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Abstract  

The urgency for firms to acknowledge and correct for their carbon footprint is increasing in 

scale and importance. A key to long run firm survival lies in whether companies take their 

Corporate Social Responsibility (CSR) seriously. At the same time, a combination of supportive 

policies, innovation and increased market competition has enabled a remarkable increase in the 

share of renewable energy. Adopting renewable energy solutions can be a CSR tool for a firm. 

One way in which a firm can do this is by installing solar power systems. The aim with this 

thesis is to gain a deeper understanding of what motivates firms to install solar power as a part 

of their CSR. Particularly, we investigate whether the decision to install solar power stems from 

the three main driving forces to engage in CSR presented by Benabou and Tirole (2009). Taking 

off in a frame of reference of economic theory and empirical research on CSR, we performed 

semi-structured interviews with nine Swedish firms with the aim to investigate what the main 

driving forces behind their decision to install solar panels where. Our hypothesis is drawn from 

a Benabou and Tirole (2009) paper structured around three main reasons to why firms engage 

in CSR: Doing well by doing good, Insider-initiated philanthropy and Delegated Philanthropy. 

Besides from our aim, we also wish to specifically gain an understanding on whether the 

implementation of the EU Directive on non-financial reporting in Sweden in 2017 was a 

motivator for our responding firms to install solar power as way of providing substance into 



their sustainability reports. Built on the existing theory that delegated philanthropy such as laws 

and regulations are a driving force for companies to engage in CSR, our hypothesis is that the 

implementation of the EU Directive had a positive effect on companies when deciding whether 

to install solar power.   

 

Our findings show that the driving forces behind the decision to install solar panels are of three 

types and that environmental reasons together with profitability dominates as the most 

important motivators, while demand from stakeholders stands out as a less important motivator 

out of the three. The EU Directive had no direct effect on the decision to install solar power for 

our respondents. This empirical study provides a contribution to the existing literature in two 

ways. Firstly, it adds to the current, literature on firms’ motives to engage in CSR. Our results 

support the theory that is presented in Benabou and Tirole (2009). Secondly, the study adds to 

the literature in the way that we specifically study why companies have chosen to install solar 

power systems. While there is extensive literature by scholars on the determinants and effects 

of CSR, there has been limited numbers of papers written about the investment in and 

installation of solar power by companies.  
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Sammanfattning  

Kravet på företags ansvar för sina utsläpp och sin miljöpåverkan ökar i takt med samhällets 

medvetenhet om hur mänsklig aktivitet leder till klimatförändringar. Företag tar i allt större 

utsträckning ansvar för aspekter utanför deras affärsområde, ett samhällsansvar som går under 

benämningen Corporate Social Responsibility (CSR). Konsumenter, investerare och 

samarbetspartners inkluderar i allt större utsträckning hållbarhetsaspekter i sina val av företag, 

vilket gör CSR viktigt för ett företags överlevnad på marknaden. Samtidigt har en kombination 

av statliga styrmedel, innovationer och ökad konkurrens möjliggjort en ökning i andelen 

förnybar energi. Att ställa om till förnybar energi kan vara ett CSR-verktyg för företag. Ett sätt 

företag kan göra det på är genom att installera solcellssystem. Med denna uppsats syftar vi att 

undersöka vad drivkrafterna varit bakom företags beslut att installera solcellssystem som en del 

av deras CSR-arbete. Vi tar avstamp i ekonomisk teori om företagens roll på marknaden och 

hur vinstmaximering går i linje med ökat krav på samhällsansvar. Vi insamlar data genom 

semistrukturella intervjuer med nio svenska företag som har, eller är i processen att installera, 

solcellssystem på ett eller flera av sina tak. Vår huvudsakliga hypotes är baserad på Benabou 

och Tiroles (2009) teori om att drivkrafterna bakom CSR-engagemang härstammar från att öka 

lönsamheten, från intern filantropi eller från extern filantropi.  

 

Vår datainsamling visar att drivkrafterna bakom beslutet att skaffa solceller kan kategoriseras 

enligt Benabou och Tiroles (2009) tre CSR-motiv. Intern filantropi står ut som dominerande 



anledning hos våra respondenter, samtidigt som lönsamheten hos alla respondenter i varierande 

grad har varit en avgörande faktor. Vidare visade vårt resultat på att EU-direktivet om icke-

finansiell rapportering inte påverkat respondenternas beslut att installera solcellssystem. Detta 

för att företagen antingen inte omfattas av direktivet, att installationen skedde innan direktivet 

trädde i kraft eller att de redan innan direktivet trädde i kraft ägnade sig åt ett omfattande 

hållbarhetsarbete. Med denna uppsats bidrar vi till befintlig litteratur på två sätt. För det första, 

till den omfattande mängd litteratur kring motiv bakom CSR. För det andra, bidrar vi med en 

inriktning på installation av solcellssystem specifikt, där litteraturen till dags dato är begränsad.  

 

 

Nyckelord: CSR, Hållbarhet, Solcellssystem  
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1. Introduction  

A combination of increased concern regarding global warming, increased transparency on 

firm’s business activities and stakeholder’s demand for more sustainable firms has paved the 

way for Corporate Social Responsibility (CSR). The traditional, mainstream economic 

assumption that the state is responsible for correcting market failures is being questioned as it 

has been realised that firms themselves have a great responsibility to correct for their own 

environmental impact. Society’s demand on CSR as well as the numbers of companies making 

sustainability investment is on the rise (Benabou & Tirole, 2009; Khan et al., 2016). At the 

same time, a combination of supportive policies, innovation and increased market competition 

has enabled a remarkable increase in the share of renewable energy. In combating climate 

change, the transition to renewable energy is key. In Sweden, the service- and industry sector 

stands for around 30 percent of total energy consumption (Statistics Sweden, 2018). Also, firms 

stand for the majority of carbon dioxide emissions (CO2) in Sweden (Growth Analysis, 2018). 

Hence, firms are key players in the transition to renewable energy and in decreasing total CO2-

emissions. Adopting renewable energy solutions can be a CSR tool for a firm. One way in 

which a firm can do this is by installing solar photovoltaic (PV) systems1, henceforth referred 

to as solar power systems. Today, solar power stands for around 0.1 percent of Swedish total 

electricity production, a small fraction despite recent year’s increase in number of installed 

solar plants (Statistics Sweden, 2018). To reach the goal set by Swedish government on a 100 

percent renewable energy system in 2040 (Baylan & Lövin, 2016), more firms are required to 

transit to renewable energy.  

 

The aim with this thesis is to gain a deeper understanding of what motivates firms to install 

solar power systems as a part of their Corporate Social Responsibility. Particularly, we 

investigate whether the decision to install solar power systems stems from the three main 

driving forces to engage in CSR presented by Benabou and Tirole (2009). Below, the three 

driving forces are presented together with our description on how each driving force can 

motivate an installation of solar power systems. A further elaboration of Benabou and Tirole’s 

(2009) division of CSR into the three categories is presented in section 3.2.  

  

                                                
1 Solar PV systems are power generating systems generating electricity directly from sunlight, facilitated by 
solar panels.  
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1) Doing Well by Doing Good (CSR work leads to increased profitability)  

a) Having solar power systems allows for a safe, “locked-in” price with low risk. Grid 

parity for solar is predicted as prices on electricity generated from fossil fuel is predicted 

to increase in coming years (REN21, 2017).   

b) Having solar power systems can generate marketing benefits. Solar power systems 

are a visible way of marketing your company as sustainable.  

c) Installing solar power systems can help ensuring long run survival on the market, 

since investing in sustainability is increasingly important to stay competitive.  

 

2) Delegated philanthropy (Laws, regulations and demand from stakeholders)  

a) Stakeholders increasingly value sustainability when deciding where to invest (Khan 

et al., 2016), who to cooperate with, where to shop, etc. The demand of consumers, 

investors, suppliers, and others, on sustainable solutions pushes firms to engage in 

sustainability.  

b) The European Union (EU) directive on non-financial reporting came into force in 

2017 and requires firms fulfilling a certain size criterion to report on their sustainability 

engagement. This directive is likely to result in measures taken to have something to 

present in the sustainability report. 

 

3) Insider initiated philanthropy (Pure environmental concern inside the company)  

a) Sustainability work initiated by an employee or several employees with 

environmental interest can be a driving force to engage in CSR and is likely to be a 

driving force to install solar power systems. The initiator sees the company as a 

platform to make a change and a responsibility to reduce the firm’s environmental 

footprint.  

 

The above theory will be central throughout our study as our main interview questions aim to 

answer whether our respondent’s driving forces could be categorised into view 1, 2 or 3 above. 

It is of specific interest when it comes to Delegated Philanthropy to investigate whether the 

implementation of the EU Directive on non-financial reporting was a motivator for firms to 

install solar power systems. The directive could be a motivator for firms to provide substance 

into their sustainability reports and installing solar power systems can be one solution.  
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This thesis is written with guidance from Eneo Solutions AB, a Stockholm based company that 

offers solar power solutions to firms through Power Purchase Agreements for rooftop 

installations and solar parks. As will be mentioned in the Method section, six respondents in 

this study are customers of Eneo Solutions and three are not. The company provided us with 

assistance in targeting and contacting companies that could be interesting to interview as well 

as guidance in designing interview questions.  

1.1 Thesis Contribution  

With this thesis we aim to contribute to the empirical research about what drives firms to 

engage in CSR and more specifically, to install solar power. We hope to shed some light on 

which factors are decisive factors in a company’s decision making regarding solar power 

installations. Additionally, our aspiration is that the findings from this thesis can reach out to 

firms who have not yet installed solar power. Insights and inspiration from the firms 

interviewed can put solar power even more in the spotlight.  

1.2 Delimitation 

In this study we are interested of motivating reasons for engaging in CSR with single focus on 

one measure, and that is installation of solar power systems. We investigate companies in 

Sweden that have installed solar power systems or are in the process of installing solar power 

systems.  

1.3 Outline  

In section 2 we will present background information regarding CSR, renewable energy and the 

market for solar photovoltaics. In section 3, our theoretical framework and empirical research 

is presented. Our method is presented and critically discussed in section 4. Results and analysis 

from collected data is elaborated in section 5. Lastly, we present our conclusions and 

suggestions for further research in section 6.   
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2. Background 

This chapter provides a foundation for understanding how Corporate Social Responsibility has 

emerged, how firms are key players in the transition to renewable energy and how policies are 

being used to fast-forward the transition to renewable energy. Further, we will elaborate on the 

market for solar energy.  

2.1 CSR - The Market Response to Climate Change 

Global population growth and increased welfare drives increases in consumption, production 

and demand for energy (Footprint Network, 2018). Economic growth is, and historically has 

been, coupled with burning of fossil fuels. This burning of fossil fuels releases carbon dioxide 

(CO2) into the atmosphere, trapping heat and increasing global temperatures. The increase in 

temperature leads to increases in extreme weather events such as flooding, storms, drought, 

which in turn causes disastrous consequences for life on Earth. In an attempt to collectively 

engage in keeping global temperatures from increasing with more than 2 degrees Celsius above 

pre-industrial levels, world leaders met in Paris in 2015. The meeting, held within the United 

Nations Framework Convention on Climate Change (UNFCCC), is known as the Paris 

Agreement and marks the first time nations gather to determinedly combat climate change. The 

Paris Agreement’s main target is to keep the global temperature rise this century below 2 

degrees Celsius above pre-industrial levels, with an aspirational goal on 1.5 degrees (UNa, n.d). 

Out of the 197 member countries of the Convention, 185 countries have ratified the Agreement 

(UNb, n.d). Despite this ambition of world leaders, it is an inadequate effort to combat climate 

change according to experts (see e.g. Rockström, 2018). If global warming continues to 

increase at current rate, we are likely to reach 1.5 degrees between year 2030 and 2052 (IPCC, 

2018). The United Nations body for addressing climate change, the Intergovernmental Panel 

on Climate Change (IPCC), released a special report in 2018 warning about the consequences 

of just an increase in global mean temperature to 1.5 degree Celsius. The report stresses the 

urgency to adopt more drastic measures to reduce emissions (IPCC, 2018). This urgency 

requires all actors on the market to act.  The sooner we break away from the path dependency 

of burning fossil fuels, the less severe will the increase in global temperature be. Stern (2006) 

also stresses the need for a faster transition to clean energy. If emissions increase in the current 

phase, he fears that the global temperature will rise to alarming 3 or 4 degrees. Stern also 
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presents that even a rise to 1.5 degrees will cause the risks of extreme weather to increase, in 

line with the IPCC report published twelve years later.   

 

In this alarming situation, firms are key players. The modern, post-industrialisation Corporate 

Social Responsibility was introduced in 1953, with the publication of the book Social 

Responsibilities of the Businessman by Howard Bowen. CSR then gained more traction as a 

result of the creation of governmental bodies such as the Environmental Protection Agency and 

the Equal Employment Opportunity Commission (Carroll, 1991). The role of firms was further 

put on the agenda in the 1990s, when it was realised that their involvement in sustainability 

questions was essential (Göthberg, 2011). At the World Economic Forum in 1999, former 

Secretary-General Kofi Annan requested that the private sector incorporated the values of the 

United Nation (UN) to more efficiently reach global goals regarding human rights, climate 

change, and poverty (UN Press Release, 1999). One year earlier, this was suggested in a paper 

by Elkington (1998) who argued that to minimise corporate environmental footprints, firms 

should adopt a “Triple Bottom Line” (TBL) approach to sustainability where economic, 

environmental and social values should be integrated.   

 

Society’s demand for CSR is on the rise (Benabou & Tirole, 2009). The number of companies 

making sustainability investments has been increasing in the last years, as well as the number 

of investors considering sustainability performance in their investment decisions (Khan et al., 

2016). Reactive responses to climate change are among many companies being replaced with 

proactive business strategies that integrates sustainability strategically (Bansal & Hoffman, 

2011). Whiteman et al. (2013) conclude that there was no significant decrease in firm 

investment in sustainability initiatives during the financial crisis in 2008, which signals that 

addressing sustainability is more than just an “add on” when the economy is booming. An 

effort to decrease emissions and engage in other CSR activities seem to be increasingly crucial 

for firm’s long run survival on an increasingly climate-aware market. One effort is the global 

collaborative Renewable Energy 100 (RE100) where over 1000 of the world’s most influential 

companies commits to go 100 percent renewable by a specified year (The RE100, n.d.). Global 

giants such as IKEA, The Allianz Group and Coca Cola are members. Incentives like this one 

can create positive spill over-effects as it puts pressure on other firms to switch to renewable 

energy.  
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Stern (2006) argue that if we continue with business as usual (BAU) amounts of emissions, the 

impacts from climate change becomes increasingly irreversible. This is in line with Hart (1995) 

who says that the way business has been conducted historically is no longer sustainable. 

Climate change poses a paradigm shift for firm leaders. as business models need to be adopted 

to environmental limitations.  

2.2 Renewable Energy 

A transition to renewable energy is necessary to decrease CO2 emissions (Acemoglu et al., 

2016).  To slow global warming, the Renewable Energy Policy Network for the 21st century 

(REN21) (2018) argue that it is crucial to reduce emissions by decarbonising the energy sector. 

The International Renewable Energy Agency (IRENA) (2016) presents that the benefits of 

renewable energy technologies are many, as it can help governments meet policy goals for 

secure, reliable and affordable energy, reduced volatility in prices and enable electricity access 

for all. According to IRENA (2018), a combination of supportive policies, innovation and 

increased market competition has enabled a remarkable increase in the share of renewable 

energy.  

 

Globally, there is a shift towards renewable energy. In 2017, 70 percent of net additions to 

global power generating capacity was renewable power. 2017 also experienced the largest 

increase to date in renewable power generation capacity with an increase with 178 gigawatts 

globally. The generating capacity of newly installed solar plants was greater than additions in 

natural gas, coal and nuclear power combined. However, at the same time CO2 emissions 

generated from energy-related sources rose with 1.4 percent due to global economic growth 

coupled with lower fossil fuel prices. Thus, even though the transition to renewable energy is 

happening, it is according to REN21 (2018) not happening as fast as demanded by the Paris 

Agreement. 

 

Solar power is an interesting and relevant renewable energy source in the way that most 

geographical areas receive some sunlight that can be used to produce electricity. This makes 

solar power an accessible energy source and allows for both individuals and companies to 

become energy producers. The increase in solar power has historically been modest due to its 

production cost being higher than the cost of fossil fuel energy (Popp et al., 2010). However, a 

combination of increased awareness of climate change, rising prices on electricity from the 
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grid, a maturing market and favourable policies has paved the way for solar energy (REN21, 

2018). In recent years, there has been a rapid growth of solar power. In their 2017 report, 

REN21 announce that in many countries, solar power systems have achieved grid parity, 

meaning that it can generate power at a lower or equal levelized cost of electricity (LCOE) than 

power from the electricity grid. There are also financial upsides of solar energy. An increased 

share of renewable energy can contribute to greater energy security when the market for fossil 

fuels is increasingly uncertain (Popp et al., 2010).  

 
As reported by IRENA (2018), the use of solar power leads to reductions in CO2 emissions as 

well as local air pollution compared to electricity produced with fossil fuels. Other than that, 

benefits such as the reuse of marginal land and the absence of waste production occurs 

(Tsoutsos et al., 2005; Perpina et al., 2016; IPCC, 2011). Solar panels have the flexibility of 

being able to be installed on surfaces such as roofs and therefore do not need to take up land 

space. This gives solar power technologies an additional benefit compared to other renewable 

energy technologies such as hydropower or geothermal power.  

 

Compared to other countries, Sweden has a low emission of gram CO2 equivalents per 

produced kWh electricity, since most of the electricity produced in Sweden is made from 

renewable resources (Electricity map, n.d). Swedish energy production consisted of 40 percent 

waterpower, 40 percent nuclear power, 11 percent wind power and 9 percent thermal power in 

2017 (Statistics Sweden, 2018). During the same year, solar power stood for a modest of 0.14 

percent of total energy production. Since 1990, Swedish CO2 emissions have been reduced 

with 26 percent. This reduction is partly due to the transition to renewable energy that has been 

occurring (Swedish Environmental Protection Agency, 2018). The industry- and service sector 

stands for the majority of the electricity use in Sweden, with 38 and 30 percent of total energy 

use respectively (Statistics Sweden, 2018). 

 

Solar power may represent a small fraction of total energy production in Sweden, but it is on 

the rise. Between year 2016 and 2017, the number of solar power systems in Sweden increased 

with close to 53 percent, from 10 006 to 15 276 systems. Installed capacity increased with 65 

percent during the same period (Statistics Sweden, n.d.). The growth in number of installations 

is expected to continue rising. In 2018, the price for installing solar power systems fell due to 

a removal of the import tariff on Chinese solar panels. This is expected to lead to a large 

increase of installations in 2019. Increased spot price on electricity from the grid combined 
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with the removed import tariffs contributes to a positive calculation for solar power in Sweden 

(Solelkommissionen, 2019).  

 

Since year 2000, Sweden is a member of the Nordic power market Nord Pool together with 

Norway, Finland and Denmark (Energiföretagen, 2019). The market’s total electricity 

production mix emits around ten times as much CO2 as Swedish production due to a higher 

share of non-renewable electricity production in other countries. Hence, a higher share of 

renewable energy in Sweden contributes to a decreased share of total non-renewable 

production in the Nordic region. The market specific term for this is additivity, referring to the 

act of adding more renewable energy to the grid, pushing away energy produced with fossil 

fuels and in the extension, exporting renewable energy to other countries (Svensk Solenergi, 

2018).  

2.3 Policies 

 In government’s aim to accelerate the transition to renewable energy, policies can be vital to 

push the market in the direction desired. The current pace of energy transition is not fast enough 

to meet the goals of the Paris Agreement. IRENA (2018) argue that to speed this up, policies 

facilitating a faster transition is required. Policies aiming to speed up the transition to renewable 

energy is supported by several economists, (see e.g. Popp, 2002; Acemoglu et al., 2016). In the 

context of solar energy, policies can help make solar energy competitive and scalable and 

thereby making it cheaper and more accessible (Visser, 2014). 

 

Green technology is at a disadvantage due to the path dependency of fossil fuels (Popp, 2002; 

Aghion et al., 2016). There is a lock-in effect where economies are stuck in production methods 

relying on fossil fuel technology due to the significantly larger stock of knowledge and 

historical use of fossil fuel technology (Aghion et al., 2016). Aghion et al. (2016) also find that 

spill over effects are stronger within a technology, so there is limited amount of spill over from 

current knowledge on dirty energy innovations to clean ones and spill overs of knowledge 

within dirty technology has a strong effect on future innovations in dirty technology. The 

deployment of renewables has historically remained limited partly due to a lack of government 

policies targeting their development, resulting in a higher production cost than fossil fuels 

(Popp et al., 2010). To reduce the cost of renewable energy, policies such as tax credits, 

production quotas and feed-in tariffs can be implemented. Popp et al. (2010) finds that different 
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types of policy instruments have effect on different sources of renewable energy, highlighting 

the importance of accuracy in policy making. Popp (2002) concludes that it is not enough to 

rely on technological innovation in order to shift to renewable energy, there must be policies 

in place to encourage such innovations.  

 

The Swedish government has set a goal of a 100 percent renewable energy production in 

Sweden by 2040 (Baylan & Lövin, 2016). To speed up the transition to renewable energy, 

policies have been implemented. To date, there are two main policies affecting solar panel 

installations in Sweden. One is the system of Renewable Energy Certificates (REC) including 

energy from solar, geothermal, wind, wave energy and other renewable energy sources. The 

system of REC aims to increase the production of renewable energy in a cost-effective way. 

For every megawatt hour (MWh) renewable energy produced, the producer is entitled to a 

certificate. These certificates are sold on an open market, where supply and demand determine 

the price. The goal with this system is to increase the production of renewable energy with 28.4 

terawatt hours (TWh) between year 2012 and year 2020. The second policy, targeting solar 

energy only, is the investment subsidy for solar panel installations. This allows solar power 

system owners to receive a predetermined fraction of the cost required to install the solar power 

system back. This aims to steer actors in the direction desired (Stavins, 2001).  

 

Aghion et al. (2014) suggest that policies to promote green innovation might only need to be 

in place for a limited time - once the new green technology path is in place, there will be a lock-

in effect to a low-carbon emission path. Similarly, Acemoglu et al. (2012) suggest that after an 

initial push enabled by policies, the green innovation will eventually be self-reinforcing and 

markets will create profit opportunities on its own for green innovations. This is seen in 

Sweden, as the investment subsidy in the beginning of 2019 decreased from 30 to 20 percent 

(Regeringskansliet, 2019). This is to phase out the dependency on government subsidies for 

the adaption to a renewable energy system.  

 

In contrast to the two policies mentioned above, there are also policies with opposite effect on 

the deployment of solar energy. In 2016, Sweden passed a law applying to solar power owners 

saying installers of solar power systems generating 255 kilowatt (kW) or more are obligated to 

pay an energy tax. This tax has been criticised for hampering the development of the solar 

market in Sweden, as it discourages large roof installations (See e.g. Svensk Solenergi, n.d). 
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The purpose of an energy tax is to reduce energy usage, but it in this matter it also has the 

additional effect of negatively affecting solar power installations.  

 

In 2014, the EU parliament passed an EU Directive on non-financial reporting (2014/95/EU) 

stating that large companies are required to distribute reports on environmental and social 

impacts of their activities. The purpose was to make the information firms present on their 

sustainability work more open and comparable (Growth Analysis, 2018). The directive has 

been implemented in Sweden and requires that firms from 2017 and onwards must present non-

financial reports. The directive applies to all Swedish companies that fulfils at least two of the 

following criteria: has more than 250 employees, a turnover on at least 350 million SEK or a 

balance sheet total on at least 175 million SEK (Growth Analysis, 2018).  In a 2015 proposal 

building on the EU Directive (prop. 2015/16: 193), the Swedish government accentuate that 

addressing sustainability questions can create a lot of value for firms in terms of increased trust 

among consumers and investors, increases in competitiveness and profitability.  

2.4 The Market for Solar Photovoltaics  

When installing solar power systems, firms can either purchase it directly from a supplier and 

own and manage the solar power system themselves. Firms can also sign an agreement with a 

solar service firm who install, own and manage the system throughout its lifespan. Firms 

offering these types of solutions is a growing market. Called Power Purchase Agreement 

(PPA), the business model was first used in 2005 in the U.S and enables access to solar power 

as a service to customers. Solar service firms own the solar power system and sells the 

electricity to the customer. In this way, upfront costs, risks, operation and maintenance of the 

solar plant is removed from the customers and handled by the solar service firms (Overholm, 

2015). This business model innovation can facilitate an adoption of clean technologies, because 

it is a way for firms to install solar power without possessing the expertise required, hence 

simplifies the decision to invest in solar energy. As supportive policies are only around for a 

limited amount of time to boost the adoption of solar energy, PPA is believed to be a key tool 

in reaching a fossil fuel free energy system (Bloomberg, 2018).  

 

Spot price on electricity is the daily price set by supply and demand on the Nordic market for 

electricity (Energimyndigheten, n.d.). The price increases during periods of drought due to low 

water reserves, and during cold winters. Increasing prices on electricity from the grid imply 
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that solar energy becomes a more profitable investment. The price per kWh on solar energy 

has the benefit of being “locked-in” because since a solar plant has no operating cost, the price 

of electricity is determined by the cost of capital. In contrast with other energy sources, solar 

energy only has a fixed cost during its depreciation and runs without cost when the plant is 

fully paid (Svensk Solenergi, n.d.). 

 

Since fossil fuel technology has dominated historically, its price has been lower than renewable 

energy technology, due to economies of scale. As discussed in chapter 2.3 there are also path 

dependencies in energy innovation as well as spill over effects that hinder innovation in 

renewable energy technologies. However, there is a feedback-loop on renewable energy where 

increased volumes has led to price reductions, and in the extension, reductions in the actual 

cost of technology. Reduction in price leads to increase in demand and amplifies economies of 

scale. Just three decades ago, solar power was the most expensive energy technology. During 

the last ten years, solar power has achieved the highest cost reduction of all renewable energy 

sources. The cost reduction is due to improvements in manufacturing and technology and 

accelerated number of installations. REN21 (2017) report that between 2010 and 2015, the cost 

for solar power generators was cut with more than half and IRENA (2018) estimates costs to 

fall with another 57 percent by 2025. This speaks for a continuing increase in the deployment 

of solar energy in Sweden, and for firms to receive more financially defensible investments in 

solar energy.  
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3. Theoretical Framework  

To enable an analysis on what drives firms to install solar power, a thorough theoretical 

framework is needed. There is extensive literature on CSR, ranging from papers on how CSR 

is defined, why firms engage in CSR and the relationship between financial performance and 

CSR. In this chapter, we will introduce the theoretical frame of references where fundamental 

pillars are represented by CSR theory, profit maximising firms, firm’s role on the market and 

market failures. Together, these fields enable an understanding of why firms act as they do 

regarding CSR. We begin by reviewing the definition of CSR and the driving forces of CSR. 

Lastly, a critical discussion on CSR is presented.  

3.1 Corporate Social Responsibility  

Despite a thriving body of literature on CSR, definitions of the concept vary (Dahlsrud, 2008; 

Matten & Moon, 2008). It has been referred to as a concept of sacrificing some profit for the 

purpose of social interest, and simply referred to as a good business case (Benabou & Tirole, 

2009). It has also been called the act of the private market providing public goods (see e.g. 

Besley & Ghatak, 2007; Bagnoli & Watts, 2003; Kotchen, 2006). In 2001, the European 

Commission published a paper where CSR was defined as “A concept whereby companies 

integrate social and environmental concerns in their business operations and in their interaction 

with their stakeholders on a voluntary basis” (European Commission, 2001, p. 7). Polishchuk 

(2009) describes CSR as the steps that a socially responsible company takes in interest of 

stakeholders that are not dictated by market powers. He defines CSR to be actions that are a 

mean of controlling the externalities that are created by the company. While government 

regulation can be one way to solve for negative externalities, CSR goes further than just 

following the legal demands set by governments. While CSR is a broad concept, the core of 

the idea is the responsibility of companies for their influence on society and to go beyond legal 

obligations of the firm to drive change towards economic, social and environmental 

sustainability (Benabou & Tirole, 2009).  

 

One proponent of CSR theory is Archie B. Carroll who in his 1991 article presents a model of 

CSR in the shape of a pyramid. He argues that CSR consists of four responsibilities: economic, 

legal, ethical and philanthropic. Economic responsibilities include maximising shareholder 

value and lies the foundation that upholds the other three. This is in line with economic theory 
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about the purpose of firms being to maximise profits (see e.g. Friedman, 1970). Secondly, firms 

should obey the law and follow its legal responsibilities. Third, firms’ ethical responsibilities 

are defined as the obligation to be fair and minimise stakeholder harm. Lastly, firms’ 

philanthropic responsibilities capture the expectation on firms to contribute to the society by 

devoting financial and human resources to it. The structure of the four responsibilities is 

portrayed in Figure 1 below.  

 

 

 
Figure 1. CSR Pyramid (From Carroll, 1991)  

 

 3.2 Driving Forces of CSR 

In this section we will present the different driving forces of CSR drawn from empirical 

literature. We will categorise the driving forces according to Benabou and Tirole’s (2009) three 

main driving forces presented in the section below.  

 

When reviewing the literature on driving forces of CSR, several different driving forces of CSR 

can be identified. However, these forces can be broadly divided into three subgroups: Doing 

well by doing good, referring to when doing good by engaging in CSR yields positive results 

for the firm in terms of profit. The second is Delegated philanthropy, referring to when 
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stakeholder’s demand that a firm fulfils certain sustainability criteria results in the firm taking 

CSR actions. The third is insider-initiated philanthropy, referring to when someone working 

at the firm are driven by a vision of giving back to society or to decrease the firm’s negative 

impact on the environment. This categorisation is described by Benabou and Tirole (2009) who 

discuss that there are three alternative views on CSR: Doing well by doing good, Delegated 

philanthropy and Insider-initiated philanthropy. Below, their definitions are provided.  

 

1. Doing well by doing good. This vision is advocated by proponents that a firm’s 

engagement in CSR can increase its profits. CSR is about adapting a long-run thinking 

to enhance one’s position on the market, which enables an increase in long-run profit.   

2. Delegated philanthropy. The motive to engage in CSR is stakeholder’s demand on the 

firm to engage in altruistic activities or to fulfil certain criteria on sustainability. The 

firm becomes a channel through which stakeholders can do good. Meeting demands 

from stakeholders can improve public relations and attract motivated employees. This 

vision is also consistent with profit maximising.  

3. Insider-initiated corporate philanthropy. In this view, CSR work is motivated by a 

firm’s internal desire to engage in philanthropy rather than demands from its 

stakeholders. When this vision dominates, profit is mostly not maximised. This vision 

is particularly criticised by Milton Friedman (1970) who argued that firms should not 

devote other’s money to charity.  
 

Benabou and Tirole (2009) conclude that the exact motivation of CSR behaviour is often of 

ambiguous character and usually exhibits a combination of the three views presented above. 

 

In a 2006 paper, Milne et al. review previous literature on the CSR topic and identify from it 

two different strands of thought as motivations for CSR. The first is the business case for 

engaging in sustainability and the other is a more radical stance, the idea that fundamental 

changes to the current operation of organisations is needed in order for sustainability to be 

achievable. The latter stance sees the climate change crisis as a looming crisis from the over-

exploitation of resources, overconsumption and overpopulation (Milne et al., 2006).  

 

Ariely et al. (2009) provides three motives to why individuals do prosocial activities that can 

be applied to firm level. The motives are image motivation, extrinsic motives or intrinsic 

motives. Image motivation refers to the act of signalling to others that you are doing good 
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deeds, and that prosocial behaviour is partly motivated by how others perceive you. Extrinsic 

motivation is when prosocial behaviour is associated with receiving a material reward or 

benefit. Intrinsic motivation is defined as pure altruism and the value in itself to engage 

prosocially. In a situation where image motivation dominates, one can argue that installing a 

solar power system is a good solution due to its visibility.   

 

Idowu and Papasolomou (2007) carried out an empirical research on why companies in the 

United Kingdom choose to engage in CSR. They found that the main driving force behind 

company engagement in CSR is stakeholder interest. This falls under Benabou and Tirole’s 

(2009) second view.  

 

Du et al. (2010) divide CSR motives into two categories: Extrinsic or Intrinsic. Extrinsic 

motivation is when a company engages in CSR to increase its profit, just as Benabou and 

Tirole’s (2009) first view. Intrinsic motivation is when the company’s CSR behaviour is an act 

of pure environmental concern, in line with Benabou and Tirole’s (2009) third view. When 

stakeholders perceive firm motives as extrinsic, their attitudes towards the company tend to be 

less pleasant. When on the other hand intrinsic motives seem to dominate, the stakeholders 

have a more positive attitude towards the firm (Forehand & Grier, 2003). It is essential that 

stakeholders are aware of and satisfied with a firm’s CSR engagement for a firm to succeed in 

reaping CSR benefits (Du et al., 2010). One group of stakeholders whose attitudes are 

important to keep positive is potential future recruits (Elkington, 1998). Many students today 

put sustainability high on the list when choosing workplace.   

 

In the last decades, as awareness of the importance of sustainability increases, sustainability 

has become a marketing tool for firms (Kumar et al., 2012). That is, firms use their CSR work 

to signal that they are acting to reduce their negative environmental impact. This development 

strengthens the business-case for CSR. Kotler (2011) highlights the increased transparency of 

business activities, enabled by social media, and how that can put more pressure on firms to be 

environmentally sustainable.  

 

While the literature on the driving forces of CSR is substantial, few have looked specifically at 

the investment of solar power as a part of CSR. There are however studies focusing on driving 

forces to install solar power systems among residentials. In a study on what motivates 

residentials in Wisconsin, U.S to install solar power, Schelly (2014) investigates the relative 
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importance of economic considerations, environmental motivation and other characteristics 

among residentials. The author identifies a shared interest for technical innovation among the 

residentials that motivated a positive decision to install solar power. Further, findings suggest 

that adoption is not always motivated by environmental values alone, and sometimes not at all. 

Rather, the economic situation for the resident at the time of the installation is found to be a 

determination of the decision to install solar power systems. Even if our study concerns firms 

and not households, this study can serve as guidance for the relative strengths of different 

motivations. Similarly, Axelsson and Borg (2018) studied the driving forces behind 

individual’s decision to install solar power systems in Sweden and found that strong 

environmental interest, the possibility to apply for the investment subsidy and technical interest 

dominates as motivating factors. This confirms how complex it is to identify single motivators 

as they are often intertwined.  

 

In a 2017 interview study, the Swedish Energy Agency aimed to increase their understanding 

of the solar expansion in Sweden. Through ten interviews held with actors who had invested 

in solar power systems, the majority of respondents accentuated the added value of branding 

and marketing, although only one of the firms interviewed had included those type of values 

in their investment calculation (Swedish Energy Agency, 2017).   

3.3 Market Failures and CSR  

A market failure is the economic term for a situation in a free market in which the distribution 

of goods and services is inefficient. In the early 20th century, Pigou elaborated on market 

failures and the connection between welfare economics and externalities, thereby combining 

environmental concerns with economics (Pigou, 1920). He presents a theory where cost and 

benefits resulting from activities on the market was not captured by the market price. Thereby, 

no one paid for it and externalities were created. A common negative externality is pollution, 

as emitters of e.g. CO2 emissions do not pay the price for the damage it causes. Consequently, 

firms continue to pollute, giving rise to the Tragedy of the commons, a situation where natural 

resources are exploited due to individuals acting in self-interest, disregarding benefits of the 

society. Environmental quality is one resource for which the Tragedy of the commons is a real 

issue (Hardin, 1968). One solution to this was according to Pigou (1920) to incorporate taxes 

equal to the externality and thereby internalise the externalities into the market price. The 

higher our understanding regarding market failures and externalities associated with pollution, 
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the higher our capability to shape efficient policies to mitigate global warming (Cropper & 

Oates, 1992). According to Stern (2006), climate change is the world’s greatest market failure. 

Tol (2009) describes climate change similarly as “the mother of all externalities” (Tol, 2009, 

p. 29).  

 

In his book, The Wealth of Nations (1776), Adam Smith coined the expression of the “invisible 

hand” of the market that leads individual self-interested decisions to result in social benefits 

(Hardin, 1968). This view on how the economy should be organised has been central in 

mainstream economics. Lately, this view has been increasingly replaced with a view that 

companies and individuals have a large responsibility and private sector initiatives have 

increased in scale and importance (Kitzmueller & Shimshack, 2012). When the government 

acts to correct for negative externalities, they either use command-and-control regulations or 

take market-based approaches and impose corrective taxes. Governmental instruments can be 

imperfect, and regulation often fails to keep up with changes in economic and social needs. It 

presents “incomplete contracts” and can create opportunities for abuses (Polishchuk, 2009). 

Benabou and Tirole (2009) present three reasons for why governments may fail when 

correcting for market failures. Firstly, lobbying groups can influence government decision in a 

direction desired, resulting in an unsuccessful correction of market failures. Secondly, 

territoriality of jurisdiction can pose an obstacle. Lastly, high transaction costs and information 

asymmetries can result in government failure. These shortcomings create a basis for CSR 

(Polishchuk, 2009).  

 

Because of path-dependency and spill over effects of fossil fuels, the market for clean energy 

technologies suffers from inefficiency. Due to that inefficiency, and the externalities of fossil 

fuels that firms do not pay for, the investment in clean technologies may not represent the 

payoff. CSR becomes an answer for firms that act in imperfect markets to mitigate their own 

negative environmental impact. Weizig (2009) discusses two ways in which CSR initiatives 

can correct for market failures. First, CSR can enhance market competition and thereby 

strengthen market forces. In that case, corporate management address the market failure that 

distorts signalling functions of the market. Second, CSR can make firm profits a more accurate 

indicator of welfare creation. In this case, corporations improve signalling in the market with 

their actions, and marginal costs and benefits become a better measure of social cost and 

benefits.  
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Another externality discussed in previous literature is reputation-stealing externalities, which 

refers to the situation when the more actors there are engaging in philanthropic activities, the 

less attention they get from it. This externality results in a zero-sum game when everyone 

engages in CSR and no one gets credit for it (Benabou & Tirole, 2009). 

 

3.4 CSR and Performance of Firms 

The benefits of CSR can be many: it can generate investment, attract employees, increase 

profits and lead to improved company or brand image (Du et al., 2010; Visser, 2014). If CSR 

is positively correlated with performance of firms, it strengthens the business case for CSR and 

can be a reason for firms to increase their CSR work. Firms adopt a long run thinking, “give 

back” to society and mitigate the damage they have done historically and in the present. 

Traditionally, business success has been measured by looking at financial performance. There 

are, however, researchers that find that measures of non-financial performance are of great 

importance to firms (Low & Siesfeld, 1998). Additionally, Low and Siesfeld’s study found that 

those who relied the most on non-financial performance had the most accurate earnings 

forecasts.   

 

While some argue that the role of the firm should be to focus solely on profit maximising (e.g. 

Friedman, 1970; Baumol, 1991), there are scholars that argue the opposite, that is, that 

engaging in CSR can be a part of the firm’s role and that it might even be consistent with profit 

maximisation and increased performance of firms.  Besley and Ghatak (2007) find CSR to be 

consistent with profit-maximisation in competitive markets. They found firms engaging in CSR 

to earn higher profits, partly due to good reputation. Further, the authors argue that in a society 

where environmental concern grows larger, a firm not engaging in lowering its emissions is 

likely to experience stakeholder dropouts. Baldassarre and Campo (2016) argue that 

corporations are a part of society and that they cannot have the single objective to maximise 

profits. They investigate the marketing aspect of sustainability work and find that for 

companies that strive for transparency in their work, sustainability can give them a competitive 

advantage. Additionally, they find that companies that do not have knowledge about 

sustainability and therefore do not engage in sustainability work, can have competitive 

disadvantages.  
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Margoli et al. (2009) studied whether doing good for society can improve a company’s 

financial performance. Results showed a statistically significant but only mildly positive 

relationship between a company’s financial performance and its social performance. Similarly, 

Eccles et al. (2014) examined how organisational performance is affected by corporate 

sustainability on 180 companies in the United States. The effects found were the following: 

Companies that adopted sustainability policies voluntarily was found to be more long-run 

oriented, have a higher level of and deeper stakeholder engagement and a better consideration 

of softer values regarding employees. Further, companies with high sustainability objectives 

outran companies with low sustainability objectives in terms of accounting measures and stock 

performance. The authors identified a trend that companies not engaging in sustainability work 

correspond to traditional economic models where firms maximise profit and issues of 

environmental or social character are seen as externalities.  

 

Loof and Stephan (2019) investigate the relationship between downside risk on stock market 

and firm’s environmental, social and corporate governance (ESG) scores on 887 stocks listed 

in five European countries over the years 2005-2017. They find higher ESG scores to be 

associated with a reduced downward risk of stock returns. This mirrors the widespread 

increased interest in CSR. They conclude that a key part of climate policy is likely to be 

represented by the business sector. The challenge lies in keeping the transition to sustainable 

economic growth consistent with profit maximisation behaviour. 

 

Khan et al. (2016) divides sustainability investments into material and non-material 

investments to elaborate whether that can influence sustainability performance. Their findings 

show that firms performing good within material sustainability issues outperform firms with 

poor performance on material topics when looking at portfolio stock returns. This speaks for 

material investments enhancing the value for shareholders. The authors findings contribute to 

a large body of literature elaborating on how sustainability and financial performance is related, 

with mixed results (Margolis et al. 2009; Eccles et al. 2014).   
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3.5 Critique to CSR  

 

“Greenwash [noun]: Disinformation disseminated by an organisation so as to present an 

environmentally responsible public image” 

- Oxford English Dictionary  

 

The debate on whether companies should engage in CSR stems from the debate on the purpose 

of the firm (Margoli et al., 2009). One of the most prominent critics of CSR is Milton Friedman, 

who in is widely celebrated 1970 article, The Social Responsibility of a Business Is to Increase 

Its Profits, stated that the responsibility for correcting externalities lies on the government, and 

that companies should conduct business as usual. Drawing it to its extreme, he argues that firms 

should disregard the negative externalities they create, since perfect governments should be 

able to correct for it. Additionally, Friedman argues that when corporate executive spends 

proceeds on CSR work, they become a public employee who no longer is working towards the 

goal of the company but rather some mutual goal of society. Friedman has, however, gotten his 

share of critique for his stance on CSR. For example, in their more recent paper, Hart and 

Zingales (2017) argue that Friedman has a too narrow focus in his article on the objective of 

the firm. It is not universally agreed upon that corporations have the sole purpose of acting in 

the interest of maximising profit for shareholders. Many share the view that corporations are 

in fact social organisations. After all, corporations play a substantial part of people’s day to day 

life. As customers and consumers, we often chose to do business with the corporations whose 

values we believe align with our own. Additionally, literature on social investing has showed 

that Friedman’s claims do not hold up. Some have even gone so far as to say that his claims 

are empirically false (e.g. Grant, 1991). His much celebrated 1970 article does though introduce 

an important viewpoint on the role of the firm in the economy which is central to the discussion 

on CSR. In his article, he argues that it is the role of the government and individuals, but not 

corporations, to work towards social goals. Now, much has changed since his article was 

published but the question remains: whose job is it to improve our society? One possible answer 

is that it is the government’s job and corporations should focus on maximising profits. 

However, governments can fail, and CSR can be an answer to that failure (Benabou & Tirole, 

2009). This debate over whether it is the role of corporations to engage in CSR and whether 

CSR might be the most rational decision of corporations in order to maximise profits, has been 

a centre of the criticism of CSR.  
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Others have taken a similar pole as Friedman, arguing that engaging in social work is not a part 

of the purpose of corporations. Baumol (1991) attributes with a traditional, neoclassic-perfect 

markets- approach, arguing that on competitive markets, CSR engagement is not profitable 

since it requires giving up some profit. Additionally, he argues that perfect competition does 

not leave room for “wasteful spending” and therefore, there is no possibility of corporate 

altruism. Hawken (1994) even goes as far as claiming that there is no such thing as an industrial 

company that is sustainable. Some sceptics claim CSR to be an insufficient response in aiming 

to hide the negative impact companies have on the climate (Visser, 2014). 

 

Porter and Kramer (2006) highlight the importance of working with CSR at the core of the 

business instead of in the periphery. For CSR to be efficient, it should be more than just 

diminishing damage, it should strive for maintenance and improvement on earth's ecosystem 

(Visser, 2014). Whiteman et al. (2013) criticise studies on corporate sustainability for being 

disconnected from Earth’s climate system.   

 

A possible negative aspect of the emergence of CSR is greenwashing, the situation where a 

company markets itself as more environmentally friendly than it actually is. Greenwashing is 

a label a firm should avoid due to the lack of credibility it results in. The EU’s CSR policy 

includes a clause on greenwashing, addressing the issue of misleading information (Visser, 

2014). Hart (1995) argues that there is a path dependency in the way companies conduct 

sustainability strategies, and that the first step for a firm should be to prevent its pollution. 

Otherwise, when marketing their products as environmentally friendly, the firm could easily 

lose their stakeholders reputation trust.  Firms may also fail in correcting for their own negative 

impact on the environment. Porter and Kramer (2006) discuss that the reason firms fail to 

improve their environmental footprint through CSR behaviour is that they fail to realise that 

business and society are connected, and that CSR is approached in a general way rather than a 

way suitable to the firm’s strategy. The authors emphasise that a firm not necessarily must 

choose between favouring society or itself – CSR work can be beneficial for both.  
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4. Method 

This section presents the choice of method used to answer the aim with this thesis. We will 

discuss the method choice through a methodology perspective throughout this section. 

Additionally, discuss how to avoid quality implications and measures we took to increase 

quality of the study.  

 

The data for our study was collected through interviews. For the purpose of the study, we 

decided that in-depth interviews were the best way to collect the data needed for our analysis. 

The goal for the study was to collect comprehensive data on the underlying motivations for 

companies to install solar power systems. The research question at hand is an open-ended 

question where there are no limits to possible answers.  Conducting research interviews allows 

us to receive a wider variety of answers and they provide us with a way to learn about and 

understand the world of others. This is especially beneficial in our case as we wish to research 

the underlying incentives for decisions of companies regarding their sustainability work and 

installation of solar power systems. We conducted semi structured interviews with companies. 

The interviews were non-standardised, one to one interviews, either face-to-face, by phone or 

by email. Semi structured interviews are the most common method used to collect data for 

qualitative research projects and are often the only source of data for such projects (DiCicco-

Bloom & Crabtree, 2006). Semi structured interviews allow for collecting knowledge on both 

“what”, “how” and “why” (Saunders et al., 2015). In this study, understanding the “why” is of 

particular interest to answer our aim. Semi structured interviews are considered advantageous 

when questions are complex and open-ended.  Further, semi structured interviews allow for the 

respondent to develop their answers, which is advantageous when the aim of the interview is 

to gain a deeper understanding about a certain topic (Saunders et al, 2015). To identify subject 

matters and patterns in interview answers, theoretical framework and empirical research on 

CSR was used.  

  



 
 

23 
 

4.1 Sample  

To assess the companies we could contact for interviews we adopted two different methods. 

To choose respondents that are customers of Eneo Solutions, we contacted a person at each 

company that Eneo Solutions has as a contact person. This was in total 15 companies. To find 

companies that are not customers of Eneo Solutions but have installed solar power systems, we 

researched Swedish companies’ webpages and press releases about solar installations. 16 

companies that were not customers of Eneo Solutions was contacted. In total, we contacted 21 

companies and interviewed 9. This gives a response rate of 43 percent. A complete list of 

participating companies is found in Table 1 below. Four interviews were conducted in person 

where we visited the respondent at their office or at a café. Five interviews were made over 

phone. The respondents could choose if they wanted to conduct the interview through a 

meeting, e-mail or telephone, to facilitate the possibility to get their participation. Due to the 

respondents having Swedish as their first language, the interviews were conducted in Swedish 

and thereafter translated to English.  

 

Contacted companies Interviews held Respondent rate  

21 9 43 %  
 

 

It is generally accepted that the larger the sample, the higher the chances of drawing credible 

and valid results from the answers (Saunders et al., 2015). However, based on theoretical 

saturation, we argue that we can draw credible results from the nine interviews conducted. 

Guest et al. (2006) elaborate on how theoretical saturation can be used in qualitative studies to 

justify one’s sample size. The authors describe theoretical saturation in data collection as a 

situation where adding more information results in little or no change in results. After having 

held and analysed nine interviews, we felt a saturation and estimated that answers matched 

with theory and that having additional interviews would not provide us with new answers. In 

line with Guest et al. (2006), we found variations of already existing themes rather than new 

themes when analysing the last interviews.   
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Table 1: Presentation of actors participating in our research  

Company  Industry  

AFA Fastigheter Real Estate Owner  

Alecta Pension Fund Administrator 

Apotea Pharmacy  

Eurocommercial Property Investor  

Postnord Communication and Logistics  

McDonalds Sweden Restaurant  

Rosendal Fastigheter Construction of Residences  

Yasuragi Hotel  

Axfood  Food Retailer  

 

4.2 Data Collection and Analysis 

The interview guide consists of 26 interview questions and four background questions. We 

identify seven of our interview questions as main questions as they directly help answering our 

aim and our hypothesis on the effect of the EU directive. A complete list of interview questions 

and to what category each question belong can be found in Appendix. The questions were 

written with the goal of getting an insight into the process of installing solar power systems. 

The first questions aim at getting a general insight into when the respondent firm installed their 

solar power system as well as their CSR work and then we ask about the main motivations for 

investing in solar power systems and what they thought were the most important aspects. Data 

was collected between 26th of February and 3rd of April 2019. A central question connected to 

our theory was when we asked the respondents to rank the three main driving forces according 

to Benabou and Tirole (2009). That provided us with a clear, although simplistic, picture of 

how the respondents view each driving force. Added to that, we included open-ended questions 

to allow for respondents to add to their answers and develop their thoughts and experiences 

even further. At the end of each interview, we asked if the respondent wanted to add something 

that he or she felt that our questions did not catch. This method provided us with valuable 

material since this question allowed our respondents to reflect on and around the topic.   
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To analyse the data collected we used Thematic Analysis, a method used to recognise and 

analyse themes or patterns of meaning in qualitative data sets (Braun & Clarke, 2014). It is one 

of the most widely used methods in the analysis of qualitative data and offers researchers 

flexibility in their analysis. In order to systematically and consistently analyse our data we 

followed the five phases of Thematic Analysis as described by Braun and Clarke (2006, p. 87):  

 

Step 1: Familiarising with the data -Transcribing data and noting down initial ideas. 

 

This step was a part of the transcription process. We thoroughly went through the respondents’ 

answers to get an overview over the usefulness of our collected data.  

 

Step 2: Generating initial codes - Coding the features of interest in the data set in a systematic 

way, to make way for analysis of the data.  

 

To organise and map the answers and themes we used colour coding. This allows us to identify 

themes in the interview data with more ease. We used colour coding to identify common themes 

and categories. When this was done, we reviewed the outcome.  

 

Step 3: Searching for themes - Gather all data that could belong to a certain theme.  

 

Here we searched our colour coded data and gathered those answers that belonged to the same 

themes.  

 

Step 4: Reviewing themes - Reviewing and refining themes. Assess whether themes form a 

pattern.  

 

Here, we reviewed our colour coding of themes and categorised them into the three themes that 

are the main reasons for firm’s engagement in CSR according to Benabou and Tirole (2009) 

and that we have theorised are the main reasons for companies to install solar power systems. 

These are Doing well by doing good, Insider-initiated philanthropy and Delegated 

philanthropy. 
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Step 5: Defining and naming themes -Define and name themes for the analysis. Have a clear 

definition of the themes and what they are.  
 

Reoccurring themes found when analysing our answers were noted down and organised. 

 

Step 6: Producing the report 

 

During this step, we produced our analysis and put together section 5: Findings and Analysis. 

 

4.3 Quality Evaluation and Validity 

In qualitative studies, there are four measurements of quality (Lincoln & Guba, 1985). Below, 

these quality measurements are listed with a brief explanation of how we aimed to enhance the 

quality of this thesis through each measurement.  

Credibility: Occurs when findings corresponds to reality. We strived for credibility by 

interviewing people involved in either the solar installations or involved in the overall 

sustainability work at the company. We also conducted member checks which is a measure of 

ensuring credibility. Credibility and internal validity go hand in hand as they both refer to which 

extent the evidence supports our claims. 

Confirmability: Refers to when findings are based on reality rather than our interpretation of 

it. To ensure this, we recorded and transcribed the interviews to remove the possibility for us 

to interpret the respondent’s answers.  

Transferability: Occurs when findings can be applied to other situations. Transferability 

translates into the external validity of the study, that is, to which extent the conclusions can be 

applied outside of our study and to other situations. To enhance transferability, we provide 

descriptions of what was studied, as well as how our study is limited. Additionally, we kept 

interview questions general and not case specific.  

Dependability: Refers to the possibility of others to repeat the study and reach similar results. 

We ensured this by being transparent in the way we conducted our interview by presenting our 

interview questions, our thematic analysis structure and our approach in the interviews.  
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When conducting research interviews, there are considerations of design and construction that 

need to be considered to ensure validity. Leung (2015) refers to validity as the degree of how 

appropriate tools, data collection and processes are in qualitative research. Ethical 

considerations must also be considered, these are e.g. the right to privacy and confidentiality, 

disclosure of research interest and the general principle to impose no harm to the respondent 

(Qu & Dumey, 2011). Researchers must follow certain rules and principles in designing and 

conducting the interview, as well as in all contact with the respondent.  

 

There are different ways of recording information gathered during the interview. One might 

want to either take notes during the interview or even record the interview. Both methods may 

distract the flow of the interview or limit the respondent. Researchers who have looked at the 

qualitative research interview as a research method and data collection method have pointed 

out some factors that can improve the quality of the interview. Shensul et al. (1999) list three 

principles that can be followed in order to ensure a good quality interview: Maintaining the 

flow of the respondent’s story, maintaining a positive relationship with the respondent, and 

avoiding interviewer bias. Hannabuss (1996) recommends beginning with establishing rapport 

with respondent, keeping the discussion going, knowing when to interrupt and hold a good 

pace, and lastly to adopt a non-judgemental attitude and being patient. Qu and Dumay (2011) 

point out that one needs to become knowledgeable about the subject of the interview. 
 

Collecting data through interviews is subject to different types of bias and reliability 

complications. In an interview situation, the answers received can be influenced by the 

interviewer’s tone, facial expression and overall manner, and this is called interviewer bias 

(Saunders et al., 2015). To ensure a neutral interaction with the respondents, we avoided asking 

suggestive questions. Another type of bias is interviewee bias. This occurs when the 

respondent for some reason wants to hide some information away from being revealed and 

instead “highlight” information that can make the company look good. This can be of particular 

importance in interviews regarding a company's sustainability work, hence something we need 

to take into account during our interview processes. Additionally, participation bias can skew 

the data collected from interviews. Participation bias is based on the notion that the ones 

agreeing to participate in an interview might be of specific nature. A study on sustainability 

work might for example only receive interviews with companies with a major sustainability 

engagement, because firms without it do not want to be confronted about it due to the bad 

reputation it could result in. We are aware of problems regarding participation bias when 
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analysing the answers received from our interviews. The answers might not allow us to draw 

conclusions to the population, because there is a risk that we have a skewed sample. Lastly, 

another common problem that could be a disturbing factor in studies is the act of searching for 

evidence that could confirm your hypothesis, called confirmation bias. To avoid the risk of 

confirmation bias, we recorded and transcribed all interviews so that our own interpretation of 

the answers was minimised. Additionally, it has been a challenge to researchers to organise the 

data collected from research interviews effectively so that it can be analysed and serve its 

purpose (Hannabuss, 1996). To mitigate this, we transcribed all interviews and summarised all 

answers in one file which we then analysed using Thematic Analysis as described in chapter 

4.2. 

 

We strived to keep the interviews as similar to each other as possible in order to make sure that 

the conditions under which data was collected was similar. Therefore, we asked the same 

questions in the same order during all our interviews. Furthermore, we avoided one-sided 

questions and only asked yes or no questions as a supportive question that elaborated on an 

earlier, open-ended question. When having transcribed the interviews, we emailed the 

transliterations in both Swedish and translated in English to the respondents for member 

checks. Member checks are a respondent validation aimed at confirming the authenticity of the 

research. In ensuring the credibility of a study, member checks are by some considered the 

most important precaution (Guba & Lincoln, 1985). None of our respondents wanted to adjust 

anything they had said, which implies that performing member checks did not affect our result 

in any way.  
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5. Findings and Analysis 

This chapter presents the findings and analysis of the collected data received from our 

interviews. Findings will be connected to theory and empirical research presented in earlier 

sections. We will divide our analysis into the three main motivations to engage in CSR 

according to Benabou and Tirole (2009) and analyse answers belonging to each of the three 

main motivations.   

5.1 Doing Well by Doing Good  

Long-run survival on the market  

We identified an awareness among our respondents of the importance of addressing 

sustainability to survive on an increasingly environmentally aware market. Four out of nine 

companies directly addressed it by saying that they believed that in order to survive on the 

market in the long run, a company must actively engage in CSR work. The other five companies 

indirectly addressed this area by acknowledging that sustainability is of an increased 

importance for firms. We can draw parallels between our findings and Besley and Ghatak 

(2007) who found stakeholder drop-out to be a likely consequence of ignoring to incorporate 

sustainability activities into your business.    

 

“Our mission is to create maximum value to our customers. Here we believe sustainability 

and social responsibility is an important part”. 
 

Installing solar power systems can have both direct and indirect positive effects on profitability. 

Directly, the installation can give the firm a safe, locked-in electricity price in a long run 

perspective. Two respondents confirmed this, and one by saying that the solar power system 

gives the firm a stable prediction on what the price on electricity will be in the future. This is 

also related to a firm’s risk management. Another firm responded that installing solar power 

was a way to reduce their energy costs. Indirectly, installing solar power systems can create 

marketing values for a firm as it signals sustainability. This mechanism can be a part of a firm’s 

long-run survival on the market. Short-run effects might be to not maximise profits, but rather 

to give up some profit in the sake for the society. In the long run, CSR might lead to increased 

profits due to good reputation, marketing benefits and decreased risk of stakeholder dropouts.  
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Marketing benefits  

 

“Installing solar panels is a way of doing something concrete - something visible.” 

 

All respondents expressed that their solar power installations had led to positive marketing 

benefits. The solar power systems become a way to show what a firm means by being 

sustainable. One company referred to their sustainability work as a “part of building a brand.” 

All the interviewed companies had used the installation in communication and marketing 

material to some extent. This is in line with Kumar et al. (2012) who concluded that 

sustainability has become a marketing tool for firms. One respondent said that “solar panels 

are important in signalling aspects” when asked about the marketing effect from the 

installation. Another firm stated that “the visibility of the panels becomes a free market channel 

for us.” Connecting this to Ariely et al.’s (2009) study, one can say that installing solar power 

systems is a way of channelling image motivation, i.e. signal to others that you do good deeds. 

One respondent answered that the visibility of the panels becomes a free market channel for 

the firm. Another answered that “a geo energy system would probably do more for the 

environment - but it is not as visible”.  

 

Attracting employees  

Two respondents addressed an awareness of the younger generation’s demand for sustainability 

when choosing where to work. They are aware that to attract the right employees, having a 

thorough sustainability work is vital. This is in line with Elkington (1998) who highlight the 

importance of keeping a good reputation among future recruits when it comes to CSR. 

Attracting employees is also connected to staying competitive.  

 

Reputation-stealing externalities  

 

“Nowadays, a small solar plant does not get any attention in media but when we did one of 
our first solar installations, we got a lot of attention in media because it was a large plant at 

the time” 
 
Two of our respondents mentioned the large media attention they received when installing their 

solar power systems - one of them because it was the first firm to install a solar power system 

through a leasing agreement, and the other because it was the first installed in its municipality. 
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This created a large marketing benefit for both firms. One of these two firms acknowledged 

that the second solar power systems they installed received much less media attention. This is 

in line with Benabou and Tirole (2009) who identify the tendency of reputation-stealing 

externalities in a community, i.e. the more actors who adopt a certain new technology, the less 

attention they get for it. This could imply that the more firms that install solar power systems, 

the less the marketing benefit from the installation.  

 

5.2 Delegated Philanthropy 

Demand from stakeholders  

Five respondents witnessed about an experience of increased stakeholder demand of 

sustainable offers. Demand from stakeholders was not the main motivator to install solar power 

systems for any of our respondents but it remains a red thread throughout our interviews that 

the companies are aware of stakeholder’s increased concern about sustainability and that it is 

important to engage in to remain on the market. Even though demand from stakeholders was 

not mentioned as a main motivator among our respondents, stakeholder’s demand for 

sustainability engagement is a fact and solar power systems can be a way of actualising 

sustainability work.  

 

EU directive on non-financial reporting  

 

“We are covered by the directive, but we have made sustainability reports since many years 
back” 

 
Our belief that the EU directive on non-financial reporting has positively contributed to the 

decision to install solar power systems was not supported by our findings, as all the respondents 

stated that the directive had not directly affected their decision to install. The reasons are that 

either the respondent had installed their solar power system before the EU directive came into 

force, that the respondent is not covered by the comprehension of the directive or had already 

worked actively with sustainability before the directive came into force. One of our respondents 

answered that they believed the EU directive have had and will have larger impact on 

companies in other EU countries than in Sweden, because Swedish companies in general lies 

at the frontier of working actively with sustainability and sustainability reporting compared to 

other countries. This is in line with a paper by Growth Analysis (2018) who studied the effect 
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of the implementation of the EU Directive and found Swedish companies’ sustainability 

reporting to already be relatively transparent compared to other Nordic countries.  

 

Energy tax implications on firm’s decision to install solar power  

One out of nine respondents mentioned they were discouraged to build a large solar power 

system due to the law in Sweden where plants larger than 255 kW are subject to an energy tax.  

 

5.3 Insider-initiated corporate philanthropy 

Environmental concern 
Environmental concern was stated as the most important factor when deciding to install solar 

power systems among seven out of nine interviewed companies. Seven out of nine stated 

environmental concern as the main motivator for installing solar power systems and nine out 

of nine respondents discussed a feeling of responsibility towards the environment. All 

companies had worked actively with sustainability before installing their solar power systems 

and have implemented varying measures to meet sustainability goals. Further, the ability to 

inspire others stands out as a prominent driving force behind installing solar power. One 

respondent claimed that the inspirational reason was the main driving force. A desire to inspire 

other actors to also take a grip on their energy consumption and sustainability work can be 

identified as insider-initiated philanthropy as it originates from inside the company. Four 

respondents reflected on their company’s high level of energy consumption and how that 

becomes a reason for them to invest in producing their own, renewable energy. Further, five 

respondents directly addressed insider-initiated environmental incentives from employees. 

Two had a driven CEO that pushed for action and three had a mix of other employees in 

managerial positions that initiated the project of installing solar power systems.  

 

Additivity  

One respondent mention that the ability to add more renewable energy to the grid and thereby 

push away energy produced by fossil fuels was a driving force to install solar power. This 

speaks of an environmental concern inside the company.  
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Responsibility  

 

“We are in a paradigm shift” 

 

Six of our respondents acknowledged a feeling of responsibility towards the society. Five 

respondents said that they believed that the company had to take responsibility for their 

environmental impact and that installing solar power was a way for them to take responsibility, 

at least in part, for their negative impact on the environment. One respondent discussed how 

large companies often have large negative impact on the environment and that those companies 

should contribute back to society.  

 

5.4 Differences in answers depending on sector  

Out of our respondents, we could identify different ways of reasoning around CSR depending 

on what sector the firm is active in. Particularly, there was a difference between two groups of 

firms: 1) Pension fund managers and state-owned firms 2) Private companies. Respondents 

whose firm belongs to group number 1 mentioned that they have a large responsibility to 

generate returns for their insurance- and stakeholders. CSR investments must therefore be 

economically defensible and solar power installations had to, to some extent, generate payback. 

Firms belonging to group number 2 on the other hand, mentioned that they have the muscles 

to install solar power systems even if it does not directly generate profit. They mentioned a 

possibility to do something out of philanthropy that is not necessarily supported by a positive 

investment calculation.   
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6. Conclusion  

In this chapter, we conclude and discuss our findings as well as practical and empirical 

contributions of our thesis and factors that limited our thesis. Lastly, our recommendations for 

future research within the topic is presented.  

 

This study has given insights into why companies choose to install solar power systems and 

what motivates their CSR work. Based on our analysis of the material collected from our 

respondents, we reach the conclusion that the reasons companies choose to install solar power 

can fit into three main categories: Doing well by doing good, Insider-initiated philanthropy and 

Delegated philanthropy. Installing solar power systems seem to be a way of signalling CSR, 

by combining renewable energy production with sustainability marketing. We find that while 

environmental concern is highlighted by all respondents, the reason for installing solar power 

systems is a mix of insider-initiated action and pressure from society and the market. Visibility 

and marketing aspects also play important roles for all our respondents and they find that 

marketing benefits are a positive effect from installing solar power while it was in no case a 

main driver for their installation. Our findings also suggest that in order to stay competitive in 

an increasingly environmentally aware market, firms notice pressure both from the inside as 

well as outside to engage in CSR and minimise their negative environmental impact. We find 

that companies see it as an integral part of their role on the market to engage in CSR and 

minimise their negative environmental impact. Our main question to our respondents, 

originating from the theory coined by Benabou and Tirole (2009), aims to answer if pressure 

to install solar power came from purely environmental reasons, demand from stakeholders or 

from profitability motives. Our respondents indicate that there was no pressure from 

stakeholders to install solar power systems in particular. Rather, there is a general pressure 

from various stakeholders in the society to engage in CSR and installing solar power systems 

becomes a way of “ticking that box”. 

 

Although some driving forces stands out among some of our respondents, the three driving 

forces á Benabou and Tirole (2009) are highly intertwined. One respondent said that “Even if 

we really wanted to install a bigger solar power system, the numbers had to add up”. Financial 

profitability is often, at the bottom line, the determinant factor in deciding on yes or no to install 

solar power. However, we could distinguish a difference in this matter among our respondents 

depending on what sector their firms belong to, as mentioned in section 5.4.  
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While all the respondents talked about environmental concern, there is a level of complexity in 

their answers. Installing solar power systems, as a sustainability measure, is a part of marketing, 

it is an answer to stakeholder’s demand, it is a part of risk management and it is a rational 

response to maximise profits in the long-run and to stay competitive. This is in line with 

Benabou and Tirole’s (2009) argument that the motivation of CSR behaviour often exhibits 

ambiguous characteristics as it is a combination of different motivators. It is difficult to know 

with certainty whether companies are really driven to engage in CSR out of pure environmental 

concerns, even when they state that as the main reason. Today, industries are facing increased 

costs of fossil fuels and lower cost of renewable energy than historically. Additionally, there 

are increased awareness of the carbon footprint of production and consumption. As a result, 

engaging in CSR, and even producing your own renewable energy, might be the best way to 

ensure profitability and long-run survival. One respondent says: “Our mission is to create 

maximum value to our customers. Here we believe sustainability and social responsibility is 

an important part”. This signals that profit maximising is reached by integrating CSR into the 

core of the business, rather than the opposite and supports the hypothesis that competitive firms 

have a responsibility for their impact on society and that sustainability it is a part of being a 

competitive firm.  

 

In chapter 3 we presented Carroll’s (1991) CSR pyramid, representing how CSR consists of 

economic, legal, ethical and philanthropic responsibilities. Based on our analysis of 

respondent’s answers, there are indicators that today, to generate profit, it is increasingly 

important for firms to engage in CSR. This implies that the structure of the pyramid might need 

to be reconsidered. Whether or not this pyramid is outdated will not be further elaborated in 

this thesis, but it can be discussed, as philanthropic responsibilities becomes increasingly 

intertwined with economic responsibilities.  

 

Contribution to Literature 

This study provides a contribution to the existing literature in the following two ways. Firstly, 

it adds to the current literature, that is quite extensive, on firms’ motives to engage in CSR. Our 

results support the theory that is presented in Benabou and Tirole (2009) that there are three 

main drivers of CSR: Doing well by doing good, Insider-initiated philanthropy and Delegated 

philanthropy. Secondly, the study adds to the literature in the way that we specifically study 

why companies have chosen to install solar power systems. While there is extensive literature 
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by scholars on the determinants and effects of CSR, there has been limited numbers of papers 

written about the investment in and installation of solar power systems by companies. This 

study provides insight into the perspective of firms that have installed these systems as a part 

of their CSR work and what factors play the biggest roles. Additionally, we shed light on how 

companies see their own role in the market where we found that among respondents, the view 

that companies have responsibility for their negative impact on society prevails. This is in line 

with literature that views the firm’s role as more than just profit maximising, e.g. Hart and 

Zingales (2017) and Baldassarre and Campo (2016). This is also in contrast to those, such as 

Friedman (1970) and Hawken (1994), who argue that a firm's role is not to engage in CSR, 

especially if it entails giving up profits.  

 

Practical contribution of our thesis  

The results are of practical benefit in three ways. Firstly, for companies that wish to become 

more environmentally friendly in their energy usage. Secondly, for companies that wish to 

meet the demand of those companies by offering installation of solar power or to sell those 

systems as a service. Thirdly, it is of practical benefit in policy making, where policy makers 

try to create incentives for companies to shift from non-renewable to renewable energy, which 

can be beneficial in the aim to reach a 100 percent renewable energy production by 2040. 

Additivity of green energy is a step towards that goal, as it reduces the need for non-renewable 

energy. By installing solar power systems, companies can take concrete action to be a part of 

that shift. As consumers have become more sustainability aware in past years, signalling CSR 

and using it as a marketing tool has become more relevant. 

 

Limitations to our thesis 

This study is built upon a limited number of interviews and the results derived from them 

should therefore be regarded as indicative. Even if we cannot draw conclusions about Swedish 

firms in general, our findings can serve as an indicator on how firms who are relatively far 

ahead in their sustainability work are reasoning around their CSR work. Another factor that 

affects our thesis is that most of the people participating in our interviews where sustainability 

managers or similarly, which creates a risk of receiving a misrepresent picture. It must also be 

taken into account that those willing to participate in studies such as ours usually are firms that 

work actively with sustainability. While this negatively affects the transferability of the study, 

it can prove to be a difficult challenge to get a more representative mix of respondents as those 

that do not engage in CSR are less likely to participate.  
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Recommendations for future research 

We hope that the results from this thesis can inspire to further research within the topic and to 

investigate deeper on why firm’s choice fall on solar power in particular. We would specifically 

find it interesting to collect a larger sample of interviews to be able to investigate further on 

whether there are any differences in driving forces of CSR between B2B (business to business) 

and B2C (business to consumers) firms. It would also be interesting to study further the effect 

of the EU directive on non-financial reporting on firms who were not already ahead of their 

sustainability work when the directive came into force.  
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Appendix  

1. Interview Questions 
Questions in italic are our main questions, designed to directly answer our aim and connected 

to our main theory.  
 

Background Questions 

1. What is your name and what is your role at the company?  

2. Can we record the interview?  

3. Do you want us to send the transcription to you before the thesis is published?  

4. Can we publish your and your company’s name in the thesis or do you want to be 

anonymous?  

Interview Questions 

1. For how long have you had solar panels installed?  

2. How was the idea of installing solar panels born?  

3. Who was the strongest motivator at your company in making the decision?  

4. What parts of the company were involved?  

5. When making the decision regarding solar panels, was it clear who was responsible for 

the subject? 

6. What was your role in the company when the decision to install solar panels was made? 

7. Why do you believe that companies should engage in Corporate Social Responsibility?  

8. How extensive/comprehensive is the sustainability work of your company?  

9. For how long have you worked actively with sustainability?  

10. Can you explain your company’s core actions within CSR?  

11. What risks did you see in installing solar panels?  

12. Have those risks been actualised?  

13. What values did you see in installing solar panels?  

14. Have you reached those values?  

15. How would you rank the following motivations for installing solar panels: Profitability, 

Demand from stakeholders or pure sustainability reasons?  

16. Do you believe that you would have made the decision to install solar panels even 

though it was not profitable?  

17. How do you define profitable?  

18. How did you make sure that the installation was profitable?  
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19. How did the decision to install solar panels fit into your sustainability work?  

20. The European Union has implemented a directive that applies to large companies to 

publish not only financial statements but also a sustainability report. How has this 

directive affected your company?  

21. How do you communicate your sustainability work to your stakeholders?  

22. How do you know if you have achieved the communication goals that you had hoped 

for? 

23. Have you sent out any customer surveys to evaluate the communicative value of your 

solar panels?  

24. How much time do you believe you have invested in the work towards installing the 

solar panels?  

25. Was it more or less than you believed?  

26. Is there anything else you would like to add that you think we did not cover in the 

interview?  
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2. Ranking of main reasons to install solar power systems  
Ranking of main reasons to install solar power systems. 1 = most important, 2 = second most 

important 3 = third most important.  

 

2 of our respondents answered that environmental reasons are the only motivator for installing 

solar power systems, hence did not rank the other two remaining reasons. 1 respondent did not 

answer this question. These three companies are not included in Table 2 below.  

 

Table 2: Ranking Table  

Ranking  Number of companies choosing this particular 
ranking  

1. Pure environmental reasons  
2. Profitability  
3. Demand from stakeholders 

2 

1. Pure environmental reasons  
2. Demand from stakeholders  
3. Profitability  

2 

1. Profitability  
2. Demand from stakeholders  
3. Pure environmental reasons  

0 

1. Profitability   
2. Pure environmental reasons  
3. Demand from stakeholders  

2 

1. Demand from stakeholders  
2. Pure environmental reasons  
3. Profitability  

0 

1. Demand from stakeholders  
2. Profitability  
3. Pure environmental reasons  

0 
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