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Abstract 
To the best of our knowledge, this is the first study addressing the theoretical gap regarding 

environmental sustainability and strategic decision making of internationalization, with focus on 

the choices of when, where and how. This is achieved by evaluating how Swedish sustainable 

fashion companies connect environmental sustainability and internationalization. In order to do 

this, the study also concerns the companies work with both environmental sustainability and 

internationalization in isolation. By this empirical contributions, the thesis starts to develop a 

framework in the new area of theory.   

 

This research uses a qualitative method and employ multiple case studies, where the data was 

collected through interviews with seven Swedish fashion companies. The results show that none 

of the case companies formally connected environmental sustainability in their strategic decisions 

regarding; when, where and how to internationalize. The findings further show that none of the 

case companies are neither systematic or strategic in their work. Although, all case companies are 

in the forefront of environmental sustainability, which permeates the entire company, and it can 

therefore be argued that it in some sense reflects on the strategic decisions. The study therefore 

addresses actions that companies aiming to be sustainable can integrate in their 

internationalization.  

 

Keywords: Fashion Industry, Environmental Sustainability, Internationalization, Strategic 

Decisions, Timing for Internationalization, International Market Selection, Market Entry, Sweden  

 

 

 

 
 
 
 
 
 
 
 
 



 

 

Table of Contents 
1. Introduction ................................................................................................................................ 1 
1.1 Problem Background ............................................................................................................................... 1 
1.2 Problem Discussion ................................................................................................................................. 2 
1.3 Research Question ................................................................................................................................... 4 
1.4 Purpose ..................................................................................................................................................... 4 
2. Theoretical Framework ............................................................................................................. 5 
2.1 Environmental Sustainability ................................................................................................................... 5 

2.1.1 Environmental Sustainability: The Fashion Industry ............................................................................... 6 
2.1.1.1 Environmental Sustainability: Actions for Fashion Companies ............................................................... 7 

2.2 Internationalization .................................................................................................................................. 8 
2.2.1 The Strategic Decisions of Internationalization ....................................................................................... 9 

2.2.1.1 When: The Timing and Speed of Entering Foreign Market(s) ................................................................. 9 
2.2.1.2 Where: The Choice of Market(s) to Enter ............................................................................................... 10 
2.2.1.3 How: What Kind of Entry Mode for Foreign Market Entry ................................................................... 11 

2.2.2 Previous Studies within Environmental Sustainability and Internationalization ................................... 12 
2.3 Conclusion of Theory ............................................................................................................................ 14 
3.  Research Method .................................................................................................................... 15 
3.1 Research Approach ................................................................................................................................ 15 

3.1.1 Research Design ..................................................................................................................................... 15 
3.2 Sample Selections .................................................................................................................................. 16 

3.2.1 Industry Selection ................................................................................................................................... 16 
3.2.2 Selection of Case Companies ................................................................................................................. 16 
3.2.3 Selection of Respondents ....................................................................................................................... 18 

3.3 Data Collection ...................................................................................................................................... 20 
3.4 Operationalization .................................................................................................................................. 21 
3.5 Data Analysis ......................................................................................................................................... 22 
3.6 Limitations ............................................................................................................................................. 23 
4. Empirical Findings .................................................................................................................. 25 
4.1 Environmental Sustainability ................................................................................................................. 25 
4.2 Environmental Sustainability & Internationalization: The Connection ................................................. 28 

4.2.1 The Strategic Decisions of Internationalization ..................................................................................... 28 
4.2.1.1 When: The Timing and Speed of Entering Foreign Market(s) ............................................................... 29 
4.2.1.2 Where: The Choice of Market(s) to Enter ............................................................................................... 30 
4.2.1.3 How: What Kind of Entry Mode for Foreign Market Entry ................................................................... 31 

5. Analysis and Discussion ........................................................................................................... 34 
5.1 Environmental Sustainability ................................................................................................................. 34 
5.2 Environmental Sustainability & Internationalization: The Connection ................................................. 36 

5.2.1 The Strategic Decisions of Internationalization ..................................................................................... 38 
5.2.1.1 When: The Timing and Speed of Entering Foreign Market(s) ............................................................... 39 
5.2.1.2 Where: The Choice of Market(s) to Enter ............................................................................................... 41 
5.2.1.3 How: What Kind of Entry Mode for Foreign Market Entry ................................................................... 42 

5.3 Discussion .............................................................................................................................................. 44 
6. Conclusion ................................................................................................................................ 47 
6.1 Contributions ......................................................................................................................................... 48 
6.2 Propositions for Future Research ........................................................................................................... 49 
7. References ................................................................................................................................. 50 
Appendix 1 - GRI Index ............................................................................................................................ 56 

Appendix 2 - ISO 14001 ............................................................................................................................. 57 

Appendix 3 - Interview Guide ................................................................................................................... 58 



Johansson and Sabel (2016) 

 1 

 

1. Introduction 

1.1 Problem Background 

We live in a global world, and globalization has in many ways been beneficial to our society. 

Advocates say that globalization creates free trade, which promotes global economic growth and 

enables internationalization. This is because multinational companies provide jobs and make 

businesses more competitive (Collins, 2015). However, there is another perspective on 

multinational companies; they are often accused of social injustice, unfair working conditions and 

for having a lack of concern for the environment by depleting natural resources and damaging the 

eco-system. Since several of the multinational companies are large and powerful, their actions 

have a significant impact on the environment (Collins, 2015). To specify environmental 

sustainability, UN Department of Sustainable Development (2016) defines it “as meeting the 

resource and service needs of current and future generations without compromising the health of 

the ecosystems that provide them”.  

 

United Nations Environmental Programme lists globalization as one of the main drivers for 

today’s alarming environmental situation. Global trade has grown about 12 percent per year for 

the last decade and is continuously growing (Grossman, 2013). Besides the trade between 

countries, many companies are expecting an increase in their international assignments the 

coming years (Mercer, 2015), resulting in more companies establishing operations abroad. 

Aragon-Correa, Marcus and Hurtado-Torres (2015) explain that international firms’ relationship 

with the environment is still today controversial. Aguilera-Caracuel, Aragon-Correa and Hurtado-

Torres (2012) describe how environmental concerns are growing as firms are becoming more 

international. The UNEP report; Raising the Bar, written by Thorsteinsdottir (2015) describes 

how corporations are failing to reflect the degree of their contribution to the environmental 

issues. This indicates that there is a need for companies to further understand and improve their 

environmental work, in order to reduce their negative impact. However, to succeed; Ogrean and 

Herciu (2015) explain that sustainability needs to be fully integrated into the company's strategy. 

Bouncken, Schuessler and Kraus (2015) argue that there are new circumstances and new types of 

firms today with different ways of internationalizing than described in previous studies. Since 

companies environmental impact is truly important and more companies are becoming 

international, it is believed to be crucial that companies find internationalization strategies that 
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are environmentally sustainable and green. Slovick (2016) further defines a green company as 

“being a green business means changing the way a business purchases, develops, produces, and 

provides products and services so it has a positive impact on the environment”.       

1.2 Problem Discussion    

According to Aragon-Correa et al. (2015) international business together with environmental 

sustainability is a highly relevant topic due to its growing importance. Further, the growing 

internationalization of firms (Mercer, 2015) is affecting the environment. Doherty (2000) states 

that one of the most internationalized industries is the fashion industry. Fashion is a $1.2 trillion 

global industry and one of the most profitable and fastest growing industries in the economy 

(Statisticbrain, 2016). At the same time, sustainability is becoming increasingly important for the 

success of this industry (Sustainable Fashion Academy, 2016). Ecowatch, a leading news website 

reporting on environmental news and sustainable business, states that the fashion industry is the 

industry with the second largest negative impact on the environment (Sweeney, 2015). EcoChic 

Design Award (2014), the largest sustainable fashion design competition, concludes that the 

fashion industry is one of the world’s most polluting industries and that it is causing serious 

environmental damages.  

 

The fashion industry’s negative impact on the environment has increased to dramatic levels. 

Kibbe (2015) expresses concerns for the fashion industry’s business model of providing more and 

more clothes, faster and faster, for less and less money. Kibbe (2015) further describes a two-part 

solution, in order to make the fashion industry more sustainable; the first solution address what 

the consumers can do and the other what the industry can do. According to Kibbe (2015) the 

industry needs to take a serious look at the entire supply chain. The fashion industry has long, 

complex and varied supply chains consisting of raw material extraction, production, 

manufacturing, construction, shipping, retail, use and disposal (Sweeny, 2015). Moreover, since 

the fashion industry is a global business, products are shipped around the world, causing 

emission. Several aspects of the fashion industry are becoming more environmentally sustainable 

and good news is that textile waste is increasingly under focus by the government, private sector, 

NGOs and by fashion designers all around the world (Eco Chic Design Award, 2014). However, 

this focus does not concern how fashion companies internationalize. Due to the increased 

importance of internationalizations effect on the environment, and the fact that the fashion 

industry is truly international, we have identified a gap in research regarding environmental 

sustainable internationalization for fashion companies. 
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Sweeny (2015) states that there are some fashion companies that are leading the reform towards 

becoming more environmentally sustainable. These companies are for instance working with the 

use of environmentally friendly textiles, reducing water use and carbon emission in the supply 

chains.  

 

Swedish companies are viewed as pioneers within the field of sustainability, they have a long 

history of actively working with it and in 2013, Sweden topped the Country Sustainability 

Ranking by RobeccoSAM (Sweden, 2015). Further, the Swedish fashion industry became 

internationally successful about 20 years ago and the success has continued (Svengren Holm & 

Tijburg, 2013), and for most of the Swedish fashion companies, being international is a must. 

Further, the Swedish Government is investing 28 million SEK during 2016- 2019 to strengthen 

the Swedish design internationally (Habit, 2016), indicating that the Swedish industry will be 

even more international within a couple of years. With this in mind, we found it important and 

interesting to investigate how sustainable Swedish fashion companies connect environmental 

sustainability with their decision-making process for internationalization. We will focus on the 

strategic decision-making process of the initial phase of the internationalization, containing: 

when, where and how to internationalize (Craig & Douglas, 1992). Gallego, Hidalgo, Acedo, 

Casillas and Moreno (2009) further explain that these three strategic decisions are crucial in order 

to understand the internationalization process. They are the foundation of a company’s 

internationalization process, and we therefore believe that it is crucial to examine how companies 

that are in forefront of environmental sustainability view these decisions. We have identified a 

gap in the literature regarding environmental sustainability strategies for internationalization 

within the fashion industry. Furthermore, Doherty (2000) states that the internationalization 

process for fashion companies are relatively unexplored. By connecting the strategic choices of 

when, where and how in regards to internationalization, environmental sustainability and the 

fashion industry we will contribute to new research that will be relevant both theoretically and 

practically. There are several aspects making this study important; first and foremost, there is an 

urgent need for companies to become more environmental sustainable, where the growing 

internationalization has a large impact on the environment. Further, the fashion industry is an 

international industry and one the most polluting industries with a negative impact on the 

environment. Foremost, there is no previous study with this connection before, making this 

research relevant and truly important. 
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1.3 Research Question 

Based on the background and discussion, this thesis will answer the following research question: 

 

How do Swedish sustainable fashion companies connect environmental sustainability and 

internationalization, with emphasis on the strategic decisions of when, where and how?  

1.4 Purpose 

The purpose with this study is to evaluate how sustainable Swedish fashion companies connect 

environmental sustainability and their strategic decision making for internationalization, with 

emphasis on when, where and how to internationalize. By doing this, the study also reflects on 

how the companies work with environmental sustainability and internationalization in isolation. 

Moreover, since there is a lack of research in regards to environmental sustainability and 

internationalization, this thesis aims towards filling this gap with new empirical data. The aim is 

therefor to both contribute theoretically with new data, but also to contribute practically for 

companies aiming towards an environmentally sustainable internationalization. This will be done 

by connecting the fashion industry with environmental sustainability and the decisions of when, 

where and how to internationalize, something that has not been done before. 
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2. Theoretical Framework 

2.1 Environmental Sustainability 

Environmental sustainability is one of three pillars of sustainable development together with 

social and economic sustainability (Bansal, 2002). James (2015) describes that environmental 

issues have climbed up the public agenda since mass media has spread the word in various 

contexts. Despite the sustainability trend, we live less sustainable than ever which is causing 

alarming situations for the future. Moreover, James (2015) explains that to be able to change the 

world into a more sustainable place, it demands that we start rethinking and redoing everything 

we do and how we live. There are not infinite resources and infinite number of places to put 

waste, therefore we must set goals that take the broader system into account. Due to the limited 

resources, Westervelt (2014) states that we should reduce our emission with 80 percent until 

2050. Bansal (2002) further explains how population growth, increased consumption, pollution 

and weakening natural resources are forcing the globe to its limits. Companies are increasingly 

engaging in activities that create a weaker ozone layer, greenhouse gas emissions, deforestation 

and spill of chemicals and other toxics that have a large impact on the damaged environment.  

 

According to Pui-Yan Ho & Choi, 2012) companies are taking more responsibility for 

environmental and social issues. Due to the increase of sustainability as a trend; consumers, 

companies and stakeholders are more aware of the issues and request for updated and legitimate 

data of companies’ green progress (Pui-Yan Ho & Choi, 2012). Even though it is recognized that 

we live less sustainable than ever, a survey by Accenture from 2007 found that a majority of the 

respondents would pay a higher price for products and services if produced with lower 

greenhouse gas emissions (Pui-Yan Ho & Choi, 2012). Chakrabarty and Wang (2013) further 

states that companies can benefit from environmental actions in terms of sales and products as 

they have the possibility of becoming industry leading, if being green. Despite this, some 

managers believe that the economical benefits are not large enough to engage in the needed 

action to achieve green certificates or standards, which can slow down a company’s engagement 

in environmentally sustainable actions (Bansal, 2002). Bansal (2002) highlights the importance of 

sustainable development being institutionalized, both formally by government and stakeholders 

but also informal by a change in norms and mindset among people.  
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Today, there are many models and frameworks for organizations to adapt in their quest for 

sustainability, however there will always be room for improvement. Companies that are able to 

develop an effective and green strategy will most likely be rewarded with a better reputation, 

license to operate, recruitment and retention of employees, an improved developing process and 

strategic innovation (Ansett, 2007). If the goal is to reach full sustainable development potential, 

it has to be integrated into the planning and measurement systems of the organizations. 

Companies must adapt business strategies and activities that meet the needs of the organization 

and the stakeholders and at the same time protect, sustain and enhance human and natural 

resources that are needed in the future (International Institute for Sustainable Development, 

1992).  

2.1.1 Environmental Sustainability: The Fashion Industry 

De Brito, Carbone and Meunier Blanquart (2008) explain that sustainability is a highly sensitive 

topic for fashion companies and their value chains due to the industry competitiveness, intense 

use of resources and labor conditions. When focusing on the environmental part of sustainability, 

the production process and its severe use of both natural resources and chemicals has a large 

impact on the environment. De Brito, Carbone and Meunier Blanquart (2008) describe that there 

is an ongoing debate regarding corporation's responsibility for sustainability. Many stakeholders 

argue that fashion companies can make a huge difference and that it should be their responsibility 

to do so. This is particularly for companies operating in Europe, where laws and regulations in 

this matter have arise during the last years, regarding for instance chemical use, recycling and 

transportation. Nevertheless, there has been a lot of development in Asia as well, which has led to 

an increased awareness of environmental issues putting greater pressure on fashion companies 

operating there (De Brito, Carbone & Meunier Blanquart, 2008). Although there is an ongoing 

development, it is happening slowly and many fashion companies that are sourcing in low-cost 

countries face the dilemma between economic growth and environmental sustainability. Caniato, 

Caridi, Crippa and Moretto (2011) explain that even though sustainability is seen as a foundation 

in the fashion industry, it is still today not a business practice and is at this time not implemented 

in the fashion value chain. In addition, Choi and Li (2015) explain that many fashion companies 

have transformed their business into a greener one during the last years, by having formal 

environmental sustainability programs and reshaping their strategies and business processes. 

 

Caniato et al. (2011) explain that fashion companies are performing several different 

environmental actions including environmental friendly products design, green material use, and 
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recyclable packaging. Many fashion companies today are trying to achieve the 5R of business: 

reduce, reuse, recycle, re-design and re-image their business (Choi & Li, 2015). Moreover, Choi 

and Li (2015) explain that the supply chain is critical in order for fashion companies to become 

more sustainable. Many of the international firms outsource parts of or their whole their supply 

chain and which makes it more difficult to control the environmental efforts in the production 

process (Caniato et al., 2011). However, there are fashion companies choosing suppliers based on 

environmental criteria’s, for instance their use of emission and green technology. Furthermore, 

these companies often have code of conducts for suppliers to sign to make sure that they follow 

the environmental criteria’s. Being able to establish a long-term relationship and help suppliers to 

improve their environmental work as well as check their transparency and current status of 

environmental conditions, is also crucial when outsourcing (Caniato et al., 2011; Choi & Li, 

2015). According to Caniato et al. (2011) the main triggers for large international fashion 

companies to engage in environmentally sustainable practices are the corporate values in the 

organization, market demands and the personal commitment of managers. Choi and Li (2015) 

explain that there is a global trend of sustainability that has pushed companies into the direction 

of being green.  

2.1.1.1 Environmental Sustainability: Actions for Fashion Companies 

There are a variety of indexes, practices and standards for companies to meet in order to reach the 

goals of becoming more environmentally friendly. For instance, the UN has principles for 

companies to follow in order to lighten their environmental impact. These principles state that 

businesses should take environmental challenges into consideration, they should promote 

environmental responsibility and encourage the development of environmentally friendly 

innovations (Global Reporting Initiative, 2013). Other well known practices are the GRI Index 

(see Appendix 1) and ISO 14001 (see Appendix 2). These practices and standards contains 

numerous actions and dimensions that companies should achieve. By connecting these with 

theories regarding the fashion industry, some of these aspects seemed to be recurrent and of extra 

high importance. To start with, companies must (a) identify their impact as stated in ISO 14001, 

and also integrate it in their measuring systems (Bansal, 2002; International Institute for 

Sustainable Development, 1996). Further, in order to become more sustainable companies should 

adjust their structure, which according to ISO can be done by (b) documenting and 

communicating, and also by engaging in (c) training and development of employees internally 

(Bansal, 2002). Choi and Li (2015) further stress the importance of formal systems for fashion 

companies. In order for fashion companies to achieve a better reputation and license to operate as 
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described by Ansett (2007), the reporting and communication is crucial both internally and 

externally. Regarding training and development, it is also a step to achieve business integration 

on management as described by Caniato et al., 2011). Bansal (2002) further explains that ISO 

aims for companies to (d) identify their priorities and thereafter set targets and objectives to 

reduce their impact. Caniato et al. (2011) explain that material is an important aspect which goes 

in accordance with what De Brito, Carbone and Meunier Blanquart (2008) and Choi and Li 

(2015) describes about the fashion industry and its heavy use of resources in the production. 

Caniato et al. (2011) further states that the GRI Index contains areas such as reduce of energy, 

water and chemicals which is crucial for a fashion firm’s (e) products. Further, the GRI Index 

regards (f) transportation, logistic and distribution, where emission seems to be an important 

aspect to consider (Caniato et al. 2011). Lastly, GRI Index also regards (g) business integration, 

where policies and relationships is important when choosing suppliers and other partners 

(Caniato et al., 2011; Choi and Li, 2015). Based on this, identified important actions for fashion 

companies are that firms should: 

 

(a) Identify and measure their impact of the environment 

(b) Develop reporting and communication systems regarding their environmental work 

(c) Engage in training and development for environmental sustainability 

(d) Identify objectives and target regarding their environmental impact and work 

(e) Minimize environmental impact in Products - in regards to material and the 

production's use of energy, water and chemicals 

(f) Minimize environmental impact in Transport, Logistics and Distribution - emission 

and environmental impact 

(g) Plan for business integration, how to choose suppliers and partners 

2.2 Internationalization 

Internationalization is a deeply researched phenomenon with a variety of perspectives and 

meanings. Companies are entering foreign markets in more various ways than ever, often by a 

combination of different entry- and exit strategies (Axinn & Matthyssens, 2002). According to 

Schulz, Borghoff and Kraus (2009) internationalization occurs when a firm extends their products 

and services abroad, usually from the home market. According to Hollensen (2014) the process 

for internationalization can be a rather discrete process for small and medium-sized companies, 

where each entry is regarded as distinct and individual by the management.  
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2.2.1 The Strategic Decisions of Internationalization 

Previous studies on internationalization lack the concern of the strategic decisions connected with 

environmental sustainability. Hollensen (2014) presents that there are five stages of decision 

making that is of importance when companies internationalize. In order to examine the entry 

process of internationalization, this thesis will contain the first stages of important decisions that 

the companies have to engage in before and in the beginning of their foreign market; from 

deciding when to go, which markets to enter and what strategies for market entry (Hollensen, 

2014). The strategic decision Why and if companies should internationalize is also a part of the 

first stages of decision that Hollensen (2014) describes. However, that decision is less relevant in 

this context since the study will be conducted on companies that are already internationalized in 

order to get an understanding of their internationalization decisions, and will therefore be 

excluded in this thesis. When companies have made the decision to internationalize, there are 

three important strategic decisions they need to evaluate; When, Where and How (Craig & 

Douglas, 1992; Gallego et al., 2009). Gallego et al. (2009) further explain that these three 

decisions are the foundation for the internationalization, and therefore crucial to examine in order 

to understand a company’s international expansion. Craig and Douglas (1992) confirm this by 

stating that the decisions made in the initial phase is pivotal for a successful internationalization. 

Due to their importance, these three strategic decisions have been a central part of the classic 

international business research for decades (Gallego et al., 2009; Hollensen, 2014) showing that 

they are a core of internationalization. However, Craig and Douglas (1992) further stress that the 

strategic decisions related to the internationalization process cannot be looked upon in isolation, 

they have to be integrated with all other aspects of the company and its strategies.  

2.2.1.1 When: The Timing and Speed of Entering Foreign Market(s) 

The timing of internationalization is becoming more and more researched when studying 

strategic decisions regarding the internationalization process (Gallego et al., 2009). The choice of 

when to enter a new market includes both internal and external factors such as 

internationalization speed, age of firm (Gallego et al., 2009) and market conditions (Venzin, 

2009). Venzin (2009) emphasizes the difficulties of recommending one general strategy of when 

to enter a new market, since it is often dependent on the strategic decision based on both 

managers’ intuition and market foresights. Companies can act proactively and reactively, where a 

proactive company focuses on finding new markets before the home market gets saturated, while 

the reactive approach is a reaction of a saturated market, which forces the company to 

internationalize (Quinn, 1999).  
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Gallego et al. (2009) describe that one crucial factor for when to internationalize is the firm's 

desire to grow. If a firm emphasizes growth in their strategy, they will most likely have a high 

speed of internationalization. This is also related to the vision of the firm, Frasquet, Dawson and 

Mollá (2013) describe that fashion companies with an entrepreneurial vision and mindset grows 

faster as the company tends to actively work for the future of the firm at the foreign market. 

Another factor stated by Gallego et al. (2009) is the life cycle of the industry in which the firm is 

active in, where the main determinates are if the industry is growing and the intensity of 

competitors internationally. The fashion industry tends to be one of the most internationalized 

industries (Doherty, 2000) and it seems crucial for fashion companies to be international in order 

to be competitive. Cai and Wang (2010) explain that the presence of competitors at international 

markets will speed up the internationalization process, indicating that companies in the fashion 

industry have a high speed of internationalization. 

 

According to Cai and Wang (2010) the strategic decision for retailers of when to enter a market is 

determined by conditions of both home and foreign markets. A strong and large home market 

may postpone the internationalization while the same conditions in a foreign market may speed 

up the internationalization (Cai & Wang, 2010). Venzin (2009) explains that the conditions at the 

foreign markets are crucial which makes it impossible to examine the decision of when, without 

integrating the decision of where to enter. Gallego et al. (2009) also stress this by stating that the 

strategic decisions need to be researched together, since they correlate. 

2.2.1.2 Where: The Choice of Market(s) to Enter 

As previously described, companies have different reasons for internationalization and they also 

choose different markets to expand into. However, if generalizing; firms are most likely to chose 

markets with a large population that lives in concentrated areas with a high purchasing power 

(Benito, 2015). Venzin (2009) explains that two factors are especially important when choosing 

where to enter; the attractiveness of the market, which includes profitability and future 

possibilities as well as market penetrability. To examine these questions in regards to the 

decisions of where, the firm needs to do market research and collect data.  

 

Andersen and Buvik (2002) explain that the international market selection has different types of 

approaches. The systematic approach is highly rational, and time-consuming where a massive 

amount of data is collected before ranking alternatives. This approach is highly debated to be 

used in practice which created the non-systematic approach that bases country selection on 
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psychic distance as described in the Uppsala Internationalization Model by Johanson and Vahlne 

(1977). Lopez and Fan (2009) exemplify that the fashion company Zara initially used this model, 

where they first chose markets that were both geographically and culturally close when 

expanding their business abroad. After gaining experience from these markets the company 

started to expand more rapidly to different markets, regardless of the distance (Lopez & Fan, 

2009). Another theory by Andersen and Buvik (2002) explains the relationship approach, where 

companies tend to chose markets where they have a network and potential partners which can 

ease their work. In addition to these theoretical approaches, Venzin (2009) describes a three-step 

process for choosing markets; identify a country based on attractiveness, perform country 

research and decide whether to enter or not. 

 

Ragland, Widmier and Brouthers (2015) describe factors about the market that are important to 

research in the international market selection. Factors such as availability of resources; material 

or potential employees that can build the business abroad and also the development of 

infrastructure of the country. These factors are especially important for direct selling or channel 

based businesses, like the fashion industry. Other market factors that are crucial are both macro-

context factors; demographics, politics, economic and socio-cultural environment (Ozturk, Joiner 

& Cavusgil, 2015) and also micro-context factors; competition and consumers (Craig & Douglas, 

1992). Moreover, Ozturk, Joiner and Cavusgil (2015) argues that companies also need to take 

internal or firm-specific factors into consideration, for instance firm strategy, network and 

motivations (Ozturk, Joiner & Cavusgil, 2015).   

2.2.1.3 How: What Kind of Entry Mode for Foreign Market Entry 

Besides determining when a company should internationalize and where to expand into, it is 

crucial for the company to decide on an entry mode (Malhotra & Hinings, 2010). Doherty (2000) 

explains that this is a rather complex decision for retailers since it is not predetermined, and 

dependent on several factors (Doherty, 2000). Andersen (1997) also stresses that the choice of 

entry mode is the core component in the internationalization concept and the choice will differ, 

depending on if the company wants to do large- or small scale commitments, fast or stepwise. 

According to Yadong (1999) this is often dependent on the control and commitment of resources 

that is required for an entry and also on the promise of the return on investment.  

 

There are traditional theories regarding how companies tend to internationalize, for example the 

already mentioned Johanson and Vahlne’s (1977) Uppsala Internationalization Model, where the 
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internationalization follows a path of increasing commitment, which usually starts with export 

activities. Moreover, there are mainly two types of entry modes, equity and non-equity modes. 

Non-equity modes include export and contractual agreements, and the equity mode includes, joint 

venture and wholly owned subsidiaries (Venzin, 2009). Fashion companies have traditionally 

been entering foreign markets with exports (Picot-Coupey, Burt & Cliquet, 2014), and this is 

today the most common approach, representing almost 30 percent of the world gross domestic 

product in 2014 (World Bank, 2014).  

According to Venzin (2009) there are several factors that may influence a company's choice of 

entry mode; industry characteristics, country risk, availability of partnerships, cultural distance, 

market size, competitive advantage, political control and resource availability. Venzin (2009) 

further states that there is no universal law of an optimal entry mode choice, and Picot-Coupey, 

Burt and Cliquet (2014) argue that whenever retailers want to expand into a foreign market, 

decisions have to be made about how this can be achieved in the best way. Picot-Coupey, Burt 

and Clique (2014) also found that retailers seem to seek foreign operations modes that will 

minimize the risks and maximize the potential for success. Moreover, Venzin (2009) argues that 

it is crucial for market commitment and control to be in balance in order to have a successful 

internationalization process. Most research today focuses on external validity and Andersen 

(1997) enhances that internal validities also influence the entry mode decision. Andersen (1997) 

further argues that the most important factor is the management of the internationalization 

process. However, internationalization consumes a significant amount of the management's time, 

resources and expertise. 

2.2.2 Previous Studies within Environmental Sustainability and Internationalization 

In order to get a deeper understanding of environmental sustainability and internationalization, 

we have identified a few previous studies presented in the table below. These studies have 

different focus of their research, but are in general showing that internationalization can both 

hinder and enable environmental sustainability. Hinder, in terms of the complexity of the 

international supply chain as described by Chiarvesio, De Marchi and Di Maria (2013) and the 

lack of transparency of reporting for international companies (Kolk & Fortanier, 2013). Further, 

Chen, Chuan-Fang and Shu-Chien (2016) explain that environmental sustainability can slow 

down internationalization, since the focus is on environmental work. Moreover, international 

companies can be more or less environmentally proactive dependent on their choice of market 

and relationship between headquarter and local market (Chen, Chuan-Fang & Shu-Chien, 2016; 

Maialle, Jabbour, Arantes & Jabbour, 2015). However, if succeeding by choosing the right 
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market, and with pressure from an environmentally sustainable home market and industry, 

companies can gain a significant competitive advantage by focusing their internationalization on 

environmental sustainability (Chen, Chuan-Fang & Shu-Chien, 2016; Kolk & Fortanier, 2013). 

Due to this complexity regarding internationalization and environmental sustainability, it seems 

crucial that the foundation of the internationalization is done correctly. Therefore, the connection 

of strategic decisions of internationalization and environmentally sustainability is a highly 

relevant topic that will be further researched in this thesis. 

 

Authors & 
Year 

Study purpose Key Findings Conclusion 

Chiarversio, De 
Marchi and Di 
Maria (2013) 

Relationship between 
internationalization 
and environmental 
innovation 

- Environmental strategies needs to 
involve the whole value chain 
- Use of local suppliers means 
increased investment 
- MNCs benefits from intra-firm 
knowledge 

Global and diverse supply chains 
tend to be less environmentally 
sustainable 

Kolk and 
Fortannier 
(2013) 

Internationalizations 
impact on 
environmental 
disclosure. 

-  International companies report 
less on their environmental 
performance 
- Pressure from both industry and 
home country increase 
environmental disclosure 

Companies should be transnational; 
meaning globally integrated and 
locally responsive in their actions of 
environmental management and 
reporting. 

Chen, Chuan-
Fang and Shu-
Chien (2016) 

Linkage between 
internationalization 
and environmental 
strategies of 
multinational 
construction firms 

-  Company size and home country 
pressure have an impact on 
environmental performance   
- Developed countries demand more 
sustainability, can lead to 
competitive advantage at these 
markets 

Green companies can be less 
internationalized than others since 
being green is of highest priority. 
They invest more in environmental 
innovation than invest in expansion. 
They should invest in developed 
countries. 

Maialle, 
Jabbour, Arantes 
and Jabbour 
(2015) 

Brazilian companies 
environmental work, 
one aspect was 
internationalization. 

- Environmental strategies are a HQ 
decision 
- Subsidiaries abroad are less 
proactive 

International companies tend to be 
less developed in their 
environmental work. 

Table 1 - Summary of Previous studies (Constructed by authors, 2016) 
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2.3 Conclusion of Theory 

After presenting the theories from both environmental sustainability and internationalization, 

with emphasis on strategic decisions, we have concluded our theory section in a model. This 

model will work as a framework for the following part of the thesis. The model shows important 

actions of environmental sustainability that is based from the well known standards, policies and 

principles as described earlier in the theory section. Further, it shows the three strategic decisions 

of the initial phase of the internationalization process, which is the main focus of the 

internationalization part of the theory section. This thesis will both evaluate how sustainable 

fashion companies are working with these areas and also how they connect them.  

 

 
Model 1 - Environmental Sustainability Actions and Strategic Decisions of Internationalization 

(Constructed by authors, 2016) 
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3.  Research Method 

3.1 Research Approach 

There is a lack of studies within the area of an environmentally sustainable internationalization, 

as we only identified a few number of studies that made this link. However, none of these studies 

examines the strategic decisions of when, where and how to internationalize connected with 

environmental sustainability. Hence, our study will therefore use an exploratory research design, 

which according to Ghauri and Grønhaug (2010) is suitable for the development of theories in an 

unexplored area. Ghauri and Grønhaug (2010) further state the importance of using available 

prior information when conducting exploratory studies. We will therefore, use previous studies 

which have been separately conducted within the areas of internationalization and environmental 

sustainability in order to build our theoretical framework. Saunders, Lewis and Thornhill (2012) 

explain that an exploratory research should be flexible and that the direction therefore might 

change as the researchers gain new information. Our study has constantly been under 

development and needed to be adaptable as work proceeded. This study will also take an 

abductive approach, meaning that most of the conclusions are drawn from empirical data, but the 

process is starting with existing theory (Ghauri & Grønhaug, 2010; Saunders, Lewis & Thornhill, 

2012). This suits our study since there is a lack of theory in the area, and in order to fulfil our aim 

we need to rely on empirical data. However, as previously mentioned there is much previous 

studies regarding both environmental sustainability and internationalization separately, which is 

beneficial to use as a base for the thesis, supporting the use of an abductive approach. 

3.1.1 Research Design 

Further, this thesis will use a qualitative design, as according to Ghauri & Grønhaug (2010) is a 

preferable method in an unexplored area. Another advantage of using a qualitative method is that 

the theory becomes empirically valid as it is built from empirical data (Eisenhardt, 1989; 

Saunders, Lewis & Thornhill, 2012). In this thesis we aim for the findings to be both empirically 

and theoretically valid which makes this method favorable. Our empirical data will be collected 

from companies by conducting interviews with representatives providing with insights in their 

company's internationalization process and their environmental work. Moreover, the aim of 

qualitative research can also be to generate theory. This is well aligned with our research design 

and purpose since we want to create a new base for theoretical understanding. According to 

Eisenhardt (1989) and Dyer and Wilkins (1991) it is possible to conduct case studies with both 

single or multiple cases. When selecting the number of case companies, a trade-off between 
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breadth and depth occur, dependent on the aim of the study (Voss, Tsikriktsis & Frohlich, 2002). 

If the aim is to focus on a significant phenomenon or an extreme circumstance, a single case 

study is preferable (Eisenhardt & Graebner, 2007). Unless that is the aim, it is often preferable to 

have multiple cases (Yin & Nilsson, 2007), which we will have in this thesis. Since this is an 

unexplored area, we felt the need to use multiple case companies in order to be able to put 

together the data and analyze the different companies’ actions together. Due to the direct 

replication of cases, the findings are generally become more convincing in a multiple case study, 

which leads to an improved analysis section with a stronger external validity (Yin & Nilsson, 

2007).  

3.2 Sample Selections 

3.2.1 Industry Selection 
The data in this thesis was collected in the fashion industry. This industry was chosen due to it 

being one of the most internationalized industries (Doherty, 2000) while at the same time 

experiencing a large environmental impact (Sweeney, 2015). Moreover, there are many 

companies within the fashion industry that are truly proactive in their environmental work 

(Sweeney, 2015), especially in the Swedish fashion industry. With these facts in mind, we 

strongly believe that sustainable fashion companies and their work with internationalization is 

interesting both theoretically and practically.  

3.2.2 Selection of Case Companies 

The case companies’ selection was based on judgmental sampling which is common for this type 

of case study design (Saunders, Lewis & Thornhill, 2012), with focus on finding suitable and 

information-rich companies. The selection of the right case companies was crucial for this thesis 

which made us carefully consider different aspects. Eisenhardt (1989) describes how case 

companies should be chosen with a purpose and not randomly. Moreover, Ghauri and Gronhaug 

(2010) explain that case companies must be chosen after certain criteria that fits the purpose of 

the study. In order to collect the best possible data, we came up with the following criteria for our 

case company selection:  

 

1. The case companies needs to be in forefront of environmental sustainability, meaning that it 

should be a core of their business. To ensure this, the companies should be a member of at least 

one sustainability organization, use at least one certification or have received an award for their 

environmental work.   
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2. The case companies should be physically selling their products on at least ten markets outside 

of the domestic market. We believe that it is crucial that the companies have made strategic 

decisions for internationalization multiple times in order to be able to share their experience with 

us.  

 

3. We have chosen to only use case companies of Swedish origin as they have a long history of 

working with sustainability and have also been viewed as pioneers within this field. In 2013, 

Sweden topped the RobeccoSAM Country Sustainability Ranking (Sweden, 2015). By 

interviewing environmentally sustainable companies from Sweden we believe that we are able to 

capture the forefront of environmentally sustainable companies. 

 

After finding and contacting 16 companies that fulfilled the above stated criteria, we got access to 

seven companies. This is in accordance with Eisenhardt (1989) who describes that multiple case 

studies should include approximately four to ten companies. The following table is a summary 

with case company facts showing how the companies match the set standards: 
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Company Founded Employees Countries Organizations/ 
Certifications/Awards 

Gudrun Sjödén 1976 350 employees Sweden, Norway, Denmark, Finland, 
Great Britain, France, USA, Netherlands, 
Belgium, Luxembourg, Austria and 
Switzerland. 
 
E-commerce worldwide 

IMO- Certification, GOTS- 
Standard, Business Social 
Compliance Initiative, 
Elle Sustainability Award 2012 

Björn Borg 1984 130 employees Sweden, Netherlands, Norway, Belgium, 
Finland, UK, Chile, Denmark, France, 
Spain, Germany, Austria, Portugal, South 
Africa, Switzerland and Canada. 
 
E-commerce worldwide 

Business Social Compliance 
Initative, Swerea IVF’s 
chemical group for textile 
companies, Sweden Water 
Textile Initiative, Cotton 
Connect, MadeBy in the 
Netherlands 

Nudie Jeans 
[Nudie] 

2001 180 employees Own stores and wholesale in 30 + 
countries worldwide. 
Most important markets are Scandinavia, 
Germany, UK, Japan and Australia. 
 
E-commerce worldwide 
 

Fair Wear Foundation, Textile 
Exchange, Sustainable Diploma 
from Gothenburg city, Swedish 
Society for Nature Conservation 
(SSNC), His Majesty's 
scholarship for ecological and 
ethical sustainability 

Uniforms for 
the Dedicated 
[UFTD] 

2007 8 employees Ca 20 countries 
Most important; Sweden, UK, Germany, 
Japan and Italy. 
 
E-commerce worldwide 
 

ShareWear, Ellen McArthur 
Foundation, Sustainable 
Apparel Coalition, Cradle to 
Cradle, Several awards for their 
sustainable innovation; the Rag 
Bag (for recycle) 

Tshirt Store 
and Dedicated 

2006 and 
2012 

40 employees Own stores in Sweden and Denmark. 
Distributors in whole EU, Thailand, Japan 
and Turkey. 
Own sales in Middle East and USA. 
 
E-commerce worldwide 

GOTS, Fairtrade, GRS- 
certificate for suppliers. 

Haglöfs 1914 200 employees Own stores in Sweden, Norway and 
Denmark. 
Wholesale in 25 + countries in Europe, 
Asia and USA. 
 
E- commerce in Sweden 

bluesign, Fairwear Foundation, 
Sustainable Fashion Academy, 
Sustainability Brand of the Year 
2013 and 2014 by Sportfack 
Magazine 

Sandqvist 2004 25 employees Own stores in Sweden and UK.   
Distributors in ca 30 countries; EU, Asia, 
USA, Canada, Australia  
 
E-commerce worldwide 

Fairwear Foundation 

Table 2 - Case company facts (Constructed by authors, 2016) 

3.2.3 Selection of Respondents 

The selection of respondents was also highly important in order to be able to conduct interviews 

with the employees having best knowledge in the area of our research. Weiss (1994) explains that 

one way of choosing respondents is on their ability to provide information because they are 
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experts in the studied area and have observed or been a part of events important to the study. It 

was considered crucial to have respondents with insights and experience in the company's 

environmental work and its connection to the strategic decisions of internationalization. 

Therefore, our respondents had to have a managerial position for the company, their 

sustainability and/or their expansion, and we got access to these respondents per e-mail. To 

capture both the environment and the expansion perspective and also increase reliability, the aim 

was to have two respondents from all the case companies. However, the number of employees 

varies in the companies, therefore we only spoke to the Founder and CEO at two of the case 

companies since they had a good insight in both their sustainability work and internationalization 

process. Moreover, due to limited access and time at one of the companies, we were not able to 

interview their employee responsible for expansion. Nevertheless, we were promised that our 

respondent had knowledge regarding that area as well. Further, since they were responsible for 

environmental sustainability they had insights in that work and how it was connected with 

internationalization. At several of the firms, we got access to the founders and CEO’s which have 

insights in their whole company and all of their decisions, especially in those case companies 

which are rather small.  

 

Company Respondent Position Date Location Interview 
Time 

Gudrun 
Sjödén 

Therese Groth 
Ann Adelsson 

Sustainability Manager 
Head of Business 
Development 

2016-04-08 Gudrun Sjödén Head 
Office 

45 min 

Nudie Jeans 
[Nudie] 

Sandya Lang 
Eliina Brinkberg 
 
Andreas Åhrman 

CSR Manager 
Former Store Manager, 
Incoming CSR Manager 
Sales and Marketing 
Director 

2016-04-06 Nudie Jeans Head Office 80 min 

Uniforms for 
the Dedicate 
[UFTD] 

Fredrik Wikholm Founder 2016-04-19 Skype 55 min 

Tshirt Store 
and Dedicated 

Johan Graffner  Founder and CEO 2016-04-08 Phone 45 min 

Haglöfs Lennart Ekberg Sustainability Director 2016-04-19 Phone 40  min 

Björn Borg Victoria 
Swedjemark 

Sustainability Director and 
Executive Management 
team member 

2016-04-21 Björn Borg Head Office 50 min 

Sandqvist Anton Sandqvist 
Henrik Lindholm  

Founder and CEO 
Sustainability Manager 

2016-04-22 Phone 40  min 

Table 3 - Respondent and interview facts (Constructed by authors, 2016) 
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3.3 Data Collection 

Case studies can consist of several types of data collection methods, and can also be combined 

(Eisenhardt, 1989). Examples of collection methods are archives, interviews and observations. 

The main sources for data collection in this thesis were interviews with the presented case 

companies. May (2011) explains that through interviews, data collectors get a hold of the 

respondents experiences, values and opinions, regarding for instance how things are done. This is 

in accordance with the aim of the thesis as we searched for how they work with and connect 

environmental sustainability and internationalization. The data was collected with an unstructured 

interview method, meaning that questions and their order could be changed and developed during 

the interviews. According to Brewerton and Millward (2001) unstructured interviews gives the 

researchers freedom to cover all areas of interest while performing the interviews. Since we 

lacked previous knowledge in the exact research area, we aimed to ensure that the discussion on 

the topic was as open as possible, as we did not want limit our respondents by our interview 

questions or the structure of interview. Instead we were allowed to follow the direction of the 

respondents. Exploratory research that aims to answer the question of “how” often uses 

unstructured interviews where the respondents play a huge role of setting the stage for the data 

collection (Ghauri & Grønhaug, 2010; Saunders, Lewis & Thornhill, 2012). Although the 

interviews were unstructured, an interview guide (Appendix 3) was conducted in order to cover 

the areas that we wanted to discuss, for instance the three strategic decisions in the initial phase 

of the internationalization process. Due to a time limitation and the need to cover certain areas, 

we had to take charge of the interviews and guide the directions at certain points. Moreover, 

structure was needed to some extent in order for this phenomenon to be able to be tested again, 

which is fundamental for studies reliability (Saunder, Lewis & Thornhill, 2012). 

 

After the initial contact with the case companies per e-mail, the interviews were either face to 

face at the different companies’ offices, or by phone or Skype, due to respondent's lack of time or 

geographic distance. Since the location can have an impact on the respondent, it was important to 

conduct the interviews in a familiar setting where the respondents felt comfortable (Saunders, 

Lewis & Thornhill, 2012). Hence, we let the respondents decide where and how they wanted to 

have the interviews. The interview guide was sent beforehand via e-mail in order to prepare the 

respondents. According to Saunders, Lewis and Thornhill (2012) sending the interview guide 

beforehand can increase the reliability and validity of the study. Further, we took time to clarify 

all concepts and made sure to ask the respondents if they fully understood all the questions. When 
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conducting the interviews, one of us asked the questions and the other one took notes, with 

exception from two interviews that we had to conduct separately due to them being held at the 

same time. However, we recorded all interviews and the interviewer could therefor focus on 

listening to the respondents instead of takin notes during the interview. 

 

Even though our main focus was to collect primary data, we also used secondary data in order to 

gain knowledge about the company's environmental work before the interviews. Further, since 

some of our interview questions entailed identifying, reporting and measuring environmental 

impact, we were able to triangulate the outcome from the interviews with these reports. Saunders, 

Lewis and Thornhill (2012) define triangulation as the use of mixed methods in order to combine 

findings and make the data more reliable, which is why this felt necessary. Further, Saunders, 

Lewis and Thornhill (2012) describe that most organizations have large amount of data regarding 

their performance. Since many of our case companies are transparent with reporting on their 

environmental performance, it was easy to access secondary data.  

3.4 Operationalization  

As previously mentioned, our interview guide was unstructured, but in order to get the 

information we needed, we had areas with questions to cover. The interviews started by clearing 

the aim of the study and the most important concepts, Ghauri and Grønhaug (2010) confirms the 

importance of introducing concepts that could be unclear from the beginning in order to reduce 

misunderstandings. The interviews continued with general questions concerning the size of the 

company, market presence, environmental organizations and received awards. The body of the 

interview guide was based on the conclusion model from the theory section, where the overall 

concepts from the theoretical framework is summarized. Therefore, after the introduction 

questions, we moved on into asking about their environmental work, focusing on the important 

actions that we identified. These actions are as described in the theoretical framework based on 

well-known indexes, policies and theories. Thereafter, the focus shifted towards 

internationalization and the strategic decisions and their connection with environmental 

sustainability. The questions about strategic decisions were based on theory to some extent. 

However, as our interviews were semi-structured, these questions were rather open in order to not 

miss out on perspectives. Due to lack of previous research within our focus, it is possible that the 

case companies have another way of making the decisions than what has been found in the 

traditional theories. When evaluating how these firms work with and connect environmental 
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sustainability and internationalization, we believe that it of importance to find out the issues with 

connecting this areas, to also discover critical aspects.  

3.5 Data Analysis 

Following the data collection, the interviews were transcribed. Even though this process was time 

consuming, it was crucial to our study, which relies heavily on the empirical findings. According 

to Eisenhardt (1989) data analysis is the most difficult part of the research process when 

conducting a case study. After transcribing and going through the data, it was categorized under 

different items in order to put together the findings that concerned a more narrowed area under 

our broad research topic. The items used followed the thesis structured; general environmental 

sustainability information, general internationalization information, the overall perspective of 

strategic decision making of internationalization and the three decisions of when, where and how. 

We also used the subcategories from our theoretical model and interview guide in order to narrow 

down the findings regarding environmental sustainability further, which made it easier to see the 

results. LeCompte (2000) describes that categorization of text leads to identifying the data 

findings that the researcher will use to create results. Further, it is a way of coding the data, which 

Van de Ven and Poole (1995) describes as useful in order to pinpoint the similarities and 

differences within the empirical data. LeCompte (2000) further describes that the use of valid 

criteria facilitates the analytical process and Saunders, Lewis and Thornhill (2012) states that it is 

relevant to organize the data in order to go further. Since our interviews were unstructured, this 

was a crucial process for us in order to make sense of the findings. By doing this, we 

compounded the empirical findings from the different case companies in the empirical part of the 

thesis, in order to avoid repeats and facilitate the analysis in the next step of our thesis process. 

 

Following this, we analyzed the empirical findings together with our theoretical framework. 

Since our theory followed the same structure as our empirical findings, we could easily identify 

patterns and differences. By using existing theories, we were able to find concepts that are 

meaningful beyond this study, which makes the findings more valid (LeCompte 2000; Saunders, 

Lewis & Thornhill, 2012). Finally, and most importantly, the research question was at the top of 

our minds when analyzing the data. This resulted in us being able to analyze the empirical 

findings and the theory and conclude this in accordance with our research question and aim. 
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3.6 Limitations  

Since this research is exploratory, it puts high pressure on the empirical data collection (Ghauri 

and Grønhaug, 2010). At Haglöfs, we only interviewed the sustainability manager, due to limited 

access and at both TShirt Store and Dedicated and UFTD we only had access to the CEO’s and 

founders, but since they are rather small companies with less than 50 employees, we strongly 

believe that they have the insight that was needed in this study. Nevertheless, it is possible that he 

they did not have a complete insight in both the internationalization process and their 

sustainability work, which might have affected the result. Our respondents were however, 

carefully selected and recommended to be the most suitable employees at the companies to talk 

to. Even if the aim was to have at least two respondents from all of of the companies, this was not 

possible. Although this can be seen as a weakness, we believe that we have been able to capture 

the most important aspects since we overall interviewed respondents with high positions and 

insights in both environmental sustainability and expansion.   

 

Another limitation with a qualitative study is the fact that the researchers might be biased 

(Brewerton & Millward, 2001), which can lead to unreliable data. However, we as researchers 

have worked actively on staying objective throughout the process. Moreover, May (2011) states 

that it is crucial for researchers to understand the context and distractions when analyzing the data 

from the interviews, which will be a key to success in this thesis. Since the respondents are not 

anonymous, another possible limitation is that our respondents may not have been fully honest in 

their answers, due to them not wanting to be portrayed as an environmentally damaging company 

not representing their sustainable purpose. Prasad and Prasad (2002) describe that this is an issue 

that can arise with qualitative data, called the phenomena of qualitative positivism, which is 

explained as a tendency that interviews might get a too positive view of the reality. However, we 

worked on developing an interview guide, that enabled honest responses by asking for critical 

aspects. The aim was to find new insights within this phenomenon rather than to criticize the 

companies, which we explained for the respondents. After the interviews, it was possible to 

conclude that the respondents were honest about their answers, as they pinpointed areas within 

the company and the industry that needs improvement.  

 

We have had a solid interview guide and to the extent that it has been possible we have met with 

the respondents face to face, however, some interviews were requested to be held via phone and 

on Skype by the respondents. During the interviews we did not have any trouble getting the 
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respondents open up to us and answer our questions. A risk according to Jacobsen (2002) with 

this interview method is nevertheless that we are missing out the ability to observe the 

respondents’ reactions and behavior. Further a possible limitation with the interviews is the 

choice of having unstructured interviews. The interviews were allowed to differ from each other 

by not following a strict structure, making it difficult to compare the case companies (Brewerton 

& Millward, 2001), however, our focus was more on compound the findings. Moreover, due to 

our choice of having multiple cases we will not get as deep insights in the different companies, 

then if we would have chosen a single case study (Dyer & Wilkins, 1991). Anyhow, we found the 

benefits of having multiple case companies greater, especially since this is an unknown area of 

research. It is of importance to recognize that since this qualitative study was conducted with a 

small number of cases, it is not possible to generalize the findings and the results are not 

statistically proven (Saunders, Lewis & Thornhill, 2012).  
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4. Empirical Findings  

4.1 Environmental Sustainability 

All of the case companies put much emphasis on environmental sustainability and it is integrated 

as a core of their business. Nudie, TShirt Store and Dedicated, UFTD, Sandqvist and Gudrun 

Sjödén are companies that have embraced environmental sustainability within their business 

models from the near or complete beginning. However, Groth from Gudrun Sjödén explains that 

it is easier for them to work sustainable nowadays, than it was when they first started as they 

were the only actor on the market working to be sustainable. Further, the fashion industry is more 

developed now, which enables environmental work to a larger extent. The case companies’ main 

purpose of environmental work is to use material that is organic, recycled and long-lasting. 

Sandqvist mentions that their main sustainability focus is to create products that lasts a lifetime, 

in order to avoid for consumers to constantly buy new products and throw away used ones. Both 

Nudie and UFTD also have their own recycling services; Nudie with repair shops and 

secondhand stores and UFTD with their praised invention of “the Rag Bag”, a bag made for 

consumers to recycle clothes. Haglöfs and Björn Borg integrated environmental sustainability 

later on in their businesses life, but their focus on material is also of priority. UFTD aims for their 

products to be circular, meaning that their clothes should continuously be produced from recycled 

materials and the end-consumers should recycle their clothes after use.  

 

Furthermore, all firms mention that they want to influence the fashion industry to become more 

sustainable and also encourage consumers to take better decisions. Graffner from TShirt Store 

and Dedicated highlight that they are one of the few actors within their target group engaging in 

sustainability. They really want to influence both consumers and other companies in the industry. 

Graffner further states that; “vi vet att om vi använt mindre hållbart material hade vi tjänat mer 

och haft högre marginaler” - we know that the use of less sustainable material, would have led to 

higher margins and profits for the company, but explains further that this is not their objective. 

With regards to influencing consumers to make better purchasing decisions by showing 

consumers what their products contain, Gudrun Sjödén and Haglöfs label their clothes after 

different sustainability criteria and communicate these criteria to their consumers. Swedjemark 

from Björn Borg explains that they conducted research on their products impact on the entire 

value chain with the result showing that the production and the usage of the products have the 

largest impact on the environment. They are therefore also working actively to communicate how 
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consumers can minimize their impact by for instance reducing the washing of clothes. Wikholm 

from UFTD also describes that consumers need to make better choices and that they, together 

with the consumers, want to develop solutions on how to recycle the clothes. Further, UFTD and 

its founders are active within environmental innovation and they are certain of that new solutions 

are needed in order to make the fashion industry more sustainable. 

 

With regards to measuring the environmental impact; Nudie, TShirt Store and Dedicated, UFTD 

and Sandqvist, do not put a lot of effort into this. However, Nudie and UFTD do measure some 

aspects, such as how much of their products that are recycled. Sandqvist and Lindholm from 

Sandqvist and Wikholm from UFTD all describe that measuring the impact takes a lot of time 

and effort, which they believe could be spent on other more important environmental actions. The 

respondents from Nudie and TShirt Store and Dedicated underline that they might start to 

measure their impact more in the future, when they expand, but this has not yet been an integral 

part of their focus. However, Nudie uses a sustainable diploma, from the municipal where their 

HQ is located, in order to evaluate their environmental work, which they also convey to those 

parts of their business located elsewhere. For both Björn Borg and Haglöfs, measuring their 

impact is highly important. For instance, Björn Borg uses their measurements to set clear targets, 

such as their objective to reduce emission by 40 percent by 2019. TShirt Store and Dedicated are 

working towards making all of their products with sustainable material by 2017. Many of the 

other firms have less clear goals on how to improve their environmental sustainability actions and 

decrease their environmental impact. Lang from Nudie outlined that they do not want to have a 

specific time set target, but instead want to be able to focus on what they think is the most 

important action at the moment. Wikholm from UFTD explained that; “vi arbetar mot målet att 

vara fullt synkorinsierade med världens eko-system” - we are working towards the goal of being 

fully synchronized with the world's ecosystem.  

 

Nudie, Björn Borg and Haglöfs are actively working on sustainability reporting, with the aim to 

be fully transparent. TShirt Store and Dedicated have also started working on a sustainability 

report, in order increase disclosure. All case companies work on integrating their environmental 

work to all departments and spread it to all employees. Gudrun Sjödén, Björn Borg, Haglöfs and 

Nudie provide training and seminars for their employees from different departments. Sandqvist, 

UFTD, TShirt Store and Dedicated have internal discussions about sustainability, what actions to 

focus on and they are constantly working on further developing their environmental work. Nudie, 

Gudrun Sjödén, UFTD, TShirt Store and Dedicated explain that the majority of all their 
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employees are interested and cares for the environment, which makes it rather easy to convey the 

message throughout the company. 

  

All respondents express that environmental sustainability is a core of their business, and describe 

that it is natural for them to make environmentally sustainable decisions as it is an essential part 

of their business. Nudie and Gudrun Sjödén stress that all of their own stores should be built 

sustainable from the start. All companies explain that they are trying to integrate the environment 

and minimize their impact in all aspects of resource use, from the office materials, coffee to 

reducing energy and emissions. In the small firms; UFTD, Sandqvist, TShirt Store and Dedicated 

this is natural and does not demand any specific policies. In addition, Haglöfs, Björn Borg and 

Nudie follow protocols to minimize the use of resources.  

  

Further, all firms agree that the production is a pivotal part of being a sustainable company. This 

influences the decisions of which suppliers to use, which is highly important for the case 

companies. Further, Graffner from TShirt Store and Dedicated explained that the producing 

countries do not have fully developed environmental standards, which makes the choice of 

producer even more important. Nudie, Björn Borg and Haglöfs use code of conducts and 

restricted material lists in order to ensure sustainable production. Both TShirt Store and 

Dedicated and UFTD describe the importance of having suppliers that are visionary within 

environmental sustainability, since many suppliers tend to lack that aspect. To influence the 

suppliers further, Björn Borg and Nudie run environmental projects, regarding renewable energy 

with their suppliers or at the production sites. Several factors are brought up to be crucial when 

choosing suppliers, such as the use of renewable energy, zero water waste and no use of harmful 

chemicals. Another important factor is that suppliers should have other customers demanding 

sustainable methods as well.  

 

Furthermore, transportation of goods is for the majority of the companies an important aspect. 

However, Wikholm from UFTD states that transportation has a very small impact compared to 

many other aspect of the fashion industry's value chain. According to Sandqvist, transportation is 

a challenge when being a global company and the respondents from Nudie explain that it is 

unfortunate that they sometimes have to use airfreight due to customers demanding fast delivery. 

Ekberg from Haglöfs explains that they measured their transportation, and it showed that the 

transport from China to Sweden had less impact on the environment than the transport from 

Portugal to Sweden, which made them locate most of their production in Asia. The case 
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companies have their production either in Europe or in Asia and they are all working on reducing 

the transports negative impact, by shipping large orders and use the best possible alternatives. To 

further minimize the environmental impact in logistics, items such as packaging material and 

cartoons are also taken into consideration by the case companies. 

4.2 Environmental Sustainability & Internationalization: The Connection 

All case companies are international, and have expanded abroad through various business models 

using various strategies. Most of the companies use distributors and agents abroad to set up their 

operations, but they also choose other models depending on which market they have chosen to 

enter. Björn Borg has a clear business plan on how to internationalize and have as well as 

Haglöfs slowed down their internationalization into new markets. The other firms use different 

strategies when going abroad, instead of having a clear business plan. In addition, Nudie focuses 

much of their internationalization on taking over their own operations abroad from distributors, in 

order to increase control, since they did not have the financial resources to expand their business 

abroad alone from the beginning. Sandqvist, UFTD, TShirt Store and Dedicated all bring up the 

fact that much of their international expansion is dependent on their financial resources, since 

they are rather small firms. Graffner from TShirt Store and Dedicated and Wikholm from UFTD 

both explain that their focus on finding sustainable alternatives might have slowed down their 

internationalization. Since they are small and young firms, they do not have the financial 

resources or the time to focus on everything at once.  

4.2.1 The Strategic Decisions of Internationalization 

In general, the companies state that the environmental sustainability aspect is not formally 

integrated within the decision making for internationalization. Nudie explains that all employees 

working at Nudie share their environmental value since it is a core of their business and that it 

therefore permeates their strategic decision making. Further, Graffner from TShirt Store and 

Dedicated describes that their aim with the firm is to spread their environmental message 

globally, which also influences their decisions regarding internationalization. Moreover, UFTD’s 

whole existence is based on being environmental friendly which makes it permeate every 

decision taken within the company. Wikholm from UFTD further stresses that it sometimes can 

be difficult, since the global fashion industry with all its components is not built to be sustainable 

and that a majority of the actors are not working towards a sustainable purpose. Haglöfs and 

Björn Borg are working actively within integrating environmental sustainability within all of 

their departments and decisions, but both of the companies describe that they are not there yet 
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and that it takes time. Also Sandqvist who recently hired a sustainability manager, are working 

actively with integrating sustainability more into their decision making. Gudrun Sjödén, UFTD, 

TShirt Store and Dedicated all explain that they somewhat base their strategic decisions on their 

manager's intuition and gut feeling, together with other employees’ knowledge and opinions as 

well as research.  

4.2.1.1 When: The Timing and Speed of Entering Foreign Market(s) 

Nudie, TShirt Store and Dedicated, UFTD and Sandqvist timing for internationalization is 

heavily dependent on their financial resources since entering a new market is costly. The other 

companies also describe that the internal resources is a determining factor, together with external 

factors, such as the demand on the market. Björn Borg and Haglöfs have both slowed down their 

speed of growth towards new markets and are instead focusing on growing at existing market 

which according to them makes it easier to work with their sustainability agenda. Moreover, 

UFTD also describes that they want to grow sustainable, since rapid expansion and 

overproduction is hurtful towards the environment.  

 

Although a sustainable paste is important, UFTD wishes to grow bigger since they want their 

products to be bought instead of products that not cares for the environment. This is in 

accordance with what Åhrman from Nudie also describes that; “varje gång det köps ett par Nudie 

jeans, istället för ett annat par som inte är gjort med ekologiskt material eller hållbar process, 

får både vi och Jorden det bättre” - every time a pair of Nudie jeans are bought, instead of a pair 

of jeans that are not made from organic material and with a sustainable process, both Nudie and 

the world are better of. Since there will always be a demand for fashion and always be 

competitors at every market, Nudie wants to be present worldwide and have a desire to grow to 

sell their sustainable product. TShirt Store and Dedicated who aims to influence the fashion 

industry and their target group has a similar way of thinking about growth. Their founder and 

CEO Graffner states that they aim to grow as fast as possible, in order to influence as many as 

possible to buy sustainable fashion. Sandqvist’s CEO describes that it is a necessity to grow 

abroad, since Sweden is such a small market. As previously mentioned the timing for 

internationalization is somewhat dependent on gut feeling and managerial intuition for companies 

like Gudrun Sjödén, UFTD and TShirt Store and Dedicated. For these companies, the decision is 

related to when their managers believe a foreign market is mature and ready for their sustainable 

products.  
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4.2.1.2 Where: The Choice of Market(s) to Enter 

The case companies all describe that European countries are their most important markets. Both 

Haglöfs and Nudie explain that their products are made for a northern European climate which 

makes them suit the consumers from those markets better. All companies also see a stronger 

demand for sustainable fashion products in northern Europe, with Scandinavia, Germany, 

Switzerland and Austria at the forefront compared to the rest of the world. This demand goes in 

accordance with their largest and most important markets. For instance, Gudrun Sjödén is very 

successful in Germany and their sustainability manager Groth highlights that there is a large 

demand for sustainable products on the German market. Graffner from TShirt Store and 

Dedicated explains that markets that are geographically and culturally distanced demands more 

research before entering, since they are perceived as riskier. All the respondents experience an 

increase in demand for sustainable fashion globally. However, Wikholm from UFTD explains 

that this growth in demand happens too slow.  

 

The perception about Asia differs, both TShirt Store and Dedicated and Haglöfs see a strong and 

increased demand for sustainable products in Japan. Ekberg from Haglöfs states that Japanese 

customers are those asking the most questions regarding sustainability of all consumers. In 

addition, Nudie have no demand for repair shops and secondhand stores in Asia, since the Asian 

purchasing habit is to buy new and packaged products. Furthermore, Nudie describes that there 

are a few markets they would not enter since they completely lack sustainable regulations. In 

addition, Graffner from TShirt Store and Dedicated explains that they want to be present at these 

markets as well, in order to be able to influence them positively. However, he further describes 

that some markets are very complicated to be present in from an environmental perspective, 

which can make them avoid these markets. Haglöfs is a mature brand that has the ability to 

educate immature markets regarding sustainability, which also is something that UFTD explains 

that they often do when entering new markets. Therefore, UFTD can imagine being present in 

every country and city, however not too geographically widespread, since they believe that is not 

sustainable. Gudrun Sjödén thinks mostly about their location when opening up at foreign 

markets, their stores should be easy to access via public transport for both employees and 

customers in order to reduce carbon dioxide emission.  

 

Besides these facts, Åhrman from Nudie explains that they choose their international market 

dependent on demographics and buying power. Björn Borg base their international market 
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selection on a SWOT analysis where they evaluate their potential. For them, their brand 

recognition and association are important factors, and their customer surveys have shown that 

sustainability is of importance to their brand. Another factor is product adaptation; none of the 

brands would compromise on their sustainable material on any market. However, size can 

sometimes have to be adapted, which both Björn Borg and TShirt Store and Dedicated describe. 

This also influence the decision on where to enter, since it is easier to enter a country or market 

where there is no need for adaptation. As previously mentioned, Björn Borg and Haglöfs are now 

focusing on penetrating existing markets, which is also often a focus of UFTD. In addition, Nudie 

does not aim to be the biggest actor on every market, but they want to be present at many 

markets. The respondents from Sandqvist explains that it does not make sense to have the same 

growth on every market, they try out and see if they are successful which goes in accordance with 

what TShirt Store and Dedicated is doing.  

4.2.1.3 How: What Kind of Entry Mode for Foreign Market Entry 

The case companies use various ways of entry mode, when internationalizing to a new market. 

All companies but Gudrun Sjödén use distributors and agents in most of their foreign markets. 

Instead, Gudrun Sjödén enters markets first through e-commerce and then mailing order before 

opening up physical operations. All companies, except for Haglöfs, also have e-commerce 

abroad, Haglöfs recently opened up e-commerce on the Swedish market, and will evaluate this 

before expanding it abroad. Furthermore, all companies but UFTD have own stores abroad. 

However, Sandqvist and TShirt Store and Dedicated only have one own store each outside of 

Sweden, located in countries culturally and geographically close. Although TShirt Store and 

Dedicated would like to have more own stores abroad, it is not possible financially at this point. 

The location is also in accordance with both Haglöfs and Björn Borg, that have most of their own 

stores in countries close to Sweden. In addition, Nudie have a great number of own stores 

worldwide including Asia, Australia and USA.  

 

The companies who use partners abroad are all describing the importance of choosing the right 

partners, and the respondents emphasize that these partners are carefully selected through 

recommendations, personal visits and contacts. Sandqvist, UFTD, TShirt Store and Dedicated are 

all stressing the importance of visiting fashion fairs when they are entering a new market in order 

to build relationships and evaluate interest. They describe that fairs where only sustainable brands 

are allowed are increasing globally. Graffner from TShirt Store and Dedicated explains that about 

ten percent of the requests they get from potential partners are because they are sustainable. 
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However, none of the companies have any formal criteria that their partners must be sustainable. 

Instead, all respondents describe that it is beneficial if their partners work with environmental 

sustainability and that they would not hesitate to say no if the partners totally lack environmental 

care. UFTD has internal criteria when choosing partners abroad, and environmental sustainability 

is one of these criteria. Further, Björn Borg will integrate environmental sustainability as a 

criterion for partners in the future since they rely heavily on that the partners convey their brand 

image abroad. Having environmental criteria for partners abroad is something that also Sandqvist 

might look more upon in the future. Both Haglöfs and UFTD often educate their partners when 

entering a new market since the partner's knowledge of environmental sustainability often is less 

than their own. Wikholm from UFTD also describes that they physically visit their resellers in 

order to educate the consumers at foreign markets. 

 

All case companies using partners abroad are sending material to these partners regarding 

environmental sustainability that they shall convey further to resellers and consumers. However, 

the respondents from Nudie explain that it is easier for them to convey the sustainable message to 

the employees in their own stores than to resellers and agents, since they lack control over them. 

Even if the partners get information about the environmental core of their brand they cannot 

control whether it is conveyed or not. The employees in their own stores will be a part of their 

sustainability training and receive the updates to a larger extent. Gudrun Sjödén, that often have 

their own stores abroad, focuses on making their stores as environmentally friendly as possible. 

TShirt Store used to work with franchising as an entry mode. However, due to the lack of control 

over the franchisees, they closed down all of these stores. Their founder and CEO Graffner 

describes that it is difficult to maintain the environmental sustainability purpose when having 

franchising as an entry mode and in the future they want to use Joint Venture instead. 

Cooperating with a bigger partner with greater financial muscles could lead to a faster growth and 

thereby a possibility to influence their target group into more sustainable choices faster. Björn 

Borg are using licensing for two of their smaller product categories. Swedjemark from Björn 

Borg explains that they chose these license partners before they started to focus on environmental 

sustainability. She further describes that; “om vi valt licens partners idag hade vi integrerat 

hållbarhet i det bestlutet” - if we would choose license partners again today, we would integrate 

sustainability as a part of the decision”. For them, licensing means lack of control which leads to 

a reduced focus on sustainability. 
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To conclude the empirical findings, the respondents describe that they believe it is possible to be 

environmentally sustainable and expand to foreign markets. Furthermore, the companies also 

state that they will work on integrating these aspects more in the future. However, Wikholm from 

UFTD explains that; “det behövs nya innovationer innan hållbar expansion är möjlig, då det 

idag inte finns någon lösning för en helt hållbar värdekedja” - there is a need for innovation 

before sustainable expansion is possible since there today is no solution for a completely 

sustainable fashion value chain. Swedjemark from Björn Borg also describes that it is of great 

importance that all fashion actors take their responsibility and that new solutions and business 

models are needed. Gudrun Sjödén, Nudie and Haglöfs are all describing that due to growing 

demand for sustainable products globally, it should be a necessity to be sustainable for a global 

fashion company. TShirt Store and Dedicated further believes that pioneer companies have the 

possibility to influence the industry when growing abroad. This is also in accordance with 

Sandqvist who quotes the Swedish cartoon character Bamse by saying “Är man stark måste man 

också vara snäll” - If you are strong you must also be kind.    
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5. Analysis and Discussion 

5.1 Environmental Sustainability  

Based on the empirical data it is clear that the case companies are engaging in a variety of 

environmentally sustainable actions. It is further possible to conclude that the case companies 

have employees and managers that are passionate about environmental sustainability, which their 

environmental work depends on. Caniato et al. (2011) lists personal commitment of managers as 

one of the triggers for engaging in environmental sustainability. There are case companies that 

would not exist if it was not for the founder's passion for environmental work. Further, if 

employees are passionate about the environment, it seems easier to integrate the sustainability 

aspect throughout the company, making it a foundation of both the company and its culture.  

 

James (2015) describes that the environmental issues are forcing us to re-think and redo, in order 

to be able to reduce the negative impact on the planet. Björn Borg and Haglöfs, are examples of 

companies that are redoing their business, these companies have implemented a strong focus on 

environmental work later in their being.  In addition, younger companies such as Sandqvist, 

TShirt Store and Dedicated and Nudie are clear examples of companies that have implemented 

this from the near or very beginning of their existence. Gudrun Sjödén have had an 

environmental sustainability purpose from the beginning of its existence. However, it has become 

easier and easier to focus on the environmental work, due to the fashion industry becoming more 

developed creating better conditions for sustainability. Further, the whole existence of UFTD is 

due to sustainable innovations. Choi and Li (2015) explains that many fashion companies aim 

towards to reduce, reuse, recycle, re-design and re-image their business, which we can see is 

happening in some of the case companies. However, if a company is existing due to the 

environmental purpose, there is no need for re-design or re-image, since it was integrated from 

the start. This indicates that it might be easier for a company to reach a higher level of 

sustainability in shorter time if implementing it from the beginning.  

  

All of the case companies have their main focus on environmental work on product and 

production in common, foremost in the material use. All of the companies focuses on that their 

products should contain either organic or recycled material, without dangerous chemicals and 

with a long-lasting life. This is in accordance what De Brito, Carbone and Maunier Blanquart 

(2008) explains; that the production process and its use of resources has the largest negative 
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impact on the environment. Furthermore, Caniato et al. (2011) explains that the outsource of 

production can be problematic if the environmental sustainability aspect is not properly taken into 

consideration. All case companies outsource their production, but maintain control over suppliers 

by regular visits, and by building long lasting relationships, which is an accordance with what 

Caniato et al. (2011) states. Nevertheless, since some of the companies lack formal policies for 

suppliers, it can be questioned if the companies really can ensure that their production process is 

entirely environmentally sustainable. In addition, policies might not be necessary if choosing 

suppliers that are innovative and highly interested in environmental solutions. Worth considering 

is also the size of the company, a smaller firm with only a few suppliers might not need policies 

to ensure a sustainable value chain, since it is possible to stay updated and keep track of the 

producers anyway. In these cases, creating a tight relationship plays a vital role. Moreover, a 

majority of the case companies described the possibilities of influencing their suppliers into 

becoming more environmentally sustainable by these tight relationship, but also by demand and 

knowledge sharing. De Brito, Carbone and Meunier Blaquart (2008) describe that fashion 

companies operating in Asia are getting increased pressure of being sustainable. When discussing 

this with the case companies, they were under the impression that they are the actors within the 

value chain that needs to take the responsibility, by pressuring other actors into being more 

sustainable.  

  

Moreover, it is interesting however the case companies are structured in their way of having clear 

targets, measurements, and reports regarding their environmental work. According to the 

International Institute for Sustainable Development (1992), measurement and planning are crucial 

for companies’ environmental actions. Furthermore, the well known ISO practice is built up on 

that companies should have clear objectives, policies and engage in reporting and documenting 

(Bansal, 2002). We have identified that the case companies who transformed their business into 

becoming more sustainable focus more on these aspects of environmental sustainability. For 

instance, much of Björn Borg’s and Haglöfs focus lays on measuring their impact while UFTD, 

TShirt Store and Nudie explain that it is not their main focus regarding sustainability actions. 

This is an indicator of that companies having environmental sustainability as a core from the 

beginning are used to integrate this into everything they do, that they do not choose to focus on 

measuring, reporting and setting targets to the same extent. While companies trying to transform 

into a greener business, needs to measure and put effort on targets and policies to determine 

weather they are moving in the right direction. This goes in accordance with what Choi and Li 
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(2015) describe, that many firms have been able to transform their businesses to become greener 

through formal programs and policies.  

 

All of the case companies are aware of that different transportations have different effects on the 

environment, making the environment one of the most important factors when choosing 

transportation. Nevertheless, some of them chose to locate production in Europe, in order to 

avoid long transportation routes, while others chose to produce in Asia. Haglöfs measured their 

transportation's impact and it turned out to be less from their suppliers in Asia than in Europe, 

due to the possibility of using boat transport. This means that even if companies integrate the 

environment sustainable aspect within the transport decision, the interpretation of the best 

solution can differ.  

  

Regarding the financial aspect of environmentally sustainable work, it is clear from the empirical 

findings that it sometimes is costly and that the margins might be lower when using sustainable 

material, as for instance Graffner from TShirt Store and Dedicated mentions. In relation to this, 

Bansal (2002) states that there might not be a direct financial gain of engaging in environmental 

sustainability. In addition, Chakrabaty and Wang (2013) explains that companies can benefit 

from being sustainable in terms of sales. From the empirical findings it is possible to discover 

that the case companies are not engaging in environmental work in order to make the most 

money short-term. Instead they aim towards being able to influence consumers to make 

sustainable choices, such as buying their products, which on the other hand leads to increased 

sales for the case companies. Since being environmentally sustainable is their focus, it is 

probably the most important aspect into generating sales through differentiation. A usual first 

priority for all businesses is to make money and these companies could not exist and could not 

have started or transformed their business into being sustainable without believing it has the 

potential of leading to financial gain. Further, with the increased demand for environmentally 

sustainable companies (Pui-‐Yan Ho & Choi, 2012), it is likely that this might be a key to success 

in the future.  

5.2 Environmental Sustainability & Internationalization: The Connection  

The empirical findings from all companies show that their way of internationalizing differs 

between markets. All companies have a mix of own stores, distributors, agents, direct wholesales, 

e-commerce and other contractual agreements. Further, they have different focus regarding how 
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to grow, by spreading out geographically or by penetrating existing markets. For instance, Nudie 

focuses on taking over their operations from distributors and agents at existing markets. Björn 

Borg and Haglöfs focus more on growing at existing markets while the other want to grow to new 

markets. It is also clear that some of the case companies have more developed strategies for their 

internationalization. For instance, Gudrun Sjödén always start with e-commerce to evaluate the 

demand while a few of the other firms just go for new markets and try them out. This is 

something that Axinn and Matthyssen (2002) also describes; that companies internationalize in 

more various ways than ever with different strategies. Based on the findings, we were able to 

discover that the same company also has different models depending on when and where they 

entered a new market. In general, several of the case companies, especially the smaller 

companies, were rather unstructured in their internationalization process. It is possible that this is 

due to their large focus on sustainability and their innovative and entrepreneurial mindset.  

  

One aspect brought up by Tshirt Store, Dedicated and UFTD was that their focus on 

environmental sustainability could have an impact on their internationalization by possibility 

slow it down. This is in accordance with Chen, Chuan-Fang and Shu-Chien (2016) who states 

that a heavy focus on environmental sustainability can slow down internationalization. However, 

based on the findings we predict that this is not because these companies do not have a desire to 

grow, instead that they have environmental sustainability as a main focus rather than international 

expansion. This is also a question about resources, since both sustainability work and 

internationalization demand a lot of resources from a company. Maialle et al. (2015) explain that 

international companies tend to be less developed in their environmental work. None of the 

respondents have the mindset of that being international would affect their environmental 

sustainability focus, rather the opposite, since a majority of the case companies exist due to their 

vision providing a better choice for consumers globally. Although, Wikholm from UFTD 

describes that they do not find it sustainable to grow rapidly. Nudie describes that if they would 

grow rapidly, existing suppliers would probably have a difficult time to keep up with the 

increased demand and thereby creating a problem of finding new sustainable suppliers. However, 

this would probably only be the case if an extreme rapid growth would occur. None of the case 

companies are planning to do this, due many aspects, such as financial resources and focus on 

environment. Instead, a strong belief from the case companies is that they have the possibility to 

influence the global market into becoming more sustainable, which is a reason for several of the 

case companies wanting to be present on many markets worldwide.   
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All of the companies mentions that their Swedish origin impacts their environmental work, since 

Sweden is well developed in regards to environmental sustainability. Chen, Chuan-Fang and Shu-

Chien (2016) explain that home country pressure has large impact on international companies, 

which makes us believe that it is not a coincidence that Sweden is the home of these sustainable 

fashion companies together with many other green companies. The case companies do not adapt 

their products in regards to the environmentally sustainable material, even if they internationalize 

to markets where there is no demand for sustainable products. This can indicate that companies 

coming from a country with high environmental standards have the possibility to share their 

sustainable products and work to markets that lacks or have low environmental standards, if these 

companies are internationalizing. Meaning that it may be a positive thing if green companies 

chose to internationalize.  

5.2.1 The Strategic Decisions of Internationalization 

What is clear from the empirical findings is that none of the companies have a structured or 

systematic way of integrating environmental sustainability into the decision making for 

internationalization. However, since many of them have environmental sustainability as a core 

and since the majority of all employees in the companies have an environmental passion; it 

permeates all of the actions and decisions made. According to Gallego et a. (2009) the decisions 

of when, where and how to internationalize lay as a foundation for the internationalization 

process. If the purpose is to become a fully sustainable company and if having it as a core of their 

business, there might be a need to connect the environmental sustainability aspect formally 

within the decision making for internationalization. Nevertheless, it is clear that our case 

companies focus much of their work on being sustainable. For instance, Haglöfs and Björn Borg 

have started to work more actively with sustainability in the last couple of years, than what they 

have before. Moreover, the majority of the other companies are relatively young and some of 

them are small in size of employees, and it is possible that they have not been able to focus on 

integrating environmental sustainability within the strategic decisions for internationalization just 

yet. They are instead focusing more on the products and material, which might be since this often 

is addressed in media and since many customers’ demand eco-friendlier products. Many of the 

case companies mention how they are not working to the fullest with the aspect of environmental 

sustainability and their internationalization process but that they will integrate it more in the 

future, which they all seem honest about. It can be understandable that they first focused the 

sustainability work on the products, since that is what they offer their consumers. Although, as 

mentioned; the focus on the environmental sustainability’s connection with internationalization 



Johansson and Sabel (2016) 

 39 

must be developed. Especially for sustainable companies in the fashion industry, since it is an 

industry that is truly international (Doherty, 2000). 

  

The empirical findings further show that the environmental aspect has been more integrated when 

it comes to choosing countries and suppliers to produce their products, compared to when 

choosing a country and partner to sell their products. This focus goes in accordance with what 

theory describes; that the production process and the supply chain have the largest impact on the 

environment (De Brito, Carbone & Meunier Blanquart, 2008; Choi & Li, 2015). However, 

sustainability needs to be implemented in the whole value chain (Caniato et al., 2011) and not 

just in the supply side. Both Björn Borg and UFTD state that one of the largest problems with the 

fashion industry is the end consumer. This indicates that it is important to influence the end 

consumers and therefore work with environmental sustainability at the place in the value chain 

that meets with the consumers. We believe that this is an aspect can be improved by all of the 

case companies. Although they did not have any formal integration or policies on how to connect 

the areas, the environmental aspect was connected to all strategic decision to some extent, since 

the different decisions also relates to each other, as Craig and Douglas (1992) states as well. 

However, as previously mentioned, several of these companies were unstructured in their way of 

internationalizing and they did not have any systematic way of making the strategic decision, 

instead these decisions were often based on managerial gut-feeling. If relating to that, it is 

understandable that they did not have any formal integration of environmental sustainability 

within the strategic decisions. Instead, the connection was informal and based on employee's 

interest, relationships and values, which is in accordance with how several of the companies work 

with internationalization in general. This can be questioned, since an unstructured way must 

make it difficult to evaluate and clearly follow the performance. Still, it might work in smaller 

firms if all the decision-makers share the environmental interest, but it seems like a short-term 

way of working.  

5.2.1.1 When: The Timing and Speed of Entering Foreign Market(s) 

The most important aspect regarding when to expand abroad is for the majority of the companies 

the financial resources. Both Sandqvist and TShirt Store and Dedicated are companies that 

describes this as crucial in order to making a foreign market entry possible. These two 

companies, together with UFTD, also describes that when they have enough resources, they 

expand based on managerial insights. The decision of when is therefore heavily related to 

managerial decision and financial resources which Gallego et al. (2009) and Venzin (2009) 
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describe as well. If evaluating the external factors, which also is important according to Venzin 

(2009), the case companies describe high demand on the market as important, possibly related to 

them being environmentally sustainable. None of the case companies brought up competitors, 

Nudie however, mentions the fact that there will always be competitors on the markets, which 

therefore could be a reason for not even being evaluated in regards to this decision. This goes 

somewhat in accordance with theory that states that the fashion industry is international and that 

the competition is global which might speed the internationalization (Doherty, 2000; Cai & 

Wang, 2010). Sandqvist moreover explains that they had to go abroad since the Swedish market 

is too small. This indicates that Swedish fashion companies cannot chose to be proactive or 

reactive anymore. The Swedish fashion industry is already international, making it impossible to 

be proactive and go abroad before the market gets saturated, as Quinn (1999) describes. 

  

All of the companies have a desire to be international and to grow, by entering more markets, or 

by increasing their commitment at existing markets, which is highly related to the speed of 

internationalization accordingly with Gallego et al. (2009). The reason for the wanted growth is 

to some extent based on that the case companies believes that it would be beneficial for the planet 

if their products are bought instead of others. They want to spread their products globally, which 

is the clearest sign on how environmental sustainability was connected with the timing and speed 

of internationalization. It is clear that most of the companies expand whenever they have the 

ability. The younger firms; UFTD, TShirt Store and Dedicated, Nudie and Sandqvist have a 

bigger desire than the others to grow to new markets. Gallego et al. (2009) explains that age of 

firm is also important for internationalization, which can explain their request for growth. All 

companies have a vision to be environmentally sustainable and to influence other actors. The 

vision of firm is according to Frasquet, Dawson and Mollá (2013) related to the 

internationalization decision of when since the vision impacts however companies emphasize 

expansion. This can explain the case companies aim towards growth, since they thereby get a 

growing numbers of actors to influence. Although, they have a vision to grow, it was not seen as 

sustainable to grow to rapidly if connecting the decision to sustainability, instead the companies 

aimed to use a sustainable paste. However, there is an aspect of growth and timing that must be 

related to sales and being able to make a profit. If not being economically sustainable, the 

companies can not be environmentally sustainable. 
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5.2.1.2 Where: The Choice of Market(s) to Enter 

All of the chosen case companies have their main markets in Europe and especially northern 

Europe, which is related to both to the product design and compatibility, as for instance Nudie 

and Haglöfs describe. What also is clear from the empirical findings is that the demand for 

sustainable products is greater in Northern Europe, in for instance Scandinavia and Germany. 

Since demand is an important factor when deciding where to enter, as described both by Venzin 

(2009) and the case companies, environmental sustainability is somewhat connected with that 

decision. However, it is possible that the demand for their products can be based on other factors, 

than them using environmentally sustainable material, such as design. Further, the Northern 

European markets are closer to their home market Sweden which is in accordance with 

Johanson’s and Vahlne’s (1997) Uppsala Model and also how the fashion company Zara started 

to internationalize (Lopez & Fan, 2009).  

 

When discussing other markets, Björn Borg, Haglöfs and TShirt Store and Dedicated all 

experienced an increased demand for environmentally sustainable products at Asian markets 

while Nudie did not find a demand for their second hand and repair shops at those markets. What 

the case companies commonly describes is that they see an increased demand overall globally for 

environmentally sustainable fashion products, but that the development is happening slower at 

some markets. A majority of the companies could imagine to be present at every market, since 

they have a desire to influence globally as described above. Nevertheless, Nudie states that some 

markets completely lack environmental regulations and they do not find it sustainable to be 

present at these markets. In addition, many other companies want to be located at these markets 

in order to be able to influence. This indicates that the choice of market can be looked upon 

differently even if sharing the same agenda and vision. Another aspect that was brought up by 

UFTD, is that they do not want to be too geographically widespread. This was also something 

that Björn Borg mentioned, that is is easier to be sustainable if growing where they already are 

present. This seems to be highly important regarding making a sustainable choice of where, if 

wanting to focus sustainability actions it must be easier to do so at fewer markets, closer to each 

other both geographically and also culturally which is in accordance with traditional expansion 

theories, such as the Uppsala model by Johanson and Vahlne (1977). Further, a more 

concentrated internationalization must demand less transport leading to lower emission. 
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5.2.1.3 How: What Kind of Entry Mode for Foreign Market Entry 

For our case companies, the choice of how to enter a market differs depending on which market 

and time, which is in accordance with Venzin (2009), who describes that there are several factors 

influencing companies’ entry mode choice. A majority of the case companies use distributors and 

agents abroad, which makes it difficult to maintain control over their environmental sustainability 

agenda. Furthermore, they do not have any specific policies over their sell-agents or distributors, 

making this contradictory to what Picot-Coupey, Burt and Clique (2014) describes; that retailers 

seek entry modes for maintaining control. However, as for TShirt Store and Dedicated; owning 

their own stores abroad is at the moment not an option financially, if wanting to keep growing. A 

few of the distributors, agents and stores, used by the case companies abroad, have an 

environmental profile, but according to the respondents, this is not a requirement. What the 

companies using this model instead do, is trying to influence the partners by training and by 

giving them communication material on how to present their products, with focus on 

sustainability. Nevertheless, they can not control how much of this that really permeates the sales 

process. This fact makes own stores preferable, and if that is impossible, having partners with a 

sustainable profile who share their interest and passion. Having own stores enables for the 

companies to make the stores sustainable, which is exemplified by for instance Gudrun Sjödén. 

Although the companies lack formal criteria for partners, it is clear that the choice of partners 

abroad is important for all the companies, and they all want to build personal contact with these 

partners. Further, the companies do not want to collaborate with any partners that directly harms 

the environment. Moreover, Sandqvist and Björn Borg also mention that they in the future want 

to work more on having sustainable criterions for partners abroad.  

 

Another aspect of environmental sustainability related to entry mode is that TShirt Store have 

been using franchising in the past and Björn Borg are currently using licensing for two of their 

product categories. None of these, as Venzin (2009) describes as contractual agreements, seems 

to be beneficial for a sustainable agenda since these entry modes tends to mean lack of control. 

This lack of control, partwise regarding the environmental sustainability aspect, makes the 

companies prefer other entry modes. TShirt Store do not use franchise anymore and Björn Borg 

would not have made the same choice today, or at least integrate environmental criteria in the 

choice of license partner. This indicates that the companies would connect sustainability to a 

larger extent when and if choosing entry modes today, than what they used to before. Meaning 

that environmental sustainability is more important now, which goes in line with theory and the 
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described demand on the global market. Moreover, this also indicates that the companies are 

reactive in connecting environmental sustainability and internationalization. They first made the 

decisions of internationalizing, before evaluating its connections with their aim towards 

sustainability. Their work is not strategically or systematic, making it rather difficult to evaluate 

their strategic decisions.  

 

To sum up the analysis, it is clear that the case companies where not consciously and formally 

connecting environmental sustainability with the decisions of when, where and how to 

internationalize. This informality and lack of structure is recurrent from several of the companies 

work with also environmental sustainability and internationalization. Their actions are instead 

based on gut-feeling, relationships, innovation and a visionary strive to influence the industry. 

Even though the connections where unstructured it is possible to distinguish certain actions from 

the results that companies aiming towards a sustainable internationalization should take into 

consideration. Following model illustrates this; the environmental sustainability actions that the 

sustainable fashion companies focused on is bolded to the left and the identified connections to 

the strategic decisions of internationalization is expressed in the right boxes of the model. 

Model 2 - Important environmental sustainability actions and its connection with strategic 
decisions for internationalization (Constructed by authors, 2016) 



Johansson and Sabel (2016) 

 44 

5.3 Discussion 

After analyzing the empirical results, there where certain areas that sparked interest for further 

discussion. Even though not being fully based on the results or theory, we believe that these 

following points could not be left without being further reflected on.  

 

One dilemma that was brought up, is whether measuring and reporting the sustainability work is 

crucial for being a sustainable company or not. As described before, it might be possible to not 

measure the impact for smaller companies, with the aim to be sustainable from the start. Further, 

one aspect of this is that it takes away a lot of time for companies, that can be spent on more 

important actions. Nevertheless, it can be argued that it is impossible to know how the company 

is doing if not measuring their performance. Another interesting point regarding this is that the 

case companies describe how consumers must take better purchase decision and that they aim to 

influence them to do so. We believe that it is questionable how consumers should get the needed 

knowledge on what company to buy from, if companies do not report their work. Further, if 

reports should be reliable, companies need to measure their own impact and their work and be 

transparent with it. Besides this, as also brought up in the analysis, we question how the 

companies are not more focused on being sustainable in their sales point, since there is where 

they have the chance to truly influence the end-consumers. Especially internationally, they do not 

connect their environmental work enough with where and how they sell their products. This can 

to some extent be seen as double standard if wanting to be a truly sustainable company. However, 

we believe that this will be more developed in the future for our case companies and we 

understand that they have limited resources to spend on their work. Nevertheless, these 

companies are in forefront of environmental sustainability, which makes us wonder how little 

other companies connect these aspects. It is our hope that the empirical results from this study 

will enlighten the un-systematic approach that even the most sustainable companies have towards 

the strategic choices of internationalization and its connection with environmental sustainability. 

By highlighting this lack of strategic decision-making, we further hope that this could lead to an 

awakening both for managers and researchers, and increased actions towards a more sustainable 

internationalization. Since there is a lack of consciousness regarding this connection, we believe 

that companies who starts to focus more on this area, can make a true difference and impact. 

 

When researching this phenomenon, it has also been clear that Sweden and a few other European 

countries are in the front edge of sustainability compared to the rest of the world. This increase 
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the pressure on companies from these countries to be sustainable. As described in the analysis, 

this could mean that companies from these markets can influence other markets to increase their 

sustainability. Although, the most sustainable solution must be increased pressure from more 

markets globally. To achieve this, we argue that governments have to propose stricter regulations 

to take charge. The environment is a global issue that should be of everyone's responsibility. 

Consumers and stakeholders need to demand sustainable products and actions from companies, 

and companies need to make sustainable products and have sustainable business models. 

However, governments must lead edge towards this transformation, since we believe that neither 

companies or consumers will do enough before a change in law requires them to. 

 

Further, we brought up the fact that it might be easier for smaller and younger firms to be 

sustainable, especially if the working with this from the start. These companies do not have to 

reform their business and it have been easier for them to only recruit employees passionate about 

sustainability and thereby letting it permeate their entire company. Although, it must be possible 

to transform an existing business into become more sustainable. We interviewed companies that 

are really trying to do this, and even if it seems to demand more formal work, which is time 

consuming, other companies need to follow this path. The fashion industry consists of many large 

actors that need to be onboard for the industry to make a change. The small actors seem to be 

highly dependent on the financial resources, which might harm their environmental work to some 

extent. For instance, they cannot afford to internationalize with only their own stores, which 

makes them give up control which might compromise the sustainable agenda.  

 

Moreover, even if we understand the case companies’ way of thinking, that it is better to buy 

their products instead of others less sustainable, it can be a way of justifying an international 

expansion that is not fully connected with their aim of being environmentally sustainable. It 

cannot be seen as completely sustainable to be widespread internationally. However, since there 

today seems to be many markets and companies that lack sustainable aspects, this is a dilemma. 

In order for smaller companies to survive, they need to grow beyond their home market, making 

it understandable if they cannot focus on being completely sustainable. It is difficult to find a 

solution that will benefit companies, consumers and also the planet. The case companies believe 

that it is possible to be sustainable and international at the same time, which could be seen as 

obvious since that is their aim. Nevertheless, some of them also mentioned that the whole fashion 

industry needs to find new ways of doing business, and the hope is that the demand should 

require international fashion companies to become more environmentally sustainable. Even if the 
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case companies have this as a main focus, which can be a way of differentiate themselves from 

competitors, they express hope that more fashion actors will become sustainable as well. This 

shows that even if their own success and performance is crucial, they have an honest interest and 

it is clear that these companies truly cares for the environment and that they are doing more than 

many others companies. Although, we do not find these actions to be enough, and even our case 

companies need to develop their work, especially by being more strategic in their decision 

making for internationalization.   
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6. Conclusion 
The aim with this study was to evaluate how sustainable fashion companies connect 

environmental sustainability and their strategic decisions of internationalization. This study made 

it clear that this connection was not strategically nor systematically implemented in any of the 

case companies, instead it was based on a feeling, interest and informal networks. First, when 

reflecting on their environmental sustainability work, it is possible to conclude that their actions 

mostly regarded the products and the material used in the products. Further, if looking at the 

whole value chain; the supply side is of larger focus than the sales side, and the relationships with 

the suppliers of high importance. These companies are actively working with communication of 

their environmental agenda, both internally and externally. It is also clear that training for their 

own employees is an important action, and these companies are constantly striving towards 

developing their sustainability work. However, there are different perceptions regarding the 

importance of measuring, reporting and on having clear targets even though it is crucial to strive 

towards the goal of increased sustainability in all companies. Moreover, transportation and 

distribution are aspects that needs to be taken into consideration although the solution for the 

least negative impact can differ. 

 

Regarding the companies’ internationalization, the business model differs depending on several 

factors. However, a common approach is to enter foreign markets with distributors and agents, 

since the financial resources do not allow a foreign growth with only own stores. What also can 

be concluded is that the strategic decisions of internationalization seem to be based on managerial 

insights and gut-feeling to a large extend. The decision making for internationalization tends to 

be an unstructured process, especially for the young and small companies, just like its connection 

with environmental sustainability. It can be questioned if a company can state that they have 

sustainability as a core of their business, if being this unconscious and reactive in regards to the 

internationalizations connection with environmental sustainability. Even though the findings 

show that environmental sustainability and strategic decisions for internationalization is not 

formally connected, all companies present actions on how sustainability can be connected with 

the decision of when, where and how to internationalize. These actions are based on viewpoints 

and examples of things the companies are currently doing or aim to do in the future, which can 

work as a framework for other companies. For instance, regarding the decision of when; 

sustainable companies aim towards growth in order to influence immature markets and 

consumers into becoming more sustainable. However, if connecting the internationalization 
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speed with an environmental concern, a rapid expansion should be avoided. If instead connecting 

with the decision of where, companies should avoid a geographical widespread. If basing the 

decision of where on market demand, northern European markets are in forefront and consumers 

from these countries have a higher demand for sustainable fashion, even if it is increasing 

globally. Lastly, regarding the connection with how and what entry mode, it is clear that wholly 

owned stores are beneficial for the environmental agenda. If that is not possible, companies 

should aim towards choosing partners that share their sustainable purpose. If using other partners, 

it is crucial to build relationships, to regularly visit these partners and to communicate the 

company’s sustainability purpose with the partners and the end-consumers, in order to influence.  

 

It is clear that this connection between internationalization and environmental sustainability is 

nothing that previous research nor companies have taken into a large consideration. For such an 

international and environmental damaging industry as the fashion industry, this is rather 

surprising and we believe that this issue must be further addressed in the future. Although 

evaluating companies in forefront of sustainability work, there is another vital aspect related to 

the internationalization of these companies, and a possible reason to why sustainability cannot be 

strategically connected; the pressure of making profit. Naturally, all companies are profit-seeking 

and also sustainable companies must prioritize making money. We conclude that we would rather 

have sustainable companies growing, compared to others, even if this study has highlighted areas 

where these companies need to improve their work. Lastly, our hope and belief is that in the 

future, it will be essential for every company to have a well implemented sustainability strategy 

in order to stay successful towards the rest of the market. 

6.1 Contributions 

Due to the lack of research in regards to environmental sustainability and internationalization, 

this thesis has contributed to filling the gap. Further, since we have connected the fashion 

industry, environmental sustainability and the three strategic decision of when, where and how to 

internationalize, the empirical findings contribute to a new research area. By starting to 

investigate this, we believe that we have contributed to a foundation and laid ground for future 

studies. As a practical contribution, the identified actions of environmental sustainability 

connected to the internationalization can work as a framework for other fashion companies. 

Further, managers should see this lack of connection as a sign that all companies need to start 

integrate sustainability within their internationalization, since there is an urgent need for all of 

them to reduce their environmental impact. While conducting this study, a brand new reports 
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from May 2016, by World Health Organization [WHO] shows that more than 80 percent living in 

urban areas are living with an air quality that, due to pollution, exceeds WHO’s limits (WHO, 

2016). Since the damage of the environment is continuously increasing, we argue that studies 

regarding sustainability contributes to a necessary increased awareness, and our hope is that this 

area will be further researched.  

6.2 Propositions for Future Research 

Since this thesis focus on a new phenomenon, a suggestion for future research is to use this as a 

base and perform a quantitative research in order to generalize the findings. If making another 

qualitative research within this area, other phases of internationalization can be used. Another 

suggestion is to research other industries, if recommending industries, we propose the vehicle 

industry, the food industry or the energy industry. These industries, just like the fashion industry, 

belongs to the industries that harms the environment the most (Kuang, 2010), creating a need for 

new and better solutions. Furthermore, since this research is made with only Swedish firms, a 

recommendation is to further investigate firms with other home countries, perhaps less developed 

countries. Further, as stated in this thesis; the answer or model on how to internationalize and be 

environmentally sustainable might not be developed yet, and it is possible that the best solution 

cannot be found within sustainable companies. Hence, we suggest that further research can study 

this phenomenon by collecting empirical research with environmental specialist and consultants 

instead. 
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Appendix 1 - GRI Index  
GRI Index from Caniato, Caridi, Crippa and Moretto (2011): 

●   Materials, which includes indicators that identify the reporting organization’s ability to 

reduce material intensity and to use recycled input materials.   

●   Energy, which covers the most important areas of organizational energy use, i.e., direct 

energy consumption, energy consumption to produce products purchased externally, 

indirect energy consumption, energy saved, and development of energy- efficient 

products.      

●   Water, which includes indicators for identifying the water sources (recycled and reused) 

affected by the organization and reducing the volume of water available for use.  

●   Biodiversity, which includes indicators related to the prevention, management, and 

remediation of damage to natural habitats resulting from the organization’s activity 

●   Emissions, Effluents, and Waste, which includes indicators to measure the level of direct 

and indirect greenhouse gas emissions, the amount and quality of the water discharged, 

and the total weight of waste by type and disposal method.  

●   Products and Services, which includes indicators that assess the existence of initiatives to 

mitigate the environmental impact of products and services.  

●   Compliance, which assesses the monetary value of fines and non-monetary sanctions 

received for non-compliance with the environmental regulations.  

●   Transport, which seeks to quantify the environmental impacts associated with logistics 

and distribution.        

●   Business integration (a section specific of the Apparel and Footwear Sector Supplement), 

which includes indicators that assess policies on supplier selection, management, and 

termination. 
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Appendix 2 - ISO 14001 
ISO 14001 Standards from Bansal (2002, p.125): 

1. “Develop an environmental policy 

2.     Identify the firm’s environmental aspects and impacts 

3.     Identify legislative/regulatory requirements 

4.  Identify the firm’s priorities and set objectives and targets for reducing environmental 

impacts 

5. Adjust the organizational structure to meet those objectives, such as assigning 

responsibility, training, communication and documenting 

6.   Check and correct the environmental-management systems” 
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Appendix 3 - Interview Guide  
●   How many employees do you have? 

●   Which markets are you active on? 

●   Are you a part of any sustainability organizations/networks etc.? 

●   Did you receive any awards for your environmental work? 

 

Environmental Sustainability 

●   What are your company's main focus of environmental sustainability work? 

 

Describe how your company is working with the following actions: 

●   Identify and measure their impact of the environment 

●   Develop reporting and communication systems regarding their environmental work 

●   Engage in training and development for environmental sustainability 

●   Identify objectives and target regarding their environmental impact and work 

●   Minimize environmental impact in Products - in regards to material and the production's 

use of energy, water and chemicals 

●   Minimize environmental impact in Transport, Logistics and Distribution - emission and 

environmental impact 

●   Plan for business integration, how to choose suppliers and partners. 

 

●   Do you have any other aspects of sustainability work that is important for your company?  

 

Internationalization and Strategic Decisions 

●   How would you describe your internationalization process? 

●   What is the most important decisions you make regarding internationalization? 

●   How do you work with making your internationalization environmentally sustainable? 

●   Do you see any problems with your internationalization in terms of being sustainable? 

●   How well connected is your environmental work with your decisions regarding 

internationalization and expansion? 
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When? 

●   How do you look at the timing for internationalization/ your international expansion?  

●   What factors are important for you when deciding when you should expand your business 

abroad? 

●   How is your speed of internationalization? Do you have a desire to grow fast?  

●   Do you have any specific time for when you want to enter a new market? Describe. 

●   How is the timing and speed connected with your environmental sustainability focus? 

 

Where? 

●   How do you choose and decide what markets to expand into? 

●   What factors are important for you when choosing a market?  

●   Can you see a demand for environmentally sustainable products at all markets? Does that 

affect your choice? 

●   How is the choice of where connected with your environmental sustainability focus? 

 

How? 

●   How do you enter your international markets? 

●   What entry mode do you use? (Wholly owned stores, franchise, license etc.) 

●   How is that connected with being environmentally sustainable? 

●   What factors are important for you when choosing an entry mode?  

●   How is your choice of entry mode connected with your sustainability focus? 

●   Do you have local partners at your international markets? 

●   If so; How do you make sure that these partners convey your sustainability message? 

●   Do you work with and choose partners/distributors/retailers after some criteria’s related to 

sustainability? If yes, what kind of criteria’s? 

●   How do you convey your sustainability message internationally? 

 

●   Describe your view of being environmentally sustainable and internationalize, do you 

think is it possible to expand abroad and be sustainable at the same time? 


