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Abstract 
 
This study was conducted to examine whether large publicly listed companies in Sweden have 

any demands regarding their customers’ codes of conduct as well as how business-to-

business collaborations are affected by the presence of codes of conduct at the customer in 

this relationship. The business-to-business relationships were investigated in their three 

essential relationship-stages (pre-relationship stage, established/mature-relationship stage 

and ending-relationship stage) that are introduced in previous business-to-business research. 

Theories about contract theory and external accounting helped illustrate the complications 

surrounding codes of conduct in regard to customers. It was found that codes of conduct are 

important for companies’ business to-business relationships. However, the code of conduct is 

still not included in the contractual agreement with customers in most cases. The study was 

conducted through a survey and a content analysis in cooperation with KPMG and the 

Swedish law firm Delphi.  

 
 
 
Key words:  Business-to-Business, Codes of Conduct, Collaboration, Customers, 

Delphi, Demands, Influence, KPMG, Survey   

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



 2 

Preface 

 

Carrying out this study would not have been achievable without the participation and the 

incredible support of KMPG Forensic and law firm Delphi. Hereby we would like to express 

our sincere thanks to our supervisors at the two firms; Rebecca Kromp and Martin Krüger 

from KPMG, and Fredrik Gustafsson and Johan Kahn from the law firm Delphi. 

Furthermore, we like to extend our gratitude to the law student Maria Sundström (Stockholm 

University). Her contribution has been immeasurably significant in conducting our project on 

which this study was based.    

 

Last but not least, we would like to acknowledge all the help received from our opponents as 

well as our tutor Thomas Carrington in the process of writing our thesis.   

 

 

 

Our sincere appreciation, 

 Uppsala 15th of January 2015 

  

 

 

 

_____________________    _____________________ 

          Josephine Marby             Madeleine Zuber 

 

 
 



 3 

Table of Contents 

1. Introduction ...................................................................................................................... 5 

1.1 Background .............................................................................................................................. 5 

1.2 Research Question ................................................................................................................... 6 

1.3 Disposition of the Paper ........................................................................................................... 6 

2. Codes of Conduct ............................................................................................................. 8 

2.1 Codes of Conduct and external parties .................................................................................... 9 

2.2 Codes of Conduct as a Form of Accounting .......................................................................... 10 

2.2.1 External Accounting’s Importance ....................................................................................................... 10 

2.3 Contract Theory in Relation to Codes of Conduct ................................................................. 11 

2.3.1 Contract Theory ...................................................................................................................................... 11 

3. Business-to-Business Relationships ............................................................................... 12 

3.1 Pre-relationship Stage ............................................................................................................ 12 

3.2 Established/Mature-relationship Stage ................................................................................ 13 

3.3 Ending-relationship Stage ..................................................................................................... 13 

3.4 Business-to-Business in Relation to Codes of Conduct ........................................................ 14 

4. Methodology ................................................................................................................... 16 

4.1 Sample of Participating Companies ....................................................................................... 16 

4.2 Survey ..................................................................................................................................... 18 

4.2.1 Operationalization of the survey ........................................................................................................... 19 

4.3 Content Analysis .................................................................................................................... 20 

5. Results ............................................................................................................................. 22 

5.1 General Findings .................................................................................................................... 22 

5.2 Pre-relationship Stage ............................................................................................................ 24 

5.3 Established/Mature-relationship Stage ................................................................................ 25 

5.4 Ending-relationship Stage ..................................................................................................... 26 

5.5 Additional Findings ............................................................................................................... 27 

6. Analysis ........................................................................................................................... 29 

7. Conclusions ..................................................................................................................... 32 

8. Discussions ..................................................................................................................... 34 

8.1 Future Research ..................................................................................................................... 34 

9. References ....................................................................................................................... 35 



 4 

10. Appendices .................................................................................................................... 38 

Appendix 1 – List of Companies Included in the Study ............................................................. 38 

Appendix 2 – Parameters ............................................................................................................. 39 

Appendix 3 – Content Analysis Findings .................................................................................... 40 

Appendix 4 – Survey .................................................................................................................... 43 

 

List of Figures 
Figure 1. Motives for codes of conduct ................................................................................ 9 

Figure 2. The circle of a relationship evolvement .............................................................. 14 

Figure 3. Topics regarding customers in the codes of conduct ........................................ 23 

Figure 4. Application on customers ................................................................................... 23 

Figure 5. Importance of diverse criteria in the evaluation process of potential customers

 ............................................................................................................................................ 24 

Figure 6. Impact on collaboration ...................................................................................... 25 

Figure 7. Eventual monitoring of compliance ................................................................... 26 

Figure 8. Inclusion of clause against breach of contract regarding codes of conduct ...... 27 

Figure 9. Plans for 2015 ....................................................................................................... 27 

 
 

List of Tables 

Table 1. Positions held by the participants of the study .................................................... 19 

Table 2. Summary of content analysis findings. ................................................................ 22 

 
 

  



 5 

1. Introduction  

1.1 Background 
During the more recent years companies have become increasingly aware of the importance 

of communicating their identity, e.g. what values and believes they have, and more 

importantly what values they as an organisation stand for. Hence, many companies have 

chosen to publish a code of conduct. The increased consciousness originated through the 

pressure that customers, governments and owners among other stakeholders are putting on 

companies to take more responsibility for their actions (Waddock et al., 2002). However, in 

contemporary society a company cannot only implement internal rules for its employees and 

expect that this will make its’ identity any clearer for the diverse stakeholders. Due to the 

interconnection between a company and its partners, a company’s identity is also formed by 

its partners’ (i.e. suppliers, consultants and customers) actions and thus the partners’ actions 

have to be taken into account for when building a corporation identity (KPMG & Delphi, 

2012). In other words a company’s brand might be significantly damaged by their partners’ 

actions. A rather recent example is the exploitation of poor hygiene and unethical working 

conditions in Burger King’s biggest franchisee partner in Germany, Yi Ko-Holdning 

(Deutsche Welle, 2014; Die Welt, 2014). Another example of brand damaging due to the 

collaboration with questionable customers is Telia Sonera. Less than two years ago Telia 

Sonera was involved in a corruption scandal in which it paid 2.2 billion crowns to a company 

in Uzbekistan for telecom licenses (SVT, 2012). Even if these companies deny any 

knowledge of the true condition of their business relation, what actions are they and other 

contemporary multi-national companies taking to prohibit unethical working conditions, 

corruption, and the likes? 

In order to guide present as well as future behaviour internally and to some extent externally 

and thus produce a coherent picture of its identity, companies have chosen to publish codes of 

conduct. A company’s code of conduct often includes a company’s values and believes, and 

what it stands for (Kaptein & Schwartz, 2008). The purpose with the implementation and 

publication of a code of conduct is to inform employees, suppliers and others, who have an 

interest in the company such as journalists or governments, how the company incorporates 

business ethics and human rights in their business. Moreover, in business-to-business 

relationships it is often presumed that a company has more capacity to influence their 

suppliers than their customers, due to the fact that the company is the one, who is paying the 
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other. Thus it is the one, who is most likely to be able to state requirements on the others’ 

codes of conduct. But, what actions are companies taking to prevent their customers to 

involve in questionable activities such as corruption? Are companies actively choosing 

customers by looking at their codes of conduct?  

Previous research about codes of conduct has essentially concentrated on the internal 

implementation and to some extent on how they affect external parties (Helin et al., 2012; 

Jiang, 2009). However, the research about external parties has only considered how 

companies can affect their suppliers’ and the likes’ behaviour. Consequently, contemporary 

understanding of codes of conduct is inadequate when it comes to how companies affect their 

customers' behaviours and codes of conduct. Therefore, it is a very intriguing area in the field 

of codes of conduct with a lot potential to contribute to.  

1.2 Research Question 
The objective of this thesis is to contribute to the understanding of codes of conduct and 

business-to-business relationships by analysing (1) what demands companies have on their 

customers regarding their codes of conduct and (2) how business-to-business collaborations 

are affected by the presence of codes of conduct at the customer in this relationship. The 

research questions are thus the following: 

(1) What demands do companies have on their customers regarding their codes of 

conduct? 

(2) How are business-to-business collaborations affected by the presence of codes of 

conduct at the customer in the relationship? 

These questions are addressed by a survey study and a content analysis on the role of codes of 

conduct in the relationship with their business-to-business customers of the fifty largest 

companies listed in Sweden.  

1.3 Disposition of the Paper 
The paper will consist of a theory section, which will contain theories about codes of conduct 

and business-to-business relationships. The two diverse theories are then followed by an 

individual interpretation that serves to combine the two theories. Thereafter, the method used 

to answer the research question will be described. Moreover, the method chapter will contain 

a brief discussion about the chosen methodology. The subsequent chapter introduces the 

results of the study. Subsequently, the result will be followed by an analysis, which will 
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explain the results through the chosen theories. The paper is concluded by a conclusion and 

discussion.  
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2. Codes of Conduct  
In this study the definition of codes of conduct given by Kaptein & Schwartz (2008) will be 

used: 

“A business code is a distinct and formal document containing a set of prescriptions 

developed by and for a company to guide present and future behavior on multiple issues of at 

least its managers and employees toward one another, the company, external stakeholders 

and/or society in general”(Kaptein & Schwartz, 2008, p. 113). 

The definition above provides the fundamental principle of codes of conduct. With other 

words can codes of conduct be defined as a tool used by a company to communicate and 

account for the company’s ethics and values in the entire organization and to its external 

parties and society (Kaptein & Schwartz, 2008). The definition also addresses that a code of 

conduct has to be a distinct document, which also has to address multiple issues.  

In order to fully comprehend the definition and purpose of codes of conduct it is important to 

understand its historic origin. Codes of conduct are not a new concept to our society; the first 

written article called “Codes of Ethic” was written by Edgar Hermancee and published in 

1924 (Kaptein & Schwartz, 2008). Since then, the concept has been changed, developed, and 

studied. The origin for codes of conduct can be found in the primary demand created from 

stakeholders such as customers, investors and owners.  Stakeholders pressure companies to 

create management control systems that will satisfy their expectations, not only with focus on 

profits; they also pressure companies in question of principles, values and norms (Waddock et 

al., 2002). In other words stakeholders demand a greater responsibility from their companies 

in regard of their actions.  

“Just as companies respond strategically through their management systems to direct 

competitive pressures, so they are finding it necessary to develop management systems that 

respond to these pressures for responsibility in order to satisfy their stakeholders and actually 

build long-term mutually interactive relationships with them” (Waddock et al., 2002, p. 145).   

To meet the demands from stakeholders regarding principles, values and norms, companies 

created codes of conduct. The use of codes of conduct has developed over the years due to the 

increase in public awareness and growing scrutiny from critical stakeholders on how 
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corporations should manage their business and what the society considers legitimate business 

behaviour (Maak, 2008). Codes of conduct are today a common feature in both companies 

and other organisations. An example of this is that 84 percent of the 50 largest companies 

listed at NASDAQ OMX Stockholm Large Cap have a code of conduct (KPMG & Delphi, 

2012). 

However, there still exists confusion on how to constitute those codes and what they should 

conclude. There are an immense variety in how different companies choose to put their codes 

together, what they conclude, and finally what those codes are named. The concept of codes 

of conduct can be referred to in many different terms such as a business principles, corporate 

credo, corporate philosophy, corporate ethics statement and code of practice amongst others 

(Kaptein & Schwartz, 2008). This study will use the name code of conduct as a signature term 

when it refers to the concept of codes.   

2.1 Codes of Conduct and External Parties   
Previous studies advocate numerous different motives for having a code of conduct. A study 

made by KPMG and Delphi in 2012 limits it down to three primarily motives for having a 

code in a business today.  As Figure 1 illustrates, the first and most important motive is to 

increase employees’ ethical awareness. The second is to be a socially responsible 

company and the third on the list is to create a united corporate culture (KPMG & Delphi, 

2012). 

 
Figure 1: Motives for codes of conduct 

However, an alternative motive for why codes of conduct have become more relevant during 

the last couple of years is derived from the need to be a socially responsible company. A 

social responsible company can be seen as a company that takes responsibility for how their 

actions affect the society, both environmental and individuals. Various companies now 

identify external parties as a considerable receiver of their code of conduct (KPMG & Delphi, 

2012). In 2012, 92 percent Large Cap listed companies in Sweden stated that their code of 

Codes of Conduct in the Swedish Business Sector | 7  

General characteristics of the Codes of Conduct 
Most of the companies’ Codes of Conduct are both value and rule based. A  
number of values are frequently figuring in the codes examined in this study 
and the most common values are honesty, integrity, respect, responsibility and 
professionalism (Figure 1). These values are generally presented at an early stage 
in the codes together with the companies’ visions. An entirely rule based code 
usually consists of statements encouraging or discouraging specific behavior. 

Many companies identify external parties as receivers of their Code of Conduct; 
however employees remain the primary group of receivers. The companies that 
participated in the survey generally distribute their Code of Conduct throughout 
their whole organization or to large parts of the organization (Figure 2). The num-
ber of receivers within companies has decreased since the last survey. The num-
ber of companies that distribute its Code of Conduct to more than three quarters 
of the organization was 76% in this study compared to 90% in the 2011 study.

The three most important reasons for having a Code of Conduct (according to the 
companies) are to increase the ethical awareness among employees, to be a  
socially responsible company and to create a united corporate culture (Figure 3). 
Reasons that were found to be of less importance when implementing codes 
were to avoid external regulation and to improve the company’s competitiveness. 
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Figure 2: Distribution of the code
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conduct is relevant and of importance to external parties (KPMG & Delphi, 2012). By 

including external parties within their sphere of codes, the companies can possibly protect 

themselves from unwanted behaviour created by parties outside the company. Behaviours by 

external parties that are unethical and inappropriate will have a negative impact on the 

company itself and thereby it is of importance to the company to attempt to decrease the 

chances of this happening (Waddock et al., 2002). One way to accentuate this problem is to 

see codes of conduct as a form of accounting.   

2.2 Codes of Conduct as a Form of Accounting  
To illustrate the significance of external accounting, it is important to define what accounting 

is. This essay will exclusively use Duncan’s definition of accounting, which is  

“…that science which treats of the methods of recording transactions in business, and 

interprets the statements recorded in books and documents that the layman may have a clear 

conception of the exact financial and managerial standing of the firm or enterprise both in 

parts and as a whole“ (Duncan, 1909, p. 84).  

External accounting can therefore be defined as the information provided for external parties 

with the aim to clarify the company’s financial and managerial business. Henceforth, the 

importance of external accounting will be more closely described.  

2.2.1 External Accounting’s Importance  
Accounting information may alleviate issues caused by information asymmetry that are 

associated with customer relationships (Hui & Klasa, 2012; 2011). For instance the customer 

relationship possibly works better due to external accounting, since both companies then are 

aware of the other’s business practices. Therefore, external accounting can ease long-term 

concerns considering for instance the fulfilment of the contractual agreement.  

It is assumable that companies have adapted a more strict view on what characteristics a 

customer shall have due to changes in stakeholders’ (e.g. governments, owners, customers) 

requirements. Thereby codes of conduct can also be understood as a form of accounting and 

in this capacity also have a greater impact in the evaluation process of a customer. 

Furthermore, it is likewise probable that companies tend to try to influence established 

customers’ codes of conduct and thus also the external accounting of them. As Hui & Klasa 

demonstrates, external accounting may be an essential compliment to the contractual 

agreement between two companies (Hui & Klasa, 2012; 2011). Forthcoming, the 
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complications associated with contractual agreements will be more closely examined.    

2.3 Contract Theory in Relation to Codes of Conduct   
Even though a potential customer has a published code of conduct, it does not necessarily 

guarantee that it does business according with it. In fact, Coase (1937) shows that companies 

are bound to behave opportunistically under uncertainty and information asymmetry. To 

prohibit an undesirable business-to-business relationship, the company may therefore insist on 

including a paragraph about the terms of the collaboration (e.g. code of conduct) in their 

contractual agreement. The described problem has been of interest to researchers during 

recent years.  

2.3.1 Contract Theory  
Contract theory partly covers the commonly named hidden information and hidden action 

problem, which is about companies inability to be completely aware of their partners’ 

information and moreover actions (Bolton & Dewatripont, 2005). Firstly named, the hidden 

information problem assesses the problematic concerning contractual aspects of entering into 

new business-to-business relationships. Moreover it addresses how a company may protect 

itself from undesirable actions of its partner. Theoretically it may in fact be possible to design 

a complete contract, however studies have shown that it is very difficult to write explicit 

contracts that perfectly covers every presumable contingency in a relationship (Coase, 1937). 

Simply since it is impossible to predict and identify every possible situation, companies are 

never completely protected by their contractual agreements. To prevent the illustrated 

problem Bolton and Dewatripont (2005) suggest that general contracts shall be designed. 

Furthermore, the hidden action dilemma can be solved by the implementation of external 

audit and risk exposition. Presumably, these two factors would be enough incentive for the 

partner to submit to the initial agreement made (Bolton & Dewatripont, 2005). Henceforth, 

codes of conduct’s influence on the business-to-business relationship stages will be clarified. 
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3. Business-to-Business Relationships  
To illustrate the connection between codes of conduct and its affect on the collaboration in 

business-to-business relationships, it is necessary to clarify how business-to-business 

relationships work and furthermore what they are. The collaboration between a company and 

its’ customers or suppliers are examples of business-to-business relationships. As in any 

relationship, the interesting topic in business-to-business relationships is chiefly how the two 

companies behave towards each other. In a business-to-business relationship companies are 

interacting under mutual conditions of behaviours over time (Ford et al., 2003). Consequently, 

the previous duration and the anticipated future length of the relationship affect the 

companies’ current behaviour in their relationship. Thus it is significant for the company to 

focus on the development of the relationship rather than on a single business deal that has 

been made (Ford et al., 2003; Gadde & Håkansson, 1998). Since every business-to-business 

relationship is unique by its content, dynamic, and its affect on the companies involved, it is 

important for both parties of the business-to-business relation to constantly work towards 

improving the cooperation and more importantly the relationship (Ford et al., 2003; Hallén et 

al., 1991). Forthcoming, the distinctive parts of a business-to-business relationship and its 

dilemmas will be described. Codes of conduct’s importance in business-to-business 

relationship and their diverse stages are also explained.  

3.1 Pre-relationship Stage  
Relationships arise from a pre-situation, in which one of the parties identifies an arisen or 

changed need or requirement. For instance could one of the companies have recognised 

changes in the environment, such as a changed awareness and pressure on it to act more 

responsible from diverse stakeholders. The identification of a new requirement may initiate a 

new business-to-business relationship, since the company presumably has to look for a new 

relationship outside of its current ones (Ford et al., 2003; Hallén et al., 1991).  

During the evaluation of potential customers, a company has to consider the risks involved in 

entering a new relationship. One of the major risks is the difficulty to meet the customer’s full 

demands while not knowing to what extent adaption is necessary, due to the uncertain 

development of the relationship (Ford et al., 2003; Gadde & Håkansson, 1998). For the 

relationship to evolve and a transaction to be made, it is important that trust develops between 

the two companies (Gadde & Håkansson, 1998, 105; Hallén et al., 1991). Furthermore, 
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companies who are evaluating potential customers also have to consider to what extent their 

company will be connected to the customer, and moreover what affects this established link 

will have on their identity (Cannon & Perreault, 1999). As prior studies (e.g. Telser, 1980; 

Klein & Leffler, 1981; and Bull, 1987) have shown, companies have to consider a customer’s 

reputation for honouring stakeholders’ implicit claims.   

3.2 Established/Mature-relationship Stage  
Business-to-business relationships that have reached the established/mature-relationship stage 

have established a collaboration that is built on trust and commitment (Cannon & Perreault, 

1999). This stage can only be reached if both parties feel obligated to their investment and 

relationship, and thereby also are keen to establish certain stability (Hallén et al., 1991). 

Subsequently, there is no guarantee on how much work is required to obtain such a stable 

relationship. Several business-to-business relationships do not reach this stage whereas others 

reach this stage without any immense investment (Ford et al., 2003).  

When the established/mature-relationship stage is achieved between a customer and a 

company, there are several advantages and disadvantages for both parties. The customer as 

well as the company will have lowered the costs associated with handling the relationship due 

to the low uncertainty (Ford et al., 2003). For instance can the costs be reduced by more 

effective communication and flow of information, by an increased amount of predictability 

and reduction in problems of collaboration, or by a more efficient division of labour between 

the parties (Ford et al., 2003). Moreover, the reliability in the relationship may also lead to the 

establishment of codes of conduct. However there is also a disadvantage with establishing a 

more mature relationship with a customer. The increased amount of stability in the 

relationship may in some cases be misinterpreted as low commitment, which can have a 

negative affect on the relationship (Ford et al., 2003). Moreover, the high investments that are 

often needed to reach security and stability in the relationship also reduces both companies’ 

abilities to change between relationships (Ford et al., 2003; Cannon & Perreault, 1999). Lastly 

mentioned may cause problems if new trends are identified and the supplier or customer is not 

interested in adapting to the trend.  

3.3 Ending-relationship Stage  
The ending-relationship stage is the last development stage of a business-to-business 

relationship. There are many diverse reasons for companies to end relationships with 

customers and the like (Ford et al., 2003). Many of them spring from the fact that companies 
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have to keep on adapting to environmental changes to stay compatible (Hallén et al., 1991). If 

a company has identified changes in customer preferences, and their current customer cannot 

make or is not willing to adapt, it might be necessary to end the relationship. During this stage 

the relationship either ends or has to be restructured; e.g. is moved to the established/mature- 

stage. The companies therefore once more need to establish on which grounds they are 

collaborating to make up for lost trust (Ford et al., 2003).  

Apparent motives for ending a relationship with a customer are the decline in 

institutionalisation or the lack of commitment by one of the existing parties. The precedingly 

mentioned can commonly be explained by a diminishingly satisfaction when it comes to 

fulfilling changing requirements (Ford et al., 2003). For instance, one cause of the lack of 

satisfaction may be based on changing requirements from the society about how the company 

shall act.  

3.4 Business-to-Business in Relation to Codes of Conduct 
Implementing codes of conduct throughout the firm and its customer may as established be an 

on-going process, which is illustrated in Figure 2 below. Furthermore, there are different 

considerations for the diverse relationship-stages and these will be assessed henceforward.  

 

Figure 2: The circle of a relationship evolvement 

In the entering-relationship stage companies have the possibility to evaluate their potential 

customer’s code of conduct. If the potential customer is not fulfilling the company’s code of 

conduct, they have the possibility to decline working with them. However, if the potential 

customer’s code of conduct is in accordance with the company’s code of conduct, then they 

may press on its importance in their contractual agreement. Moreover, they are likely to 

Entering-  
relationship stage 

Established/
mature-  

relationship stage 

Ending- 
relationship stage 
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implement some external accounting standards in regard to their codes of conduct for their 

relationship. 

In an already established/mature-relationship stage the codes of conduct’s impact on the 

collaboration may depend on the degree on dependence between the parties. If both 

companies have made large investments in the collaboration, they are presumably more 

willing to adjust their codes of conduct to changes pressed by their partner. Therefore, 

suppliers may be able to press their customers to adapt to their latest criteria considering their 

code of conduct. The latter is especially likely, if the company is non-exchangeable for the 

customer. A tool to see what adaptions have been made is through the codes of conduct as 

external accounting. On the other hand, if the companies may easily change partner, they will 

not very likely adapt to altered requirements made by their present partner. The latter may 

particularly be true, due to the fact that companies’ priority generally is to meet their 

stakeholders’ profit requirements.  

During the last stage of the business-to-business relationship the code of conduct may be the 

particular reason why the company has chosen to end its relationship with a customer. It is 

thinkable that the company is ending a relationship with a customer because the customer is 

not willing to adapt to the required changes. Another possible scenario is that the company 

may end a relationship due to newly received information that makes the customer a less 

attractive partner. For instance, a company may not want to collaborate with a customer that 

is involved in questionable activities such as corruption.   
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4. Methodology  
In collaboration with KPMG Forensic and the Swedish law firm Delphi this cross sectional 

qualitative study was created. The project was initially initiated by a worldwide project 

originated from KPMG and RSM Erasmus University in 2008 (KPMG, 2008). Three previous 

studies have been conducted in 2008, 2010 and 2012 where the focuses been mainly on 

internal use and the relationship towards suppliers. This year’s focus on the relationship to 

customers with regards to codes of conduct is thereby a new unchartered territory (KPMG & 

Delphi, 2012). The paper will use data from the project; previous results and new results 

collected this year to answer the research question. This abductive approach that was used in 

this study relied on earlier research regarding business-to-business relationships. The previous 

research made by others gave us a framework that we could empirically test which provided 

an understanding of how codes of conduct affect business-to-business and vice versa (Patel & 

Davidson, 2003). 

The study was conducted in two different parts. First part was conducted by sending out a 

survey and the second part was finished through completing a content analysis on the chosen 

companies codes of conduct using 100 parameters set by RSM Erasmus University (see 

appendix 2). The content analysis provided an understanding of what the companies’ codes of 

conduct contain. The survey on the other hand provided a deeper comprehension for the 

underlying intentions and aims the companies’ have regarding their codes of conduct.  The 

analysis was thereby based on primary data collected from both those approaches. By using 

two distinctive data-gathering approaches the risk of contamination was decreased (Sjöberg & 

Wästerfors, 2008).  

4.1 Sample of Participating Companies 
The sample of companies can be divided into two different steps. The first step narrowed 

down the focus of the study to 50 companies.  Companies that are included in this study were 

taken from NASDAQ OMX Stockholm Large Cap, the Swedish stock market. A large 

company that was not listed on NASDAQ OMX Large Cap although still operates in Sweden 

was not included in this study. By focusing on large publicly listed companies the availability 

for relevant information increases. The publicity listed large companies are all required to act 

transparently and have a responsibility to inform the public simultaneously of potential factors 

that could possibly affect the stock value. The increase in relevant information could possibly 
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affect the quality of data available in a positive way. That in turn provides us with an 

important and relevant empirical foundation (Sjöberg & Wästerfors, 2008). A smaller 

company would consequently limit the available relevant information.  

It is also a belief that these larger companies usually value business ethics questions higher 

than smaller companies and thereby as a consequence work more actively with them 

(Brytting, 1997). Accordingly, a smaller company do not have the same pressure on 

themselves to develop a code of conduct. The selection of companies were based on market 

values and given the information by NASDAQ OMX Stockholm Large Cap the 50 largest 

publicity listed companies in Sweden were distinguished (see Appendix 1). 

The second step was to evaluate these 50 companies’ codes of conduct and exclude those 

companies that did not have a code or had a code that did not meet the mentioned 

requirements. The definition of codes of conduct given by Kaptein & Schwartz made it 

possible to narrow down the participating companies more. A code of conduct, according to 

Kaptein & Schwartz, should address the company’s entire business and not only parts of it; it 

should also cover multiple issues. Documents regarding environmental, bribery and anti-trust 

policies were thus excluded from the study due to their too specific nature. A code of conduct 

given by a company that does not comply with these two requirements was not included in the 

study. In the second step, 7 companies were excluded from the study. Thereby out of the 50 

companies the study was based on, 43 were found to have a code of conduct (86 percent) that 

was correct according to the chosen definition. Since more than the majority essentially is 

applying a specific code of conduct this could be seen as an indicator of how important they 

are to a company (Bryman, 2008).  

Out of the 43 companies that were found to have a code of conduct, all actively choose to 

participate in the survey when asked. However, due to much work before Christmas, many 

had problems finding time to answer the given survey. Due to the bad timing only 19 answers 

were received from the in total 43 companies that actively chose to participate in the study. 

This equals a response rate of 44 percent.  

The firms that did not fulfil the criteria were mainly active in the financial or the real estate 

sector. Companies that are active in these two sectors are not carrying out or structuring their 

business as other firms that are active in for instance the manufacturing sector. In contrast to 

manufacturing companies these kinds of firms do not enter into numerous contracts to 
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accomplish their primary goal (to make profit). The companies that were contacted but were 

disqualified due to their lack of a code of conduct expressed that they did not need to have a 

code of conduct to stay competitive. On the contrary they expressed the need of having good 

internal policies and/or guidelines within some topics that are usually included in a code of 

conduct. For instance they have guidelines or policies regarding social responsibility and their 

employees’ benefits and limits. These moral issues are hard to entirely neglect since they are 

becoming increasingly important to stakeholders and thus neglecting them could have a 

negative impact on business.   

4.2 Survey 
The purpose of the survey is to address issues and topics that could not be answered by the 

content analysis. However, the content analysis did make it possible to keep the survey rather 

short which is important for the response rate (Ghauri & Grønhaug, 2005). A survey is an 

applicable method to capture cause- and effect- relationships and to get opinions, attitudes and 

descriptions, which a content analysis is insufficient for (Ghauri & Grønhaug, 2005). The 

questions in the survey were written in English since most of the sampled companies are 

operating globally and have their codes of conduct in English.  

Before the decision to distribute the study a test of its quality was made. In order to do that, a 

pilot of the survey was created that was given to two individuals employed at KMPG. The 

first individual was Martin Krüger, Head of Forensics, and the second one was Helena 

Mueller, expert on Sustainability. The questions were developed according to what these two 

individuals thought needed improvement. The next step in the process was to send the new 

prototype of the survey to Johan Kahn, a lawyer at Delphi who evaluated the survey from a 

legal perspective. After correcting the survey one last time after his comments the survey was 

finished to be distributed to the reviewers. By using three distinctive perspectives from 

individuals with different backgrounds that evaluated the survey it was believed that the 

quality of the gathered data would increase.  

An online-software (LIME) given by KPMG was used to distribute the survey. The system 

simplified the process for the respondents and thereby had a positive influence on the 

response rate (Ghauri & Grønhaug, 2005). The receivers of the survey were mostly 

individuals that worked with compliance or corporate responsibility in their respective 

company, which is illustrated in Table 1 below.  
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Table 1: Positions held by the participants of the survey 

Occasionally the receiver thought that the survey was more appropriate answered by another 

in the company and then forwarded the survey to someone that had the asked expertise in the 

subject. The respondents of the survey were assured anonymity towards external parties to 

encourage honest answers. By given the respondents this assurance of anonymity the 

interpretive errors were decreased and it thereby created a more valid result (Ghauri & 

Grønhaug, 2005).  

The survey was divided into two different parts. The first part was practically the same 

research questions that were used in previous studies regarding more general inquiries of 

codes of conduct. By keeping the questions, as they have been previous years it was possible 

to do a comparison of answers over time, which would not have been possible if the questions 

would have been altered or changed.  

The second part mainly concentrated on the customer focus, and was thereby most important 

to the study (See appendix 4, second part). By doing this division between part 1 and 2, it was 

possible to give the survey two different perspectives. One focused on the whole picture of 

codes of conduct and the other one focused more on a smaller objective, in this case 

customers. That distinction gave both the breadth and depth that was needed to make relevant 

conclusions (Ghauri & Grønhaug, 2005). Since the last study was conducted with focus on 

suppliers, this part was created to continue and to develop the last study’s results. The 

questions were built on variety, ranging from motives and current situation in the company to 

thoughts on the future.  

4.2.1 Operationalization of the survey  
The survey had a total of 22 questions. The first and second question was focused on whom 

the code applied to and what the motives and reasons for having a code of conduct were. Both 

those questions were of a general nature and created for the purpose of getting a first insight 

Positions'Held'by'Survey'Participants

Central Sustainability Staff 5% General Counsel 11%
Chief Compliance & Ethics Officer 5% Governance and Compliance Officer 5%
Chief Compliance Officer 5% Global Head of Compliance 5%
Corporate Communications Manager 5% Head of Corporate Social Responsibility 11%
Compliance Director 5% Head Sustainability 11%
CSR Responsible 5% Investors Relation 5%
Director of Business Ethics 5% Sustainability Manager 17%
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in how companies review their codes of conduct. Questions 3-4 covered the employers on the 

company and how they are affected by codes of conduct.  The next questions 5-8 covers the 

general subject of violations of a code of conduct such as how many reports of violation that 

are received in the company, what actions and measures that are taken against violations and 

how to report a violation within the company (for example whistle-blower systems).  The next 

section, question 9-11, was created with the aim to disclose how frequent the code of conduct 

was revised and who, or which group, within the company that revised the code.  

After these questions part two of the survey begins with the primarily focus on customers. 

The first questions 12-14 had the aim to discover whether customers were covered by the 

existing codes of conduct and to what extent. If customers were not found to be covered by 

their code of conduct, the companies were asked why this is the case.  

The next selection of questions can be seen as three different parts of a process. First, the 

process of evaluating a new customer, second, evaluating the impact on a customer and the 

collaboration and third, breaking a relationship with an existing customer or declining further 

cooperation, all in regard of codes of conduct.    

The first process was covered in question 15-16, where the aim was to answer if codes of 

conduct affect the evaluation of a new customer. The survey also asked the companies if they 

ever had declined working with a customer in concern for the customer’s actions, which could 

possibly break the company’s own code. Questions 17-18 were then created to answer the 

next step in the process, can a supplier’s code of conduct affect a customer and can it impact 

the collaboration positively. 

The last process was covered in questions 19-21. The aim of the questions were to investigate 

how companies monitor their customers behaviours as well as whether they would consider 

renouncing further collaboration if the other part goes against the company’s code of conduct.  

The last question also aimed to answer if a company usually has a clausal in their contract 

with a customer, which would make it possible to diminish their relationship if the customer 

goes against something in the code of conduct. The very last question in the survey had the 

aim to answer how companies view the future of codes of conduct in regard of their 

customers.  

4.3 Content Analysis 
In order to complement the survey and to understand the content of codes of conduct a study 
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was made where the chosen companies respective codes was reviewed and analysed. The 

reason for doing the analysis was to inquire how the companies refer to customers in their 

codes of conduct. The analysis was built on a framework of hundred parameters that were 

created by KPMG International in collaboration with RSM Erasmus University (see appendix 

2) (KPMG & Delphi, 2012). The parameters were created as a foundation for what companies 

usually implement in their codes of conduct, which meant that it could be used as a checklist 

while reviewing the codes. Most of the codes were found at each company’s website but in 

some cases inquiries had to be made to attain it (either over mail or telephone). In order to 

secure the quality of the codes that were reviewed, the receiver’s were asked whether the code 

on the website was up to date. The content analysis method was to read the code and to use 

the framework of the 100 parameters as a checklist. When all of the codes were reviewed a 

percentage of what was most mentioned in codes of conduct in large public companies in 

Sweden was presented. 

To secure the quality of the reviews of the codes, two individuals independently examined the 

codes. This method decreased the risk for simple mistakes due to the human factor (for 

example overlooking or disregarding a parameter) and therefore the data used for the analysis 

was less contaminated. If there was a difference between the two individuals findings, a 

discussion was conducted in order to investigate why a specific parameter had been omitted 

into the content analysis. Through collective reasoning a decision was made of which 

parameters should be included in the content analysis. This method was believed to increase 

the quality of data used in the analysis.  

The companies’ codes of conduct varied significantly in length. The shortest codes of conduct 

were 1 page long whereas the longest were over 36 pages long. The average length was 12 

pages. Furthermore, even if the codes are most commonly known by the title ‘code of 

conduct’ this study shows that the title of the codes varies among firms. Other commonly 

used titles were ‘business principles’, ‘code of ethics’, and ‘code of business ethics’. 

However, 24 out of the 43 studied companies were found to have named their codes ‘code of 

conduct’, which equals 56 percent. Therefore the significantly most accustomed title for the 

codes among the studied firms was ‘code of conduct’.  
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5. Results 

5.1 General Findings 
Of the firms, 10 companies answered that their customers were covered by their general code 

of conduct. This equals 53 percent of the companies. Furthermore, 11 percent of the 

companies covered their customers by a specific code of conduct. When asked why their 

customers are not covered by their general code of conduct, the majority of the companies 

answered that the code is not intended to serve as a practical working document for 

customers. Moreover, the majority of the companies that had no specific code of conduct for 

customers answered that their customers were covered by their general code of conduct and 

thus did not need a specific code. 

Table 2:  Summarised results from the content analysis, where the percentages illustrate to what extent the companies 
addressed the topic.  

Table 2 clarifies to what extent the companies have addressed the main topics included in the 

content analysis. For more clarification see the third appendix. The three most addressed 

topics as shown above are ‘conflict of interest’ (100 percent), ‘application of the code of 

conduct’ (98 percent), and ‘employees’ conditions’ (95 percent). Furthermore, 72 percent 

mentioned their customers in their codes of conduct. The first main topic in the content 

analysis ‘Disposition of the Code’ was excluded from Table 2, because it was not found to be 

relevant in the context. 

Summary of Content Analysis Findings
Corporate(Governance 42% Clients 72%
Financial(Reporting 60% Investors 63%
Confidential(Information 67% Competition 72%
Remuneration(System 5% Media 28%
Conflict(of(Interest 100% Sustainability 93%
The(Company's(Assets 44% Application(of(the(Code(of(Conduct 98%
Economical(Abuse 77% Observance(of(the(Code 91%
Employees'(Conditions 95% Report(of(Violations(of(the(Code(of(Conduct 88%
Suppliers 26%
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Figure 3: Percentages of companies addressing a specific topic in their codes  

Figure 3 shows the percentage of companies that have covered three diverse matters about 

customers in their codes: ‘handling of client information database’ (23 percent), ‘product 

quality and/or safety’ (44 percent), and ‘fair selling and marketing methods’ (47 percent). As 

illustrated in the figure, the most touched upon subject is ‘product quality and/or safety’. 

Furthermore, it was shown through the content analysis that most companies encourage their 

external parties to comply with their codes (44 percent), yet that few have chosen to force 

external parties to comply with them.   

Figure 4: Results of survey question 14, which was “To what extent are your customers covered by your code of 
conduct (general as well as specific)?”    
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In Figure 4 (on the previous page) the percentage of companies is shown that answered to 

what extent their customers are covered by their codes (either the general or a specific). The 

respondents were able to choose more than one answer.  

As illustrated in Figure 4 there are differences in to what extent the customers are addressed 

(or covered) by the codes of conduct. Figure 4 shows that the most common answer was that 

the customers are informed about the code (74 percent). Moreover, 32 percent of the 

companies answered that the code was embedded in the contractual agreement. Other 

common answers were that that the customers were not at all informed about the code (26 

percent), and that the customers were encouraged to implement the code (21 percent).   

5.2 Pre-relationship Stage 

Figure 5: Results of survey question 15, which was “How important are the following criteria in the evaluation process 
of a customer (for example when entering an agreement with a customer)?” 

There are differences in how important companies find diverse topics in the evaluation 

process of a customer and these differences in opinion are illustrated in Figure 5. Generally 

companies are considering numerous criteria before choosing a customer to do business with.  

The most important criteria according to the respondents are whether the customer will bring 
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an economic benefit to the company. Of the companies, 79 percent stated that it was very 

important and 16 percent identified it as moderately important. The second most important 

criteria are the potential customer’s view on anti-corruption (69 percent stated that it was very 

important and 26 percent that it was moderately important). It is however believed to be less 

important to use the customer’s code of conduct (only 36 percent answered that it was very 

important) or the resemblance between the codes of conduct as criteria in the evaluation 

process (only 31 percent answered that it was very important). Nonetheless, over 80 percent 

of the companies graded the two criteria as either moderately important or very important.    

When asked whether they had ever declined working with a customer due to the risk of them 

not following the companies code of conduct, 74 percent of the respondents answered ‘yes’ 

and 26 percent ‘no’. The companies that agreed with the question asked were then requested 

to state the cause to their action. The majority of the respondents answered either due to (1) a 

legal requirement or (2) brand protection. Furthermore one of the respondents replied that the 

full context was negative and that they thus chose not to cooperate with the customer.  

5.3 Established/Mature-relationship Stage 
The majority of the companies replied that they see their code of conduct as a method to 

influence their current customers’ behaviour. The percentage that answered yes regarding this 

question was 68 percent and thus the amount that replied that they did not see their code of 

conduct as a tool to impact their customer’s behaviour equals 32 percent.  

Figure 6: Results of survey question 18, which was “Do you believe that the collaboration between your firm and your 
customer is affected by the degree of resemblance between the codes of conduct?” 
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As presented in Figure 6 (on the previous page), the survey has shown that the majority of the 

companies find that the collaboration either could be affected or is moderately affected by the 

degree of resemblance between their code and their customer’s code of conduct (69 percent). 

Moreover, 26 percent of the companies answered that the collaboration is affected.  

Figure 7: Results of survey question 19, which was “How do you monitor that your customers comply with your code of 
conduct?” 

When asked whether they monitor the compliance of their customers regarding their code of 

conduct, the companies had the possibility to choose several alternatives (see Figure 7). Of 

the companies, 58 percent of responded that they trust that their customers will comply with 

their code of conduct. Common answers were also that (1) they trust that their customer will 

report violations of their code of conduct, that (2) they monitor through self- assessments, and 

that (3) they do not monitor whether their customers comply with their code of conduct. One 

respondent did not believe that it would affect their business if they chose to monitor their 

customers. Moreover, another respondent answered that they work with risk assessment, 

monitoring and so called partnership methods. 

5.4 Ending-relationship Stage 
Of the respondents, the majority responded that they indeed would consider renouncing 

further cooperation with an existing customer if they found out that the customer did not 
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comply with their code of conduct. More exactly, 84 percent of the companies answered ‘yes’ 

whereas 16 percent replied ‘no’.  

                                     
Figure 8: Results of survey question 21, which was “In your experience does your contractual agreement with 
customers include a right to end the contract if the customer does not act in agreement with your code of conduct?” 

When asked whether their contractual agreements with customers include a right to end the 

contract if the customer does not act in agreement with their code of conduct, 68 percent of 

the respondents replied that they did not include such a clause. The remaining 32 percent 

answered that they indeed have such clauses included in their contractual agreement with 

customers (illustrated in Figure 8).  

5.5 Additional Findings 

    
Figure 9: Results of survey question 22, which was “Of the following, what are your plans regarding your code of 
conduct in relation to customers for 2015?” 
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When asked what plans they have regarding their contractual customers for 2015, the majority 

of the companies answered that they did not plan to change anything regarding their 

customers’ relation to their code of conduct (53 percent). Of the remaining 47 percent, 11 

percent answered that they were planning to either have seminars/workshops together with 

their customers, and 16 percent answered that they will further regulate the compliance with 

their code of conduct through contractual agreements (as illustrated in Figure 9 on the 

previous page).  
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6. Analysis 
An overall observation made from this study is that codes of conduct are important for 

companies’ business-to-business relationships. In the content analysis that was made, it was 

found that 72 percent of the companies mentioned their customers in their codes of conduct. 

This confirms the theories presented that code of conduct have expanded its sphere of 

objective to external parties as a considerable receiver of their code of conduct (KPMG & 

Delphi, 2012). However, there are differences between the companies to what extent they 

have gone to cover the customers. Only 26 percents of the recipient states that their customers 

are not informed about the code of conduct. That means that the majority of the companies in 

this study do inform their customers of their code of conduct although in somehow different 

circumstances. Nonetheless, of our recipients only 32 percent had the actual code embedded 

in the contractual agreement with customers, which could possibly be explained by Coase’s 

contract theory. Coase’s studies have shown that it is very difficult to write explicit contracts 

that perfectly cover every presumable contingency in a relationship (Coase, 1937). This could 

explain why companies do not choose to involve the code of conduct more thoroughly in the 

contractual agreement with customers even though it is important for the companies that their 

customer do follow their code of conduct.  

 

In this study it was deliberately chosen to part the inquiries into three different segments. 

When looking at customer relationship there are three stages that are important for the 

relationship: the pre-relationship stage, the established/mature-relationship stage and the 

ending-relationship stage. In the pre-relationship stage the most important part is the 

evaluation process of a new customer. The study shows that potential economic benefit is still 

the most valuated criteria for a company when evaluating a new business-to-business 

relationship. The other criteria that were most valued for the companies were the customers 

view on anti-corruption. This confirms the belief that there exists a fear within a company that 

the customer’s behaviour could also affect the companies’ identity. Companies who are 

evaluating potential customers also have to consider to what extent their company will be 

connected to the customer, and moreover what affects this established link will have on their 

identity (Cannon & Perreault, 1999). Since the majority of the recipients also answered that 

they have declined working with a customer due to the risk of them not following the asked 

companies code of conduct, it appears to be possible to assume that the code of conduct is 
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important if there is a risk that the customer will act against it. The previously mentioned 

result is supported by Ford et al. and Gadde & Håkansson who argued that during the 

evaluation of potential customers, a company has to consider the risks involved in entering a 

new relationship (Ford et al., 2003; Gadde & Håkansson, 1998). Codes of conduct can also be 

understood as a form of accounting and in this capacity also have a greater impact in the 

evaluation process of a customer. Thereby codes of conduct could possibly be seen as an 

important part of the evaluation process even though the economic benefit are the biggest 

criteria for the companies at this stage.  

 

The next stage, the established/mature-relationship stage focuses on the performance of the 

collaboration in the relationship. It is found that the code of conduct was of importance for the 

companies in this step as well, since the majority of the companies replied that they see their 

codes of conduct as a method to influence their current customers’ behaviour. If both 

companies have made large investments in the collaboration, they are presumably more 

willing to adjust their codes of conduct to changes pressed by their partner. Therefore, 

suppliers may be able to press their customers to adapt to their latest criteria considering their 

code of conduct. This may especially be true, if the company is non-exchangeable for the 

customer. Furthermore, it was shown through the content analysis that many companies 

encourage their external parties such as customers to comply with their codes (44 percent). 

This result is supported by the theories given by Ford et al. and Hallén et al. that since every 

business-to-business relationship is unique by its content, dynamic, and its affect on the 

companies involved, it is important for both parties of the business-to-business relation to 

constantly work towards improving the cooperation and more importantly the relationship 

(Ford et al., 2003; Hallén et al., 1991). However when asked if the collaboration between the 

customer and the company are affected by the resemblance of their respective code most of 

the companies answered that they could possibly be affected or they are only moderately 

affected. Hence, the companies believe that the collaboration is not quite as much affected as 

presumed from earlier research. However, since 58 percent of the companies trusts that their 

customers will follow their code of conduct, its possible to conclude that if the companies do 

not trust their customers in the regard of codes of conduct they possibly would not have let it 

impact the collaboration negatively.  

The last stage is where the relationship could end. Apparent motives for ending a relationship 

with a customer are the decline in institutionalisation or the lack of commitment by one of the 
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existing parties. The motives mentioned can commonly be explained by a diminishingly 

satisfaction when it comes to fulfilling changing requirements (Ford et al., 2003). For 

instance, one cause of the lack of satisfaction may be based on changing requirements from 

the society about how the company shall act. During the last stage of the business-to-business 

relationship the code of conduct may be the particular reason why the company has chosen to 

end its relationship with a customer. It is thinkable that the company is ending a relationship 

with a customer because the customer is not willing to adapt to the required changes. Another 

possible scenario is that the company may end a relationship due to newly received 

information that makes the customer a less attractive partner. For instance, a company may 

not want to collaborate with a customer that is involved in questionable activities such as 

corruption. The results of the conducted study confirms this theory since the majority of the 

companies responded that they indeed would consider renouncing further cooperation with an 

existing customer if they found out that the customer did not comply with their code of 

conduct. However, not many of the companies have included a right to end the relationship in 

the contractual agreements with the customers. This means that the respondents do see codes 

of conduct as a way to end a relationship with an existing customer but nonetheless do not 

seem to include this straightforward in the contract. This phenomenon could also possibly be 

explained by Coase’s contract theory, since the theory states that it could be impossible to 

include every thinkable issue that could arise in a business-to-business relationship.  

As in regard for how the recipients review the future and the outlook for their plans regarding 

the code of conduct in relation to customers, the result showed that the majority of the 

companies answered that they did not plan to change anything regarding their customers’ 

relation to their codes of conduct. Subsequently, the companies do not seem to be aware that 

there still exists several fundamental areas that needs to be covered before they have 

successfully protected their relationship with customers with their code of conduct.  
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7. Conclusions 
Unlike most of the preceding studies regarding codes of conduct this study focused on codes 

of conduct in relation to customers. The three stages that were developed (entering, 

established/mature and ending,) were found to be suitable to describe the business-to-business 

relationship and its connection to codes of conduct. The general conclusion based on this 

study is that a code of conduct can be seen as a form of external accounting for a company 

(Hui & Klasa, 2012; 2011). Codes of conduct can be understood as a form of accounting and 

in this capacity have a greater impact in the evaluation process of a customer. External 

accounting can ease long-term concerns considering for instance the fulfilment of the 

contractual agreement. Another conclusion is that codes of conduct are important in every 

stage in business-to-business relationships.  However it seems that codes of conduct are most 

significant and valued during the first and second stage.  

To answer the research questions; what demands do companies have on their customers 

regarding their codes of conduct and how business-to-business collaborations are affected by 

the presence of codes of conduct at the customer in this relationship? companies do seem to 

have demands on their customers in regard of codes of conduct, since they use the code of 

conduct as an evaluating tool and also as a measurement for when to end a relationship with a 

customer. The result was clear in that, if the customers do not follow the company’s code of 

conduct the relationship will not continue. However, the demands are not quite clear at all 

times, since it is not included in most of the contractual agreements. It seems to be an 

underlying understanding between the companies that the code of conduct should be followed 

and thereby it is not deemed necessary to have it stated in the actual agreement.  

As the study showed many of the companies did not plan to increase future efforts regarding 

their codes of conduct in concern of their customers, it is thus suggested that they should 

indeed adjust this. By addressing this issue properly, the companies could seriously improve 

the compliance of the code and its affect on their relationships with their customers. If the 

companies include terms of compliance of the code of conduct in the contractual agreement 

they could possibly avoid facing potential risks of negative publicity affecting their reputation 

and legal fines. In the end they could even risk a decrease in sales revenues. There exists 

thereby room for improvements in this area.  
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The second research question was also answered by the received result. This study showed 

that the companies did not deem that the collaboration was more than moderately affected by 

likeness in codes of conduct. Even though the collaboration would be affected if the other 

company acted in some kind of way that went against the other company’s code of conduct. 

Some parts of the result thereby contradict itself. However the result also indicates that this is 

a work in progress. In the future codes of conduct may indeed become a more valued part of 

the performance of the collaboration.  
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8. Discussions 
The validity of the conclusions drawn from this study could have been enhanced if the 

response rate would have been higher. If the study had been conducted during another period 

of the year more companies would presumably have answered, since the respondents then 

would not have the stress that occurs at the end of the fiscal year. Further, as illustrated in 

Table 1 the majority of the respondents were either working with compliance or 

sustainability. The possibility exists that their speciality in their field makes them exaggerate 

the importance of the codes, which in turn may have influenced the results. Moreover, this 

study only took into consideration the 50 largest publicly listed companies in Sweden, which 

means that the conclusions are only applicable on large companies. Even if several of the 

participating companies are global actors, it is questionable if the conclusions drawn are 

applicable in a global context. If the scope of the study would be extended, the conclusions 

may be valid also in a worldwide perspective. Moreover, window- dressing must be 

considered as a misleading factor that may have influenced the results and thus the 

conclusions drawn in this study. Since the companies were told beforehand that their 

individual answers would not be presented to external parties, the likeliness of window- 

dressing is relatively small.  

The measures that were applied and used in this study were based on methods from earlier 

studies that have been published in both recognised and reliable scientific journals (Saunders 

et al., 2012). To ensure the quality and reliability of the data gathered, statistical methods 

could have been used. However, since the aim of the study was not to be conducted in a 

quantitative character, it was not deemed necessary.  

8.1 Future Research  
This study indicates that companies are handling the issue regarding their customers and 

codes of conduct in very diverse ways. It for instance showed that some industries such as the 

financial and real estate sectors only partly work with codes of conduct. Consequently, future 

research could for instance take into consideration the potential differences among industries 

regarding the importance of codes of conduct. 

Since this study was only based on large listed companies in Sweden, it would also be 

interesting to look into whether there are differences in the importance of codes of conduct 

between diverse countries in Europe.  
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10. Appendices  

Appendix 1 – List of Companies Included in the Study 
 
In the Table below the 50 largest publicly listed companies in Sweden as of 2014-11-06 

according to NASDAQ OMX Stockholm Large Cap are ranked based on their value in 

MSEK.   

 
Rank Company     Value MSEK 

1 Hennes & Mauritz AB,  428.999.4 

2 Nordea Bank AB 383.530.4 

3 Ericsson, Telefonab. L M 286.230.7 

4 Atlas Copco AB 254.967.6 

5 Svenska Handelsbanken AB 223.665.1 

6 Swedbank AB 221.080.7 

7 TeliaSonera AB 221.050.8 

8 SEB AB 207.479.3 

9 Investor AB 201.004.5 

10 Volvo, AB 181.348.1 

11 ASSA ABLOY AB 137.543.4 

12 SCA AB  116.465.4 

13 Sandvik AB 101.479.8 

14 ABB Ltd 93.366.4 

15 Hexagon AB 84.562.0 

16 AstraZeneca PLC 80.634.2 

17 SKF, AB 67.319.8 

18 Kinnevik, Investment AB 65.020.8 

19 Electrolux,  AB 64.763.9 

20 Alfa Laval AB 63.673.5 

21 Skanska AB 60.079.3 

22 Millicom Int. Cellular S.A. 58.301.2 

23 Industrivärden, AB 57.692.6 

24 Swedish Match AB 48.039.8 

25 Autoliv Inc. 45.848.9 
 

Rank Company V       Value MSEK 

26 Tele2 AB 41.755.8 

27 Melker Schörling AB 41.565.1 

28 Getinge AB 38.138.7 

29 ICA Gruppen AB 35.128.3 

30 Boliden AB 33.286.3 

31 Lundin Petroleum AB 32.569.1 

32 Meda AB 32.227.6 

33 Husqvarna AB 31.598.4 

34 Trelleborg AB 30.588.3 

35 Latour, Investmentab. 28.359.7 

36 Securitas AB 28.355.3 

37 SSAB AB 27.900.2 

38 Elekta AB 27.864.5 

39 Axfood AB 23.846.6 

40 Lundbergföretagen AB 23.552.4 

41 NCC AB 23.530.4 

42 Swedish Orphan Biovitrum AB 22.847.9 

43 BillerudKorsnäs AB 22.425.3 

44 HEXPOL AB 21.512.1 

45 SAAB AB 21.395.0 

46 Hufvudstaden AB 20.864.8 

47 Holmen AB 20.612.6 

48 Castellum AB 19.471.2 

49 NIBE Industrier AB 19.049.9 

50 JM AB 18.351.8 
 



 39 

Appendix 2 – Parameters 
Disposition of the Code  
1 Signalling of values and principles 
2 Loyalty/pride acting as an 
ambassador 
3 Identification of specific receivers 

Corporate Governance 
4 Reference to the corporate 
governance code 
5 Cooperation with government 
authorities  

Financial Reporting 
6 Accounting principles  
7 Internal financial reporting  
8 Reporting to the tax authority  
9 Filing of financial records due to 
legal requirements 

Confidential Information (CI) 
10 Routine for handling of CI in 
general  
11 Routine for handling of external 
party’s CI  

Remuneration System  
12 Guidelines for remuneration system 

Conflict of Interest 
13 Career opportunities/limitations  
14 Private investments 
15 Private relations  
16 Love at the workplace 
17 Quarantine regulations 
18 Political support 
19 Bribes received from external party  
20 Bribes offered to external party 
21 Lobbying 
22 External employment or 
engagement  

The Company’s Assets 
23 Handling of physical assets 
material, computer etc.  
24 Private use of the company’s assets 
25 Use of company’s bank account and 
private outlays  
26 Use of electronic communication  
27 Intellectual property (IP): the 
company owns all IP 
28 The company owns all computer 
stored/produced material 
29 Using unlicensed/unauthorized 
software 

Economical Abuse 
30 Money laundering 
31Corruption 
32 Fraud 

Employee’s Conditions 
33 Fair wages  

34 Working hours (overtime etc.) 
35 Equal working conditions 
36 Diversity 
37 Harassments/bullying  
38 Discrimination in general 
39 Discrimination – age  
40 Discrimination – ethnical/race 
41 Discrimination – sex 
42 Discrimination – religious view 
43 Discrimination – sexual 
orientation  
44 Discrimination – political opinion 
45 Manifestation of religious opinion 
46 Alcohol and drug use during 
working hours  
47 Health and safety in the working 
environment 
48 Handling of personal records  
49 Monitoring of computer usage 
50 Monitoring of phone lists 
51 Monitoring of emails 
52 Control of employees’ social 
media usage  

Suppliers 
53 Payment: accounts payables vs. 
Financing 
54 Undue conditions 
55 Selection: fair treatment, equal 
opportunities 

Clients 
56 Fair selling and marketing 
methods 
57 Product quality and/ or safety 
58 Handling of client information 
database 

Investors 
59 Disclosure of financial information 
60 Insider trading 

Competition 
61 Handling of information about 
competitors 
62 Anti-trust 

Media 
63 Media relations 
64 Informer’s rights (Sw. 
Meddelarfrihet) 

Sustainability 
65 Responsibility towards the local 
community 
66 Environmental responsibility 
67 Life cycle responsibility for 
products 
68 Charity and sponsorship 
69 Child labour 
70 Forced labour 
71 Human rights 
72 Right to be unionised 

73 Reference to the UN Global Compact 

 Application of the Code of Conduct 
(CoC) 
74 Encourages external parties to comply 
75 Application on subsidiary 
76 Application on external parties 
77 Application on suppliers 
78 Application on sub suppliers 
79 Application on agents 
81 Information about responsibility to 
follow local laws 
82 Information about responsibility to 
follow the CoC 
83 Exemplification of norms in the CoC 

Observance of the CoC 
84 Statement of observance of the CoC 
85 The CoC is part of contracts 
86 The CoC is part of employment 
agreement 
87 The CoC is introduced in the 
employment procedure 
88 Control of employees’ observance of 
the CoC 
89 Control of suppliers’ and others’ 
observance of the CoC 
90 Specific unit responsible for the CoC 
91 Managers’ responsibility for 
observance 

Report of Violations of the Code of 
Conduct 
92 Routine for reports of violations of 
the CoC 
93 Sanctions for breach of the CoC 
94 Personal data act issues 
95 Confidential reporting of violations of 
the CoC 
96 Anonymous reporting of violations of 
the CoC 
97 Informer’s rights/inviolability 
98 Follow-up/investigation of violations 
of the CoC 
99 Zero tolerance of violations of the 
CoC 
100 Third party’s possibility to report 
violation of the CoC  
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Appendix 3 – Content Analysis Findings 
Content analysis findings are presented in appendix 3 as percentages for every respective 

parameter and group.  

 

Summary of Content Analysis Yes No 
Disposition of the Code    100%   
  1 Signaling of values and princples 98% 2% 
  2 Loyalty/Pride (acting as an ambassador) 21% 79% 
  3 Identification of specific recievers 79% 21% 
Corporate Governance   42%   
  4 Reference to the corporate governance code 9% 91% 
  5 Cooperation with government authorities 40% 60% 
Financial Reporting   60%   
  6 Accounting principles 49% 51% 
  7 Internal financial reporting 49% 51% 
  8 Reporting to the tax authority 7% 93% 
  9 Filing of financial records (due to legal requirements) 16% 84% 
Confidential Information (CI) 67%   
  10 Routine for handling of CI in general 67% 33% 
  11 Routine for handling of external party’s CI 44% 56% 
Remuneration System   5%   
  12 Guidelines for remuneration system 5% 95% 
Conflict of Interest   100%   
  13 Career opportunities/limitations 40% 60% 
  14 Private investments 63% 37% 
  15 Private relations 74% 26% 
  16 Love at the workplace 2% 98% 
  17 Quarantine regulations 2% 98% 
  18 Political support 58% 42% 
  19 Bribes received from external party 91% 9% 
  20 Bribes offered to external party 91% 9% 
  21 Lobbying 42% 58% 
  22 External employment or engagement 49% 51% 
The Company's Assets   44%   
  23 Handling of physical assets (material, computer etc.) 33% 67% 
  24 Private use of the company’s assets 30% 70% 
  25 Use of company’s bank account and private outlays 7% 93% 
  26 Use of electronic communication 28% 72% 
  27 Intellectual property (IP): the company owns all IP 19% 81% 
  28 The company owns all computer stored/produced material 7% 93% 
  29 Using unlicensed/unauthorized software 12% 88% 
Economical Abuse   77%   
  30 Money laundering 23% 77% 
  31 Corruption 72% 28% 
  32 Fraud 21% 79% 
Employees Conditions   95%   
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  33 Fair wages 63% 37% 
  34 Working hours (overtime etc.) 33% 67% 
  35 Equal working conditions 63% 37% 
  36 Diversity 58% 42% 
  37 Harassments/bullying 63% 37% 
  38 Discrimination in general 79% 21% 
  39 Discrimination – age 74% 26% 
  40 Discrimination – ethnical/race 79% 21% 
  41 Discrimination – sex 79% 21% 
  42 Discrimination – religious view 77% 23% 
  43 Discrimination – sexual orientation 72% 28% 
  44 Discrimination – political opinion 65% 35% 
  45 Manifestation of religious opinion 7% 93% 
  46 Alcohol and drug use during working hours 30% 70% 
  47 Health and safety in the working environment 88% 12% 
  48 Handling of personal records 26% 74% 
  49 Monitoring of computer usage 5% 95% 
  50 Monitoring of phone lists 5% 95% 
  51 Monitoring of e-mails 12% 88% 
  52 Control of employees’ social media usage 14% 86% 
Suppliers     26%   
  53 Payment: accounts payables vs. Financing 2% 98% 
  54 Undue conditions 7% 93% 
  55 Selection: fair treatment, equal  21% 79% 
Clients     72%   
  56 Fair selling and marketing methods  47% 53% 
  57 Product quality and/or safety 44% 56% 
  58 Handling of client information database 23% 77% 
Investors     63%   
  59 Disclosure of financial information 58% 42% 
  60 Insider trading 44% 56% 
Competition     72%   
  61 Handling of information about competitors 12% 88% 
  62 Anti-trust  70% 30% 
Media     28%   
  63 Media relations 26% 74% 
  64 Informer’s rights (Sw. Meddelarfrihet) 2% 98% 
Sustainability   93%   
  65 Responsibility towards the local community 58% 42% 
  66 Environmental responsibility 86% 14% 
  67 Life cycle responsibility for products 21% 79% 
  68  Charity and sponsorship 19% 81% 
  69 Child labour 74% 26% 
  70 Forced labor 72% 28% 
  71 Human rights 63% 37% 
  72 Right to be unionised 74% 26% 
  73 Reference to the UN Global Compact 35% 65% 
Application of the Code of Conduct (CoC) 98%   
  74 Encourages external parties to comply 44% 56% 
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  75 Application on subsidiary 26% 74% 
  76 Application on external parties 40% 60% 
  77 Application on suppliers 42% 58% 
  78 Application on sub suppliers 21% 79% 
  79 Application on agents 14% 86% 
  80 Application on joint venture partners 12% 88% 
  81 Information about responsibility to follow local laws 91% 9% 
  82 Information about responsibility to follow the CoC 72% 28% 
  83 Exemplification of norms in the CoC 23% 77% 
Observance of the Code   91%   
  84 Statement of observance of the CoC 65% 35% 
  85 The CoC is part of contracts 9% 91% 
  86 The CoC is part of employment agreement 5% 95% 
  87 The CoC is introduced in the employment procedure  19% 81% 
  88 Control of employees’ observance of the CoC 21% 79% 
  89 Control of suppliers’ and others’ observance of the CoC 21% 79% 
  90 Specific unit responsible for the CoC 30% 70% 
  91 Manager responsibility for observance 65% 35% 
Report of Violations of the Code of Conduct (CoC) 88%   
  92 Routine for reports of violations of the CoC 77% 23% 
  93 Sanctions for breach of the CoC 65% 35% 
  94 Personal data act issues 7% 93% 
  95 Confidential reporting of violations of the CoC 42% 58% 
  96 Anonymous reporting of violations of the CoC 44% 56% 
  97 Informer’s rights/inviolability 51% 49% 
  98 Follow-up/investigation of violations of the CoC 44% 56% 
  99 Zero tolerance of violations of the CoC 9% 91% 
  100 Third party's possibility to report violation of the CoC 9% 91% 
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Appendix 4 – Survey 

 
 

12/11/2014 Codes of Conduct

http://www.anpdm.com/public/runsurvey.aspx?Id=494A5D44724443594171&SessionId=T635538915655370365&Test=True&Type=&PreviousPage=4247… 1/3

Survey 2014 – Codes of Conduct

PART 1 – Codes of Conduct

1. To whom does your code of conduct apply?
Please mark one or more alternatives

Employees

Customers

Suppliers

Partners

Owners

Society/environment

Other

2. When creating your code of conduct, of what importance were the
following motives:

Not very important Moderately important Very important
To improve the
company’s
competitiveness
To be a socially
responsible company
To increase the
emloyees’ ethical
awareness
To create a united
corporate culture
To protect/improve the
company’s goodwill
To comply with
stakeholders’
expectations

To avoid legal sanctions

That we, through our
employees or other
stakeholders, do not
break the law

3a. How many of your employees have received your code of conduct?

None Up to 25% Up to 50% Up to 75% Up to 99%
All of our

employees

3b. If all of your employees have not received the code of conduct, what is
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12/11/2014 Codes of Conduct

http://www.anpdm.com/public/runsurvey.aspx?Id=494A5D44724443594171&SessionId=T635538915655370365&Test=True&Type=&PreviousPage=4247… 2/3

the reason?
Please mark one or more alternatives

The code is only relevant for some employees

There is no established routine for distribution

The code is not intended to serve as a practical working document

The code is mainly intended to communicate values externally

There is no specific reason

Other reason

4. What kind of education do your employees go through regarding the code
of conduct?
Please mark one or more alternatives

Receive documents for perusal (physically or electronically)

Lectures

Elearning

Seminar/workshop

Event/theme day

Information during the recruiting process

They do not go through any education

Other education

5a. Have you received any reports of violations of the code of conduct
during 2014?

Yes

No

5b. Reasons for reported violations during 2014:
Please mark one or more alternatives

Bribery (corruption)

Discrimination

Use of company’s assets

Financial reporting

Competition infringement

Conflict of interest

Handling of confidential information

Other violation

5c. Which measures has your company taken due to violations of the code of
conduct during 2014?
Please mark one or more alternatives

No measures

Reprimand

Warning

Displacement

Suspension
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http://www.anpdm.com/public/runsurvey.aspx?Id=494A5D44724443594171&SessionId=T635538915655370365&Test=True&Type=&PreviousPage=4247… 3/3

Dismissal

Report to the police

Other measure
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6. What channels are available to report violations from the code of conduct?
Please mark one or more alternatives

Immediate manager

HRdepartment

Management

External party

Whistleblowersystem*

Other channel

7. How often is the board of directors informed of violations of the code of
conduct?

Regularly

When violations are reported

There is no established routine

8. Do you publicly disclose information on the implementation and followup
of your CoC? (i.e. in your annual report, sustainability report or similar)

Yes

No

9. How often do you revise your code of conduct?

When necessary

On a yearly basis

With 25 year intervals

Less often than every 5 years

We see no future needs to neither revise or update our code of conduct

10. Which group/groups is/are involved when you revise your code of
conduct?
Please mark one or more alternatives

Owners

The board of directors

A defined group within the company (e.g. board of ethics committee) in charge of the code of conduct

Department managers and/or equivalent ranking managers

Employees

Other defined group/groups

11. Is there a specific group/person employed to work mainly with CoC
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issues in your firm?

Yes

No

*A whistleblowersystem refers to a system/routine where employees can report (also
anonymously) violations of the code of conduct
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PART 2 – Customers

12a. Are your customers covered by your general code of conduct?

Yes

No

12b. If customers are not covered by your general code of conduct, what
is/are the reason(s)?
Please mark one or more alternatives

The code is not relevant to customers

No established routine for distribution of the code to customers

The code is not intended to serve as a practical working document for customers

The code is mainly intended to communicate values generally

No specific reason

Other reason

13a. Do you have a specific code of conduct for customers?

Yes

No

13b. If customers are not covered by a specific code of conduct, what is/are
the reason(s)?

They are covered by our general code of conduct

Other reason

14. To what extent are your customers covered by your code of conduct
(general as well as specific)?
Please mark one or more alternatives

They are not covered by the specific or general code of conduct

They are not informed about the code

They are informed about the code

They are encouraged to implement the code

The code is embedded in a contractual agreement (e.g. included as an appendix)

Other

15. How important are the following criteria in the evaluation process of a
customer (for example when entering an agreement with a customer)?
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Not very important Moderately important Very important
The customer’s code of
conduct

The resemblance
between your and your
customer’s code of
conduct

Customer’s reputation

Your customer’s view
on social responsibilities
(human and labour
rights)
Your customer’s view
on environmental
responsibilities (climate,
waste, water handling,
emissions etc)
Your customer’s view
on anticorruption

The economic benefit

The customer’s other
businesstobusiness
relationships

16a. Have you declined working with a customer due to the risk of them not
following your code of conduct?

Yes

No

16b. What was the cause of your action?
Please mark one or more alternatives

Legal requirements

Brand protection

Other reason

Please specify other reason
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17. Do you see your code of conduct as a method to impact your customers’
behaviour?

Yes

No

18. Do you believe that the collaboration between your firm and your
customer is affected by the degree of resemblance between the codes of
conduct?

The collaboration is not affected

The collaboration is moderately affected/ The collaboration could be affected

The collaboration is affected

19. How do you monitor that your customers comply with your code of
conduct?
Please mark one or more options

We trust that our customers comply with our code of conduct

We trust that our customers will report violations of our code of conduct

We conduct adhoc audits of our customers’ compliance with our code of conduct

We conduct routine based and thorough audits of our customers’ compliance with our code of conduct

We conduct audits which include visits to our customers

We conduct audits which include interviews with employees of our customers

We hire an external party to conduct the audit

Through selfassessments

We do not monitor that our customers comply with our code of conduct

Other

20. Would you consider renouncing further collaboration with an existing
customer, if the customer in question did not act according to your code of
conduct?

Yes

No

21. In your experience does your contractual agreement with customers
include a right to end the contract with a customer if the customer does not
act in agreement with your code of conduct?

Yes

No
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22. Of the following, what are your plans regarding your code of conduct in
relation to customers for 2015?

We are planning for seminars and workshops together with our customers on our code of conduct

We will further regulate the compliance with our code of conduct through contractual agreements

We will establish clearer sanctions for contractual breaches regarding our code of conduct

We do not plan to change anything regarding customer’s relation to our code of conduct

Other

Other comments regarding the topics concerned or comments on the survey
in general:

What position do you have in your company?
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