got to the point where sustainability 

became such an important value and key referent that it led to a desire to construct 

a sustainability-focused identity, will be outlined and discussed below. This 

provides an overview of the time frame for my study. 
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The process leading up to a sustainability-focused identity construction process  

In the previous section, I have described my case company and the extent to which 

H&M has engaged in sustainability. However, why did this process of 

sustainability engagement take place leading to the current situation where H&M 

is aiming at constructing a sustainability-focused identity? When H&M was 

established in 1947, sustainability was not on the agenda anywhere – the concept 

did not exist in the meaning it has today, nor did CSR. In 1947 H&M was a 

Swedish family company with a focus on establishing a sound business first and 

foremost in Scandinavia and then expanding at a good pace in Europe. In 

retrospect, H&M already had socially responsible and sustainable values from the 

beginning and a heritage to build on. During the 1980s the Swedish government 

introduced substantially higher taxes in Sweden and the tax increase for 

companies led other Swedish retailers, such as IKEA to move headquarters in 

order to avoid the tax increase. H&M, however, decided to keep their headquarters 

in Stockholm and thus pay company taxes in, Sweden thereby meeting what the 

family perceived as their responsibility to Sweden; this decision has had 

significant positive influence on the company’s reputation in Sweden, compared to 

other Swedish companies that decided to move their headquarters in order to save 

on taxes (Pettersson, 2001).  

 

During the 1970s, 80s and 90s H&M grew from being a local retailer to a 

European retailer, and the supply chain became more complex. It was no longer 

possible to maintain control and an overview of all suppliers and during the 1990s 

the environment around H&M changed rapidly. NGO’s and consumers started 

criticising the business model and the way the products were produced. The 

criticism culminated in a Swedish documentary aired in December 1997 accusing 

H&M of supporting child labour in the Philippines. Prior to the documentary 

H&M had already commenced CSR work: The first sign of H&M’s CSR policy 
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and actions was a restrictive chemical list launched in 1995. Furthermore, prior to 

the documentary, in 1997, H&M launched their Code of Conduct, which was so 

comprehensive that it is still in use today with minor changes. The Code of 

Conduct and restricted chemical list marked the beginning of the journey to 

becoming sustainable, a journey that H&M has been on for almost two decades. It 

is reasonable to claim that the journey was spurred by the anticipation of 

regulatory frameworks in regards to chemicals and working conditions, and 

spurred even further by external criticism and external stakeholder expectations; 

initially a risk management approach as is the case for most fashion and apparel 

retailers making changes to their business conduct in the mid to late 1990s. In this 

respect, H&M was quick to adapt to regulatory frameworks and expectations as 

they were one of the first fashion retailers to introduce both a chemical list and a 

Code of Conduct. However, it is also reasonable to assume that the company were 

meeting expectations because they already had a sustainable and socially 

responsible mindset and strategies in place to react before institutional and 

regulatory frameworks forced them to change. Because the company have had 

socially responsible values as part of their heritage, it has led the company to 

remain on a sustainability journey, doing more than what they are legally obliged 

to do and striving to be the frontrunner in sustainable fashion. As the current Head 

of Sustainability explained, being of Swedish origin may also play a role; like 

other Scandinavian countries, unions are commonly accepted as part of running a 

business, an instinctive respect for nature underlies the Scandinavian cultures as 

does socially responsible values, circumstances that has led to the coining of 

Scandinavian CSR (see Strand, Freeman & Hockerts (2014) for a detailed 

overview). The changes and CSR tools such as the Code of Conduct were 

implemented in order ensure a more sustainable supply chain and systematize 

changes, but according to the Head of Communication the tools and actions were 

not primarily intended to be part of corporate communication, but to ensure that 
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the company behaved responsibly throughout the supply chain and in line with the 

company values. The company were transparent about their CSR activities in the 

mid to late 1990s but did not communicate them to same extent as today. This 

approach to sustainability and CSR – referred to as implicit CSR (Matten & 

Moon, 2008), is not uncommon among European companies. Historically, Europe 

has had an implicit approach to CSR while its American counterparts have had an 

explicit approach. The explanation, according to Matten & Moon (2008) may be 

found within the institutional framework in Europe that has led European 

companies to include CSR measures implicitly. This implies that European 

companies like H&M historically have tended to communicate less than their 

American peers on CSR.  

 

Despite not communicating about its CSR activities on a consumer level to a high 

extent, the CSR department expanded significantly during the late 1990s and 

2000. However CSR remained an implicit aspect of H&M that wasn’t advertised 

or communicated as something central or unique to the identity of H&M. 

However, during the mid-2000s, the CSR department expanded significantly 

parallel to the expansion of CSR activities that the company engaged in. Contrary 

to the tradition of primarily recruiting from within, the expansion of the 

department and a more comprehensive sustainability program required new 

competences and experts within specific areas of sustainability. The CSR 

department has expanded from a few employees to more than 100 employees 

globally. During the 2000s the goal was to meet the demands of external 

stakeholders and develop the competences to drive CSR initiatives. This implied 

moving a large proportion of CSR employees to producing countries, where they 

were responsible for auditing factories and ensuring that the Code of Conduct was 

adhered to. H&M furthermore expanded the number of CSR initiatives it took part 

in, such as multi stakeholder initiatives, roundtables, industry peer interest groups. 



158	
  

	
  

The goal was to do well, and be ahead of potential regulatory frameworks, and 

within the CSR community and the fashion industry H&M gained a reputation for 

being among the leaders in the fashion industry.  

 

By 2009/2010, a new CEO took over and in 2010 a new Head of Sustainability 

was in place. This is significant because these two changes in corporate 

management correlate with the journey to become a frontrunner within sustainable 

fashion and the desire to make sustainability a central feature of the organization’s 

identity. The goal and identity claim was first made in the 2009 CSR report, where 

it was stated that H&M’s aim was to make CSR part of its DNA. This was later 

followed up and declared in more detail. The shift is also significant because of a 

related event or strategy - changing the CSR department from having 

responsibility for CSR and sustainability activities, to being a support and 

advisory function for other departments and country offices. This decentralization 

implied that all departments have responsibility for carrying out defined 

sustainable goals, not only the CSR department. The goal was furthermore set up 

to engage the entire organization in sustainability, a goal that was not possible as 

long as sustainability was ‘merely’ an add-on. By 2010 when the new Head of 

Sustainability took over, the focus turned to internal integration of sustainability 

across the entire organization. 

 

Despite an internal focus on integrating sustainability, external events that affected 

H&M of course still took place and were dealt with. Some of these events 

dramatically affected both how the organization was perceived and how the 

sustainability program was shaped. While H&M was not necessarily involved in 

major external events relating to fashion and sustainability, it still affected the 

organization due to its size: because of its size H&M responded to all events that 

related to the business or the industry, despite not being part of it. Whereas the 
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mediated criticism of the mid 1990s may have spurred H&M to engage more in 

sustainability, the more proactive the company becomes in regards to 

sustainability and communicating about it, the more the increased transparency of 

how H&M works and conduct itself spurs media attention. This does not pose an 

issue for H&M as the company is aware that being a large retailer entails 

increased attention from the media and NGO’s who try to get their message 

across, a message that is easier to get across of the targeted company responds. 

And H&M responds.  

 

The biggest mediated events and internal events that took place between 2009 and 

2011 are illustrated in table 5.1 

 

Table 5.1  

Overview of time frame and significant internal and external events 

Year July 2009 2010 October 2011 
Internal 
events 

New CEO Karl-Johan 
Persson appointed 
 
 

Head of Sustainability 
Ingrid Schullström 
steps down 
 
New Head of 
Sustainability Helena 
Helmersson appointed 
 
New CSR/sustainability 
program launched: 
H&M Conscious 
 
H&M joins Sustainable 
Apparel Coalition 
 
H&M launches 
incentive program for 
employees 

H&M joins Fair Wage 
Network 
 
H&M is globally the 
biggest user of organic 
cotton 
 
Better Cotton Initiative 
Cotton is being used in 
production for the first 
time 
 
 

Research 
related 
events 

 Workshops and 
informal interviews 
carried out at H&M HQ 

Interviews carried out 
with employees and 
country office 
management in UK, 
USA and Germany 



160	
  

	
  

Examples 
of 
external 
events 

 - Bangladesh revision 
of minimum wages 
(social unrest in 
Bangladesh in regards 
to this) 
- Media reports that 
some H&M stores in 
the US trash garments 
- German media reports 
of contaminated cotton 
(GMO) 
- Garib & Garib 
Factory fire in 
Bangladesh  

- Mass fainting at 
factories in Cambodia  
- Greenpeace issues 
report “Dirty Laundry” 
consisting of a zero 
discharge and detox 
campaign. The 
campaign accuses 
fashion retailers of 
toxic water pollution in 
their production line 
- Over-consumption 
debates appear in the 
global media criticising 
fashion retailers for 
creating and 
encouraging consumers 
to over-consume 

 

As a result of the increased focus externally and internally, H&M launched a new 

sustainability program and sustainability commitments in 2010 called Conscious. 

This was an event marked by increased communication internally and externally 

as well as special edition sustainable collections in store. These strategic actions 

are clear indicators of the identity change process that H&M’s corporate 

management fronts and will continue to front in years to come. 

 

As this background implies, the road to the situation in 2011, where a 

sustainability-focused identity is central, has been long. H&M is not starting from 

the beginning, plenty of steps have been taken along the way leading up to it. If 

those actions had not been taken, a sustainability-focused identity had not been 

relevant to talk about. Another relevant point to make here is that the changes that 

H&M are embarking on, constructing a sustainability-focused identity, are part of 

a positive journey and identity change in the sense that sustainability is associated 

with positive attributes. It can therefore to some extent be expected to be 

embraced by organizational members. As Dutton, Roberts & Bedford note in 

exploring positive identities: “The identity literature is founded on the basic 
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assumption that individuals, dyads, and collectives are motivated to construct 

identities that are infused with positive meaning” (Dutton, Roberts & Bednar, 

2009, p.4). While the reaction from organizational members to the increased focus 

on sustainability as a key identity referent is positive, it still presents some 

challenges to become sustainable. There are doubts, scepticism, confusion, clashes 

and challenges that arise in the process. Some of these perceived issues are of a 

practical nature and are barriers that can be overcome, negotiated and resolved by 

making some changes to practices and strategy. Others are grounded in 

fundamental and more socio political debates that create tensions and are much 

more difficult to resolve. Both corporate management and organizational members 

engage in identity work to manage, negotiate and resolve barriers and tensions. It 

is this process I will focus on in my analysis in chapter 5, 6 and 7 through 

“snapshots” taken in 2011 to 2014.  

 

Structure of the chapters 

The findings and results from data presented in the next three chapters aim to 

answer my research question of what kind of barriers and tensions arise in the 

process of constructing a sustainability-focused identity as well as identify what 

kind of strategies and identity work are employed to manage and negotiate the 

barriers and tensions arising in the process of constructing a sustainability-focused 

identity. 

 

This chapter proceeds with an analysis of the 3 barriers to adopting a 

sustainability-focused identity that emerged after the launch of the new 

sustainability strategy. I define barriers as obstacles that prevent progress. But 

unlike tensions, barriers are practical obstacles that do not entail paradoxes. The 

barriers identified are barriers related to information and communication, barriers 
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related to central control versus local adaption, and barriers related to 

organizational structure. This is followed by a chapter summary. 

 

Information and communication ambiguity 

As mentioned in the introduction, H&M rolled out their new sustainability 

strategy - named ‘Conscious’ - in 2010. This was followed by increased 

communication efforts both internally and externally.  It also marked the first time 

that H&M launched a sustainability information campaign in store which 

coincided with the launch of a sustainable collection. The campaign was executed 

by country office employees who were in charge of implementing the campaign 

according to guidelines. By the time interviews were conducted with country 

office employees in 2011, the campaign had been executed, enabling employees a 

retrospective perspective on it. The data indicated that employees at country office 

level had benefitted from the increased communication, in particular newer staff, 

as sustainability communication was now part of the introductory package about 

H&M as an organization. Sustainability was introduced to new employees as a 

central value in written communication, highlighted by the pages being the colour 

green, as opposed to the rest of the information package being on white paper. 

Included in the introductory program was also an online training program that 

communicated sustainability as a key identity referent: 

…when I did my training there is a big section within there about 
our sustainability…Yeah. So I did, there’s like an online training 
facility that we do and within that you watch videos and there is a 
bit in, and there is a large section in there about sustainability and 
about what we do as a brand to make sure that we vet all our 
suppliers and, because, obviously, we’re not buying the raw 
materials but we’re buying materials from a supplier, to make 
sure that that supply chain is as good as it can be. But it was 
always strange that, or I always found it odd that we were never 
really talking about it, were never really commenting on it and, 
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you know, if we do have something that is more sustainable then 
we should be talking about it... (UK6EMP) 

 

My data illustrates that disseminating a sustainability message to new 

organizational members in an introductory package has a positive effect on the 

sustainability message and how sustainability is understood and interpreted as a 

key value for the organization. Graphically highlighting sustainability content in 

the introductory package enables new organizational members to have an 

understanding of sustainability as a key identity referent. However, the findings 

also illustrate that such a message must be followed up continuously in everything 

the organization does in order to claim a sustainability-focused identity.  

 

Confusion in regards to the new sustainability program 

Though informants at country offices had a good understanding of sustainability, 

they expressed confusion in regards to the newly launched sustainability program. 

The confusion that arose related to the change of name from Sustainability to 

Conscious. This change was perceived by informants to confuse the message that 

H&M tried to convey: 

I think the way it was done wasn’t the best. Again, to call it the 
Conscious Collection, I think there could have been some more 
build-up to why it’s called Conscious Collection, because…What 
does it mean, it’s like ‘Oh you’re conscious about... what?’ 
Conscious can be looked at that you’re awake...Yeah, so it’s a bit 
‘what does this actually mean’, and I think sometimes we try to… 
we overcomplicate something that could be very simple, you 
know, so it could have just been called Eco Friendly or whatever, 
I can’t think of a word, but no, I think we could have done it in a 
much better way. (UK2EMP) 
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While efforts had been made to explain in detail what the new program entailed, it 

presented difficulties because the message was perceived by informants to be too 

complicated:  

What’s conscious? So, I mean, it’s a good thought, but I think 
that Conscious Collection, conscious you don’t... We’ve been 
making it a little bit too complicated in that sense for people to 
know what it was. And also internally, that both... you know, a lot 
of the material that we use and what we do have in many of them, 
it’s quite complicated, to be honest, and maybe we have to 
simplify it a little bit and say, you know, “This is actually that we 
do, we do less of this or more of that, and we do... And we have 
more organic cotton, but we also improve the rest of the cotton,” 
because it was so many different materials and hemp and this and 
reused water bottles... Yeah, but I mean, if you ask me, I think 
that we have to make it much simpler in the communication. So if 
we talk in terms of communication or a standard in 
communication, I take your point, it’s a huge subject. And I think 
that we have to... we should communicate certain things that 
people know what it is, and then say, “OK, here is...” this we’d do 
better, to take an external example, I mean, it’s like what is 
sustainable, first of all? (US6EMP) 

 

The findings illustrate the difficulties in communicating sustainability as a key 

identity referent. Sustainability is a complex knowledge area and organizational 

members throughout the organization are unlikely to have the required 

background knowledge to fully comprehend the complexities and nuances of the 

topics and actions related to sustainability. It is likely that this will be a general 

barrier relating to other types of industries and organizations as well, who are in 

the process of constructing a sustainability-focused identity.  

 

The complexity of conveying H&M’s sustainability-focused identity claims 

related to both external and internal stakeholders. When employees interviewed at 

country offices shared their perspective on the message being too complex, it was 
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a reference to being too complex for both retail staff (internal stakeholders), as 

well as consumers (the perceived key external stakeholder). These two groups of 

stakeholders were grouped together because retail staff are the direct link to 

H&M’s customers. They were grouped because they are both perceived to 

represent a primary challenge in regards to becoming sustainable. Following this 

section, I will present the data related to external stakeholders, while the next 

section presents data related to retail staff. 

 

Lack of external communication 

External communication was a recurring challenge for informants, as increased 

communication internally seemed to be misaligned with external communication 

efforts despite the increased level compared to previous times. While the majority 

of employees at country office level interviewed felt they had obtained substantial 

information about H&M’s new sustainability strategy, communication barriers 

existed in regards to an external audience, affecting internal members’ 

perceptions. According to employees, H&M had been slow in communicating 

externally about sustainability efforts and was not informing external stakeholders 

about sustainable actions to the extent that employees thought necessary, resulting 

in comments that the company should have started at an earlier stage:”…but I 

think we should have started earlier communicating things you know, it was kind 

of an understatement that we do things and I mean everybody in the textile 

industry and so on knows …so, but you know, it was like for, not for the customers 

you know” (GE2EMP) 

 

While industry peers and insiders may have been aware of H&M’s efforts, the key 

challenges in regards to the lack of external communication related to how H&M 

compared to competitors and thus image, and how consumers perceived H&Ms 

sustainability efforts. Again, employees compared H&M’s communication efforts 
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to those of other retailers, and the perception was that H&M was left out or 

lagging behind compared to others, because communication did not take place at 

an earlier stage. The perception was illustrated in the following types of comment: 

…I think there’s occasions where other brands maybe make more 
of a point of it in store, if they have a special collection or if 
they’re doing something a bit different, whereas I think 
sometimes we’ve done and we have done for a long time, like the 
WaterAid Collection, which we’ve done for years, and it’s only 
now really that we’re actually trying to externally communicate a 
bit more with the consumer and actually say ‘This is what we’re 
doing and this is why’. Before it was just a couple of random 
bikinis with a swing tag somewhere, it didn’t really mean 
anything… (UK10EMP) 

 

The slow or hesitant external communication led to a fear of being accused of 

green washing; when H&M started to communicate externally about sustainable 

commitments it was perceived as somewhat disconnected from the company 

image and values. Thus, despite being aware that H&M had sustainable actions in 

place, and most likely to a larger extent than competitors, employees feared being 

accused of green washing and sustainability not being a sincere value because the 

company did not communicate it at an earlier stage: 

It’s something, I wonder about it as well because when we started 
the last Conscious Collection here in the stores and of course we 
promoted that. And I remember the bus we had on our Garden 
Collection, on the first Conscious Collection, that was really, we 
didn’t say anything about it and it was a big, big topic on fashion 
blogs and everything. It was really huge without doing anything, 
without promoting, nothing, we didn’t do anything, it was really 
big and when we started here, it was a fashion, the Conscious 
Collection in the Spring, of course the Press Department provided 
information, what’s it’s made of and so and so and the blogs took 
it over, yeah, okay, yeah, hmm, could be green washing, so not all 
comments were positive about it. (GE8EMP) 
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The fear of green washing accusations expressed by informants emerged because 

communicating about sustainability has built in dilemmas: on the one hand, 

informants wanted H&M to communicate more to an external audience about its 

efforts and being recognized for ‘doing good’, on the other hand, there was an 

awareness that communicating more would also lead to being scrutinized more by 

external stakeholders such as the media. Informants expressed that a result of this 

dilemma for H&M was, despite there being a comprehensive sustainability 

program to communicate, communication ended up as incoherent, lacking ‘a red 

thread’: 

I think it’s people can be quite cynical about green washing and 
that we’re just, it’s more like a marketing kind of...and I think as 
well because we haven’t been as a company even though we’ve 
been doing so, so much here in the UK, (COMPETITOR 
COMPANY) is very much seen as at the forefront because 
they’re so good in terms of communicating what they do in their 
store, they really do have what we call a red thread through 
everything which we cannot be so good at I think, we’re getting 
there but we haven’t been so vocal about what we’re doing, of 
course that’s starting and I think it’s really exciting this year to 
see (UK1EMP) 

 

Such expressions were related to events and experiences taking place during the 

execution of the new sustainability campaign. During the execution, informants at 

country offices experienced and perceived that initial ideas were withdrawn or 

toned down, because it proved difficult to communicate a sustainability-focused 

identity without claiming too much and without interfering with the existing 

marketing strategy that was based on image and price. This issue was felt in both 

country offices and the headquarters during the execution of the campaign: 

So it was a little tricky because we got so, I think the HQ, the first 
initiative was really big and they wanted to do like a hey we’re 
sustainable company, we have all these conscious actions and 
there was a big plan but then it was narrowed down to like they 
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skipped a couple of formats and they said we can’t say 100% 
sustainable, we can only say more sustainable than… And then in 
the end you know we questioned a little bit whether we should 
really produce flyers to tell people about our sustainable actions 
‘cos then we produce paper and use paper, but I know… so from 
a marketing perspective like I don’t think...H&M normally don’t 
want to say a lot in our advertising, we just want to have a great 
price and, you know, a description of what it is it’s hard to get 
across a sustainable message because either you have to almost 
do it full on and like write a little bit about it in the ads and when 
you communicate to the people, if you only write recycled 
polyester one time a year on our billboards or on our TV 
commercials, maybe in the long run it will help some people 
associating H&M with sustainability but it was a one-time action 
that I don’t know if it… for sure think it helped us internally to 
understand it, to realise that we are working with…(US3EMP) 

 

The findings illustrate that increased sustainability communication can lead to 

increased scrutiny which in turn leads to increased concern about green washing 

amongst organizational members. The concern arises because organizational 

members are not necessarily involved in sustainability actions and because 

organizational members have a need for sustainable actions, identity and image 

being aligned. 

 

Sustainable collections and materials cause communication ambiguity 

The external communication in store was primarily focused on the sustainable 

collections being launched as well as the materials they were made of. On one 

hand, the sustainable collections provided an appropriate way of communicating 

sustainability internally as they provided a way of making sense of sustainability 

as a new identity referent; they were visible on all markets, with hangtags 

explaining why they were sustainable, what sustainability is about and they were 

tangible. However, the sustainable collections had a built in dilemma: they also 

implied that H&M’s sustainable engagement only related to these special edition 
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sustainable collections, which could be misconceived as these collections being 

the only sustainable actions taken by H&M. Statements indicated that such 

relations – between a specific collection and sustainability - would undermine the 

perception of a sustainability-focused identity as the actions taken were too limited 

to claim a sustainability-focused identity: 

I would say very few [know that sustainability is about more than 
the conscious collection], not to the fact that it hasn’t been spoken 
about but it’s also how you speak about it and to what detail, so 
how did you back that up then if you have a desire to be, not 
leave a footprint as the famous you know, saying goes, I don’t 
wish to leave a big footprint on the earth, okay so what are you 
doing, what are you doing with shipping, what are you doing with 
transport, what are you doing, like are most people aware now 
that we try and put things more on trains than we do actually put 
into a truck, and then why do we do that. (US2EMP) 

 

Another issue arising with the communication related to the sustainable 

collections was that recycled polyester was a dominant material in the collections. 

It was particularly the emphasis on polyester being a sustainable material that was 

disconnected from employees understanding of what is sustainable and what is 

not. This finding related primarily to the British and German markets where 

informants perceived polyester to be a non-sustainable material and difficult to 

market as sustainable to consumers despite being made of recycled material: 

…because we have green hang tags, so anything that is 
sustainable, we hang that on there. It has the material on there 
and, obviously, it says recycled polyester on there, and I, I don’t 
know, again, purely anecdotal, but it just feels to me that people 
are looking at it and like, ‘Yeah’, because, even though, I bet 
seventy percent of people’s wardrobe has got polyester in it, it’s 
not advertised outwardly. So I think there’s a balance between 
talking about sustainability and the kind of language that we use 
in making sure that it is a really, really positive message because 
recycled, I think recycled fabric or recycled material has got a 
sort of a better feel about it than polyester. Polyester is manmade 
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anyway so for it to be recycled it’s, I don’t know, it just doesn’t 
sit well with me. (UK6EMP) 

 

This finding illustrates that while collections and products may be representations 

of sustainability, they can be perceived as inappropriate representations because 

what they represent is not aligned with how organizational members perceive and 

understand sustainability. However, representations of a key identity referent are 

also likely to communicate the message better because they make sustainability 

more tangible for organizational members.  

 

The communication barrier expressed by informants presented here related 

primarily to an external audience. The issues related to barriers caused by external 

communication emerged because informants perceived the communication to be 

missing at an early stage where competitors were already communicating 

externally about sustainability, and because informants perceived that the 

communication should be stronger. The perceived lack of communication became 

a barrier because informants expressed a need for H&M to be recognized for the 

efforts taken in regards to sustainability: if the company does not talk and 

communicate to an external audience about all the sustainable efforts that are 

important internally, the company will not receive recognition for it. H&M may be 

recognized by industry peers for its sustainability efforts; however as an external 

stakeholder, industry peers count less than the media and consumers. It is those 

two groups of external stakeholders that were singled out because their opinion 

related to H&M’s image. Thus, H&M’s image was at stake when sustainability 

was not communicated as a key identity referent, but communicating sustainability 

as a key identity referent had challenges that H&M was trying to manage at this 

point.  
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Barriers related to organizational structure 

Simultaneously with the launch of the new Conscious sustainability program in 

2010 and increased external communication about H&M’s sustainability efforts, 

sustainability information aimed at retail staff was increased. The internal 

information consisted of a training program and other forms of information about 

the new sustainability focus, including a personal letter from the CEO as well as a 

booklet about H&M’s sustainability program. The information was increased to 

retail staff for two purposes: First of all to disseminate knowledge about 

sustainability being a key identity referent to the group of internal members that 

are the hardest to reach, and secondly to ensure that retail staff were equipped to 

answer potential questions from consumers in regards to sustainability.  

 

Challenges reaching retail staff in regards to knowledge dissemination 

Retail staff constitute the largest percentage of H&M employees. They do not 

have direct contact with HQ in Stockholm and instead they have daily contact with 

area managers as well as country offices. It is, however, only store managers that 

are in contact with country offices. Retail staff are comprised of store managers, 

floor managers and sales advisors. A large proportion of retail staff are part time 

staff, and working at H&M for a limited period. This is not unique for H&M but 

applies in general for the retail sector.  There were a number of challenges related 

to this organizational structure, and reaching and communicating to retail staff was 

perceived by informants to be a significant barrier to adopting a sustainability-

focused identity. 

 

The first challenge was related directly to the structure of the retail staff level: the 

fact that a large proportion are part-time employees, not on permanent contracts, 

but passing through while they study or for other reasons. Engaging part-time or 
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temporary employees in sustainability was a challenge in itself, leading to retail 

staff having less of an interest and knowledge about H&M’s sustainability focus.  

 

The second challenge related to the lack of time among retail staff; due to a heavy 

workload in stores, retail staff rarely had the time to obtain information on new 

aspects of the business, but needed to focus their time on their day to day tasks: 

 

You know every store is different but if they follow the routines, 
you know. I know there’s some discussion on whether they could, 
I’d expect them to look at stuff at their break or not but I know as 
of now it’s not part of their day or they’re not scheduled to have 
to read this, even the shop info. It’s a challenge that I have too 
because we’re trying to get people to read the shop info that go 
out. And you know, we had a focus group for shop info and 
everybody that came, they were recommend by their manager, 
like the district managers and these were all people that were 
totally into H&M, totally into, you know, so they read the shop, 
they read everything because they care. You know and how do 
you get someone to care, you know what I mean so I do feel there 
could be some more time set aside for more regularly scheduled 
presentations about the materials and things. But even with the 
shop info, I said “Well why can’t we, you know, make it fun, I 
mean if it’s going to affect the selling then so many people are 
going to have more knowledge, why not set aside a time but then 
it cuts into, you know then it cuts into sales and schedules. 
(US8EMP) 

 

The third challenge related to the communication tools available to put forward 

the idea sustainability was a key identity referent to retail staff. These tools were 

limited because retail staff did not have access to computers in their workplace. In 

order to overcome this barrier, H&M introduced various types of communication 

tools: A training program for retail staff which included a section on sustainability 

(the training program covered a variety of aspects of fashion retail and retail staff 

offered 15 minutes of training daily), a leaflet to be handed out to retail staff, a 
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personal letter from the CEO introducing the new sustainability program and 

explaining why it is important to H&M as an organization, Wallpaper, a 

newsletter hanging on the wall backstage, and stickers in store with information 

targeting both retail staff and consumers. H&M provided substantial information, 

yet despite these significant efforts, reaching and disseminating knowledge about 

sustainability to retail staff remained a challenge: 

So I think that that’s really, what I found with sustainability is 
that we’ve had lots of information through lots of channels so far, 
and it’s clear that it’s a real focus and…It’s clear that all functions 
are working on, and working with, the topic of conscious, our 
sustainability. What I do find is that we, you might get a little bit 
of information through marketing, something else through press, 
something else through HR, something else through 
merchandising, something else, and it doesn’t actually feel that 
there’s, necessarily, a synergy to this and I think that it’s 
important that conscious and sustainability is throughout all parts 
of the business, however, I think that this feels something far 
newer that we’re working with now, and for us to launch 
something, it needs to be launched in a single way, so that then, 
how it branches out, so that it’s, so it’s clear who’s responsible 
for what as well because for us to actually… so that it doesn’t 
become something that we just do, and we just start, that we 
actually maintain it and we sustain it, because I think that 
education is one thing but how we keep this alive and part of the 
daily fabric of our working and being, within the company, is 
something that’s got to live much longer than an education 
package that you get on day one. So I think that that’s where we 
have a big opportunity. We’ve tried to consolidate information, 
drive it through one channel, but it does feel like it’s coming from 
everywhere, a lot of it, at the moment. (UK7EMP) 

 

While informants acknowledged an increased level of information, the challenge 

that was experienced in regards to external communication was also experienced 

in regards to internal communication: the lack of coherence and a key thread 

running through the message.  
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This finding raises an important question: In order to adopt a sustainability-

focused identity, must sustainability be embedded in the entire organization? If 

this is the case, then for global organizations with numerous organizational layers 

and in particular a retail layer, this would then pose a barrier to adopting a 

sustainability-focused identity as the communication channels that are 

traditionally used throughout the organization are not available at retail level. 

What I, furthermore, identified in my data is that organizational members need to 

see the logic and coherence in the communication and actions they are presented 

with, which is referred to as a ‘red thread’. This is of particular importance for 

organizational members whose job it is to execute new guidelines that they have 

not defined themselves.  

 

Sustainability disconnected from retail level 

Another challenge emphasized in this regard was that sustainability at this point in 

time was not part of daily life and activities in the organization and not weaved 

into the fabric of the organization (Hamilton & Gioia, 2009). These findings 

pointed to the role of ingraining sustainability in daily life and how things are 

done in order to construct a sustainability-focused identity. In order for 

sustainability to take hold, it had to be part of the daily activities and routines of 

all organizational levels. This also applied to physical signifiers and artefacts 

representing sustainability. Besides not being ingrained in how things were done 

and daily routines, retail stores and staff areas were perceived by informants to be 

disconnected from sustainable values: There were no signifiers or indicators of 

sustainability available to retail staff in the physical surroundings: 

I think it needs to be included on the training a lot more. I think 
newsletters or if it’s included on the wallpaper magazine or, sorry 
on the wallpaper or if there’s just posters that can be made that 
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can be put in the stores, like what we want to achieve and how 
we’re getting there, and how you can make a difference. Because 
I think it’s alright saying “we want to cut carbon emissions in the 
company by twenty percent”, okay but how can I help do that? 
(UK2EMP) 

 

The observations carried out in store support the findings that sustainability had 

very little presence at retail level, both back and front stage. Retail staff did not 

have access to information to the same degree as country office staff. They did not 

have access to computers, there were no communication channels other than 

Wallpaper at the back stage areas and informal interviews with retail staff further 

supported the finding that they had limited knowledge on sustainability issues. 

They did, however, receive substantial training on sustainability issues and the 

booklet provided to all members of staff contained a variety of information on 

H&M’s sustainability focus, as well as relating sustainability to retail level. But 

despite these attempts to overcome barriers created by organizational structure, 

country office employees perceived this to be a significant obstacle.  

 

The finding illustrates that connecting sustainability to local organizational levels 

and physical surroundings is key to adopting a sustainability-focused identity. 

Making an identity referent visible and tangible enables organizational members, 

who do not have resources available for obtaining knowledge through traditional 

channels, to make sense of what the new identity referent entails. Thus, utilizing 

physical surroundings may aid the process of constructing a sustainability-focused 

identity throughout organizations with multiple organizational layers and in 

particular in regards to retail level. 

 

Retail staff do not have time to engage in sustainability 

As previously mentioned, lack of time on a daily basis amongst retail staff were 

perceived to present a barrier to disseminate knowledge about sustainability. 
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Informants from country offices are often recruited from within and therefore have 

retail experience. Furthermore, country office employees are encouraged to help 

out in stores for a few days a year. During these days, and from their experience, 

informants at country office level had encountered the hectic daily routine that 

retail staff are met with every day; such a hectic job does not leave much time to 

adopt new knowledge: 

I think there’s is a bit of a gap in terms of probably internally now 
what we were talking about, I mean we know everything that we 
do but I don’t think our customers or even our store staff… we’re 
getting a lot of information and our stores are very, very busy, we 
have you know, we’ve been watching you know, staff hours and 
costs etc., so I mean we recently closed the office for us all to go 
and work in the stores, which we do quite frequently, and you 
really realised how much, how busy the stores are, how hard it is 
for them just to process a delivery, and of course their focus is on 
selling and running the stores so it’s, I think it’s a challenge to try 
and to get them to engage in sustainability and what it’s about, 
and to educate them so they can in turn pass on the information to 
our customers, and so they feel comfortable talking about it, 
because there’s a lot of new materials we’re using, there’s a lot of 
facts, we talk about our seven Conscious Actions Commitments, 
but we have so many, we have the H&M Values, we have the five 
Basic Demands, it’s like another thing for the staff to remember, 
and it’s quite complicated really…(UK1EMP) 

 

The overload of information targeting retail staff related to a barrier in regards to 

the communication about sustainability that was perceived as a barrier in general: 

the material was perceived to be too complex. This was in particular a concern 

raised in regards to the training material presented to retail staff. While it was 

recognized that sustainability is a complex issue, concerns were raised as to 

whether it was too complex for retail staff to comprehend considering that they 

had not been exposed to sustainability material previously: 
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Yes. But I think, I mean, sometimes, when I see, for example, our 
education, sales advisors, what we’re giving, you know, it’s very 
good information but it can be... it’s almost shooting over the 
target at times for the sales advisor because of what you’re 
saying. So all that is very valuable, but it’s almost that we could 
have made it a little bit simpler there, and that information can be 
used also to maybe be doing more advanced sales training for 
people who have stayed with us for a longer time and want to 
move on and want to grow and want to know more about 
customer psychology. Because, I mean, we even have things like 
that, this is how the customer thinks, if you say this how do you 
make them pick up a second thing. Quite advanced things. And at 
times, it’s all very good information, but there I think, you know, 
our staff have difficulty saying hello sometimes to the customer. 
We’re there, you know, we’re not that advanced yet. So at least 
for our sake, it has to be... but it could be more to say that, “Did 
you know that H&M is really striving to improve... really making 
sure that we’re better than our competition when it comes to the 
environment?” or when we do this. OK, yes that I remember. So 
it makes me feel a little bit more empowered and a little bit 
more... I know what we’re all about. (US6EMP) 

 

This finding illustrates that despite increased information, a barrier to adopting a 

sustainability-focused identity throughout the entire organization is lack of time at 

retail level. This finding is likely to pose a general barrier to various types of retail 

organizations, as retail jobs entail working on the retail floors and serving 

customers, which prohibits time spent on getting acquainted with sustainability. 

 

The findings on barriers related to organizational structure presented here are 

significant for a number of reasons. Retail staff comprise a large percentage of 

H&M employees, and in order to obtain a unified sustainability-focused identity, 

sustainability must be recognized as a key identity referent amongst this large 

group of staff. At his point in time, retail staff had received substantial information 

and a training program has been introduced on sustainability; however 

sustainability was not weaved in to daily life and routines on retail level. Adding 
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to this was a hectic daily life leaving little time for reading about sustainability. At 

this point in time, there were no sustainability signifiers at retail level as opposed 

to country offices where signifiers were present in communal areas, though there 

was ample opportunity to utilize back office space and communicate through 

alternative means. While this may seem trivial, having actions, routines and 

physical signifiers present in the surrounding environment enables employees to 

make sense of sustainability as a new identity referent and relate it to something 

tangible and relevant to their daily life.  

 

Central control versus local adaptation 

In order to maintain a coherent brand and organizational identity across all 

markets, H&M had guidelines in place to ensure that the identity was expressed 

and enacted coherently on all markets. In order to maintain a coherent brand, 

strategies and decisions in regards to a majority of aspects of the business are 

taken at the headquarters in Sweden which then communicates guidelines to 

country offices. Country offices are then in charge of interpreting and carrying out 

guidelines. This brand strategy approach is employed by a variety of global 

retailers, where the brand universe and brand experience are the same on a global 

scale. 

 

Solutions must be similar in all markets in order to maintain coherent identity 

The centralized decision making process was subject to frustrations in local 

markets as it was perceived as restrictive, leading to comments such as: “...I think 

sometimes it’s, you feel like you’re just being told ‘no’ because that’s just the way 

that is, and it’s tricky because you want to try something new..”. (US1EMP). 

Although the centralization was a frustration for country office employees and a 

barrier to enacting sustainable values, employees tended to understand why a 

coherent brand and thus coherent actions and communication were necessary. 
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Statements acknowledging the need for a coherent brand justified the central 

control with size of company: “…and some things come from the headquarter and 

they say ‘you have to do it;” and you can’t do this in Germany, and this is the 

confusion to see how can we do it or can we manage it or not, and it’s a bit 

difficult sometimes. But that’s it if you work in such a big company with so many 

markets and so different markets so…” (GE1EMP). Despite understanding why it 

can be necessary with a unified brand and coherent actions on all markets, it was a 

barrier to local actions that posed a challenge for informants, who expressed a 

need for more autonomy in order to carry out tasks: 

Yes, sometimes, I think it’s the… I think okay in Sweden it’s the 
headquarter and they have ideas and I think the most problem is, 
or the biggest problem is that countries are different and for 
example we here in Germany have other challenges like maybe in 
Sweden for example with the demographic change and so we 
have to have our own solutions for some things. But I don’t know 
if Sweden knows that, it would be necessary to do it different in 
every country because so when we do that it’s not central, it’s 
every country is doing his own thing. Of course it’s hard and it’s 
a challenge to have all in one hand, if every country does his own. 
So on the one hand it’s necessary that their ideas come from 
Sweden for the whole company but on the other side we should 
do our own in different things. (GE9EMP) 

 

The majority of decisions are taken at HQ, leaving little local autonomy 

The centralization of decisions was particularly noticeable for employees at 

country offices in regards to communication about sustainability; markets where 

local competitors had been communicating about sustainable values for a longer 

period of time led to employees expressing the feeling of being left out, giving 

them a disadvantage in regards to sustainability or inhibiting them in expressing 

their identity: 

Yeah, well, I think we’ve wanted to talk about it for a long time 
because..., all of a sudden they’ve sort of said, “Okay, now we’re 
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allowed to talk about it” and it does feel, it feels like, you know, a 
lot of our competitors are already doing that and have been doing 
it for a long time and they’ve got, and they’ve got sort of heritage 
of doing that now. (COMPETITOR COMPANY), for example, 
has got a thing called (SUSTAINABILITY STRATEGY) and, 
you know, that’s kind of really embedded into their 
communications strategy and probably quite embedded into their 
culture as well. We’re at the kind of very start of that journey and 
so it doesn’t feel that integrated into our culture at the moment, 
from my point of view, I think as we kind of go on and we have 
more collections that are more sustainable and that raises the 
profile, externally as well as internally, I think we will start to 
become more aware of what we’re doing and what we’re saying. 
(UK6EMP) 

 

On markets where partnerships with charities were used as a signifier of 

sustainable involvement and sustainability-focused identity, such as the US and 

UK markets, the lack of local adaption became poignant. Competitors on these 

markets were seen to promote or communicate sustainable involvement through 

charity partnerships that H&M on local markets were not able to engage in. The 

lack of engagements in charity partnerships were barriers to adopting a 

sustainability-focused identity because the engagement expressed such an identity 

to external stakeholders and was visible to external stakeholders in a way that 

other sustainability actions were not:  

I think, because we were discussing here as well that we feel that 
we could have better charity partnerships and be more relevant 
for our market as well you know, because for example we 
haven’t, we have worked with breast cancer charities in the past 
here which for our main audience that’s a really...Yeah, but the 
reason we didn’t pursue that was unlike UNICEF or Water Aid 
there isn’t a global breast cancer or cancer charity so it’s very 
hard for us to produce global material for all our markets so we 
haven’t done that, but I think there’s a huge opportunity out there 
to really steal the fashion sustainability side of things, and we’re 
doing so much already it’s just how we...(UK1EMP) 
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This finding illustrates that a barrier to adopting a sustainability-focused identity is 

autonomy in local markets. On a local level, expressing a sustainability-focused 

identity is central to feeling or perceiving the identity to be sustainability-focused. 

Another relevant point found in regards to barriers related to central control was 

that H&M does have global campaigns and partnerships with charities, but the 

majority of sustainable actions were focused on challenges and aspects in the 

supply chain. This finding suggests that barriers arise when the overall 

sustainability strategy is focused on larger issues in the supply chain, issues that 

relate to water scarcity, resource scarcity, CO2, and working conditions and not to 

local sustainability issues. In my case, these issues tend to have less of an impact 

on country office level where the production of garments is not in focus. Such 

findings and statements point to relevant tensions that will be discussed later: 

What does the concept of sustainability entail and how relevant was it to local 

country offices.   

 

Chapter summary 

This chapter has presented findings related to barriers to adopting a sustainability-

focused identity. H&M’s sustainability journey and desire to make sustainability a 

key identity referent did not happen overnight. It was, and is, a process and 

journey that has taken place over two decades, building on the heritage and values 

that the company was founded on. During those two decades, the company 

incorporated an extensive sustainability program and sustainability actions, 

collaborated with external stakeholders and built an organizational structure where 

sustainability carries equally important weight as other areas. Without this 

structure and a program in place, there would not have been a foundation for 

taking the step of constructing a sustainability-focused identity. In order to take 

the next step, H&M launched a new sustainability program and, along with this, 

they increased information externally as well as information and other measures 
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aimed at ingraining sustainability internally. As sustainability is a value and 

identity referent that is associated with positive attributes, it could be assumed to 

be embraced and adapted to by organizational members. However, despite great 

efforts and logical assumptions, it still faced barriers in its introduction.  

 

The data analysis process identified three barriers to adopting a sustainability-

focused identity at this point in time. The first barrier related to communication 

ambiguities and the importance informants put on communicating sustainability as 

a key identity referent to external stakeholders. In order to embrace sustainability 

as a key identity referent, external stakeholders must be made aware of the efforts 

made by the company to a higher extent than had been the case previously, 

because organizational members had a need to create recognition and to create 

alignment between identity and image.  

 

The second barrier is related to organizational structure and internal aspects. 

Informants stated that whereas the sustainability message had reached country 

office level, it presented a challenge to reach retail level. Reaching retail staff with 

the message was important because they comprised a large percentage of H&M’s 

organizational members. However reaching them faced difficulties due to staff 

turnover, the communication channels available, as well as the hectic routines that 

characterize retail. The findings suggested that in order to communicate 

sustainability as a key identity referent to retail staff, it was important to tie 

sustainability to daily routines and activities as retail staff were far away from the 

sustainability actions taken by H&M that are usually emphasized. If sustainability 

is not made tangible through relevant actions or sustainability signifiers, there is a 

challenge to ingrain it at retail level; however, making sustainability tangible 

enabled sense-making processes. 
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The third barrier identified relates to central control versus local adaptation, or 

lack of local autonomy. The findings suggested that it was difficult to navigate and 

take part locally in establishing sustainability as a key identity referent without 

local autonomy. Thus, informants at country office level expressed a need to adapt 

to local markets. Again, it was a matter of making sustainability relevant to local 

markets, so that organizational members could identify with sustainability as a key 

identity referent. Enabling organizational members to understand why 

sustainability is important and related to their daily tasks and environment may 

enable members to embrace a sustainability-focused identity.  

 

Table 5.2 provides a summary of the barriers identified and an explanation of what 

the barriers to adopting a sustainability-focused identity entail. 

 

Table 5.2  

Summary table of barriers 

Barriers to adopting a sustainability-
focused identity 

Explanation of barrier 

Information and communication 
ambiguity 

Lack of external communication about 
sustainability as a key identity referent 
acts as a barrier to adopting a 
sustainability-focused identity because it 
leads organizational members to perceive 
identity and image as misaligned. 
Aligning identity and image is central to 
an internal adoption of a new key identity 
referent that implies a promise to external 
stakeholders 

Barriers related to organizational 
structure 

Retail level acts as a barrier to adopting a 
sustainability-focused identity as this 
level of organization finds it harder to 
engage in sustainability due to staff 
turnover, proximity to actions and 
knowledge, daily routines and job tasks 
and limited access to traditional 
communication channels.  

Central control versus local adaptation Lack of autonomy acts as a barrier to 
adopting a sustainability-focused identity 
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because organizational members 
operating on local markets compare and 
benchmark sustainability engagement to 
local competitors and local sustainability 
events. Providing organizational members 
with autonomy will enable the adoption 
of sustainability-focused identity as 
sustainability as an identity referent is 
related to local sustainability signifiers 

 

Overall the three barriers to adopting a sustainability-focused identity were 

perceived to be challenges that can be resolved. They affected organizational 

members’ perceptions and were obstacles to a sustainability-focused identity, 

however these obstacles can be overcome. In this case, resolving the barriers was 

perceived to be possible by increasing communication about sustainability, by 

embedding sustainability signifiers in the physical environment at retail level and 

by providing local country offices with more autonomy in carrying out 

sustainability actions. What is central at this point in time was that informants at 

country offices were aware that sustainability was a key identity referent and 

something that H&M was striving for – it was, and is, a future goal that can be 

obtained gradually. While barriers are obstacles that can be overcome, tensions 

also arose in the process of constructing a sustainability-focused identity. Tensions 

represent deeper underlying issues and ambiguities that are more difficult to 

manage and negotiate. The next chapter presents the findings related to tensions 

arising in H&M’s process of becoming sustainable, what the tensions were and 

why they arose. 
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Chapter 6 

Findings and results from data: 

Tensions 

 

Introduction  

In the previous chapter, I presented the findings related to barriers to adopting a 

sustainability-focused identity. In this chapter I will present the findings that relate 

to tensions and how these tensions are negotiated and managed. Tensions differ 

from barriers as they constitute paradoxes or incompatible aspects. The data 

analysis process identified 3 tensions that arise in the process of constructing a 

sustainability-focused identity at H&M. The 3 tensions which will be discussed 

and presented are: image discrepancies, sustainability strategy ambiguities, and 

misalignment between sustainability claims and culture. Not surprisingly, the 

barriers and tensions identified are related. Image discrepancies relates to 

communication ambiguities, while misalignment between sustainability claims 

and culture relate to organizational structure barriers. 

 

The analysis presented in this chapter is based on the interviews carried out with 

employees in 2011. 

 

Image discrepancies   

The discrepancies between image and identity has been a topic that corporate 

management struggled with for some time; this was not a recently occurring 

challenge but one that had been the centre of focus for previous management 

teams as well. Image discrepancies occur when an organization’s identity and 

image is misaligned, causing discomfort for organizational members. H&M 

carried out image surveys over the years, where sustainability had become an 

increasingly prominent value for the company, but the surveys did not reveal that 
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consumers were aware of the efforts made. The lack of sustainable image was 

partly the motivation for the new sustainability strategy and for the actions taken 

by corporate management to communicate sustainability to a higher extent to 

internal and external stakeholders. However, for informants, the increased 

communication was not perceived to have taken root among external stakeholders. 

Informants addressed three types of image discrepancies that they perceived to be 

a threat to organizational identity: mediated criticism of H&M; lack of sustainable 

image among consumers; and criticism and mistrust in H&M expressed by peers.  

 

Mediated criticism creates doubt about sustainability-focused identity  

The mediated criticism that H&M was subject to occasionally related to both 

environmental and social aspects. It was also country specific; German informants 

experienced more profound mediated criticism than American or British based 

informants. The mediated criticism of H&M in Germany related to child labour 

accusations, genetically modified cotton and safety in factories.  

While these mediated incidences may not actually involve H&M, the company 

was still mentioned in relation to accidents and incidences due to the size of the 

company.  This gave rise to frustration among informants: 

The time that I can oversee we didn’t have so much negative 
coverage. Actually I expected more, I said, coming from 
phrasebook, ‘I know what a company have to take from the 
press’. We certainly do have a lot of coverage, saying… well if 
you have a big article about negative aspects of big brands you 
always will find H&M being mentioned, but not exclusively on 
‘This is how H&M exploits people’. I think… I mean, this is part 
of my job, to make sure we have a balanced coverage of people 
criticising the right aspects but not, you know, just being blunt 
and saying ‘Yeah, well I guess this is wrong with H&M’. 
(GE3EMP)   
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The frustration occurred because the mediated criticism was perceived to be 

unfair. Whether H&M was actually involved or not, it impacted informants and 

how they felt about H&M creating doubt about sustainable credentials: 

I think that I saw also and I made my own research on the topic 
because every time when we see something online, a television 
programme, I mean of course it touch me as well because the 
company said this and the TV broadcaster said that, so what is the 
truth? So we have to find out and of course I doubt also things 
sometimes. (GE8EMP) 

 

Whereas American and British informants did not express that they were affected 

by the mediated criticism to the same extent as German informants, informants 

from all three country offices recounted how mediated criticism affected 

consumers and peers. Thus the mediated criticism spilled over, creating other 

image discrepancies that in turn caused tensions. When incidents occurred in the 

fashion and garment industry, informants were confronted by peers who 

questioned H&M’s sustainability actions and sincerity in regards to sustainability:  

We had lots of topics in the big magazines and they were not that 
nice, for example that H&M has children work and that the 
garments are only that cheap because of children work and 
always that big headline and that we have chemicals that 
employees are breathing and maybe it’s not true but the 
customers read it and my…Yes, and I have lots of friends, when 
they hear that I’m working for H&M, the most often thing I hear 
is, “Oh, H&M really?” so it’s not, it’s a very negative 
(image)…yes, and I know lots of things about that we don’t have 
and children work and that we have the Code of Conduct and that 
there are really good working solutions in the fabrics (factories) 
and I try to tell them and try to make the picture a bit better, 
so…(GE9EMP) 

 

Constructing a sustainability-focused identity implies transparency and 

communicating externally about sustainability-focused actions. It also implies that 
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the organization will be scrutinized by the media who will investigate whether the 

claims made by the organization are aligned with actions. In my data, I saw the 

alignment of identity and image is important from an early stage. Stories about 

multi-national corporations acting unsustainably create headlines and will be 

picked up by several media outlets, and as organizational members are exposed to 

the media to the same extent as other citizens and consumers, it has an effect on 

how they perceive organizational identity.  

 

Organizational members experience mistrust in H&M from peers 

The mistrust in H&M that informants experienced from peers related to the 

tension between price and sustainability and in particular in child labour. Though 

child labour had not been an issue reported in the media for a number of years, it 

was still a present topic and one that peers remembered. While such accusations 

created doubt and frustration, the increased information about H&M’s sustainable 

actions and the increased transparency enabled employees to present their 

viewpoints and address the criticism: 

We always have that, for example, that we employ children...We 
have... it’s not that long ago. But then we had the discussion with 
the supplier who signed the Code of Conduct, and the thing was, 
OK, now you can say on the one hand we skipped the contract 
with the producer, but on the other hand, if we do that then we 
lose a lot of employees and a lot of people are getting 
unemployed and don’t earn money, so it’s... That was really a 
difficult thing, and that was also a discussion I had with my 
friends, because they said, ‘OK, you are employing kids. Why 
don’t you skip that producer?’ and then I explained to them yes, 
they have to say on the contract, they have to do something, we 
are checking this from the company side, but we can’t say, ‘OK, 
we’ll take out that producer,’ because then we’ll have some 
people sitting on the street which don’t earn money anymore. And 
I think that’s quite a dangerous thing. (GE7EMP) 
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While mediated criticism is dealt with by the organization, mistrust from peers is a 

criticism that organizational members were confronted with directly as they were 

held liable for the actions of the organization they worked for by friends and 

family. What I saw in my data is that this type of criticism has a profound impact 

and creates profound doubt among organizational members, because they identify 

with the organization they work for and because the criticism by extension is 

directed at the individual as they represent the organization. This finding suggests 

that organizational members become liable for the actions of the organization and 

when these actions are perceived in a negative light, it casts a negative light on the 

ethics of organizational members. In such instances, organizational members 

respond by defending the actions of the organization, but as they are not directly 

impacting the actions of the organization, it creates tensions in the organizational 

identity process. 

 

Sustainability is not part of H&M’s image  

When informants were met with criticism and mistrust from peers they defended 

H&M and were capable of providing valid explanations as to why the criticism 

was not fair. This was not the case with consumers and they represented the 

biggest concern and tension expressed by informants. Image is given significant 

emphasis in the fashion industry, as the competition among fashion retailers is 

fierce. So, when image and identity are disconnected, tensions arise that may 

affect organizational members to a larger extent than in industries not relying on 

consumers to the same level. There were a number of challenges in regards to 

consumers and H&M’s image. Informants were firm in their belief that consumers 

simply did not care about sustainability but were primarily interested in fashion 

and price, leading to comments such as: “I think our customers are more 

interested in getting a good deal, like getting good quality and you know cheap or 
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good prices, than knowing that they’re shopping at a store that take actions and is 

sustainable” (US3EMP). 

 

Whilst informants expressed doubt about consumers’ engagement in 

sustainability, these statements also illustrated the extent to which H&M’s brand 

values had taken root. This was supported by the consumer interviews carried out, 

illustrating that the tag line ‘fashion and quality at the best price’ had a strong 

presence both internally and amongst consumers. It may have had such a strong 

presence that it overshadowed or inhibited sustainability from taking root:  

[H&Ms image] I think good prices, for sure. I think probably 
good prices, fashion. We have lots of garments, we have lots of 
new garments all the time, that they get a good deal…I’m sure 
that they [consumers] see H&M as a trustworthy brand, on the 
whole, but I don’t know if they really know how far or the efforts 
that we make to be sustainable or what we do environmentally, or 
our morals or our Code of Conduct, I don’t think that that would 
even come into sort of question for a lot of consumers. 
(UK10EMP) 

 

Other reasons for a lack of sustainable image were reported to be because 

consumers did not know about H&M’s sustainable actions and the reason they did 

not know about this was because H&M did not communicate adequately: 

We haven’t talked about it, we don’t push it out. I mean, we push 
our fashion…that’s good, and we should continue to push that 
because that’s our business model, but from the very beginning, 
you know, sort of the treatment that (COMPETITOR 
COMPANY) is getting, a lot of people just sort of were saying 
like, ‘I don’t want to know why it’s nine ninety five, I don’t care’, 
you know, and some people would, I used to hear the comments 
all the time like, ‘Oh well, you know, because you obviously have 
children sewing it’, I was like, ‘No, we don’t’, you know, it’s, but 
we don’t, we didn’t really make any concerted effort to push the 
agenda, knowing that there’s maybe a prejudice against a 
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company that would be able to offer such low prices and not 
explain themselves (US11EMP) 

 

This perspective was supported by the interviews carried out with consumers 

illustrating that not only did consumers interviewed know very little about H&M’s 

sustainability activities but also their knowledge level on sustainability was low in 

general.  

 

The perceived lack of communication and thus lack of knowledge about H&M 

being sustainable among consumers was particularly relevant in regards to stores 

and products. As I mentioned previously, informants stated that, in their view, if 

H&M had increased communication at store level, the disconnect between image 

and identity would not have been as significant as it was perceived to be at this 

time: 

I definitely think people understand our business concept of 
fashion and quality at the best price, I think that’s pretty clear 
because that is what we communicate in the windows, in the ads, 
in the store. I don’t think that they’re aware of all the really good 
things we do sustainability-wise outside of campaigns where 
we’re working with UNICEF or WaterAid or something like 
that…. (US4EMP) 

 

Informants from country offices work closely with the retail level and put 

increased emphasis on its importance in communicating H&M’s identity and 

values to external stakeholders – the store is the primary window to H&M’s 

identity and when the retail space is not utilized in communicating a sustainable 

message or advertisements do not carry the message, it is perceived to be difficult 

to obtain a sustainable image. Lack of awareness among consumers due to lack of 

communication became more of a challenge than consumers simply not caring, as 

the blame was on the organization for not doing enough to inform and ensure 
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alignment between image and identity. It also became a substantial challenge as 

informants believed that those consumers who did care about sustainability had a 

very negative perception of H&M. This negative perception was fuelled by H&M 

being a large global retailer with prices at the lower end of the spectre. Thus 

consumers were believed to link price and sustainability to the same extent as 

organizational members: 

Because, erm, let’s say my feeling is that people don’t go to 
H&M stores looking for organic cotton. They like it if they see it 
at home and say ‘wow, this actually is organic cotton’, but my 
feeling is that if you shop at H&M you care for the fashion and 
the price, and if you don’t see anything leading to child labour or 
pesticides you are happy, and yes, somewhere, maybe I’ve heard 
they do something, but people are not interested. I would say this 
is true of the vast majority. There’s a tiny, small part that says ‘I 
will never, ever shop at the H&M because these big brands are 
just the image I have of bad multinational companies’. 
(GE3EMP) 

 

According to informants, the emphasis on child labour in the mediated criticism 

that H&M experienced in the mid-1990s stuck to the company’s image. For 

informants, child labour accusations represented the worst accusations as they 

involve vulnerable people who cannot defend themselves, which stigmatizes the 

company and those working for them.  These accusations especially imply a “big, 

bad and uncaring” company which is in direct opposition with how informants 

perceived and experienced H&M’s culture. This led to reflections and a need to 

defend the company, rather than casting doubt on H&M’s sustainability 

credentials: 

…and actually I've had, not so much now but over the years, 
some feedback has been, ‘How come you can do prices so 
cheaply?’ but then at the same time we are the second biggest 
retail company in the world, we are able to negotiate with buyers 
and suppliers in a good way that we can actually get prices down 
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or use different materials or other things to actually drive price 
down…No, I think that’s the biggest gap that we have now 
[consumers understanding that low price and sustainability can go 
hand in hand] and I think it will take a long time in order to 
bridge that gap in a way because I don’t think we scream enough 
as a company about what… for instance, and I know we use the 
internet now and other things and that’s a great tool we can 
actually have to tell the customers about things, but if we do a 
sustainable collection we just call it Conscious, we need to say 
that did you know that this dress was made out of recycled 
cardboard boxes, or did you know that all our children’s basics 
now are actually going to be made from organic cotton, those are 
really bold statements that we actually can be able to do but then 
of course it’s the marketing and other things that’s involved. 
(UK9EMP) 

 

The findings suggest that image discrepancies cause great concern both among 

corporate management and employees. There are a number of reasons for image 

discrepancies being perceived as a primary tension. For instance, as a fashion 

retail company H&M relies on consumers to survive; this is likely to apply to 

various types of retail organizations and influence the identity construction 

process as it makes this type of organization more susceptible to image among 

consumers. Consumers may not have an interest in sustainability at this point in 

time, but it is generally believed that at some point this will be equally as 

important as design and price. So the process of constructing a sustainability-

focused identity is not only in order to make employees satisfied with working for 

the organization, but to a larger extent also a way to sustain the company in the 

future, and securing a company as a healthy company and employer.  

 

Sustainability strategy ambiguities 

While the new sustainability focus may have had a smaller impact on consumers, 

in spring and summer 2011 when the interviews were conducted, the new 

sustainability strategy was slowly taking a hold in the organization. Informants at 
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the country office level showed good awareness overall of sustainability being a 

key referent albeit they did not acknowledge sustainability as a fully integral part 

of the identity and culture at this point in time. On the one hand, informants stated 

that H&M is on the right track in obtaining more focus on sustainability and 

claiming the position of being a leading sustainability-focused fashion retailer, 

while recognising that more work needed to be done.  On the other hand 

informants perceived fashion retail to be disconnected from sustainability as a 

value. In between these two issues arose ambiguities that employees struggled 

with in their efforts at making sense of the new values and focus.  

 

The right strategy but more should be done in pursuing it 

According to informants, the new sustainability strategy was the right strategy; 

being the second largest fashion retailer globally with continuous growth entails 

responsibility: 

Because I think we have, I think we have obviously as the size of 
the company that we are we have obligation to be active in 
recycling and etc, and I hope that it’s kind of setting a tone for 
role modelling because eventually it’s, you know, the way you 
know, the climate change and stuff like that it’s gonna have to 
trickle down and eventually come to the point where as 
individuals we have to, we have to do this, we have to be 
sustainable in all aspects so I think, you know, as being perceived 
as a huge global brand needs, it needs to start somewhere 
basically and it’s our responsibility to do that. (UK5EMP)  

 

Informants recognized that H&M had made considerable progress in regards to 

sustainability and they could see the changes in their daily life and work tasks, but 

they also stated that more must be done in order to become a leader in sustainable 

fashion: 

… taken a big step because, obviously, with the campaigns and 
the collections and also that we now, I mean, it’s much more 
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really us, we’re recycling plastic bags and etc, etc and I think it’s 
a big difference and I think we always think and talk about don’t 
print on two pages in the office, shred the paper so it goes back to 
recycling. So I would say yes, but I don’t think we are hampered, 
I think there is still things that we can…I think we are good at 
shredding paper and don’t waste and not, talk about not printing, 
we don’t do it if we don’t really need it. But its things that always 
can improve because still, if I… I can just go to myself and 
sometimes maybe I print more than I actually need, so there’s still 
room for improvement... (UK11EMP) 

 

Despite recognizing the substantial changes taking place and huge steps toward a 

more sustainable identity, there was a tendency according to respondents to not 

follow up on the strategy locally. This was not in reference to the overall strategy 

but lack of following the strategy through at country office level, creating a 

disconnect between the strategy and actions outlined at HQ and routines and 

actions locally. While it may be in the small that country office can make an 

impact in regards to sustainability, the actions on a local level were symbolic and 

impact informants’ feelings of being a sustainable company: 

It’s my impression, I don’t know if it’s also the impression of 
other people but I think it’s with… with lots of things, we talk 
and we have it in mind, not only with sustainability, also with 
maybe developing some things and we talk and we know what is 
necessary to be successful in the competition, also with the other 
companies but sometimes the action is missing…(GE9EMP)  

 

The perception voiced by employees in regards to lack of follow up and following 

the strategy through, was also perceived to be visible in stores and here the smaller 

symbolic actions may have had an even bigger symbolic value as they could 

differentiate H&M from other fashion retailers as discussed in the previous 

chapter: 

…to work in H&M is not that different to work at any other 
retailer, apart from our values. And that’s what we need to get 
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across to people that we have a set of values, that we believe in 
the sustainability, we have a good corporate social responsibility, 
we have good Code of Conduct…No. I think it is definitely worth 
doing it [communicate H&Ms sustainability strategy] but I think 
there’s a lot more things that we could do as a company… 
(UK2EMP) 

 

Again, the visibility of sustainability at retail level had an impact on informants’ 

perceptions that H&M may have a comprehensive action plan in place in the 

supply chain, but the sustainable values did not have much presence at retail level. 

As employees from the country offices helped out in stores a couple of days per 

year, they noticed the missing sustainability component in store. While some of 

the missing sustainable actions could be rectified by country offices or retail stores 

themselves, other aspects, such as excessive packaging creating waste locally, 

were due to issues that could only be solved at HQ: 

…the packaging that we use you know, again as I said when I 
was working in the stores and you see how the actual garments or 
shoes for example arrive in our stores and how much packaging 
there is on it that’s not really necessary, so yeah, it’s the whole 
product life cycle that we have to look at...(UK1EMP) 

 

The perception that H&M was not walking the walk was exemplified in the 

confusion that on the one hand the organization said they wanted to be sustainable 

and a frontrunner, on the other hand plenty of aspects of the business on a daily 

basis were not sustainable. Though this may only be in regards to smaller aspects, 

such as recycling, printing double sided, turning off the lights and computers when 

not in use, these small sustainable actions had a significant symbolic value, in 

particular when informants noticed they were not carried out on a daily basis. 

When the organization was not perceived by organizational members to be 

following up on the sustainable commitments or acting in what seemed to 
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informants to be unsustainable ways, or there being a disconnection between 

identity claims from actions taken, it created ambiguity: 

Yeah, the Conscious Collection, we sent out a pamphlet to every 
staff member to explain to them... Was that on recyclable paper? 
No, no, it wasn’t…. It [H&M] doesn’t link everything all the 
time, so I’m just going to use that as an example again, you do 
this wonderful Conscious Collection... Yes, that’s not on 
recyclable paper, it’s asinine, why would you spend all of that 
money with the right message, with the right statement, with the 
right sentiment behind it and then just print pamphlets, even if 
you just did two thousand of them, even if you did two hundred 
of them and somebody didn’t say, ‘you know what, maybe that 
should be on recyclable paper’. (US2EMP) 

 

The ambiguity arose because of perceived minor aspects or actions, but as these 

were aspects of sustainability that country office informants could take part in and 

most easily relate to, they became important. The larger sustainability issues that 

H&M’s sustainability strategy addressed had very little presence and impact 

locally, and not all aspects of the sustainability strategy were easy to understand. 

One example of this was the choice of materials and why some seemingly 

unsustainable materials were promoted as sustainable: 

Yeah. I think we don’t have to produce so much polyester 
because polyester is such a bad material and it’s, if it’s waste it’s 
special waste and this is also not so good… In education at school 
our teacher said always polyester is special waste, don’t wear it 
and so I think it’s to combine sustainability with polyester it’s not 
so [good]… (GE1EMP)  

 

My findings suggest that organizational members are sensitive to new identity 

claims if they perceive a disconnect between actions and sustainability identity 

claims. Any discrepancies between the sustainability and actions give rise to 

tensions as organizational members interpret discrepancies as the organization 

“not walking the walk”.  This is likely to be specific for sustainability as a context 
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as sustainability entails a promise to the external world and organizational 

members fear the consequences if actions are not completely aligned with claims. 

 

Clash between values 

Related to this, ambiguity also arose because it was perceived to clash with a sales 

driven culture; recycled polyester was simply perceived as more difficult to sell 

and thus not aligned with a sales driven culture: 

I think we struggled a little bit because I think for example on the 
posters we wanted to say, or Sweden wanted to say, ‘Recycled 
polyester dress,’ for example and then we were like, ‘Oh 
polyester, that sounds a little negative, so we don’t want to use 
that word, we want to use recycled fabric’, but then we couldn’t 
use that here ‘cos HQ wanted us to use polyester, but that was 
like important to get across. And we were like, ’Oh I don’t know 
if that’s going to sell,’ but that’s also again going back to our goal 
is to sell as many clothes as possible here and I think it’s even 
more so here than… it’s a very competitive landscape here…. 
(US3EMP) 

 

An interesting finding in this regard was the emphasis and importance of actions 

to back up sustainability claims. Informants were sensitive to this aspect – if H&M 

claimed to be more sustainable than other fast fashion retailers, informants 

expected this claim to be followed up both on a global and local scale. Even small 

actions, or lack of small actions, had a symbolic effect. Informants acknowledged 

and believed that H&M did it better than competitors, but tensions arose when 

even minor discrepancies between what was being claimed and what was being 

done occurred. The ambiguity was further fuelled when informants tried to 

translate and make sense of the new guidelines and sustainability values. With 

H&M’s core values, the new sustainability commitments, and for retail staff, the 

five basic demands, there were many aspects to consider when making daily 

decisions: 
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Yes, it doesn’t matter if you’re on the store or if you are here, 
everywhere we try to live teamwork, it is teamwork everywhere 
here and I think ‘keep it simple’ is sometimes a challenge because 
we say we try to keep it simple but we sometimes are very… 
maybe I make an example, I mean we say maybe we keep it 
simple, not that much paper in the office, but we have so many 
guidelines which are, or which make it necessary to have more 
paper and then in the last year so I think that’s a bit…(GE9EMP) 

 

The clash between values was most pronounced between sustainable values and 

being cost conscious, which drove H&M’s business to a large extent: At this point 

in time, as guidelines were not entirely in place, cost consciousness was the most 

pronounced value. Such value clash led to comments such as: “The cost before the 

sustainability, rather than saying like, ‘Okay, this is not the right thing. Let’s see, 

can we be more sustainable and as a result become also more cost conscious?’” 

(US11EMP) 

 

This finding that tensions arise due to a clash between cost consciousness and 

sustainability applies to other organizations and industries as well, as the cheapest 

solution is not always the most sustainable solution. For organizations where cost 

consciousness is a key identity referent the tension will be even more significant. 

This finding illustrates that constructing a sustainability-focused identity is 

challenging as it requires sustainability to be fully embedded in everything the 

organization does which may be misaligned with other key identity referents. 

 

Challenges arising in regards to profits versus principles 

The clash between values, and the tensions caused by this ambiguity related not 

only to H&M’s values, but also to the overarching industry and what it 

encompasses and the disconnect to sustainability as a value. Attempting to put 

words on why fashion and sustainability cause ambiguity, one informant 

explained: 
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Well, I mean, what’s true for fashion is, in my view, it’s purely 
emotional, there is no rational reason for fashion, but 
sustainability is purely rational...Yeah, for most people I would 
say, so you kind of have to bridge these two aspects. I think that 
the people, I wouldn’t say they equal sustainability and raw 
material, but if they can it’s easier. This is why organic cotton 
was understandable for them, saying ‘Why, this raw material that 
has been used for these pants was organic, I understand’, and 
that’s an emotional bridge that can be made, I think, but given 
that the supply chain would also include CO2 emissions, the 
question ‘Where does the energy come from? What are used, 
waste treatment?’ and these are all rational thoughts that people 
don’t want to have. That’s my feeling. (GE3EMP) 

 

The reflections expressed in these statements pointed to deeper lying tensions 

experienced and voiced by informants – making sense of the relation between 

being a high street fashion retailer and the type of business model it entails, and 

being sustainable. This led to comments from informants such as: “…And I think 

generally a lot of people are very interested in that [sustainability]. But I think it’s 

a lot different with fashion because fashion can be quite throwaway, so are you 

going to go to the effort of printing loads of literature about something that people 

might not keep?” (UK2EMP). While it may have been explained in the material 

handed out, the perception that H&M was linked to retailers with an unsustainable 

image due to price similarities was a cause for concern. This led to some 

informants finding it difficult to make the relation and understand how H&M was 

different from low priced retailers, and others trying to explain why H&M was 

more sustainable than those retailers: 

I think that there are probably retailers out there that one would 
assume are not and I think a retailer like (COMPETITOR 
COMPANY), you would never think of them as being sustainable 
and I think it’s just because of their prices and maybe where 
things are produced… but yeah, I don’t really think…You know, 
sometimes it really can be on par [the price] but I think often 
times they’ll have things that… in ladies, for example, like a tank 
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top for 2.95 and it can be really hard to say, you know, is it 
possible that a tank top for 2.95 or even ours for 5.95 like can that 
be a sustainable item, like is that something that we can be 
making an effort. (US5EMP) 

 

Ambiguities in sustainability strategies relate to concerns and tensions that are 

much more profound in their nature and thus more difficult to resolve. They are 

deeply founded concerns that internal members will have about sustainability if 

the business model of the organization is not sustainable from the beginning. Such 

tensions may be spurred by external stakeholder opinions, but they are also logical 

reflections that organizational members have when sustainability is introduced to 

an organization as a key identity referent and it is disconnected from the business 

model or industry. This finding is in particular relevant for fast fashion retail; as I 

argued in the introduction fast fashion is perceived to be inherently unsustainable 

and such a perception will of course also be reflected by organizational members. 

However, it is also likely to be tensions that apply to other industries where low 

cost and high profit margins are fundamental for the business model and strategy. 

 

Misalignment between sustainability claims and local cultures 

Tensions arising due to sustainability strategy ambiguities related to tensions that 

arose due to a perceived misalignment between sustainability claims and the 

organizational culture at country offices. In 2011, the new sustainability strategy 

was still relatively new to country office informants and had not been 

implemented fully. It was not yet clear how sustainability was going to be 

implemented in daily work routines to a larger extent than it already was and 

while sustainability as a new identity referent had been presented in written 

material as well as discussed in meetings, sustainable actions following up on it 

were not implemented in all work functions.  
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Sustainability does not relate to daily life and jobs at country offices 

At this point in time it led to a disconnect between sustainability strategy and work 

functions and tasks that informants were responsible for carrying out. These 

disconnects were reflected in statements such as: “No. I mean, again that kind of 

thing [sustainability] is discussed in our support office meetings, and I understand 

that we want to be a responsible company, but I don’t know a great deal about 

sustainability, no”(UK10EMP). In order to make sense of the new sustainability 

strategy and the company’s sustainable identity claims, informants attempted to 

link sustainability to aspects of the office rather than their actual work functions: 

Right now, my role is, in merchandising there’s not so much 
specific to my job function that requires a sustainable message, 
really, other than if we decide to like really start talking about our 
quality and like what we talked about from the buying office, the 
sustainability on the purchasing side and production, but what 
we’ve kind of done is that we’ve said, ‘You know what, if we’re 
going to be a company that’s about this, we at least need to have 
to try to set the standard here in the office’, so right now, the 
green team is really just a cheerleader team for the office to be, at 
least be conscious of it and kind of tell you the number of people 
that still throw aluminium cans in the garbage, and it’s like 
‘That’s like twenty years old’ that we’re, you know, so we’re at 
least trying to keep it going up here in the office to say, you 
know, ’Shut your lights off’, like really kind of boring things, 
but…(US11EMP) 

 

Thus, at some country offices such as the American one, organizational members 

took the initiative to implement sustainability signifiers in the office space; these 

signifiers were implemented to represent sustainability as a key identity referent 

because job tasks and functions at country office level were not perceived to be 

about sustainability. At this point in time the sustainability strategy was perceived 

to have more relevance for H&M’s headquarters where the strategy was developed 

than at country offices: 
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I see the focus on it from a corporate level, from a global level, 
but I think if we’re getting really specific and granular …You 
know, we don’t take some of the measures that I think on a more 
granular level we could be doing to be a bit more responsible 
(laughs), and a lot of that is, you know, is us; I could be trying to 
see ‘Okay, who could pick up the recycling’. I don’t think… you 
know, I think that we, from an outside perspective, I think we 
definitely are pushing that. (US9EMP)   

 

My findings suggest that tensions arise when organizational members do not 

recognize a key identity referent in their daily job functions and tasks. Connecting 

sustainability to what goes on locally is fundamental for the identity construction 

processes, both in terms of job, daily life and routines as well as the physical 

surroundings, because organizational members must be able to relate to an identity 

referent in order to embrace it. 

 

Sustainability is less present on local markets 

As country offices have a direct link to retail stores, relating sustainability as a 

value to this level of the organization became important. Informants found it easier 

to make sense of sustainability as a key referent during the times where it was 

present in the retail space, for instance during the launch of the sustainable 

collections, where there were messages about sustainability in store and the 

special edition sustainable collection – the product and sustainable messages 

became identity signifiers enabling informants to make sense of the new 

sustainability strategy because they were tangible, as I discussed previously. 

However, as the collections were special editions and the messages were taken 

down after that, sustainability became less present on a daily basis. While these 

signifiers may have been aimed at external stakeholders and in particular 

consumers, they carried an important message to internal stakeholders and helped 

them make sense of the new sustainability strategy: 
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I mean, not maybe on a day to day basis [notice sustainability on 
a daily basis] because we don’t really talk about it, because I’m 
not involved like in the buying office, you know, I’m more in the 
taking care of the stores process, and it’s not really something that 
we talk a lot about in the stores, maybe...could do more but, I 
mean, they also think about the same things that we are doing, so 
I wouldn’t say that it’s a day to day but I think that, in fairness, 
it’s much higher now than it has ever been, and I also think, from 
customers and from staff, they really appreciate when we have 
these message on the window, we do these recycling collections 
or… so there is much more awareness, especially also from 
young people, I would say. (UK11EMP) 

 

More specifically, informants were pointing out that signifiers were not present in 

employee areas where opportunities to convey the message irrespective of specific 

campaigns and collections were available: 

I think it’s improving [sustainability being part of the culture], 
definitely improving. And I think more people are becoming 
aware that what we do has an impact on the future and I think 
that’s, with everybody there’s more in the press and everything. 
But I still think we could make it a lot bigger and a lot of the time 
is when you look around the office there’s no posters in the 
staffroom to say ‘that’s our aim’. (UK2EMP) 

 

From the data analysis, it became apparent that two aspects were significant in 

order to become sustainable and make sense of the sustainability-focused identity 

claims: first of all, the daily work tasks and job responsibilities that organizational 

members have must in some way be related to a value in order to be a key identity 

referent. The identity of H&M that was expressed in the existing values and the 

brand message – fashion and quality at the best price – was visible and related to 

the job responsibilities that the majority of informants have at country office level. 

In addition it is directly visible in the product – fashion apparel – that daily tasks 

focus on. Second of all, a new key identity referent or value must be enacted in the 

physical surroundings in order to take hold of the organizational culture and 
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identity. If there is no presence of a key referent in the physical surroundings, it is 

hard to relate to it: 

I’m from Sweden so I’ve grown up with H&M and I have seen 
what’s happened with all the negative press and debated and blah 
blah blah, so yes I think so, I think H&M is absolutely one of the 
good companies out there, absolutely, but when it comes to in our 
office here locally, if we’re sustainable and if our identity is 
sustainable not so much...We have this green team just recently 
started, so we have a meeting, four times a year we have meetings 
with entire support office here and he [Country Manager] takes 
the lead on those meetings and the last meeting we had he 
introduced the green team and said that we have this sustainable 
actions but we also have to live them and so he’s trying, he’s not 
ignorant at all…. (US3EMP) 

 

The findings suggest that organizational members connect with a new identity 

referent when it is part of ‘how things are done around here’, part of the job 

functions, as discussed previously, as well as present in the physical surroundings. 

Thus, a new identity referent must be embedded in the organizational culture in 

order to take hold. If a new identity referent is misaligned with the local culture, 

tensions arise, because sustainability as a new identity referent is then perceived as 

less relevant than other identity referents. 

 

Uncertainty about the sustainability concept 

One of the reasons that sustainability was perceived to be less relevant to country 

office work functions and was perceived to be less present at country offices 

related to the understanding of what sustainability is. Informants were able to give 

a good account of the sustainable actions that H&M engaged in, that it involved 

the entire supply chain and was specific to production. However, this 

conceptualization was the reason that it became difficult to connect to country 

office level as country offices have no direct link to this part of the business. 
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Informants were also able to relate it to the smaller aspects that they could take 

part in, such as recycling and creating less waste. Yet, as these smaller sustainable 

actions were not perceived to be part of the bigger picture and sustainability 

strategy for the entire organization – they had little impact on the global issues that 

H&M were actively trying to resolve – they were played down and perceived to 

just be minor behavioural adjustments or something that “made sense”. 

 

Such perceptions of sustainability led informants to reflect on whether 

sustainability was at all relevant for them personally and whether they had been 

considerate enough: 

And I wonder if, I was really, I mean do I care when I see 
something and I had a look on all the collections and I said okay, 
I would like to buy something but do I really, is it? And my 
opinion, do I like it more if it’s CSR? Of course in the 
supermarket, I like the correct butter and milk more than the one 
that is from mass production, so I like bio-butter more. I buy 
ecological products and if I consider that on clothes or on other 
product, I don’t know if it’s really already in everybody’s mind 
that this is so important to support it. Of course it’s, if you see the 
facts, that say they don’t use chemicals and hopefully the people 
are working with that have better working conditions and we 
could avoid some other harm to the environment and everything 
else which was just so obvious and so good. Since this is so in the 
media as well, I don’t know if this is working for that. I mean if 
we know that in 2020 H&M is using anyway cotton which has 
had sustainable sources then you don’t have to care, then you 
don’t have to care about that one, yeah, but since... (GE8EMP) 

 

For the majority of informants, the reflections led to the conclusion that 

sustainability is important and more must be done. In addition, the fact that H&M 

increased its engagement in sustainability and communicated sustainability as a 

key identity referent made employees proud to work for the company. Informants 

had difficulties seeing how they could participate to further the development, but 
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were aware that it was an important development, the right progression for H&M 

and good for the brand: 

..and I think, you know, as we do more of that [sustainability] 
there is going to be more pressure on us to become, you know, to 
integrate that as part of our culture, and while they do say that it’s 
one of our kind of core values then, because it hasn’t been that 
visible, I don’t think that many people really think about it as 
much as they should. I certainly didn’t. I’m probably more aware 
of it than others because I’ve worked on projects where 
sustainability is kind of at the heart of it. (UK6EMP) 

 

Aligning local culture with the global sustainability strategy was key in order to 

become sustainable. Informants did have a sense of where H&M – the group 

company – was going, but at this point in time, it was not embedded in the local 

cultures and local identity. While sustainability may not have been equally 

relevant at all markets at this point in time, informants could understand the 

overall aim, a reflection implied by statements such as: 

Yeah, and I don’t know if it’s a competitive advantage to be 
sustainable as a fashion company here, I think it’s really a good 
thing but I think that most American customers, I don’t think that 
they care so much about sustainability, that it’s something that we 
have to market to get more sales necessarily, but in the long run I 
think it’s super important to really now talk about sustainability 
and then you know in the long run we become the sustainable 
company, also that people think we are a sustainable company. 
But we’re so early in the process, we never used to talk about this 
historically. (US3EMP) 

 

My findings suggest that sustainability as a concept may be a cause for tensions in 

itself as the concept is difficult to comprehend for organizational members. This is 

likely to be a tension arising generally as sustainability has many definitions. 

Findings indicated that the tension arising due to misalignment between local 

cultures and sustainability as a new identity claim may be managed over time 
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through identity work, linking the global identity of H&M with local identities and 

cultures. 

 

Another interesting finding that I saw in my data is that a new identity referent is 

linked and connected to individual behaviour and identity of organizational 

members as they reflect on the process; such identification with the organization is 

interesting as it may indicate a transference between organizational and individual 

values. This can be both negative and positive for the organizational identity 

construction process; if organizational members do not relate to sustainability on 

an individual level, it may be difficult to adopt it on an organizational level. On 

the other hand, if sustainability is a part of how organizational members perceive 

themselves, then it may have a positive influence on the process on an 

organizational level.  

 

Chapter summary 

This chapter has presented the tensions that arose in the process of constructing a 

sustainability-focused identity at H&M during 2011 and why they arose. The data 

analysis process identified three themes related to tensions: image discrepancies, 

sustainability strategy ambiguities, and misalignments between sustainability 

claims and local cultures. 

 

Identity- image discrepancies often occur in organizational identity change 

processes, as was discussed in the review of literature, and the findings suggest 

that they posed a threat for organizational members at H&M as well. Identity-

image discrepancies were of great concern for informants, partly because fashion 

retail is a very image driven industry, leading to a significant identity threat when 

image is misaligned with identity. When organizational members were met with 

mediated criticism or criticism and mistrust from their peers it affected how they 
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perceived H&M’s identity and their own identification with H&M. This caused a 

tension in the construction of a sustainability-focused identity because the 

criticism of H&M in regards to sustainability was recurring. The findings 

illustrated a significant challenge: The main criticism of H&M, from the media, 

consumers as well as peers, related to the supply chain and low prices, i.e. how 

garments are produced to allow the affordable prices that H&M’s product carries. 

Employees at country office level, as well as retail staff for that matter, had no 

relation with or influence on these aspects, nor are they likely to have ever visited 

and inspected working conditions at factories where products are produced. So in 

the instances where they were met with or confronted with criticism related to 

these aspects, employees had to rely on and trust the organization without any 

other proof (in most instances, they have the same proof as the media but the 

media has a contrasting view to that of H&M). The tensions arising because of 

image – identity discrepancies were unlikely to be resolved easily as they are 

founded on another tensions identified - sustainability strategy ambiguities. 

 

The findings related to tensions arising due to sustainability strategy ambiguities 

illustrated that despite informants supporting the sustainability strategy and 

change, they still struggled to connect sustainability with the existing company 

values and the business model. This was illustrated by informants reflecting on 

how H&M can be both profit oriented, carry affordable prices and produce the 

amount of products that are currently on offer and at the same time be sustainable. 

This was a profound tension that fed into a philosophical debate of what it means 

to be sustainable. 

 

The findings related to misalignments between sustainability claims and local 

cultures were briefly touched upon in the previous chapter. These tensions arose 

because sustainability was not embedded in the local cultures. This was partly due 
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to the job roles and tasks at country office level not involving sustainability issues 

to a large extent, partly because there were no signifiers of sustainability in the 

environment. Those signifiers present, such as recycling at the office, and fair 

trade coffee were seen as ‘things you just do’ rather than sustainability actions. 

The findings suggested that a new identity claim must be related and embedded in 

the culture in order to take hold and become a central characteristic of the identity.  

 

Furthermore my findings suggest that organizational members do not differ 

markedly between identity, culture and image. All three aspects of the company 

are part of the brand and thus interrelated. For organizational members, creating 

alignment between identity, culture and image is important because it is a matter 

of strengthening the brand. 

 

Table 6.1 provides a summary of the tensions identified and an explanation of 

what the tensions that arise in the process of constructing a sustainability-focused 

identity entail. 

 

Table 6.1 

Summary table of tensions 

Tensions that arise in the process of 
constructing a sustainability-focused 
identity 

Explanation of tensions 

Image discrepancies Identity-image discrepancies occur when 
organizational members’ perceptions of “who we 
are as an organization” are misaligned with how 
external stakeholders perceive the organization. 
Identity-image discrepancies relate to how an 
organization is portrayed in the media, the image 
among consumers, as well as the response that 
organizational members are met with from peers. 

Sustainability strategy ambiguities When organizational members have difficulty 
connecting existing organizational values with 
sustainability, due to conflicting values and 
purpose of business, tensions arise. The 
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ambiguities are pronounced for business models 
entailing high volume production that require a 
manual workforce, make use of natural resources 
and business that are price driven. 

Misalignment between sustainability 
claims and culture 

If a new identity referent is not embedded in the 
culture, it is difficult for organizational members 
to relate to it and embrace it. Tensions arise 
when sustainability is not part of job functions 
and tasks, the physical environment, the daily 
routines nor made tangible to organizational 
members. 

 

In regards to the process of constructing a sustainability-focused identity, the 

findings illustrated that even though H&M had worked and integrated sustainable 

measures for many years, it takes a long time for sustainability to take hold in the 

organization. Identity does not change easily, despite the new identity referent  

being linked to existing values, heritage and actions taken by the organization. 

H&M had a long term perspective and realized that the process of constructing a 

sustainability-focused identity was met with barriers and tensions and that it was 

going to take time for a new identity referent to take hold in the organization. In 

order to overcome those barriers and tensions, managers actively engaged in 

identity work. However, so did employees, illustrating that they were with the 

company in this process. In the next chapter, I will present the findings related to 

identity work taking place. 



212	
  

	
  

Chapter 7 

Findings and results from data:  

Identity work  

 

Introduction  

The barriers and tensions that arose in H&M were not new to the organization. 

They were the primary reason that a number of internal measures were put in 

place by corporate management with the purpose of managing, negotiating and 

resolving them, thereby enabling the process of building a sustainability-focused 

identity. This implies that the identity work took place continuously throughout 

the process described and was performed simultaneously as the barriers and 

tensions arose in order to manage, negotiate and resolve them. Thus, identity work 

was performed to embed sustainability as a key identity referent in the 

organization in 2010 and 2011 by introducing a new sustainability program and 

related activities supporting a new identity claim. The response from 

organizational members to this identity work performed was presented in the two 

previous chapters. Identity work was then performed to manage and resolve the 

responses to previous identity work, i.e. spurring further identity work. Thus, 

identity work and the response to identity work is not a linear process but rather a 

circular and dynamic process taking place simultaneously to the process of 

constructing a sustainability-focused identity. This also implies that identity work 

performed and barriers and tensions arising become a question of “the chicken and 

the egg”; for the purpose of my analysis, it makes most sense to divide my 

analysis based on the 3 overarching themes emerging, i.e. barriers, tensions and 

identity work, despite identity work taking place both before, simultaneously and 

after barriers and tensions arise.  
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Thus, in this chapter I will discuss the findings related to identity work and 

identity management. The data analysis process identified 3 themes relating to 

identity work: knowledge dissemination as a key tool for communicating identity 

claims, identity affirmation and identity protection. While the two first themes are 

led by decision makers, the data analysis found that organizational members in 

general take part in identity work through identity protection. I will start my 

presentation of findings by discussing how the tensions were being managed and 

negotiated by corporate management and then move on to a discussion of how 

organizational members took part in the process by preserving and protecting the 

identity.  

 

An indication of the time frame is added throughout for clarification. The chapter 

concludes with a concluding discussion of my analysis. In the concluding 

discussion I draw on the interview data collected in 2014 with corporate 

management. The concluding discussion focuses on how the process of 

constructing a sustainability-focused identity evolved from 2011 to 2014, what 

type of identity work strategies were employed throughout this time period to 

resolve challenges arising and how the barriers and tensions identified in 2011 

shaped the future strategy and influenced the identity construction process.  

 

Knowledge dissemination as a key tool for communicating identity claims 

As discussed previously, H&M increased information about their sustainability 

efforts when the new sustainability program, Conscious, was launched in 2010. 

Knowledge dissemination about sustainability as a key identity referent for H&M 

was not only aimed at an internal audience. Launching the new sustainability 

commitments and increasing information was to a large extent aimed at an 

external audience through corporate identity messages. Previously corporate 

identity and organizational identity were perceived to have a different audience for 
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messages conveyed about identity, with an external versus an internal audience 

respectively. However, it is argued that with blurred lines between insiders and 

outsiders, this has changed and internal stakeholders are as likely to be recipients 

of corporate identity messages. Schultz, Hatch & Larsen (2000) argue that 

organizational members may even pay more attention to corporate identity 

messages than external stakeholders. An example of this are the sustainability 

reports that primarily targeted external stakeholders, and were a way for the 

outside world to see how well the company was doing in regards to sustainability; 

but these reports are becoming equally relevant for internal stakeholders.  

 

Reporting as a tool for communicating identity claims 

This was also the case with H&M’s knowledge dissemination. In 2010, when 

H&M launched the sustainability program and initiatives under the new name, 

Conscious, along with the 7 new sustainability commitments, the audience was 

both internal and external. While H&M’s sustainability reporting serves the 

purpose of communicating and verifying the sustainable activities that H&M 

engages in, it is also an important tool for communicating identity claims. The 

sustainability reporting highlighted that sustainability was part of the claims made 

by corporate management in regards to identity; the 7 new sustainability 

commitments represented such claims, and the claims, and leadership in regards to 

sustainability, were furthermore emphasized by the CEO appearing with a 

personal message in the reports as well as the strategy becoming more and more 

focused each year.  

 

The new CEO highlighted that sustainability was a primary focus for H&M in the 

sustainability and annual reports, an important tool for communicating strategy 

and identity to external stakeholders. Sustainability being a key identity referent 

for H&M was represented by the importance sustainability content was given in 
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the annual report. Whereas H&M’s annual reports were usually focused on figures 

and fashion first, and sustainability and responsibility mentioned further back in 

the report, the report had a new layout in 2011; figures and facts had moved 

further to the back while H&M’s values were in the front. The first statement 

made was: “Fashion and Quality at the best price. H&M is a design-driven, 

innovative, responsible fashion company. Guided by strong values, H&M is 

growing with quality, sustainability and high profitability all over the world” 

(H&M Annual Report, 2011, p 5). 

 

This was compared to the first message in the 2008 report, containing a message 

from the former CEO: “Rolf Eriksen, CEO of H&M, looks back on the past year. 

2008 was an intense and exciting year for H&M in a challenging economic 

climate. Our customers purchased fashion and quality at the best price for more 

than SEK 100 billion in stores from San Francisco in the West to Tokyo in the 

East, as well as through Internet and catalogue sales” (H&M Annual Report, 

2008, p. 6) 

 

Illustrating sustainability as a key identity referent and claim, in 2010 and 2011 a 

sustainability message was highlighted in the first message of the Annual Reports. 

In 2010 the sustainability message related to factories and responsibility in regard 

to production, stating: “H&M works hard on sustainability. 

H&M does not own any factories but has responsibility for ensuring that all 

products are made under good working conditions and with the least possible 

impact on the environment” (H&M Annual Report, 2010, p. 11).  

 

In 2011 the sustainability message related to design, illustrating a significant 

development in the sustainability strategy: A sustainability-focused identity 
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requires sustainability to be part of the entire process from design and collection 

planning to end of use: 

Design with sustainability. The collections are created in-house at 
H&M’s headquarters. Designers work with pattern makers and 
buyers to produce a broad spectrum of styles to suit every age 
group and passion for fashion. H&M is not just looking for the 
perfect design, but also works actively to develop a more 
sustainable chain of design, manufacturing and product handling 
for both people and the environment (H&M Annual Report, 2011, 
p. 5) 

 

The new CEO had already made his focus on sustainability apparent in the 2009 

annual report. In 2009, the new CEO marked the increased focus and leadership 

on sustainability by stating in his message that sustainability was part of H&M’s 

strategy and went hand in hand with the company’s business concept (H&M’s 

Annual Report, 2009).  However it was in 2011 that the sustainability message 

was increased to such an extent that it stood out as one of the most important 

messages. First of all, the sustainability chapter in the index had moved from page 

46 in 2009 to page 28 in 2011. Secondly, sustainability was highlighted in a 

number of chapters in the report, as well as in the highlight of events in 2011 

where the Conscious Collection was first mentioned, followed by a mention of 

H&M being the biggest user of organic cotton as the third highlight of the year. 

The message from the Head of Design was also focused on sustainability for the 

first time, with the headline and subheadings: “Conscious Fashion. Quality, 

sustainability, the latest trends and great design. Customers who are aware want 

conscious fashion. At H&M more than 100 designers are working to meet these 

customer requirements” (H&M Annual Report, 2011, p. 23). 

 

The message from the Head of Design was followed by a message from the Head 

of Sustainability, with the headline and subheading stating an important goal and 
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identity claim to external stakeholders: “H&M takes a responsible lead. H&M 

invest considerable resources and effort in creating more sustainable development 

for the people and environment affected by H&Ms activities. Cooperation with 

other companies and organizations is a vital means of achieving lasting 

improvements” (H&M Annual Report, 2011, p. 28). 

 

In 2009 the sustainability report included a message from the new CEO, stating 

the importance of H&M’s increased sustainability commitment. This marked the 

first year where the CEO had a personal message in the CSR report, highlighting 

that this was a central aspect of H&M and that the organization was moving 

towards a sustainability-focused identity. In contrast, the 2008 sustainability report 

did not include a message from the CEO as an introduction to the report nor from 

the Head of Sustainability; instead the report contained a joint interview with the 

former CEO and Head of Sustainability. The increased emphasis on sustainability 

as a key identity referent progressed from 2009 to 2011. Whereas 2009 had a 

focus on value chain and shared responsibility, 2011 emphasized that 

sustainability was a key referent for the organizational values. The progress is 

illustrated in table 7.1. 

 

Table 7.1  

Examples of sustainability report statements 2009-2011 supporting identity 

claims 
Actions/Year 2009 2010 2011 
Core CEO 
message 

“We are moving 
toward sustainability 
becoming a shared 
responsibility” 
 
“Like everything 
else at H&M, our 
sustainability 
agenda is based on a 

“To continue our 
efforts to play as full a 
role as possible, we 
have made 
sustainability the 
responsibility of all 
departments in the 
company” 
 

“Sustainability is a key 
element of both our 
corporate values and our 
business idea of offering 
fashion and quality at 
the best price. Our 
industry faces a number 
of challenges – from the 
way we use natural 
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drive for continuous 
improvement. 
Ultimately, our 
entire value chain 
has to be leaner, 
smarter and more 
sustainable than that 
of our competitors” 
 
“Being responsible 
is not only the right 
thing to do – it also 
makes perfect 
business sense”18 

 

“Today’s economy is 
global and it is not a 
question of whether 
companies like our 
should be present in 
developing countries, 
it is a question of how 
we do it”19 

resources to working 
conditions in supplier 
factories. Given our size 
we have the opportunity 
to tackle these 
challenges by taking 
Conscious Actions and 
thereby make more 
sustainable fashion 
accessible and 
affordable to customers 
around the world”20 

 

Increasing information to stakeholders through various channels 

It was not only through the traditional sources such as annual and sustainability 

reports that H&M communicated about the new sustainability identity claims. As 

discussed previously, this period marked the first time that extensive and elaborate 

communication material was made specifically for internal stakeholders.  

Communication material had also been developed in early 2000 but was not as 

elaborate as 2011. H&M had a number of channels available to communicate to 

the organization globally: through its intranet (not available to retail staff though), 

the magazine Wallpaper which hangs on the wall in stores and country offices, as 

well as through written material which is given to employees when they start to 

work at the company. Retail staff were also introduced to information once weekly 

through the retail staff training material. At this point in time, all information 

channels were being used to convey the sustainability message. While the content 

on the intranet and Wallpaper were news-related and featured various articles, the 

training material for retail staff focused on a weekly topic. Conveying the 

sustainability message had some challenges: sustainability has several definitions 

and means different things to different stakeholders; it involves many aspects and 
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areas of focus; and it requires careful consideration in terms of wording and claims 

in order to avoid accusations of green washing.  

 

The communication department at the headquarters were responsible for 

developing written material aimed at H&M employees through the various written 

communication channels. A leaflet was produced in connection to the launch of 

Conscious and the 7 sustainability commitments. It was very detailed in 

explaining actions, motivations behind actions, type of materials used in the 

Conscious Collection as well as signifiers of expected behaviour from employees 

(in particular retail staff), and was handed out to the large number of H&M 

employees. For instance, in regards to organic cotton, the leaflet explained that 

H&M used a lot of cotton and the benefits of using recycled cotton (a part of the 

new collection launched), its reduction of chemical use and the reduction of virgin 

cotton use. The leaflet furthermore explained some of H&M’s Code of Conduct, 

for instance that H&M is committed to animal rights and how this reflects on 

material use (i.e. no acceptance of mulesing when producing merino wool or only 

accepting leather from animals raised for meat production). The last pages were 

dedicated to tips on how H&M employees can act consciously; these included 

asking customers if they need a bag before providing one, providing advice on 

washing at colder temperatures as well as recycling hangers. Besides the leaflet on 

sustainability, H&M also at this point in time included a page in the information 

pack on sustainability. The information pack was handed out to every new 

employee at the company, and the sustainability information in the pack was 

emphasized by being green (whereas other sections are in the traditional white, red 

and black colours). 

 

At country office level, the increased information and launch of the new 

sustainability program did have an effect as discussed previously. While 
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informants may have disagreed with the amount of information and the choice of 

communication channel, statements indicated that informants understood that 

H&M is at the forefront of sustainability and that it is an important key value for 

the organization: 

If I started with H&M today, or let’s say I interviewed with 
several different companies, I think that something that it would 
be important to me to know that, OK, the difference between 
these two companies is that these guys over here, they take 
responsibility outside only selling at the cheapest price, but they 
also do it in a responsible way. Because people... I don’t think we 
should underestimate that, you know, everybody wants to defend 
where they spend eight hours a day, you meet friends and you 
meet family and you have a Friday dinner or Sunday dinner and 
these discussions come up. You then want to be able to say, 'Oh, 
actually, I hear what you’re saying, but you know, we don’t have 
child labour, even though it’s cheap.' (US6EMP) 

 

The findings from the data illustrate that performing identity work through internal 

and external knowledge dissemination, that is increasing communication about a 

new key identity referent, has an impact on organizational members. It provides 

organizational members with knowledge about the content and meaning of a new 

identity referent, though it is not enough to embed sustainability in the 

organization. Other forms of identity work are most likely needed for embedding 

sustainability throughout the organization. It is the combined efforts and types of 

identity work that enable the process. However, disseminating knowledge 

provides management with a tool for managing perceived communication barriers 

and tensions arising due to sustainability strategy ambiguities as well as perceived 

image discrepancies as disseminating knowledge through reporting reaches both 

an external and internal audience. 
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Increasing training and education 

From 2011 onwards, added emphasis on sustainability was also present in the new 

training material being launched targeting store staff. The weekly topics varied 

from sustainability issues to increasing sales, styling tips to trouser shapes. The 

HR department at HQ in Stockholm developed the material and distributed it to 

HR at country offices, then handing it over to retail stores in all markets. At retail 

level a manager was responsible for getting acquainted with the material before 

training staff. The training material was the same for all countries and all stores 

every week, and was part of the focus on H&M’s image and reaching the 

customer, a primary stakeholder. As mentioned earlier, retail staff are H&M 

representatives with direct access to consumers and pose an important but also 

challenging entry point to the consumer. It is challenging because retail staff are 

not necessarily full time staff nor are they necessarily going to stay with the 

organization for a longer period of time. Making the investment in training staff 

on sustainability may not prove fruitful given these conditions, however, retail 

staff carry out a vital role in building a sustainable image. Adding to this, on some 

occasions, H&M retail staff had been targeted by media for not being 

knowledgeable about sustainability, prompting the focus on training. The idea was 

that by training retail staff, it would enable them to answer any potential questions 

that customers posed in regards to sustainability. 

 

The training material on sustainability contained information on the Conscious 

Commitments, what they entailed, and attempts had been made to keep the 

language informal and simple. A training session usually included some sort of 

action or group activity. It also included questions for staff participating, and most 

importantly, it conveyed the company values and key characteristics that corporate 

management wanted employees on all levels to embrace: 
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This Is H&M is a new international training, it was created by 
Sweden, so it’s all over the world and it’s a training that was the 
former symbolic leadership, we had training in the past that was 
called symbolic leadership and it was only for the leaders, so for 
the Department Managers and the Store Managers and I think it’s 
really cool that also the employees and the Sales Advisor gets this 
training and it’s about our values and the symbols we used in the 
daily life…(GE9EMP) 

 

While training material was not developed for country office staff at this point in 

time, other means of knowledge dissemination were put in place more 

sporadically. For those country office employees travelling to HQ occasionally, 

efforts were made to convey the new sustainable values and what they implied 

through informal lectures: 

I mean I don’t think I ever learnt so much about cotton since I 
was actually, I was in a meeting and I forgot because like, but he 
was working in the CSR Department and so he explained...yes, 
and he explained the whole thing and I mean I thought he was 
really interesting because he, you don’t actually know what 
actually, it, how it goes, like... I mean I was in Stockholm so it 
was like pretty much all over the PR guys that were there and he 
explained the whole process, why it actually takes so long to 
actually qualify sort of, certify someone, the whole waste water, 
like the course with the dye with the sandblasting, so all that 
information we got first-hand from someone, but I don’t know, 
let’s say like a department that has nothing to do with the garment 
side of it, if they know all the CSR side, like ‘this is what we’re 
doing’, more for them they might know more about the cost 
of…of less, using less trucks to deliver products, being able to 
reuse the products that we do have from other locations and, but I, 
I’m not sure if everyone will know that, I think sometimes people 
feel this job’s specific, like they’ve heard it, they’ve read it once 
but it’s, for me it was different because I had to know it, so, and I 
think in my position now like it just basically carries over so if I 
do get one of those questions like I already know the answer to it 
so...(US1EMP) 
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During 2012/13, the organization began offering an educational program to its 

members. The program was referred to as a mini MBA in the 2012 Sustainability 

report. The aim of the educational program was to educate organizational 

members at country office level to a larger extent on sustainability. Education and 

information continued to be the main tools for disseminating knowledge about 

sustainability, and whereas training prior to 2011 was mainly targeting retail staff, 

it was also offered to country office staff from 2012 to 2013. 

 

The findings suggest that reaching retail staff is a significant challenge and various 

types of identity work are performed in order to manage the barrier that the 

organizational structure presents. Despite the challenges presented at retail level, 

performing identity work through training may be a suitable option for conveying 

the message of sustainability as it ensures that all members of the organization at 

retail level are reached. Thus, though organizational members at retail level may 

not stay with an organization for long periods of time, training represents one of 

the most appropriate ways of communicating a new identity referent. 

 

Visualising leadership 

Previously, the sustainability work had been led by the Head of Sustainability. 

While it has for a number of years been integral to H&M’s business conduct and 

strategy, the new leadership marked the increased importance of sustainability 

through visible leadership, leading the way for H&M on the journey to become 

sustainable. This visible leadership was evident in the sustainability report: In 

2011, the report had a message from both the CEO and the new Head of 

Sustainability. This was the first year where H&M accentuated that sustainability 

was led from the top. The Head of Sustainability reports directly to the CEO and 

the Executive Management Team has the overall responsibility for sustainability. 

Within this new framework, all departments reported on their Conscious Actions 
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and progress, which was then discussed and approved by the CEO, Head of 

Sustainability and CFO. Issues that related and influenced more than one 

department were discussed in the Green Room forum, established in 2011. Thus, 

sustainability was no longer an add-on for the company, addressed and solved by 

the sustainability department, but integrated across all departments, now carrying 

responsibility for addressing issues and commitments related to a specific 

department. The 2012 sustainability report also outlined how H&M engaged with 

various stakeholders, emphasizing a variety of stakeholder groups, including 

employees, investors, consumers, suppliers as well as industry peers. H&M was 

thereby addressing a commitment to collaborate, address challenges and meet 

needs across the entire value chain, not ‘just’ certain causes. For employees, the 

visible leadership was highlighted by personal letters from the CEO, explaining 

that sustainability was important to H&M and a key identity referent. With visible 

leadership, informants found it clearer what direction H&M was taking and why 

the changes were taking place: 

…and I think it’s something, I mean we communicated it to the 
staff via a letter from Karl-Johan [Persson, CEO] which was 
really nice, and I think it’s fantastic because you really feel 
throughout the company since Karl-Johan came on board you 
really feel how much he backs and believes and is genuinely 
passionate about sustainability, so I think since he has become 
our CEO you really feel the strength of that and it’s all been 
packaged together in a much clearer way, but I still think there’s a 
lot of work that we need to do. (UK1EMP) 

 

The findings suggest that leadership is one of the most important forms of identity 

work performed as it shows the direction the organization is heading to 

organizational members. However, equally important to the process of 

constructing a sustainability-focused identity was the emphasis sustainability is 

given on corporate management level. The Head of Sustainability reports directly 



225	
  

	
  

to the CEO and the responsibility for meeting goals and commitments is divided 

among all departments, and is not only the responsibility of the Head of 

Sustainability. This finding illustrates the importance of leadership; in order to 

construct a sustainability-focused identity, the process must be led by a leader and 

sustainability must be a shared responsibility in the organization. When the entire 

management group is being held responsible, it signifies to the organization that 

this is top of the organizational agenda, and part of everything the organization 

does. Further emphasizing the importance is the introduction of an accountability 

system on a par with financial goals. Introducing such a system sends a message to 

the organization that sustainability is an equally important key identity referent 

and value as cost and profits. 

 

Introducing incentive programs for employees 

As part of the new sustainability program, internal CSR was also increased. 

Internal CSR refers to social responsibility and sustainable aspects inside the 

organization which benefit internal stakeholders, such as health, equal 

opportunities, incentives, and work-private life balance (Sen, Bhattacharya & 

Korschun, 2006, Vives, 2006, Morsing, Schultz & Nielsen, 2008). Internal CSR 

had been part of H&M's culture and approach since the beginning, but with a new 

incentive program introduced in 2011, internal CSR was increased. The incentive 

program applied to both full-time and part-time employees and encouraged long 

term employment. Furthermore, H&M had an emphasis on equal opportunities 

with at least 50% of managers, as well as 50% of Board of Directors being female.  

 

Highlighting internal CSR is a way of relating sustainability as a new identity 

referent to local cultures and makes it relevant to other aspects of sustainability 

than supply chain issues. The type of identity work performed was aimed at 

managing tensions related to sustainability ambiguities experienced by 
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organizational members and enabling them to view sustainability in a broader 

perspective. While it is also necessary to relate sustainability to local job 

functions, tasks and physical environments that pose a challenge for the identity 

construction process, broadening the perception and definition of the concept 

provides organizational members with tangible aspects of a new identity referent. 

 

Identity affirmation 

Identity work was performed by corporate management through affirming the 

identity. Various resources was utilized in order to affirm sustainability as a new 

identity referent, such as connecting sustainability to existing heritage and values 

of the organization, collaborating with NGO’s, rankings and special sustainable 

collections. 

 

Connecting heritage and values with sustainability identity claims 

Prior research has illustrated that when identity change is met with resistance from 

organizational members, connecting new identity claims to existing identity 

referents enables organizational members to connect with and embrace new 

identity claims (e.g. Ravasi & Schultz, 2006, Phillips & Ravasi 2012). For H&M, 

connecting sustainability with the heritage of the organization and the family 

values that organizational members understood, was attempted in order to make it 

easier for employees to make sense of the new values. The connection with 

existing values was recognized and understood by employees, connecting 

sustainability with the founding family: 

I think, I mean, the family’s always been involved in H&M, no 
question about that, and I think that it [sustainability] rolls 
through the family very closely, but of course it’s different when 
the family... a family member says that, OK, you know, we’ve 
been doing this since ’47 and we’re gonna do that another 60 
years. It’s super strong and you can really feel that long... talking 
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about sustainability and having that long term view, and I think as 
an employee for H&M, it feels really good that, you know, we’re 
not only chasing the short term, we are really thinking long term. 
And you know, any CEO can say that, but of course it’s different 
when you’re family owned, for sure (US6EMP) 

 

The connection with the family values of H&M affirmed the sustainability-

focused identity; the sense made of the new identity claim was that sustainability 

had always been present, it had just not been communicated and talked about 

previously:  

No, because I think it’s [sustainability at H&M] always been 
there but it’s always been in the background a little bit, it has 
always been that we’d look about how we produce garments, we 
look at how we transport garments, so it’s never been something, 
we’re suddenly doing this, but I think globally for people, not just 
H&M but globally, people are more aware of it and they’re more 
aware of the impact that being unsustainable has. So I think it’s 
good that we’re doing it and it’s good that we’re pushing it. 
(UK2EMP) 

 

Furthermore, the connection to H&M’s heritage was made in order to make sense 

of the new values. Country specific values – H&M being Swedish, was perceived 

as affirming the ‘natural or obvious road’ of becoming more sustainable: 

Yeah, it might be a cultural thing, yeah because on a general level 
I suppose Scandinavian countries, people seem to be more 
reserved and don’t necessarily shout about things so much 
whereas maybe especially in America I think people are quite 
loud, same as the UK I suppose, yeah maybe it is more a cultural 
thing but it’s also, if it’s a message like sustainability it’s a 
positive message so it should be shouted about, you don’t need to 
shout about everything but yeah. (UK4EMP) 

 

Connecting sustainability to identity referents and values that are already available 

to organizational members enables them to make sense of a new identity referent 
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making use of existing values and heritage in performing identity work points to 

the importance of utilizing organizational culture in the process of constructing a 

sustainability-focused identity; by connecting sustainability to the existing culture, 

it becomes more relevant for organizational members and it provides a platform 

for embedding sustainability in the organization and it affirms that sustainability is 

already part of the organizational identity. 

 

Sharing responsibility and increasing local identity interpretation 

The leadership had another important function; it supported the Head of 

Sustainability in her strategy to ingrain sustainability in the organization. After 

2011, sustainability became a shared responsibility which implied that all heads of 

department at HQ were responsible for ensuring that their department acted 

sustainably and met the goal set for that department. Shared responsibility also 

referred to a decentralization process that H&M embarked on in those years: 

country offices were now responsible for ensuring that they implemented 

sustainable measures and were also measured on how well they performed. Thus 

measuring became a tool in identity management. Whereas the shared 

responsibility in regards to departmental functions met a few challenges, it had a 

positive effect to decentralize in regards to country offices. One of the challenges 

that arose with shared responsibility amongst departments was a clash of values. 

This was a tension that was difficult to overcome as the goals, purposes and tasks 

of departments vary greatly. Sustainability was not a complimentary aspect to all 

of the central departments' agendas. In order to overcome this tension the 

departments had individual sustainability goals that they were measured on, and 

they received support from the sustainability department to carry out these goals. 

A process had been put in place: systematizing the sustainability measurement so 

that it would be less of a challenge in the future. 
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In regards to country offices, the autonomy granted proved to have a significant 

effect on engagement. Country office managers were also measured on 

sustainability goals, but as they now had more choice in regards to strategy, there 

was a marked change in their commitment. Besides being given more autonomy, 

all country offices were allocated a local sustainability coordinator structuring the 

process of becoming sustainable.  

 

Despite making significant improvements to share responsibility and ingrain 

sustainability internally, the retail stores and staff remained a barrier. As the 

country offices were responsible for retail in their respective countries and this 

was not an area where HQ felt they had mandate to intervene. Following 2011 a 

guideline was developed suggesting how country offices could invest in retail 

space and staff and increase sustainability awareness, but it was up to each country 

manager to decide what was being done.  

 

Collaborating with NGO’s to affirm and legitimize identity claims 

H&M collaborated with a number of NGO’s. While these collaborations had 

multiple motivations and purposes, they had an affirmative role for H&M’s 

identity claims. An outside organization confirming that H&M is sustainable had 

significant impacts on the feeling of being sustainable internally while at the same 

time affirming H&M’s position as a sustainable company to external stakeholders. 

With NGO’s confirming that H&M is sustainable through collaborations, a 

sustainability-focused identity was not only a claim made by H&M but a claim 

supported by an independent body:  

Or you know, they might read something like you know, ‘you 
guys just gave $100,000 to UNICEF, that’s really cool, like, you 
know, congratulations on that’. So I mean it’s one of those things 
that’s kind of hard because we’re not really the company to talk 
about it because it seems a little bit boastful for us to do, we just 
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like to do it and I think that’s the company’s like DNA, it’s like 
we do good things but we’re not the ones to go ‘hey, hey, this is 
look at what I’ve done’, I think we pride ourselves on just doing it 
and then, you know, of course making a statement or an 
announcement about it but not you know, waving our hands 
saying, you know, ‘look at all the good that we’re doing’, we 
would just rather do it and not, and take the credit that way .. 
(US1EMP) 

 

Other forms of approval from outside bodies carried similar identity affirmation, 

for instance independent labelling. H&M is a member of the Sustainable Apparel 

Coalition, a coalition that at this point only counted founding members. In 2011, 

the coalition was in the process of developing the HIGG index, an index that will 

measure companies’ sustainability performance, with the future purpose of 

developing a measurement tool for individual products that can be attached to a 

garment in the form of a label or hangtag. For H&M such future labelling provides 

multiple benefits as it will enable both internal and external stakeholders to assess 

how sustainable H&M’s products are and affirm, internally as well as externally, 

that H&M is at the forefront of sustainability.  

 

The findings illustrate that collaborations and labelling are important to 

organizations working on constructing a sustainability-focused identity as they 

provide an effective means of affirming a sustainability-focused identity as it 

provides an organization with an independent body’s seal of approval. This type of 

identity affirmation strengthens the perception of being sustainability-focused both 

internally and externally and as such it affirms both identity and image. 

 

Ranking as identity affirmation and validation 

Collaborating on various projects with NGO’s and getting their ‘stamp of 

approval’ represented one of the means through which the organization affirmed 

the new identity claim. Another important source of social validation of the new 
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identity claim came from rankings made by external stakeholders. Rankings and 

indexes such as Ethisphere, Dow Jones Sustainability Index, FTSE4GOOD, 

Global 100 List and Newsweek Green Ranking provided the company with 

valuable social validation and affirmation for claiming to be sustainability-

focused. H&M highlighted rankings in the sustainability reporting, illustrating that 

the rankings were not only used internally to affirm the identity claim, but also 

externally to illustrate the social validation that the organization had obtained, 

providing a ‘stamp of approval’ for being a leader in sustainability; H&M has 

listed the organization's ranking both in the sustainability reports as well as online 

under the heading “What others say”. In the 2012 report, the company recognized 

the importance of external validation: “Knowledge bears weight but achievement 

bears lustre as the saying goes, and here are some of the indices, rankings and 

awards that assessed and recognized our sustainability performance during the 

year” (H&M Conscious Actions Sustainability Report 2012, p. 14) 

 

What I saw in my findings was the importance of rankings and utilizing them in 

the identity work performed. The social validation that rankings and awards 

represent are significant for affirming a new identity claim both internally and 

externally as the independent ranking and award justifies a sustainability-focused 

identity. Rankings represent the most obvious stamp of approval for a new identity 

claim and signify that claims about sustainability being a key identity referent by 

an organization are aligned with outsiders' perceptions of the organization. 

Without social validation from external stakeholders, it is difficult to justify a 

sustainability-focused identity and both internal and external stakeholders place 

much emphasis on such rankings as a mean of validating its authenticity.  
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Special sustainable collections representing new identity claims 

The sustainability message was also followed up with sustainable fashion 

collections. The Conscious Collection launched in 2011 involved increased 

information to external stakeholders and reached consumers in the form of leaflets 

and posters in stores, green hangtags on certain products, as well as social media 

feeds about the collection and what H&M does in regards to sustainability. The 

collections received significant attention from fashion media who wrote about 

H&M’s sustainability actions. While the collections were special edition 

collections, utilized as a showcase for H&M’s sustainability focus, they carried an 

important message internally: for informants, the collections were tangible and a 

direct representation of H&M’s sustainability focus. Thus, sustainable fashion 

collections were a way of making sense of sustainability communication material 

that was perceived to be difficult to comprehend:  

I talk a lot with our PR Manager, she tells me about what we’re 
doing ‘cos she sees our focus, the Communications Manager, 
sorry, she tells me about it and then since I was working a lot 
with conscious collection I got something out of that because I 
didn’t know the seven actions we had and I thought that was good 
for internal… and that was good because I got it in like small 
doses and small messages but I know that we had sort of like a 
Bible with a sustainability report or something that we sent out to 
the stores, or was it cancelled I don’t remember, it was supposed 
to go out to all the stores but I think we cancelled it. But that was 
a little heavy, the information in there but I think that some of the 
points are really good. (US3EMP) 

 

What I saw I my findings were how much weight that tangible physical items 

carry in communicating a new identity referent as well as affirming that “this is 

who we are”. While special editions of products may carry pitfalls in that they can 

be perceived as the only sustainable items that the organization produces, the 

positive effects of such tangible products may outweigh the negatives: products 
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send a signal to both internal and external members about sustainability being 

important to the organization. 

 

Identity protection 

Identity work is about actively maintaining, revising and engaging in identity 

construction (Svenningsson & Alvesson, 2003). The findings suggest that 

organizational members can take part in identity work through identity protection. 

The identity work carried out by organizational members is represented by 

defending H&M, by dismissing criticism of the organization as incorrect and by 

comparing H&M to others.  

 

Employees defend H&M in regards to sustainability 

Defending H&M was illustrated by informants stating that H&M engages 

extensively in sustainability and that it is a key aspect of the organization. It was 

not perceived to be part of the identity at this point in time, but there was increased 

awareness in the organization about the sustainable actions and how H&M was 

trying to make the supply chain more sustainable: 

I can relate it now [sustainable fashion], although I always, I think 
there’s a true core in that criticism, and we don’t deny it. I mean, 
we, of course, H&M does produce in Bangladesh because wages 
are low. I mean, you would pay something like two hundred 
Euros if you were to produce a T-shirt here, so that’s, of course, 
that is an aspect that can’t be denied, but I do now see that, so to 
say, the child labour label is not the only explanation for low 
prices in the store and, actually, I didn’t really think about that, as 
a consumer before. I was like low price, low wage (laughs)… 
actually my view of H&M is better than the image I had of it 
before. So because I… and that’s my deepest belief, the more 
people that learn about what H&M does for sustainability the 
better image they have, and I think we should really be more 
open. (GE3EMP) 
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The protection and defence of H&M is illustrated by informants wanting H&M to 

be more transparent because the company was perceived to be better and more 

sustainable than how it was communicated to external stakeholders:  

Yes, absolutely. I think they should know [retail staff know about 
sustainability]. They don’t have to know everything, but I think 
that we should know our efforts and what we are striving for and 
we are improving. Because I think we are doing many things that, 
you know, we’re also proud of working for a company that does 
something like that, so it is internal branding, for sure. (US6EMP) 

 

The identity protection was furthermore illustrated by informants reflecting on 

how sustainable it was possible for a fashion retailer to be; it is a challenging task 

and not as simple as external stakeholders make it out to be. Thus informants are 

defending the choices made by the company in regards to sustainability issues: 

I guess every part has to make a compromise because I also, what 
I learned when I read about CSR products and when we have a 
factory which behave in the wrong way, which treat their 
employees in a wrong way like under paying or overtime and 
stuff like that and when the company lose the contract with a 
brand like, with (COMPANY) and H&M and the people got 
unemployed, that can’t be a solution as well. And I learned, I 
mean of course I am absolutely against child labour but I also 
learned that in some parts it’s necessary that all family members 
have to work, that they can survive their life. Or that they get 
enough money for food which is not okay to send child to 
factories but maybe the definition of child is something different 
in different cultures. …And so there’s not always a clear solution 
for all parties and that’s a tricky part...(GE8EMP) 

 

These findings suggest that organizational members may present initial doubt 

about sustainability being a legitimate identity referent but that sustainable actions 

and practices provide evidence for the claims made by corporate management. 

Such evidence in turn provides organizational members with confidence in the 

organization leading to them defending the organization. Defending the 
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organization is a type of identity work carried out by organizational members in 

order to resolve tensions related to image discrepancies; rather than adjusting 

identity, members who have the necessary proof that actions and identity are 

aligned will defend the organization in order to align the mirrored image and 

identity. 

 

Employees dismiss criticism as incorrect 

Besides defending H&M as being better in regards to sustainability than it was 

being recognized for, informants dismissed criticism from external stakeholders as 

being incorrect. As one of the largest fashion retailers globally, H&M was met 

with criticism whenever an incident took place, whether they were involved in it 

or not. For organizational members, the criticism was a direct threat to the 

organizational identity and their identification process with the organization. 

When H&M was being criticised, so were they. Informants acknowledged that the 

business model for fashion retail had sustainable pitfalls and challenges, but as 

H&M was meeting those challenges, the criticism was dismissed as incorrect: 

Yeah, well, I mean, I guess there’s a certain irony to it, I mean, 
we are all here because of the business model that we have. I 
think it is a general understanding that you can play the game and 
just be as responsible as you can be within that, because, frankly, 
if we didn’t have the economic structure that we have, no one, we 
wouldn’t be buying as many clothes as we do, so it’s just, it’s a 
reality that we have to face. It’s a matter of, you know, right now 
I think the average person would say, okay, it would be a very 
extreme person that would say, 'I’m not going to shop at H&M 
because they’re produced in China', and that’s either because 
they’re really, really anti-China, or anti anything where it has to 
do with that. … and, but I think some people who do their 
homework, you know, they sort of say, 'Okay, I don’t live in a 
world where that’s a possibility because I want to, you know, 
consume fashion and I want to be a part of this', so if I stack them 
up I’d say H&M is at least making some effort within the greater 
scheme of things. If I compare it to (COMPETITOR 
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COMPANY), where there’s probably slightly more people that 
will not shop there because they feel like there’s too much 
mystery around where their garments come from. (US11EMP) 

 

When H&M was met with criticism the company responded to it, whether it was 

from larger NGO’s, the media or individuals criticising or raising awareness of 

issues. At the country office level, employees dealt directly with individuals 

raising awareness of issues and they experienced how the organization responded 

to such incidents, often recalling products. For informants these actions implied a 

company that cares and responds to issues and their experience of H&M was a 

company that cared, a perspective that was incompatible with the criticism they 

were met with from external stakeholders:  

Yeah, you know if there is a negative thing it’s like, 'okay, today 
it’s a kind of a crisis day so you take the phone, you write an info, 
you keep contact to eh Headquarters', and then you know, we 
have to arrange everything.…sometimes if there is something in it 
[the story] or if there would be something in it then H&M would 
be so professional to say, 'we improve on this', we have this kind 
of co-testing, and every time they find something negative we 
say, okay, and we send it to the headquarters and to the quality 
people and they say, 'yes, definitely, this is not good, we have a 
look into this and if we have it next season it’s definitely this 
substance is no longer in it', so this is why… Or even recall, we 
have it very seldom but I mean we had the example here from 
Germany it started, only one father, he called our customer 
relations and he said, 'I have a very nice knitted check for my 
baby, but every time I put out the pacifier there is some wool 
around, so this might be they can eat it, they can choke because of 
this'...he said, 'do you think this can happen?', so then the girl 
from customer relations she called the quality department in 
Sweden and then they said, 'yeah, might be, this is not good, it’s 
too hairy', and then, I mean it was two or three days later they 
recalled the product. (GE2EMP) 
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The findings illustrate, that swift actions taken by large corporations when met 

with criticism enable trust in the organization from organizational members. By 

reacting swiftly to issues that arise, large corporations send a signal to 

organizational members that the emphasis on sustainability is authentic, deep felt 

and that claiming to be sustainable is legitimate. Such signals in turn lead to 

organizational members embracing and protecting a sustainability-focused 

identity. 

 

Expressing the belief that H&M is better than other companies in regards to 

sustainability 

The criticism of H&M was also dismissed on the grounds that H&M was at least 

doing better than others. Comparing themselves to industry peers and competitors 

who are not known for their sustainability efforts,  became a means of protecting 

H&M’s identity. The perception that H&M was performing better than its 

competitors was strong among informants: there was a firm belief that H&M was 

at the forefront, despite its size that could otherwise be perceived as a barrier:  

I don’t know any clothing retailer that’s doing it 
[sustainability]… I can’t think of one global and I can’t think of 
one sizeable retailer that’s doing it on that level … No, I actually, 
I honestly do believe this, and believe me I can be the biggest 
critic of this company sometimes, is that again I think there’s a 
real want and desire to change it and do the right thing whether 
that’s getting as much as the organic cotton supply chains secured 
to again putting things more on to trains rather than using trucks, 
to really think about what the shipping looks like, the whole 
logistic side of things, yes… (US2EMP) 

 

H&M was also perceived to be performing better than competitors, even though 

the prices were low and H&M, pricewise, is on par with the retailers with a bad 

reputation: 
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Yeah, I am, I mean I wouldn’t like to work for (COMPETITOR 
COMPANY) you know, I feel like...I think I don’t really, I mean 
I think if you’re working for a you know, I truly, I mean I think 
we are a very responsible company, that’s important to me, I 
wouldn’t want to work for like a...fast fashion retailer who I felt 
was a bit dodgy or not really doing, I feel that we do do the right 
thing and I truly believe that…I think for the UK market there’s 
been a lot of you know, people remember like the 
(COMPETITOR COMPANY) stories, the (COMPETITOR 
COMPANY) stories and unfortunately I think sometimes we can 
get grouped with that because of the price of our garments, so 
they just group them together, it’s the industry, and it’s the low 
price retailers who get grouped like that, so I think that’s what we 
have to fight against and make sure we get our reputation out 
there and get the message out there about what we’re doing, and I 
think PR actually has a huge role to play in that, and even just our 
marketing communications and our ads, we’ve never really 
communicated the sustainability messages before in our ads, we 
always weren’t allowed to communicate that. (UK1EMP) 

 

The findings suggest that comparing the organization to others within the same 

industry is an important part of the identity work carried out by organizational 

members. Despite all the criticism that organizational members may be faced with, 

the recognition that the organization is performing better than industry peers 

provides a protection against the criticism in the form of: “well at least we are not 

as bad as the others”. This type of identity protection provides organizational 

members with an active way of negotiating the criticism that they are faced with 

from external stakeholders that are not only targeting the organization but 

organizational members as individuals as well. 

 

Concluding discussion of analysis 

The past three chapters have presented the three overarching themes that the data 

analysis identified. The analysis has illustrated that the process of identity was 

initiated during 2010 and 2011 by corporate management performing identity 
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work in the form of knowledge dissemination; this type of work was performed by 

making claims about the new identity referent, by introducing a new sustainability 

program and initiatives as well as by increasing communication internally and 

externally. The introduction of a new identity referent and the work performed led 

to a number of responses and reactions from organizational members. While the 

identity change process towards a sustainability-focused identity was generally 

perceived to be positive, it also spurred scepticism, confusion and questions on the 

new direction. Some of the responses and reactions were of a more practical 

nature – they were barriers to adopting a sustainability-focused identity - while 

other responses were linked to tensions arising that were more difficult to resolve. 

Identity work was performed throughout the process and simultaneously to 

organizational members responding and reacting to the identity change process 

that was taking place.  

 

In 2014, interviews were conducted with corporate management, focusing on how 

the process of constructing a sustainability-focused identity has evolved from 

2011 to 2014, what type of identity work strategies were employed throughout this 

time period to resolve challenges arising and what the focus in the future was. 

Analysing the data from 2014 illustrated that the organization had resolved some 

of the barriers to adopting a sustainability-focused identity and had been involved 

in a continuous process to negotiate the tensions that arose. The findings also 

illustrated that the same types of identity work were performed from 2011 to 2014; 

this illustrates that the process of resolving challenges involved continuous 

knowledge dissemination, identity affirmation and identity protection and that the 

company was tenacious and persistent over time in resolving barriers and tensions 

that arise in the process of constructing a sustainability-focused identity. 
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Negotiating and resolving barriers 

In chapter 5 of my analysis, I identified three categories of barriers to adopting a 

sustainability-focused identity that arose at the time the interviews were collected 

in 2011: information and communication ambiguity, barriers related to 

organizational structure and control versus local adaptation. From 2011 onwards, 

corporate management performed various types of identity work to resolve and 

negotiate these barriers. Some of the identity work performed has already been 

discussed in this chapter, and identity work has to resolve barriers have continued 

throughout. The data collected in 2014 illustrated that two types of identity work 

was performed to manage and resolve barriers: knowledge dissemination and 

identity affirmation. The analysis also illustrated that the barriers that had been 

resolved after 2011 were mainly internal barriers, such as communication 

ambiguities and problems of central control versus local adaptation. I will outline 

and discuss how identity work was performed to resolve barriers to adopting a 

sustainability-focused identity.  

   

Knowledge dissemination as a key type of identity work 

The data collected from 2014 points to knowledge dissemination as a key type of 

identity work performed. The organization continued to report on sustainability as 

a tool for communicating identity claims; the annual sustainability report has 

added activities each year and the strategy also illustrated the process that the 

organization was going through by making claims of sustainability a key identity 

referent. Illustrating that sustainability is a key identity referent, the CEO states in 

the 2013 sustainability report:  

Of course I hope that H&M will continue to grow and contribute 
to jobs and development around the world. But to continue 
growing, we need to consider our planet’s boundaries. I believe 
that the way fashion is made and consumed will change. I hope 
that we will be able to produce fashion in a closed loop, using less 
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of our planet’s resources and reducing waste instead. For the 
resources that we will still need, we must share them fairly 
between today’s and future generations (CEO interview in 
Conscious Actions Sustainability report, 2013, page 3) 

 

Such statements presented in a report that is available both to internal and external 

stakeholders illustrates that the organization is persistent in presenting 

sustainability as a key referent for the organization, and that it is now considered 

on a par with growth of the business and financial goals. 

 

My findings illustrated that increasing training and education was a type of 

identity work performed to manage and resolve barriers that arose due to 

information and communication ambiguity, due to organizational structures, as 

well as barriers related to central control. The data collected in 2014 illustrated 

that increasing education and information continued to be the main tools for 

resolving barriers to adopting a sustainability-focused identity. To resolve barriers 

internally, a comprehensive educational program and e-learning program was 

launched, and while the program was not available to all H&M employees 

globally in 2014, the strategy is to offer it on a global level to all employees. This 

is in contrast to 2011 where training on sustainability was mainly aimed at retail 

staff; in 2014 the type of sustainability education was extended both in terms of 

audience and in terms of content, and the program was no longer a training 

program but an educational program, highlighting the complexity of the topic.  

 

As I have presented in the findings, leadership was utilized as a means of identity 

work when H&M launched the new sustainability strategy and to manage the 

barriers that arose afterwards. In the years that followed the strong leadership 

remained a key type of identity work performed and the CEO of H&M continued 

to push the sustainability agenda both internally and externally. The CEO’s 
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commitment was perceived to be instrumental in the changes made during the 

years: 

Well it’s, I think it’s not only part of his agenda as a CEO, I mean 
he is very engaged in his private life also…to him it is super 
important and also for Stefan [father of CEO and former CEO] 
that first of all that staff when they retire from H&M, that they 
should feel that they have done more than selling fashion…that 
they are part of something bigger, and then of course it is super 
important that consumers can rely on us, they can just come to 
our stores and have fun and don’t worry about these things (Head 
of Sustainability). 

 

This finding illustrates that the visual leadership is two-fold: it is a type of identity 

work performed in order to resolve internal barriers to adopting a sustainability-

focused identity by providing internal stakeholders with direction as well as 

enabling employees to attach a deeper meaning to the job they carry out on a daily 

basis. However, it is also a type of identity work performed to manage and 

negotiate tensions that arise due to identity-image discrepancies and sustainability 

strategy ambiguities by providing sustainable options to consumers that are visible 

and comprehensible. This type of identity points to two important findings: one 

type of identity work is performed to manage and negotiate several barriers and 

tensions at the same time. When an organization performs a type of identity work 

it is not only to resolve one specific barrier but to negotiate several barriers. While 

there may be a number of barriers to adopting a sustainability-focused identity as 

well as tensions that arise in the process, it may be that there are only a limited 

number of types of identity work available to organizations to manage and 

negotiate them. The other important finding illustrated is that while barriers can be 

resolved due to the more practical nature of the challenge, tensions can primarily 

be managed and negotiated with implicated stakeholders, but they are not resolved 

easily. 
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Identity affirmation as a type of work resolving barriers 

Central control versus local adaptation was a barrier to adopting a sustainability-

focused identity in 2011. In order to resolve this barrier, identity affirmation was 

performed as a type of work. After 2011, sustainability became a shared 

responsibility; this implied that the responsibility for embedding sustainability in 

the organization became shared throughout the organization and thus that all heads 

of department at HQ were responsible for ensuring that their department acted 

sustainably and met the goal set for that department. Shared responsibility also 

implied a decentralization process that H&M embarked on in these years: country 

offices were made responsible for ensuring that sustainable measures were 

implemented and were also measured on how well they performed. Country 

offices were furthermore given more autonomy in embedding sustainability in the 

organization. By sharing responsibility H&M resolved a barrier that arose due to 

the perceived lack of local autonomy. The shared responsibility and increased 

local autonomy also led to significant sustainability engagement locally. Country 

office managers now have more choice in regards to strategy and actions, leading 

to an increased commitment on country office level. Besides being given more 

autonomy, all country offices were also allocated a local sustainability coordinator 

structuring the process of becoming sustainable. Explaining the changes the Head 

of Sustainability stated: “…they have their conscious coordinators who knows 

about the process, they know where to set the goals, so that it is much more 

structured and they are much more aware and engaged, so there [at country 

offices] you would see a difference” (Head of Sustainability). This finding 

suggests that sharing responsibility enabled employees to relate sustainability to 

their daily jobs and life at country office. Thus, sharing responsibility and enabling 

local identity interpretation as a type of work also became a way of managing and 
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negotiating a significant tension that arose due to misalignment between claims 

and culture. 

 

The findings discussed here illustrate that various types of identity work are 

performed in order to manage, resolve and negotiate barriers that arise. Table 7.2 

outlines the types of work performed to resolve barriers and tensions, and 

illustrates that two types of work are utilized in order to resolve a number of 

barriers: 

  

Table 7.2 

Forms of identity work performed to manage, negotiate and resolve barriers 

Barrier/Tensions Identity work performed to manage, 
negotiate and resolve barrier/ tension 

Information and communication ambiguity 
 

• Increase information to stakeholders 
through various channels 

• Visualizing leadership  
• Increasing training and education 

Barriers related to organizational structure • Increase information to stakeholders 
through various channels 

• Visualizing leadership 
• Increasing training and education 
• Connecting heritage and values with 

sustainability identity claims 
• Introducing incentive programs for 

employees 
Central control versus local adaptation • Sharing responsibility and enabling local 

identity interpretation 
• Increasing training and education 
• Connecting heritage and values with 

sustainability identity claims 
 

The table highlights that it is the same types of identity work that are utilized in 

order to manage and resolve several types of barriers. For instance, types of 

knowledge dissemination are utilized to resolve barriers related to organizational 

structure as well as barriers arising due to communication ambiguities. This 

finding implies that being persistent, consistent and tenacious in the work carried 
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out over time is favoured over engaging in new types of identity work. It also 

points to another explanation, as touched upon before: the types of identity work 

available are limited and organizations therefore employ the same types of work to 

overcome multiple barriers.  

 

Identity work performed to manage and negotiate tensions 

The findings suggest that the same types of identity work performed to resolve 

barriers are also performed to manage and negotiate tensions. While tensions are 

not easily resolved, the findings illustrate that H&M throughout the period 2011 to 

2014 has been able to manage and negotiate tensions to some extent as discussed 

previously. While knowledge dissemination and identity affirmation are also 

utilized as types of identity work performed to manage tensions, organizational 

members also performed identity work themselves by protecting H&M’s identity. 

Identity protection as a type of identity work was performed when organizational 

members experienced a disconnect between the internal identity change process 

and external reactions and perception of H&M’s identity. Yet it was also 

performed as a way for organizational members to make sense of a new key 

identity referent, by comparing H&M to others. This finding demonstrates that 

identity protection is a type of work performed as a reaction to external identity 

threats and not to the same extent performed to manage internal tensions. 

Table 7.3 exemplifies the type of identity work performed to manage and 

negotiate tensions that arise in the process of constructing a sustainability-focused 

identity. 

 

Table 7.3  

Types of identity work performed to manage and negotiate tensions 

Image discrepancies • Employees defend H&M in regards to 
sustainability 

• Employees dismiss criticism as incorrect 
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• Expressing the belief that H&M is better 
than other companies in regards to 
sustainability actions 

• Reporting as a tool for communicating 
identity claims 

• Collaborating with NGO’s to affirm and 
legitimize identity claims 

• Ranking as identity affirmation and 
validation 

Sustainability strategy ambiguities • Collaborating with NGO’s to affirm and 
legitimize identity claims 

• Ranking as identity affirmation and 
validation 

• Connecting heritage and values with 
sustainability identity claims 

• Reporting as a tool for communicating 
identity claims 

• Employees defend H&M in regards to 
sustainability 

• Employees dismiss criticism as incorrect 
• Expressing belief that H&M is better than 

other companies in regards to sustainability 
actions 

Misalignment between central identity and 
local identities 

• Connecting heritage and values with 
sustainability identity claims 

• Increasing information to stakeholders 
through various channels 

• Increasing training and education 
• Visualising leadership communication 
• Special sustainable collections representing 

identity claim 
• Introducing incentive program for 

employees  
 

Identity affirmation as a type of work to manage tensions 

The table illustrates that identity affirmation is a key tool in managing tensions, in 

particular in collaborations with NGO’s and rankings. This finding is interesting 

as it points to the role that external stakeholders came to play in the identity 

construction process and a change in identity work performed from 2010 onwards.  

 



247	
  

	
  

From early on, H&M collaborated with external stakeholders in an effort to 

improve the supply chain and drive changes. Such collaborations have been seen 

as instrumental in developing sustainability actions over the years and have been a 

key focus for H&M. However, the findings suggest that between 2010 and 2012 

an internal focus was favoured by the CEO and the new Head of Sustainability. 

This was perceived as necessary in order to embed sustainability in the identity 

and culture, and to develop the sustainability focus even further. This does not 

imply that collaborating with external stakeholders became less important, but as 

the focus was on strengthening sustainability internally, less focus was on 

engaging with new external stakeholders emerging on the scene and there was less 

participation in conferences and external knowledge sharing activities. 

 

This in turn led to H&M at times lacking the support from new stakeholders which 

had emerged. When a crisis hit, H&M experienced that they did not have the 

support and back up from new external stakeholders. This had an effect on the 

perception of identity and the image of the company leading to H&M updating 

their network to avoid the same situation in the future. The responsibility for 

updating and engaging with stakeholders was shared and delegated to various 

organizational members and local markets. It also meant increasing conference 

attendance telling about the work that H&M do on a global and local level. Such 

activity ensures that H&M continuously has opportunities for knowledge sharing 

with external stakeholders, that changes and actions are made in collaboration 

with external stakeholders who have a stake in specific issues, and it also has the 

purpose of validating H&M’s sustainability work amongst industry peers and 

NGO’s. Thus constructing a sustainability-focused identity does not only involve 

internal stakeholders, but also involves getting external stakeholders on board and 

supporting and validating the journey.  
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Chapter summary 

In this chapter, I have presented the forms of identity work that H&M performs in 

order to manage and resolve the tensions and barriers arising in the process of 

becoming sustainable. The data analysis identified three forms of identity work 

performed by H&M: knowledge dissemination, identity affirmation and identity 

protection. 

 

Knowledge dissemination was applied as a tool for establishing identity claims 

and for managing the tensions occuring. This was an activity engaged in by 

corporate management. By communicating extensively internally and externally 

about H&M’s sustainable activities, H&M was claiming sustainability as a key 

identity referent. The communication is twofold as it targeted both internal and 

external stakeholders by projecting sustainability as a key identity referent and by 

projecting to both audiences that H&M was going through a process of change. 

This was both a step in the process of embedding sustainability in the organization 

as well as building a sustainable image. The process of change was led by 

management and visible in types of communication where sustainability had not 

previously been a key focus such as annual reports. In particular the new CEO 

took on a key role in conveying the message which illustrated a shift in the 

importance placed on sustainability. Education was also central in this form of 

identity work as it provided knowledge about sustainability as a key identity 

referent to internal members on a daily basis. Internal sustainability initiatives 

enabled organizational members to better comprehend that sustainability was 

relevant to all organizational members and not merely related to supply chain 

issues. 

 

Identity affirmation provided a second form of work and was also performed by 

corporate management. Identity affirmation had the purpose of ensuring 
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organizational members that the new identity referent was aligned with the 

existing values. This form of work was performed by connecting sustainability to 

the heritage of the company and to the existing values. By connecting 

sustainability to existing values, corporate management was attempting to 

negotiate tensions that arise in regards to misalignment between culture and 

sustainability. The new identity referent was also affirmed by external 

stakeholders; when H&M was ranked as the highest fashion retailer on various 

sustainability rankings it validated the process that the company was going 

through in order to construct a sustainability-focused identity. By having 

independent bodies validating the sustainability efforts made, it conveyed a 

message to both internal and external stakeholders that H&M was at the forefront 

of sustainability and that the company was sincere when claiming sustainability as 

a key identity referent. As such, independent bodies validating H&M as 

sustainable served the purpose of managing tensions related to image – identity 

discrepancies but to an even larger extent, it affirmed to both internal and external 

stakeholders that the claim of being sustainability-focused was authentic. 

 

Organizational members also performed identity work through identity protection. 

The finding that organizational members engaged in identity work through 

identity protection indicated that H&M had been successful in embedding 

sustainability in the organization and in changing the organizational identity. 

When organizational members engaged in identity work of this kind, it was in 

order to protect and defend H&M’s sustainable identity. This type of work was 

performed by dismissing criticism that H&M was not sustainable, by defending 

H&M as better than its image and by comparing H&M to others. Comparing 

H&M to others was supported by the independent and external recognition that 

H&M received; when comparing H&M to other fashion retailers, H&M was 

performing better on sustainability and though the company may not have been 
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fully sustainable in all its activities, at least the company was doing better than its 

competitors. 

 

Table 7.4 provide a summary of the types of identity work identified and an 

explanation of what these types of identity work to manage, negotiate and resolve 

barriers and tensions that arise in the process entails. 

 

Table 7.4 

Summary table of identity work  
Identity work performed Explanation of identity work 
Knowledge dissemination as key tool for 
identity management 

Knowledge dissemination through formal 
communication outlets such as annual reports, 
sustainability reports, websites etc. provide a 
platform through which corporate 
management can convey identity claims. Such 
platforms reach both internal and external 
stakeholders and signify to stakeholders that 
the identity change process is led from the 
top. Training and education are other types of 
identity work performed to enable the identity 
change process. 

Identity affirmation Various types of identity work are performed 
in order to affirm a sustainability-focused 
identity. in particular rankings and 
collaborations with NGO’s provide the 
organization with social validation from 
external stakeholders, affirming that the 
claims made are legitimate and authentic. 
Other forms of work performed to affirm 
identity includes utilizing cultural aspects 
such as heritage and existing identity referent 
and values.  

Identity protection Identity protection is a type of work that takes 
place in order to protect the organizational 
self-understanding that is threatened due to 
criticism from external stakeholders, and 
organizational members identification process 
with the organization. Organizational 
members take active part in these types of 
identity work that includes defending, 
dismissing and comparing to others. 
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The retrospective perspective in the concluding discussion of analysis, provided 

by the findings collected in 2014, illustrate that the process of becoming 

sustainable is an ongoing journey that requires constant and continuous identity 

work, a journey that H&M is committed to. Some of the barriers occurring in 2011 

are still challenging the process while most have been resolved. Tensions are also 

still arising but H&M has been able to manage some of them, in particular internal 

tensions. As the process of constructing a sustainability-focused identity continue, 

more barriers and tensions will be managed and resolved and new ones will arise; 

this is the dynamic nature of the sustainability-focused identity construction 

process. Reflecting on the challenges ahead, corporate management perceive mass 

consumption and a new approach to business as key challenges. New approach to 

business includes consumer behaviour, closing the loop and systemic change, 

issues and challenges that H&M will engage in through collaboration with 

industry peers and partnerships with other external stakeholders in their effort to 

resolving them. 

 

This chapter summary concludes my analysis of the empirical data. In the next 

chapter I will discuss my findings and how they relate, support and extend existing 

theoretical themes related to sustainability-focused identity. 
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Chapter 8  

Discussion of findings 

 

Introduction 

In the past couple of chapters I have discussed the topic of sustainability-focused 

identity, the themes in organizational identity theory that are most relevant to 

sustainability-focused identity, and outlined why it is a topic that implies barriers 

and tensions that must be negotiated, managed and resolved through identity work 

in order to enable the process of becoming sustainable. I have also presented the 

findings from my study of H&M’s experience. In this chapter I will discuss my 

findings and how they relate, extend and contribute new insights to the existing 

literature and debates. 

 

As I have outlined previously, my study sets out to explore the process of 

constructing a sustainability-focused identity at H&M, a global leader in fashion 

retail. My study has focused on the barriers and tensions that arise in this process 

and how H&M has performed identity work to manage, negotiate and resolve 

these barriers and tensions.  

 

Becoming sustainable is a long and challenging process for organizations as it 

involves issues beyond the organization that cannot be resolved by the 

organization alone (Loorbach, 2009). However, overall, it can be argued that 

sustainability is positive for an organization (Roberts & Dutton, 2009); internally 

it brings well-being and pride to employees, and it strengthens the relationship 

between employees and organizations by enabling employees to feel that what 

they do has greater meaning and purpose (Hamilton & Gioia, 2009). Pratt and 

Ashforth (2003) refer to this phenomenon as transcendence; when employees find 

meaning from what they do and from being part of the organization. However, 
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sustainability is obviously also positive for the greater good of society as it brings 

about alternative methods of doing business that are better for people and the 

planet (Googins et al., 2007; Werbach, 2009; Cramer & Karabell, 2010). Adding 

to this, despite research suggesting a lack of interest in CSR and sustainability 

among consumers (Devinney, Eckhardt & Belk, 2006), it can be argued that 

sustainable values may also strengthen the relation to key consumers and enable 

brand loyalty (Bhattacharya & Sen, 2004; Shuili, Bhattacharya & Sen, 2007).  

 

However, my findings indicate that despite the fact that sustainability is a key 

identity referent imbued with positive attributes, this does not imply that 

organizational members simply embrace sustainability as a new identity referent. 

Because organizational identity is important to organizational members who spend 

a good part of their life at work, and identify with the place where they work, 

organizational identity changes have an effect on individuals that are part of that 

organization (Russo, 1998; Alvesson, 2000; Hatch & Schultz, 2000). Generally 

speaking, the most immediate tension or reason for resisting sustainability as a 

new identity referent is the belief that it is inauthentic or due to the accusations of 

green washing from external stakeholders. In this case, sustainability could be 

seen as a negative attribute. However, as I illustrated by applying Googins et al’s 

(2007) sustainability mapping and by the sustainability rankings that H&M is 

achieving, H&M puts actions behind the identity claim; in the case of H&M, green 

washing is misplaced and unfair.  

 

Despite H&M putting words into action, the findings illustrate that fear of green 

washing is a barrier that arises in relation to externally communicating H&M’s 

sustainability-focused identity. The findings illustrated that barriers and tensions 

arise for a variety of reasons: some are due to internal challenges such as 

organizational structure, lack of communication and lack of local autonomy, but 
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also more fundamental challenges such as misalignment between sustainability 

and local culture, sustainability strategy ambiguities, and clashes between existing 

values and sustainability. Barriers and tensions also arise due to external aspects - 

an often illustrated finding in organizational identity studies is that image 

discrepancies act as a tension or threat to identity construction (e.g. Dutton & 

Dukerich, 1991; Gioia et al., 2000; Hatch & Schultz, 2002) and the findings from 

my case study support this. This tension is accentuated by the internal perception 

that the organization is not doing enough to rectify or create alignment between 

identity and image by communicating more extensively about the sustainable 

efforts and actions made by H&M. 

 

Identity work is both causing barriers and tensions as well as performed to resolve, 

negotiate and manage barriers and tensions. It is performed as a tool for 

introducing and claiming a new identity referent. When barriers and tensions arise, 

corporate management perform identity work in order to manage, negotiate and 

resolve issues. Corporate management approach barriers and tensions as 

knowledge challenges, and attempt to resolve them by increasing communication 

and knowledge dissemination internally as well as externally. Other types of 

identity work performed to resolve tensions are identity affirmative actions, 

legitimizing sustainability as a new key identity referent. While those two types of 

identity work are performed by corporate management, organizational members 

also take part in identity work through identity protection. This type of identity 

work is performed by dismissing criticism, defending H&M and comparing H&M 

with others. This type of identity work illustrates how significant the perspective 

of outsiders or external stakeholders is in the identity construction process: The 

organizational answer to who we are, who we are becoming, and how we are 

becoming is constantly weighed and compared to what outsiders express about the 
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organization. Identity is not necessarily adjusted, but it is compared, evaluated and 

reflected upon based on outsiders’ perspectives. 

  

In the remainder of this chapter I discuss the implications of my findings for 

existing theory on the topic. This chapter proceeds with a discussion on four key 

topics: 1) I start my discussion by arguing why sustainability-focused identity is 

relevant as a construct in itself. 2) This is followed by a discussion of what the 

process of constructing a sustainability-focused identity involves. I then discuss 

the two key issues that emerge in the process of constructing a sustainability-

focused identity. These are: 3) the impact of culture in constructing a 

sustainability-focused identity, and 4) the impact of image on sustainability-

focused identity construction. 

 

The construct of sustainability-focused identity  

My research has focused on a specific type of organizational identity construction: 

sustainability-focused identity. Sustainability and CSR as a specific context for 

organizational identity is a relatively new area for research and only a few studies 

have explored the topic (e.g. Amodeo, 2005; Brickson, 2007, 2013; Morsing & 

Roepstorff, 2014) and theorized concerning it (e.g. Hamilton & Gioia, 2009). 

Morsing & Roepstorff (2014) pointed out that a CSR or sustainability-focused 

identity carries a specific condition that set the context apart from other contexts 

because it is a promise to external stakeholders to improve the social and 

environmental conditions that the organization is part of. My study complements 

and extends past research and theorizing of sustainability-focused identity as a 

specific construct by illustrating specific requirements that define a sustainability-

focused identity construction process. There are three main reasons why 

sustainability-focused identity is a unique construct in itself: 1) it is an identity 

construction process initially motivated by pressure from external stakeholders or 
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by institutional pressure, 2) in order to identify the organization as having a 

sustainability-focused identity it is required that outsiders acknowledge the 

identity at some level and 3) it is required that specific actions are taken.  

 

Institutional pressure as a motivational factor for becoming sustainable 

The historical account of how H&M arrived at a point where it was necessary and 

relevant to ingrain sustainability to such an extent in the organization that it 

becomes part of the identity illustrate that various factors and events taking place 

kick-start the process. As discussed in the review of literature, sustainability-

focused identity is a relatively new research area and current research is limited. 

The existing literature suggests that companies engage in sustainability for a 

number of reasons such as institutional pressure (e.g. Dimaggio & Powell, 1983, 

Scott, 1995, Menguec et al., 2010), competitive advantage, legitimization and 

financial motivations (e.g. Vredenburg & Westley, 1993, Post & Altma, 1994, 

Lawrence & Morell, 1995, Bansal & Roth, 2000) and because organizational 

leaders feel an obligation towards society (Winn, 1995, Lawrence & Morell, 1995, 

Amodeo, 2005).  

  

The findings from my case study complement current research on what motivates 

sustainability, illustrating that a number of motivational factors were shown to 

have an effect of H&M’s sustainability motivation, but at different times in the 

process. While H&M’s sustainability efforts were initially motivated by 

institutional pressure as well as complying with regulations and anticipating future 

laws, shifts in motivation for increasing sustainability efforts occurred during the 

process. This supports past research on the evolution of sustainability from being 

reactive to being proactive (e.g. Carroll, 1999; Jermier et al.; 2006, Loorbach et 

al., 2009). H&M quickly adapted to a CSR agenda moving beyond compliance to 

a more comprehensive involvement in sustainability issues. With a point of 
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departure in Googins et all (2007), H&M moved swiftly from stage 1 to stage 2 

where compliance is in focus and rapidly started to build a CSR department, 

thereby increasing expert knowledge within the organization as well as increasing 

activities. During the process, complying with law and meeting the expectations of 

external stakeholders continued to influence the organizational sustainability 

strategy, but the main motivators shifted to being proactive rather than reactive, 

seeing opportunities in increasing sustainability efforts. As H&M became more 

advanced in regards to sustainability activities and knowledge level, motivational 

factors shifted to competitive advantage, seeing opportunities leading to the 

organization starting to embrace sustainability as a positive and value increasing 

attribute. As the depth of commitment to sustainability increased, the 

organizational leaders began to feel a moral obligation motivating the organization 

to strive for championship within their industry (Googins et al., 2007).  

 

Thus, a significant difference in sustainability-focused identity compared to, for 

instance, identity in a creative or innovative context, is that it is derived from 

motivational factors. Because sustainability is spurred by external and institutional 

pressure, it is seldom a process that organizations, in particular MNC’s, have 

initiated themselves. Sustainability is an aspect of business that organizations 

initially have been forced to engage in and deal with. Further, it is a never ending 

journey that, despite the level of sustainability, continues to be influenced by 

institutional pressure. Whereas organizational identity in a creative context peaks, 

when the organization ‘has arrived’, becoming sustainable never ends, as new 

demands are continuously placed on the company. 

 

Social validation from outsiders 

Hamilton & Gioia (2009) argue that sustainability-focused identity is relevant 

because organizations have the power to make fundamental societal changes; their 



258	
  

	
  

status as a social actor enables organizations to take actions that have significant 

impacts on society, and they have the ability to influence societies in a positive 

direction. However, such power also implies a promise when an organization 

embarks on a journey of becoming sustainable. It is a promise of doing something 

better and improving social and environmental issues, and it is not only a promise 

to internal stakeholders but indeed also to external stakeholders (Morsing & 

Roepstorff, 2014). It is difficult to imagine the same would be the case in other 

contexts such as creativity or innovation. While both contexts may lead to 

improvements for external stakeholders, it does not to the same extent imply a 

promise. Sustainability-focused identity is unique because it is a promise to the 

external world. Such a promise in turn implies acknowledgement from the outside 

world, otherwise the promise has no validity. This implies social validation 

(Ravasi & Phillips, 2011), which has been highlighted and understood by past 

research to be a legitimizing process of feedback from external stakeholders (Pratt 

& Kraatz, 2009; Gioia et al., 2010; Ravasi & Phillips, 2011). Thus, it does not 

make sense to talk about sustainability-focused identity unless external 

stakeholders acknowledge it and socially validate it.  

 

The findings from the data illustrate the point that a sustainability-focused identity 

must be acknowledged by outsiders in order to have validity (it may exist without 

outside acknowledgement but then it has no purpose or promise other than internal 

satisfaction as the promise is distinctly a promise to external stakeholders). The 

acknowledgement from outsiders is achieved through sustainability rankings, 

through collaborations with NGO’s and mediated visibility. While mediated 

visibility and acknowledgment are important, it is sustainability rankings as well 

as NGO collaborations that act as a ‘seal of approval’, as rankings and NGO’s are 

perceived as critical independent bodies of authority. By ranking the company as 

number one within the industry as well as by NGO’s agreeing to collaborations, 
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the sustainability-focused identity is approved, affirmed and acknowledged by 

outsiders. 

 

Thus, rankings have a significant impact on sustainability-focused identity 

construction as they serve the purpose of legitimizing identity claims and provide 

the organization with social validation of being sustainable. Past research has 

illustrated the role of rankings in identity construction processes; more 

specifically, Elsbach & Kramer (1996) studied how business school rankings pose 

an identity threat when rankings are not aligned with identity perception of the 

organization. The findings also illustrated that rankings are used to affirm positive 

identity attributes when schools are ranked better than expected (Elsbach & 

Kramer, 1996). While past research on organizational identity has illustrated that 

outsiders influence identity construction, these findings have implications for 

current theorizing on sustainability-focused identity construction as they imply 

that outsiders have a bigger impact on identity construction and that it is specific 

groups of outsiders who influence the identity construction process in a 

sustainability context. Thus, because sustainability-focused identity construction 

processes rely on social validation in the form of rankings and approval, the focus 

on external impact in current literature may be extended and elaborated when 

researching organizational identity in this particular context. 

  

Specific actions required  

A sustainability-focused identity entails sustainable actions and practices. As I 

have discussed previously, a sustainability-focused identity is defined as an 

organizational identity where sustainability is a key identity referent to the 

organization. As sustainability is never fully achieved, a sustainability-focused 

identity requires constant sustainability-focused actions (Hamilton and Gioia, 

2009). 
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It is theorized that agency and practice are particularly relevant in regards to 

sustainability-focused identity as sustainability actions spur the identity 

construction process (Amodeo, 2005, Hamilton & Gioia, 2009). Thus, increasing 

sustainability practices foster the belief that sustainability is a core component of 

the identity among internal stakeholders. The point made in the existing literature 

(Amodeo, 2005; Hamilton & Gioia, 2009) is that long-term sustainable actions are 

necessary in order to construct a sustainability-focused identity. At the same time 

as sustainability takes root, because of the sustainable practices, the sustainability-

focused identity is growing within the organization thereby motivating sustainable 

practices even further, thus strengthening the sustainability-focused identity. 

 

My case study complements the theorizing. Sustainable practices are necessary in 

order to construct a sustainability-focused identity; sustainable actions and 

practices are crucial as a foundation for constructing a sustainability-focused 

identity, as actions provide the foundation for both sense-making and sense-giving 

processes. Without comprehensive sustainable actions in place, it is impossible to 

tell what it is that H&M is doing that justifies a sustainability claim, and without 

telling what they are doing the company cannot claim to be sustainable. Thus the 

process of constructing a sustainability-focused identity implies a dynamic relation 

between sustainable practices and identity construction.  

 

However, it is not sufficient that sustainable practices are in place on a global level 

of the organization; it must also relate to a local context and the task and jobs 

carried out locally. The findings illustrate that local sustainability practice plays a 

significant role in the process of constructing a sustainability-focused identity; 

more specifically, a challenge arises when organizational members are not able to 

relate a new identity referent to practice. Organizational members may be able to 

recognize that the company engages in sustainability on a global level, but if their 
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daily tasks, routines and surroundings are not related to sustainability, it becomes 

a barrier for constructing a sustainability-focused identity.   

 

There is also a degree to actions and practice that must be in place; it is not enough 

to simply comply with the law, the company must have implemented 

sustainability measure to at more advanced level as indicated by Googins et al.’s 

research (2007). The findings from my case study support Googins et al.; H&M 

was at least at a stage 3-4 when mapped using Googins et al.’s mapping before it 

made sense to talk about sustainability being a key identity referent. Thus, having 

a CSR department that deals with issues in the supply chain does not lead to 

sustainability being a key identity referent; it is a process that begins when 

sustainability is so ingrained in the organization that it is part of all aspects and all 

considerations taken. 

 

Again, other contexts may imply specific actions as well, but the actions related to 

a creative context for instance are to a larger extent intangible. An example could 

be ‘Why are Alexander McQueen’s design considered more creative than Ralph 

Lauren for instance? What are the parameters for such an evaluation? This is 

difficult to answer, whereas the parameters for sustainability – though not 

straightforward – at least are possible to frame and define. 

 

Having discussed justification for framing organizational identity in a 

sustainability context as a unique construct under the label sustainability-focused 

identity, I now turn to a discussion of what the process of constructing such an 

identity involves. 
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The process of constructing a sustainability-focused identity  

What does the process of constructing a sustainability-focused identity look like 

and how is it possible to define whether an organization has a sustainability-

focused identity? In the previous section, I pointed out the reasons justifying the 

construct of sustainability-focused identity. In this section I will discuss how the 

process of becoming sustainable unfolds, what is involved and aspects utilized in 

the process. I will begin this section by discussing the process of constructing a 

sustainability-focused identity and then move on to discuss what aspects that are 

important and utilized in the process.  

 

The process of sustainability-focused identity construction 

Becoming sustainable and constructing a sustainability-focused identity involves 

processes. The process of constructing identity is a recurrent theme in 

organizational identity research, but a specific process perspective is a relatively 

new stream within the field. What is interesting about a process perspective is that 

it focuses on the process as it unfolds over time and on how an organization get 

from A to B, tying together the past, present and future (Hernes, 2007; Langley & 

Tsoukas, 2010; Schultz et al., 2012; Schultz & Hernes, 2012 and Langley et al., 

2013). Schultz et al. (2012) further theorizes that identity construction processes is 

related to actions, novelty, change, expressions and becoming. The focus on 

dynamic processes, doing something actively to shape the process and the 

interrelatedness between past, present and future makes a process perspective 

particularly relevant for sustainability-focused identity; I previously argued that 

agency plays an integral role for sustainability-focused identity and the findings 

furthermore suggest that building on the past referents may help the process of 

becoming sustainable along.  
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The findings from my study illustrate that the process of constructing a 

sustainability-focused identity is not linear, step by step or leading from A to B; it 

is rather circular, and a reaction to events, barriers and tensions arising outside and 

inside the organization that the organization responds to with reactions and 

actions. The process is an ongoing dynamic relation and conversation between 

sustainable actions, external reactions to actions, internal reflection leading to new 

actions and claims. This conversation results in sustainability becoming 

increasingly embedded in the organizational identity. This process, or processes as 

it is a process that is repeated again and again, is not guided by the question of 

who are we? Because sustainability-focused identity is relying on actions and 

practice, it is not a matter of asking the rather static question of who we are, but 

rather how do we go there, what does it take and who are we becoming? The 

process is illustrated in model 8.1. 

 

Model 8.1 

Sustainability-focused identity construction processes 
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The process that I have attempted to represent in a model is not linear, but 

captures the sequences that occur and interrelates. The sequences include the 

organizational sustainability vision represented through identity claims and 

practices, external stakeholders responding to sustainability claims and practice by 

either rejecting or validating it, which then feeds into the reflections of 

organizational members. Organizational members reflect, compare and weigh the 

feedback from external members which then feeds into the identity process, and 

appropriate adjustment of the internal understanding of who we are becoming. 

These reflections, along with response from external members then leads to new 

practices and claims with the purpose of aligning new identity claims with 

expectations or with the purpose of persuading external and internal stakeholders 

of who the organization is becoming. 

 

Organizational identity change and adaptation 

The process that H&M went through in order to construct a sustainability-focused 

identity implies change; while sustainability may be related to existing identity 

referents in the process, sustainability is a new key identity referent introduced 

when a new sustainability program is introduced. Whether organizational identity 

is capable of change represents one of the greatest debates within the field of 

organizational identity. Albert & Whetten (1985) argued that identity is stable, 

enduring and rarely subject to change, while research has illustrated that identity is 

both dynamic and unstable and subject to change (e.g. Dutton & Dukerich, 1991; 

Gioia & Thomas, 1996; Gioia et al., 2000; Hatch & Schultz, 2002; Corley, 2004 

and Ravasi & Schultz, 2006). The findings from my case study support existing 

theory that identity is subject to change; however it is not an entirely new identity 

that emerges, but rather incremental changes that are aligned with existing identity 

referents and values of the organization, complementing findings made by Ravasi 
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& Schultz (2006) and Ravasi & Phillips (2011). Thus, H&M does not have a 

completely new identity, but rather a new identity referent has been added to the 

existing identity.  

 

With H&M’s history in mind, and due to the fact that sustainability is a relatively 

new phenomenon and not an identity referent generally considered in the first 

decades that the organization existed, the identity has changed. Sustainability is 

part of how the organization defines itself, which it was not a couple of years ago. 

The change has been spurred both by external pressure and changes in the external 

environment. However, it is also motivated by management and internal members’ 

desire to leave a legacy and carry out meaningful work. The organization have a 

new vision, and although sustainability is already part of the organizational 

practice, and how they conduct business, sustainability does not become a key 

identity referent until identity work is performed to change the identity. Yet 

because it is already part of something that the organization does, management is 

able to push it even further through identity claims and identity affirmative 

actions.  

 

Past research illustrates that identity change may be resisted by organizational 

members if the changes do not carry positive associations (e.g. Brewer & Kramer, 

1984; Ashforth & Mael, 1989; Dutton, Dukerich and Harquail, 1994). In the case 

of a change to a sustainability-focused identity, it is not a threat to individual 

members’ identities, on the contrary. In fact, the increased positive features and 

positive feedback from the external environment such as rankings, external bodies 

and media talking about H&M’s new identity claim and actions in a positive light 

lead to members being more inclined to change. Thus, all the positive external 

feedback has a positive impact on how members perceive themselves, as research 

by Kjaergaard et al. has illustrated previously (2011).  
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Past research has illustrated that organizational identity is subject to change if 

significant environmental changes take place (e.g. Bouchikhi & Kimberly, 2003; 

Brunninge, 2004). Gioia, Schultz and Corley (2000) introduced the concept of 

adaptive instability, a situation referring to identities being unstable and adaptive, 

enabling organizations to respond and adapt to environmental changes. My 

findings suggest that some parts of identity are unstable and adaptive, but here it is 

an added identity referent, not one that replaces the other identity referents. 

Sustainability as an identity referent is added because the organization adapts to 

environmental changes. As the environment around H&M has changed, 

sustainability has become prominent and therefore (along with other factors) the 

identity changes. As such, it can be argued that a sustainability-focused identity 

orientation is a survival strategy for the future; the changing environment 

necessitates that in order to be attractive to internal and external stakeholders in 

the future, the organization must construct a sustainability-focused identity. Here 

the internal stakeholder aspect is interesting: sustainability is not just for external 

audiences but also to attract and make existing employees happy and satisfied with 

the organization.  

 

The process of constructing a sustainability-focused identity is not smooth. 

Despite sustainability being considered a positive attribute, I argued earlier that 

the concept of sustainability inevitably contains conflicting material. In my data 

analysis I saw that culture was a recurring topic in regards to barriers and tensions, 

and in the next section I will discuss how culture impacts sustainability-focused 

identity construction. 
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The impact of culture on sustainability-focused identity construction 

In my data analysis I found that many of my findings related to organizational 

culture issues. The findings illustrated how both barriers, tensions and identity 

work relate to culture. These were barriers due to organizational structure, due to 

central control versus local adaptation, tensions arsing due to misalignment 

between sustainability and local culture, and identity affirmation as a form of 

identity work utilizes cultural resources. Although my theoretical foundation is not 

organizational culture, these findings are interesting because they have 

implications for understanding sustainability-focused identity construction 

processes and how culture is involved in these processes.  

 

Culture as a tension arising in the process of constructing a sustainability-focused 

identity 

My findings illustrated barriers arising due to organizational structure and central 

control versus local adaptation. Barriers arising due to organizational structure 

extend past research on discrepancies occurring due to hierarchy level, illustrating 

that the further away from taking decisions in regard to identity organizational 

members are, the more reluctant they are to change (Corley, 2004). My study 

illustrated that it is more difficult to engage lower hierarchy members in the 

identity change process, leading to sustainability not being equally embedded 

throughout the organization. This is likely to be a barrier for organizations with an 

organizational structure spanning several countries and organizational levels and 

for retail organizations is a particular challenge. As retail staff perform functions 

and work that are not closely tied to traditional sustainability actions, are often far 

away from where such actions take place and as retail often have a high staff 

turnover, this organizational level poses a particular challenge in regards to 

sustainability-focused identity construction. This finding illustrates that the 

answers to ’how things are done here’ differ depending on organizational level; 



268	
  

	
  

the answer is not the same at HQ and at retail level as the job functions, the daily 

routines and the environment are vastly different 

 

The findings also identified barriers related to central control versus local 

adaptation of sustainability, referring to a need to adapt sustainability to local 

markets. When organizational members’ need to adapt the sustainability strategy 

to a local market is not met, it prohibits engagement with sustainability as a key 

identity referent as it becomes less relevant when it is not connected to local 

activities.  This is a general barrier illustrating that autonomy to some extent may 

be beneficial for adopting a sustainability-focused identity but would also lead to a 

less integrated or monolithic identity. Central control versus local adaptation is a 

barrier that arises because organizations aim to create coherence across markets 

ensuring that organizational identity and brand experience are the same regardless 

of national or cultural influences (Olins, 2003). However, in my case study I found 

that creating identity coherence and not taking local culture into account in turn 

creates a barrier. 

 

Furthermore, my findings pointed out that tensions arise when local culture is 

misaligned with sustainability. Past research has illustrated how sustainability 

must be manifested in the organizational culture in order to become sustainable 

(Amodeo, 2005) and theorized on the dynamic relation between culture and 

identity (Hatch and Schultz, 1997; 2000; 2002; 2004). Hatch & Schultz illustrated 

how both organizational culture and image influence identity as “identity 

expresses cultural understandings” and “reflecting embeds identity in culture” 

(Hatch & Schultz, 2004, p. 382). My study suggests that in the case where 

sustainability is not related to and expressed in local organizational culture, 

tensions arise in the sustainability-focused identity construction process as 

organizational members find it difficult to relate to sustainability in such cases.  
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I have previously discussed that a condition for constructing a sustainability-

focused identity is sustainable actions and practices. The findings illustrate that 

such actions and practices are not only relevant on a global level but must also be 

in place locally. As enacting sustainability actions and strategy is a job primarily 

dealt with at HQ, relating to supply chain issues, it does not offer a logical line of 

action at country offices or division of the organization not placed at HQ or 

production offices. However, in order to relate to sustainability as a key identity 

referent, sustainability must be present and tangible at local offices, and in this 

regard it must be embedded in “how we do things around here”. Thus, 

sustainability must relate to routines and everyday life of organizational members 

across the organization and not only be present at HQ. Drawing on Hatch & 

Schultz (2004), this implies that sustainability as a new identity referent must be 

expressed in local cultural understandings. 

 

Extending past theorizing and research, my findings suggest that relating local 

organizational culture to sustainability enables and assists the sustainability-

focused identity construction processes. This finding applies to two aspects: 

relating sustainability to the jobs, routines and tasks carried out locally and 

enabling sustainability through symbolic signifiers locally, for instance physical 

surroundings and artefacts.  

 

These findings imply that local sustainability actions must relate to the jobs and 

tasks carried out locally; if sustainability as a key identity referent is disconnected 

from what organizational members are engaged in daily, it is difficult to align 

sustainability with a local understanding of what the organizational identity is. In 

the case of sustainability-focused identity, the relation between practice and 

identity is tied together, and misalignment between practice and identity makes it 
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difficult to embrace a new identity referent. Symbolic actions such as recycling, 

fair trade products, physical signifiers and clear guidelines for how to carry out 

jobs and tasks sustainably enable the identity construction process, as the symbolic 

signifiers are embedded in the culture. Thus culture supports identity and enables 

identity to take hold in the organization.  

 

Barriers and tensions arise because of cultural understandings in the organization 

I have discussed how some of the barriers and tensions that arise in a 

sustainability-focused identity construction process arise because of organizational 

culture. In this section I will discuss how cultural understandings in an 

organization may be the reason that culture becomes a barrier to adopting a 

sustainability-focused identity. In order to understand how organizational culture 

is perceived in my case study and how this understanding may give rise to barriers 

and tensions, I will draw on Martins (2002) understanding of organizational 

culture; Joanne Martin (2002) has introduced 3 perspectives on culture that enable 

me to understand why this barrier to adopting a sustainability-focused identity and 

tensions arise.  

 

As explained in the previous chapter, one of the barriers identified relates to 

central control versus local adaption: Solutions must be similar in all markets in 

order to maintain a coherent identity and thus, the majority of decisions are taken 

at HQ, leaving little local autonomy. This barrier serves as an example of how 

internal understanding of organizational culture may pose a barrier to adopting a 

sustainability-focused identity in itself. 

 

In my findings I discussed how this barrier creates frustration among informants 

as they feel decisions are often incompatible with how things are done locally, and 

restricting actions. As I argued in the analysis, the centralization of decisions is 
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particularly noticeable for employees at country offices in regards to 

communication about sustainability; markets where local competitors have been 

communicating about sustainable values for a longer period of time lead to 

employees expressing the feeling of being left out, giving them a disadvantage in 

regards to sustainability or inhibiting them in expressing their identity. Thus 

central control becomes a barrier to adopting a sustainability-focused identity 

locally, because the framework that country offices are operating within is set by 

HQ and not framed based on local customs and expectations. Furthermore, the 

analysis illustrated how sustainability’s lack of relevance to jobs, tasks and 

routines at country office level is a tension arising in the process, as informants do 

not identify with sustainability as a key identity referent: their job simply does not 

involve or relate to sustainability.  

 

This example illustrates that when organizations assume to have an integrated 

culture but in fact have a differentiated culture, it creates a tension in itself. The 

tension does not arise because the culture is differentiated, it arises because 

identity management is based on the culture being integrated. Thus, when 

introducing a new identity referent, my findings illustrate how identity work 

performed to embed sustainability in the organizational culture was based on the 

culture being integrated and was the same across countries and all levels of the 

organization, though in fact organizational culture was differentiated (Martin, 

2002). 

  

The need for coherence is present and highlighted in numerous pieces of popular 

management literature, including branding and corporate identity (Olins, 2003); 

coherence and alignment between vision, culture and identity is furthermore 

highlighted as a necessity for creating a valuable brand (e.g. Hatch & Schultz, 

2008), so it is hardly surprising that organizations strive for a coherent identity and 
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integrated culture. Existing research has also illustrated that some form of shared 

understanding and agreement may be required in order to build a sustainability-

focused identity (Amodeo, 2008). However, my findings indicate that it is not 

necessary to have an integrated culture across all markets in order to construct a 

sustainability-focused identity. Yet accepting that the culture is differentiated and 

that sustainability will not have the same meaning across the entire organization is 

potentially key to resolving the barriers and tensions as a differentiated culture has 

relevance if sustainability is an identity referent as well as a cultural value or 

manifestation can be interpreted differently and to varying degrees amongst 

organizational members and across the organization, without it hindering the 

process of building a sustainability-focused identity. For instance, it seems 

obvious that sustainability is imbued with much greater meaning and value in the 

sustainability department than, for instance, in accounting. It also seems likely that 

sustainability is imbued with much greater meaning at HQ than country offices as 

HQ drives the sustainable actions and strategies. 

 

In this section I have discussed how culture and organizational understandings of 

culture may give rise to and act as barriers and tensions to adopting a 

sustainability-focused identity. The implications of these findings are that 

organizational culture influences and is involved in the process of constructing a 

sustainability-focused identity and that culture should be regarded to a larger 

extent in both literature and practice than has previously been the case. In the next 

subsection I will discuss how culture relates to identity work and whether identity 

management and cultural management are interchangeable in sustainability-

focused identity construction.   
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The involvement of culture in identity work 

My study illustrates that organizational culture is utilized as a resource in identity 

work. Why is culture a powerful and useful tool in performing identity work? 

Alvesson (2013) argues that organizational identity is an aspect of organizational 

culture, “…as culture provides the overall framework for how identity is being 

constructed” (Alvesson, 2013, p. 41). Past research has highlighted how aspects of 

culture can be utilized in identity work such as policies and procedures, and use of 

cultural artefacts and dress (e.g. Appadurai, 1986; Pratt & Rafaeli, 1997; Anand, 

Manz & Glick, 1998; Bechky, 2003; Feldman & Pentland, 2003; Anteby & 

Molnar, 2012). Past research exploring individual identity work with an emphasis 

on the social nature of identity has explored how culture is involved in the process 

of identity construction; these studies illustrate how cultural toolkits, resources or 

frames are employed in identity work (Swidler, 1986; Czarniawska, 1997; Callero, 

2003), and how a cultural discourse or vocabulary is employed in the process 

(Weick, 1995). By extension, individual identity work applies to organizational 

identity work. 

 

The importance of culture as a type of identity work is also illustrated in past 

research, suggesting that in order to construct a sustainability-focused identity, 

internal enablers must be facilitated to initiate a process of internal change 

(Amodeo, 2005; Hamilton & Gioia, 2009). Current research illustrates that this 

process of change is more successful in the cases where members can draw on 

existing core identity and cultural elements or heritage of the organization, which 

carries the same features associated with sustainability, i.e. positive traits such as 

respect and compassion (Ravasi & Schultz, 2006; Hamilton & Gioia, 2009; Ravasi 

and Phillips, 2011). The findings from my study illustrated that culture is utilized 

in identity work by connecting it to the heritage and existing values of the 

organization. These findings complement past research. My study illustrated that 
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tensions arise when sustainability as a new identity referent is not embedded and 

visible in local cultures. These tensions are managed and resolved in part by 

visible leadership and by connecting sustainability to organizational heritage and 

existing cultural values. My findings also illustrate that not utilizing cultural 

aspects and connecting sustainability to the culture acts as a barrier to adopting a 

sustainability-focused identity.  

 

These findings have implications for theory on sustainability-focused identity as 

they suggest that identity and culture are dynamically interrelated. This point has 

been made in regards to organizational identity by Hatch & Schultz (2000; 2004); 

Amodeo (2005) furthermore illustrated the significance of aligning identity and 

culture but current research on sustainability-focused identity does not exemplify 

the importance of utilizing culture as a type of identity work in order to avoid 

culture being a barrier to adopting a sustainability-focused identity. 

 

The extent to which an identity referent must be embedded in the culture 

In my introduction to this thesis, I wrote that at this point in time it is difficult to 

say anything about the extent to which sustainability should be a core referent in 

order for an organization to have a sustainability-focused identity, what it imbues, 

and for how long it should have been a core referent (Hamilton & Gioia, 2009). In 

my discussion I have argued that in order to construct a sustainability-focused 

identity, culture plays a significant role; culture is both a barrier and an enabler in 

the process. Cultural differences across the organization act as tensions to 

adopting a sustainability-focused identity because identity work is performed 

based on the understanding that culture is similar across the organization. At the 

same time, culture is a tool that is utilized in identity work. By utilizing cultural 

aspects and connecting culture to a new identity referent, culture becomes an 

enabler that assists organizational members in making sense of a new identity 
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referent. I have also argued that as part of the process of constructing a 

sustainability-focused identity, sustainability must be embedded in the 

organization. The question remains as to what extent this is the case. 

 

Past research on sustainability-focused identity illustrated that in order to become 

sustainable, it is necessary for sustainability to be deeply ingrained (Amodeo, 

2005). In her studies of the topic, Amodeo states: “Effectively ‘walking the talk’ of 

sustainability requires a general consensus that the values associated with the 

concept serve as the guiding light of all organizational decisions” (Amodeo, 

2005, p. 40). Such a statement points toward sustainability being integrated to 

such an extent that it is part of the basic assumptions of the organization. My study 

illustrated that ingraining sustainability as an identity referent to such an extent 

that it becomes part of basic cultural assumptions may not be necessary. Rather, 

utilizing and manifesting sustainability in cultural artifacts may provide 

organizational members with a sense of the new identity referent.  

 

Schein’s (2010) theorizing on cultural layers enables me to discuss this further. 

Schein (2010) operates with three layers of culture as discussed in my review of 

the literature, namely Artifacts, Espoused Beliefs and Values and Basic 

Underlying Assumptions. Where Artifatcts are manifestations on the surface level, 

they are also the most visible part of culture for outsiders. In my case, 

sustainability was not to a large extent visible to outsiders, but in my analysis I 

found that if sustainability is part of Artifacts, that is culture that is visible and 

tangible, it enables organizational members to make better sense of a new identity 

referent. Espoused Values and Beliefs refers to goals, aspirations and values of the 

culture. My study found that connecting a new identity referent to goals, 

aspirations and values of the culture, either by connecting a new referent to 
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existing values and heritage, or by exhibiting strong leadership, is necessary in 

order to embed sustainability in the culture.  

 

Thus, my findings also illustrated that visionary and visible leadership in regards 

to identity change is central to the process of sustainability-focused identity 

construction. Such findings suggest that at least connecting and manifesting a new 

referent in Artifacts and Espoused Beliefs and Values is beneficial and enables the 

process further. 

 

Are identity work and cultural work interchangeable? 

My discussion on the influence of organizational culture on the process of 

constructing a sustainability-focused identity leads to a central questions that has 

implications for both theory and practice: If culture is a barrier to adopting a 

sustainability-focused identity, does this then imply that identity work performed 

to manage, negotiate and resolve barriers and tensions is a matter of cultural work 

or management? Past research has illustrated the interrelatedness between identity 

and culture (e.g. Hatch & Schultz, 2000; 2002; 2004; Alvesson, 2014). The 

question is whether these two constructs – in a sustainability context – are 

interchangeable. This would have implications for both theory and practice.  In my 

discussion of the role of culture I have argued that sustainability as a key identity 

referent must be embedded in the local culture, that a sustainability-focused 

identity is difficult if the organization aims for an integrated culture and that 

utilizing cultural aspects enables the sustainability-focused identity construction 

process. This implies or suggests that identity work may be interchangeable with 

cultural work as both aspects are dynamically involved in the process or that 

identity work is part of cultural work. Such speculation requires the theoretical 

field of identity work to become more established as it is still a relatively new area 

of research.  
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In this section I have discussed how culture impacts a sustainability-focused 

identity construction process. In the next section I will turn to the image of the 

organization and how image impacts the process. I have already discussed how 

external stakeholders play a key role in the process. In the next section I will 

discuss in more detail how perceptions of external stakeholders influence and 

impact the process and what implications this has for theory. 

 

The impact of image on sustainability-focused identity construction 

Current literature presents a number of tensions arising in identity construction 

processes. These relate to optimal distinctiveness (Brewer, 1991, 1999, 2003; 

Hornsey & Hogg, 1999; Ashforth, 2001), resistance to change (e.g.Brewer & 

Kramer, 1985, Ashforth & Mael, 1989; Dutton, Dukerich & Harquail, 1994, 

Elsbach & Kramer, 1996, Brown & Starkey, 2000, Phillips & Kim, 2009), 

tensions between past and future identity (e.g. Corley, 2004; Corley & Gioia, 

2004; Ravasi & Phillips, 2011), and tensions due to identity-image discrepancies 

(e.g. Dutton & Dukerich, 1991, Gioia & Thomas, Gioia, 1996, Schultz & Corley, 

2000, Hatch & Schultz, 2000, 2002).  

 

My study focused specifically on the barriers and tensions arising in the 

sustainability-focused identity construction process and how they were managed, 

negotiated and resolved by performing identity work. While some of the tensions 

identified in past research were identified in the data analysis process, others did 

not have relevance for my specific focus. For instance, tensions arising due to 

optimal distinctiveness, a desire to be different but at the same time similar 

(Brewer, 1991), were not in focus. However, tensions related to past and future 

identity were identified in my study; the findings illustrate that in the process of 

constructing a sustainability-focused identity, tensions due to temporal identity 
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discrepancies (e.g. Corley, 2004; Corley & Gioia, 2004; Ravasi & Phillips, 2011), 

or vision-identity misalignment (Amodeo, 2005) occur. Such tensions arise when 

organizational members perceive a vision of a future identity and current identity 

as misaligned, thus, organizational members were aware of what the organization 

was striving to be but the identity is not yet there. In my case study, this tension 

arises because global sustainability action and vision are not aligned with local 

actions, and because vision and identity are not aligned with image. Other future 

identity discrepancies identified relate to projected image discrepancy (Ravasi & 

Phillips, 2011) a barrier that occurred when organizational members perceive that 

the way the organization portrays themselves to external stakeholders is 

misaligned with organizational identity. In my study, this barrier arises because 

organizational members feel that the headquarters and management are not 

communicating adequately about sustainable actions and efforts. 

 

While my findings complement past research, they also illustrated that identity-

image discrepancies were a pronounced tension occurring in the process. The 

tensions arising due to identity-image discrepancies are particularly interesting in 

regards to sustainability-focused identity, because, as I have argued, the process of 

constructing identity in a sustainability context is dependent on external 

stakeholders providing the organization with social validation. This implies that 

image may have a particularly important role for identity construction in a 

sustainability context. In this section I will discuss how image is a barrier and 

tension to adopting a sustainability-focused identity and then move on to how 

organizational members respond and perform identity work to resolve, negotiate 

and manage identity-image discrepancies. 

 

 

 



279	
  

	
  

Tensions arising due to identity-image discrepancies 

Much existing research on organizational identity has illustrated that image has a 

significant influence on identity construction processes (e.g. Dutton & Dukerich, 

1991; Hatch & Schultz, 1997; 2000; 2002); not surprisingly, my findings 

complement this research. What is interesting and worth exploring further is how 

image may have an even larger impact in a sustainability context than other 

contexts. 

 

With a few exceptions (e.g. Morsing & Roepstorff, 2014), past research on 

organizational identity in a sustainability context has tended to focus on internal 

aspects of the process and tensions arising internally (e.g. Amodeo, 2005; 

Hamilton & Gioia, 2009). While my study supports the focus on internal change 

and tensions arising in this regard, my findings also illustrate that image plays a 

significant role for the sustainability-focused identity construction. Embarking on 

a sustainability-focused identity process requires social validation, but at the same 

time it also leaves the organization vulnerable to negative feedback and criticism. 

This challenge arises because of tensions related to profit versus principles which I 

argue is a specific condition for identity construction in a sustainability context. 

Such tension leads to fear of green washing. Green washing in turn becomes a 

challenge because of the mediated attention that particular organizations receive 

when claiming a sustainability-focused identity, which in turn is an even bigger 

risk for organizations that are part of the fashion industry and other industries with 

an increased consumer focus and substantial use of natural resources. 

 

Social validation implies hyper responsiveness 

As discussed earlier, social validation and legitimizing feedback from external 

stakeholders is a feature that makes sustainability-focused identity a construct in 

itself. As argued, it is reasonable to assume that because a sustainability-focused 
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identity entails a commitment and promise to external stakeholders of improving 

social and environmental issues, how external stakeholders perceive the 

organization plays a more significant role in identity construction than in other 

contexts. However, the implication of social validation may be that the 

organization becomes hyper adaptive to external demands and expectations. This 

is illustrated by the constant response to incidental events taking place, that 

requires or leads to actions and a reflection of ‘who we are’ and ‘who we are not’.  

 

Past research has pointed to a situation of “hyper-adaptation” (Hatch & Schultz, 

2002), where identity adapts to the expectations of external stakeholders. I will 

argue that in my case study it may be more of a situation of “hyper 

responsiveness”, that is the organization responding swiftly as is expected of them 

to incidental events relating to sustainability. However, as “hyper responsiveness” 

is an integral part of being sustainable, it is what the organization has promised 

and is expected to do. Adding to this, if the organization was being hyper-

adaptive, it relates only to this identity referent of the organization and as such the 

adaptation is within the boundaries of a sustainability context. Thus the findings 

suggest that because sustainability as a context connects the organization to an 

even higher extent with external stakeholder expectations, image shapes and 

influences the identity construction process to a higher extent in a sustainability 

context, because it requires the organization to respond to expectations from 

external stakeholders. 

 

An example of “hyper responsiveness” is how a stance towards animal welfare 

affects a sustainability-focused identity construction. When a mediated event 

initiated by PETA arises in regards to how angora rabbits used for angora 

production are treated, H&M responds immediately. The media reported widely 

that the animals were treated cruelly in the production, which in turn led to H&M 
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responding to the accusations by cancelling and withdrawing all products 

immediately, followed up by mediated claims in press releases. The response led 

to a vast amount of news coverage about H&M’s fast response to the event linking 

it to the organization’s general strong stance on animal welfare. 

 

However, this does indicate that actions are altered due to external events and 

stakeholder pressure that in turn influences how H&M defines itself as an 

organization. In this case, H&M is the first to respond and act, which in turn leads 

to a self-understanding of being a front runner, then to a self-understanding that “if 

we are the first we are doing well, and we can be confident and believe that we are 

more sustainable than our competitors”. This understanding is affirmed by the 

media, which applauded H&M for responding to the issue of animal welfare. I call 

this hyper responsiveness rather than hyper adaptation because responsiveness 

does not imply that all sustainability related actions and responses are influencing 

identity, but it aids a self-understanding and self-definition process with 

sustainability as a key identity referent. Thus, positive mediated feedback when an 

organization is hyper responsive legitimizes the claims made by the organization 

in regards to sustainability. 

 

However, not all mediated feedback has a positive influence on the identity 

construction process. In the next section I will discuss how tensions caused by a 

disconnect between profits and principles are a barrier to adopting a sustainability-

focused identity. 

 

Profit versus principles as a specific tension arising in the process 

The findings from my study suggest that organizational identity in a sustainability 

context poses specific conditions that give rise to context specific tensions. Past 

research on identity in a sustainability context supports findings that context 



282	
  

	
  

specific tensions arise. Past studies have illustrated that lack of communication to 

external stakeholders about sustainability efforts prohibits the process of 

constructing a sustainability-focused identity (Perez & del Bosque, 2012), while 

other studies illustrate that socio-political contexts influence identity in cases 

where the context changes and the organization then alters their identity in order to 

create identity-image alignment (Morsing & Roepstorff, 2014). My study 

complements past research highlighting the role of external communication or 

lack of communication as a barrier to adopting a sustainability-focused identity. 

The findings illustrate that lack of communication to external stakeholders 

influences and presents a barrier because it prohibits social validation and 

legitimizing feedback from external stakeholders when they are not aware that 

sustainability is a key identity referent (Pratt & Kraatz, 2009; Gioia et al., 2010; 

Ravasi & Phillips, 2011). Thus lack of external communication as a barrier to 

adopting a sustainability focused identity is closely connected to identity-image 

discrepancies and tensions arising. 

 

Specific to sustainability-focused identity are tensions which arise due to 

ambiguities between sustainability and business models or due to profits versus 

principles, which were illustrated by the findings. This paradox represents one of 

the biggest challenges for high volume production industries wanting to become 

sustainable; the question raised will inevitably be whether high volume production 

is in any way compatible with sustainability as the type of production that high 

volume necessitates often uses a substantial amount of natural resources which is 

perceived as unsustainable. Adding to this, high volume also implies mass 

consumption, which is not compatible with sustainability either. This is not a 

challenge confined to the fashion industry, other high volume industries 

experience the same tensions; but it is accentuated in the fashion industry because 

the products may not be seen as necessities, as for instance food products are. 
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My study illustrated that the tensions and incompatibility between profits and 

principles, or of being a high street fashion retailer and being sustainable occur 

among organizational members.  Despite organizational members having 

significant awareness of how important sustainability is to the organization and of 

sustainable practices, this substantial tension arises because the industry category, 

in this case fashion retail, is perceived to be disconnected to sustainability and 

because organizational members are often met with negative feedback on this 

matter. The misalignment exists on two levels: first of all it arises because of 

organizational value misalignments; sustainability as a key identity referent and 

guideline for actions is misaligned with other organizational values, and on a 

much more fundamental level, sustainability is misaligned with the business 

model, i.e. profits versus principles is at stake. These tensions in turn cause an 

image-identity discrepancy because organizational members are met with negative 

feedback from external stakeholders expressing the perceived disconnect between 

profit and principles. The tensions caused by a disconnect between profit and 

principles have a significant impact both for theorizing sustainability-focused 

identity and practice as it is a tension that is unlikely to be aligned unless the 

business model is changed. 

 

Identity work performed to resolve identity-image discrepancies 

As discussed previously, identity work refers both to management actively 

managing identity as well as identity work which is performed by organizational 

members maintaining, revising and actively engaging in identity construction 

(Svenningsson & Alvesson, 2003). For both types of work, agency is central, 

whether the purpose of performing identity work is for change or identity 

maintenance. Past research has focused on identity management performed when 

identity-image discrepancies arise (e.g. Dutton & Dukerich, 1991; Elsbach & 
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Kramer, 1996; Ashforth & Mael, 1996; Gioia & Thomas, 1996; Glynn, 2000). The 

existing literature suggests that tensions are managed by either adapting or 

adjusting identity or be persuading outsiders to perceive the organization through 

an organizational lens.  

 

My study complements past research by illustrating that identity-image 

discrepancies are managed by persuading outsiders about who the organization is 

seen from an organizational lens. The work is performed by increasing 

information about sustainability as a key identity referent. However, identity-

image discrepancies are also resolved through other types of identity management, 

in particular identity work that seeks to obtain social validation of the organization 

claiming to be sustainable. Earlier I discussed how social validation is a 

requirement for constructing a sustainability-focused identity. It is also a type of 

work that is utilized to persuade outsiders that the organization is sustainable, 

thereby seeking to resolve identity-image discrepancies. My study illustrated that 

ranking plays a significant role in this type of identity management, as well as 

collaborations with NGO’s, as both rankings and collaborations provide the 

organization with a stamp of approval. 

 

My study furthermore illustrates that the perspective of external stakeholders and 

thus image both has negative and positive implications for a sustainability-focused 

identity construction process. When the organization experiences negative 

feedback, it creates doubt about a sustainability-focused identity. When the 

organization experience positive feedback it aids the internal adaptation of a 

sustainability-focused identity. Yet in instances where the negative feedback is 

perceived to be misaligned with practice and actions, organizational members 

reject the feedback. In such situations, the rejections of negative feedback are 

justified by lack of knowledge amongst external stakeholders. This is in contrast to 
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Elsbach & Kramer’s (1996) findings that organizational members will create new 

categories when confronted with negative feedback. Instead of creating new 

categories, organizational members compare the organization’s sustainability 

performance and conclude based on practice that the organization is better than 

those it is being compared to, thereby rejecting outsiders’ perspectives on the 

organization. Outsiders’ perspectives are furthermore rejected on the grounds that 

they – outsiders – do not have adequate information to evaluate sustainability, and 

thus due to the organization not communicating extensively enough about 

sustainability.  

 

This finding supports and extends Perez & del Bosque (2012) notion that lack of 

external communication about CSR and sustainability influences the identity 

construction process. Organizational members will blame the lack of external 

communication in cases where internal perspectives of identity are misaligned 

with external stakeholder’s perspectives of the organization. On the other hand, 

when organizational members experience positive feedback, this enhances and 

affirms the feeling of being sustainable. In this situation, it is a different type of 

responsiveness as it doesn’t relate to expectations, but more likely to fashion being 

an image-driven industry. Thus it is likely that the responsiveness is due to the 

emphasis on image in the industry and this is industry-specific. 

 

Past research on individual identity work has illustrated how individuals engage in 

identity protection when their identity is negatively perceived. Protection as a type 

of individual identity work is performed by rejecting negative perspectives, by 

persuading outsiders to change perspectives, by defending and by comparing to 

less favourable groups of individuals (e.g. Tajfel & Turner, 1986; Ouellet, 1994; 

Ashforth & Kreiner, 1999; Hogg, 2003; Kreiner, Ashforth & Sluss, 2006). My 

study found that organizational members take part in managing image-identity 
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discrepancies through similar types of identity protection. Rather than creating 

new categories, organizational members defend the organization and dismiss a 

misaligned image as incorrect. Identity protection also includes rejecting 

outsiders’ perspectives of the organization and by persuading outsiders to change 

the perception. Furthermore, my study illustrates that identity protection is also 

taking place by comparing the organization to industry peers with a less 

favourable sustainability image. This type of identity work leads to a dismissal of 

criticism and illustrates how organizational members try to persuade outsiders that 

their perception of the organization is incorrect. Thus my findings illustrate that by 

extension, identity protection as a type of individual identity work also applies to 

organizational identity work. 

 

Chapter summary 

In this chapter I have discussed the findings from the data and how they 

complement, extend and contribute to past research and theory. Overall, in this 

chapter I have attempted to contribute to building more theory on sustainability-

focused identity by discussing the implications of my study and how findings from 

my study along with past research can elaborate and extend theory on 

organizational identity in a sustainability context. 

 

Sustainability-focused identity is theorized as a positive identity attribute, but the 

positive aspects that sustainability entails do not imply that organizational 

members immediately accept sustainability as a new identity referent. As with 

other contexts for identity change processes, sustainability-focused identity 

construction is a process with a long term perspective that requires continuous 

actions and identity work. As with other identity change processes, a 

sustainability-focused identity process requires that the vision of becoming 
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sustainable moves towards alignment with the existing identity, with the culture of 

the organization as well as with the image of the organization.  

 

Despite similarities to other organizational identity change processes, my 

discussion illustrates that sustainability-focused identity is a construct in itself 

because it involves specific conditions that other contexts for identity construction 

do not involve. Sustainability-focused identity construction is a specific context 

for identity construction because it is a promise to external stakeholders of social 

and environmental improvements. Added to this, it is a process that for business to 

consumer organizations, multi-national companies with a consumer focus and for 

organizations that make extensive use of natural resources, is spurred by external 

pressure, requires specific sustainable actions and requires social validation from 

external stakeholders. 

 

The process of constructing a sustainability-focused identity involves sequences 

that are interrelated and dynamic. The organization’s sustainability vision is 

represented in claims and practices that are responded to by external stakeholders 

either rejecting or validating the claims made. Organizational members reflect on 

the response by external stakeholders which then feeds in to the identity work 

performed with the purpose of either adjusting identity or presenting new claims 

and practices with the purpose of persuading outsiders that vision and identity are 

aligned. The process carries similarities to the dynamic identity model theorized 

by Hatch & Schultz (2004); the process is not linear nor a step by step process but 

rather an ongoing reflection and conversation with agency in focus. Thus, 

sustainable practices spur the process as they are either rejected or validated by 

outsiders, leaving an impression on internal members who perform identity work.  
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Two key topics are involved in the process of constructing a sustainability-focused 

identity: the impact of culture and the impact of image. These two key topics act 

as barriers to adopting a sustainability-focused identity and are involved in the 

identity work performed to manage, negotiate and resolve barriers. Culture acts as 

a barrier to adopting a sustainability-focused identity because of organizational 

structures, and a differentiated culture that is not anticipated in the initial identity 

change process. More specifically, tensions arise when sustainability is not 

ingrained and manifested in cultures locally. Thus a new identity referent must 

also be part of the culture in order for organizational members to embrace it. 

Culture does not merely act as a barrier; because it has a significant role for 

adopting a sustainability-focused identity, culture is a powerful tool utilized in the 

identity work performed. Culture as a type of identity work is expressed by 

building on an organization’s heritage and connecting a new identity referent to 

existing values of the organization. Consequently, these findings imply that 

identity work is also a form of cultural management as culture and identity in a 

sustainability context are interrelated. 

 

Previous research has illustrated that identity-image discrepancies create tensions 

in an organization and that organizational members have a need to align identity 

and image.  Supporting past research, my study illustrates that image and the 

perspective of external stakeholders are particularly poignant for the 

sustainability-focused identity construction process. As a sustainability-focused 

identity construction process is reliant on social validation from outsiders, the 

opinion and perspectives of external stakeholders are crucial, as they have the 

power to reject rather than validate, thereby not providing the organization with 

the legitimizing feedback necessary for the process to take place. While past 

research has pointed to such a situation as leading to hyper-adaptation (Hatch & 

Schultz, 2002), I suggested that given the nature of sustainability-focused identity, 
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it may be a situation of hyper responsiveness. Hyper responsiveness in turn 

provides the organization with instant social validation when the organization 

receives positive mediated feedback for responding swiftly to a given situation or 

event related to sustainability.  

 

The discussion focused on specific tensions that arise in a sustainability context, 

namely tensions due to a disconnect between profits and principles. This poses a 

significant tension arising in the process of adopting a sustainability-focused 

identity as it is continuously spurred by negative feedback from external 

stakeholders. In order to overcome this tension, organizational members perform 

identity work by protecting the identity. This type of identity work has similarities 

to individual identity work where individuals engage in identity work by 

protecting their identity through defence, by rejecting criticism and by comparing 

themselves to other less favourable groups. 

 

Having discussed the implications of my findings, the next chapter will conclude 

with the main findings of my thesis, as well as outlining implications for practice, 

limitations of my study and suggestions for future research. 
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Chapter 9 

Conclusions  

 

This thesis has studied and explored the processes of sustainability-focused 

identity construction at a large multi-national retail organization. My research has 

been guided by a number of research questions that I have attempted to answer 

throughout the thesis. In the following I will conclude on the research questions 

and outline my main findings; this is followed by an outline of the implications 

my findings have for practice, the limitations of my study, and lastly suggestions 

for future research. 

 

How are barriers and tensions that arise in the processes of constructing a 

sustainability-focused identity managed, negotiated and resolved?  

Despite sustainability being a positive attribute, my study has illustrated that 

organizational members did not immediately accept sustainability as a new key 

identity referent but questioned its sincerity, authenticity and fit to existing values. 

Such questions and scepticism arose because sustainability is a promise to the 

external world that social and environmental improvements will be made, and 

organizational members feared that a vision of becoming sustainable was not 

aligned with the actions that needed to be taken to make such a claim and promise. 

The reason for such concerns were due to the specific conditions that give rise to 

and that must be met in order to claim a sustainability-focused identity. 

Sustainability as a key identity referent was spurred by external pressure and the 

process was initiated in order to meet the demands of external stakeholders and to 

obtain legitimacy for business purpose and conduct. This in turn implied that in 

order to be sustainable and construct a sustainability-focused identity, the 

organization needed social validation from external stakeholders in order for such 

claims to be legitimate. Rankings in particular provided such social validation and 
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a seal of approval for the actions taken and claims made in regards to 

sustainability. In order to obtain such social validation, and to build a resilient 

business, the organization initiated a sustainability program that went beyond 

compliance; embedding and integrating sustainability throughout the organization 

as a shared responsibility.  

 

The process taking place had a long term perspective and the aim to construct a 

sustainability-focused identity involved sustainable actions and practice and 

several forms of identity work performed and engaged in to enable the process of 

change. 

 

Which barriers and tensions arise in identity construction within the context 

of sustainability? 

I have identified three barriers to adopting a sustainability-focused identity; these 

were information and communication ambiguity, barriers related to organizational 

structure and central control versus local adaptation.  

 

Information and communication ambiguity involved lack of external 

communication about sustainability as a key identity referent. Lack of external 

communication acted as a barrier to adopting a sustainability-focused identity 

because it led organizational members to perceive identity and image as 

misaligned. Aligning identity and image was central to an internal adoption of a 

new key identity referent that implied a promise to external stakeholders.  

 

Barrier identified that related to organizational structure involved the retail level in 

an organization but could potentially also involve other levels that are 

disconnected from sustainability practices. Retail level acted as a barrier to 

adopting a sustainability-focused identity as this level of the organization was 



292	
  

	
  

harder to engage in sustainability due to staff turnover, proximity to actions and 

knowledge, daily routines and job tasks and limited access to traditional 

communication channels. 

 

Central control versus local adaption related to lack of local autonomy. Lack of 

autonomy acted as a barrier to adopting a sustainability-focused identity because 

organizational members operating on local markets compared and benchmarked 

sustainability engagement to local competitors and local sustainability events. 

Providing organizational members with autonomy would enable the adoption of 

sustainability-focused identity as sustainability as an identity referent was related 

to local sustainability signifiers. 

 

I furthermore identified three tensions that arose in the process of constructing a 

sustainability-focused identity. The three tensions were image discrepancies, 

sustainability strategy ambiguities and misalignment between sustainability claims 

and culture. 

 

Image discrepancies referred to identity-image discrepancies that occurred when 

organizational member’s perceptions of “who we are as an organization” were 

misaligned with how external stakeholders perceived the organization. Identity-

image discrepancies related to how an organization was portrayed in the media, 

the image among consumers, as well as the response that organizational members 

were met with from peers. 

 

Sustainability strategy ambiguities arose as a tension because organizational 

members had difficulty connecting existing organizational values with 

sustainability, due to conflicting values and purpose of business. The ambiguities 

were found to be pronounced for business models, entailing high volume 
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production that requires a manual workforce, makes use of natural resources and 

businesses that are price driven. 

 

Misalignment between sustainability claims and culture arose because 

sustainability was not embedded in culture. Because sustainability as a new 

identity referent was not embedded in the culture, it was difficult for 

organizational members to relate to it and embrace it. Tensions arose when 

sustainability was not part of job functions and tasks, the physical environment, 

daily routines and not made tangible to organizational members. 

 

What are the forms of identity work that organizational members employ to 

manage and negotiate arising barriers and tensions? 

I have identified three types of identity work performed in order to manage, 

negotiate and resolve the barriers and tensions that arose in the process of 

constructing a sustainability-focused identity. The three types of identity work 

identified were: knowledge dissemination as key tool for identity management, 

identity affirmation and identity protection. 

 

Knowledge dissemination as a type of identity work was identified as a key tool 

for management to manage identity. Knowledge dissemination through formal 

communication outlets such as annual reports, sustainability reports, and websites 

provided a platform through which corporate management could convey identity 

claims. Such platforms reached both internal and external stakeholders and 

signified to stakeholders that the identity change process was led from the top. 

Training and education were other types of identity work performed to enable the 

identity process of change. 
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Identity affirmation as a type of identity work was performed by management to 

affirm sustainability as a key identity referent. Various types of identity work were 

performed in order to affirm a sustainability-focused identity. In particular, 

rankings and collaborations with NGO’s provided the organization with social 

validation from external stakeholders, affirming that the claims made were 

legitimate and authentic. Other forms of work performed to affirm identity 

included utilizing cultural aspects such as heritage and existing identity referents 

and values. 

 

Identity protection as a form of identity work was carried out by organizational 

members in general. Identity protection was a type of work that took place in order 

to protect the organizational self-understanding that was threatened due to 

criticism from external stakeholders, and organizational members’ identification 

process with the organization. Organizational members took active part in these 

types of identity work that included defending, dismissing and comparing to 

others. 

 

What does the process of constructing a sustainability-focused identity entail? 

My study illustrated that the process of constructing a sustainability-focused 

identity was not linear nor a step by step process. The process was illustrated in 

model 8.1 exemplifying how vision of a new identity referent, reflections of 

internal and external stakeholders dynamically interact and provide feedback to 

the question of “who are we becoming?” The processes involved sequences that 

occurred continuously and were spurred by sustainable actions and claims about 

sustainability as a new identity referent that external stakeholders responded to, 

validated or rejected. The led to a reflection among organizational members 

weighing the validity of external feedback, if the external feedback were perceived 

to have relevance the reflection process led to a readjustment of identity which 



295	
  

	
  

then fed into vision and claims about the new identity referent. Thus, as with other 

processes, the process of constructing a sustainability-focused identity required 

constant actions, reflections and identity work.  

 

As past research has illustrated in regards to organizational identity construction, 

the process of constructing a sustainability-focused identity also required that the 

vision of becoming sustainable was aligned with the existing identity, with the 

culture of the organization and with image. Culture and image were two key 

themes occurring in the process, because barriers and tensions arose due to culture 

and image, but also because culture was utilized as a type of identity work 

performed in the process. Consequently, the conclusion of my discussion was that 

identity management is at the same time a matter of cultural management as the 

two constructs are tightly linked and interrelated in the process of constructing a 

sustainability-focused identity. 

 

Applied implications of findings 

On a practical level the findings have implications for companies embarking on a 

process of constructing a sustainability-focused identity. The implications are not 

confined to companies within the fashion industry, but apply to business to 

consumer companies of various types that make use of natural resources and have 

an impact on the communities that they operate in, and are part of. 

 

Sustainable action is a requirement  

Constructing a sustainability-focused identity requires that the organization have a 

sustainability program in place and are taking advanced sustainable actions. This 

is the foremost prerequisite for a sustainability-focused identity process. A 

sustainability program enabling the foundation of a sustainability-focused identity 

implies that the organization must move beyond compliance. Googins et al.’s 



296	
  

	
  

(2007) mapping of corporate governance illustrates that in order for constructing a 

sustainability-focused identity, organizations should be at least at stage 3 in order 

for such a process to make sense. The reason that organizations must be at an 

advanced sustainability stage is because organizational members are otherwise 

likely to reject a new identity referent if it is misaligned with actions of the 

organization, and external stakeholders are likely to accuse the organization of 

green washing if claims of being sustainable are made without actions to back it 

up. 

 

Leadership priority 

A further requirement that my findings and past research highlighted is that the 

process of constructing a sustainability-focused identity and implementing a 

comprehensive sustainability strategy throughout the organization must be led 

from the top (Amodeo, 2005). Corporate management must show leadership and 

vision. In order for the process to take place, it is required that it is on the agenda 

and prioritized by corporate management. In this respect, my findings suggest that 

making sustainability goals on a par with financial goals enables and aids the 

process. My findings furthermore exemplify that visual leadership strengthens the 

communication internally about a new identity referent. When communication 

about a new identity referent is voiced by the CEO it has a significant impact and 

makes the communication clearer. 

 

Clear communication strategy 

My findings illustrated that communication ambiguities is a barrier to adopting a 

sustainability-focused identity that must be dealt with on several levels. This 

finding implies that communication has a significant role in identity construction 

processes; it also illustrates the difficulties in communicating a complex issue such 

as sustainability. My findings suggest that increasing communication and 
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increasing other forms of knowledge dissemination such as training and education 

enable an organization to communicate a new identity referent more clearly 

internally. Specific sustainable product launches carrying the message further 

assist the organization in communicating a new identity referent to external 

stakeholders, and at the same time make sustainability more tangible to 

organizational members. Specific sustainable product launches, followed up by in 

store communication further aid the process of constructing a sustainability-

focused identity as it relates sustainability to daily routines and tasks at retail level. 

In turn, the increased level of consistent communication also enables the process 

of embedding sustainability in the culture.  

  

Connecting sustainability at retail level 

My findings illustrate that retail organizations are faced with a challenge in 

regards to disseminating knowledge to retail staff. Retail staff carry out specific 

tasks, serving customers in a high paced environment and do not, to the same 

extent as other organizational members, have access to information channels such 

as computers, and the company’s intranet. Adding to this challenge, retail 

organizations are often faced with a higher staff turnover at retail level than at 

other organizational levels. At the same time retail staff represent an important 

touching point with customers and end users and are a key brand ambassador for 

the organization. These findings and challenges demonstrate that it is valuable for 

a retail organization to introduce sustainability to retail staff and embed this at an 

organizational level.  As the means of communication channels are limited, 

finding alternative means of communicating that are efficient is key. My findings 

illustrate that this barrier can be overcome by introducing sustainability in 

introductory information to new retail staff members, making use of alternative 

types of communication such as film and backstage areas, investing in efficient 

training and being consistent in training retail staff as well as increasing in store 
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sustainability artifacts and messages. The findings also illustrated that connecting 

sustainability to everyday tasks of retail staff and providing symbolic signifiers 

within the retail space both in store and back stage increases the level of 

awareness and enables the process of embedding a new identity referent. 

 

Embedding and utilizing culture 

CSR and sustainability relates to both internal and external responsibilities, and a 

sustainability-focused identity entails a commitment and a promise of improving 

social and environmental issues (Morsing & Roepstorff, 2014). This is a vital 

point to bear in mind for companies and corporate management embarking on a 

journey of constructing a sustainability-focused identity; it is not only the 

organization that is being held liable for such a commitment and promise but also 

organizational members that are part of the company (Morsing & Roepstorff, 

2014). Getting organizational members on board and taking part in the journey 

will benefit the process. 

 

My findings from the study complement past research and illustrate that 

sustainability must be embedded in the organization in order for the process to 

take place (Amodeo, 2005, Googins et al., 2007, Hamilton & Gioia, 2009). This 

implies that sustainability should be integrated throughout the organization as a 

shared responsibility and not be the sole responsibility of a sustainability 

department. By sharing responsibility, it is much more likely that sustainability is 

embedded throughout the organization and related to organizational members’ 

daily organizational lives. By embedding sustainability throughout the 

organization, managers embarking on a sustainability-focused identity process 

furthermore enable organizational members to make sense of a new identity 

referent; if the referent is present and tangible it enables organizational members 

to make sense of the new identity. 
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My findings complement past research in illustrating that the process of becoming 

sustainable is helped by connecting sustainability to the heritage of the 

organization and existing referents (Ravasi & Schultz, 2006; Ravasi & Phillips, 

2011).When a new identity referent is associated with values and aspects of the 

identity and culture that organizational members are already familiar with, it 

enables members to embrace a new identity referent. 

 

Aligning identity and image 

Because sustainability-focused identity requires social validation form external 

stakeholders, the internal identity construction process must be backed up and take 

place simultaneously with identity work ensuring that identity and image are 

aligned. As organizational members are exposed to the mediated criticism as well 

as positive feedback on the organization’s sustainability credentials, the 

perspectives of outsiders have significant impact on the process. While sustainable 

actions provide the foundation for aligning identity and image, substantial efforts 

must be made to communicate the actions of organizations as well as allowing 

local markets to adapt to local sustainability interpretations. 

 

Limitations of my study 

As mentioned in chapter 4, my findings are based on a single case study. While a 

single case study has the advantage of in-depth data, it runs the risk of not being 

representative. My case study company is furthermore part of a specific industry 

with specific conditions, which implies that the findings are boundary specific; the 

findings are specific and likely to only apply to larger business to consumer 

companies that make use of natural resources, have high volume production and 

sell products to consumers. The findings are most likely going to have more 

relevance for companies whose actions are highly mediated as the mediated 
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visibility has an impact on strategy. Furthermore, for practical reasons, my 

primary data source, qualitative semi-structured interviews, were carried out at 

country office level and not at retail level. As retail staff comprise a large 

percentage of the organization, carrying out interviews with this group of 

organizational members would have been equally informative, but time, resources 

and practicalities did not allow for in-depth interviews with retail staff. In order to 

overcome this limitation, participant observation at store level was carried out 

instead.  

 

Suggestions for future research 

Sustainability-focused identity is a relatively new area for research, leaving room 

for a variety of the studies. The limitations of my study point to an opportunity to 

explore whether the findings will also apply to smaller companies, to companies in 

a different industrial context and to companies that are not business to consumer. 

The case company is also characterized by being best within its industry and by 

being run by the founding family. This leads to two interesting areas of research: 

Would the findings apply to organizations doing less well in regards to 

sustainability and would they apply to non-family led organizations. Along the 

same lines, a further exploration of the role of the founding family would be 

beneficial.  

 

Theorizing on sustainability-focused identity would furthermore benefit from 

studies exploring the impact an organizational sustainability-focused identity has 

on organizational members’ identification process. As sustainability is perceived 

as a positive identity attribute, what does this imply in regards to identification 

processes and individual identity work? 
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Lastly, I want to point out that my study leads to questions on how a 

sustainability-focused image is obtained. This also poses one of the Gordian knots 

for organizations engaged in sustainability struggling with obtaining a 

sustainability-focused image. Within this line of research, two related topics 

emerge: Exploring the tension between profits and principles and the perception 

that certain industries are inherently unsustainable would provide valuable insights 

to the field, and exploring the topic from a consumer perspective. 
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Online links and articles 

H&M CSR reports and Conscious sustainability reports available at: 

http://sustainability.hm.com/en/sustainability/downloads-

resources/reports/sustainability-reports.html 

 

Interbrand’s Best Global Green Brand ranking: 

http://www.bestglobalbrands.com/2014/ranking/ 

 

NIKE CSR Report 07-08-09 (2009): 

http://www.nikebiz.com/crreport/content/pdf/documents/en-US/full-report.pdf 

 

Siegle, L: Is H&M the new home of ethical fashion? The Observer, 7/4-2012: 

http://www.theguardian.com/business/2012/apr/07/hennes-mauritz-h-and-m 

http://www.statisticbrain.com/fashion-industry-statistics/.  

 

http://www.va.se/nyheter/naringslivets-maktigaste-kvinna-614072).  

 

World’s most ethical companies 2014 by Ethisphere: 

http://ethisphere.com/worlds-most-ethical/wme-honorees/ 
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1 http://www.statisticbrain.com/fashion-industry-statistics/. Estimated global turnover of the 
 
2 For more information about emmbers see  www.sustainableapparelcoalition.org and 
http://www.ethicaltrade.org.   
 
3 For examples of companies expressing the desire to make sustainability part of the 
organizational identity, see www.marksandspencer.co.uk, www.nike.com and www.hm.com 
 
4 H&M’s position as sustainability leader is illustrated in numerous media articles. Recently, 
H&M’s Head of Sustainability. Helena Helmersson was named the most powerful woman in 
business in Sweden due to her and the company’s impact on global sustainability issues 
reaching far beyond the company (http://www.va.se/nyheter/naringslivets-maktigaste-kvinna-
614072).  
 
5 I want to point out that like organizational identity, corporate identity is not a homogenous 
field of research; several definitions of corporate identity exist (Van Riel, 1995) as do various 
perspectives such as visual corporate identity and strategic corporate identity (Balmer, 1997). 
What these perspectives do share is a focus on the role of management in identity construction 
as well as a focus on external stakeholders as a primary audience – and through this a focus on 
the image of the organization as relevant in identity construction. 
6 This perspective on self-identity is of course also present in the work of G. H. Mead (1934) 
and E. Goffman (1959). Both Goffman and Mead were concerned with the self in social 
interaction, and how we construct our self-identity. 
 
7 http://www.statisticbrain.com/fashion-industry-statistics/. Estimated global turnover of the 
industry varies from source to source depending on what is included as the boundaries of the 
industry are fluid. 
 
8 http://www.fashionunited.com/global-fashion-industry-statistics-international-apparel 
 
9 http://www.oxforddictionaries.com/definition/english/fashion 
 
10 http://www.oxforddictionaries.com/definition/english/fashion 
 
11 Segmentation based on price points varies according to source. This is partly due to different 
price points between the European and American industry. Based on Hedegaard Jørgensen & 
Bech Hansen 2005, I have developed a simpler model to illustrate the traditional price points 
and segmentation of fashion companies and product offerings.  
 
12 http://www.spiegel.de/international/europe/interview-with-h-m-boss-on-bangladesh-working-
conditions-a-910054.html 
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13 http://about.hm.com/content/hm/aboutsection/en/About/Corporate-
Governance/Organisation/Executive-Management-Team.html#cm-menu 
 
14 During 2014, titles have been introduced so that employees now have formal titles 
 
15 http://ethisphere.com/worlds-most-ethical/wme-honorees/ 
 
16 I base my argument that H&M is recognized for its sustainability efforts on sustainability and 
related rankings where the company ranks highest within their sector as well as on articles 
appearing on the topic in recent magazines and newspapers. 
 
17 2012 Sustainability report: 
http://about.hm.com/content/dam/hm/about/documents/en/CSR/reports/Conscious%20Actions%
20Sustainability%20Report%202012_en.pdf 
 
18 H&M Style & Substance Sustainability report, 2009, p. 2 and 3 
 
19 H&M Conscious Actions report 2010, p. 4 and 5 
 
20 H&M Conscious Actions Highlight, 2011, p. 2 
 





TITLER I PH.D.SERIEN:

2004
1. Martin Grieger
 Internet-based Electronic Marketplaces
 and Supply Chain Management

2. Thomas Basbøll
 LIKENESS
 A Philosophical Investigation

3. Morten Knudsen
 Beslutningens vaklen
 En systemteoretisk analyse of mo-

derniseringen af et amtskommunalt 
sundhedsvæsen 1980-2000

4. Lars Bo Jeppesen
 Organizing Consumer Innovation
 A product development strategy that 

is based on online communities and 
allows some firms to benefit from a 
distributed process of innovation by 
consumers

5. Barbara Dragsted
 SEGMENTATION IN TRANSLATION 

AND TRANSLATION MEMORY 
 SYSTEMS
 An empirical investigation of cognitive
 segmentation and effects of integra-

ting a TM system into the translation 
process

6. Jeanet Hardis
 Sociale partnerskaber
 Et socialkonstruktivistisk casestudie 
 af partnerskabsaktørers virkeligheds-

opfattelse mellem identitet og 
 legitimitet

7. Henriette Hallberg Thygesen
 System Dynamics in Action

8. Carsten Mejer Plath
 Strategisk Økonomistyring

9. Annemette Kjærgaard
 Knowledge Management as Internal 
 Corporate Venturing

 – a Field Study of the Rise and Fall of a
  Bottom-Up Process

10. Knut Arne Hovdal
 De profesjonelle i endring
 Norsk ph.d., ej til salg gennem 
 Samfundslitteratur

11. Søren Jeppesen
 Environmental Practices and Greening 
 Strategies in Small Manufacturing 
 Enterprises in South Africa
 – A Critical Realist Approach

12. Lars Frode Frederiksen
 Industriel forskningsledelse
 – på sporet af mønstre og samarbejde 

i danske forskningsintensive virksom-
heder

13. Martin Jes Iversen
 The Governance of GN Great Nordic
 – in an age of strategic and structural
  transitions 1939-1988

14. Lars Pynt Andersen
 The Rhetorical Strategies of Danish TV 
 Advertising 
 A study of the first fifteen years with 
 special emphasis on genre and irony

15. Jakob Rasmussen
 Business Perspectives on E-learning

16. Sof Thrane
 The Social and Economic Dynamics 
 of Networks 
 – a Weberian Analysis of Three 
 Formalised Horizontal Networks

17. Lene Nielsen
 Engaging Personas and Narrative 
 Scenarios – a study on how a user-
 centered approach influenced the 
 perception of the design process in 

the e-business group at AstraZeneca

18. S.J Valstad
 Organisationsidentitet
 Norsk ph.d., ej til salg gennem 
 Samfundslitteratur



19. Thomas Lyse Hansen
 Six Essays on Pricing and Weather risk 

in Energy Markets

20.  Sabine Madsen
 Emerging Methods – An Interpretive
  Study of ISD Methods in Practice

21. Evis Sinani
 The Impact of Foreign Direct Inve-

stment on Efficiency, Productivity 
Growth and Trade: An Empirical Inve-
stigation

22. Bent Meier Sørensen
 Making Events Work Or, 
 How to Multiply Your Crisis

23. Pernille Schnoor
 Brand Ethos
 Om troværdige brand- og 
 virksomhedsidentiteter i et retorisk og 

diskursteoretisk perspektiv 

24. Sidsel Fabech
 Von welchem Österreich ist hier die 

Rede?
 Diskursive forhandlinger og magt-

kampe mellem rivaliserende nationale 
identitetskonstruktioner i østrigske 
pressediskurser 

25. Klavs Odgaard Christensen
 Sprogpolitik og identitetsdannelse i
  flersprogede forbundsstater
 Et komparativt studie af Schweiz og 
 Canada

26. Dana B. Minbaeva
 Human Resource Practices and 
 Knowledge Transfer in Multinational 
 Corporations

27. Holger Højlund
 Markedets politiske fornuft
 Et studie af velfærdens organisering i 
 perioden 1990-2003

28. Christine Mølgaard Frandsen
 A.s erfaring
 Om mellemværendets praktik i en 

transformation af mennesket og 
 subjektiviteten

29. Sine Nørholm Just
 The Constitution of Meaning
 – A Meaningful Constitution? 
 Legitimacy, identity, and public opinion 

in the debate on the future of Europe

2005
1. Claus J. Varnes
 Managing product innovation through 
 rules – The role of formal and structu-

red methods in product development

2. Helle Hedegaard Hein
 Mellem konflikt og konsensus
 – Dialogudvikling på hospitalsklinikker

3. Axel Rosenø
 Customer Value Driven Product Inno-

vation – A Study of Market Learning in 
New Product Development

4. Søren Buhl Pedersen
 Making space
 An outline of place branding

5. Camilla Funck Ellehave
 Differences that Matter
 An analysis of practices of gender and 
 organizing in contemporary work-

places

6. Rigmor Madeleine Lond
 Styring af kommunale forvaltninger

7. Mette Aagaard Andreassen
 Supply Chain versus Supply Chain
 Benchmarking as a Means to 
 Managing Supply Chains

8. Caroline Aggestam-Pontoppidan
 From an idea to a standard
 The UN and the global governance of 
 accountants’ competence

9. Norsk ph.d. 

10. Vivienne Heng Ker-ni
 An Experimental Field Study on the 



 Effectiveness of Grocer Media 
 Advertising 
 Measuring Ad Recall and Recognition, 
 Purchase Intentions and Short-Term 

Sales

11. Allan Mortensen
 Essays on the Pricing of Corporate 

Bonds and Credit Derivatives

12. Remo Stefano Chiari
 Figure che fanno conoscere
 Itinerario sull’idea del valore cognitivo 

e espressivo della metafora e di altri 
tropi da Aristotele e da Vico fino al 
cognitivismo contemporaneo

13. Anders McIlquham-Schmidt
 Strategic Planning and Corporate 
 Performance
 An integrative research review and a 
 meta-analysis of the strategic planning 
 and corporate performance literature 
 from 1956 to 2003

14. Jens Geersbro
 The TDF – PMI Case
 Making Sense of the Dynamics of 
 Business Relationships and Networks

15 Mette Andersen
 Corporate Social Responsibility in 
 Global Supply Chains
 Understanding the uniqueness of firm 
 behaviour

16.  Eva Boxenbaum
 Institutional Genesis: Micro – Dynamic
 Foundations of Institutional Change

17. Peter Lund-Thomsen
 Capacity Development, Environmental 
 Justice NGOs, and Governance: The 

Case of South Africa

18. Signe Jarlov
 Konstruktioner af offentlig ledelse

19. Lars Stæhr Jensen
 Vocabulary Knowledge and Listening 
 Comprehension in English as a Foreign 
 Language

 An empirical study employing data 
 elicited from Danish EFL learners

20. Christian Nielsen
 Essays on Business Reporting
 Production and consumption of  

strategic information in the market for 
information

21. Marianne Thejls Fischer
 Egos and Ethics of Management 
 Consultants

22. Annie Bekke Kjær
 Performance management i Proces-
 innovation 
 – belyst i et social-konstruktivistisk
 perspektiv

23. Suzanne Dee Pedersen
 GENTAGELSENS METAMORFOSE
 Om organisering af den kreative gøren 

i den kunstneriske arbejdspraksis

24. Benedikte Dorte Rosenbrink
 Revenue Management
 Økonomiske, konkurrencemæssige & 
 organisatoriske konsekvenser

25. Thomas Riise Johansen
 Written Accounts and Verbal Accounts
 The Danish Case of Accounting and 
 Accountability to Employees

26. Ann Fogelgren-Pedersen
 The Mobile Internet: Pioneering Users’ 
 Adoption Decisions

27. Birgitte Rasmussen
 Ledelse i fællesskab – de tillidsvalgtes 
 fornyende rolle

28. Gitte Thit Nielsen
 Remerger
 – skabende ledelseskræfter i fusion og 
 opkøb

29. Carmine Gioia
 A MICROECONOMETRIC ANALYSIS OF 
 MERGERS AND ACQUISITIONS



30. Ole Hinz
 Den effektive forandringsleder: pilot, 
 pædagog eller politiker?
 Et studie i arbejdslederes meningstil-

skrivninger i forbindelse med vellykket 
gennemførelse af ledelsesinitierede 
forandringsprojekter

31. Kjell-Åge Gotvassli
 Et praksisbasert perspektiv på dynami-

ske 
 læringsnettverk i toppidretten
 Norsk ph.d., ej til salg gennem 
 Samfundslitteratur

32. Henriette Langstrup Nielsen
 Linking Healthcare
 An inquiry into the changing perfor-
 mances of web-based technology for 
 asthma monitoring

33. Karin Tweddell Levinsen
 Virtuel Uddannelsespraksis
 Master i IKT og Læring – et casestudie 

i hvordan proaktiv proceshåndtering 
kan forbedre praksis i virtuelle lærings-
miljøer

34. Anika Liversage
 Finding a Path
 Labour Market Life Stories of 
 Immigrant Professionals

35. Kasper Elmquist Jørgensen
 Studier i samspillet mellem stat og   

 erhvervsliv i Danmark under 
 1. verdenskrig

36. Finn Janning
 A DIFFERENT STORY
 Seduction, Conquest and Discovery

37. Patricia Ann Plackett
 Strategic Management of the Radical 
 Innovation Process
 Leveraging Social Capital for Market 
 Uncertainty Management

2006
1. Christian Vintergaard
 Early Phases of Corporate Venturing

2. Niels Rom-Poulsen
 Essays in Computational Finance

3. Tina Brandt Husman
 Organisational Capabilities, 
 Competitive Advantage & Project-

Based Organisations
 The Case of Advertising and Creative 
 Good Production

4. Mette Rosenkrands Johansen
 Practice at the top
 – how top managers mobilise and use
 non-financial performance measures

5. Eva Parum
 Corporate governance som strategisk
 kommunikations- og ledelsesværktøj

6. Susan Aagaard Petersen
 Culture’s Influence on Performance 
 Management: The Case of a Danish 
 Company in China

7. Thomas Nicolai Pedersen
 The Discursive Constitution of Organi-

zational Governance – Between unity 
and differentiation

 The Case of the governance of 
 environmental risks by World Bank 

environmental staff

8. Cynthia Selin
 Volatile Visions: Transactons in 
 Anticipatory Knowledge

9. Jesper Banghøj
 Financial Accounting Information and  

 Compensation in Danish Companies

10. Mikkel Lucas Overby
 Strategic Alliances in Emerging High-

Tech Markets: What’s the Difference 
and does it Matter?

11. Tine Aage
 External Information Acquisition of 
 Industrial Districts and the Impact of 
 Different Knowledge Creation Dimen-

sions
 



 A case study of the Fashion and  
Design Branch of the Industrial District 
of Montebelluna, NE Italy

12. Mikkel Flyverbom
 Making the Global Information Society 
 Governable
 On the Governmentality of Multi- 

Stakeholder Networks

13. Anette Grønning
 Personen bag
 Tilstedevær i e-mail som inter-

aktionsform mellem kunde og med-
arbejder i dansk forsikringskontekst

14. Jørn Helder
 One Company – One Language?
 The NN-case

15. Lars Bjerregaard Mikkelsen
 Differing perceptions of customer 

value
 Development and application of a tool 

for mapping perceptions of customer 
value at both ends of customer-suppli-
er dyads in industrial markets

16. Lise Granerud
 Exploring Learning
 Technological learning within small 
 manufacturers in South Africa

17. Esben Rahbek Pedersen
 Between Hopes and Realities: 
 Reflections on the Promises and 
 Practices of Corporate Social 
 Responsibility (CSR)

18. Ramona Samson
 The Cultural Integration Model and 
 European Transformation.
 The Case of Romania

2007
1. Jakob Vestergaard
 Discipline in The Global Economy
 Panopticism and the Post-Washington 
 Consensus

2. Heidi Lund Hansen
 Spaces for learning and working
 A qualitative study of change of work, 
 management, vehicles of power and 
 social practices in open offices

3. Sudhanshu Rai
 Exploring the internal dynamics of 

software development teams during 
user analysis

 A tension enabled Institutionalization 
 Model; ”Where process becomes the 
 objective”

4. Norsk ph.d. 
 Ej til salg gennem Samfundslitteratur

5. Serden Ozcan
 EXPLORING HETEROGENEITY IN 
 ORGANIZATIONAL ACTIONS AND 
 OUTCOMES
 A Behavioural Perspective

6. Kim Sundtoft Hald
 Inter-organizational Performance 
 Measurement and Management in 

Action
 – An Ethnography on the Construction 

of Management, Identity and 
 Relationships

7. Tobias Lindeberg
 Evaluative Technologies
 Quality and the Multiplicity of 
 Performance

8. Merete Wedell-Wedellsborg
 Den globale soldat
 Identitetsdannelse og identitetsledelse 

i multinationale militære organisatio-
ner

9. Lars Frederiksen
 Open Innovation Business Models
 Innovation in firm-hosted online user 
 communities and inter-firm project 
 ventures in the music industry 
 – A collection of essays

10. Jonas Gabrielsen
 Retorisk toposlære – fra statisk ’sted’ 

til persuasiv aktivitet



11. Christian Moldt-Jørgensen
 Fra meningsløs til meningsfuld  

evaluering.
 Anvendelsen af studentertilfredsheds-
 målinger på de korte og mellemlange  

 videregående uddannelser set fra et 
 psykodynamisk systemperspektiv

12. Ping Gao
 Extending the application of 
 actor-network theory
 Cases of innovation in the tele-
 communications industry

13. Peter Mejlby
 Frihed og fængsel, en del af den 

samme drøm? 
 Et phronetisk baseret casestudie af 
 frigørelsens og kontrollens sam-

eksistens i værdibaseret ledelse! 
 
14. Kristina Birch
 Statistical Modelling in Marketing

15. Signe Poulsen
 Sense and sensibility: 
 The language of emotional appeals in 

insurance marketing

16. Anders Bjerre Trolle
 Essays on derivatives pricing and dyna-

mic asset allocation

17. Peter Feldhütter
 Empirical Studies of Bond and Credit 

Markets

18. Jens Henrik Eggert Christensen
 Default and Recovery Risk Modeling 

and Estimation

19. Maria Theresa Larsen
 Academic Enterprise: A New Mission 

for Universities or a Contradiction in 
Terms?

 Four papers on the long-term impli-
cations of increasing industry involve-
ment and commercialization in acade-
mia

20.  Morten Wellendorf
 Postimplementering af teknologi i den  

 offentlige forvaltning
 Analyser af en organisations konti-

nuerlige arbejde med informations-
teknologi

21.  Ekaterina Mhaanna
 Concept Relations for Terminological 

Process Analysis

22.  Stefan Ring Thorbjørnsen
 Forsvaret i forandring
 Et studie i officerers kapabiliteter un-

der påvirkning af omverdenens foran-
dringspres mod øget styring og læring

23.  Christa Breum Amhøj
 Det selvskabte medlemskab om ma-

nagementstaten, dens styringstekno-
logier og indbyggere

24.  Karoline Bromose
 Between Technological Turbulence and 

Operational Stability
 – An empirical case study of corporate 

venturing in TDC

25.  Susanne Justesen
 Navigating the Paradoxes of Diversity 

in Innovation Practice
 – A Longitudinal study of six very 
 different innovation processes – in 

practice

26.  Luise Noring Henler
 Conceptualising successful supply 

chain partnerships
 – Viewing supply chain partnerships 

from an organisational culture per-
spective

27.  Mark Mau
 Kampen om telefonen
 Det danske telefonvæsen under den 

tyske besættelse 1940-45

28.  Jakob Halskov
 The semiautomatic expansion of 

existing terminological ontologies 
using knowledge patterns discovered 



on the WWW – an implementation 
and evaluation

29.  Gergana Koleva
 European Policy Instruments Beyond 

Networks and Structure: The Innova-
tive Medicines Initiative

30.  Christian Geisler Asmussen
 Global Strategy and International 
 Diversity: A Double-Edged Sword?

31.  Christina Holm-Petersen
 Stolthed og fordom
 Kultur- og identitetsarbejde ved ska-

belsen af en ny sengeafdeling gennem 
fusion

32.  Hans Peter Olsen
 Hybrid Governance of Standardized 

States
 Causes and Contours of the Global 

Regulation of Government Auditing

33.  Lars Bøge Sørensen
 Risk Management in the Supply Chain

34.  Peter Aagaard
 Det unikkes dynamikker
 De institutionelle mulighedsbetingel-

ser bag den individuelle udforskning i 
professionelt og frivilligt arbejde

35.  Yun Mi Antorini
 Brand Community Innovation
 An Intrinsic Case Study of the Adult 

Fans of LEGO Community

36.  Joachim Lynggaard Boll
 Labor Related Corporate Social Perfor-

mance in Denmark
 Organizational and Institutional Per-

spectives

2008
1. Frederik Christian Vinten
 Essays on Private Equity

2.  Jesper Clement
 Visual Influence of Packaging Design 

on In-Store Buying Decisions

3.  Marius Brostrøm Kousgaard
 Tid til kvalitetsmåling?
 – Studier af indrulleringsprocesser i 

forbindelse med introduktionen af 
kliniske kvalitetsdatabaser i speciallæ-
gepraksissektoren

4. Irene Skovgaard Smith
 Management Consulting in Action
 Value creation and ambiguity in 
 client-consultant relations

5.  Anders Rom
 Management accounting and inte-

grated information systems
 How to exploit the potential for ma-

nagement accounting of information 
technology

6.  Marina Candi
 Aesthetic Design as an Element of 
 Service Innovation in New Technology-

based Firms

7.  Morten Schnack
 Teknologi og tværfaglighed
 – en analyse af diskussionen omkring 
 indførelse af EPJ på en hospitalsafde-

ling

8. Helene Balslev Clausen
 Juntos pero no revueltos – un estudio 

sobre emigrantes norteamericanos en 
un pueblo mexicano

9. Lise Justesen
 Kunsten at skrive revisionsrapporter.
 En beretning om forvaltningsrevisio-

nens beretninger

10. Michael E. Hansen
 The politics of corporate responsibility:
 CSR and the governance of child labor 

and core labor rights in the 1990s

11. Anne Roepstorff
 Holdning for handling – en etnologisk 

undersøgelse af Virksomheders Sociale 
Ansvar/CSR



12. Claus Bajlum
 Essays on Credit Risk and 
 Credit Derivatives

13. Anders Bojesen
 The Performative Power of Competen-

ce  – an Inquiry into Subjectivity and 
Social Technologies at Work

14. Satu Reijonen
 Green and Fragile
 A Study on Markets and the Natural  

Environment

15. Ilduara Busta
 Corporate Governance in Banking
 A European Study

16. Kristian Anders Hvass
 A Boolean Analysis Predicting Industry 

Change: Innovation, Imitation & Busi-
ness Models

 The Winning Hybrid: A case study of 
isomorphism in the airline industry

17. Trine Paludan
 De uvidende og de udviklingsparate
 Identitet som mulighed og restriktion 

blandt fabriksarbejdere på det aftaylo-
riserede fabriksgulv

18. Kristian Jakobsen
 Foreign market entry in transition eco-

nomies: Entry timing and mode choice

19. Jakob Elming
 Syntactic reordering in statistical ma-

chine translation

20. Lars Brømsøe Termansen
 Regional Computable General Equili-

brium Models for Denmark
 Three papers laying the foundation for 

regional CGE models with agglomera-
tion characteristics

 
21. Mia Reinholt
 The Motivational Foundations of 

Knowledge Sharing

22.  Frederikke Krogh-Meibom
 The Co-Evolution of Institutions and 

Technology
 – A Neo-Institutional Understanding of 

Change Processes within the Business 
Press – the Case Study of Financial 
Times

23. Peter D. Ørberg Jensen
 OFFSHORING OF ADVANCED AND 

HIGH-VALUE TECHNICAL SERVICES: 
ANTECEDENTS, PROCESS DYNAMICS 
AND FIRMLEVEL IMPACTS

24. Pham Thi Song Hanh
 Functional Upgrading, Relational 
 Capability and Export Performance of 

Vietnamese Wood Furniture Producers

25. Mads Vangkilde
 Why wait?
 An Exploration of first-mover advanta-

ges among Danish e-grocers through a 
resource perspective

26.  Hubert Buch-Hansen
 Rethinking the History of European 

Level Merger Control
 A Critical Political Economy Perspective

2009
1. Vivian Lindhardsen
 From Independent Ratings to Commu-

nal Ratings: A Study of CWA Raters’ 
Decision-Making Behaviours

2. Guðrið Weihe
 Public-Private Partnerships: Meaning 

and Practice

3. Chris Nøkkentved
 Enabling Supply Networks with Colla-

borative Information Infrastructures
 An Empirical Investigation of Business 

Model Innovation in Supplier Relation-
ship Management

4.  Sara Louise Muhr
 Wound, Interrupted – On the Vulner-

ability of Diversity Management



5. Christine Sestoft
 Forbrugeradfærd i et Stats- og Livs-

formsteoretisk perspektiv

6. Michael Pedersen
 Tune in, Breakdown, and Reboot: On 

the production of the stress-fit self-
managing employee

7.  Salla Lutz
 Position and Reposition in Networks 
 – Exemplified by the Transformation of 

the Danish Pine Furniture Manu-
 facturers

8. Jens Forssbæck
 Essays on market discipline in 
 commercial and central banking

9. Tine Murphy
 Sense from Silence – A Basis for Orga-

nised Action 
 How do Sensemaking Processes with 

Minimal Sharing Relate to the Repro-
duction of Organised Action?

10. Sara Malou Strandvad
 Inspirations for a new sociology of art: 

A sociomaterial study of development 
processes in the Danish film industry

11. Nicolaas Mouton
 On the evolution of social scientific 

metaphors: 
 A cognitive-historical enquiry into the 

divergent trajectories of the idea that 
collective entities – states and societies, 
cities and corporations – are biological 
organisms.

12. Lars Andreas Knutsen
 Mobile Data Services:
 Shaping of user engagements

13. Nikolaos Theodoros Korfiatis
 Information Exchange and Behavior
 A Multi-method Inquiry on Online 

Communities

14.  Jens Albæk
 Forestillinger om kvalitet og tværfaglig-

hed på sygehuse
 – skabelse af forestillinger i læge- og 

plejegrupperne angående relevans af 
nye idéer om kvalitetsudvikling gen-
nem tolkningsprocesser

15.  Maja Lotz
 The Business of Co-Creation – and the 

Co-Creation of Business

16. Gitte P. Jakobsen
 Narrative Construction of Leader Iden-

tity in a Leader Development Program 
Context

17. Dorte Hermansen
 ”Living the brand” som en brandorien-

teret dialogisk praxis:
 Om udvikling af medarbejdernes 

brandorienterede dømmekraft

18. Aseem Kinra
 Supply Chain (logistics) Environmental 

Complexity

19. Michael Nørager
 How to manage SMEs through the 

transformation from non innovative to 
innovative? 

20.  Kristin Wallevik
 Corporate Governance in Family Firms
 The Norwegian Maritime Sector

21. Bo Hansen Hansen
 Beyond the Process
 Enriching Software Process Improve-

ment with Knowledge Management

22. Annemette Skot-Hansen
 Franske adjektivisk afledte adverbier, 

der tager præpositionssyntagmer ind-
ledt med præpositionen à som argu-
menter

 En valensgrammatisk undersøgelse

23. Line Gry Knudsen
 Collaborative R&D Capabilities
 In Search of Micro-Foundations



24. Christian Scheuer
 Employers meet employees
 Essays on sorting and globalization

25. Rasmus Johnsen
 The Great Health of Melancholy
 A Study of the Pathologies of Perfor-

mativity

26. Ha Thi Van Pham
 Internationalization, Competitiveness 

Enhancement and Export Performance 
of Emerging Market Firms: 

 Evidence from Vietnam

27. Henriette Balieu
 Kontrolbegrebets betydning for kausa-

tivalternationen i spansk
 En kognitiv-typologisk analyse

2010
1.  Yen Tran
 Organizing Innovationin Turbulent 

Fashion Market
 Four papers on how fashion firms crea-

te and appropriate innovation value

2. Anders Raastrup Kristensen
 Metaphysical Labour
 Flexibility, Performance and Commit-

ment in Work-Life Management

3. Margrét Sigrún Sigurdardottir
 Dependently independent
 Co-existence of institutional logics in 

the recorded music industry

4.  Ásta Dis Óladóttir
 Internationalization from a small do-

mestic base:
 An empirical analysis of Economics and 

Management

5.  Christine Secher
 E-deltagelse i praksis – politikernes og 

forvaltningens medkonstruktion og 
konsekvenserne heraf

6. Marianne Stang Våland
 What we talk about when we talk 

about space:
 

 End User Participation between Proces-
ses of Organizational and Architectural 
Design

7.  Rex Degnegaard
 Strategic Change Management
 Change Management Challenges in 

the Danish Police Reform

8. Ulrik Schultz Brix
 Værdi i rekruttering – den sikre beslut-

ning
 En pragmatisk analyse af perception 

og synliggørelse af værdi i rekrutte-
rings- og udvælgelsesarbejdet

9. Jan Ole Similä
 Kontraktsledelse
 Relasjonen mellom virksomhetsledelse 

og kontraktshåndtering, belyst via fire 
norske virksomheter

10. Susanne Boch Waldorff
 Emerging Organizations: In between 

local translation, institutional logics 
and discourse

11. Brian Kane
 Performance Talk
 Next Generation Management of  

Organizational Performance

12. Lars Ohnemus
 Brand Thrust: Strategic Branding and 

Shareholder Value
 An Empirical Reconciliation of two 

Critical Concepts

13.  Jesper Schlamovitz
 Håndtering af usikkerhed i film- og 

byggeprojekter

14.  Tommy Moesby-Jensen
 Det faktiske livs forbindtlighed
 Førsokratisk informeret, ny-aristotelisk 

τηθος-tænkning hos Martin Heidegger

15. Christian Fich
 Two Nations Divided by Common 
 Values
 French National Habitus and the 
 Rejection of American Power



16. Peter Beyer
 Processer, sammenhængskraft  

og fleksibilitet
 Et empirisk casestudie af omstillings-

forløb i fire virksomheder

17. Adam Buchhorn
 Markets of Good Intentions
 Constructing and Organizing 
 Biogas Markets Amid Fragility  

and Controversy

18. Cecilie K. Moesby-Jensen
 Social læring og fælles praksis
 Et mixed method studie, der belyser 

læringskonsekvenser af et lederkursus 
for et praksisfællesskab af offentlige 
mellemledere

19. Heidi Boye
 Fødevarer og sundhed i sen- 

modernismen
 – En indsigt i hyggefænomenet og  

de relaterede fødevarepraksisser

20. Kristine Munkgård Pedersen
 Flygtige forbindelser og midlertidige 

mobiliseringer
 Om kulturel produktion på Roskilde 

Festival

21. Oliver Jacob Weber
 Causes of Intercompany Harmony in 

Business Markets – An Empirical Inve-
stigation from a Dyad Perspective

22. Susanne Ekman
 Authority and Autonomy
 Paradoxes of Modern Knowledge 

Work

23. Anette Frey Larsen
 Kvalitetsledelse på danske hospitaler
 – Ledelsernes indflydelse på introduk-

tion og vedligeholdelse af kvalitetsstra-
tegier i det danske sundhedsvæsen

24.  Toyoko Sato
 Performativity and Discourse: Japanese 

Advertisements on the Aesthetic Edu-
cation of Desire

25. Kenneth Brinch Jensen
 Identifying the Last Planner System 
 Lean management in the construction 

industry

26.  Javier Busquets
 Orchestrating Network Behavior  

for Innovation

27. Luke Patey
 The Power of Resistance: India’s Na-

tional Oil Company and International 
Activism in Sudan

28. Mette Vedel
 Value Creation in Triadic Business Rela-

tionships. Interaction, Interconnection 
and Position

29.  Kristian Tørning
 Knowledge Management Systems in 

Practice – A Work Place Study

30. Qingxin Shi
 An Empirical Study of Thinking Aloud 

Usability Testing from a Cultural 
Perspective

31.  Tanja Juul Christiansen
 Corporate blogging: Medarbejderes 

kommunikative handlekraft

32.  Malgorzata Ciesielska
 Hybrid Organisations.
 A study of the Open Source – business 

setting

33. Jens Dick-Nielsen
 Three Essays on Corporate Bond  

Market Liquidity

34. Sabrina Speiermann
 Modstandens Politik
 Kampagnestyring i Velfærdsstaten. 
 En diskussion af trafikkampagners sty-

ringspotentiale

35. Julie Uldam
 Fickle Commitment. Fostering political 

engagement in 'the flighty world of 
online activism’



36. Annegrete Juul Nielsen
 Traveling technologies and 

transformations in health care

37. Athur Mühlen-Schulte
 Organising Development
 Power and Organisational Reform in 

the United Nations Development 
 Programme

38. Louise Rygaard Jonas
 Branding på butiksgulvet
 Et case-studie af kultur- og identitets-

arbejdet i Kvickly

2011
1. Stefan Fraenkel
 Key Success Factors for Sales Force 

Readiness during New Product Launch
 A Study of Product Launches in the 

Swedish Pharmaceutical Industry

2. Christian Plesner Rossing
 International Transfer Pricing in Theory 

and Practice

3.  Tobias Dam Hede
 Samtalekunst og ledelsesdisciplin
 – en analyse af coachingsdiskursens 

genealogi og governmentality

4. Kim Pettersson
 Essays on Audit Quality, Auditor Choi-

ce, and Equity Valuation

5. Henrik Merkelsen
 The expert-lay controversy in risk 

research and management. Effects of 
institutional distances. Studies of risk 
definitions, perceptions, management 
and communication

6. Simon S. Torp
 Employee Stock Ownership: 
 Effect on Strategic Management and 

Performance

7. Mie Harder
 Internal Antecedents of Management 

Innovation

8. Ole Helby Petersen
 Public-Private Partnerships: Policy and 

Regulation – With Comparative and 
Multi-level Case Studies from Denmark 
and Ireland

9. Morten Krogh Petersen
 ’Good’ Outcomes. Handling Multipli-

city in Government Communication

10. Kristian Tangsgaard Hvelplund
 Allocation of cognitive resources in 

translation - an eye-tracking and key-
logging study

11. Moshe Yonatany
 The Internationalization Process of 

Digital Service Providers

12. Anne Vestergaard
 Distance and Suffering
 Humanitarian Discourse in the age of 

Mediatization

13. Thorsten Mikkelsen
 Personligsheds indflydelse på forret-

ningsrelationer

14. Jane Thostrup Jagd
 Hvorfor fortsætter fusionsbølgen ud-

over ”the tipping point”?
 – en empirisk analyse af information 

og kognitioner om fusioner

15. Gregory Gimpel
 Value-driven Adoption and Consump-

tion of Technology: Understanding 
Technology Decision Making

16. Thomas Stengade Sønderskov
 Den nye mulighed
 Social innovation i en forretningsmæs-

sig kontekst

17.  Jeppe Christoffersen
 Donor supported strategic alliances in 

developing countries

18. Vibeke Vad Baunsgaard
 Dominant Ideological Modes of  

Rationality: Cross functional 



	 integration in the process of product
	 innovation

19. 	 Throstur Olaf Sigurjonsson
	 Governance Failure and Icelands’s
	 Financial Collapse

20. 	 Allan Sall Tang Andersen
	 Essays on the modeling of risks in
	 interest-rate and inflation markets

21. 	 Heidi Tscherning
	 Mobile Devices in Social Contexts

22. 	 Birgitte Gorm Hansen
	 Adapting in the Knowledge Economy
	� Lateral Strategies for Scientists and 

Those Who Study Them

23. 	 Kristina Vaarst Andersen
	 Optimal Levels of Embeddedness
	� The Contingent Value of Networked 

Collaboration

24. 	 Justine Grønbæk Pors
	 Noisy Management
	� A History of Danish School Governing 

from 1970-2010

25. 	 Stefan Linder
	� Micro-foundations of Strategic  

Entrepreneurship
	� Essays on Autonomous Strategic Action

26. 	 Xin Li
	� Toward an Integrative Framework of 

National Competitiveness
	 An application to China

27. 	 Rune Thorbjørn Clausen
	 Værdifuld arkitektur 
	� Et eksplorativt studie af bygningers 

rolle i virksomheders værdiskabelse

28. 	 Monica Viken
	� Markedsundersøkelser som bevis i 

varemerke- og markedsføringsrett

29. 	 Christian Wymann
	� Tattooing 
	� The Economic and Artistic Constitution 

of a Social Phenomenon

30. 	 Sanne Frandsen
	 Productive Incoherence 
	� A Case Study of Branding and  

Identity Struggles in a Low-Prestige 
Organization

31. 	 Mads Stenbo Nielsen
	 Essays on Correlation Modelling

32. 	 Ivan Häuser
	 Følelse og sprog
	� Etablering af en ekspressiv kategori, 

eksemplificeret på russisk

33. 	 Sebastian Schwenen
	 Security of Supply in Electricity Markets

2012
1. 	 Peter Holm Andreasen
	� The Dynamics of Procurement  

Management
	 - A Complexity Approach

2. 	 Martin Haulrich
	� Data-Driven Bitext Dependency 
	 Parsing and Alignment

3. 	 Line Kirkegaard
	� Konsulenten i den anden nat 
	� En undersøgelse af det intense  

arbejdsliv

4. 	 Tonny Stenheim
	� Decision usefulness of goodwill  

under IFRS

5. 	 Morten Lind Larsen
	� Produktivitet, vækst og velfærd
	� Industrirådet og efterkrigstidens  

Danmark 1945 - 1958

6. 	 Petter Berg
	� Cartel Damages and Cost Asymmetries 

7. 	 Lynn Kahle
	 Experiential Discourse in Marketing 
	� A methodical inquiry into practice  

and theory

8. 	 Anne Roelsgaard Obling
	� Management of Emotions  

in Accelerated Medical Relationships



9. 	 Thomas Frandsen
	� Managing Modularity of  

Service Processes Architecture

10. 	 Carina Christine Skovmøller
	� CSR som noget særligt
	� Et casestudie om styring og menings-

skabelse i relation til CSR ud fra en 
intern optik

11. 	 Michael Tell
	� Fradragsbeskæring af selskabers  

finansieringsudgifter
	� En skatteretlig analyse af SEL §§ 11, 

11B og 11C

12. 	 Morten Holm
	� Customer Profitability Measurement 

Models
	� Their Merits and Sophistication  

across Contexts

13. 	 Katja Joo Dyppel
	� Beskatning af derivater 
	 En analyse af dansk skatteret

14. 	 Esben Anton Schultz
	� Essays in Labor Economics 
	 Evidence from Danish Micro Data

15. 	 Carina Risvig Hansen
	� ”Contracts not covered, or not fully 

covered, by the Public Sector Directive”

16. 	 Anja Svejgaard Pors
	 Iværksættelse af kommunikation
	� - patientfigurer i hospitalets strategiske 

kommunikation

17. 	 Frans Bévort
	� Making sense of management with 

logics
	 �An ethnographic study of accountants 

who become managers

18. 	 René Kallestrup
	� The Dynamics of Bank and Sovereign 

Credit Risk

19. 	 Brett Crawford
	� Revisiting the Phenomenon of Interests 

in Organizational Institutionalism
	� The Case of U.S. Chambers of  

Commerce

20. 	 Mario Daniele Amore
	� Essays on Empirical Corporate Finance

21. 	 Arne Stjernholm Madsen
	� The evolution of innovation strategy 
	� Studied in the context of medical 

device activities at the pharmaceutical 
company Novo Nordisk A/S in the 
period 1980-2008

22. 	 Jacob Holm Hansen
	� Is Social Integration Necessary for  

Corporate Branding?
	� A study of corporate branding  

strategies at Novo Nordisk

23. 	 Stuart Webber
	� Corporate Profit Shifting and the  

Multinational Enterprise

24. 	 Helene Ratner
	� Promises of Reflexivity
	� Managing and Researching  

Inclusive Schools

25. 	 Therese Strand
	� The Owners and the Power: Insights 

from Annual General Meetings

26. 	 Robert Gavin Strand
	� In Praise of Corporate Social  

Responsibility Bureaucracy

27. 	 Nina Sormunen
	 Auditor’s going-concern reporting
	� Reporting decision and content of the 

report

28. 	 John Bang Mathiasen
	� Learning within a product development 

working practice:
	� - an understanding anchored  

in pragmatism

29. 	 Philip Holst Riis
	� Understanding Role-Oriented Enterprise 

Systems: From Vendors to Customers

30. 	 Marie Lisa Dacanay
	 Social Enterprises and the Poor 
	� Enhancing Social Entrepreneurship and 

Stakeholder Theory



31. 	 Fumiko Kano Glückstad
	� Bridging Remote Cultures: Cross-lingual 

concept mapping based on the  
information receiver’s prior-knowledge

32. 	 Henrik Barslund Fosse
	� Empirical Essays in International Trade

33. 	 Peter Alexander Albrecht
	� Foundational hybridity and its  

reproduction 
	 Security sector reform in Sierra Leone

34. 	 Maja Rosenstock
	 CSR  - hvor svært kan det være? 
	� Kulturanalytisk casestudie om  

udfordringer og dilemmaer med at 
forankre Coops CSR-strategi

35. 	 Jeanette Rasmussen
	 Tweens, medier og forbrug
	� Et studie af 10-12 årige danske børns 

brug af internettet, opfattelse og for-
ståelse af markedsføring og forbrug

36. 	 Ib Tunby Gulbrandsen
	� ‘This page is not intended for a  

US Audience’
	� A five-act spectacle on online  

communication, collaboration  
& organization.

37. 	 Kasper Aalling Teilmann
	� Interactive Approaches to  

Rural Development

38. 	 Mette Mogensen
	� The Organization(s) of Well-being  

and Productivity
	� (Re)assembling work in the Danish Post

39. 	 Søren Friis Møller
	� From Disinterestedness to Engagement 
	� Towards Relational Leadership In the 

Cultural Sector

40. 	 Nico Peter Berhausen
	� Management Control, Innovation and 

Strategic Objectives – Interactions and 
Convergence in Product Development 
Networks

41. 	 Balder Onarheim
	 Creativity under Constraints
	� Creativity as Balancing  

‘Constrainedness’

42. 	 Haoyong Zhou
	 Essays on Family Firms

43. 	 Elisabeth Naima Mikkelsen
	 Making sense of organisational conflict
	� An empirical study of enacted sense-

making in everyday conflict at work

2013
1. 	 Jacob Lyngsie
	� Entrepreneurship in an Organizational 

Context

2. 	 Signe Groth-Brodersen
	 Fra ledelse til selvet
	� En socialpsykologisk analyse af  

forholdet imellem selvledelse, ledelse 
og stress i det moderne arbejdsliv

3. 	 Nis Høyrup Christensen
	� Shaping Markets: A Neoinstitutional 

Analysis of the Emerging  
Organizational Field of Renewable 
Energy in China

4. 	 Christian Edelvold Berg
	 As a matter of size 
	� THE IMPORTANCE OF CRITICAL  

MASS AND THE CONSEQUENCES OF 
SCARCITY FOR TELEVISION MARKETS 

5. 	 Christine D. Isakson
	� Coworker Influence and Labor Mobility  

Essays on Turnover, Entrepreneurship 
and Location Choice in the Danish 
Maritime Industry

6. 	 Niels Joseph Jerne Lennon
	� Accounting Qualities in Practice  

Rhizomatic stories of representational 
faithfulness, decision making and  
control

7. 	 Shannon O’Donnell
	 Making Ensemble Possible
	� How special groups organize for  

collaborative creativity in conditions  
of spatial variability and distance



8. 	 Robert W. D. Veitch
	� Access Decisions in a  

Partly-Digital World 
Comparing Digital Piracy and Legal 
Modes for Film and Music

9. 	 Marie Mathiesen
	 Making Strategy Work 
	 An Organizational Ethnography

10. 	 Arisa Shollo
	 The role of business intelligence in 		
	 organizational decision-making 

11. 	 Mia Kaspersen
	� The construction of social and  

environmental reporting

12.	 Marcus Møller Larsen
	 The organizational design of offshoring

13.	 Mette Ohm Rørdam
	 EU Law on Food Naming
	 The prohibition against misleading 		
	 names in an internal market context

14.	 Hans Peter Rasmussen 
	 GIV EN GED!
	 Kan giver-idealtyper forklare støtte 
	 til velgørenhed og understøtte 
	 relationsopbygning?

15.	 Ruben Schachtenhaufen 
	 Fonetisk reduktion i dansk

16.	 Peter Koerver Schmidt
	 Dansk CFC-beskatning
	� I et internationalt og komparativt  

perspektiv

17.	 Morten Froholdt
	 Strategi i den offentlige sektor 
	 En kortlægning af styringsmæssig 		
	 kontekst, strategisk tilgang, samt 
	 anvendte redskaber og teknologier for 	
	 udvalgte danske statslige styrelser

18.	 Annette Camilla Sjørup
	 Cognitive effort in metaphor translation
	 An eye-tracking and key-logging study

19.	 Tamara Stucchi
	� The Internationalization  

of Emerging Market Firms: 
	 A Context-Specific Study

20.	 Thomas Lopdrup-Hjorth
	 “Let’s Go Outside”:
	 The Value of Co-Creation

21.	 Ana Alačovska
	 Genre and Autonomy in Cultural 
	 Production
	 The case of travel guidebook 
	 production

22.	 Marius Gudmand-Høyer
	� Stemningssindssygdommenes historie  

i det 19. århundrede
	� Omtydningen af melankolien og 

manien som bipolære stemningslidelser 
i dansk sammenhæng under hensyn til 
dannelsen af det moderne følelseslivs 
relative autonomi. 

	� En problematiserings- og erfarings
analytisk undersøgelse

23.	 Lichen Alex Yu
	 Fabricating an S&OP Process
	� Circulating References and Matters  

of Concern

24.	 Esben Alfort
	 The Expression of a Need
	 Understanding search

25.	 Trine Pallesen
	 Assembling Markets for Wind Power  
	 An Inquiry into the Making of 
	 Market Devices

26.	 Anders Koed Madsen
	 Web-Visions
	 Repurposing digital traces to organize 	
	 social attention

27.	 Lærke Højgaard Christiansen
	 BREWING ORGANIZATIONAL 
	 RESPONSES TO INSTITUTIONAL LOGICS

28.	 Tommy Kjær Lassen
	 EGENTLIG SELVLEDELSE
	� En ledelsesfilosofisk afhandling om 

selvledelsens paradoksale dynamik og 
eksistentielle engagement



29.	 Morten Rossing
	 Local Adaption and Meaning Creation 	
	 in Performance Appraisal

30.	 Søren Obed Madsen
	 Lederen som oversætter
	 Et oversættelsesteoretisk perspektiv 
	 på strategisk arbejde

31.	 Thomas Høgenhaven
	 Open Government Communities
	 Does Design Affect Participation?

32.	 Kirstine Zinck Pedersen 
	 Failsafe Organizing? 
	 A Pragmatic Stance on Patient Safety

33.	 Anne Petersen
	 Hverdagslogikker i psykiatrisk arbejde
	 En institutionsetnografisk undersøgelse 	
	 af hverdagen i psykiatriske 
	 organisationer

34.	 Didde Maria Humle
	 Fortællinger om arbejde

35.	 Mark Holst-Mikkelsen
	 Strategieksekvering i praksis 
	 – barrierer og muligheder! 

36.	 Malek Maalouf
	 Sustaining lean
	 Strategies for dealing with
	 organizational paradoxes

37.	 Nicolaj Tofte Brenneche
	 Systemic Innovation In The Making
	 The Social Productivity of 
	 Cartographic Crisis and Transitions 
	 in the Case of SEEIT

38.	 Morten Gylling
	 The Structure of Discourse
	 A Corpus-Based Cross-Linguistic Study

39.	 Binzhang YANG
	 Urban Green Spaces for Quality Life
	� - Case Study: the landscape  

architecture for people in Copenhagen

40.	 Michael Friis Pedersen
	 Finance and Organization: 	
	 The Implications for Whole Farm 
	 Risk Management

41.	 Even Fallan
	 Issues on supply and demand for 
	 environmental accounting information

42.	 Ather Nawaz
	 Website user experience
	 A cross-cultural study of the relation 	
	 between users´ cognitive style, context 	
	 of use, and information architecture 
	 of local websites

43.	 Karin Beukel
	 The Determinants for Creating 
	 Valuable Inventions

44.	 Arjan Markus
	 External Knowledge Sourcing 
	 and Firm Innovation 
	 Essays on the Micro-Foundations 
	 of Firms’ Search for Innovation

2014
1. 	 Solon Moreira
	� Four Essays on Technology Licensing 

and Firm Innovation

2. 	 Karin Strzeletz Ivertsen
	 Partnership Drift in Innovation 
	 Processes
	 A study of the Think City electric 
	 car development

3. 	 Kathrine Hoffmann Pii
	 Responsibility Flows in Patient-centred 	
	 Prevention

4. 	 Jane Bjørn Vedel
	 Managing Strategic Research
	 An empirical analysis of 
	 science-industry collaboration in a 		
	 pharmaceutical company

5. 	 Martin Gylling
	 Processuel strategi i organisationer 		
	 Monografi om dobbeltheden i 
	 tænkning af strategi, dels som 
	 vidensfelt i organisationsteori, dels 
	 som kunstnerisk tilgang til at skabe 
	 i erhvervsmæssig innovation



6. 	 Linne Marie Lauesen
	 Corporate Social Responsibility 
	 in the Water Sector: 
	 How Material Practices and their 
	 Symbolic and Physical Meanings Form 
	 a Colonising Logic

7. 	 Maggie Qiuzhu Mei
	 LEARNING TO INNOVATE: 
	 The role of ambidexterity, standard, 	
	 and decision process

8. 	 Inger Høedt-Rasmussen
	 Developing Identity for Lawyers
	 Towards Sustainable Lawyering

9. 	 Sebastian Fux
	 Essays on Return Predictability and 		
	 Term Structure Modelling

10. 	 Thorbjørn N. M. Lund-Poulsen
	 Essays on Value Based Management

11. 	 Oana Brindusa Albu
	 Transparency in Organizing: 
	 A Performative Approach

12. 	 Lena Olaison
	 Entrepreneurship at the limits

13. 	 Hanne Sørum
	 DRESSED FOR WEB SUCCESS?
	� An Empirical Study of Website Quality 

in the Public Sector

14. 	 Lasse Folke Henriksen
	 Knowing networks
	 How experts shape transnational 
	 governance

15. 	 Maria Halbinger
	 Entrepreneurial Individuals
	 Empirical Investigations into 
	 Entrepreneurial Activities of 
	 Hackers and Makers

16. 	 Robert Spliid
	 Kapitalfondenes metoder 
	 og kompetencer

17. 	 Christiane Stelling
	 Public-private partnerships & the need, 	
	 development and management 
	 of trusting 
	 A processual and embedded 
	 exploration

18. 	 Marta Gasparin
	 Management of design as a translation 	
	 process

19. 	 Kåre Moberg
	 Assessing the Impact of 
	 Entrepreneurship Education
	 From ABC to PhD

20. 	 Alexander Cole
	 Distant neighbors
	 Collective learning beyond the cluster

21. 	 Martin Møller Boje Rasmussen
	 Is Competitiveness a Question of 
	 Being Alike?
	 How the United Kingdom, Germany 	
	 and Denmark Came to Compete 		
	 through their Knowledge Regimes 
	 from 1993 to 2007

22. 	 Anders Ravn Sørensen
	 Studies in central bank legitimacy, 
	 currency and national identity
	 Four cases from Danish monetary 
	 history

23. 	 Nina Bellak
	� Can Language be Managed in  

International Business?
	 Insights into Language Choice from a  
	 Case Study of Danish and Austrian  
	 Multinational Corporations (MNCs)

24. 	 Rikke Kristine Nielsen
	 Global Mindset as Managerial 
	 Meta-competence and Organizational 	
	 Capability: Boundary-crossing 
	 Leadership Cooperation in the MNC
 	 The Case of ‘Group Mindset’ in 
	 Solar A/S.

25. 	 Rasmus Koss Hartmann
	 User Innovation inside government 	
	 Towards a critically performative 
	 foundation for inquiry



26. 	 Kristian Gylling Olesen
	� Flertydig og emergerende ledelse i 

folkeskolen 
	� Et aktør-netværksteoretisk ledelses

studie af politiske evalueringsreformers 
betydning for ledelse i den danske 
folkeskole

27. 	 Troels Riis Larsen
	� Kampen om Danmarks omdømme 

1945-2010
	 Omdømmearbejde og omdømmepolitik

28. 	 Klaus Majgaard
	� Jagten på autenticitet i offentlig styring

29. 	 Ming Hua Li
	 Institutional Transition and
	 Organizational Diversity:
	 Differentiated internationalization
	 strategies of emerging market 
	 state-owned enterprises

30. 	 Sofie Blinkenberg Federspiel
	 IT, organisation og digitalisering: 
	 Institutionelt arbejde i den kommunale 
	 digitaliseringsproces

31. 	 Elvi Weinreich
	 Hvilke offentlige ledere er der brug for 
	 når velfærdstænkningen flytter sig
	 – er Diplomuddannelsens lederprofil 
	 svaret?

32. 	 Ellen Mølgaard Korsager	
	 Self-conception and image of context 
	 in the growth of the firm
	 – A Penrosian History of Fiberline 
	 Composites

33. 	 Else Skjold
	� The Daily Selection

34. 	 Marie Louise Conradsen
	� The Cancer Centre That Never Was
	 The Organisation of Danish Cancer 	
	 Research 1949-1992

35. 	 Virgilio Failla
	� Three Essays on the Dynamics of  

Entrepreneurs in the Labor Market

36. 	 Nicky Nedergaard
	 Brand-Based Innovation
	� Relational Perspectives on Brand Logics 

and Design Innovation Strategies and 
Implementation

37. 	 Mads Gjedsted Nielsen
	 Essays in Real Estate Finance

38. 	 Kristin Martina Brandl
	� Process Perspectives on  

Service Offshoring

39. 	 Mia Rosa Koss Hartmann
	 In the gray zone
	 With police in making space  
	 for creativity

40. 	 Karen Ingerslev
	� Healthcare Innovation under  

The Microscope
	� Framing Boundaries of Wicked  

Problems

41. 	 Tim Neerup Themsen
	� Risk Management in large Danish 

public capital investment programmes

2015
1. 	 Jakob Ion Wille 
	 Film som design 
	� Design af levende billeder i  

film og tv-serier

2. 	 Christiane Mossin 
	 Interzones of Law and Metaphysics 
	� Hierarchies, Logics and Foundations  

of Social Order seen through the Prism 
of EU Social Rights

3. 	 Thomas Tøth
	� TRUSTWORTHINESS: ENABLING 

GLOBAL COLLABORATION
	� An Ethnographic Study of Trust,  

Distance, Control, Culture and  
Boundary Spanning within Offshore  
Outsourcing of IT Services

4. 	 Steven Højlund 
	 Evaluation Use in Evaluation Systems – 	
	 The Case of the European Commission



5. 	 Julia Kirch Kirkegaard
	 AMBIGUOUS WINDS OF CHANGE – OR 	
	 FIGHTING AGAINST WINDMILLS IN 		
	 CHINESE WIND POWER
	 A CONSTRUCTIVIST INQUIRY INTO 		
	 CHINA’S PRAGMATICS OF GREEN 		
	 MARKETISATION MAPPING  
	 CONTROVERSIES OVER A POTENTIAL 	
	 TURN TO QUALITY IN CHINESE WIND 	
	 POWER

6. 	 Michelle Carol Antero
	� A Multi-case Analysis of the  

Development of Enterprise Resource 
Planning Systems (ERP) Business 
Practices

 	 Morten Friis-Olivarius
	 The Associative Nature of Creativity

7. 	 Mathew Abraham
	 New Cooperativism:
	� A study of emerging producer  

organisations in India

8. 	 Stine Hedegaard
	 Sustainability-Focused Identity: Identity 	
	 work performed to manage, negotiate 	
	 and resolve barriers and tensions that 	
	 arise in the process of constructing or	
	 ganizational identity in a sustainability 	
	 context 



TITLER I ATV PH.D.-SERIEN

1992
1. 	 Niels Kornum
	� Servicesamkørsel – organisation, øko

nomi og planlægningsmetode

1995
2. 	 Verner Worm
	 Nordiske virksomheder i Kina
	 Kulturspecifikke interaktionsrelationer
	 ved nordiske virksomhedsetableringer i
	 Kina

1999
3. 	 Mogens Bjerre
	 Key Account Management of Complex
	 Strategic Relationships
	 An Empirical Study of the Fast Moving
	 Consumer Goods Industry

2000
4. 	 Lotte Darsø
	 Innovation in the Making
	� Interaction Research with heteroge

neous Groups of Knowledge Workers
	 creating new Knowledge and new
	 Leads

2001
5. 	 Peter Hobolt Jensen
	 Managing Strategic Design Identities
	� The case of the Lego Developer Net-

work

2002
6. 	 Peter Lohmann
	 The Deleuzian Other of Organizational
	 Change – Moving Perspectives of the
	 Human

7. 	 Anne Marie Jess Hansen
	 To lead from a distance: The dynamic
	� interplay between strategy and strate-

gizing – A case study of the strategic
	 management process

2003
8. 	 Lotte Henriksen
	 Videndeling
	� – om organisatoriske og ledelsesmæs-

sige udfordringer ved videndeling i
	 praksis

9. 	 Niels Christian Nickelsen
	� Arrangements of Knowing: Coordi

nating Procedures Tools and Bodies in
	 Industrial Production – a case study of
	 the collective making of new products

2005
10. 	 Carsten Ørts Hansen
	� Konstruktion af ledelsesteknologier og
	 effektivitet

TITLER I DBA PH.D.-SERIEN

2007
1. 	 Peter Kastrup-Misir
	 Endeavoring to Understand Market
	 Orientation – and the concomitant
	 co-mutation of the researched, the
	 re searcher, the research itself and the
	 truth

2009
1. 	 Torkild Leo Thellefsen
	� Fundamental Signs and Significance	

effects
	 A Semeiotic outline of Fundamental
	 Signs, Significance-effects, Knowledge
	 Profiling and their use in Knowledge
	 Organization and Branding

2. 	 Daniel Ronzani
	 When Bits Learn to Walk Don’t Make
	 Them Trip. Technological Innovation
	 and the Role of Regulation by Law
	 in Information Systems Research: the
	 Case of Radio Frequency Identification
	 (RFID)

2010
1. 	 Alexander Carnera
	 Magten over livet og livet som magt
	 Studier i den biopolitiske ambivalens


	Omslag

	Titelblad

	Kolofon

	I - Acknowledgements
	II - Abstract
	III - Danish Summary
	Table of Contents
	IV - List of tables and models
	Chapter 1 - Introduction
	Justification and contribution of the research topic
	The context and background
	Introduction to the case company
	Framing of research questions
	Conceptual assumptions and explanation of concepts
	Strategy of inquiry
	Main findings and contributions
	Structure of the thesis

	Chapter 2 - Review of literature
	Introduction
	The relevance of organizational identity as a research focus
	What is organizational identity and how is it constructed?
	Organizational identity in a sustainability and CSR context
	Organizational identity as stable and enduring as opposed to changing and dynamic
	Organizational identity as a process
	Tensions in identity construction
	Identity management and identity work
	Theoretical framing of my study

	Chapter 3 - Introduction to the case company
	Introduction
	The fashion industry and H&M’s position in the industry
	Introduction to case company: H&M
	Sustainability in the fashion industry
	Sustainability at H&M
	Justification for the choice of case company

	Chapter 4 - Research approach and Methods
	Introduction
	Methodological approach
	The process of framing my research and study
	Research approach and case study design
	Single case study
	Triangulation
	Data collection methods
	Analysis of data

	Chapter 5 - Findings and results from data: Barriers to adopting a sustainability-focused identity
	Introduction
	Information and communication ambiguity
	Barriers related to organizational structure
	Central control versus local adaptation
	Chapter summary

	Chapter 6 - Findings and results from data: Tensions
	Introduction
	Image discrepancies
	Sustainability strategy ambiguities
	Misalignment between sustainability claims and local cultures
	Chapter summary

	Chapter 7 - Findings and results from data: Identity work
	Introduction
	Knowledge dissemination as a key tool for communicating identity claims
	Identity affirmation
	Identity protection
	Concluding discussion of analysis
	Chapter summary

	Chapter 8 - Discussion of findings
	Introduction
	The construct of sustainability-focused identity
	The process of constructing a sustainability-focused identity
	The impact of culture on sustainability-focused identity construction
	The impact of image on sustainability-focused identity construction
	Chapter summary

	Chapter 9 - Conclusions
	How are barriers and tensions that arise in the processes of constructing a sustainability-focused identity managed, negotiated and resolved?
	Which barriers and tensions arise in identity construction within the context of sustainability?
	What are the forms of identity work that organizational members employ to manage and negotiate arising barriers and tensions?
	What does the process of constructing a sustainability-focused identity entail?
	Applied implications of findings
	Limitations of my study
	Suggestions for future research

	V - References
	VI - Endnotes
	TITLER I PH.D.SERIEN



