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Abstract 
 

Growing environmental problems have led to increasing pressure on companies to improve 

their environmental performance. This means that also supply chains must become greener, 
which has contributed to new challenges when it comes to green collaboration and trust. 

Research has suggested marketing as a tool to tackle these challenges, but how to use 
marketing to address these concerns has yet to be explored further. The focus of this thesis is 

thereby to explore and clarify the possibilities to use green industrial marketing as a tool to 

meet these new supply chain challenges.   
 

In line with that, the overarching aim of the thesis is to explore and advance the understanding 
of green industrial marketing, with the underlying aim of merging the fields of green marketing 

and green supply chains. There is also the goal of contributing to companies’ knowledge about 

the field and thus possibly inspire improvements in green industrial marketing and green supply 
chain practices. These aims are met by answering two research questions. The first research 

question regards the practice of green industrial marketing, and how this practice has developed 
over time. The second research question revolves around what strategies, placing an emphasis 

on trust, can be identified in companies working in green industrial marketing and how these 

strategies can improve green supply chain collaboration. 
 

The literature review focuses mainly on green industrial marketing, with green marketing, the 
emergence of green business, industrial marketing, green supply chain management, green 

marketing strategies, and trust as associated theoretical fields related to green industrial 

marketing. The study is interpretive and qualitative with a focus on one industry, the Swedish 
textile service industry, during a 26-year time period. Three sub-studies have been combined to 

explore the phenomenon of green industrial marketing: a qualitative content analysis, a semi-
structured interview study, and a minor case study. 

 

The results of this study can improve the understanding of green industrial marketing, both as 
a practice and theoretical area by describing the strategies, including strategies intended to 

build trust, that are practiced in markets. A typology of eight identified green industrial trust 
strategies have been developed. The study also contributes to discussion on the differences 

between industrial marketing and consumer marketing by clarifying the boundaries of green 

industrial marketing in relation to green consumer marketing. Among other things, the results 
of this study show that there is a greater relational focus in green industrial marketing 

compared to what exists in green consumer marketing. 
 

This study also contributes to a merger between the fields of green industrial marketing and 

green supply chain management by showing how green industrial marketing can contribute to 
improved collaboration within green supply chains in four ways. The first way is to convey 

different types of environmental information and green market positions, the second is to 
improve the integration and coordination of green supply chains, the third is to facilitate 

supplier evaluations, and the fourth is to build trust. 

 
Keywords: Green industrial marketing, green marketing, industrial marketing, green supply 

chain management, green supply chains, green marketing strategies, trust, interpretive 
approach, qualitative content analysis, interview study, case study, Swedish textile service 

industry   
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Sammanfattning 

Växande miljöproblem har lett till ökad press på företag att förbättra sitt 

miljöarbete. Det innebär att även leverantörskedjor måste bli mer miljövänligt. 

Forskning har föreslagit marknadsföring som ett verktyg att tackla dessa 

utmaningar med, men har ännu inte fördjupat sig i hur man använder 

marknadsföringen för att ta itu med problemen. Fokus för denna avhandling är 

därför att utforska och klargöra möjligheterna att använda så kallad grön industriell 

marknadsföring som ett verktyg för att möta dessa nya utmaningar i 

leverantörskedjan. 

Det övergripande syftet med avhandlingen att utforska och främja förståelsen av 

grön industriell marknadsföring. Ett underliggande syfte att sammanföra forskning 

om grön marknadsföring och gröna leveranskedjor. Det finns också ett mål att bidra 

till företags kunskap om området och på så sätt inspirera till förbättringar av deras 

verksamheter. Dessa syften uppnås genom att svara på två forskningsfrågor. Den 

första forskningsfrågan handlar om praktiken av grön industriell marknadsföring 

och hur den har utvecklats över tid. Den andra forskningsfrågan kretsar kring vilka 

strategier, med tonvikt på tillit, som kan identifieras i företag som arbetar med grön 

industriell marknadsföring och hur dessa strategier kan förbättra grönt samarbete i 

leverantörskedjan. 

Resultaten från den här studien kan förbättra förståelsen av grön industriell 

marknadsföring, både som praktik och teoretiskt område, genom att beskriva de 

strategier, inklusive strategier avsedda att bygga tillit, som praktiseras på 

marknader. En typologi med åtta identifierade gröna industriella tillitsstrategier har 

utvecklats baserad på tidigare litteratur och företagens praktik. Studien bidrar också 

till diskussion om skillnaderna mellan industriell marknadsföring och 

konsumentmarknadsföring. Resultaten visar bland annat att det finns ett större 

relationellt fokus inom grön industriell marknadsföring jämfört med vad som finns 

inom grön konsumentmarknadsföring. 

Nyckelord: Grön industriell marknadsföring, grön marknadsföring, industriell 
marknadsföring, ledning av gröna leverantörskedjor, gröna leverantörskedjor, gröna 

marknadsföringsstrategier, tillit, tolkande förhållningssätt, kvalitativ innehållsanalys, 

intervjustudie, fallstudie, svensk textilserviceindustri  
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1. Introduction 

The world is facing major environmental challenges, which means that companies are under heavy 

pressure to deal with these encounters (Kumar & Rahman, 2015; Yu & Ramanathan 2015; 

cf. Li 2020; Olajire 2020), perhaps even up to a point of this being a market game changer. A need 

to address issues like climate change and the decreased availability of natural resources have 

become an essential part of doing business (Ahi & Seracy, 2015). Environmental challenges are 

complex, however, as they consist of a myriad of problems involving everything from climate 

change, to a lack of biodiversity, and toxins in the soil, water and air. Added to that, companies 

are, to a large degree, causing these environmental problems (McKinnon et al. 2015), something 

observable since the industrial revolution (cf. Mebratu 1998; Brimblecombe 1978). As a result of 

this, demands on companies to assume increased environmental responsibility have been raised, 

especially during the 20th century and going forward (cf. Jones 2018). 

 

This increased demand for responsibility has contributed to companies’ interest in 

environmental work. For example, companies have started working with cleaner production, 

eco-efficiency (cf. Banerjee, Chintagunta & Ray 2017), material recycling (cf. Moreau et al. 

2017), environmental logistics, and environmentally-friendly packaging choices (Sheu et al. 

2005; Yang et al., 2013) The increased environmental focus among companies has also resulted 

in an intensified interest in communicating their environmental work, making environmental 

considerations part of their marketing practices. Gradually, environmental considerations in 

marketing have developed to what is often referred to as ‘green marketing’, which in short can 

be described as a social dimension of marketing related to companies’ environmental work (cf. 

Peattie 2016; Polonsky 2011; Polonsky 1994; AMA, b & c, n.d.).  

 

Green marketing has been associated with potential competitive advantages (e.g. Papadas et al. 

2019; Zameer, Wang & Yasmeen 2020). Contributing reasons for this association may include 

that green marketing is associated with increased governmental pressures (Jayaram & 

Avittathur 2015; Naturvårdsverket 2015; Tillväxtverket 2020), and increased consumer 

demand for green products and services (e.g. de Oliveira & Sousa 2020; Panja & Kumar 

Mondal 2020; Ghosh, Shah & Swami 2020). For example, research show that consumers are 

increasingly choosing brands that contain sustainability offers (White, Hardisty & Habib 2019). 

Another reason why green marketing is associated with potential competitive advantages is that 

environmental aspects of companies’ resources, production and operations, hereafter referred 

https://www.sciencedirect.com/science/article/pii/S0925527314003867#bib82
https://www.sciencedirect.com/science/article/pii/S0925527314003867#bib82
https://www.sciencedirect.com/science/article/pii/S0925527314003867#bib91
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to as ‘green resources’, ‘green production’, and ‘green operations’, can be more difficult to 

imitate (Carter & Rogers 2008). Thus, green marketing has become a way for companies to 

position themselves in greener markets (Stewart, Bey & Boks 2016). 

 

As a result, green marketing has also emerged as a new research field. Within the research field 

of green marketing, researchers have focused on different topics. Some researchers have, for 

example, focused on consumers (e.g.  Kassarjian 1971; Ahmed, Kinnear & Taylor 1974; Gleim, 

Smith & Cronin 2019), others on supply chains (e.g. Chan, He & Wang 2012; Sharma & Iyer 

2012; Swami & Shah 2013; Bhattacharya, Dey & Ho 2015; Hong & Guo 2019), marketing 

strategies (e.g. Ginsberg & Bloom 2004; Papadas et al. 2019; Wang et al. 2019), and ecolabels 

(e.g. Xu, Karray & Archimède 2018; Eldesouky, Mesias & Escribano 2020). There is also an 

emphasis on trust, which has been highlighted as especially pivotal for green marketing (e.g. 

Papadas, Avlonitis & Carrigan 2017; Chen 2010; Chen et al. 2020).  

 

Green marketing, just like the field of marketing in general, is oriented toward consumer 

markets on the one hand, and industrial markets on the other (cf. Webster 1984; LaPlaca & 

Katrichis 2009; Chan, He & Wang 2012), hereafter referred to as ‘green consumer marketing’ 

and ‘green industrial marketing’. Most prior green marketing studies have focused on green 

consumer marketing, however the focus in this thesis is on green industrial marketing. Industrial 

markets are particularly interesting right now since many industrial companies are focusing on 

environmental issues and their environmental work is currently undergoing a major 

transformation (cf. Mao, Wang & Sun 2019; Shen et al. 2020).  

 

Green industrial marketing itself has also transformed. This marketing practice has, in prior 

research, often been associated with more traditional demand marketing (Liu, Kasturiratne & 

Moizer 2012; Sharma et al. 2010), but is now also increasingly associated with environmental 

communication in the supply chains (cf. Sharma et al. 2010; Liu, Kasturiratne & Moizer 2012; 

Sarkar 2012; Swami & Shah 2013). A reason for this transformation could be that new 

challenges need to be met in supply chains when companies need to be greener in the form of 

greener resources, greener production, greener operations, greener products (cf. Gao 2020), 

greener packaging and materials (cf. Jafarzadeh et al. 2020), greener processes (cf. Abbas 

2020), and greener logistics (cf. Bask et al. 2018).  

 

From an industry perspective, these demands have also increased the need for collaboration 
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with other actors. For example, companies’ environmental performance typically require 

contributions from external actors working with environmental issues along the supply chain 

(Sarkar 2012; Swami & Shah 2013). 

 

This collaboration surrounding environmental work in industrial markets often means that the 

supply chain requires green integration and coordination; that is, the environmental work needs 

to be harmonized within supply chains (Sarkar 2012; Swami & Shah 2013). To succeed, 

communication is needed, and for that purpose, researchers have suggested that marketing 

could be a useful communication tool (Peattie 2016; Swami & Shah 2013; Chan, He & Wang 

2012; Sarkar 2012; Sharma et al. 2010), and that green industrial marketing could therefore 

benefit industrial markets (cf. Sharma et al. 2010; Chan, He & Wang 2012; Sarkar 2012; Swami 

& Shah 2013). However, exactly how marketing can be used to succeed in green integration 

and coordination in green supply chains is not yet clear.  

 

In one of the most comprehensive databases for business research, Business Source Premier, 

only 45 scientific articles published between 1971 and 2020 found through the keywords ‘green 

marketing’, ‘environmental marketing’ or ‘ecological marketing’ matched the descriptions of 

green industrial marketing practices (see Appendix 1). All of these 45 articles pointed at 

different possibilities within green industrial marketing for improving green supply chain 

communication. However, none of them contained a clear description of what green industrial 

marketing is, or how it, in practice, could be used as a communication tool in green supply 

chains, or how it could improve green integration and green coordination in supply chains. 

What was specified and highlighted, however, were the challenges of collaboration, particularly 

related to green integration and green coordination in green supply chains (cf. Sharma et al. 

2010; Sarkar 2012).  

 

A second challenge highlighted in both green marketing research in general (cf. Chen et al. 

2020; Orazi, & Chan 2020), and previous research related to industrial companies’ green 

resources, green production, and green operations, is to create trust in green supply chains. A 

lack of trust in companies’ green marketing, both from consumers and other companies, has 

been observed (cf. Chen & Chang 2013; Matthes & Wonneberger 2014; Orazi & Chan 2020). 

This could be to do with the fact that environmental qualities are complex and difficult to 

experience sensorially (cf. Boström & Klintman 2011; Woolverton & Dimitri 2010). This 

challenge has been described in previous research, although mainly with a focus on green 
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consumer marketing.  

 

In addition to this, the particular need for reliable supply chains when it comes to sustainability 

issues has been addressed in media (cf. Strid 2020), reports (cf. EcoVadis 2020; Tillväxtverket 

2020), and research (cf. Chan, He and Wang 2012). Implications of unreliable green supply 

chains have been revealed, particularly that companies do not trust other companies’ 

sustainability work (Oruezabala & Rico 2012), and regarding how little companies know about 

the sustainability work of their suppliers (EcoVadis 2020; Tillväxtverket 2020). This is despite 

the fact that researchers have found that environmental efforts are needed all along the supply 

chain in order for environmental performance to be successful (e.g. Rao & Holt 2005; 

Ramanathan, Bentley & Pang 2014). Trust is also a factor that has attributed great importance 

in initiating and sustaining successful collaboration between companies (Morgan & Hunt 

1994).  

 

With this it is clarified that prior research available on green industrial marketing addresses 

both challenges and opportunities. However, it does not provide much guidance when it 

comes to utilizing this type of marketing in industrial markets or in supply chains. One could 

express this as being akin to a missing executive formula. This type of guidance can, in turn, 

be linked to an additional field; green marketing strategies, which deals with constructing 

formulas on how to gain competitive market advantage (cf. Porter 1980; Papadas et al. 2019; 

Zameer, Wang & Yasmeen 2020).  

 

However, research on green marketing strategies has, so far, mostly focused on consumer 

markets (cf. Chen & Chang 2013; Matthes & Wonneberger 2014; Orazi & Chan 2020), which 

has left industrial markets with fewer attendees and fewer formulas. Nevertheless, suggestions 

and theories as to how companies can work more successfully with green marketing (e.g. 

Ginsberg & Bloom 2004; Rivera-Camino 2007; Chen & Lin 2011; Hasan & Ali 2015), as 

well as suggestions and theories as to how companies can work with the uncertainty 

surrounding green marketing (e.g. Chen 2010; Papadas, Avlonitis & Carrigan 2017; Chen et 

al. 2020) do exist in prior research where the focus is on consumer markets. The question is if 

those suggestions and theories could also be useful in industrial markets; how applicable are 

the already existing research results from green consumer marketing to industrial markets?   

 

The answer to this question is unsure, as the two market types have been described as very 
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different in prior research (e.g. Håkansson & Snehota 1989; Gronroos 1994; Cova & Salle 

2007). Without a clearer description of green industrial marketing and examination of green 

marketing strategies in industrial markets, it is nonetheless mostly speculation as to whether 

green industrial marketing differs from green consumer marketing, or how well current green 

marketing research results are applicable to industrial markets.  

 

In summary, green industrial marketing is a practice developed in the wake of the world’s 

major environmental challenges that poses new challenges for companies and their supply 

chains. However, there are three overarching questions related to green industrial marketing 

whose answers are still unclear. First, how could green industrial marketing be used to 

succeed in the integration and coordination of green supply chains? Second, how could green 

industrial marketing contribute to building trust in green supply chains? Third, how applicable 

are the already existing research results from green consumer marketing in industrial markets?  

 

Increased knowledge in terms of answers to those questions could be beneficial when 

overcoming new challenges that companies in increasingly greener industrial markets are 

facing when it comes to both collaborative and trust issues. A study of green industrial 

marketing could fill gaps that currently exist in terms of advanced understanding about green 

industrial marketing, with a specific emphasis on how marketing can improve collaboration 

and trust in green supply chains. 

 

1.1 The challenge of collaboration in green supply chains 

Industrial markets are often described in terms of supply chains consisting of networks where 

multiple suppliers and customers are linked to each other (cf. Lambert & Cooper 2000). The 

purpose of supply chains is to add value to consumer markets and end-customers through up- 

and downstream flows of materials, products, services, and information (e.g. Lambert & 

Cooper 2000; Youngdahl & Loomba 2000; Pedroso & Nakano 2009). Prior studies indicate 

that green capability of supplier markets and supply chains is critical for companies’ 

environmental work (Wong et al. 2012), and that the creation of green products and services 

therefore typically depends on an integrated green supply chain (Rao & Holt 2005; 

Ramanathan, Bentley & Pang 2014).  

 

Green supply chains are complex, with many actors and processes involved in supply 



7 

 

(Börjesson, Gilek & Karlsson 2015; Tachizawa & Wong 2015; Clift et al. 2017). Even a 

single performance error somewhere in the green supply chain may cause problems for all 

actors involved (Beamon 1999). Producing a green product or service is thereby an advanced 

process where the greenness itself is created in several places of the supply chain and the 

network (e.g. Håkansson & Waluszewski 1997; Shrivastava 1995; Irland 2007).  

 

Research on green supply chains have emphasized the importance of inter-company 

collaboration in green supply chains regarding emissions permits (Du, Zhu & Ma 2013); 

products’ ecological footprints (Bevilacqua et al. 2011); waste reduction, environmental 

innovations, and cost effective solutions (Simpson & Power 2005); environmental 

managements systems (Pujari, Peattie & Wright 2004); product return systems (Chou & Hu 

2005; Chen & Chen 2019; Sheu); procurement policies located upstream in the supply chain 

that all involved companies must typically be able to meet (Preuss 2005); green innovations 

(Calza, Parmentola, Tutore 2017); and green marketing toward end-customers (Cachon 2003; 

Swami & Shah 2013; Zhang et al. 2013). 

 

Integration and coordination in green supply chains has been described as both the path to 

success and a challenge (cf. Sharma et al. 2010; Chen et al. 2013; Cho, Soster & Burton 2018; 

Chen & Chen 2019). Research has shown that companies’ green strategies must be aligned 

with the green strategy of the entire supply chain to be successful (Wu et al. 2014). This is 

often coordinated with so-called ‘green supply chain management’ (GSCM), a cohesive 

management practice in green supply chains with various purposes like that of improving 

supply chains’ economic (Zhu, Sarkis & Geng 2005; Chien & Shih 2007), as well as 

organizational (Shang, Lu & Li 2010) results, as well as environmental performance (Zhu, 

Sarkis & Geng 2005; Chien & Shih 2007; Kim, Youn & Roh 2011). 

 

However, although green collaboration in the form of integration and coordination is closely 

related to green supply chain success, data still shows that companies are often unaware of 

their suppliers’ sustainability work (EcoVadis 2020). It is within this context that marketing 

has entered as part of suggested solutions. Sharma et al. (2010) wrote that the role of 

marketing in supply chain management is primarily about reducing surplus supply and 

implementing green marketing strategies by contributing to improved supply chain 

collaboration. They argued that green marketing could contribute to building the critical 

relationships needed to implement, for example, reverse logistics, waste and recycling, a 
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customer-oriented design, and forecasting that includes sustainability aspects in production, 

and which then do not merely deal with sales (Sharma et al. 2010). How marketing demand 

can be incorporated in supply chain management has, for example, been observed when 

retailers integrate their supply chains into their green marketing plans so that a fitting green 

product can be designed at the manufacturer level (Cachon 2003).  

 

The idea of marketing as an important component of supply chain management can also be 

noted in Peattie’s (2016) work regarding the increasing number of companies interested in 

greening their supply chains and how this requires more emphasis on relationships and 

collaboration. He argues that green marketing could be a useful practice when working more 

with relational issues. Liu, Kasturiratne & Moizer (2012) also refer to such uses when they 

suggest that there is need for more inter-functional and strategic responses in green supply 

chains, and that this need can be met by using green marketing and its informational 

functions.  

 

With reference to above research, the idea of using marketing tools to improve green supply 

chain management is interesting. Previous studies have raised arguments suggesting the 

combination of the two theoretical foci; marketing and green supply chains ( Sharma et al. 

2010; Chan, He & Wang 2012; Liu, Kasturiratne & Moizer 2012; Swami & Shah 2013; 

Peattie 2016), which is also an intention in this thesis. This includes focusing on increasing 

understanding on the emerging field of green industrial marketing by combining the fields of 

green marketing and green supply chain management. 

 

1.2 The issue of trust in green supply chains  

An oft-mentioned challenge of green marketing is building trust. This challenge is connected 

to a fairly widespread disbelief when it comes to companies’ green business, and green 

marketing in particular (Crane & Peattie 2005; Chen & Chang 2013; Matthes & Wonneberger 

2014; Orazi & Chan 2020), and related to three specific circumstances. 

 

Firstly, corporate greenness is often invisible and undetectable to our own senses; the 

greenness of products or services is, for example, rarely noticed during consumption  

(cf. Woolverton & Dimitri 2010; Boström & Klintman 2011). Green products and services are 

thereby so-called credence goods, that is, goods with certain information that can be difficult 
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for customers to obtain themselves and credence is therefore important (cf. Darby & Karni 

1973; Wolinsky 1995; Emons 1997). 

 

Secondly, companies’ green marketing and claims of intensified environmental work comes  

at a time when humanity faces major environmental challenges in the form of climate change, 

resource deficits, and other planetary problems and limitations that are threatening people’s 

lives and livelihood (e.g. Olsson et al. 2014; EPA n.d.). Many of these challenges have been 

negatively linked to companies’ activities and our industrialized society (e.g. Mol 1997; Jones 

2018). These parallel developments have been seen by some as striking, and question whether 

green marketing could be merely a way for companies to disguise a continuance of 

unsustainable activities (Prasad & Holzinger 2013).  

 

Third, for decades journalists have revealed false green marketing claims, and this has been 

described as contributing to cynical attitudes toward green marketing (Olausson 2009).  

 

There are also additional reasons for why trust is of particular interest when it comes 

industrial marketing; namely the relationship between trust and relationship commitments. 

Trust has been pointed out as crucial for commitments between companies (Moorman, 

Zaltman & Deshpande 1992; Morgan & Hunt 1994; Doney & Cannon 1997). This could 

contribute to extra challenges when it comes to green marketing because, as mentioned above, 

there is already widespread disbelief connected to green business. This notion is strengthened 

by research showing that industrial buyers find it increasingly difficult to assess whether or 

not companies are sustainable (Oruezabala & Rico 2012). Such distrust in industrial markets 

can, for example, lead to increasingly burdensome supplier audits (Almgren 2015).  

 

The number of actors involved in industrial markets is also something that makes the issue of 

building trusted green industrial marketing more complex. Often recommendations as to how 

companies can address widespread skepticism toward green marketing (cf. Matthes & 

Wonneberger 2014; Orazi, & Chan 2020) are to do what they say they do, to provide specific 

information, and not to market false claims (e.g. Schmuck, Matthes & Naderer 2018; Chen et 

al. 2020; Orazi, & Chan 2020). However, as supply chains are often long and complex, this 

can be problematic, especially if companies are unaware of the suppliers’ sustainability work, 

which some data indicate is a common issue (cf. EcoVadis 2020). 
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It has furthermore been suggested that if a collaborative coordination in green supply chains is 

successful, it would contribute to increased trust in the supply chain. The reason offered is 

that collaboration is a way of reducing risk, and that risk reduction is related to increased trust 

between companies (Montshiwa 2018). It has also been suggested that coordinated green 

supply chains strengthen brands’ credibility because this makes the information to the 

customer more consistent, which is something that benefits the entire supply chain (Cho, 

Soster & Burton 2018).  

 

As described above, there are both challenges and benefits to trust-building through green 

marketing in green supply chains. Theories about building trust through green marketing in a 

consumer market context exist in prior research (e.g. Zavestostoki, Burt & Knez 1995; 

Polonsky & Rosenberger III 2001; Ginsberg & Bloom 2004; Schulman & Schlosberg 2006; 

Boström & Klintman 2011). However, despite the apparent need to also build trust through 

green marketing in industrial markets, holistic and systematic overviews of trust-building 

strategies through green industrial marketing are scarce. The lack of strategies for building 

trust through green marketing in industrial marketing is noticeable in research about both 

green marketing and green supply chains (see the results from the Business Source Premier 

database found in section 2.2.2). 

 

1.3 A study of green industrial marketing 

With an increasing focus on environmental problems in both society at large and in industry, 

heavy pressure has landed on companies to improve their environmental performance 

(cf. Li 2020; Olajire 2020). This means, among other things, that companies must collaborate 

more in their supply chains as environmental impact affects the entire chain (Du, Zhu & Ma 

2013). 

 

Collaborative challenges in green supply chains have, however, been indicated in media (cf. 

Strid 2020), reports (cf. EcoVadis 2020; Tillväxtverket 2020), and research (Chan, He and 

Wang 2012). Integrating and coordinating green supply chains therefore appears to be an oft-

mentioned solution to these challenges, along with using marketing as a communication tool 

(Sharma et al. 2010; Chan, He & Wang 2012; Sarkar 2012; Swami & Shah 2013). 

Nonetheless, how this should be performed has so far not been sufficiently clarified in precise 

terms in prior research.  
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Despite the need to improve collaboration in green supply chains, research has so far focused 

primarily on green consumer marketing. Among the articles found through this thesis’ 

literature review process and the search for "green marketing" or equivalent terms in the 

Business Source Premier database, only eight percent had an industrial market focus. Among 

these eight percent, no articles were about practical green industrial marketing strategies, 

strategies on using green industrial marketing for better green supply chain collaboration, or 

trust strategies related to green industrial marketing. Marketing was something briefly 

mentioned in these articles, or something mentioned as important in green supply chains but 

not described in detail. The mechanics of marketing implementation seem to be taken for 

granted, despite the fact that green marketing for industrial markets has yet not been 

thoroughly described or defined in marketing research (See chapter 2 and appendix 1). 

 

However, close to 70 percent of the articles about green marketing found in the Business 

Source Premier database through the literature review process, focused on consumer markets. 

Green consumer marketing is admittedly a field related to green industrial marketing, but 

major differences between the two markets have been noted in previous research (e.g.; 

Håkansson & Snehota 1989; Gronroos 1994; Cova & Salle 2007). It is therefore uncertain 

whether results from green consumer research can be applied to industrial markets.  

 

Considering the above, green industrial marketing can be seen as a highly topical field in need 

of further exploration. It is also a field where new ideas about how marketing can contribute 

to improved collaboration in green supply chains could be explored. The research openings 

addressed in this thesis are thus concentrated on increasingly frequent needs in industrial 

markets in relation to companies’ environmental work, which circles around green industrial 

marketing’s potential role in improving supply chain collaboration and trust building (cf. 

Sharma et al. 2010; Chan, He & Wang 2012; Peattie 2016).  

 

In this thesis, this will be illuminated by studying the development of green industrial 

marketing in the Swedish textile service industry between 1996 and 2021. This is an industry 

with wide linkages to other industries in need of, for example, working wear, linen, protective 

equipment or entrance mats. The industry also has multiple, complex value chains and a 

heavy dependence on natural resources (cf. cf. Naturvårdsverket 1995; Boström et al. 2012). 
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1.4 Aims and research questions 

The overarching aim of this thesis is to explore and advance the understanding of green 

industrial marketing, with the underlying aim of merging the fields of green marketing and 

green supply chain management. There is also an aim of contributing to companies’ 

knowledge, and thereby possibly also to improvements in green industrial marketing and 

green supply chain practices.  

These goals are met by answering the following research questions:   

1. How is green industrial marketing practiced, and how has the practice developed over 

time? 

2. What strategies, placing an emphasis on trust, can be identified in companies’ work 

with green industrial marketing and how can they contribute to improve green supply 

chain collaboration? 

1.5 Limitations  

Research questions are answered through an examination of one national industry, although 

some references to the global industry are also made. Contextual understanding is, however, 

to be understood as concentrated in the Swedish market. The green focus of this thesis is 

ecological sustainability; a form of sustainability related to concerns regarding planetary 

limits (cf. Steffen, Elkington 1994; Stahre 1999; Rockström & Costanza 2011). Ecological 

sustainability is related to green marketing in this thesis and mainly referred to as green, 

greenness, and environmental work or performance. Moreover, this thesis is not meant to 

determine how green companies, services or products actually are. It does not investigate how 

good, environmentally safe, or green a product is, if a process to minimize an environmental 

impact exists, or if future generations have been considered.  

1.6 Outline of the thesis  

This thesis is divided into four parts.   

Part I. The first part, chapter one, is an introduction that helps place the thesis’ goals and 

research questions in context.   

Part II. The second part consists of two chapters. Chapter two contains a theoretical 

framework and chapter three gives an account of the study’s methods and methodologies.   

Part III. The third part consists of four empirical chapters. Chapter four contains a brief 

overview of the Swedish textile service industry. Chapter five contains the data of a 

qualitative content analysis of green industrial marketing texts produced by companies in the 
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Swedish textile service industry between 1996 and 2021. Chapter six presents data from an 

interview study where representatives of the Swedish textile service market have given their 

versions of their companies’ environmental work and green marketing. Chapter seven 

presents data from a minor case study presenting customer perspectives.   

Part IIII. The fourth part consists of chapter nine and ten. Chapter eight concludes the 

observations described in the empirical chapters in addition to the analyses’ main findings. 

Chapter nine contains contributions and implications for theory and practice, as well as 

reflections and suggestions for further studies.  
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PART II. Literature review, theoretical 

conceptions and methodological choices 
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2. Theoretical review and conceptions 

This chapter reviews prior studies from the field of green industrial marketing and from the 

fields relevant to this thesis, such as green marketing, industrial marketing, green supply chain 

management, green marketing strategies, and trust. The fields can be seen as separate with 

few studies crossing their respective disciplinary boundaries. They could, however, also be 

seen as fields influencing the emerging subfield of green industrial marketing that has its 

origins in increasing green business markets, green marketing, and industrial marketing; as 

well as also being influenced by green supply chain management, green marketing strategies, 

and trust between organizations required for practicing green industrial marketing.  

 

The theoretical review starts from a description of green marketing in general, and how the 

field has developed alongside a growing green interest in society at large and in business in 

particular. Barriers that currently exist in green markets are presented at the end of that 

review. After this, the chapter branches into a review of green industrial marketing, starting 

with theories about industrial marketing in general, and moving forward to theories about 

green industrial marketing connected to green supply chain management. The chapter then 

segues into the topics of green marketing strategies and green trust between organizations.  

 

The aim of the chapter is to review prior research related to green industrial marketing, but 

also to create a wide base for exploring and advancing the understanding of green industrial 

marketing, as well as green marketing and green supply chain management. An additional aim 

is to review what is so far known in prior research about green industrial marketing practices 

and how this practice has developed over time, as well as green marketing strategies with an 

emphasis on trust, especially in relation to inter-company collaboration. 

2.1 Green marketing and the emergence of a field 

The common thread of this thesis is green industrial marketing, but it is not a field and 

practice that exists in a vacuum. It is closely connected to, or rather part of, a larger practice 

of green business and green marketing; practices that have relatively long and complex 

histories. This section begins with a brief description of how green business, and later green 

marketing, evolved within an increasingly industrialized society where environmental 

problems have contributed to new ideas, values, practices, regulations, consumer demands 

and new market opportunities. The second section is focused on terminology, topics, and the 
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positioning of green marketing research.  

2.1.1 Historical overview of the emergence of green business and green marketing 

Green marketing in terms of companies’ environmental communication, which is better 

defined in section 2.1.2, is now a common business practice (cf. Polonsky 1994; Polonsky 

2011; Peattie 2016; AMA, b & c, n.d.). However, development to the point where green 

marketing is a frequently-witnessed business practice has taken hundreds of years, during 

which the fight over natural resources, health aspects, changing societal structures, green 

consumer pressures, and extended company responsibilities have been puzzle pieces in what 

has now developed into green business and green marketing. In this section, a historical 

overview will show how this development occurred from early industrialization until today, 

which can clarify the foundation on which green marketing practice stands.  

Early industrialization and increased use of natural resources 

Society has undergone major changes since the industrial revolution with more efficient 

corporate markets enabling increased access to products, services and jobs, as well as the 

growth of large industrialized cities. For many, these changes have resulted in improved 

financial situations (cf. Malmberg & Sommestad 2000), but they have also caused various 

types of environmental problems, such as increased use of natural resources (Mebratu 1998), 

as well as a negative impact on the environment and on human health (Brimblecombe 1978; 

Almgren 2015). 

 

Considering this, it is perhaps not too surprising when Mol (1997) writes that there has always 

been counter-reactions in the surrounding community directed toward the growth of industries 

and their impact on the environment. The first counter-reactions focused on protecting nature 

and were an answer to the negative impact that emerging industries had on the natural 

environment. Noticeable results from this first phase of environmental consciousness are 

landscaped nature reserves and national parks (Mol 1997).  

 

Another type of counter-reaction has occurred in response to health and working conditions. 

The first major wave of protests regarding working conditions started in the early 1800s in 

response to industries’ toxins, dust, smoke, and gases (Sundin 2005). The first national 

regulation on public health and industry conditions in Sweden was the so-called Hälsostadgan 
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[the health charter] that was issued in 1874. An aspect of this regulation was that it forced the 

factories to limit their emissions (Michanek & Zetterberg 2007). 

 

Although there were already concerns in the 1700s and 1800s regarding the impact of 

industries on health and nature, legislation was still controversial. In the 1800s, many 

entrepreneurs were opposing state regulation on industry pollution and the main argument 

was that it could affect competitiveness (Cioc 1998). Industries had, at the time, an enormous 

impact on people's well-being in terms of access to products and services (cf. Malmberg & 

Sommestad 2000), which could have been an important incitement for surrounding 

community to also protect local industry. 

 

There was also the issue of responsibility. In Sweden, the first Companies Act was introduced 

in 1848. The main strength of the law was that it allowed variation and mobility of owners, as 

well as maintaining that a company’s responsibilities were separated from the owner’s 

personal responsibility (Broberg 2006). However, the fact that owners, through the 

Companies Act, had limited personal responsibility has also been identified as a possible 

contributing factor in the origin of certain environmental problems and companies were not 

always eager to take responsibility for their companies’ negative environmental impact (Jones 

2018). 

1900s: Increase in company responsibility and green consumer demands 

 
In the 1900s, a new phase in how to handle environmental issues came about, with focus 

shifted from preserving nature to integrating environmental problems into societal 

organization (Mol 1997). For example, in the case of Sweden, most public institutions that 

currently support companies’ environmental work were initiated during the 1900s (Bergquist 

2007). The Swedish Environmental Protection Agency started its operations in 1967, which 

was at that point the first organization of its kind in the world that gathered all public 

environmental issues within one governmental body. The assignments of the agency were to 

lead research in the field of environmental protection and to handle questions about state 

grants for environmental conservation measures in industries (Naturvårdsverket n.d.). 

 

With the advent of the Swedish Environmental Protection Agency, a more comprehensive and 

systematic environmental work could be carried out. This work was reinforced by the 

introduction of Sweden's first environmental law [Miljöbalken] in 1969 (Stahre 1999). The 
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law was, among other things, a framework of regulations for various types of industrial 

pollution. The law contained guiding principles on how someone who carries out 

environmentally harmful activities also has obligations to prevent or to sanitize already 

existing harmful emissions (SFS 1969:387). 

 

The number of companies, products, and services also increased in the 1900s, which in turn 

increased competition between companies. One sign of this increased competition was the 

development of more sophisticated marketing. The first university courses in marketing were 

offered at the beginning of the 20th century (Tufvesson 2005). The time for green marketing 

had yet to arrive, however; instead, a common opinion during this time was that companies’ 

responsibilities were still limited to offering goods and services, and maximizing profits. 

Social issues were to be taken care of by society in the form of public organizations (cf. Levitt 

1958; cf. Friedman 1970; Jamali, Safieddine & Rabbath 2008). That attitude would change, 

however, in a rather drastic way as society progressed in that century. 

 

As part of this progression, a new type of environmental movement emerged in the mid-

1900s. The novel aspect of this movement was a more critical tone toward industries’ 

environmental impacts (Hays 1981). The start of this new environmental movement has often 

been attributed to biologist Rachel Carson and her book "Silent Spring", published in 1962. 

The book contained descriptions of the dangers with chemical pesticides, and was critical of 

both the companies that sold the pesticides and the business community at large (Lear 1993; 

Carson 2011). 

 

After “Silent Spring” a number of critical books were published on environmental problems 

and companies’ impacts on the environment. Examples of such critical books include ones 

written by the Swedish bacteriologist and biochemist Hans Palmstierna. His first book, 

"Plundring, Svält, Förgiftning” [Plundering, Starvation, Poisoning], was published in 1967 

and dealt with serious environmental problems caused by mankind. His next book, 

"Besinningen” [The Reflection], was published in 1972 and focused on companies’ 

contributions to environmental problems.  

  

However, criticism regarding corporate environmental impact also came from within industry 

itself and academia. For example, in the publication “Social Responsibilities of the 

Businessman” (published in 1953) it was argued that corporate over-exploitation of natural 
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resources was immoral (Bowen 2013). Another example from Sweden is the economist Erik 

Dahmén’s book “Sätt Pris på Miljön” [Put a Price on the Environment], published in 1968, in 

which Dahmén objects to companies being allowed to pollute the environment without paying 

for it. Instead he proposed a market solution whereby environmental problems would be 

valued in money and through which companies could pay society the cost their emissions 

were considered to bring in the form of environmental damage.  

 

Green marketing eventually entered the marketing research scene as a social dimension of 

marketing with consideration to environmental resources, environmental impact, and green 

processes (e.g. Lazer 1969; Kassarjian 1971; Henion & Kinnear 1976; Polonsky 1994) The 

first research articles were published in the beginning of the 1970s and were about the new 

greener consumer group (Kassarjian 1971; Ahmed, Kinnear & Taylor 1974). AMA's 

(American Marketing Association) first official workshop on this theme was conducted in 

1975, which resulted in the book Ecological Marketing published in 1976 (Henion & Kinnear 

1976). However, wider research interest in this field came about in the following decades, in 

the 1980s and 1990s, together with a new focus on harmonizing economic and environmental 

interests.  

Late 1900s: solving environmental problems through the market economy 

By the end of the 1980s, a trend attempting to reconcile environmental aspects with market 

economy mechanisms has been called “ecological modernization” and was largely about how 

environmental problems can be solved through the market economy. The Brundtland Report 

in 1987 and the UN meeting in Rio de Janeiro in 1992 have been described as starting points 

of this new phase. The Brundtland Report was important and can be understood from the 

present view of sustainable development; that is that sustainable social development and 

economic growth are dependent on environmental sustainability (Mol 1997). 

 

Another important step in the ecological modernization process was the decision to support 

companies’ self-regulated environmental work, which was also one of the main topics in the 

UN meeting in Rio de Janeiro in 1992. As part of this, a functional labeling system for 

corporate environmental systems would be developed, which resulted in international 

standardization organization (ISO: International Organization for Standardization) in 1996, at 

which point they introduced ISO 14001, which is a standard for environmental management 

systems (Lord 1997). Today, ISO 14001 is one of the world's best-known standards for 
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environmental management systems, and is used by millions of organizations worldwide 

(Castka & Corbett 2015).  

 

With environmental certifications like ISO 14001, companies’ credibility when 

communicating their environmental work has increased (cf. Arnfalk et al. 2008; Woolverton 

& Dimitri 2010; Boström & Klintman 2011). The introduction of ISO 14001 has also 

simplified work in supply chains by facilitating less burdensome supplier audits. How 

controlling of suppliers’ environmental work could often be reduced when suppliers and 

customers use the same environmental management system in their operations has also been 

described in previous research (Almgren 2015). 

 

The 1990s was also the decade when green marketing became a more frequent and visible 

business practice. New green business services, like ecotourism, were launched and 

companies used green marketing to communicate their environmental work. Companies that 

used green marketing in the early 1990s described various reasons for doing so, including the 

idea that green processes can entail cost benefits, that there is a moral responsibility to show 

environmental considerations, and that it serves as an opportunity to achieve internal goals. 

There were also companies that described how they were forced to show more environmental 

considerations due to legislations and market competition (Polonsky 1994). 

 

From a green marketing perspective, one of this period's most interesting events may have 

been when environmental movements’ interests shifted from mainly criticizing companies to 

start entering strategic co-operations. These co-operations were often about the green 

movements’ influence on industries, and companies’ use of green movements as a way of 

legitimizing their businesses (cf. Bennie 1998; Marano & Tashman 2012). This new 

development has been described to have started with Greenpeace, one of the most well-known 

environmental organizations in the world, which organized a conference in 1997 with the 

purpose of building strategic alliances with companies (Bennie 1998). That Greenpeace took 

this step was perhaps surprising, but an explanation as to this new strategy can be traced back 

an activist campaign of theirs that received major media exposure. 

 

Two years before the aforementioned conference (in 1995) Greenpeace held a massive 

campaign against Brent Spar’s and Shell's oil plant in the North Sea, during which they 

received a massive media coverage. The company's plan was to build the plant in the sea, a 
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plan approved by regulating authorities. This, however, was stopped by Greenpeace when 

they took over the plant by force. For this, Greenpeace received great support from both the 

media and the public. The kind of media attention that Greenpeace received in connection 

with this campaign had not previously been seen; it was something entirely new (Jordan 

2001). 

 

After this, one might think that Shell would have distanced themselves from Greenpeace and 

the environmental movement, but instead senior employees at Shell listed the event as 

something positive at a petroleum conference the following year. They talked about making 

changes, that they would start to talk and consult with more people, and that they would strive 

to gain people’s trust. They referred to the Greenpeace campaign as a unique and defining 

event. Among other things, Shell started a new business concept in 1997 called “Shell 

International Renewables”. When asked by the media to state Greenpeace’s part in this, the 

answer was that Shell would be stupid if they did not listen to their message (Jordan 2001). 

Through Greenpeace’s actions, the environmental movement had succeeded in influencing a 

company to demonstrate more environmental consideration than was required by law, and 

opened up a new way of both criticizing and collaborating with industry.  

 

Since then, strategic cooperation with environmental organizations has become a common 

strategy for companies with the purpose of strengthening corporate legitimacy by associating 

the company with (often more trusted) non-profit organizations (Marano & Tashman 2012). 

Examples of common associations with environmental organizations are the use of eco-

certifications. Several of our most common eco-labels for corporate products have been 

created by environmental organizations, including the Swedish Nature Conservation 

Association's eco-label Good Environmental Choice, launched in 1989  

(cf. Naturskyddsföreningen n.d.), and the Swedish eco-certification KRAV issued by an 

economic association with both corporate members and members who are interested actors in 

the environmental movement (cf. KRAV n.d.). 

2000s: Companies’ green initiatives increases 

 
Since the turn of the millennium, companies’ environmental work and efforts in green 

marketing have continued, together with a fairly high number of political initiatives designed 

to promote green business that have developed over the past 20 years. One political initiative 

is the United Nations Global Compact that was initiated in 1999. It contains ten principles for 
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companies to follow regarding human rights, labor rights, corruption, and the environment. 

The three principles regarding the environment are that businesses should support a 

precautionary approach to environmental challenges, undertake initiatives to promote greater 

environmental responsibility, and encourage the development and diffusion of 

environmentally friendly technologies. It is also the United Nations Global Compact that laid 

the foundation of the 17 Sustainable Development Goals (SDGs) that the UN launched in 

2017 related to the framework of Agenda 2030, and that can be used as a sustainability 

framework for companies (United Nations Global Compact n.d.). 

 

Companies themselves are increasingly adopting different types of sustainability programs 

with the aim of improving their reputation; thus gaining increased legitimacy and competitive 

advantages (Jones 2018). In a report by the Swedish Environmental Protection Agency on 

environmental and climate work in the Swedish business sector, it is pointed out that green 

business development in Sweden is due both to the fact that environmental work has come to 

play an increasingly important role in companies’ business strategies, and also to the 

development of state instruments designed to influence businesses to become greener. Most 

large and medium-sized companies in Sweden now have systematic environmental work in 

the form of environmental goals, environmental policies, sustainability strategies, and other 

types of documents that help companies work with environmental issues. Many of these 

companies also openly report their environmental impact in sustainability reports 

(Naturvårdsverket 2015).  

 

Companies’ environmental impact and environmental work has also been pointed out as a key 

area of research over the last three decades (Graham 2020). Research has, for example, shown 

that although environmental work is not yet part of the core business of all companies, 

sustainability is currently a strategic issue for the majority of large companies (Arnfalk et al. 

2008; Jones 2018; Ljungdahl, Johansson Stattin & Juslin 2018). A 2008 study described how 

Swedish companies’ environmental work achieved a high degree of institutionalization and 

has been integrated into other management systems. The study observed how the largest 

companies with more than 500 employees started much of their environmental work during 

the 1990s and have continued to increase in ambition, but that there was still room for 

improvement among medium-sized companies (50–499 employees), and that the 

environmental awareness was relatively low among small companies (1–49 employees) 

(Arnfalk et al. 2008). 
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Barriers still exist in creating green or greener companies 

There are several reasons as to why companies might not work on environmental issues, or 

why they do not work more with them. First, the level of pressure seems to have an impact. 

Arnfalk et al. (2008) showed that smaller companies have less environmental awareness. 

Talbot, Raineri, and Daou (2021) answer why this is by pointing at different levels of 

pressure. They describe how larger companies have, for a long time, been under stakeholders’ 

scrutiny regarding their sustainability work, which has created pressure for them to work 

more on these issues. Smaller companies have, however, often been overlooked when it 

comes to their sustainability practices. A result of this is that smaller companies have had less 

pressure to change, and have not implemented the same management tools for integrating 

sustainability into their operations (Ibid.).  

 

Another barrier noted in previous research as to why companies are not working more with 

environmental issues is that there is resistance, or a lack of interest, in environmental issues 

inside some companies from employees. Similar resistance has occasionally also been 

observed from collaborating partners in external networks (Kumar & Rahman 2015).  

 

Other noted barriers when it comes to making companies greener is a lack of resources to 

develop sustainable practices, combined with high investment costs, uncertainty of returns, 

and a perception of cost increases and other negative economic effects (Kumar & Rahman, 

2015). This is especially hard for smaller companies that have often been found to lack the 

financial or human resources necessary to work with environmental issues (Shields & 

Schelleman, 2015; Talbot, Raineri & Daou 2021). However, regardless of size and industry, 

research show that economic benefits from green investments are of outmost importance 

(Njoroge, Anderson & Mbura 2019). 

 

A particular barrier for smaller companies could be that scholarly solutions as to how 

companies can implement sustainable practices, so far, mainly has focused on how larger 

companies can do so (Álvarez Jaramillo, Zartha Sossa & Orozco Mendoza 2018).  

One previously-noted barrier is connected to green consumers, as there is a value gap between 

consumers saying that that they will purchase green products and what they actually purchase 
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(e.g. Crane & Peattie 2005; Gleim & Lawson 2014; ElHaffar, Durif & Dubé 2020). This gap 

has been largely linked to product type, price, perception of poor quality and or poor 

availability, and brand loyalty to non-green brands (Gleim & Lawson 2014), as well as a lack 

of knowledge (Chen 2010; Vazifehdoust et al. 2013; Kanchanapibul et al. 2014), and a lack of 

trust (e.g. Chen 2010; Woolverton & Dimitri 2010; Boström & Klintman 2011).  

 

Other observed barriers for companies when it comes to working on environmental issues is 

insufficient governmental support (Kumar & Rahman, 2015; Baki, 2018), as well as a lack of 

trust between companies (cf. Oruezabala & Rico 2012; Almgren 2015). A lack of trust can, 

among other problems, mean more burdensome supplier audits (cf. Almgren 2015). A deeper 

review of trust, and why it is important between companies, will follow in part 2.3.  

 

2.1.2 Terminology, topics, and the positioning of green marketing research 

As was presented in the previous section, the development of green marketing practices and 

green marketing research occurred during the 1900s. It has increased alongside a growing 

societal interest in environmental issues and green business development (Polonsky 1994; 

Hartmann & Ibáñez 2006; Jones 2018). The topics in green marketing research have varied, 

but have mainly been aspects of green marketing related to consumers (e.g. Kassarjian 1971; 

Ahmed, Kinnear & Taylor 1974; Sparks & Shepherd 1992; Matthes & Wonneberger 2014; 

Gleim, Smith & Cronin 2019) or to supply chains (e.g. Chan, He & Wang 2012; Cheng & 

Sheu 2012, Sharma & Iyer 2012; Swami & Shah 2013; Brindley & Oxborrow 2014; 

Bhattacharya, Dey & Ho 2015; Tooranloo, Alavi & Saghafi 2018; Hong & Guo 2019; Singer 

& Ven 2019). 

 

Other examples of topics that relate to green marketing include marketing strategies (e.g. 

Coddington 1993; Polonsky & Mintu-Wimsatt 1995; Ginsberg & Bloom 2004; Polonsky 

2011; Leonidou, Katsikeas & Morgan 2013; Cohen & Muñoz 2017; Papadas et al. 2019; 

Wang et al. 2019) ecolabels (e.g. Xu, Karray & Archimède 2018; Eldesouky, Mesias & 

Escribano 2020) and trust (e.g. Carlsson, Grove & Kangun 1993; Chen 2010; Chen et al. 

2020; Papadas, Avlonitis & Carrigan 2017; Lee, Cruz & Shankar 2018). 

 

It has been challenging to establish a common and clear definition of green marketing 

(Polonsky 1994; Peattie 1998; Dangelico & Vocalelli 2017) which may be related to varying 
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terminology over time: green marketing, ecological marketing, environmental marketing 

(Chamorro, Rubio & Miranda 2009; Polonsky 1994) and sustainability marketing (Kemper & 

Ballantine 2019) have all been used more or less interchangeably. Green marketing has been 

described the most well-used term at present (Ottosson & Parment 2013), and many of the 

newer articles about green marketing found in this literature review used the term “green 

marketing” (cf. Uddin & Khan 2018; Chen & Chen 2019; Madeira 2019; Papadas et al. 2019). 

For these reasons, green marketing has been chosen as the main term in this thesis. 

 

Despite varying terminology, common denominators of these terms have been the 

communication of environmental aspects, the identification and analysis of how companies 

and their marketing affect the environment, and discussion as to how environmental 

considerations and greenness are incorporated into companies’ decision-making (Chamorro, 

Rubio & Miranda 2009). Other descriptive elements of green marketing are how it 

incorporates different types of green business activities (Polonsky 1994; AMA n.d. (b); 

Business Dictionary n.d.). 

 

Polonsky (1994) defined green marketing as something that “incorporates a broad range of 

activities, including product modification, changes to the production process, packaging 

changes, as well as modifying advertising” (Polonsky 1994:1). One element of green 

marketing is an open-ended time frame, which is a description of how results of current 

marketing activities may not be noticed until much later (Peattie 1994). For example, 

environmental impact can arise throughout a company’s entire lifecycle, which may not be 

considered in traditional marketing. This means that companies, when practicing green 

marketing, must consider both long-term effects and issues that have yet be discovered 

(Peattie 1998). This has also been explained in terms of how traditional marketing seeks to 

satisfy current human needs, while green marketing may also aim to enhance quality of life 

(Polonsky 2011) and the needs of future generations (Peattie 2016).  

 

AMA presents this definition of green marketing: “Green marketing refers to the development 

and marketing of products that are presumed to be environmentally safe (i.e., designed to 

minimize negative effects on the physical environment or to improve its quality). This term 

may also be used to describe efforts to produce, promote, package, and reclaim products in a 

manner that is sensitive or responsive to ecological concerns” (AMA n.d. (b)). The Business 

dictionary’s definition of green marketing is shorter and lacks the emphasis on the 
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environmental impact of green products and services, as it only describes green marketing as 

promotional activities that take advantage of changing consumer attitudes (Business 

Dictionary n.d.).  

 

Despite the above reasonably-consistent definitions, green marketing can be perceived as 

contradictory since it is a concept that consists of terms with quite different meanings. The 

term ‘marketing’ refers to a practice that began to expand academically in the beginning of 

the 20th century (Tufvesson 2005). Since 1948, the AMA has been responsible for an official 

and very well-used definition of marketing. The current definition reads: “marketing is the 

activity, set of institutions, and processes for creating, communicating, delivering, and 

exchanging offerings that have value for customers, clients, partners, and society at large.” 

(AMA n.d. (a)) 

 

The word ‘activity’ in the definition is used to show that marketing is an active word, that it is 

something organizations and people do. The inclusion of institutions and processes is to 

clarify that industrial companies practice marketing. That marketing can be defined as 

something that creates value to various target groups (customers, clients, partners, and society 

at large) is an additional clarification indicating that a variety of people and organizations can 

practice marketing (Gundlach & Wilkie 2009). 

 

The other term in green marketing; ‘green’, has been defined as an organizations’ steps to 

minimize their total environmental impact, to achieve/work toward environmental 

sustainability, and the acquisition and retention of positive environmental attributes (Parry 

2012). Significant green activities have been identified as energy minimization, material 

production, reducing pollution (Dangelico & Pujari 2010), as well as a change in products, 

processes, and policies to make them more environmentally responsible (Bansal & Roth 

2000). This can, for example, be to organize a greener sustainability chain (Kumar & Rahman 

2015), and is commonly in line with the ecological part of the triple bottom line concept 

described by Elkington (1994).  

 

A contradiction lies in that ‘green’ is often related to less consumption, while ‘marketing’ is a 

practice that encourages increased consumption (Grant 2007). In contrast to ‘green’, 

‘marketing’ has been described as a contributor to the world’s over-consumption (Fisk 1974; 

Pereira Heath & Chatzidakis 2012). Compounded to ‘green marketing’, new meanings have 
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arisen, for example, the idea that green marketing is a tool that could address environmental 

problems (Kilbourne 2010), and that it could be part of a solution to environmental problems 

(Peattie & Charter 2003).  

 

Belz and Peattie (2012) argued that green marketing is part of a new marketing approach that 

refocuses, adjusts, or enhances existing marketing practices, in addition to providing more 

sustainable perspectives on marketing. What has been described as distinctive for ‘green 

marketing’ in relation to merely ‘marketing’, is that the latter aims to highlight the positive 

with a particular offer, while the former also entails the central issue of what environmental 

impact the offer entails, and how the company handles it (Ottosson & Parment 2013).  

 

In this thesis, green marketing is defined as communication and promotional messages related 

to green processes within companies. The definition in this thesis is not limited to practices 

which promote environmentally safe products or practices in which future generations are 

considered. The reason for this choice is that the aims of this thesis are not to determine how 

green companies, services or products are. It is, for example, not investigated how good, 

environmentally safe, or green a product is, if a process to minimize an environmental impact 

has existed, or if future generations have been considered.  

 

2.1.3 Summarizing conclusion 

One goal of this thesis is to explore and advance the understanding of green industrial 

marketing, and the first research question is about how green industrial marketing has been 

practiced, and how it has developed over time. This first part of the literature review has 

reviewed how previous research described the development of green marketing and green 

business; practices from which green industrial marketing has developed and/or been 

impacted by. 

 

As described in the above sections, green marketing and green business are practices that have 

developed in a specific context over a long time, arising from pressure on companies to 

assume greater environmental responsibility. Increasingly stronger green interests have 

emerged in the business world and influenced the development of green marketing. However, 

there are still barriers that stop companies from becoming green or greener, and thereby 

putting up challenges for surrounding practices like green marketing.   
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Among these barriers is the fact that companies of different sizes are under different pressures 

to be green (cf. Talbot, Raineri & Daou 2021), and that there can be internal and external 

resistance, or lack of interest, on working with environmental issues (Kumar & Rahman, 

2015). Another common barrier for companies to be green or greener is a lack of resources to 

develop sustainable practices combined with high investment costs, uncertain returns, and a 

perception of cost increases and other negative economic effects (Ibid.), which is important 

since economic benefits from green investments are an important driver for greener business 

(Njoroge, Anderson & Mbura 2019). A particular barrier for smaller companies could be that 

scholarly solutions to sustainability issues have so far mainly focused on the practices of 

larger companies (Álvarez Jaramillo, Zartha Sossa & Orozco Mendoza 2018).  

A major barrier previously noted in consumer markets is the value gap between what green 

products consumers say they will purchase and what they actually purchase (e.g. Gleim & 

Lawson 2014; Crane & Peattie 2005; ElHaffar, Durif & Dubé 2020). Another barrier for 

companies when it comes to working with environmental issues is insufficient governmental 

support (Kumar & Rahman, 2015; Baki 2018). A specific barrier for companies in industrial 

markets is a lack of trust between companies (cf. Oruezabala & Rico 2012; Almgren 2015). 

Previous research also shows that green marketing is contradictory in and of itself based on 

the fact that the terms “green” and “marketing” have different associations when it comes to 

environmental issues (Grant 2007). Perhaps this is also a reason why there are several 

definitions of green marketing (cf. Peattie 1994; 1998; 2016; Polonsky 1994; 2011; Kilbourne 

2010; Peattie & Charter 2003; AMA n.d. (b); Business Dictionary n.d.). However, based on 

those definitions, green marketing is in this thesis defined as communication and promotional 

messages related to green processes within companies. 

2.2 Green industrial marketing 

In the second part of the literature review, the focus is on green industrial marketing, which is 

also the main focus of this thesis. The field can be described as a merged stream from green 

marketing, but also from industrial marketing. In this part the influences from industrial 

marketing are highlighted. This part opens with a review of industrial marketing, followed by 

an overview of the green industrial marketing concept and research. A third section is focused 
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on green industrial marketing related to supply chains. The part ends with a theoretical 

conclusion. 

2.2.1 Industrial marketing 

A distinction between industrial marketing and consumer marketing regards the intended 

target of said marketing. Industrial marketing is directed toward other companies and 

organizations, while consumer marketing is directed toward consumers. Another name for 

industrial marketing is B2B (Business-to-Business) marketing (Webster 1984; Cooke 1986; 

Hunt 2013). 

The industrial marketing research field has been described as underrepresented in comparison 

to the field of consumer marketing (LaPlaca & Katrichis 2009), but several topics have still 

been addressed. Among the more common topics in industrial marketing research so far 

include: market segmentation and industrial markets; pricing, selling and sales management; 

distribution, global and international industrial marketing; innovation and new product 

development; promotion and advertising; as well as purchasing and industrial buying behavior 

(LaPlaca 1997; 2013), digitalization (e.g. Karjaluoto, Mustonen & Ulkuniemi 2015; Järvinen 

et al. 2012), and industrial branding (Michaelidou, Siamagka & Christodoulides 2011; Chan, 

He & Wang 2012).  

 

New and increasing industrial marketing research streams since the beginning of this century 

include green marketing and other related sustainability issues. Some specific research topics 

within these are innovation and sustainability, logistics and sustainability, and supply chains 

and sustainability (LaPlaca 2013). The supply chain stream will be further elaborated upon 

section 2.2.3.  

Consumer markets vs. industrial markets  

As previously noted, industrial markets differ from consumer markets. This division between 

industrial markets and consumer markets has been acknowledged in marketing research since 

the 1970s, when it was observed how buyer–consumer relationships were different in 

industrial markets as compared to consumer markets (Möller & Hallinen 2000). In line with 

this, the stream of industrial marketing research was also developed later than the consumer 

marketing research field (cf. Webster 1984). This development of a new research field 
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occurred at a time when McCarthy’s “marketing mix”1 had been the main marketing model 

for decades, and researchers saw the need for marketing models better adapted to industrial 

market conditions (Gronroos 1994).  

This need for new marketing models adapted to markets consisting of transactions between 

organizations was the focus of an article by Bonoma and Johnston published in 1977. They 

described industrial markets as markets where interdependencies, interactions and 

reciprocities were more emphasized. They argued that marketing in such markets should be 

redirected from being a stimulus–response practice to one focused on relationships.  

 

The article “Toward a concept of domesticated markets” by Arndt was published two years 

after the article by Bonoma and Johnston, and was about how some market relationships 

lasted longer than others, and that this occurred more often when the buyer was another 

company. Arndt called these markets domesticated markets, in which actors cooperated and 

had long-lasting relationships. He argued that the advantages of long-lasting relationships, in 

contrast to discrete transactions, were lower transaction costs, less uncertainty, and the 

possibility of complementary operations as well as a way to control the environment (Arndt 

1979).  

The emphasis on relationships in industrial markets has continued to be a major part of 

industrial marketing research. For example, in the 1980s, Cooke (1986) emphasized the 

importance of relationships in industrial markets. He argued that there were six specific areas 

in which industrial marketing differed from consumer marketing, and that these were derived 

from demand, reciprocity, multiple buying influencers, stable buying relationships (long-term 

relationships), rational buying motives and concentrated markets (both the number of 

customers and their location). Cooke meant that these differences affected both promotion and 

distribution strategies. For example, industrial marketing was dominated by personal selling, 

while consumer marketing was dominated by mass selling. Because of these differences, 

Cooke recommended different strategies for the two marketing types (Cooke 1986). 

Researchers have continued to explain the difference in marketing approaches in industrial 

markets and consumer markets by pointing at the long-lasting relationships in industrial 

markets (e.g., Håkansson & Snehota 1989). Ford wrote that in industrial markets, a need to 

                                                 
1 McCarthy’s marketing mix refers to the so-called “4P model”, where four key factors for marketing are 

highlighted. The four key factors are product, price, place, and promotion of a good or service (e.g., Gronroos 

1994).  
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interact and form relationships is significant (Ford 1990). Relationships in industrial markets 

have been observed to be based upon trust, commitment, and cooperation (Metha et al. 2006), 

where common objectives are shared in relation to the amount of capital invested (Webster 

1992). They have also been described as dyadic relationships embedded in the larger market 

context (Håkansson 1982). 

Håkansson’s (1982) interaction model shows how business interactions in industrial markets 

involve four basic elements: 1) the environment, 2) the atmosphere, 3) the involved actors, 4) 

and the interaction process that is symbolized in the visual model by a double-sided arrow, as 

well as other descriptions between actors. A first division of the interaction process is based 

on a time perspective, in that interactions can be short-term or long-term. Short-term 

interactions involve products or services, information, financial exchanges, and social 

exchanges. The long-term interactions also involve institutionalization and adaptation to one 

another.  

 

 

Figure 1 The interaction model 

 

The division between industrial marketing and consumer marketing is, however, also debated. 

Cova and Salle (2007) made a comparison between marketing in industrial marketing, 

exemplified through the IMP (Industrial Marketing and Purchasing Group) perspective, and 

marketing inn consumer marketing, exemplified by the CCT (Consumer Culture Theory) 

perspective. They observed how a major difference between perspectives was how 

Based on Håkansson (ed.) 1982:24  
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relationships with customers in consumer markets and customers in industrial markets were 

described.  

 

Within the IMP perspective, transactions in consumer markets were described as isolated 

events, while within the CCT perspective, transactions in consumer markets were described as 

occurring over the long-term. The long-term perspective within the CCT is, however, similar 

to how relationships with customer companies are described within the IMP perspective, 

where relationships are foremost described as long-term. In this way, the IMP perspective of a 

customer in industrial markets and the CCT perspective of a customer in consumer markets 

largely conform to each other. This also means, seen from a CCT perspective, that the 

difference between industrial marketing and consumer marketing might not be as clear as it 

has been described in some research (Ibid.). 

 

That the division between the two concepts might not be entirely clear is also argued by 

Gummesson and Polese (2009), who suggested that marketing would benefit from treating 

industrial markets and consumer markets as part of the same market context because of the 

interdependencies between actors in the industrial markets and actors in the consumer 

markets. They argued that both market types belong to the same system; that transactions in 

industrial markets are driven by transactions in consumer markets, and that there is, therefore, 

interdependence between them. They also wrote that the context of consumer markets is of 

relevance when analyzing industrial markets. They furthermore pointed out that consumers 

take on many roles; acting, for example, as buyers, payers, users, family members and 

shareholders, and that the difference between for minor business owners and consumers is 

very small (Gummesson, & Polese 2009).  

Relationships, networks, and supply chains in industrial markets 

Companies in industrial markets are typically involved in so called supply chain 

collaborations (Whipple & Frankel 2000). Supply chains can be described as a network of 

multiple suppliers and customers with links between them (Lambert & Cooper 2000). Supply 

chains have been defined as “all parties who are involved in fulfilling a customer request, 

including the suppliers, transporters, warehouses, retailers and customers themselves” (Cox, 

1999:168). 
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The purpose of supply chains is to add value to consumer markets and end-customers through 

a flow of materials, products, services and information (Lee & Billington 1993; Pedroso & 

Nakano 2009; Lambert & Cooper 2000; Youngdahl & Loomba 2000). In the supply chain, 

resources, materials, and other components are transformed into finished products and 

services (Kozlenkova et al. 2015). The trading activities made between organizations in 

supply chains are called transactions or exchanges (Harland 1996). The process of creating a 

supply chain, that is, the process of selecting suppliers, is about both reducing risk in 

purchasing and developing long-term relationships with the suppliers (Omurca 2013).  

To manage supply chains, companies practice supply chain management (SCM), which was 

defined as a concept in the beginning of the 1980s. It has its origin in logistics management 

theory, but has, with time, become much broader (Lambert & Cooper 2000). Lambert and 

Cooper (2000) define supply chain management as “the integration of key business processes 

from end user through original suppliers that provides products, services, and information that 

add value for customers and other stakeholders” (Lambert & Cooper 2000:66–67). 

Except for being part of supply chains, companies can also be part of larger networks 

containing both governmental and non-governmental organizations (Joas, Kern & Sandberg 

2007). These networks have been described as arrangements of relationships between 

companies and other organizations where actors are sometimes only vaguely aware of each 

other (Emerson 1981; Håkansson & Johansson 1993). Networks are linked through 

interdependencies that both enable and restrain companies’ material and social resources 

(Östlund 1994).  

There are several models and theories explaining how business networks function, among 

them the ARA-model (Activities, Resources and Actors model) that was introduced by 

Håkansson in 1987, and later presented as a visual model by Håkansson and Johansson in 

1992. The model shows the relation between actors, activities, and resources in business 

networks and how relationships between firms in networks depend on more than a will or 

need to cooperate because of economic drivers. The model rather shows that resource 

allocations bind companies together in business networks (Håkansson 1987; Håkansson & 

Snehota 1989; Håkansson & Johansson 1992; Prenkert 2016). 

 

2.2.2 Green industrial marketing as concept and research 

As previously noted, green marketing and other related sustainability issues are new research 
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streams, growing in prevalence in the field of industrial marketing research since the 

beginning of this millennium. Research about green marketing in industrial markets, here 

called green industrial marketing, is an emerging field, just like green marketing in general. 

Due to the nature of an emerging field, terminology can be a bit confusing. Green industrial 

marketing is not a well-used term in previous research but has been equated with green 

marketing in industrial markets (Chan, He & Wang 2012) and is the main term for the field 

used in this thesis.  

 

In a literature search conducted in the database Business Source Premier, a database with over 

1100 business-oriented peer-reviewed scholarly articles (EBSCO n.d.), for the search words 

“green marketing”, as well as the synonyms or similar terms “environmental marketing”, 

“ecological marketing”, and “sustainability marketing”, a total of 551 unique peer-reviewed 

scientific articles published between 1971 and 2020 were found. These articles were 

qualitatively reviewed, and, based on their content, categorized as focused on either green 

industrial marketing or green consumer marketing. Out of the 551 found articles, only 45 

could be categorized as articles focused on only green industrial marketing, while 383 articles 

were categorized as with a focus on only green consumer marketing. This indicates that green 

industrial marketing is a minor field in relation to green consumer marketing. This reasoning 

is also supported by previous scholarly observations (Rivera-Camino 2007; Chan, He & 

Wang 2012).  

 
 
Figure 2 Marketing types in green marketing research 1971–2020 

 

The search results also show that there has been increased research focus on green marketing 
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in general since the 2010s. This increased research interest is also notable for green industrial 

marketing. Themes that are noticeable in green industrial marketing research are mainly 

related to green supply chain issues (cf. Peattie & Charter 2003; Sharma et al. 2010; Chan, He 

& Wang 2012; Sarkar 2012; Swami & Shah 2013; Peattie 2016; Dangelico & Vocalelli 2017), 

which could be explained by considering how industrial markets are organized into supply 

chains and networks, something that was brought up in the previous section, and will also be 

reviewed in the following section where green industrial marketing is discussed in relation to 

supply chains.  

2.2.3 Green industrial marketing in supply chains 

Research has shown that most industrial companies have incorporated sustainable practices 

into their supply chains (Kumar & Rahman, 2015). The environmental aspects of this, most 

commonly referred to as green supply chain management (Simpson & Power 2005), regard 

supply chain activities in relation to the companies’ effect on the environment (Simpson & 

Power 2005; Kumar & Rahman 2015). Green supply chain management has been defined as 

“integrating environmental concerns into the inter-organizational practices of supply chain 

management (SCM)” by Sarkis, Zhu and Lai (2011).  

 

According to Côté et al. (2008), green supply chain management incorporates considerations 

when it comes to environmental impacts of supply chain practices through functions like 

purchasing, logistics, material management, manufacturing, and disposal. The overarching 

aim of green supply chain management is to structure the supply chain so that environmental 

performance can be improved. The effects and implications of this often allow companies to 

decrease current costs while using less resources and to avoid future costs when identifying 

new and innovative methods for handling environmental issues (Côté et al. 2008).  

 

A common way of combining green marketing with green supply chains in research has been 

to link marketing with green supply chain management, and, for example, examine how the 

use of marketing can be a way to both handle supply chain issues and to market products and 

services throughout supply chains (cf. Peattie & Charter 2003; Sharma et al. 2010; Peattie 

2016; Dangelico & Vocalelli 2017).  
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Need for inter-functional and strategic responses in sustainable supply chains 

Another link between green marketing and green supply chains is made by Liu, Kasturiratne 

and Moizer (2012) who suggested that there is a need for more inter-functional and strategic 

responses in sustainable supply chain management. This is illustrated in their 6Ps integration 

model that encompasses products, processes, planning, project, pro-motion, and people. The 

model illustrates the importance of an interdependency between green marketing and a more 

sustainable supply chain. Their main argument as to why green marketing is needed for a 

supply chain to be more sustainable is that green marketing’s informational functions are 

needed to accomplish this (Liu, Kasturiratne & Moizer 2012). 

 

How green marketing contributes to greener supply chains is explained by relating different 

necessities to the model’s “Ps”. Green marketing can contribute by providing knowledge 

about green consumer product requirements. Green supply chain management can send back 

signals about how green consumers should act for the product’s life cycle to be as sustainable 

as possible (Ibid.). 

 

The promotion P has to do with communicating the company's message on sustainability and 

green issues with key stakeholders, as well as determining green offerings and prices. This 

enables more actors in the supply chain to offer inputs for optimal marketing and branding, 

and to communicate possibilities. The planning P is about embedding green targets into 

operation strategies. This can contribute to by aiding the supply chain in having the right 

strategies and resources to deliver on the consumers’ green demands. Green marketing 

contributes with market demands, and supply chain management counters with a plan where 

resources are adapted in a way so that the demands can be met (Ibid.). 

 

The process P is about developing routines and procedures to increase resource efficiency and 

reduce waste in operations. Green marketing can encourage actors in the supply chains to 

operate in a greener way by enabling collaboration with consumers and contributing to a 

reverse chain where supply chain management can counter with, for example, product 

recovery management. The people P has to do with stakeholder communication in terms of 

using green marketing as a tool to capture the interests of green consumer demands and 

interests, and supply chain management looking out for the interests among green suppliers. 

This can prevent the supply chain management from only considering the supply side’s 
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economic interests, thus looking after all stakeholders, including the community and 

employees (Ibid.). 

 

Setting up new, or using existing conservation or environmental community projects as 

specific tools to exercise the first five Ps, is what the project P is about. It is claimed in the 

model that projects can be effective when it comes to substantiating consumers’ green product 

demands and in increasing the supply side's capability of involving people in sustainable 

promotion, planning, and processes (Ibid.). 

Collaboration in supply chains 

In line with Liu, Kasturiratne and Moizer’s (2012) Ps model, Peattie (2016) emphasized the 

importance of relationships and collaborations when the number of companies that are 

interested in greening their supply chains is increasing, and how green marketing could be 

used to improve green supply chain collaborations. That collaboration is an important aspect 

of green supply chains is indicated through  common collaborative processes in green supply 

chains like co-production (Hertog 2000; Alter 2008); joint environmental systems 

(Ammenberg & Hjelm 2003; Pujari, Peattie & Wright 2004); joint product return systems 

(Sheu, Chen & Hu 2005); planning, production, forecasting, replenishment (Ramanathan & 

Muyldermans 2010); and reduced CO2 emissions (Oglethorpe & Heron 2010), reverse 

logistics and waste (Srivastava 2007).  

 

Another indication that collaboration is important in green supply chains is that greenness is 

created in more than one part of the supply chain (Irland 2007; Shrivastava 1995; Håkansson 

& Waluszewski 1997; Östlund 1994). For example, a product’s ecological footprint is 

affected by an entire supply chain’s footprint (Bevilacqua et al. 2011). This is also noted as an 

important aspect when work is done to develop green branding in supply chains (Chan, He & 

Wang 2012). 

 

Sharma et al. (2010) also wrote about the need for increased collaboration in green supply 

chains and related this to an increased need of marketing in green supply chains. They argued 

that the role of marketing in industrial markets has expanded to both handle the more 

traditional demands for marketing and new marketing needs in supply management. The role 

of marketing in demand marketing would be about adapting marketing activities to 

green demand, identifying green customer segments, anticipating the demand for green 
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products and services, promoting green products and services, building a competitive 

advantage based on the company's sustainable work, positioning green products and services, 

and stimulating green demand (Ibid.). 

The role of marketing in supply management that Sharma et al. (2010) described was about 

both reducing surplus supply and implementing green marketing strategies. Their argument 

for reducing surplus supply through marketing was that marketing could contribute to 

increased collaboration according to the principles of lean production or build-to-order. This 

could be that marketing contributes to building critical relationships needed to implement 

reverse logistics, waste and recycling; a customer-oriented design; or forecasting that includes 

sustainability aspects in production and which does not deal merely with sales (Sharma et al. 

2010). However, although this study points at the importance of marketing in green supply 

chains, there is no precise description as to how this marketing would be performed. 

Green integration and green coordination 

The need for green supply chain collaboration has been linked to green integration and green 

coordination (e.g. Liu, Kasturiratne & Moizer 2012; Sarkar 2012; Swami & Shah 2013). A 

common issue in green supply chains is that customers and other stakeholders do not always 

distinguish between a company and its suppliers. Lead companies at the end of supply chains 

are therefore often hold responsible for the environmental impacts of all organizations within 

the supply chain and the particular product (Rao & Holt 2005). A study by Sarkar (2012) also 

showed the need for green supply chain integration. The integration of green supply chains 

would, according to the study, lead to more cost-effective and efficient results. However, the 

study did not contain a description of how this integration would be performed.  

One aspect of green integration is the choice of suppliers. Except for more traditional aspects 

of purchasing like costs, quality, lead-time, and flexibility (Lee et al. 2009), purchases in 

green supply chains also connote the need to consider environmental criteria. Chen (2005) 

described the supplier’s environmental evaluation in purchasing as containing two stages: first 

minimum environmental requirements; and second, evaluations based on, for example, 

quality, performance, delivery, etc. Common environmental criteria include environmentally 

friendly technology, the use of environmentally friendly material, partnerships with green 

organizations, green market shares, management commitment, adherence to environmental 

policies, green R&D projects, and staff training (Awasthi & Kannan 2016).  
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A described way of simplifying the selection process of green suppliers is to integrate 

ecolabels into the selection process and the green supply chain. Ecolabels are markers of 

environmental benefits to consumers and professional buyers (cf. Boström 2006). Ecolabels 

provide information to customers about products’ and services’ eco-efficiency (Saidur, 

Masjuki & Mahlia 2005), and can, for example, be different types of eco-certifications or eco-

standards (cf. Boström 2006). Research shows that integrated ecolabels in a supply chain offer 

synergy and enhance supply chain stability (Acquaye, Yamoah & Feng 2015). Also, Almgren 

(2015) wrote that the introduction of the eco-standard ISO 14001 reduced companies’ 

supplier audit workload. 

Another aspect of green integration is green coordination. Coordination is a way of 

systematizing green supply chain collaboration and integration (Swami & Shah 2013; Sarkar 

2012). Supply chain coordination is used to strengthen relationships in supply chains and to 

improve supply systems (Leng & Parlar 2010). Successful supply chain coordination is 

related to mutual trust, in contrast to only using bargaining power in the collaboration 

(Ronchi, Luzzini & Spina 2007). This coordination is overseen through so called “supply 

chain management”, that is, the management of integrating key business processes. This is a 

management process along the supply chain from producers to the end user, penetrating 

functional silos both within each participating company and between corporate silos across 

the supply chain (Lambert & Cooper 2000). 

It is often the brand owner that leads the coordination, but it can also be led by, for example, a 

powerful manufacturer (Cao et al. 2008). There are observations in previous research as to 

how green marketing has been used to increase collaboration in supply chains in order to 

better improve communication with end customers (Cachon 2003; Swami & Shah 2013). 

Cachon (2003) described how, for example, retailers have integrated their supply chains into 

their green marketing plans so that a fitting, and demanded, green product can be designed at 

the manufacturing level. This process is, however, not described in detail (cf. Cachon 2003). 

 

Full channel coordination has been described as accomplished when a centralized channel 

performance is achieved (Cachon 2003). Important in coordination is information sharing, and 

the coordinators of the supply chain are the respective information centers along the chain 

(Cao et al. 2008). Several factors determine how much of the supply chain needs to be 

coordinated, among them the complexity of the products, the number of available suppliers, 

and the availability of raw materials (Lambert & Cooper 2000).  
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A study by Swami and Shah (2013) showed how green supply chains that are coordinated 

show higher profits and environmental efforts when compared to decentralized and less-

integrated green supply chain. They emphasized that increased integration of the green supply 

chain also required greening the entire supply chain. They, however, did not describe how this 

greening would be performed, but they wrote that there was a need for continued research into 

how suppliers can be included in this integration process and how uncertainty can be handled 

in green supply chains.  

2.2.4 Summarizing conclusion 

 
In order to, in accordance with the aim of the thesis, explore and advance the understanding of 

green industrial marketing, the focus in this second part of the literature review has been on 

prior green industrial marketing research. This research overview has included prior research 

on industrial marketing and green supply chain management, research areas that greatly 

influence green industrial marketing.  

 

This review section has contributed to the first research question, i.e., how green industrial 

marketing is practiced and how this practice has developed over time, in that it has reviewed 

scientific articles with the theme “green industrial marketing” published between 1971 and 

2020. This review showed that in comparison to green consumer marketing, green industrial 

marketing is a less-researched field.  

 

Looking at this from the perspective of industrial marketing versus consumer marketing, 

research results from green consumer marketing might not be applicable to industrial markets. 

Several differences between consumer markets and industrial markets have been noted in 

prior research (e.g., Håkansson & Snehota 1989; Gronroos 1994; Cova & Salle 2007), and 

this has resulted in suggestions of a need to develop different marketing models for the two 

market types (e.g. Håkansson & Snehota 1989; Gronroos 1994). There is, however, no 

scholarly consensus as to how different or similar the different types of marketing models 

really need to be. Stretching these ideas to nearby marketing subfields, this could also be valid 

considerations for green marketing. 

 

This review also showed that green industrial marketing research is closely linked to supply 

chains since they constitute the main theme in green industrial marketing articles from 1971 

to 2020. This is especially interesting since the underlying aim of this thesis is to merge the 
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fields of green marketing and green supply chain management, as well as to contribute to 

companies’ knowledge and thereby possibly also to green improvements in green industrial 

marketing and green supply chain practices.  

That marketing could contribute to improving green supply chain collaboration (Sharma et al. 

2010; Liu, Kasturiratne & Moizer 2012; Swami & Shah 2013; Peattie 2016) by acting as a 

tool to convey information about the market to supply chain management, as well as to 

communicate information from supply chain management back to the market, has been 

presented in this review (Liu, Kasturiratne & Moizer 2012). Green marketing could, in this 

way, be what holds the green supply chain together; enables green information flow between 

green supply chain management and the market,; in addition to surveying green consumer 

needs, creating demands, and encouraging all stakeholders to go greener.  

Thus, prior research indicates that green marketing can add value to industrial relationships. 

Examples of this could be to get better green information flows by using marketing tools to 

improve green supply chain collaboration, integration, and coordination, or how green 

marketing plans can contribute to supply chain collaborations. However, more knowledge in 

the form of empirical examples would strengthen already-existing theoretical ideas expanding 

upon these relationships, and offer suggestions as to possible green improvements through 

green industrial marketing and green supply chain practices.   

2.3 Green marketing strategies with emphasis on trust  

This third part of the literature review focuses on green marketing strategies and trust. This is 

foremost related to the aim of contributing to companies’ knowledge and thereby possibly 

also to green improvements in green industrial marketing and green supply chain practices. It 

is also related to the second research question about what strategies, with an emphasis on 

strategies designed to increase trust, can be identified in companies’ work with green 

industrial marketing and how they can contribute to improving green supply chain 

collaboration. 

 

As a basis for this, previous literature on green market strategies is reviewed. Thereafter, 

previous literature on trust, risk, and strategies for building trust is reviewed, and these will be 

linked to companies’ environmental work and green marketing. It should be noted that the 

theories in this section are, to a large extent, built on consumer market data and some theories 

could therefore be seen as examples of marketing strategies suggested for consumer markets. 
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The part ends with a theoretical conclusion. 

2.3.1 Green marketing strategies 

A marketing strategy is a consciously-constructed formula on how to gain a competitive 

market advantage, what goals to aim for, as well as policies useful in achieving these goals. 

The main idea of a marketing strategy is that an organization should find its ideal fit in an 

industry structure (Porter 1980). Green marketing is associated with a potential competitive 

advantage (e.g. Papadas et al. 2019; Zameer, Wang & Yasmeen 2020), which also makes it 

associated with a marketing strategy. Furthermore, it has been described in previous research 

how companies’ green strategies must be aligned with the green strategy of the entire supply 

chain in order to be successful (Wu et al. 2014), which also links green marketing strategies 

with green supply chain management and green industrial marketing. 

Three scholarly foci stand out in the research about green marketing strategies. The first is on 

how green marketing strategies affect companies’ operations, results, and decisions (e.g., 

Baker & Sinkula 2005; Fraj, Martínez & Matute 2011; Hasan & Ali 2015). The second is that 

green marketing strategies are influenced by stakeholders (e.g., Rivera-Camino 2007). The 

third research focus, which is also a focus of this thesis, is to distinguish between existing 

green marketing strategies (e.g., Chen & Lin 2011). 

Based on ideas suggested in prior research, two major types of green marketing strategies can 

be singled out: green marketing strategies based on a company’s alleged internal green 

ambitions (cf. McDaniel & Rylander 1993; Kilbourne 1998), and green marketing strategies 

steered by market forces (cf. Ginsberg & Bloom 2004; Rivera-Camino 2007; Chen & Lin 

2011). 

 

Figure 3 Two main types of green marketing strategies identified in prior research 

When it comes to green marketing strategies that are based on alleged internal green 

companies’ ambitions, two major levels of green ambitions have been identified. The first is 
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the defensive green marketing strategy in which companies do more environmental work than 

they need, but do not include it in their long-term strategies. The second is the offensive green 

marketing strategy in which companies create long-term and sustainable comparative 

advantages based on their environmental work (McDaniel & Rylander 1993). These different 

green ambitions have, in theory, been categorized as more or less ‘green’ (cf. McDaniel & 

Rylander 1993; Kilbourne 1998;).  

Kilbourne (with a reference to Dobson 1990) made a similar categorization of different types 

of green marketing, one with a deeper impact on a company’s activities, the truly “Green 

marketing” with a capital G, and green marketing with a little g, where companies only made 

traditional marketing greener. Making traditional marketing greener would, according to 

Kilbourne, be managerial strategies to increase sales, where the greenness is secondary. In 

Green marketing with a capital G, greenness would be the priority (Kilbourne 1998).  

Green marketing strategies based on external forces can be related to Porter’s (2008) Five 

forces model, a model that illustrates how market competition is affected by horizontal and 

vertical external factors and how that should be considered in marketing strategies.  

The horizontal forces are: 1) the threat of substitute products or services, 2) the threat of 

established rivals, 3) the threat of new entrants. The ‘substitutive products or services’ are 

industry products that fulfill the same function as another product but are somehow dissimilar; 

for example a cheaper alternative. Porter meant that better and more attractive prices of 

substitutes amount to lower returns on original products. The next force, ‘established rivals’, 

has to do with competition from companies that are similar and produce the same kind of 

products or services (Ibid.). 

The third force, the ‘threat of new entrants’, is about new potential competitors that aim to 

take market shares. According to Porter, this could cause prices to be pushed down or 

corporate costs to be increased. Porter meant that newly established companies can encounter 

a number of barriers when entering a new market. He also meant that if these barriers are 

high, then already established companies do not need to worry about new entrants. Porter 

pointed at six main barriers for new entrants: economies of scale, common costs, product 

differentiation, financial requirements, conversion costs, and access to distribution channels 

(Ibid.). 
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The model also contains two vertical competitive forces (in the supply chain): the bargaining 

power of suppliers and the bargaining power of customers. Porter also presented three basic 

market strategies: “cost superiority”, that primarily means having lower prices than 

competitors; “differentiation” that means offers differing from those of competitors; and 

“focusing” that entails adapting prices or in other ways differentiating products to meet the 

demands of specific target groups (Ibid.). 

This type of external forces is notable in Ginsberg’s and Bloom’s (2004:81) suggested green 

marketing strategies. They, however, write that companies should start with following 

questions before choosing a green marketing strategy:  

“First, how substantial is the green consumer segment for the company? Can the 

company increase revenues by improving on perceived greenness? Would the business 

suffer a financial blow if consumers judged the company to be inadequately green? Or are 

there plenty of consumers who are indifferent to the issue that the company can serve 

profitably? Second main question: Can the brand or company be differentiated on the 

green dimension? Does the company have the resources, an understanding of what it 

means to be green in its industry and the internal commitment at the highest management 

levels to be green? Can competitors be beaten on this dimension, or are some so 

entrenched in the green space that competing with them on environmental issues would 

be very expensive and frustrating?” 

Based on the answers, they suggest following strategies: “Defensive green”, “Extreme green”, 

“Lean green”, and “Shaded green”. In the defensive green strategy, green marketing is used as 

a precautionary measure, a response to a crisis or competitors’ actions. This is made to 

enhance brand image and moderate damage. Companies that use this strategy find the green 

market segments important, profitable and suggest they should not be alienated. They might 

be sincere about their environmental initiatives, but they normally do not have the capacity to 

differentiate themselves solely on the basis of greenness (Ibid.). 

This is a strategy where aggressive promotion of greenness would be inefficient, as it would 

create expectations that could not be met. These companies will defend themselves through 

public relations and advertising if they are confronted by activists, regulators, or competitors, 

but they will not launch a major green campaign (Ibid.). Forces that could provoke this green 

marketing strategy are probably both horizontal and vertical pressure from competitors, 

suppliers, and customers (cf. Porter 2008). 
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Companies choosing the strategy of extreme green are companies with holistic philosophies 

that shape them into extreme green companies. Environmental issues in these companies are 

fully integrated into the business and into the products’ lifecycle processes. Greenness has 

been one of the most important driving forces in these companies from the beginning. Their 

green practices involve lifecycle pricing approaches, total-quality environmental 

management, and manufacturing for the environment. They often serve niche markets 

(Ginsberg & Bloom 2004). Forces that probably could provoke this green marketing strategy 

are both horizontal and vertical pressure from competitors, suppliers, and customers. This is 

also a good match against Porter’s differentiation strategy or possibly against their focusing 

strategy (cf. Porter 2008).  

The lean green strategy is used by companies attempting to be good corporate citizens without 

promoting these efforts. They are interested in a lower-cost competitive advantage by 

reducing costs and improving efficiencies through making pro-environmental activities. They 

are not interested in a green competitive advantage, and they do not see the green market as 

profitable. These companies rarely promote their green activities or green products, as they 

fear that they could be lifted to a higher standard in which they could not compete (Ginsberg 

& Bloom 2004). Forces that could provoke this green marketing strategy are horizontal and 

vertical pressure from competitors, suppliers, and customers. Compared with Porter’s model, 

this strategy is best matched with the cost superiority strategy (cf. Porter 2008).  

Companies adopting the Shaded green strategy often invest in long-term, system-wide, and 

environmentally friendly processes that require both financial and non-financial 

commitments. They see green initiatives as something that could lead to market 

differentiation and a competitive advantages, but companies with this green marketing 

strategy choose to focus on other attributes that generate more money. These companies 

involve greenness in product, price, and impact; however they only develop these aspects if it 

involves cost efficiency (Ginsberg & Bloom 2004). Porter’s model forces that could provoke 

this green marketing strategy are horizontal and vertical pressure from competitors, suppliers, 

and customers (cf. Porter 2008).  

2.3.2 Trust strategies in and through green marketing 

Trust is a common topic within the green marketing field (cf. Carlsson, Grove & Kangun 

1993; Kilbourne 1998; Burnett 2007; Montoro-Rios, Luque-Martinez & Rodriguez-Molina 

2008; Chen 2010; Papadas, Avlonitis & Carrigan 2017). A reason for this interest in trust 
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could be that green marketing, for a long time, has been associated with false promises and 

fairly widespread skepticism (Fisk 1974; Kilbourne 1998; Crane & Peattie 2005; Chen 2010; 

Pereira Heath & Chatzidakis 2012). This skepticism increases the buyer’s risk in green 

purchases (Chen 2010), which in itself may mean that the buyer is less inclined to purchase 

the product. Implementing strategies for building trust is thus a way to prohibit buyers from 

experiencing perceived risk (Chen & Chang 2012). Savage et al. (2010) described how a lack 

of trust can make green collaboration between organizations less successful.  

Green risk 

As described in the previous section, incentives for creating green trust strategies can be to 

avoid risks such as buyers’ perceived risk. Green perceived risk has been defined as expected 

negative environmental consequences related to a purchase (Chen & Chang 2012). However, 

companies’ risks can also increase when they practice green marketing. Crane and Peattie  

(2005) wrote about how there was a fear among companies that they would be designated as 

green washers if they made green campaigns. This is not a risk without merit, as research has 

shown that companies’ opportunistic behavior in relation to environmental trends actually has 

increased (Pomering & Johnson 2009). 

 

Three additional reasons have been presented in research as to why risk could be higher when 

it comes to relationships where greenness is involved. The first reason why greenness means 

increased risk is because of what was described in the introductory chapter; that greenness is  

hidden information that is neither visible nor noticeable while consumed (Woolverton & 

Dimitri 2010; Boström & Klintman 2011). The customer is thereby (often blindly) asked to 

trust the selling company’s information or must have some assurance from a third-party 

attestation that could increase trust (Boström & Klintman 2011). A second reason as to why 

risk is higher when it comes to greenness is that we respond more to negative information 

about greenness than to positive information about greenness (Du, Bhattacharya & Sen 2001). 

 

The third reason as to why risk can be higher is confusion. Research shows that there is a 

relationship between green knowledge and green purchase (Vazifehdoust et al. 2013; 

Kanchanapibul et al. 2014), but what if the knowledge is complex, overloading, or even 

conflicting? An overload of information, as well as misleading information, have been shown 

to lead to possible confusion (Jacoby 1984). Morgan and Hunt (1994) described how 

consumers tend to not trust marketplaces with ambiguous or conflicting product information. 
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Chen meant that a person that is confused by different green claims is also less likely to 

display green trust (Chen 2010).   

 

An issue with green purchasing is the uncertainty about what green is, as/because different 

individuals and groups have different answers. One example of this uncertainty can be seen in 

a study by Polonsky, Grau and Garma (2010) where they suggest the use of carbon offset as a 

new green marketing tool. Carbon offset is, however, discussed by the authors as both an 

opportunity and as potential greenwashing. We have though some guidance through various 

definitions; for example, that green marketing is about marketing products that are 

environmentally safe or have a minimal effect on the environment (AMA n.d. (b)).  

 

Another way to describe greenness is, for example, by relating it to the UN’s 17 global goals 

for economically, socially, and environmentally sustainable development that a majority of 

countries have agreed to, to which also companies sometimes relate their own green activities. 

All these goals could be defined as green and almost half of them are directly linked to 

environmental issues. However, there are both conflicting research results and conflicting 

interests related to these goals (cf. United Nations, Sustainable Development Goals, n.d.). 

 

For example, goal 13 is about climate change and research and shows that producing more of 

something per hectare with the help of toxic chemicals for weed control reduces climatic 

impact (Searchinger et al. 2018). Based on that, an environmentally safe product should be 

based on non-ecological substances.  

 

However, other research results show the opposite; that organic farming without toxic 

chemicals reduces the climatic impact (Tuomisto et al. 2012). Following this result would 

mean that an environmentally-safe product should be based on ecological substances. 

Additional research results show that the use of toxic chemicals for weed control has a 

negative impact on biodiversity (Tuck et al. 2014), which is included in goal 15; “Life on 

Land”. If one would want to contribute to both of these goals, both goal 13 and goal 15, and 

choses to believe in the first research results (that toxic chemicals for weed control can 

contribute to the reduction of climatic impact (Searchinger et al. 2018)), then these goals 

would be in conflict with each other. This means, in short, that there are reasons to be 

confused. 
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Another reason to be confused is misleading information (Jacoby 1984). One of the major 

problems with green marketing is greenwashing; that is, misleading, false green claims (Crane 

& Peattie 2005; Parguel, Benoît-Moreau & Larceneux 2011; Polonsky 2011; Chen & Chang 

2013; Chen et al. 2020) or vague green claims (Carlsson, Grove & Kangun 1993). 

Greenwashing has been described as something that overloads customers with information, 

which can make it more difficult for them to evaluate options before green purchases 

(Pomering & Johnson 2009). 

 

Making misleading and false green claims are also examples of opportunistic behaviors. 

Morgan and Hunt describe opportunistic behavior as when one party violates its promises and 

distorts information toward the other party. They write that opportunistic behavior has 

negative consequences as it leads to weaker confidence and a reluctance to commit to a 

business relationship (Morgan & Hunt 1994). Chen et al. (2020) describe how greenwashing 

can negatively affect green purchase behavior, and how brand image and brand loyalty can 

have a mediating effect.  

Green trust 

Trust linked to green marketing can be expressed in different ways, but has been described as 

important when building relationships linked to green products and processes (e.g. Cheng, 

Yeh & Tu 2008; Chen 2010; Chen & Chang 2012). A theoretical link between greenness and 

trust is found in Chen's definition of green trust: “a willingness to depend on a product or 

service based on the belief or expectation resulting from its credibility, benevolence, and 

ability about environmental performance” (Chen 2010:309).  

 

Green trust has also been described to increase due to the reliability of the green information 

provided (Chen & Chang 2013). When trust has been included in green marketing theory, it 

has most commonly been referred to as only ‘trust’, not ‘green trust’ (cf. Carlsson, Grove & 

Kangun 1993; Kilbourne 1998; ; Burnett 2007; Montoro-Rios, Luque-Martinez & Rodriguez-

Molina 2008; Chen 2010; Papadas, Avlonitis & Carrigan 2017). Green trust in this thesis 

equates trust in green marketing and trust related to environmental performance. 

 

Trust is a factor that has been pointed out as particularly important when it comes to sales and 

relationship-building between organizations (e.g. Moorman, Zaltman & Deshpande 1992; 

Hunt & Morgan 1994; Doney & Cannon 1997). Trust has been described as part of the 
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process prior to purchase intention (Hsin Chang & Wen Chen 2008). The opposite of trust, 

distrust, is associated with buyer passivity, learned helplessness, and cynical reasoning 

(Zavestoski, Shulman & Schlosberg 2006).  

 

Morgan and Hunt (1994) write that trust is a significant factor in relationship commitment and 

that the factors of shared values, communication and opportunistic behavior have the most 

significant effects on trust. They describe shared values as the extent to which partners have 

common beliefs about behaviors, goals, and policies, as well as to what degree they are 

significant. They described communication as formal and informal exchanges of useful and 

up-to-date information between companies. They also suggested that increased trust was 

related to better collaboration between organizations. 

 

Savage et al. (2010) wrote that a lack of trust can make collaboration between organizations 

less successful. However, collaboration in and of itself has been observed to increase the level 

of trust in supply chains. The logic behind this is that collaboration is a way of reducing risk, 

and that risk reduction is related to increased trust between companies (Montshiwa 2018). 

Coordination in green supply chains has also been related to increased trust and coordination 

strengthens brands’ credibility in that it makes information available to the customer more 

consistent (Cho, Soster & Burton 2018).  

 

Benevolence and credibility are other concepts that are mentioned in relation to green trust 

(Chen 2010). Doney and Cannon (1997) also position these concepts as central factors when 

building trust between two companies in a purchase situation. Doney and Cannon wrote that a 

“buying firms facing some degree of risk in a purchase situation turns to a supplier or 

salesperson that the buyer believes is able to perform effectively and reliably (credible) and is 

interested in the customer’s best interests (benevolent)” (Doney & Cannon 1997:36). 

 

Confidence is another factor often associated with trust; for example, Morgan’s and Hunt’s 

(1994) definition of trust reads “when one party has confidence in an exchange partner’s 

reliability and integrity”; Moorman’s, Zaltman’s and Deshpande’s (1992:82) definition of 

trust is “a willingness to rely on an exchange partner in whom one has confidence”, 

andRotter’s (1967:65) definition of trust is “a willingness to rely on an exchange partner in 

whom one has confidence”. 
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Confidence is a factor that can contribute to increased trust and this section presents 

characteristics that have been claimed to increase confidence. Six such characteristics have 

been claimed to increase trust are competence, honesty, fairness, responsibility, helpfulness, 

and benevolence (Altman & Taylor 1973; Larzelere & Huston 1980; Dwyer & LaGace 1986; 

Rotter 1971 in Hunt & Morgan 1994). Definitions of each characteristic are included in this 

section. The terms will not be evaluated in this thesis, but the definitions in this section will be 

used to identify texts associated with their meanings in this thesis’ data.  

 

The term competent has, according to Merriam Webster’s online dictionary (n.d.), four 

meanings (as an adjective), whereof three are used in this thesis:  

 

 “proper or rightly pertinent”  

 “having requisite or adequate ability or qualities” 

 “legally qualified or adequate” 

 

Hoffmann (1999) made two definitions of the term competent, whereof the first refers to 

outputs, or training results, of a competent performance. The other definition refers to the 

inputs or attributes that are required to achieve a competent performance. Woodruffe 

(1993:36) defines competencies as “dimensions of behavior which are related to superior job 

performance. They are ways of behaving that some people carry out better than others. The 

reasons for the differences between people's competency levels lie in the past and might be 

more or less easy to overcome. However, traits or dispositions do not belong among these 

reasons for competencies. They are in fact just another name for the competency dimensions.”  

 

The term honest has, according to Merriam Webster’s online dictionary (n.d.), five meanings 

(as an adjective):  

 

 “Free from fraud or deception: legitimate, truthful”. Examples of this can be “an 

honest plea” and “an honest presentation of facts” 

 “Reputable, respectable”. An example of this can be “honest decent people”.  

 Worthy of praise. Examples of this can be “an honest day's work” “put forth 

an honest effort”.  

 “Marked by integrity”. Examples of this can be “honest merchants” “marked by free, 

forthright, and sincere expression”, “honest appraisal” “an honest discussion” 
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 “Direct and uncomplicated: Innocent, Simple”. An example of this is “some 

good honest sleep”. 

 

Honest may not be a well-developed term within business administration, but it has, for 

example, been associated with business students’ ethics education (cf. Ciulla, Martin & 

Solomon 2007). It has also been related to efficiency, Sarachek writes (1965:11) in that “quite 

frequently the free and honest flow of information will eliminate conflict and produce 

effective cooperation. It is also true that the manager who is not expert in the subtleties of 

communicating should follow the rule that honesty is the best policy”. 

 

The term fair has, according to Merriam Webster’s online dictionary (n.d.), eleven meanings 

(as an adjective), but only two of them are directly related to business:  
 

 

 “Marked by impartiality and honesty: free from self-interest, prejudice, or 

favoritism” as well as “Conforming with the established rules”  

 “Consonant with merit or importance”. Examples of this can be “a fair share”, “not 

very good or very bad” or “of average or acceptable quality”.  

 

The term responsible has, according to Merriam Webster’s online dictionary (n.d.), four 

meanings (as an adjective), whereof three are directly relevant to the question of companies’ 

responsibility: 

 “liable to be called on to answer”. Examples of this can be “being the cause or 

explanation”, being “responsible for the accident” or being “liable to legal review 

or in case of fault to penalties”, “able to answer for one's conduct and obligations”  

 “able to choose for oneself between right and wrong” 

 “marked by or involving responsibility or accountability” An example of this is 

“responsible financial policies”  

 

Although the conceptual origin of responsibility is related to adhesion to society's common 

laws and regulations, the concept has gained a wider meaning (Grafström, Göthberg & 

Windell 2010). Responsibility has been linked to social position and influence; for instance, 

Brunsson and Jacobsson (1998) write that responsibility in Western culture is given to those 

who have influence and can be considered to have achieved something on their own. They 

also argue that in a hierarchical organization, it is the ones with power; i.e., management, who 
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bear most of the responsibility.  

 

The development of corporate responsibility was partly described in the section on the 

development of green business in the introductory chapter where it was discussed how we, 

through the enaction and enforcement of laws, have limited corporate owners’ responsibility 

(Broberg 2006), and that we have a society that wants to protect industry in order to protect 

their access to products and services (cf. Malmberg & Sommestad 2000). There have been 

those who have clearly stated that companies have no responsibility beyond maximizing 

profits (e.g. Levitt 1958; Friedman 1970). Bowen (2013) considered it immoral for companies 

to destroy the environment, but also argued that it was primarily the responsibility of society 

to care for the interests of future generations. Today, many companies work more closely on 

environmental issues than is required by law (e.g. Almgren 2015; Jones 2018), and at least 

part of that could be seen as greater voluntary responsibility taken by the companies. 

 

Ideas have also been expressed about shared responsibility. Fernholm (2013) writes about 

corporate responsibility as shared responsibility linked through supply chains with partially-

responsible stakeholders. Vaaland and Owusu (2012:160) define a responsible supply chain as 

“a link of business actors who jointly adopt, implement and coordinate values, strategies and 

tactics in order to connect all levels of corporate social responsibility to the business processes 

in the chain”. 

 

The term helpful is perhaps the least controversial and discussed of the characteristics that can 

help boost confidence; however, it is a concept that has been described as important in 

relationships with customers. Above all, it has been described to be advantageous for 

companies to be helpful to their customers; if, for example, the company's information is 

helpful in solving customer problems (Peppers, Rogers & Dorf 1999). The meaning of helpful 

is, according to Merriam Webster’s online dictionary, is to be “of service” or “assistance: 

useful”.  

 

The term benevolent has two meanings, according to the Merriam Webster’s online 

dictionary: 

 “Marked by or disposed to doing good”. Examples of this could be “a benevolent 

donor”, “organized for the purpose of doing good” or “a benevolent society”. 

 “Marked by or suggestive of goodwill”. An example of this is “benevolent smiles”. 
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Doney and Cannon define benevolence as when a buyer believes that a supplier “is interested 

in the customer’s best interests (benevolent).” (Doney & Cannon, 1997:36) 

2.3.3 Summarizing conclusion 

The literature review in this third part of the literature review is foremost related to the aim of 

contributing to companies’ knowledge and thereby possibly also to green improvements in 

green industrial marketing and green supply chain practices. It is also related to the second 

research question about what strategies, with an emphasis on trust, can be identified in 

companies’ work with green industrial marketing and how they can contribute to improving 

green supply chain collaboration.  

 

Improvements are related to marketing strategies in that they are consciously constructed 

formulas on how to gain a competitive market advantage, what goals to aim for, policies to 

achieve these goals, and a way for organizations to find their proper fit in an industry structure 

(cf. Porter 1980). The review shows two main categories of green marketing strategies noted 

in previous research, where one is based on internal green ambitions (cf. McDaniel & 

Rylander 1993; Kilbourne 1998), and the other is based on external forces (cf. Ginsberg & 

Bloom 2004; Rivera-Camino 2007; Chen & Lin 2011).  

 

Based on previous research, there are also different ways of building trust through green 

marketing. To simplify, the strategic ways described in prior research are, in this conclusion, 

grouped under five overarching categories: truthfulness (being truthful), credible appearance 

(appearing credible), communication and collaboration (communicating and collaborating), 

shared values (having shared values), and strategic alliances (having strategic alliances).  

 

The first category, ‘truthfulness’, is based on the observation that distrust arises when false or 

misleading green claims are used. Ginsberg and Bloom’s (2004) suggest that it is good to 

adapt the amount of green marketing to how much green work the organization actually does. 

According to them, a company that has greenness as a special strength can thus communicate 

extensively about their company’s values, while a company that invests less in green should 

hold back on green marketing. This adjustment is then implied to increase credibility as an 

answer to customers’ worries about greenwashing. This idea is also supported by several 
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researchers in later publications (cf. Schmuck, Matthes & Naderer 2018; Chen et al. 

2020; Orazi & Chan 2020). 

 

The second category, ‘credible appearance’, is based on the notion that companies should 

appear credible (e.g. Morgan & Hunt 1994; Doney & Cannon 1997; Chen 2010). Relating this 

to companies’ greenness, Chen et al. (2020) and Guo et al. (2018) write about how green 

brand image and brand loyalty can have a mediating effect on experienced risk due to 

greenwashing. Chen (2010) also writes about how the ability to display a good environmental 

performance could affect the credible appearance. Credibility has, in turn, been related to 

several characteristics: competence, honesty, fairness, responsibility, helpfulness, and 

benevolence (cf. Morgan & Hunt 1994). 

 

The third category is ‘communication and collaboration’. The communication part is 

primarily based on Morgan’s and Hunt’s (1994) suggestion that both formal and informal 

communication between organizations can build trust. They also suggested that increased 

trust was related to better collaboration. Montshiwa (2018) advocated a similar relation 

between the variables of collaboration and trust, but in an opposite way; that collaboration 

increases trust between companies. Cho, Soster and Burton (2018) also suggested such a 

relationship but specified it by referring to coordination work as being the trust-building part 

of collaboration.  

 

The fourth category, ‘shared values’, is based on Morgan’s and Hunt’s (1994) suggestion that 

shared values (between organizations) can build trust. 

 

The fifth category, ‘strategic alliances’, is built on Mendleson’s and Polonsky’s (1995) 

suggestion that trust through green marketing can be strengthened through strategic alliances, 

particularly with NGOs (Non-Governmental Organizations). This is also suggested by 

Marano and Tashman (2012) and Bennie (1998). 
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Figure 4: Categories of trust strategies in green marketing based on ideas from prior research included in this study’s review  

 

It should be noted that since the literature presented in this section is built on data from 

consumer markets, it is not clear whether the proposed marketing strategies would be 

applicable to an industrial market. 

 

2.4 Theoretical synthesis 

This chapter is built up on a literature review in three parts, with research from different 

theoretical fields linked to the aim of the thesis, which is to explore and advance the 

understanding of green industrial marketing, with the underlying aim of merging the fields of 

green marketing and green supply chain management, as well as to contribute to companies’ 

knowledge and thereby potentially to green improvements in green industrial marketing and 

green supply chain practices. A goal of this framework is thus to contribute to these aims.  

 

The reviewed research fields are green marketing and the emergence of green business, 

industrial marketing, green industrial marketing, green supply chain management, green 

marketing strategies and trust. It is a fairly extensive collection of fields, which is necessary 

due to the fact that green industrial marketing is an emerging research field that is influenced 

by a number of other research fields, and among them the fields reviewed in this chapter. 

 

The first part of the chapter reviewed how previous research described the development of 
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green marketing and green business, practices from which green industrial marketing have 

developed. It was shown that green marketing and green business are practices that have 

developed in a specific context over a long period of time, arising from pressure on 

companies to assume greater environmental responsibility. It was also shown that there are 

barriers that stop companies from becoming green or greener, challenging surrounding 

practices like green marketing.  

Among these barriers was the gap between what green products consumers say they want to 

buy and what they buy (e.g. Crane & Peattie 2005; Gleim & Lawson 2014; ElHaffar, Durif & 

Dubé 2020). It was also shown that an ascertained lack of knowledge (Chen 2010; 

Vazifehdoust et al. 2013; Kanchanapibul et al. 2014), internal and external resistance (Kumar 

& Rahman, 2015), insufficient governmental support(Kumar & Rahman, 2015; Baki, 2018), 

and lack of trust (e.g. Chen 2010; Woolverton & Dimitri 2010; Boström & Klintman 2011; 

Oruezabala & Rico 2012; Almgren 2015) can be obstructions to greener business practices.  

Not only does prior research show that there are obstructions to green business, but also that 

the term “green marketing” is contradictory in and of itself. The terms “green” and 

“marketing” have different associations when it comes to environmental issues (Grant 2007). 

These barriers and contradictions could also be spilling over onto green industrial marketing.  

 

Another field that green industrial marketing emerges from is industrial marketing, which is a 

field with some question marks noted in previous research. This especially regards the actual 

difference between industrial markets and consumer markets; a difference that, to some 

extent, is clear since several differences between consumer markets and industrial markets 

have been noted in prior research (e.g. Cooke 1986; Håkansson & Snehota 1989; Gronroos 

1994). This has resulted suggesting the need to develop different marketing models for the 

two market types, since research results from the consumer marketing research field could be 

difficult to apply in industrial markets. This was one of the starting points for industrial 

marketing research.  

However, less research with a focus on industrial marketing has been made in comparison to 

research with a focus on consumer marketing (cf. LaPlaca & Katrichis 2009), and therefore 

fewer marketing models adapted for industrial markets have been developed. Added to that, 

there are opinions in marketing research that differences between market types are not that 

definite (cf. Cova & Salle 2007; Gummesson & Polese 2009).  
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When reviewing green industrial marketing research, patterns similar to those of in the review 

of prior industrial marketing research are found. In comparison to green consumer marketing, 

there is relatively little research in the field of green industrial marketing. The research that 

does exist is, however, mainly linked to green supply chains, and problems surrounding 

collaboration in the chains are highlighted (see figure 2). There are also suggestions as to how 

marketing can be of use when solving those collaborative problems in previous research. This 

can be related to the second research question as to what strategies can be identified in 

companies’ work with green industrial marketing, and how they can contribute to improving 

green supply chain collaboration. 

So far, the suggestions in research as to how marketing can be used to improve green supply 

chains has pointed to marketing’s role in improving green supply chain collaboration could be 

to convey information about the market to supply chain management, as well as to 

communicate information from supply chain management back to the markets (cf. Liu, 

Kasturiratne & Moizer 2012; Sarkar 2012; Swami & Shah 2013). Green marketing could, in 

this way, be what holds the green supply chain together, enables green information flow 

between green supply chain management and the market, as well as surveying green 

consumer needs, creating demands, and encouraging all stakeholders to go greener.  

Thus, prior research indicates that green marketing can add value to industrial relationships. 

The green information flow could, for example, be one way of improving green collaboration, 

integration, and coordination, but green marketing can also enable that through integrated 

marketing plans. However, more research and knowledge about is needed; take, for example, 

practical descriptions and models of how marketing could improve green supply chain 

collaborations. Also, it is still unsure as to how big the difference is between green industrial 

marketing and green consumer marketing, since the exact relation between consumer markets 

and industrial markets is still unclear. 

In the last part of the chapter, a research review has been made for green marketing strategies, 

trust, and possible strategies to increase trust between organizations. This review showed that 

two main categories of green marketing strategies have been noted in previous research. One 

type is based on internal green ambitions where the impetus to practice green marketing 

comes from within companies (cf. McDaniel & Rylander 1993; Kilbourne 1998), and the 

other is based on external forces where the impetus to practice green marketing comes from 

outside companies (cf. Ginsberg & Bloom 2004; Rivera-Camino 2007; Chen & Lin 2011). 

Based on previous research, five overarching categories as to how to build trust in green 
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marketing were identified: truthfulness (being truthful), credible appearance (appearing 

credible), communication and collaboration (communicate and collaborate), shared values 

(having shared values), and strategic alliances (having strategic alliances). Credibility has 

been related to several characteristics: competence, honesty, fairness, responsibility, 

helpfulness, and benevolence (cf. Morgan & Hunt 1994). 

 

 

 

Figure 5 Summarizing theoretical synthesis 
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3. Methodological choices 

The main intention of this chapter is to give the reader a sense of the methodological choices 

made in this study, and an increased understanding of myself as a researcher, as well as to 

describe and discuss the methods and tools used when collecting and processing data. In the 

first two sections are my scientific perspective and preconceptions described. In section three 

a general description of the research design and research strategy is presented, as are 

discussions of my major methodological choices.  

 

In section four there is a discussion on my choice to study only one industry, as well as the 

choice of industry. In section five there are descriptions of the methods I used, as well as a 

description and a discussion concerning data selection and gathering for respective 

methodological tools. Section six is about the process of interpreting the data. Section seven 

concerns the ethical considerations that have been made during the study. Section eight is 

about the trustworthiness, as well as reach and limitations of the study. Section nine 

summarizes the chapter. 

3.1 Scientific perspective 

Merriam (1994) writes that a researcher’s world view should be clearly stated in a study, 

which is something I agree with and that is a reason why my world view is shared in this 

section. My view of the social world is that we interpret it differently, that there is probably 

no absolute truth about our social world, and that the social world is possibly under constant 

change. This view is close to what has come to be called social constructivism.  

 

Alvesson and Sköldberg (2017) write that social constructivism is about trying to understand 

how social phenomena are socially constructed. They argue that a social constructivist study 

often has two to four phases where the first phase is to discover how some social phenomena 

are taken for granted, the next phase is to show that this way (being taken for granted) does 

not need to be the only way. They write that some studies then move on to a third phase 

which involves criticizing what has been taken for granted, and then in a fourth phase, 

propose change. Well, do I want to change something? Since this study is largely 

instrumental, I believe it is possible that my research results could affect companies’ green 

marketing and I would not perceive that as something negative. The will to change is thereby 

part of my underlying interpretive intentions, but not a major goal of this thesis. 
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3.2 Preconceptions 

Frostling-Henningsson (2017) argues that a researcher should benefit from preconceptions, 

and make them part of the research, which is what I think I have done. However, a 

researcher’s background is more than a contribution, it can also be considered part of the 

study’s interpretations and analysis. Alvesson and Köping (1993) write that in social 

constructivist research, the researcher is given a more central role as an interpreter. Thus, the 

researcher’s background, experiences, interests, knowledge, and theoretical choices are also 

assumed to be of interest. Within a social constructivist perspective, the researcher’s work and 

end results are viewed as subjective. Therefore, in this section my educational and 

professional preconceptions are presented, as well as my relation to the studied industry.  

 

I have a Master of Science degree in Business Administration and Economics from Södertörn 

University, where I majored in Business Administration. At the beginning of my doctoral 

studies, I gained impressions from various academic fields such as philosophy and the matter 

of symbolic value (cf. Habermas 1981), discourse and the understanding of texts and 

languages (cf. Fairclough 2003; Wittgenstein 2014), economic history (cf. Gratzer 1996) and 

branding (cf. Holt 2002). I eventually landed in green industrial marketing with my main 

theoretical influences coming from green marketing, green business, industrial marketing and 

green supply chain management; green marketing strategy, and green trust; as well as in the 

interpretative qualitative approach with particular inspiration from Bhattacherjee (2012). I 

have let the interpretative qualitative approach guide me in my work in exploring green 

industrial marketing, green industrial marketing strategies, as well as trust-building in and 

through green industrial marketing. 

 

The choice of topic—green industrial marketing with emphasis on supply chain collaboration 

and trust—is probably a mixture of the experiences I have from my studies and from working 

in industrial markets, as well as a deep interest in environmental issues. As far as I can 

remember, I have always been interested in solving environmental problems. I have tried to 

influence my surroundings to become more environmentally friendly, for example in 2018, 

when I co-founded a local climate network for which I was later granted a municipal prize in 

2020, and when I started to write for the Swedish environmental blog Supermiljöbloggen in 

2020. 
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My first full-time employment after my university studies was in the Swedish textile service, 

which is also the industry that I choose to focus on in this thesis. However, this was not the 

first time I came into contact with this industry. The first time I came into contact with the 

industry was in 1997 when a laundry was bought by a family member, and I was given the 

opportunity to work there on weekends and holidays during my high school years. During this 

time, I did not reflect much on what I was working with besides the issue of eco-labelled 

detergents. According to my family member, the eco-labelled detergents were a request, or 

perhaps it was a requirement, of one of the hotel customers. I viewed the customer’s request 

as positive since I was interested in environmental issues, but I was at that time unaware that 

such requests were still rather uncommon. 

 

The next encounter with the textile service industry that I had was after my university studies 

in 2008 when I was hired as a seller and marketer for a Finnish-owned textile service 

company. I stayed in this company until 2011. My duties included visiting companies 

(different industries, small, medium, and large) in Sweden, and either introducing the concept 

of textile services or explaining the specific advantages of textile services offered by the 

company. I learned that one of the key competitive advantages was that the company offered 

eco-labelled textile services. However, the environmental work could also make the buyers 

suspicious, and some asked for proof of sustainability (preferably something that they 

themselves could show their own customers), while others asked if sustainability meant extra 

costs.  

 

I understood early on that interests in environmental work varied greatly between large and 

small companies, as well as between different industries. However, it was perhaps not 

primarily the environmental interest that varied between industries, but that different types of 

green requirements or eco-labels were demanded in different industries. For example, ISO 

14001 was primarily demanded by companies in heavy industries, while the Nordic Ecolabel 

was asked for primarily by hotels. I did not feel that the company I represented had its own 

innovative way of working with the environment during the time I worked there; but rather 

that environmental work was heavily restricted by consumer demand and the ecolabelling 

system.  

 

Although we were able to formulate text messages about environmental work, which could be 

defined as green marketing, customers were primarily interested in sustainability reports and 
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ecolabelling certificates. In particular, I noticed how the value of a company’s ecolabelling 

was largely based in how well it fit into the customers’ supply chains. For the largest 

customers, it could also be about seeing how specific emissions stated in the sustainability 

report could contribute to the customer’s total reduction of emissions.  

 

The company’s environmental work also affected me as an employee. When I was looking for 

potential employers after graduating, I was only interested in employers that were working on 

environmental issues and I was particularly interested in the company in which I later became 

an employee because I knew it was an eco-labelled company.  

 

As I was responsible for analyzing the Swedish textile service market, I submitted a monthly 

report on the current market situation in Sweden. These analyses made me realize that the 

company’s environmental work was not unique, since all larger companies had it; however it 

was a competitive advantage in relation to the smaller companies that did not have active 

environmental work.  

 

Later I started my own marketing agency, where one of the services we offered was green 

marketing. It was when I started to market the value of my customers’ greenness that I 

became really interested in the implications of my choices. I started to think about the way I 

could make buyers think that a product was environmentally friendly by adding, for example, 

an image associated with nature. I did this, although the actual sustainability could be called 

into question. I also found that buyers were unsure of what the most sustainable purchase was, 

a common kind of uncertainty when it came to issues of sustainability. I found the issue of 

trust to be a key element when communicating green actions.  

 

So, with all these personal experiences, why explore this topic further? The short answer is 

that the experiences made me more curious. Another relevant question early in the process 

was if the Swedish textile service industry was the most useful industry to study when it came 

to this topic. A more elaborative answer to that question will come later on in this chapter, but 

one answer is that I have had a nagging feeling that green marketing in this industry could be 

improved. I witnessed the frequent disinterest of smaller companiesin requesting or offering 

green services. What stopped companies from working on the environment and how could 

green marketing be improved to suit more companies? It was also from my experiences in the 

textile service industry that I learned how challenging it could be to market local greenness in 



63 

 

other countries. This international perspective is not given much attention in this thesis, 

although a glimpse of it is seen in the interview study. 

 

I see my preconceptions both as assets and as a problem. Preconceptions give the researcher a 

specific perspective and could prevent other perspectives from being considered. However, I 

have tried to use my experiences from within the textile service industry as pre-study 

observations and I have chosen to see the experiences as something that enriches my study 

rather than a limitation.   

3.3 Research design and research strategy 

The unit of analysis in this thesis is green industrial marketing, with an emphasis on supply 

chain collaboration and trust strategies. This is defined by the aims of this thesis, which are to 

explore and advance the understanding of green industrial marketing, with the underlying aim 

of merging the fields of green marketing and green supply chain management. There is also a 

goal of contributing to companies’ knowledge, and thereby possibly also to green 

improvements in green industrial marketing and green supply chain practices. These aims are 

met by answering two research questions, the first of which is how green industrial marketing 

is practiced and how the practice has developed over time. The second research question is 

what strategies, with emphasis on trust, can be identified in companies’ work with green 

industrial marketing and how they can contribute to improving green supply chain 

collaboration. In order to fulfill these aims and answer the research questions, I have chosen 

to conduct an interpretive and qualitative study with a focus on green industrial marketing, 

supply chain collaboration and trust-building in, and through, one industry and over time. 

 

Based on an initial pilot study, I have combined three sub-studies with three sets of data to 

‘circle’ the phenomena; a so-called triangulation where more than one approach is used when 

looking at one research question (cf. Webb et al. 1966; Spicer 2012). The first sub-study is a 

qualitative content analysis of green marketing texts. The second sub-study is an interview 

study with an industry perspective. The third sub-study is what I refer to as a minor case study 

with a focus on the customer perspective and it is based on interviews and documents.  

 

Inspired by Bhattacherjee’s (2012) description of the interpretive study, I have chosen to 

include the following four components in this study’s research design: 1) gathering data by 

combining methods, 2) reading the data and get a sense of the whole, 3) finding parts of 
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significance and dividing them into themes, 4) identifying and reconciling deeper structures. I 

have also added an initial pilot study that precedes the first step suggested by Bhattacherjee. 

However, the pilot study, to some extent, relates to all four steps in Bhattacherjee’s 

description of an interpretive study, as it is a phase of trying out the research design and 

process. 

 

 
Figure 6: The five components of the research design 

3.3.1 An interpretive and qualitative approach  

According to Bhattacherjee (2012:105), there are several unique advantages of interpretive 

studies: “First, they are well-suited for exploring hidden reasons behind complex, interrelated, 

or multifaceted social processes, such as inter-firm relationships or inter-office politics, where 

quantitative evidence may be biased, inaccurate, or otherwise difficult to obtain. Second, they 

are often helpful for theory construction in areas with no or insufficient a priori theory. Third, 

they are also appropriate for studying context-specific, unique, or idiosyncratic events or 

processes. Fourth, interpretive research can also help uncover interesting and relevant 

research questions and issues for follow-up research.”  

 

Green industrial marketing is an inter-firm relational practice where relationships could 

influence the content and its perceived credibility. Green industrial marketing is, furthermore, 

a theoretical area with limited theory development. The development of the practice is based 

on specific events and processes that could sometimes be influenced by the business world 

and by a larger societal transformation. Finally, this study can hopefully give rise to further 

research on a highly relevant topic. Based on this, I decided that the interpretive approach was 

a suitable approach for this study. 

 

Pilot
• Pilot study and creating principles for the main study

Step 1
• Gathering data by combining three collection techniques  

Step 2
• Reading the data and getting a sense of the whole 

Step 3
• Finding parts of significance and dividing them into themes 

Step 4
• Identifying and reconciling deeper structures
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When I started my thesis project, I was interested in the phenomenon of green industrial 

marketing, and in particular, how trust could be built in a rather uncertain practice. However, I 

did not know the variables I needed to, for example, test a hypothesis. This gave me a starting 

point of instead exploring and advancing the understanding of green industrial marketing, as 

well as better understanding the practice and mechanisms behind trust-building in green 

supply chains. I thereby became an explorer of green industrial marketing in search for 

unidentified variables and mechanisms. In addition, my social constructivist view made me 

see my interpretations as an important aspect of the study.  

 

Another choice has been to undertake a qualitative study. An advantage of qualitative studies 

is that the researcher is given the opportunity to observe a phenomenon without knowing all 

variables, as well as offering new understandings of a phenomenon. The qualitative research 

approach allows the researcher to interpret meanings, particular contexts, and processes, and 

to identify unanticipated phenomena and influences (Maxwell et al. 2013).  

 

Some quantifying elements have, however, been used in this study as a pragmatic way to 

explore and present certain data, but most of the data is studied through qualitative methods. 

The mix of quantitative and qualitative methods has historically been seen as problematic due 

to conflicting epistemological and ontological perspectives, but this has, to some extent, 

changed, and it can nowadays even be seen as a pragmatic path for acquiring new knowledge 

(cf. Goldthorpe & Goldthorpe 2000; Morgan 2007).  

3.3.2 A pilot study, three sub-studies, and multi-methods  

Bhattacherjee (2012) writes that the first step of an interpretive study is to gather data. I, 

however, started my study by making a pilot study. Denscombe (2014) writes that a pilot 

study is used in cases where a certain technology for gathering information needs to be tested 

or a certain arrangement attempted, and a pilot study corresponds with the main study but is 

carried out on a small scale (Denscombe 2014). The pilot study was completed in 2012, and 

some of its data has been included in the sub-studies’ data. The pilot study gave me an idea of 

what marketing materials to choose, what texts I would interpret as green marketing texts, 

what marketing tools I should chose as sources, and what time frame could be relevant. A 

result of the pilot study was a document with guiding principles for the qualitative content 

analysis (See section 3.5.1 and Appendix 2 for more details).   
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Once the pilot study was done, I proceeded to gather three sets of data through the three sub-

studies. The reason I choose multi-methods; that is, combining different data collection 

techniques, was because I wanted to be able to explore green industrial marketing from 

different perspectives, and thereby advance the understanding of green industrial marketing 

by circling the phenomenon, as well as making more reliable interpretations. According to 

Bhattacherjee (2012), different data collection techniques can increase a study’s credibility 

because it increases the confidence in the data and the understanding of the problem.  

 

The first sub-study was of green marketing texts produced in the Swedish textile service 

industry between 1996 and 2021. The texts were gathered and analyzed according to the 

principles of qualitative content analysis. This is a very important part of the data since green 

marketing texts contribute to both the research question of how green industrial marketing is 

practiced, and how the practice has developed over time, as well texts that include traces of 

identifiable green marketing strategies.  

 

In the second sub-study, I was able to delve deeper into what green marketing can mean for 

industry actors. In this study, representatives from the Swedish textile service industry were 

interviewed, as well as interviewees closely related to the industry. Through this sub-study, I 

could explore how representatives expressed themselves in relation to green marketing 

practices. This data supplemented the green marketing text data since it gave a deeper 

understanding of green industrial marketing practice that would not have been possible based 

on green marketing texts alone.  

 

To understand the relational aspects of green marketing and green supply chain collaboration, 

I also explored the perspectives of the next step in the supply chain. To frame these 

perspectives, I chose to interview customer representatives. In this sub-study, I also included 

other types of documents to get a clearer idea of the interaction processes impacting green 

industrial marketing and how the practice influences green supply chain interaction. This sub-

study therefore turned into what I refer to as a minor case study. This sub-study supplemented 

the other sub-studies in that it enlarged my understanding of green industrial marketing from a 

customer’s perspective, as well as from a relational perspective. 

 

These sub-studies all have advantages and disadvantages. The qualitative content analysis 

gave the opportunity to observe how green industrial marketing has been practiced, as well as 
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by who and via what marketing tools. This gave me a better understanding of green industrial 

marketing, the strategies used to build trust, as well as the connection to their socio-historic 

context as I could relate the texts to certain time periods and different marketing tools. There 

is, however, a limitation to what interpretations I could make from only reading these texts. 

To enlarge my dataset, I therefore combined them with the interview study and the minor case 

study. 

 

The main advantage of the interview study was that it gave me the possibility of seeing green 

industrial marketing from the subjective perspective of involved participants. The reliability 

of what a person is saying can, however, be problematic (Kvale & Brinkmann 2009), which 

made combining this sub-study with the two other sub-studies important.  

 

The main advantage of the case study was that it enabled me to see green industrial marketing 

from another perspective—namely the customer perspective—as well as from a more 

interactional perspective. The main disadvantage of a case study is that it involves few units 

and could thereby be misleading (Yin 1994). The combination of these methodological tools, 

however, enabled me to gain from their advantages, at the same time reducing their 

disadvantages (For more information about the respective sub studies, see section 3.5.2, 3.5.3 

and 3.5.4.). 

   

Figure 7: Data gathered from three sub studies 

 

 

Qualitative content analysis: 
Green marketing texts  

Green marketing text units (N>213) 
produced within the Swedish textile 
service industry as well as texts that 

increases the socio-historic 
understanding 

 

Interviews:  
The industry perspective 

Interviews with managers from within 
the Swedish textile service 

industry (N=7) and interviews with 
representatives from organizations 

related to the Swedish textile service 
industry (N=4) 

 

A minor case study:  
The customer perspective 

A local case including interviews with 
customer representatives (N=5), green 

marketing texts produced by the 
customers (N=4), texts about 

procurements (N=2) and specific 
requirements from one textile purchase 

made by the municipality (N=1).  
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3.3.4 Time and a socio-historical context 

Studying green industrial marketing from three different decades was another choice I made. 

There have been multiple benefits to this approach; first and foremost that I could examine 

whether there were changes over time. I could associate time-linked events with the data, and 

I could see if development would look different for companies of different sizes or national 

origins. Bhattarcherjee (2012) writes that social phenomena are shaped by human experiences 

and social contexts and are therefore best studied within their socio-historical context. To 

understand green marketing and trust in industrial markets in relation to a socio-historic 

context, green industrial marketing texts have been related to their temporal contexts and their 

contexts within industry.  

 

This interpretation of a socio-historical context is also supported by Bhattarcherjee’s 

(2012:106) writing about interpretive studies as following a social process over time: 

“Interpretive research is often not concerned with searching for specific answers, but with 

understanding or “making sense of” a dynamic social process as it unfolds over time”. I made 

an early choice to include time as an aspect of the data. A one-time observation can only show 

what a phenomenon looks like in one specific situation and is thereby limiting the possibilities 

of differing the phenomenon from the surrounding situation.  

  

Signs, attitudes, practices, events, relational bindings, and meanings have, in this study, been 

related to each other and divided into different time-phases and themes. A study over time 

could, for example, show a relationship between a new legislation or a new certification and 

green marketing strategies in one time-phase, but not in another, and thereby contribute to a 

better understanding of the mechanisms affecting or being affected by green industrial 

marketing. Loasby (2001) wrote that an advantage of a longer time perspective is that it 

makes it easier to see patterns. He, however, also noted that it is not only the timing of certain 

events that is of interest, but also other contextual understandings of those event. 

 

Since the different sub-studies have different time frames, and because the time frames for 

data collection within each sub-study are also, to some extent, irregular, is of importance in 

this thesis. Time frames are presented in section 3.5 and time indications are given in both the 

empirical chapters and the analysis. This has made me, as a researcher, more aware of the 

different time frames when making my analysis, and it can help a reader to determine how 
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relevant the results are given different time frames. The same applies to the interviewees 

having different backgrounds and expertise, something that is stated in section 3.5, as well as 

in the empirical chapters, and in the analysis. 

 

3.4 Focus on one industry and choice of industry 

For my study, I have chosen to focus on one industry: the Swedish textile service industry. 

The reasons I choose to focus on companies from one industry was that the companies there 

had similar contextual situations, and that I could make comparisons between, for example, 

large and small companies, or between internationally- and nationally-active companies. It 

was also reasonable to assume that the companies needed to work with roughly the same 

environmental challenges and that the green marketing texts would thus be more comparable 

than green marketing texts from companies with other environmental challenges.  

 

Gratzer (1996) argued that the study of an industry gives the possibility of studying horizontal 

competition within the industry, but also vertical links like business relationships and 

networks. I also saw the advantage that the companies in one industry are competitors, as it 

suited my study dealing with competing marketing texts.  

 

The advantage in selecting a small part of the market is that one can also observe a specific 

and complex phenomenon in-depth, as well as its specific contextual conditions (cf. Gratzer 

1996). However, there are also disadvantages, such as the difficulty of drawing cause–effect 

conclusions and not being able to generalize (cf. Flyvbjerg 2006). This study does not offer 

generalizing answers, but a more in-depth understanding of green industrial marketing and a 

foundation for further research.   

 

Only following one company could have given a more in-depth information of that particular 

company, but it would also decrease the possibility of information regarding horizontal 

competition and vertical links. It would also limit information on green industrial marketing 

development, as more companies could provide more information. Another option would 

have been to compare companies in different industries, but that would have required the 

analysis of several contexts; for example, varying environmental challenges and would have 

resulted in a less deep understanding as well as less opportunity to study horizontal 

competition. 
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3.4.1 The Swedish textile service industry 

The choice of industry for this study has landed on the Swedish textile service industry where 

the core business is industrial and institutional textile and laundry services. The textile service 

industry is a rather traditional industry with a substantial market impact. EESC (European 

Economic and Social Committee) wrote in a report from 2010 that this “traditional industry 

operates on a considerable scale” (EESC 2010:4) and that the industry has “the potential to 

continue making a significant contribution to the development of a European economy 

providing jobs and economic and social cohesion. […] It is a rapidly expanding market, both 

in terms of turnover (some EUR 10 billion per annum) and staff numbers (over 200,000 are 

employed).” (EESC 2010:1)  

 

There are several interesting industries to study from a green industrial marketing perspective, 

but the textile service market was chosen because of its wide linkages to almost all other 

industries (any industry in the need of, for example, working wear, linen, protection 

equipment or entrance mats), its multi-complex value chains as well as its heavy dependence 

on natural resources (foremost water, chemicals and energy) (cf. Boström et al. 2012; cf. 

Naturvårdsverket 1995). It is a chemical-intensive industry; chemicals are used throughout the 

manufacturing process, from the chemicals used in fiber production, bleaching, dying etc., to 

the chemicals added to finished products to give them a certain property, like flame-retardant 

treatments and waterproofing (Konkurrensverket n.d.). 

 

Previous research results also show that environmental aspects are important for actors 

offering textile services (e.g., Boström & Klintman 2011; Boström et al. 2012; Börjesson 

2017) and the complexity of the environmental impact related to a multifaceted supply chain 

(Boström & Klintman 2011; Boström et al. 2012; Börjesson 2017).  

 

The choice of the Swedish textile service industry for this thesis instead of the global textile 

service industry has to do with several factors. First, it is interesting that the industry was 

already restrained by the 1969 Swedish Environmental Act and that the industry therefore has 

continued to be monitored by governmental organizations as well as the public. This regards 

the laundry service as well as the textile production (that nowadays is mostly conducted in 

East European and Asian countries).  
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The notion of environmental consciousness arrived earlier in this industry compared to 

industries that traditionally have not been included in environmental acts or been an object of 

NGO attention. However, in this industry there are also tendencies to greenwash (cf. Nyquist 

2013). Another aspect of why the Swedish textile service industry is of particular interest is 

because data on Swedish companies is relatively easily accessible, with open archives for 

annual reports, websites, and printed data. This gives the possibility of finding more data. 

 

The choice of which companies to follow was not easy as alternative divisions could have 

been made. Firstly, this study is based on companies with the SNI code 96011 (industrial and 

institutional textile and laundry service) in 2012. Secondly, only companies with a website in 

2012 were included and a qualitative examination was made so that the code and the 

description of the code matched their actual business activities. Thirdly, only a few companies 

have been included even though there are actors in the textile service industry that are not 

limited companies. The reason for only studying a limited number of companies was that the 

data then became more comprehensible; for example that they have similar annual reports. 

The chosen companies were afterwards followed both backwards and forwards in time 

between 1996 and 2021.  

 

The companies’ national origins have not been considered, only that they were registered and 

active in the Swedish market in 2012. The reason for including foreign- owned companies is 

that there are major international actors active in the Swedish market and also that it offers the 

opportunity of comparing them to actors that are only active in national markets and thereby 

adds another perspective to the Swedish textile service market. Takeovers and mergers have 

sometimes blurred the impression of what companies to include, but in total 56 companies 

within the industry were chosen and are listed in Appendix 4 with legal names, corporate 

numbers, website domains in 2012, as well as average revenue between 2007 and 2016. The 

companies have been traced through SCB’s (Statistiska Centralbyrån) SNI (Standarden för 

svensk näringsgrensindelning) code 96011 and through the databases Retriever Business, 

Google, Allabolag, and Kompass as well as the search engine Google. 

 

3.5 Methodological tools and data gathering 

In this section, accounts for methodological tools and data gathering in the respective pilot 

and sub-study are presented. All selection of data follows what Teddlie and Yu (2007) 
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describe as a purposive sampling; that is, collecting data on the basis of specific criteria set up 

by the researcher, and data that the researcher thinks is best suited to meet the aims of the 

thesis and answer the research questions. Interpretation and analysis processes are described 

in section 3.6.  

3.5.1 The pilot study and principles for the green marketing texts 

When I had decided on an appropriate research strategy and research design, there were still a 

few questions to be answered. The first question was how I would go about searching for the 

green marketing texts published by companies in the industry. The second question was 

which time period I would use for my study. The third question was how I could distinguish 

what green marketing was, and what was not green marketing. Based on this, I decided to do 

a pilot study in which I could define my principles as to how to conduct my qualitative 

content analysis study of green marketing text. The result was seven out of a total of twelve 

final principles. The final five principles were added at a later stage and are presented in 

section 3.5.2 about the qualitative content analysis study and are also found in Appendix 2.   

I started my pilot study by making a thorough examination of the industry by reading industry 

magazines and reports, and later by trying to find sources that would include information 

about both the industry and the environment. My main tools in this search were SCB, 

Retriever business, and Google which I used to find companies that were part of this industry. 

The tool to search for printed information like magazines and reports linked to the library was 

the National Library of Sweden’s database Regina. I went back to the mid1900s; that is, the 

time when the industry started to grow. I used the database to search for the keywords 

‘laundry’ and ‘laundry + environment’. The first result from the combined words was a report 

from 1984 and it was about the environmental impact of laundry facilities in Malmö 

published by the street office in Malmö.  

 

Parallel to this, I studied 23 industry websites and to see what kind of green marketing they 

contained. However, in order to identify green marketing texts, I first needed to find a 

definition of marketing that would guide me as to what marketing texts comprised and define 

a suitable set of marketing texts. From the dataset of marketing texts, I could identify green 

marketing texts. The definition I found to be most well-used was AMA's definition of 

marketing: "Marketing is the activity, set of institutions, and processes for creating, 

communicating, delivering, and exchanging offerings that have value for customers, clients, 
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partners, and society at large." Based on this, I established my first principle for the main 

study; that the entire websites and any other written material published and openly displayed 

was to be considered ‘marketing’.  

 

Defining green marketing was not as easy. Available definitions of green marketing describe 

it as different types of green business activities (Polonsky 1994; Business Dictionary n.d.) that 

“incorporates a broad range of activities, including product modification, changes to the 

production process, packaging changes, as well as modifying advertising” (Polonsky 1994:1).  

 

AMA's definition of green marketing is similar, but in its definition green marketing is linked 

to products that have better environmental impacts than other equivalent products. Based on 

my personal experience, I found that AMA's definition became difficult to use in my study as 

I did not intend to find out how environmentally friendly the companies’ products actually 

were (that is, not finding out the truth content of green claims); only how they were marketed. 

I instead intended to lean on the Business Dictionary’s definition of green marketing that 

reads: "Promotional activities aimed at taking advantage of changing consumer attitudes 

toward a brand. These changes are increasingly being influenced by a firm's policies and 

practices that affect the quality of the environment and reflect the level of its concern for the 

community."  

 

For me, this was a definition where I did not have to find out how environmentally friendly 

companies’ products were, only that they were promotional activities that could reflect 

corporate concerns for the community. There are problems with choosing this definition, 

while at the same time it is important to be able to investigate green marketing from a social 

science perspective where the possibilities of, for example, exploring environmental benefits 

are very limited. In addition, the aim of the study was not to investigate environmental 

benefits. 

 

Based on these definitions, and previous experiences, I established a second principle for my 

research framework; that green marketing was a promotional message linked to 

environmental considerations. In total 19 of the 23 websites contained green marketing based 

on this definition. Most of these websites had clearly highlighted the green marketing texts 

by, for example, having a sub-page called "Environment" that contained information on how 

the company worked on environmental issues. I used the content of these websites to form an 
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understanding of how green marketing was communicated in the form of frequent words, 

designs, photos and images, illustrations, colors or associations to something else. This helped 

me decide upon the third principle; to note words, design, photos and images, illustrations, 

colors and associations or anything else considered significant when conducting the main 

study.  

 

When I studied the websites that did not have their own subpages for green marketing, I 

noticed how they often had shorter green marketing texts but still had similar content to those 

with green marketing in specific sub-pages. Those with separate sub-pages for the 

environment could, however, also have green marketing texts on several subpages and it 

could sometimes only be a word (e.g. “environment”), a phrase (e.g. “We work 

environmentally consciously”) or a symbol (e.g. ISO 14001) related to their environmental 

work.  

 

Based on these findings, I decided to define one or more words or symbols as green marketing 

text, as well as connected words or symbols as units of green marketing texts. A text unit 

could be one word or symbol, or many words in a text up to an entire text chunk if all 

sentences were interconnected and seen as green marketing text. An example of such a text 

unit that I defined as one green marketing text was from the website of Bollnäs Mattsystem in 

2012 under a sub-page named “Environmental Policy”: 

 

“Bollnäs Mattsystem and the environment 

In all our activities, we shall behave in an exemplary manner with regard to the 

safety and care of our employees, our customers, product users and the external 

environment. Bollnäs Mattsystem wants to be part of a sustainable future where 

economic growth, which meets people’s different needs, is combined with sound 

care for the environment.” 

 

“Environmental declaration  

Bollnäs Mattsystem aims to meet customer needs in an environmentally adapted 

and resource-sustainable way through continuous improvements in the 

environmental area and through prevention of environmental pollution in all 

our activities. We must ensure that our products and our operations are safe from 

an environmental point of view and see the environmental dimension as an 
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integral part of our business. Our goal is to reduce waste, reduce energy use, 

explore recycling opportunities throughout our operations.” 

 

“To achieve this, we will:” “Evaluate the environmental impact of all our 

activities. 

Applying stricter requirements than required by law when we find this necessary. 

Use methods of environmental impact assessment that are powerful, 

scientifically sound and widely accepted in the context of current knowledge. Use 

environmental management systems that should be part of our daily operations 

and routines for reporting and control. 

Work together with customers in order to promote environmental improvement 

work, increase the level of knowledge and disseminate knowledge about applied 

environmental work. 

 

Remain aware of current environmental issues, new knowledge and public 

concerns. 

Ensure that our employees are fully aware of the company's environmental 

policy and motivated to apply it. Ensure that our employees are aware of their 

own responsibilities and are provided with the necessary training and support to 

be able to fulfill this.” 

 

Another example of what I defined as a green marketing text was from Comforta’s (2012) 

website and this sentence on the first page: 

 

“Sustainability report 2011  

Lindström Group reports annually about its sustainability and the latest report was 

published in May 2012. The report covers financial, social and environmental 

responsibility. Read more>>”  

 

In particular, I was focused on whether the word ‘environment’ was mentioned, or on words 

that I, based on my past experiences, associate with the company's environmental work. Texts 

that I did not consider to be green marketing texts were texts where the content could be 

related to the company’s environmental work, but where the environment was not in focus. 

Examples of this were texts about the cost benefits of using fewer resources or where quality 
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or responsibility were mentioned without explicitly linking them to the company’s 

environmental work.  

  

I could see that some words were more frequent in green marketing texts on websites; for 

example “environment”, or similar words like "environmental", “environmentally” and 

“green”. I made a word cloud and saw that “water”, “energy”, “detergents”, “ISO 14001”, 

“requirements”, “waste” and “recycling” were also frequent words in these texts. Other 

frequent words were “sustainable”, “certification”, “responsibility”, “quality” and “supplier”, 

but they were not always related to environmental issues. Based on the content of the green 

marketing texts that I read in the pilot study, I formed a fourth principle for the main study, to 

identify marketing texts including the words “environmental", “environmentally”, “green” 

“water”, “energy”, “detergents”, “ISO 14001”, “waste” and/or “recycling” as green marketing 

texts. 

 

The next step in this pilot study was to find more sources of green marketing texts published 

in the Swedish textile service industry. First, to define what kind of sources counted as 

‘marketing’ I used the AMA’s definition of marketing: "the activity, set of institutions, and 

processes for creating, communicating, delivering, and exchanging offerings that have value 

for customers, clients, partners, and society at large." Based on that definition, I considered 

external corporate communication to be marketing. Secondly, I was looking for sources that 

would complement the data from the websites and be tools that many companies used for 

external communication. Based on this, I decided to also include the companies’ printed 

matter, annual reports, and Facebook pages.  

 

In my pilot study, I also examined how green marketing texts could be identified in other 

chosen sources. In much the same way that I identified green marketing texts on the websites, 

I now went on to identify green marketing texts from the other sources. An example of a text 

unit considered ‘green marketing text’ is found in Berendsen’s annual report from 2012: 

 

“Environmental impact 

All of the company's units are downgraded to V-operations (other 

environmentally hazardous activities that do not require registration or 

permission, but which of course must comply with laws and regulations).  
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The main environmental impact of operations is carbon dioxide emissions into 

our air from our transports and combustion of oil, gas and natural gas in the 

production units. 

Emissions to water contain pollutants in the form of oxygen-consuming organic 

pollutants, but also heavy metals from, for example, industrial work clothes and 

entrance mats. Berendsen has to present purification plants at 8 of the laundry 

facilities, two of which are biological plants. 

 

The work of constantly reducing the environmental impact of the laundries is 

ongoing. During 2012 the company's total water / energy consumption was 

reduced by 3% compared to the previous year. Of the company's company cars, 

50% are classified as environmental cars. The company works systematically 

with environmental, quality and work environment issues. 

 

All units that existed at the beginning of 2012 are environmentally certified 

according to ISO 14001: 2004 and quality certified according to ISO 9001: 

2008.” 

 

Many of the green marketing texts in the annual reports were similar to those in websites, but 

some new words became frequent: “oil”, “gas”, “pellets”, “purification”, “permit”, 

“obligation”, “pollutants”, and “biological”. These words were added to the list of words in 

principle four.  

  

Something that was difficult when it came to printed matter was that types of texts varied; for 

example articles, product catalogues, and product sheets. As was mentioned before, symbols 

were to be identified as green marketing texts, but I did not consider a Nordic Ecolabel 

symbol for printed matter a unit of green marketing text in this thesis, since it was not linked 

to the company's own products or services. This gave me a sixth principle: to only include 

texts and other symbols related to the companies or their textile services in the main study. 

 

In my pilot study, I determined to limit my search period, beginning it in 1996. Based on my 

findings in the pilot study, I found it unlikely that green marketing texts were published 

before the 1990s in the Swedish textile service industry, and if they were, then they were 

exceptions. I therefore studied marketing texts from 23 companies included in the pilot study 
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beginning in the year 1990. Based on that reading I narrowed my main study to only include 

texts from the year 1996 forward. The reason for this was that I had found no published green 

marketing texts from the 23 companies in the pilot study that aligned with the aforementioned 

definitions and principles before 1996. 

  

7 first principles: 

1. Four sources to find green marketing texts in the Swedish textile service industry: 

websites, annual reports, printed matter, and Facebook.  

2. Green marketing texts are, in this thesis, defined as promotional messages linked to 

the environment. 

3. Placing, designs, pictures, photos, illustrations, and colors are to be noted and 

considered related to green marketing text in this thesis. 

4. Marketing texts in the Swedish textile service industry are those that include any of 

the words are identified as green marketing texts in this thesis: “environment”, 

“environmental”, “environmental”, “environmentally”, “green”, “water”, “energy”, 

“detergents”, “ISO 14001”, “waste”, “recycling”, “oil”, “gas”, “pellets”, 

“purification”, “permit”, “obligation”, “pollutants” and “biological”.  

5. One green marketing text unit can be one or more words in sentences and in larger 

amount of text; however they can be longer than one page (sub-page, paper page, post, 

etc.).  

6. Only texts and other symbols related to the companies in the Swedish textile service or 

their textile services are identified as green marketing texts in this thesis.  

7. Only green marketing texts from 1996 forward will be considered in the content 

analysis. Each text unit should be linked to one year.  

(For a complete list of principles used in the qualitative content analysis, see Appendix 2.) 

 

3.5.2 Qualitative content analysis of green marketing texts 

The methodological tool in the first sub-study was a qualitative content analysis, which Hsieh 

and Shannon (2005:1278) define as “a research method for the subjective interpretation of the 

content of text data through the systematic classification process of coding and identifying 

themes or patterns”. They also write that qualitative content analysis is about the 

characteristic of language as communication, but with contextual meaning in focus. A 
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qualitative content analysis goes beyond just counting words; it is about being able to 

categorize large amounts of text into categories linked to textual content 

(Hsiehs & Shannons 2005).  

 

In total, more than 213 green marketing texts have been gathered in this study among the 

marketing texts published by the companies in the Swedish textile service industry by 

following the guiding principles from the pilot study, as well as further principles for each 

source type. The exact number of green marketing texts was, however, difficult to determine 

because they can be counted in different ways. The websites could be considered one green 

marketing text or several spread out on different paragraphs and pages. They can also be 

considered unique green marketing texts for every year they are observed, or they can be 

counted only when a new version appears.  

 

I decided to count unique versions, which was a choice for all four studied marketing tools, 

and full websites or printed matter as one green marketing text. The reason for this choice was 

that it gave more focus to unique versions and thereby more variety between the text excerpts. 

The decision to count entire units of websites and printed matter was foremost practical in 

terms of being able to be consistent, but it also gave each text a context and I could also see 

the relation between several texts in one unit.  

 

The sources used to find data were archives in the National Library of Sweden, the Swedish 

Parliament’s website, the Swedish Companies’ Registration Office, Retriever Business, 

Facebook, EU’s website, Google and Ecosia. Journals and reports produced by public 

organizations associated with the Swedish textile service industry have also been found 

interesting for this study. Legal acts, codes and preparatory work, public procurement 

requirements and political statements have been examined to understand the context of the 

Swedish textile service industry, but were not included as data in the qualitative content 

analysis.  

 

Reading the green marketing texts repeatedly is a practice I have continued throughout the 

time that I have worked on this study; both before, during, and after working with other 

methods. The benefits of the qualitative content analysis have been many, above all that I 

thereby gained a first-hand experience of actual green industrial marketing produced within 

the Swedish textile service industry. One disadvantage of this method was, however, that the 
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texts did not provide me with enough contextual understanding to fully answer my research 

questions. This disadvantage made me choose to a combine the content analysis with other 

methods. 

 

A critique often leveled at qualitative content analysis is that it is not structured enough, 

which makes it less reliable. To avoid this, I have followed a structured procedure that was 

developed by Schilling (2006). Schilling’s structure has five phases, where the first is to 

convert the data into text. The next phase is to convert these texts into condensed protocols. 

The third phase is to convert the protocols into a preliminary category system. The fourth 

phase is to use the category system to generate coded protocols. The fifth and final step is to 

analyze the coded protocols and to generate interpretations about the phenomenon that is 

being studied.  

 

I only followed the four first steps, after which I continued to analyze and interpret the data 

following the Bhattarcherjee’s (2012) procedure for the interpretive approach. This means 

that the qualitative content analysis could first and foremost could be what Bhattarcherjee 

(2012) called ‘gathering data’, although this method also entailed the steps of reading the data 

and dividing it into a few preliminary themes. These first few themes were based on the 

questions of when (time), what (content), who (matching companies with time and content), 

and how (type of marketing tool), and they comprised the basic framework of the content 

analysis. 

 

Green marketing texts were produced by the 56 companies that are described in chapter 4 and 

Appendix 4, where green marketing text sources are also found in the form of domain names, 

URLs (Uniform Resource Locators), and titles of publication. Sources have been websites, 

annual reports, Facebook, and printed matter produced by actors within the Swedish textile 

service industry.  

What texts have been examined?  

The selection of texts follows the purposive sampling technique described by Teddlie and Yu 

(2007) and the principles listed in Appendix 2. Annual reports, websites, printed matter, and 

Facebook posts (texts published on the companies’ Facebook pages) produced by actors 

within the Swedish textile service industry between 1996 and 2018 have been examined in 

this study. All texts from these sources, between these years, have been found through 
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archives and the Internet. Each company’s data has been collected separately, and every year 

has been a unit for collection, if possible. 

 

The first actual association within the Swedish textile service industry found in this study is 

from 1996. An important aspect of the different sources is that not all source types have 

existed between 1996 and 2018. The National Library of Sweden’s archive Kulturaw³ 

contains Swedish websites from 1997 and is, unfortunately, incomplete as it lacks some 

websites’ URLs and all searches were, therefore, not successful. Social media is included in 

this study but is foremost a practice since the 2000s and there is no complete third-hand 

archive for social media data available through Kulturaw³. Instead, in order to be able to 

search for older posts, each company's own post history has been used. This also means that 

posts may have been removed from the company’s page and I would not be able to know 

about that post or if such a post could have changed my interpretations. 

 

Some of the data was easier to find; for example, all annual reports published in Sweden by 

the 56 studied companies within the Swedish textile service industry between 1996 and 2018 

have been examined because they were readily available. This can be compared to printed 

market material that has been seemingly randomly-archived and have therefore not been as 

accessible. An assumption is that only a small part of the green marketing texts in printed 

matter have been found and examined in this study. However, all found printed matter 

produced by the 56 studied companies within the Swedish textile service industry between 

1996 and 2018 have been read.  

Annual reports 

The texts from annual reports have contained the most consistent data for the period between 

1996 and 2016. The consistency was one reason why this source was chosen; another reason 

was that annual reports are common sources for company information. Environmental 

information in annual reports has been required by the Swedish Annual Accounts Act since 

1999 and it has also been observed how shareholders in Anglophone countries prefer 

environmental information in annual reports (de Villiers & van Staden 2011). Annual reports 

that have been examined in this study going back to 2000 were found through the database 

Retriever Business, and older reports were found through the Swedish Companies’ 

Registration Office.  
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Each annual report by the 56 studied companies, for the years between 1996 and 2016, within 

the Swedish textile service industry (corresponds to the information in Appendix 4), has been 

qualitatively examined and green marketing texts stored in a separate document where all 

such passages from annual reports were saved. This separate document includes all identified 

green marketing texts from the annual reports, separated by company names and years. 

Identical texts in different years are not repeated but are instead noted with a comment about 

which years the text was previously used. The document has later been used in the 

interpretation of the texts and some textual examples have also been incorporated into the 

empirical part of the thesis as an illustration of green marketing texts. 

Websites 

Corporate websites have grown to be one of the major tools with which to communicate 

company information, and studies show that they are both used for business information and 

building brands (cf. Vaughan & Wu 2004; Dou & Krishnamurthy 2007). A study published 

by KPMG showed that corporate websites were common channels for CSR (Corporate Social 

Responsibility) activities and in 2011, 95% of the world's 250 largest companies were using 

their website to communicate their CSR work (KPMG 2011). That corporate websites were 

used as communication platforms both for general information and CSR was the reason why 

they were included as data sources in this study.  

 

A search for every individual company has been done for every year between 1997 and 2018, 

which is approximately 1000 domain searches (not all companies have had web domains 

during those years) and many more sub-pages. The domain searches correspond to the 

company names, corporate numbers, and websites listed in Appendix 4. Website domains 

between 2012 and 2018 were found directly on the Internet through the domain addresses. 

The website domains between 1997 and 2011 were found through Kulturarw³, which is an 

archive that has collected snapshots of Swedish websites since 1997 with the help of a web 

robot. This collection takes place approximately twice every year. The archive is public, but 

access to the archive is restricted by law to only those inside the National Library of Sweden’s 

walls and through specially-designed computers (Kungliga Biblioteket, a, n.d.).   

 

Each found webpage has been qualitatively examined and green marketing texts that I found 

interesting (including images, illustrations, photos, design, and placement) have been stored in 

a separate document. For the websites, however, I have deviated from the principles I created 
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in my pilot study. There are several reasons for this. The first reason is that many links did not 

work in the Kulturaw³ archive, which urged me to instead study only the structure of the 

websites in the form of, for example, menu headings (that often were not clickable). Another 

reason was that links from some years were missing for many companies, which urged me to 

instead start to check how websites seemed to have changed over the years and if it was likely 

for the same version to have existed in years with no saved URLs. For example, if I found a 

functional URL for one company in 2005 and the next functional URL in 2008 that 

approximately looked the same, which I then assumed was the company’s website version 

from 2005 to 2008. I made this assumption based on the knowledge that companies usually do 

not change their websites very often since major changes often require a lot of work. 

 

For practical reasons, I also choose to see unique versions as approximately unique. That is, if 

I could see a bigger difference that would change my interpretation of the content, I saw it as 

a new version, otherwise I would call it a similar version. For example, a similar version may 

be one where a specified year had changed, for instance “2014” had been changed to “2015”, 

because it had become a new year, or versions with a new background hue. There may also be 

some added or deleted sentences. As long as I did not consider this to affect the message 

about the companies’ environmental work, I considered it to be an approximately similar 

version for a certain number of years. This meant that the amount of text to be interpreted was 

kept down, and above all, it became clearer when more relevant changes were made.  

 

Regarding websites’ uniqueness, some companies associated with Rikstvätt have had identical 

websites and these are only counted once in the total result, but in some respects have been 

examined several times considering that each company has been individually examined and 

analyzed both as one unit and as part of a larger population. The content of Rikstvätt’s 

website could also have been more or less interesting, depending on the socio-historic context 

of different companies associated with Rikstvätt. 

 

A third reason emerged in websites from the 2010s. The number of sub-pages with green 

marketing texts in accordance with pilot study principles became simply immense. I then 

choose not to see every single page or text expression as a unit, but instead to see each new 

website version as a separate unit. This also had other advantages; above all that I could study 

holistic website structures instead of only individual texts. With this approach, I could, for 

example, see that the increase in green marketing texts happened in a systematic way on each 
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webpage, and this occurred in a way that was more interesting than the change of each 

individual text unit in accordance with the principles from the pilot study.  

 

Based on this, I let my content analysis of websites be guided by three extra principles. The 

first principle was that the green marketing text units in the website data was the entire 

website and not, for example, one word or text in one sub-page. The second principle was that 

if I found one clickable URL version in one year, and then again after some years without 

clickable URLs in between, I assumed that the company had kept that version all through 

these years. A third principle was that a new website version was not a version with smaller 

changes that I did not find relevant for the green marketing content, but only major changes 

that led me to interpret their green marketing in a new way. Therefore, I call website versions 

from different years with only minor changes approximately the same version and versions 

with major changes new versions. 

 

The four added principles for green marketing texts on websites: 

8. A green marketing text unit in the website data is the entire website.  

9. In websites, non-existing versions for certain years (due to non-functional URLs) 

between two existing versions (a year before, a year after) are assumed to be 

approximately the same as the one before and the one after.  

10. A new website version is not a version with smaller alternations, but one with major 

alterations that could change my interpretation of the green marketing texts of that 

particular website. 

11. Green marketing texts shared between companies in the industry; for example through 

Rikstvätt, will in some cases be counted more than once and, in some cases, counted 

only once. The choice depends on the context of the examined text.   

 

The green marketing texts identified in the data were collected into one document that has 

been used when interpreting the texts. Some texts have been incorporated into the empirical 

part of the thesis as exemplifying illustrations. 

Printed matter 

Printed matter has been found from all 23 studied years in the archive of the National Library 

of Sweden in accordance with the Specimen Copy Act 1993:1392 (Kungliga biblioteket, b, 

n.d.). A search for specimen copies in this archive related to the company names, 
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corresponding to the names in Appendix 4, were made. However, the search conducted in the 

archive has showed that most companies’ prints are not archived, as rather few copies were 

found in the archive. Nonetheless, the copies that were found were read and texts identified as 

green marketing, in accordance with the principles of the pilot study, were written out on a 

separate document where all such passages from printed matter were saved. Identical texts in 

different years are not repeated but are instead noted with a comment about in which years the 

text was previously used. The document has been used in interpreting the texts and some 

textual examples have thereafter been incorporated into the empirical part of the thesis as an 

illustration of green marketing texts.  

Facebook 

Social media has come to be one of our most popular marketing tools since the 2000s, which 

is also the case among industrial brands (Michaelidou, Siamagka & Christodoulides 2011). 

Texts from social media, in the form of companies’ Facebook pages, were examined in this 

study. The examined companies correspond to the companies in Appendix 4. Their social 

flows were reviewed in terms of posts containing green marketing available up until 

December 2018, which I call ‘green posts’. 

However, a departure from the principles for green marketing texts specifically for Facebook 

has been made to include only posts where the company has their own green marketing text 

and not just a link that can be related to green marketing. For example, if a company in a post 

links to an article stating that their company works with the environment, I have not included 

it with the data on green posts. The reason for this is that it is not media articles that are of 

interest in this thesis, but the companies’ own green marketing and that is why I believe that 

media articles produced by actors other than the companies themselves should not be included 

in the data. Admittedly, one can also argue that media articles to which companies refer are 

part of their green marketing, but I have nevertheless chosen not to include such posts in the 

data. One added principle for green marketing texts in Facebook: 

 

12. In Facebook, only green marketing texts written directly in the post are included in 

green marketing text data. This excludes links to, for example, articles.    

 

Each found post has been qualitatively examined and green marketing texts have been 

identified in accordance with the principles of the pilot study and have been written out and 
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saved in a separate document. This document includes all identified green marketing texts 

found on Facebook pages between 2012 (nothing found from before that year) and 2018, 

separated by company names and years. Identical texts in different years are not repeated but 

are instead noted with a comment about which years the text was previously used. This 

document has been used in the interpretation of the texts and some textual examples have 

afterwards been incorporated into the empirical part of the thesis as illustrations of green 

marketing texts.  

3.5.3 Interview study 

In order to continue exploring and advance the understanding of green industrial marketing, 

as well as the strategies that I had identified while conducting the qualitative content analysis, 

I used a second methodological tool in my second sub-study. This second methodological tool 

was an interview study.  

 

The intention of the interviews was to reach a deeper understanding of green industrial 

marketing and the mechanisms behind the practice than I had accomplished through the 

content analysis. The interview study had a clear ‘within-the-industry’ focus by making 

interviews with representatives from eight of the companies in the industry and four 

interviews with other organizations related to the Swedish textile service industry. The 

interviews had some prepared questions but were largely conducted as unstructured and long-

lasting conversations where interviewees were relatively free to tell their versions.  

 

The benefits of the interviews were many, especially the opportunity to hear interviewees’ 

thoughts about green industrial marketing, which became a new phase of my explorative 

study. I could, however, both select interviewees and come up with questions based on what I 

had already learned from the content analysis. Bhattacharjee (2012:106) writes that the 

interpretive “study must ensure that the story is viewed through the eyes of a person, and not a 

machine, and must depict the emotions and experiences of that person” (Bhattacharjee's 

2012:106). I think that the interviews contributed to this study in the sense that green 

marketing could be seen from the perspective of the persons involved and not only through 

green marketing texts.  

 

One clear disadvantage of the interview method, however, was that I did not know which 

version the interviewees told me. Was it perhaps the version they thought I wanted to hear? 
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Were their versions expressions of a normative view? Or perhaps the one they wanted to 

convey to reinforce an image? Eriksson-Zetterquist and Ahrne (2011) argued that one of the 

methodological weaknesses of interviews is that an interview is an event occurring in a 

certain time and space where even the informant and interviewer can have different 

perceptions of the interview’s purpose. They therefore recommended that interviews should 

be combined with other methods, which has been done in this study.  

 

Another critical point of interviews is whether interviewees are able to express what they 

want to express. Alvesson (2011) writes that interviewees with higher social status, higher 

educations, and jobs that require the use of language and symbolism may have it easier 

conveying what they want to express. My impression is that the representatives I interviewed 

in this interview study were people with higher social statuses, sometimes with higher 

education, and with jobs where they needed to use both language and symbolism. In addition, 

they were in positions that made them well-versed in what I asked about. Considering that, I 

think that the interviewees had the ability to express what they wanted to express.  

 

Although the interviewees seemed well-spoken, their own interests were an element to 

consider. I thought about the interests of the interviewees when preparing for the interviews, 

while conducting them as well as when interpreting them, which is advisable when 

conducting an interview study (cf. Kvale & Brinkman 2009). Alvesson argues that, although 

information gained from interviews should be comprehended in a critical way, the interviewer 

does not need to totally dismiss what an interviewee says, only to be critical. Alvesson 

suggested that one way to be critical is to observe how the interviewee seems to place him or 

herself within the social world (Alvesson 2011).  

 

In this way, my background in the industry may have been an advantage, as I could at least 

partially understand the interviewees from the industry's way of perceiving green marketing 

and their companies’ green development. However, it may also be that my background, to a 

certain extent, meant that I did not see something that someone without experience from the 

industry could have seen. As for the other interviewees, I think it was an advantage to be 

knowledgeable about the industry and well-read on the topic, which might have made it easier 

to have a more active dialogue.  
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Structure of the interviews 

Interviews are often divided into structured, semi-structured, and unstructured interviews, and 

this sets the level of detail for predetermined questions (Alvesson 2011). The interviews in 

this study were semi-structured, some topics and questions were prepared beforehand based 

on the thesis’ theoretical section, and some arose in the conversation with the interviewee. 

The semi-structured interview form is structured enough to keep the interview within specific 

dimensions, but also leaves space for the interviewee to bring new meaning to the study. It 

allows the interviewee to unfold a narrative, and at the same time answer questions that are 

based on theory (Galletta 2013). The unstructured interview is known to enable interviewees 

to bring up their own thoughts about the topic, as well as inspiring reflection upon their own 

views, and can be an exploration of what is in the interviewee’s mind (Moser & Kalton 

2017).  

 

It was with the purpose of reaching deeper that I kept interviews somewhat unstructured and 

let the interviewees direct the conversation based on the themes I had chosen in advance. In 

most cases, I had talked to the interviewee by phone, and sent an e-mail describing the study 

and some prepared questions to all participants before the interview. (The interview guides 

are enclosed in Appendix 3.) 

Who was interviewed? 

Here, too, I used the purposive sampling selection process described by Teddlie and Yu 

(2007). From the outset, I decided to select interviewees based on their ability to help answer 

the study's research questions. The initial criteria were that the companies: 1) willingly 

offered to participate in an interview, 2) were among those selected for the qualitative content 

analysis, 3) used green marketing, and 4) seemed greener and more involved in their 

greenness than most of the other studied companies, enough so that they stood out. I wanted 

to learn more about the strategies and choices of the greenest companies, as well as what 

made them greener than their competitors and how they perceived green marketing. 

 

The companies selected for this interview study were thereby among the companies in the 

qualitative content analysis, they practiced green marketing, and they seemed greener than 

their competitors. I based the level of greenness on how much green marketing they 

communicated, how they described their environmental work in their green marketing texts (if 

they, for example, described details about their machines or a story about why they had 
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started their environmental work), how wide a range of environmentally friendly services and 

products they offered, and if the company was eco-certified.  

 

In total, I selected six companies from the industry in the first round of interviews that I 

thought appeared to be very green based on their green marketing. I contacted these 

companies and asked if I could do an interview with them, and then preferably with a 

representative that was familiar with the company's green marketing. Five of these companies 

accepted my request for an interview. As I continued to follow the companies’ green 

marketing in the qualitative content analysis, I discovered that many smaller companies that 

did not appear particularly green in 2012, became significantly greener in their marketing 

between 2012 and 2018. In particular, two smaller companies stood out in the sense that they 

had gone from communicating almost no green marketing, to communicating a lot of green 

marketing.  

 

I found their development interesting, and I could not understand what had happened from 

only studying the texts, which was a reason for me to include them in my interview study. I 

especially wanted to know more about their versions of their green marketing transformation. 

Based on this, I contacted these two companies and asked if I could schedule an interview 

with a company representative that was familiar with the company's green marketing. One of 

them accepted my request for an interview.  

 

In a concluding part of the study, I experienced that the interviews that had been made were 

still very valuable, but to some extent also outdated in a rapidly changing market. To 

compensate for that, and to obtain an updated version of what the green industrial market is 

for the actors in the Swedish textile service industry, I decided to contact all companies again. 

I sent out a request in 2021 to all companies that participated in the study and are still active 

asking if they had any comments on what had, so far, been written in the thesis and if they 

could give me an updated version of the situation. A number of them returned with comments 

about the content and four companies offered an interview. Who was interviewed was decided 

by the companies, and, as I understood it, this was decided based on whom they considered 

most suitable to answer the questions I had sent via email. 

 

In addition to these ten interviews, I wanted to interview organizations that could tell me more 

about the industry's environmental work. Again, I used what I had learned from the content 
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analysis and the questions that it had raised in choosing who to interview. What I wanted to 

know most about was the industry itself and a general description as to how the industry had 

grown greener. This also included finding out more about frequent observations in the green 

marketing texts; for example the mentioning of chemicals. Finally, I also wanted to know 

more about the various eco-certifications that I had constantly perceived as a central part of 

the industry's green marketing.   

 

Based on this, I scheduled ten interviews with interviewed eight industry actors: Berendsen, 

Bröderna Fraimans Industritvätt, CWS-boco Sweden, Hr Björkman, Lima Tvätten, Lindström 

Services, Textilia, and TvNo Textilservice. Four additional interviews were scheduled with 

organizations adjacent to the Swedish textile service industry: the Swedish Laundry 

Association, Miljömärkt Sverige, SWEDAC (Sweden's national accreditation body), and the 

Swedish Chemicals Agency (KEMI).  

 

Interviews were undertaken with one or more representatives per company or organization. 

One interview was made per phone, two via email, and the were held others face-to-face. 

Some questions were answered or supplemented per email as all  interviewees were given the 

opportunity to read and comment on their transcribed interviews. Some of the interviews were 

recorded and some only saved as notes.  

When were they interviewed? 

One of the major challenges I faced when completing this study was that the interview 

material was aging rapidly and that the initial interview questions did not fit the final research 

questions. That this happened is largely due to the fact that the study process lasted a long 

time, that the studied phenomenon changed rapidly during the process, and that the value of 

the interview material did not become apparent until a later stage in the process. Based on 

this, most interviews were conducted at a relatively early stage in 2012–2014. In 2019, they 

were supplemented with interviews with a company that, in the data, emerged as one of great 

interest.  

In the final stages of the process, however, I experienced all interview data as being somewhat 

outdated and was then accordingly, as described in the previous section, encouraged to ask all 

active companies in the Swedish textile service industry included in the study if they could 

give me an updated version of what green industrial marketing was at that point in time. This 
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also gave me an opportunity to ask more questions about how green industrial marketing can 

be used in their supply chains. The result of this request was that four additional interviews 

were conducted in September and October 2021. A discussion about how this could have 

affected the reach and limitations of this thesis is found in section 3.8. 

 

Table 1 Interviews in the interview study 

Organization Position Date, time and place Documented Informed 

consent 

Hr Björkman Owner/founder Date: 110413 Time: 

09:00-10:45 

Place: Hr Björkmans’s 
office in Arlöv 

A transcript 

based on notes 

Yes 

Hr Björkman Environmental 
coordinator 

Date: 110413  
Time: 09:00-10:45 

Place: Hr Björkmans’s 

office in Arlöv 

A transcript 
based on notes 

Yes 

Berendsen Marketing 

director for the 
central division in 

Sweden 

Date: 110413 

Time: 14:40-15:10 
Place: Berendsen’s 

office in Malmö 

A transcript 

based on a 
recording 

Yes 

Lindström 
Service AB 

Manager of sales 
and customer 

relations 

Date: 110913  
Time: 09:30-10:15 

Place: Café in Täby, 
Stockholm 

A transcript 
based on notes 

Yes 

CWS-boco 

Sweden AB 

VD/Managing 

Director 

Date: 111113  

Time: 10:00-12:30 
Place: CWS-boco 

Sweden’s office in 
Märsta, Stockholm 

A transcript 

based on a 
recording 

Yes 

Lima Tvätten Owner/founder Date: 111913  

Time: 10:30-11:30 
Place: Lima Tvätten’s 

office in Lima 

A transcript 

based on a 
recording 

Yes 

Bröderna 

Fraimans 

Industritvätt 

Owner Date: 042619  

Time: 14:30-15:30 

Per phone 

A transcript 

based on notes 

Yes 

Elis Sverige 

(former 
Berendsen) 

Head of 

sustainability 

Date: 101421  

Time: 15:00-16:00 
Digital via Teams 

A transcript 

based on notes 

Yes 
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Hr Björkman Owner Date: 101221  

Time: 14:00-15:00 
Digital via Teams 

A transcript 

based on notes 

Yes 

Textilia Head of 

sustainability 

Date: 090321-100521 

Written via mail 

Written mails Yes 

TvNo 

Textilservice 

Marketing 

manager 

Date: 101521-102121 

Written via mail 

Written mails Yes 

The Swedish 

Laundry 

Association 

National chair Date: 110413 

Time: 13:15-14:35 

Place: Berendsen’s 
office in Malmö 

A transcript 

based on a 

recording 

Yes 

The Swedish 
Laundry 

Association 

Director Date: 110413 
Time: 13:15-14:35 

Place: Berendsen’s 

office in Malmö 

A transcript 
based on a 

recording 

Yes 

Miljömärkning 

Sverige 

Product 

coordinator (The 
Nordic Ecolabel 

for laundry and 

textile services) 

Date: 031214 

Time: 09:00-10:25 
Place: Miljömärkning 

Sveriges’s office in 

Stockholm 

A transcript 

based on a 
recording 

Yes 

Miljömärkning 

Sverige 

Director Date: 050914 

Time: 11:50-12:10 
Place: Miljömärkning 

Sveriges’s office in 

Stockholm 

A transcript 

based on a 
recording 

Yes 

SWEDAC Technical officer 

at SWEDAC’s 
certification unit 

(ISO 14001 & 

EMAS) 

Date: 101512 

Time: 11:50-12:10 
Place: Ersta konferens, 

Stockholm 

A transcript 

based on a 
recording 

Yes 

Swedish 

Chemicals 
Agency 

Eco-toxicologist 1 Date: 100512 

Time: 14:30-16:00 
Place: Swedish 

Chemicals Agency’s 

office in Stockholm 

A transcript 

based on notes 

Yes 

Swedish 

Chemicals 
Agency 

Eco-toxicologist 2 Date: 100512 

Time: 14:30-16:00 
Place: Swedish 

Chemicals Agency’s 

office in Stockholm 

A transcript 

based on notes 

Yes 
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Swedish 

Chemicals 
Agency 

Communicator Date: 100512 

Time: 14:30-16:00 
Place: Swedish 

Chemicals Agency’s 

office in Stockholm 

A transcript 

based on notes 

Yes 

 

3.5.4 Minor case study with focus on the customer perspective 

The first aim of this thesis is to explore and advance the understanding of green industrial 

marketing. With the two previous sub-studies I had explored green industrial marketing from 

a within-one-industry perspective, and green marketing texts produced in the same industry as 

the interviewees represented or adjacent to that industry. Being able to extend my research by 

also including a customer perspective was one way to explore green industrial marketing from 

an interactional and collaborative perspective. I decided to do this by adding a third sub-study; 

a minor case study in which I could combine different types of data sources.  

 

According to Denscombe (2014), case studies can be used advantageously in studies of an 

exploratory nature aimed at investigating and understanding specific phenomena. Case studies 

are also well-suited when the goal is to understand the factors and processes underlying the 

appearance of specific phenomena. Stake (1981) describes case studies as heuristic studies; 

that is, a method that can create new meanings, broaden the reader's experience, show new 

variables, or confirm what you already think you know. This case study gave me a better 

understanding of the link between green marketing and market relationships, especially how 

customers could see the textile service companies’ green marketing as part of their own 

concepts towards their consumers or stakeholders.  

 

Like Denscombe (2014), Merriam and Nilsson (1994) write that a case study is used to 

investigate a specific phenomenon and narrows the phenomenon down to something like an 

incident or an institution. I argue that green industrial marketing is a phenomenon and perhaps 

even close to an institution. Yin (1994) writes that a case study is an appropriate method when 

the researcher wants to answer the questions of ‘how’ with a focus on a contemporary 

phenomenon anchored to reality. The research questions of this thesis include two explicit 

“how” questions: 1) How has green industrial marketing been practiced? 2) How has it 

developed over time? These questions refer to a specific and contemporary phenomenon 

anchored to reality.  
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By examining green industrial marketing from another perspective, the customer’s 

perspective, I believe that the ‘how’ questions can be better answered than if I had only 

studied the phenomenon of green industrial marketing from a ‘within-the-industry’ 

perspective. I also argue that the case study can add credibility and perspective to data 

gathered through the other two methods, as well as contribute to the answers of the ‘what’ and 

‘why’ questions. This is especially the case as the case study's strength, as Stake (1981) 

describes it, is to create new meanings, broaden the reader's experience, show new variables, 

or confirm what you already think you know. Based on this and the fact that case studies are 

heuristic, a minor case study seemed a suitable method to complement the other methods. 

 

However, Yin (1994) writes that a disadvantage of case studies is that it involves few units 

and could thereby be misleading. This disadvantage might be even more serious in this 

particular case study, because of its minor format with only a few documents and interviews. 

The results of this minor case study are, however, combined with the results of the other two 

methods, and this combination increases the overall reliability of the thesis although the units 

are few. 

The selection of case, customers, and type of data 

When choosing what case to include in the form of organizations and data types, I leaned on 

Czarniawska’s (2014) description of a case as a separate entity that has its own identity or 

specific behavioral pattern and is different from its surroundings. I also leaned on Bryman 

(2016) who writes that case studies are special, in that they are associated with a certain place 

or time. The selection of the case was made by using purposive sampling technique described 

by Teddlie and Yu (2007); or sampling guided by the thesis’ aims and research questions as 

well as the results that I had already received from the other two methods.  

The choice of case finally landed on a textile service market in a municipality: the textile 

service market in the municipality of Falun served by three different textile service providers. 

The textile service market in the municipality of Falun is a defined unit among 290 

municipalities in Sweden. It is not certain that this municipality’s textile service market is 

different from textile service markets in other municipalities, but there are a number of 

distinguishing characteristics within the textile service market in the municipality of Falun 

that are of specific interest to this study and the selection process was based on several 
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choices. 

In my choice of customer types, I used the two customer types mentioned more often than 

others in the interview study, which were public organizations and hotels. I wanted 

organizations with similar contextual situations in the sense of, for example, available 

suppliers, laws and regulations, and equivalent social discussions about the environment. 

Based on this, I choose to concentrate my case to one geographical location, namely a 

municipality. I decided to use the municipal organization as a representative of public 

organizations. I began investigating how Swedish municipalities worked on textile 

procurement by asking around among acquaintances who worked in municipalities if they had 

any municipality to recommend, and I also studied the municipalities’ websites.  

 

I finally decided to choose the municipality of Falun, on the website of which it was stated 

that there was a political consensus that it was one of the leading municipalities in Sweden in 

work within the environmental sector. Another reason I choose Falun was because I knew 

through the interview study that there were several textile service suppliers available in Falun, 

all of which were among the companies I had included in the interview study. In the interview 

study, there were also a few skeptical comments expressed about some of the hotels in Falun 

regarding their environmental commitment and it seemed to be an interesting conflict between 

the textile service company in question and one of the hotels. I was interested in following 

this up. Lastly, Falun is the town in which I grew up in, which makes me familiar with the 

local context and provided me with a pre-existing network. 

 

What I mainly wanted to know more about in this study was what the textile service industry's 

customers thought when buying textile services and in what way the environment could be 

important when they purchased textile services. My idea was that this kind of information 

could be related to what green industrial marketing looked like. Based on this, I decided to 

include all three of the local hotels and the municipal organization.  

 

Yin (1994) writes that it is customary for the selected case to be a particularly clear example 

of what the researcher is studying, and Bryman describes how one of the differences between 

case studies and other research designs is that the researcher wants to highlight something 

unique about the case; that is, to follow an idiographic approach (Bryman 2016). It is my 
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belief that the textile service market in the municipality of Falun, with hotels and the 

municipality as exemplary customers, is a clear example of this based on previous reasoning.  

 

Furthermore, Yin (1994) writes that one of case study’s strengths is that it can include a 

variating number of collection methods; for example documents, interviews, and 

observations. Stake (1981) writes that a case study should include a variety of data. This 

minor case study includes interviews and documents. It is perhaps questionable if two 

collection methods can be called a variety, though this study does include different sources 

and different customer types. Here, the merit lies in the ability to see the collected data from 

the other two methods from an external perspective; that is, the customer's perspective, and 

that customer’s perspective is located in relation to other data and a surrounding context in the 

form of a municipality. An industry, in this way, goes from being a number of companies to 

becoming concrete textile services within a municipality.  

 

My process of gathering data began by studying the selected customers’ websites to see how 

they expressed themselves about the environment. The next step was to study texts written 

about the environment in relation to the two customer types and textile services. I studied the 

Swedish Competition Authority’s website CSR compass and the procurement authority's 

information on the municipalities’ procurement of textile services. After this, I tried to request 

documented information about the municipality's actual textile service procurements, for 

example, the criteria used. In response, they told me that they had no such document in their 

archives.  

 

I called the municipality and asked if I instead could interview someone in their organization 

about their textile service procurements, but I got the answer that they did not have time to be 

interviewed during the following year. I perceived the answer as that they did not want to be 

interviewed at all. I continued my attempts by contacting a local politician who knew 

someone who knew someone else. Finally, I got the number to the municipality's 

environmental strategist, and he accepted the request for an interview.  

 

I interviewed the municipality's environmental strategist twice, and in between the interviews 

I also got access to a document with requirements from one of the municipality’s textile 

procurements. I also contacted the municipality's three hotels, and all accepted an interview. It 

was a small case, but a good source of an alternative perspective—the customers’ perspective.  
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Table 2: Data sources in the case study 

Type of data: Interviews (some are also in the interview study) 

Organization Position Date, time, and 

place 
Document Type of 

interview 

Informed 

consent 

Scandic 
Lugnet Falun 

General 
manager 

Date: 030714 
Time: 09:15-

09:30 

Place: Scandic 
Falun 

A transcript 
based on a 

recording 

Face-to-
face 

Yes 

First hotel in 
Falun 

Director Date: 030714 
Time: 12:00-

13:15 

Place: First hotel 
in Falun 

A transcript 
based on a 

recording 

Face-to-
face 

Yes 

Clarion 
Choice hotel 

in Falun 

Matron Date: 030714 
Time: 14:00-

15:25 

Place: Clarion 
Choice hotel in 

Falun 

A transcript 
based on a 

recording 

Face-to-
face 

Yes 

Municipality 

of Falun 

Environmental 

strategist 

Date: 021714 

Time: 17:15-

19:00 
Place: City hall in 

Falun 

A transcript 

based on a 

recording 

Face-to-

face 

Yes 

Municipality 

of Falun 

Environmental 

strategist 

Date: 030414 

Time: 16:00-

18:00 
Place: City hall in 

Falun 

A transcript 

based on a 

recording 

Face-to-

face 

Yes 

CWS-boco 

Sweden 

VD/Managing 

Director 

Date: 111113  

Time: 10:00-

12:30 
Place: CWS-boco 

Sweden’s office 
in Märsta, 

Stockholm 

A transcript 

based on a 

recording 

Face-to-

face 

Yes 

Berendsen Marketing 
director for 

the central 
division in 

Sweden 

Date: 110413 
Time: 14:40-

15:10 
Place: 

Berendsen’s 

office in Malmö 

A transcript 
based on a 

recording 

Face-to-
face 

Yes 



98 

 

The Swedish 

Laundry 
Association 

National chair Date: 110413 

Time: 13:15-
14:35 

Place: 

Berendsen’s 
office in Malmö 

A transcript 

based on a 
recording 

Face-to-

face 

Yes 

The Swedish 
Laundry 

Association 

Director Date: 110413 
Time: 13:15-

14:35 

Place: 
Berendsen’s 

office in Malmö 

A transcript 
based on a 

recording 

Face-to-
face 

Yes 

Type of data: Documents 

Organization Type of document Remarks 

Scandic 
Lugnet Falun 

Website (Scandic) The text was not specifically about the 
hotel in Falun. 

First hotel in 
Falun 

Website (First hotel) The text was not specifically about the 
hotel in Falun. 

Clarion 

Choice hotel 
in Falun 

Website (Clarion Choice hotels) The text was not specifically about the 

hotel in Falun. 

Municipality 
of Falun 

Website (Falun) I could also take part of the 
municipality’s environmental plan 

through the website. 

Municipality 
of Falun 

Documents for textile service 
procurement  

ID: 2485-114706-2010 

This was the only document related to 
the municipality’s textile procurements 

that the municipality claimed to have in 
their archive. 

Swedish 

National 
Agency for 

Public 
Procurement 

Website 

(Upphandlingsmyndigheten) 

This site had specific information about 

textile service requirements and 
requirements related to environmental 

issues.  

Swedish 

Competition 
Authority 

Website (CSR Kompassen) This site separated between public 

procurements and purchases made by 
companies.  
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3.6 The process of coding, interpreting, and analysis 

In this section, I will describe the processes of coding, interpretation, and analysis. Firstly, I 

will explain how I see the connection between different parts of the thesis by comparing it to a 

tree. I will thereafter describe the process of thematizing and interpretation, and end this with 

a simplified description of how the thematizing occurred step by step in an iterative process. 

The following section describes the process of analysis, and the last section is focused on how 

I, as a researcher, am part of the processes of coding, interpretation, and analysis.  

3.6.1 The thesis as a tree  

A code, an interpretation, or an analysis can be seen in different ways. By creating an analog 

between this thesis and a tree, I wanted to explain how I see the connections between the 

different parts of the thesis. My intention is thereby to clarify that I do not see coding, 

interpretation and analysis as separate units that take place in separate parts of the thesis, but 

as processes that may even have started before the first word in this thesis was written. I see it 

as an interrelated and iterative process. 

Roots: aims and research questions 

The aims and research questions of this thesis are found at the root level. They decide the 

direction of what is relevant to study. The aims show that exploring and advancing the 

understanding of green industrial marketing, with the underlying aim of merging the fields of 

green marketing and green supply chain management, is a relevant study topic. They also 

show that it is relevant to study how to contribute to companies’ knowledge and green 

improvements in green industrial marketing and green supply chain practices. The research 

questions show that it is relevant to describe green industrial marketing practice, as well as 

how the practice has developed over time. They also demonstrate the relevance of identifying 

green industrial marketing strategies—especially those associated with trust—and evaluate 

how they can contribute to improving green supply chain collaboration. 

Trunk: key concepts, methods, and contextualization 

The starting point of the next level, the trunk level, are theories gathered in the literature 

review, symbolized by the key concepts found in the theoretical synthesis: green industrial 

marketing, marketing, communication, green marketing, green business, green processes, 

environmental work, industrial marketing and industrial markets, supply chains, interaction, 

collaboration, integration, coordination, marketing strategy, green internal ambitions, external 



100 

 

forces, trust, truthfulness, credible appearance, credibility, competence, honesty, fairness, 

responsibility, helpfulness, benevolence, shared values, and strategic alliances.  

 

The second level of the trunk are the principles created through the pilot study and this 

methodological chapter. This includes what data to gather from where and when, how to 

gather it, as well as how to interpret, for example, what constitutes a green marketing text. A 

result of this is, among others, the choice of industry (see 3.4), 12 guiding principles for the 

qualitative content analysis (See section 3.5.1, 3.5.2, and Appendix 2), and the use of 

purposive data sampling (see section 3.5). 

 

A third level of the trunk is a contextualization that first and foremost is found in the 

introductory chapter, the literature review, and in chapter four where the industry is presented. 

This contextualization gives meaning to the aims and research questions, it (to some extent) 

answers these questions, and it locates the phenomenon within particular actors, times, and 

places. It also contributes to the analysis. 

The branches: three sub-studies   

Above the trunk, the branches begin. The thickest branches are the three sub-studies. These 

are then branched into smaller and smaller branches divided by theme branches and deeper 

structures.  

The leaves: a three-part analysis 

Like leaves, the analysis grows on branches of studies and themes. Nutrients are shunted to 

the analysis through the roots, trunk, and branches. There, aims are presented and discussed 

based on what has emerged from prior literature, methodological boundaries, 

contextualization, and empirical data. Maneuvered by a contemplative discussion, thoughts 

are born, and others are dismissed. 

The crown: contributions and implications 

Although the answers in this particular tree are found in all parts of the tree, from the trunk to 

the branches and leaves, and final answers are presented in the top of the tree. This is also 

how far this thesis reaches, neither longer nor shorter, but it might give rise to new trees by 

sharing results, contributions, and implications.  
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3.6.2 Themes, deeper structures, and interpretation 

Data was gathered on the branch level, followed by a phase of interpreting and identifying 

themes and deeper structures. This phase included the three last steps of the research design 

based on Bhattacherjee’s (2012) description of the interpretive study: reading the data and 

getting a sense of the whole, finding parts of significance and dividing them into themes, as 

well as identifying and reconciling deeper structures. Finding the parts of significance was 

influenced by the literature review with its theories about green marketing, green business, 

industrial marketing, green supply chain management, green marketing strategies, and green 

trust. Due to the wide and explorative nature of this study, many concepts within these 

theoretical fields that were presented in the literature review have been relevant for the 

analysis.  

 

The key concepts from the literature review, used to find significant parts, were primarily 

green industrial marketing, which is affected by, and affects, marketing, communication, 

green marketing, green business, green processes, environmental work, industrial marketing 

and industrial markets, supply chains, interaction, collaboration, integration, coordination, 

marketing strategy, green internal ambitions, external forces, trust, truthfulness, credible 

appearance, credibility, competence, honesty, fairness, responsibility, helpfulness, 

benevolence, shared values, and strategic alliances.  

 

A second part of the model for thematizing comes from this methodological chapter and the 

boundaries that are drawn here. Like in the first part, the practice of green industrial 

marketing is a dependent variable that all methodological choices circle around. This chapter, 

and in particular the pilot study, framed the time period for the studies and what could be 

identified as green marketing texts. A third part of the thematizing model is the 

contextualization of the phenomenon, the industry, and the case.  

 

The thematizing was an iterative process primarily based on the aims, research questions, 

theoretical frame of reference, methodological choices, conceptualization, and after these, a 

process of finding possible new themes from studying the data. The new themes could be 

inspired by the theoretical concepts, or something entirely new found through reading the 

data. Some themes arose, and were later removed if they did not contribute to the analysis.  
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The overarching division of the data was conceptualized as themes and the themes were seen 

as ladders of meaning units (for example shorter text excerpts) divided in accordance with 

overarching categories of when, how, what, who, restrains and cost savings, authenticity and 

personal interests, comparison and distrust, certifications and partner associations, customers’ 

perspectives, green developments, and attitudes towards certifications. These categories were 

then divided into smaller parts of significance that could be transferred to the analysis, but 

also merged into an understandable text. 

 

Although there were interpretative aspects in both the pilot study and in data collection, most 

interpretations were made in these three steps: reading the data and getting a sense of the 

whole, finding parts of significance and dividing them into themes, identifying and 

reconciling deeper structures. For me, this was a difficult transition, partly because of the 

extensive and varied nature of the data and partly because the process of interpreting others’ 

versions of the data was demanding. It was a constant process of trial and error. 

 

Even though I had decided to strictly follow the steps I had outlined in my research design, 

based on Bhattacherjee’s (2012) description of an interpretive study, with each set of data, it 

was not a one-way process. Every text and interview has been read repeatedly more times 

than I can remember. I decided, and re-decided, on the themes several times.  

How themes from the data were identified; a step-by-step process 

I started out by identifying green industrial marketing texts by using the definitions of green 

marketing, green business, industrial marketing, and green industrial marketing as a defining 

theoretical framework. I found my first four themes in the content analysis data, which were 

‘when’ (time), ‘who’ (matching companies with time and content), ‘what’ (content), and 

‘how’ (type of marketing tool). This gave me the possibility of sorting the results in a way 

that presented green industrial marketing texts from four perspectives.  

The themes from the interview data were inspired by themes from the content analysis, but 

were now more closely related to the content. The overarching themes from the first round of 

interviews were as follows: ‘restrained and referring to cost savings’, ‘authenticity and 

personal interests’, ‘comparison and distrust’, certifications and partner associations’ with the 

underlying themes of ‘eco certifications’, ‘super important’, certifications in international 

markets’, and ‘partner associations’. The overarching themes from the interviews made in 
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2021 were: ‘greener focus’, ‘the role of green industrial marketing’, ‘green supply chains’, 

‘increased need of interaction’, and ‘challenges in green supply chains’.  

The minor case study contributed to two overarching themes, both related to the customer’s 

perspective: ‘customer’s green development’ and ‘customer’s attitude towards certifications’.  

 

Thematizing the data, however, became a continuous process during the time I was writing 

the thesis. First, data from the green marketing texts provided a background to the interview 

study, and the results from the interview study provided, in turn, a background to the case 

study. Thereafter, the thematization and analysis were repeated until the material was 

reviewed many times back and forth between the different sub-studies. All data was read 

repeatedly and in different phases of the study. The data was cross-checked with data from 

other sources to see if they were coherent, and data was also cross-checked with data gathered 

through the other two methods to see if they too were coherent. All in all, I found the data to 

be coherent even though they had different timeframes.  

 

Units of observation were on several levels: the industry, each company or other organization, 

each source type, each year, and each text unit (green marketing texts, interviews, other 

documents). Each text unit underwent a process in which I highlighted parts that I found to be 

significant, together with a written explanation as to why I highlighted a specific part. After 

repeated readings, many parts had been highlighted and commented upon. The data derived 

with help of the separate methods were separated into three basic themes and the four themes 

from the content analysis were kept intact, which in total constituted seven basic themes.  

 

I continued to read through each of the seven datasets, highlight significant parts and write 

down why I highlighted a specific part. When I could not find more parts that I felt were 

significant, I started to divide all data into further themes. The process of finding parts of 

significance and dividing the parts into themes was a process wherein I moved back and forth 

many times. I also compared the data to the larger context; inn the data, the description of the 

industry, and my own contextual understanding.  

 

My process of coding follows Bhattacherjee’s (2012:106) description of interpretive analysis: 

“Interpretive interpretation is an iterative process of moving back and forth from pieces of 

observations (text) to the entirety of the social phenomenon (context) to reconcile their 
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apparent discord and to construct a theory that is consistent with the diverse subjective 

viewpoints and experiences of the embedded participants. Such iterations between the 

understanding/meaning of a phenomenon and observations must continue until ‘theoretical 

saturation’ is reached, whereby any additional iteration does not yield any more insight into 

the phenomenon of interest.”  

 

The preliminary results from the qualitative content analysis were briefly discussed with the 

interviewees in the interview study. The transcribed interviews were sent to those that had 

been interviewed with a request for comments, both for critique, changes, and additions. Most 

of the interviewees came back to me with comments. I have discussed the results, and to some 

extent my interpretations with supervisors, discussants, and colleagues on many occasions and 

in different phases. As an outcome of these comments and discussions, my results and 

interpretations have been revised during the process of interpreting the data. 

 

The thematized data is presented in a selected and processed form in chapters 4–8. Chapter 

four presents as an overview of the industry; chapter five presents the results from the 

qualitative content analysis; chapter six presents the results from the interview study; chapter 

seven presents the results from the case study; and chapter eight is a conclusion of the 

empirical chapters as well as a bridge to the analysis chapter. 

3.6.3 Searching for deeper patterns with a theoretical perspective 

In this section the last step of my research design is described; namely how I identified and 

reconciled deeper structures from the coded and thematized data, the results of which are 

found in the analysis chapter. In this process, I searched for deeper patterns through the lens 

of the thesis’ literature review. Frostling-Henningsson writes that it is only when the 

researcher interprets the empirical data with a theoretical perspective that the material 

becomes exciting and is given theoretical height. Through these interpretations, data can show 

new patterns and connections, and result in a conceptualization of the empirical analysis 

(Frostling-Henningsson 2017). 

 

In the analysis, I started my search for deeper structures in the patterns that I could see from 

the explorative study of green industrial marketing. I compared the theoretical starting points 

related to theories about green marketing, green business, industrial marketing, green supply 

chain management, green marketing strategies, and green trust presented in the theoretical 
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frame of reference with the data and the unit of analysis. I afterwards wanted to show both the 

green marketing strategies I had seen in the data and compare them with what was previously 

described in the theoretical frame of reference. I also wanted to show what types of trust-

building strategies had appeared in the data, put them into in an overarching model, and see if 

they could be explained from a theoretical perspective.  

3.6.4 The researcher 

A question I have asked myself is if I could really understand someone else's perspective and 

my answer is: no, I cannot. However, what I have done is to interpret texts and others’ 

versions of a phenomenon and make the interpretations understandable to myself and 

hopefully also to others. This is a qualitative study, and qualitative studies have been 

described as deeply personal. Sergi and Hallin (2011) write that in this type of qualitative 

research, presentations are made which are based on emotions. Thick performance is 

important; that is, the researcher makes a performance of the empirical data using their own 

emotions (Sergi & Hallin 2011). Frostling-Henningsson (2017) writes that although the 

qualitative researcher should have an open attitude and really listen to the study's informants, 

the researcher should also benefit from their own background.  

 

This thesis is closely related to my own background, both in terms of education, interests, and 

experience in the industry under study. The closeness I feel to the industry has given me a 

certain contextual understanding of both green industrial marketing and of the perspectives of 

the interviewees. My knowledge of the phenomenon of interest has been useful when I have 

made my interpretations. At the same time, my background also makes me biased, which 

makes it important to see my interpretations as subjective. Based on this, I have done my 

utmost to also distance myself from the data. I have tried to see the results from a new 

perspective, and I think that I have managed to gain new perspectives by merging my 

preconceptions with the empirical data and the thesis’ theoretical points of departure, as well 

as comments from the participants, supervisors, colleagues, and others. 

 

Bhattacherjee (2012: 106) writes that “researchers are often embedded within the social 

context that they are studying and are considered part of the data collection instrument in that 

they must use their observational skills, their trust with the participants, and their ability to 

extract the correct information. Further, their personal insights, knowledge, and experiences 

of the social context is critical to accurately interpreting the phenomenon of interest. At the 
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same time, researchers must be fully aware of their personal biases and preconceptions, and 

not let such biases interfere with their ability to present a fair and accurate portrayal of the 

phenomenon.”  

 

Regarding my background in the industry, I got the feeling that interviewees felt that it was 

good, that it would render me better able to understand what they were talking about. A 

certain closeness could probably have arisen from this. The majority of interviewees were 

academically educated, which may have been an additional reason for community to emerge. 

There may also have been several more reasons for a feeling of community, such as ethnicity 

or a common interest in the topic. However, my age and gender were not something I had in 

common with my interviewees who in generally were slightly older than me, and all but two 

of the 18 interviewees were men. My age and gender may have affected the interview in 

different ways, but it can be difficult to determine in which way; probably, I may have been 

perceived as less threatening. 

3.7 Ethical considerations 

The interviewees’ participation has been completely voluntary. Further considerations 

regarding the interviewees have followed the recommendations made by Kvale and 

Brinkmann (2009) i.e., what they call “informed consent”. The interviewees have been 

informed about the study and its aims before the interview. They have been offered to read 

their transcribed interviews as well as to approve of them or to take away content that they do 

not wish to contribute.  

 

Personal names in the data have been removed and the interviewees have been partially 

anonymized in the final version of the thesis, but you could still understand who said what 

based on the content and if you had insights to the company or industry. To further protect 

interviewees’ and others’ interests, I removed content that I thought was sensitive. 

 

In the transcripts, spoken language has mostly been changed into written language. Positive 

aspects of that include that the texts became more reader-friendly and that the text became 

more balanced between the interviewee and the reader. This may, however, have also changed 

the meaning of the texts, and the interviewees’ reading has therefore been extra helpful. 

Another aspect of changing the meaning is that the transcripts have been translated from 

Swedish to English, which may have changed the original meaning. Informed consent does 
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not only have an ethical impact, but also increases the reliability of the content, as it reduces 

the risk of misunderstandings between the interviewer and the interviewee. Only the approved 

material has been made public.  

 

Lastly, I have done my utmost to present previous research to the fullest, and my empirical 

data as accurately as possible. I have not consciously withheld any data, and the selection of 

data in the empirical chapters is based on what I think represents the total amount of data in a 

correct and fair way. 

3.8 Reach and limitations 

An important question to answer is what I can use the chosen methods for, and what 

limitations there might be in using these methods. This question is the focus of this section. 

Firstly, my ambition has been to provide a factually accurate and nuanced description of green 

industrial marketing and to identify trust strategies in and through green industrial marketing, 

but there are no exact procedures that guarantee high reliability, stability and validity.  

 

Goetz and LeCompte (1984) write that the concept of reliability does not really fit qualitative 

research and that the important thing is not to require from others that they should be able to 

replicate a study, but instead that they should be able to find meaning in its results. That this 

study's results should be meaningful to readers has also been my main interest when writing 

the thesis. To describe the measures I have taken to provide a thorough analysis, research 

results, and conclusions, I will start by describing my literature review process.   

3.8.1 The process of the literature review  

A literature review provides a contextual understanding of a research area. Saunder and Rojon 

(2011) writes about the necessity of also making a critical literature review in terms of 

discussing and evaluating existing research literature, and thereby contextualizing and 

justifying a project. To succeed with this, they suggest a checklist consisting of nine 

questions, which have been a guide for me in this literature review: 

 “Is research that is most relevant and significant to the topic identified and included? 

 Is this research discussed and evaluated using a clear structure that will be logical to 

the reader? 

 Is the work of recognized experts on the topic identified and referred to? 

 Are the research aim(s) and objective(s) explicitly stated and contextualized? 
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 Is research that supports and research that opposes the main arguments included, using 

clearly reasoned judgements? 

 Are points made logically and justified with valid argument and/or evidence? 

 Are fact and opinion distinguished clearly? 

 Is relevant research that has been published since the start of the project included? 

 Have all sources been referenced fully in the required format?”  

(Saunder & Rojon 2011:160) 

My initial literature review was conducted while formulating the research problem - to 

facilitate an initial understanding of the area and the existing body of knowledge. Once the 

problem formulation and the research question started to be defined, a more rigorous, critical 

review was conducted to investigate the most relevant theories and frameworks within the 

field. The literature review included mainly primary literature, but also secondary literature in 

form of reviews and summaries of certain theoretical fields.  

The initial literature searches were exclusively chain searches based on supervisors’, 

colleagues’, and others’ recommended articles, review articles, and books, as well as my 

previous knowledge of articles, books, and researchers in the field. From the literature found 

through this method I continued to follow texts referenced within that literature. This was 

good from the point that I read up on the field and isolated valuable literature discussions and 

literature suggestions from my surrounding research environment.  

Since the studied phenomenon in this thesis is situated in an industry-specific context related 

to a topical area (sustainability), non-academic papers were included to understand the 

research area and the phenomenon. The primary academic papers were mostly collected from 

the following databases: Business Source Premiere, Google Scholar, IEEE Explore, JSTOR, 

SAGE Research Methods Online, SpringerLink, ScienceDirect, Taylor & Francis Online, 

Web of Science, and Wiley Online Library. 

Google Scholar was the search engine that I used most frequently during this initial phase. 

Through Google Scholar I could find most articles and books that I had been recommended or 

that had occurred in my chain searches. Except for recommendations from surrounding 

scholars and categorization in Web of Science, the number of citations as well as type of 

citations were another way for me to assess whether publications were trusted by others. If I 

was still unsure about the quality, I followed up on who had cited the publication or discussed 
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it with my supervisors.  

In a second phase of my literature review, I made systematic literature searches in the 

Business Source Premier database with the purpose of making a more comprehensive and 

systematic search of the green marketing literature. Business Source Premier is one of the 

largest databases for business information with, among others, scientific articles from over 

1100 peer-reviewed business-oriented journals. According to the database’s own website, the 

database includes 960 active, full-text, non-open access journals and magazines; 571 active, 

full-text, peer-reviewed, non-open access journals; 224 active, full-text, peer-reviewed, non-

open access journals with no embargo; as well as 514 active, full-text, non-open 

access journals indexed in Web of Science or Scopus (EBSCO n.d.). 

Based on the aims and research questions of this thesis, the primary keywords that I choose 

for my searches were: ‘green marketing’ (446 hits), as well as the synonyms or similar terms 

‘environmental marketing’ (502 hits), ‘ecological marketing’ (347 hits) and ‘sustainability 

marketing’ (61 hits). Only peer-reviewed articles in the results were chosen in the search 

filter. There was, in total, a search result of 1295 articles published from 1971 to 2020.  

After a qualitative review of the articles’ titles and abstracts, I decided to exclude all book 

reviews and found that only 1135 articles were directly linked to the topic of green marketing, 

when compared with definitions of green marketing used in this thesis (found in chapter 1 and 

in section 2.2). Articles that were not kept in the results could, for example, be in the fields of 

political science or natural science, and linked to the themes of environment or sustainability 

but not to marketing. After looking for duplicates, and after a more thorough reading, the 

number of articles found in this database and through the previously mentioned keywords was 

decreased to 551. 

After studying the content of the articles, I divided them into three main categories: green 

marketing related to industrial marketing (45 articles, listed in Appendix 1; green marketing 

related to consumer marketing (383 articles); and those that I could not classify as green 

marketing specifically related to industrial marketing or consumer marketing (123 articles). 

Based on the title, the abstract, and in some cases the entire content, several aspects were 

considered before classifying the articles according to these categories. I first searched for an 

explicit mentioning of a marketing type, such as industrial marketing, and confirmed that it 

was a clear focus of the article.  
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Second, I looked for terms and descriptors that are often associated with each marketing type. 

For example, the word ‘consumer’ could indicate that the article is focused on consumer 

marketing, while ‘supply chain’ could indicate that the focus is on industrial marketing. This 

could sometimes be determined by the title and the abstract, and sometimes the entire article 

had to be read. In some cases, the classification was based on what companies were part of the 

study. If at that time the companies were only active in industrial markets, I also assumed that 

the article had one or more industrial markets as part of the focus. About a fifth of the articles 

could, however, not be classified according to a focus on a certain marketing type. They either 

had a completely different focus, such as marketing education, or I could not determine the 

marketing type because it was not specified, or the focus seemed to be on both marketing 

types. 

 

In line with the aims and research questions of this thesis, I paid extra attention to articles 

within the category of industrial marketing, to articles addressing issues in both industrial 

marketing and consumer marketing, as well as to articles on the topics of trust, greenwashing 

and marketing strategy. I also used the articles found through the database for further chain 

searches.  

 

In addition to this, I also chose to also undertake a brief historical overview of how green 

business and green marketing have developed into what they are today. To find the sources 

that were adequate for that description, I used Google scholar and chain searches. My initial 

search words were “green marketing history”, “green marketing development”, “green 

business historical”, “green business development”, “green social movements”, 

“environmental business history”, and “industrial history environment”. I started with several 

descriptive articles and other texts to get a good overview and continued from there from their 

sources and their themes or keywords. Most of the literature sources were in a historical 

research field. 

 

One reflection on this may be whether this was the best way to search for prior literature. One 

answer is that it is a way to do it, but that it does not rule out that there may be more literature 

that would have offered this thesis alternative analytical models. However, it is not clear if it 

would have been better or worse. What is clear, however, is that with this literature search 

description there is a description of how the literature for the literature review was found and 

selected, something that enables readers to decide for themselves whether it is a good and 
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relevant literature search and analysis model, and from there decide whether the results, 

analysis, and conclusions are relevant to them. 

3.8.2 The process of the empirical study 

Goetz and LeCompte argue that there are several specific techniques with which the 

qualitative researcher can achieve more meaningful results. The first technique regards the 

positioning of the researcher. This can be done by explaining the study’s underlying 

assumptions and theories, their position in relation to the study’s participants, stating the 

criteria that existed during the selection processes, and the context that existed when 

collecting the data. The second technique is triangulation; that is, to combine several methods. 

A third technique is that the researcher describes in detail how the information was collected, 

how categories were developed, and the decisions made during different phases of the study. 

This should be described in such detail that other researchers should be able to replicate the 

study (Goetz & LeCompte 1984). 

 

This third technique is similar to what Bhattacherjee (2012:110) writes regarding how 

interpretive research can be made more credible: “Interpretive research can be considered 

credible if readers find its inferences to be believable. This concept is akin to that of internal 

validity in functionalistic research. The credibility of interpretive research can be improved by 

providing evidence of the researcher’s extended engagement in the field, by demonstrating 

data triangulation across subjects or data collection techniques, and by maintaining 

meticulous data management and analytic procedures, such as verbatim transcription of 

interviews, accurate records of contacts and interviews, and clear notes on theoretical and 

methodological decisions, that can allow an independent audit of data collection and analysis 

if needed”. 

 

In this study I have explained the underlying assumptions and theories of the study by 

describing the unit of analysis as well as situating it in chapter 1. I described the theoretical 

preconceptions in the theoretical frame of reference in chapter 2. My scientific perspective 

was described in section 3.1. I shared my preconceptions in section 3.2, and I have described 

my own position in relation to the study participants in my preconceptions as well as my 

position as a researcher and an interpreter in sections 3.2 and 3.6.3. I have stated the criteria 

that existed in the selection processes in section 3.5 and in appendix 3, as well as, to some 

extent, described the context that existed when collecting the data in section 3.5. 
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I have used the triangulation technique by combining three different methodological tools to 

gather data. I have also described in relative detail how data was gathered, as well as how 

basic themes were developed. I have to some extent described how decisions have been made 

during different phases of the study, which makes this thesis more replicable. This could 

however be discussed since this is an interpretive study where I, as a researcher, am a critical 

instrument, but much of the data is easily accessible. To openly report which organizations 

are being studied is a prerequisite for an outsider to be able to check these descriptions. The 

fact that I have not anonymized the companies in the content analysis should make it easier 

for a reader to check whether the data is correct and in accordance with how I have described 

it.  

 

The reliability of the interviews could, however, be questioned due to many possible 

influencing aspects. Firstly, most of the interviews were held during an early stage in the 

research process and they were not followed up on a regular basis. The companies within the 

Swedish textile service industry were also asked for an interview in a later stage of the 

process with the intent of enabling an updated version of how the market may have 

developed. The updated interview data can be considered to have increased the validity and 

reliability of the study, although some of the analytical associations that are made in the 

analysis are not matched in time and thereby could have contextual problems. 

 

The data from earlier interviews and data from later interviews were presented separately 

since their content is not equal due to major differences in context. They were, however, 

mixed in the analysis, though always with a clear statement that the data was from the later 

interviews. The data from the earlier interviews was also reconsidered after having collected 

and analyzed the data from the last round of interviews, which means that the research 

process was still active. The conclusion from this reconsideration was that their content and 

meaning did not change, therefore I only added the new perspectives that emerged from the 

newer data, keeping in mind the different contexts in terms of time and surrounding 

processes.  

 

What can be questioned here is whether the different contexts have been clarified in the text. I 

think they have, as the time is clearly indicated for each part of the data collection process and 

when data is referred to in the text. Of course, this can still be a problem, but the transparency 
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of the process should have mitigated it. Based on this, I believe that the advantages of 

updating the interviews outweigh the disadvantages, and that measures have been taken to 

deal with any possible negative consequences. 

 

Another way to increase the interviews’ reliability was to have relatively long interviews with 

possibilities for the interviewees to create their own narrative in an open interview format, and 

offering interviewees the opportunity to comment on their transcribed interviews. 

Additionally, the fact that interviews were combined with other empirical sources have likely 

increased the credibility of the interview data.  

 

Bhattacherjee (2012:110-111) writes that “confirmability refers to the extent to which the 

findings reported in interpretive research can be independently confirmed by others (typically, 

participants). This is similar to the notion of objectivity in functionalistic research. Since 

interpretive research rejects the notion of an objective reality, confirmability is demonstrated 

in terms of ‘inter-subjectivity’, i.e., if the study’s participants agree with the inferences 

derived by the researcher. For instance, if a study’s participants generally agree with the 

inferences drawn by a researcher about a phenomenon of interest (based on a review of the 

research paper or report), then the findings can be viewed as confirmable.” (Bhattacherjee 

2012:110-111)  

 

That interviewees were given the opportunity to comment and revise their transcribed 

interviews could be argued to have increased the interviews’ internal validity. Yin writes how 

this can be a way of validating data. Even if an interviewee would disagree with 

interpretations of the interview, there is an agreement as to what the interview included (Yin 

1981).  

 

Another way to increase validity has been to repeat the interviews with some representatives 

of the Swedish textile service industry toward the end of the research process with both 

questions from the first interview and the study’s results as a base, as well as with new 

questions more closely tied to supply chains that were not a focus of the first round of 

interviews, but a major focus in the thesis. Interviewees were also asked at the end of the 

research process if they thought that the use of their interviews was reasonable. In addition, I 

sent the thesis to both the industry association and to all active actors in the industry that were 

included in the study, and asked if they had comments or if they considered the conclusions of 
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my thesis reasonable. 

 

A triangulation of several methods has also been described as a way of strengthening a 

study’s internal validity (Merriam 1994), which is part of this thesis’ research design. Another 

way that has been described of strengthening internal validity is horizontal scrutiny and 

criticism; that is, colleagues’ comments (Merriam 1994). Comments from colleagues have 

been an influencing force throughout this thesis project. Finally, it is suggested that the 

researcher should clearly state their starting points, underlying assumptions, worldview and 

theoretical perspectives that existed at the start of the study as a way of strengthening the 

internal validity of the study (Merriam 1994). My starting points as a researcher are described 

in the three first chapters of this thesis. 

 

External validity is a difficult subject when it comes to qualitative studies, where 

generalizability is rarely possible (Merriam 1994). However, it has been argued that 

generalizability increases through the use of specific selection criteria, and specific 

approaches to coding and analysis (Yin 1994). Another way to relate to generalizability is to 

let the reader decide how applicable the study is to their own situation (Walker 1984). A term 

that is similar to external validity in interpretive research is ‘transferability’, which refers to 

the extent to which findings can be generalized to other settings. It means how well the 

researcher has provided rich and detailed descriptions of the research context (“thick 

description”) and thoroughly described “the structures, assumptions, and processes revealed 

from the data so that readers can independently assess whether and to what extent the reported 

findings are transferable to other settings.” (Bhattacherjee 2012:111)   

 

In this study, specific selection criteria and approaches to coding and analysis have been used, 

which could increase the study’s external validity. I have tried to provide thick descriptions 

and thoroughly described structures, assumptions, and processes revealed from the data. By 

doing so I have let the readers decide how applicable the study may be to their own situations. 

Thick description is also the main way I have addressed the different time frames of the data, 

that people with different professional backgrounds have been interviewed, that the data is not 

uniform and symmetrical, and that many choices have been made on purely subjective 

grounds. Through clarity and transparency, a reader can still form an opinion about the 

study’s relevance and transferability. 
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3.9 Summary 

This chapter started with a description of my scientific perspective and preconditions. The 

research design and research strategy have been described. The main methodological choices 

to attain the aims of this thesis as well as to answer the research questions have been to 

combine three sub-studies to gather data. The methodological tools are a qualitative content 

analysis, an interview study, and a minor case study. The study is focused on one industry and 

related to a time perspective. The marketing of each company within the industry was 

individually examined with data derived from sources published between 1996 and 2018. 

Interviews with representatives from the industry or from organizations adjacent to the 

industry were held in 2012, 2013, 2014, 2019, and 2021. A minor case study based on both 

secondary sources and interviews with a focus on customers of the textile service industry 

was made in 2014. The process of gathering data, thematizing, and interpreting has been 

described, and the ethical considerations, as well as the reach and limitations of the study, 

have been discussed. 

  



116 

 

PART III. Empirical results 
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4. Context: The Swedish textile service industry 

The phenomenon of green industrial marketing is studied in this empirical section of the 

thesis in the context of one industry: the Swedish textile service industry. This industry 

constitutes an important context for understanding the data, the analysis, and the study’s the 

resulting contributions and implementations. The industrial context will therefore be 

presented in the form of an industry description, a description of the industry’s development, 

and the early greening process of the industry. 

 

4.1 The industry 

The textile service industry developed alongside industrialization. The first market actors 

turned up in the 19th century and these were typically women washing linen and other textiles 

for service industries. The modern textile service industry was initiated in the 1950s alongside 

a more organized labor movement, and with it an increased need to wash working wear and 

other company textiles. The industry also grew when more modern washing machines 

emerged, which also enabled smaller laundry centers to enter the market (Green 2011). 

 

The industry’s name only partly describes its actual practices. The basic services are  to sell or 

rent out textiles (garments, entrance mats etc.) as well as to wash and take care of these 

textiles. Sometimes the practice is only to sell textiles, sometimes only to wash, and 

sometimes non-textile products are involved, such as certain safety equipment or PR products. 

Other complementary services are also offered; for example repairs, clothing and work wear 

maintenance, finishing of restaurant and hotel linen, protective wear, and the sterilizing of 

medical instruments and textiles, as well as safety equipment (cf. EESC 2010). 

 

The actors within the textile service industry are suppliers as well as buyers in industrial 

markets. The extensive usage of textile services links the industry to many other industries; 

for example the heavy industries, the service industries, the food process industry, the medical 

industry, the hotel industry, the construction industry, and the military. Some industries and 

individual market actors might not have extensive contact with the textile service industry, but 

they could still need entrance mats, hand driers or other hygiene products in their facilities 

that are offered by the textile service industry.  
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The international textile service industry has been described as a traditional industry that is 

rapidly expanding in terms of turnover and staff numbers. The industry is dominated by a few 

multinational corporations, while the rest of the market is fragmented with many small 

enterprises (EESC 2010). In a report from 2011 by the Swedish Environmental Management 

Council, the Swedish textile service industry was described as an industry consisting of a few 

larger corporations (Christiansson, 2012). The multinational actors that have dominated the 

Swedish market in the 21st century include Berendsen Textil Service, CWS Boco Sweden and 

Lindström Oy’s Swedish subsidiaries Comforta and Lindström Services. Other major and 

active actors are Textilia Tvätt & Textilservice, Hr Björkman, KÅPI Tvätt and TvNo 

Textilservice. Two of these major actors; CWS Boco Sweden and KÅPI Tvätt are part of a 

nationwide collaborative association called Rikstvätt.  

 

 

Figure 8: Average revenue 2007-2016 in the Swedish textile service industry according to annual reports 

 

The representatives of the Swedish Laundry Association agreed that the largest part of the 

market in terms of volume is the public sector, while the private sector is the largest part in 

terms of turnover. 

 

In 2011, over 130 companies were registered under SNI code 96011, which is the code for 

laundry services directed toward industrial markets. In 2016, 169 workplaces were registered 

under the same code with approximately 0–200 employees. This can be compared with 428 

workplaces with approximately between 0–4 employees that were registered under the code 
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for laundry services directed towards consumers (SNI code 96012) (Statistiska Centralbyrån 

n.d.). The Swedish textile service industry (96011) thus consists of fewer companies than the 

comparable consumer-oriented laundry industry (96012), but in the industry-oriented 

laundries (96011), on the other hand, there are, on average, more employees per company. 

 

However, the number of companies in the Swedish textile service industry must be adjusted 

when also considering how many companies were active and how many were registered with 

the correct code. There were, for example, only 60 active websites found in 2012 representing 

different textile service actors in the Swedish market with the SNI code 96011, 56 of which 

had activities actually in accordance with the code. In appendix 4 there are 56 companies 

from the Swedish textile service industry that have been included in this study. They are listed 

with legal names, corporate numbers, registered website domains in 2012, and average 

revenue between 2007 and 2016.  

 

The services offered by the textile service industry are of a sort that some bigger organizations 

sometimes handle themselves, but most organizations in the Swedish market choose to 

subcontract these services. Actors from two of the industry’s customer segments are included 

in this study; the hotel industry and the public sector. Both these segments typically used to 

own their own laundries but have, with time, come to subcontract their laundry services. The 

arrangement observed in the study between textile service suppliers and hotels is that entire 

hotel chains make multiannual contracts for textile rental and laundry service. An individual 

hotel will then in practice have clean textiles (for example bed sheets and towels) delivered on 

a weekly basis. Every week the supplier drops off clean textiles and picks up what needs to be 

washed. Similar arrangements are made with public organizations.   

 

Most of the actors in the Swedish textile service industry are of local origin, but three actors 

are international with owners and operations in other countries. These three are Berendsen, 

CWS-boco Sweden, as well as Lindström’s two Swedish subsidiaries Lindström Services and 

Comforta. However, textile production is foremost carried out in Asia and Eastern Europe and 

that makes the companies’ supply chains and networks at least partly international. A 

complication considering international markets was described in the interviews and that was 

how eco-certifications are only attractive in regions where they are well-known, therefore an 

international company might need several eco-certifications for one product if it is marketed 

in more than one national market (see interviews in section 6.4.2). There are more market 
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divisions than international versus local; interviewed representatives from the textile service 

industry claimed that there was, for example, less focus on greenness in public procurement in 

comparison to private procurements (see interviews in chapter 6).   

  

The actors within the Swedish textile service industry are active in industrial markets and 

their position in the supply chain is not immediately next to that of consumer markets, but is 

often close to them. However, companies in the industry are commonly also close to 

producing and manufacturing, and they are sometimes the producers. The textile service 

market is international, although most actors are local. International actors have biggest 

market shares (see section 5.3).   

4.2 An emerging focus on green practices 

In an interview with the national chairperson of the Swedish laundry association, it was 

described how an important factor in the emerging focus on green practices in this industry 

was that the Swedish laundry industry was given restrictions in Environmental Code 

1969:387 with requirements of permits or notification for drainage pollutions (cf. Notisum 

n.d.).  

 

If one, however, looks at what was written, or content related to the textile service industry 

found through the National Library of Sweden, one can observe four phases of content. The 

first phase was during the 1950s and 1960s, and the focus was at that point on business 

administrative issues Industry associations produced most printed material in the first phase, 

mostly in the form of journals (e.g. Tvätt-teknik: officiellt organ för tvätteriidkare; Tvätt-

föreståndaren: Organ för Svenska tvätteriidkareförbundförbund; Tvättbranschen: 

branschorgan för vittvätt och kemisk tvätt: den moderna tvättidningen; Företagsekonomi för 

tvättindustrin (Bergstrand 1955).  

 

The second phase was between mid-1970 and mid-1990 with focus on the working 

environment. The printed material in the second phase often takes the form of 

governmentally-financed reports. The authors in the second phase are mostly researchers, 

inspectors, and various management employees at laundries. Two often-recurring themes are 

working environments and cost-savings regarding the consumption of energy, water, and 

chemicals (cf. Statens Naturvårdsverk 1981; Lindberg & Bergman 1984; Vettefors 1985). 
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The third phase, beginning in the late 1980s was for quite some time—and in some respects is 

still today—parallel to phase two. The produced material was similar in the sense that both 

mainly consisted of reports, but with this phase entailed a new focus on external 

environmental aspects. Examples of such reports are “Miljöhandbok för kemtvätterier” 

[Environmental Handbook for Dry Cleaners] (Bachs 1991) and “Miljöpåverkan från 

tvätterier: lägesrapport” [Environmental impact from laundries: Situation report] (Nilsson 

1990).  

 

A fourth phase began in the 1990s as companies themselves started to produce texts that 

contained green marketing. These phases correspond well to what Mol (1997) described as a 

new phase in the 1980s and in the 1990s—the then prevailing idea of harmonizing economic 

and environmental interests. 
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5. Qualitative content analysis: Green marketing texts 

The main focus of this thesis is on the phenomenon of green industrial marketing, which is 

addressed through three sub-studies. The results from the first sub-study, a qualitative content 

analysis, is presented in this chapter. It is a study of green marketing texts identified in the 

Swedish textile service industry between the years of 1996 and 2018. As described in the 

previous chapter, environmental issues in the Swedish textile service industry became 

increasingly visible in the 1980s and 1990s, during which the 1990s became the decade when 

green marketing texts started to be produced in the industry. The exact start year was 1996, 

which is also the starting point of the presented data.  

 

Green marketing texts have been identified based on the principles presented in the 

methodological chapter, which are also found in Appendix 2, and other coding considerations 

presented in 3.5.1 and 3.5.2. The data has been divided into the following themes based on the 

literature review: the contextual situation, and the questions of when (time), who (companies 

matched with time and content), how (type of marketing tool matched with time and content), 

and what (content).  

 

Notes from the readings are added when texts have been associated with the theoretical 

concepts of communication, shared values (cf. Hunt & Morgan 1994), credibility, 

benevolence (cf. Hunt & Morgan 1994; Doney & Cannon 1997; Chen 2010), confidence, 

competence, honesty, fairness, responsibility, and helpfulness (cf. Hunt & Morgan 1994).  

 

5.1 When: three decades of green industrial marketing  

Under the first theme, ‘when’, data is sorted by years in a chronological order. When studying 

green marketing texts over time, one distinguishes different phases in the development of this 

practice. In this section, these phases are framed by three different decades: 1990s, 2000s and 

2010s. In terms of actors practicing green marketing, the increase was most evident between 

1996 and 2011. All major actors had started to practice green marketing between 1996 and 

2011.  

5.1.1 1990s: the initial phase 

1996 seems to be the first year for green marketing in the Swedish textile service industry. 

The fact that companies began to communicate their environmental work that year coincides 
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with the decade in which an interest in harmonizing environmental interests with economic 

interests had been observed (cf. Mol 1997), as well as one in which the interest in green 

marketing took off (Polonsky 1994). That green marketing started to be practiced in the 

Swedish textile service industry in mid 1990s could mean that environmental issues had 

become more important in the industry at that time and that they felt external pressure to 

communicate their environmental work.  

 

One of the earliest found examples of green marketing in the industry is the leaflet “Fyra 

Hörnspelare” [Four Corner players] from Textilia (then Simonsen) from 1996. The focus of 

this leaflet is what they call the four corner players, which are washing chemicals, water, 

products, and energy. The background picture depicts blue water, a blue sky, and a small red 

house on a small stony island. The text reads: 

 

“In Textilia we put the environment high, and we take pride in handling our 

products in a gentle manner and the washing process is done with as little 

environmental impact as possible.”  

 

Important to note is how “as little as possible” is not specifically saying anything about the 

company’s actual eco-performance and could thereby be seen as vague. This is also a general 

observation from this phase, that texts had an enthusiastic tone, but made unspecified and 

vague green claims. The following sentence reads:  

 

“Therefore, environmental thinking goes through everything in that customers can 

safely use our products, to the choice of, for example, chemicals, fuels, and 

stationery.”  

 

This sentence does not contain more information but is referring to the first sentence as a 

reason for reiterating environmental thinking. This sentence could also be classified as vague 

with non-factual information. 

 

The next sentence relates to monitoring conducted by the authorities. The text does not 

contain information about what the firms are being monitored for, only an undefined 

environmental standard. The control mechanism could be interpreted as a way of 

communicating competence, honesty, fairness, and responsibility. One can, however, sense 
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that the main responsibility is placed on authorities and not on the companies themselves.  

 

“That we manage our environmental standards is continuously monitored by 

environmental audits of authorities and by our owner, the Stockholm County 

Council.”  

 

Textilia was at this time owned by the Stockholm County Council (most of the publicly-

owned laundries were sold to private owners about this time, and Textilia was sold a year 

after the publication of this leaflet), which is also one of the authorities that is referred to as a 

monitoring agent. The text continues with reasons as to why the company engages in green 

actions, and the reasons tend to be human-centered: 

 

“We have our facility in the scenic Roslagen and we think it is important to 

maintain the beautiful nature and that we can continue to live in a good 

neighborhood, whether we live in the city or in the countryside.”  

 

In this sentence nature is explicitly described as beautiful, which one could see as a human 

perspective of nature. They also described “beautiful nature” as something that could benefit 

humans and thereby also implying that their green actions could benefit humans.  

 

The last part of the text includes the words “environmental partner”, which is signaling that 

Textilia’s environmental work can be beneficial for Textilia’s customers and that green 

actions make Textilia more attractive to the market. The last sentence communicates that 

other organizations with values including caring for the environment could find a partner with 

whom they share values:    

 

“If you choose Textilia as a supplier you not only get a good and economical 

textile partner, but also a good environmental partner!”  

 

Other green marketing texts from the 1990s include explicit aspirations of becoming 

eco-certified. In another of Textilia’s leaflets from 1997, this text is found on the last 

page:  

 

"Because we care about our nature, we only use environmentally friendly detergent 

and bleach. The wash water is purified, and the heat energy is utilized. We get the 
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energy from environmentally friendly fuel, among other, biogas from an adjacent 

landfill. We are now working to become certified according to ISO 14001." 

 

There are a few unspecified green claims in this text: what kind of environmentally 

friendly detergent and bleach they use, how they are environmentally friendly, how the 

water is purified, and how they utilize energy. There is no ‘proof’ presented; only 

descriptive words. Some parts are especially vague, like mentioning the biogas from an 

adjacent landfill with no further explanation. This vagueness was, as has previously 

been pointed out, common in this phase. However, a third-hand assurance in the form of 

ISO 14001 is mentioned, even though that they are, at this time, not certified in 

accordance with ISO 14001. This could be interpreted as an attempt to communicate 

competence since they are presumably a candidate for an ISO 14001 certification.  

 

Tvättcenter i Frinnaryd is another example of an actor that has practiced green 

marketing since the 1990s (since 1998) and this is an example of a website text from 

their 1999 website version: 

 

“Tailored bacteria eat dirt! 

The modern treatment plant that came into place in the spring of 1996 will 

contribute to the greening of the operations so that emissions are reduced 

drastically. How about that 85% of the wash water can be reused after cleaning. 

The technique for this type of plants is developed in Sweden from a German idea. 

The system is based on a bacterial flora that breaks down or you might say "eat up" 

all the dirt, such as oils and solvents in the washing water. Not only emissions are 

reduced significantly, the company will also be more energy efficient. 

Virtually all organic compounds, even the worst toxins such as dioxins and PCBs, 

can be broken down by microorganisms. The end products of microbial 

decomposition are carbon dioxide, water and harmless salts such as sodium 

chloride, that is, complete mineralization.” 

 

This is an example of a longer explanation, which was a common feature in green 

marketing texts in the 1990s. An idea is that the longer explanations were used to 

increase trustworthiness by explaining the often-complex environmentally-focused 

work processes and how they were implemented, rather than just writing that they “are 

environmentally friendly”. This could have been the 1990s way of showing 
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competence; that is, demonstrating ability and quality. Overall, however, few green 

marketing texts were found from 1990s data; most of the data is from the turn of the 

millennium onwards. 

5.1.2 2000s: greening is spreading and becoming more systematized 

In the 2000s, there is a clear increase in the number of green marketing texts in the data. All 

major actors, as well as many of the smaller actors within the Swedish textile service industry, 

were engaged in green marketing practices in the 2000s. The visibility of those practices was 

often high, for example by having green marketing on the first pages of the websites. In 

addition to an increased number of green marketing texts and their high visibility, there is also 

another interesting development going on, in that texts are perceived as a more systematic and 

systematized way of communicating competence.  

 

One example of a more systematized way of communicating competence (ability or quality) 

in green marketing is from CWS-boco Sweden’s leaflet “CWS-boco cotton rolls. Hygienic and 

environmentally friendly” from 2008. The way that the text appears to be systematized is that 

it includes numbers, research, and the naming of other organizations within the network: 

 

"A study made by the German Oeko Institute on behalf of the European Textile Services Association 

confirms: environmental thinking begins in the washroom. Compared to the environmental damage 

caused by paper towels cotton towels provide the following:  

➢ 63% less energy consumption  

➢ 79% less waste  

➢ 48% less greenhouse gas emissions 

The protection of the environment concerns us all. We are counting on you." 

 

However, the most common way of demonstrating competence in green marketing in the 

2000s that I could observe was to include eco-certifications and eco-standards in texts. An 

example of an actor that mainly communicated their environmental work through eco-

certifications and eco-standards in the 2000s was Lindström through its Swedish subsidiaries 

Lindström Services and Comforta. Versions of Comforta’s website versions retrieved between 

2007 and 2012 have green communication under the menu heading “Company”:  

 

“Our parent company, Lindström Oy, signed the ICC Business Charter for 

Sustainable Development in 1992 and publishes a sustainability report annually. 
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Comforta observes the ISO 9001:2000 quality assurance system and the ISO 

14001:2004 environmental system, and for hospital textiles, the EN-SFS 14065 

standard. The Lindström laundry process has achieved the Nordic Ecolabel in 

Sweden.” 

 

 Under the menu choice “Values” the following text is found:  

 

“Comforta considers the financial, social and environmental influences of its 

operations.” “Comforta operates fairly, observes laws and regulations and respects 

local cultures.” 

 

The last two sentences communicate the characteristics of fairness in the sense of conforming 

to established rules. They also show that the traditional CSR divisions of economic, social and 

ecological responsibilities is being practiced. The other subsidiary, Lindström Services, has 

the heading "Sustainable development" in the retrieved version from 2007 under the first 

page’s menu heading "Company":  

 

"Lindström's report on sustainable development covers financial, social and 

environmental responsibilities. The report is published every year and the last 

report was published in March 2006. Our report on sustainable development 

follows the "GRI" guidance. The financial reporting follows Finnish standards. The 

report on social responsibility, includes all subsidiaries of Lindström's Group. 

All Lindström's service centers have been approved for ISO 14001 certification in 

accordance with DNV Oy. In addition, each service center can obtain the ISO 9001 

certificate. Foreign subsidiaries have the same principles and are ready to get 

certified as soon as the customers require it."  

 

Lindström’s text is short with references to reports and green claims backed up with eco-

certifications and eco-standards. The last sentence shows an explicit relationship between 

their eco-certifications and customer requirements. 

 

That eco-certifications became an important part of companies’ green marketing in the 

2000s can also be seen from the green marketing texts of the market leader Berendsen. 

They also communicated their market leader role, as well as their intent to stay a step 

ahead of the environmental development, which is linked to their competitiveness. This 
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text is found on the company’s website version 2000/2001, under the menu headings 

"Company" and "Environment”: 

“We are the market leader in the rental and cleaning of textiles and personal care. 

Our vision is clear: We will become Sweden's most service-oriented company. This 

places high demands on us. Not least when it comes to the environmental work. To 

meet these requirements, we will stay a step ahead of the environmental 

development to ensure Berendsen Textile Service's long-term competitiveness and 

future growth.”  

The text continues with more reasons as to why they work with environmental issues:  

“The environment is also an issue that concerns us humans the most. Therefore, the 

environmental practices at Berendsen Textile Service occur as a natural part of our 

daily work!  

This could communicate honesty; that is, that their green interests are genuine since it is a 

natural part of their daily work. The text continues by also including eco-certifications: 

“Just as our certification according to SS-EN ISO 9001 is the basis for our quality 

assurance - our environmental certification according to SS-EN ISO 14001 is the 

foundation of our environmental work.  

 

The eco-certifications could be a way of communicating competence, but 

additional ways of communicating competence are observable at the end of the 

text, where they mention an environmental prize as well as including a sense of 

heritage by pointing out that they were the first company in Scandinavia to receive 

the Nordic Ecolabel for paper towels: 

We received Malmö City’s Environmental prize in 1996. We were further the first 

in Scandinavia to receive the Nordic Ecolabel for systems of hand towel rolls. 

Point by point, we have improved our relationships with the environment, but 

much remains.” 

The last sentence includes the words “but much remains”, which could be interpreted as a 

certain degree of humility, a means of defending against possible criticism or an attempt to 

communicate honesty and fairness.  
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A smaller actor that also communicated something similar to an environmental prize in the 

2000s is Din Tvätt och Yrkesbutik (previously Hindåstvätten), whose first green marketing 

text is found in 2007 on their one-page website: 

 

“Consideration of nature and humans. That is the core of our business. Our laundry 

process is in the smallest detail environmentally adapted. Hindås laundry received 

an honorable mention from the Environmental Protection Board in Borås 

municipality in 1996. An acknowledgment of our work.”  

 

It is interesting how they refer to consideration of nature and humans as the core of their 

business, something that had not been part of their communication before 2007. They do not 

specify how this is part of their core business, although textile service does not necessarily 

need to be green. However, I find the honorable mention from ten years before to be the most 

interesting part of this short text. Both the honorable mention and the mention of heritage 

when being able to communicate that they have worked with the environment for at least 10 

years could be ways of communicating competence (having requisite or adequate ability or 

qualities) and honesty (reputable, respectable, worthy of praise). 

 

To mention a third-party acknowledgement in the form of, for example, eco-certifications, 

prizes or honorable mentions are common in green marketing texts from the 2000s, but it is 

not always because the company itself upholds this symbol of competence. An example of 

this is from Entrémattor i Varberg, a smaller actor that mentions ISO 14001 even though that 

the company is not certified with ISO 14001. This text excerpt is from the version of the 

website that existed between 2004 (first found green marketing text) and 2011, found under 

the heading “Environmental Policy”: 

 

“The company is not environmentally certified but is working in line with the 

requirements of ISO 14001.”  

 

This example shows that eco-certifications are also important for companies that, at that point 

in time, were not eco-certified. The mentioning of working in line with the requirements of 

ISO 14001, although still uncertified, could be an attempt to communicate competence. 

 

Another company that refers to ISO 14001 without being certified is Clean Steps, a relatively 
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small company with no green marketing practices identified before 2007. This text appears on 

their website versions between 2007 and 2011 under the menu heading “Environmental 

Policy”: 

 

“We affect the environment primarily through our purchases, washing and 

transportation of carpets. Our carpet supplier is since 1998 certified according to 

ISO 14001 standards. The certificate maintains the condition that the company can 

document the continuing improvement of the environment through reduced 

consumption of water and energy, recycling of raw materials and minimizing 

waste.” 

 

This could be interpreted as an attempt to communicate competence by referring to a 

supplier’s eco-certification. The value of one actor’s eco-certification has thereby been 

extended to another actor in the same supply chain. 

 

5.1.3 2010s: a majority of studied companies practice green marketing 

The interest in practicing green 

marketing in the Swedish textile service 

industry continued to increase in the 

2010s. A majority of the websites, 

(79%) in the industry contained green 

marketing in 2018 (see section 6.2). 

The visibility of greenness was, 

however, less than in the previous 

phases since green marketing is often at 

least one click away from the websites’ 

first page. The market leader Berendsen 

seemed to have had a peak regarding 

green marketing visibility on the 

website in the beginning of the 2010s; 

the word “Environment” was for 

example found on 89 of their website’s 

sub-pages in 2012. Source: www.berendsen.se, accessed 031817  
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The webpage, however, had a drastic turn after that as only a few sub-pages devoted to 

green marketing were found in the following years. For example, in 2017, only a few 

references to greenness were found on the first page. Far down on that first page of this 

website version is an information box about water which mentions that they have 

worked with different kinds of water purifications for over 20 years in their laundries 

and that many of them are certified with the Nordic Ecolabel. The extensive information 

could be interpreted as attempts to communicate competence (superior job performance 

and adequate ability and qualities), but also honesty (free from fraud and deception), 

responsibility (liable to be called on to answer), helpfulness (useful information to 

some), and benevolence (showing a will to do good). 

 

More sub-headings were found under the heading “About Us”, among them 

“Management System & Certificate” and “Environment”. The text associated with the 

heading “Environment” was rather short but ended with both an option to download a 

specific brochure about their green actions, as well as nine different clickable 

subheadings, each heading leading to more available information about Berendsen’s 

environmental work. As mentioned before, certifications could be a way for the 

company to communicate competence. 

 

Berendsen’s website version from March 2017 has less visibility for green issues than 

previous versions, but the information is, however, more well-organized, and it is 

relatively easy to find information about specific topics. There are no third-party 

assurances related to greenness on the first page of this version, but they are located 

under the menu heading “About Us” and the sub-heading “Management System & 

Certificate”. This heading’s associated text begins with this sentence: “Some not 

entirely unimportant evidence” and continues with information about their ISO 14001 

certification including a visible symbol for ISO 14001. The importance of third-hand 

assurances is made clear; they call it “proof”.  
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On Berendsen’s website version from November 2017, yet another alteration has occurred. 

Green communication is reached through the heading “About us” and the sub-heading 

“Responsible business practice/CSR”. One of the first texts reads: 

 

“Our strategic approach 

We realize that a responsible business practice is the key to our company's long-term 

success. We strive to understand the expectations that our stakeholders’ have on us. More 

than ever, the way we work, and our goals, policies and values influence our ability to 

attract and retain customers, employees, investors and suppliers.” 

 

Interesting in this text is that they explicitly use words like “strategic approach” in association 

to greenness. Something else that is interesting is how they include stakeholders’ 

expectations, explicitly communicating that expectations from different stakeholder groups 

are of importance, as well as why. This could be an attempt to show helpfulness and a way to 

demonstrate concern for their stakeholders. They express how their interest in sustainability is 

linked to their attractiveness, which could be an attempt to show honesty.  

 

Source: www.berendsen.se, accessed 031817  



133 

 

A visual image on the side of this 

text contains five focus areas for 

their corporate responsibility: 

stakeholder engagement, people and 

health and safety, innovative and 

sufficient solutions, a responsible 

supply chain, and operational 

environmental efficiency.  

 

One could see this as a development 

of their green marketing into 

something that is engaged 

everywhere in the company, from a 

wide stakeholder perspective and innovation to the supply chain and operational green 

activities. The relational focus is made explicit. 

 

The interest in practicing green marketing also increased among smaller actors in the 2010s. 

The first mention of environment I found on the small actor Bröderna Fraimans 

Industritvätt’s website was in 2009: 

  

“We work close to nature” “We are daily using natural resources in our operation 

and we are therefore taking active provision to obviate and minimize the 

environmental impact. We use only detergents that are approved under the ‘Good 

Environmental Choice’ […]All our operations, from office and laundry to 

transports and energy, are worked out in detail to spare the environment. Our 

trucks run on environmental class 1 diesel”. 

 

This rather detailed description of their environmental work could be interpreted as a way of 

communicating competence, but also honesty (free from fraud and deception, admitting using 

natural resources on a daily basis), and responsibility. Informal and inclusive personal 

pronouns are used in this text. They mention their detergent supplier’s eco-certification as 

well as the class of the diesel they use. They are using the polarized word “minimize” when 

they communicate how they use natural resources.  

 

Source: www.berendsen.se, accessed 111017  
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In 2016, their environmental information has clearly increased under the menu choice 

“Environmental policy” on the first page. One example from that version is how the word 

“competitive” is mentioned and this word is combined, among others, with “survive”, “in the 

long term”, “credible”, “refined” and “self-preservation”:  

 

“Environment permeates our entire company in both small and large as 

environmental awareness is a prerequisite for us as a company to be competitive 

and survive in the long term. […] Our ambition is to grow and for us to be fighting 

for assignments from major companies or even counties and municipalities, we 

need, by pure self-preservation, be credible when it comes to environmental 

matters. The more refined and developed our environmental awareness is, the 

greater competitive advantage we have when we are offering our services.” 

 

This could be interpreted as attempts to demonstrate honesty (admitting the intentions of self-

preservation), fairness (conforming to established rules), responsibility and benevolence. The 

following text excerpt from the same website version shows that they are open to other 

reasons for avoiding detergent overdoses than environmental consciousness:  

 

“The dosage of detergent is computer controlled to avoid overdoses and it benefits 

both the company's finances and that it involves the least possible environmental 

impact.”  

 

This could be interpreted as a way of communicating competence and honesty (admitting that 

there are more benefits than just environmental benefits). The last excerpt from their website 

shows an attempt to communicate their actual green actions, that this is not simply lip service: 

 

“[…] we have gone from words to action”. 

 

An image on this page shows two cupped hands holding a small plant, the main colors of 

which are blue and green, which are also among the main colors of the images presented by 

the actors in this study. This text is found within the image:  

 

“Thus, in environmental respect we have gone from words to action and environmental 

awareness permeates our entire operations”.  
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The text and placement of the green communication has also changed on another small actor’s 

website; that of Entrémattor i Varberg’s 2016 website. They used to have green 

communication on the first page, but it has been moved from there, in a 2016 version, to 

under the sub-headings “Environmental Policy” and “Environment”. Here is an excerpt from 

the text: 

 

“We believe that the company's responsibility is not only to think of ‘continuous 

improvement’, but also to encourage each employee to contribute in this ecocycle-

thinking. We work together with the municipality and comply with all laws, 

directives and regulations imposed on the company.” 

 

They write explicitly that they have a responsibility, but also that this responsibility is shared 

between different stakeholders. However, they also point to their responsibility in making 

their employees take responsibility. This is interpreted as an obvious attempt to communicate 

responsibility, but also honesty (worthy of praise), and competence (working together with 

others could connote a certain level of performance).  

    

Another small actor, Entré och Reklammattan, does not practice green marketing until 2011 

when “Environment” becomes a menu heading on the first page and the associated text reads: 

 

“Entré & Reklammattan’s environmental work 

Entré och Reklammattan received step 2 in the environmental work in 2010. The 

environmental management system is based on the five basic elements of ISO 

14001 and meets the requirements of the national environmental management 

standard Svensk Miljöbas.”  

 

This text shows a focus on third-hand assurances as proof and an attempt to show 

competence. The text continues to be about how they work with their green action 

system, and it is interpreted as attempts to communicate competence: 

 

“Work on the introduction of a small business adapted environmental management 

system started in January 2009 and we then received Stockholm's environmental 

diploma, which complies with the national Swedish standard Miljöbas. The work 

was carried out with the help of the Environment Steps in Stockholm. 



136 

 

The initial work consisted of mapping of the environmental impact and the 

company's significant environmental aspects. We have established an 

environmental policy, environmental objectives and an action on the significant 

environmental aspects. All staff have undergone environmental training. Entré & 

Reklammattan was environmentally certified in 2009. City of Stockholm's 

Environmental Diploma (PDF) 

Read more on www.miljostegen.se We are working since January 2011 to upgrade 

the City of Stockholm's Environmental Diploma, to become certified according to 

ISO 14001 Certificate (PDF) At the same time we take the quality certification to 

ISO 9001. We have also started work to become certified in Occupational 18001.” 

 

The website was under construction in November 2017 with only one page showing. 

However, they still choose to show a symbol for ISO 14001 on this single “under 

construction” page, which made green marketing a major part of their website 

communication. 

 

The tendency to make green marketing less visible in the 2010s than in the 2000s that was 

observed on Berendsen's website was also observed on smaller companies’ websites. J & R 

Industritvätt has practiced green marketing since 2007 and had a menu heading called 

“Environment” on the first page between 2007 and 2011. However, this heading was removed 

and can not to be found in later versions. In their 2016 website version, green information is 

instead found under the heading “Services” where a reference to a collaboration with the 

Swedish Laundry Association and governmental agencies is stated as well as these sentences:  

 

“Here at J & R Industritvätt we are not only taking responsibility for clean clothes, 

we also care about a cleaner environment. We are therefore only using 

environmentally friendly detergents” 

 

Examples of showing a certain heritage when it comes to companies’ environmental 

work is still observable in the 2010s and an example of this is from Din Tvätt’s website 

2016 version: 

 

“The environment has been a focus for more than 20 years. Through an industry-

oriented business, but still with a high level of personal service and quality 

thinking, the business has grown. The guiding principles over the years have been 

http://www.miljostegen.se/
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the quality and environmental thinking at all stages of working to distribution and 

the washing process. The base is environmentally friendly cleaning processes, 

where water and natural biodegradable detergent are the main ingredients. 

Hindåstvätten received an honorable mention from the Environmental Protection 

Board in Borås municipality in 1996. An acknowledgment of our work.” 

 

 The time perspective is highlighted, both by explicitly writing about how they have had the 

environment as a focus for 20 years and the inclusion of an honorable mention from 1996. 

They intertwine greenness with quality and their core business with environmental 

considerations. This is interpreted as an attempt to communicate competence because of the 

more detailed information and the intertwining of quality. It could also be a way of 

demonstrating long-term responsibility. 

 

Another way to communicate company characteristics is by communicating personal 

commitment. In 2016, the small actor Sydsvenska Nea’s website emphasized their own, 

and rather personal, commitment by writing: 

 

“We work by the motto that we do not deliver something that we would not like to 

have for ourselves." 

 

This could be interpreted as a way of showing responsibility (ability to choose between right 

and wrong), benevolence (the will to do good), honesty (free from fraud or deception, they 

make themselves part of a possible customer segment), and fairness (free from self-interest). 

 

5.2 Who: Who does what? 

Under the second theme, ‘who’, green industrial marketing is explored from the perspective 

of actors practicing it. Out of the 56 studied companies in the Swedish textile service industry, 

a majority have chosen to communicate their greenness. 79% made it part of their website 

communication in 2018. In this section, three company characteristics: size, ownership, and 

focus/niche are related to the companies’ practice of green marketing and will provide a 

framework when answering the question of who practices green industrial marketing.  
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5.2.1 Size 

In this study, I distinguish between four types of company sizes: micro, small, medium, and 

large. The data shows that green marketing was practiced within all four company sizes in 

2018, as well as that all medium and large companies’ websites contained green marketing, 

while only some small and micro-sized companies’ websites contained green marketing. 

There is thereby a division when it comes to green marketing practices between large and 

medium sized companies (all practice green marketing), and small and micro-sized companies 

(not all practice green marketing). 

 

In the pilot study, an examination of 23 corporate websites within the Swedish textile service 

industry in 2012 (011212) were made. Few differences between large, medium, small, and 

micro-sized companies were observed when it came to average use of words that could be 

related to greenness. However, the companies with the highest relative amounts of words in 

green marketing texts were all micro- or small-sized companies (see figure 9).  
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Table 3: Quantifiable data from 23 websites in 2012 

Website 

Company 

size* 

Total 

amount 

of 

words 

Words 

related to 

greenness 

Nr of named 

certifications 

www.cleanorent.se Micro 406 0,49% 0 

www.berendsen.se Large 15399 0,45% 1 

www.mattsystem.se Micro 871 0,19% 0 

www.brfraimans.se Micro 596 2,85% 0 

www.callerts.se Micro 27 0% 0 

www.cleanstep.se Micro 494 1,21% 1 

www.comfortaab.se** Medium 1716 0,70% 2 

www.dintvatt.se Small 949 2,00% 0 

www.entreochreklammattan.se Micro 1469 0,88% 1 

www.entremattecenter.se Micro 390 1,28% 0 

www.entremattorvarberg.se Micro 2690 0,52% 1 

www.erikssundstvatten.se Micro 69 2,90% 0 

www.esstvatt.se Micro 270 0,74% 0 

www.fanhultstvatten.com Small 2225 0,04% 0 

www.gothiatvatt.se Micro 438 0% 0 

www.gbgtvatt.se Small 697 0,43% 0 

www.hrbjorkman.se Small 2550 1,18% 3 

www.idretvatt.se Micro 819 0,24% 0 

www.jrindustritvatt.se Micro 1195 0,67% 0 

www.lavandum.se Micro 96 0% 0 

www.lindstromab.se** Micro 1599 1,00% 1 

www.tvattjanst.se Small 20 0% 0 

www.textilia.se Medium 7542 0,95% 1 

*Divided in accordance with the recommendations from the European Commission (European Commission, 

n.d.) and in accordance with their turnover in 2012. 

**Subsidiary of a parent company with the company size large  

 

http://www.cleanorent.se/
http://www.berendsen.se/
http://www.mattsystem.se/
http://www.brfraimans.se/
http://www.callerts.se/
http://www.cleanstep.se/
http://www.comfortaab.se/
http://www.dintvatt.se/
http://www.entreochreklammattan.se/
http://www.entremattecenter.se/
http://www.entremattorvarberg.se/
http://www.erikssundstvatten.se/
http://www.esstvatt.se/
http://www.fanhultstvatten.com/
http://www.gothiatvatt.se/
http://www.gbgtvatt.se/
http://www.hrbjorkman.se/
http://www.idretvatt.se/
http://www.jrindustritvatt.se/
http://www.lavandum.se/
http://www.lindstromab.se/
http://www.tvattjanst.se/
http://www.textilia.se/
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Figure 9: Company size related to average nr of words related to greenness 

 

As with words related to greenness, companies of all four sizes name eco-certifications on 

their websites. However, one can also see that the larger companies tend to mention eco-

certifications more frequently (see figure 10).   

 

 

Figure 10: Average nr of (mentioned) eco-certifications per company size type 

5.2.2 Ownership 

Ownership is another factor of importance. It is observable how the green industrial 

marketing in annual reports sometimes changed when there was a new owner, but not if 

there was a change of auditing firm. However, few such changes were made during the 

23 years of data that are included in this study, which makes it difficult to establish 

patterns. 
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5.2.3 Niche 

The third factor that seems to identify who practices green marketing is if a company has a 

green focus or niche. One could see in figure 9 that some of the micro- and small-sized 

companies had a relatively high number of words related to greenness in their websites in 

2012, which could indicate a niche company. Another aspect is how many eco-certifications a 

company happens to have. In the pilot study from 2012, there was only one actor certified 

with three named eco-certifications and that was Hr Björkman, a medium-sized (or a small-

sized in 2012) company with perhaps the most intense focus on greenness in the Swedish 

textile service industry. It also had a relatively high number of words related to greenness on 

the website, as well as the highest amounts of green posts on Facebook 2012–2018. 

 

 

 
 

Source: www.hrbjorkman.se, accessed 121218  
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5.3 How and what: green industrial marketing 

In this section, data has been sorted under two themes: ‘how’ and ‘what’. Under the theme 

‘how’ green industrial marketing texts are presented as an answer to how they have been 

communicated. In this study, this is regarding marketing tools used to communicate green 

marketing. Data under the theme ‘what’ is an answer to what green industrial marketing can 

be, in the form of content of the texts, which is shown by giving examples of green marketing 

texts and highlighting what I have found to be significant in those texts.  

 

These themes are presented together, because it can be seen in the data that they strongly 

correlate with each other. While reading and coding the texts, it was revealed that the content 

looked different under different marketing tools, for example there was more typical content 

for green marketing texts on Facebook, and another set of typical content for green marketing 

texts on company websites. 

 

5.3.1 Green marketing texts communicated through four different marketing tools 

Companies’ green marketing is expressed through different marketing tools, and I have in this 

thesis chosen to study green marketing texts in four marketing tools: annual reports, corporate 

websites, Facebook, and printed matters. 38% of the companies had included green marketing 

in one or more annual reports, 79% had included green marketing on their websites in 2018, 

56% of the companies had Facebook pages with green posts, and 90% of companies had 

green marketing in their printed matters. It should be noted that few printed matters are 

archived, and it is likely that more printed matters from larger companies are archived than 

those of smaller companies. 
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Table 4: Summarizing table of marketing tools used for green marketing texts 

Companies 

practicing green 

marketing       

Annual reports 

with green 

marketing*  

Website with 

green 

marketing 

(2018) 

Facebook page 

with green 

marketing  

Printed matter 

with green 

marketing 

70% 

39 of all 56 
companies 

practiced green 
marketing in all or 

some of the four 

studied marketing 
tools in one or more 

years between 1996 
and 2018. 

38% 

21 of the 56 
companies had 

green marketing 
in the annual 

reports in one or 

more years 
between 1996 and 

2018. 

79% 

34 of the 43 still 
active corporate 

websites in 2018 
contained green 

marketing.   

56% 

18 companies 
could be 

connected to a 
Facebook page 

and 10 of these 

pages contained 
green marketing 

(2011-2018). 

90% 

11 companies 
could be 

connected to 
archived printed 

matters and 10 of 

them had green 
marketing in 

printed matters 
(1996-2018). 

* Rikstvätt's website was connected to several companies and thereby is counted more than 

one time in this table. 

 

5.3.2 Green marketing on websites 

Green marketing has been found in all types of data included in this study, but most data is 

from the companies’ websites. Out of these four marketing tools, the main way to 

communicate green marketing in the Swedish textile industry since the 1990s is therefore 

through websites. Companies use their websites to gather many different sorts of information 

including texts, images, and design as well as portals for reports, online brochures, and other 

kinds of information. The green marketing texts on the websites are often a combination of 

texts, images associated with nature, symbols for different eco-certifications, and linkages to 

sustainability reports. 

 

Comparing green marketing texts with those found in annual reports, content tends to be more 

similar since there is more information, and the structure of where to find what is often similar 

on all studied websites. My interpretation of this is that there has been voluntary 

standardization regarding the structure of green marketing on websites. For example, the 

headings are similar, the information is found on approximately the same subpages, and 

words and texts also have many similarities. However, there can still be a big difference 

between the amount of green marketing and what the texts contain, which may be because not 

all companies spend as many resources on environmental work and marketing.  
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The website search result has not been complete every year because of non-functional links 

and websites under construction. However, the search from December 2018 does include all 

websites from all then-active companies included in this study within the Swedish textile 

service industry. This made the search results from 2018 extra important inn providing a good 

overview of green marketing practices on corporate websites. 79% of the websites included 

green marketing. Half of them had specific sub-pages for green marketing. The following 

green marketing text excerpts are from the companies’ websites in 2018.  

How uniformed are the green marketing texts on corporate websites? 

The studied websites had a rather uniform way of expressing green marketing in the form of 

words, design, colors, placing and content. Some words were more common, and these were: 

“environment” / “environmental” / “environmentally”, “laundry”, “quality”, “water”, 

“requirements”, “energy”, “ISO” and “business”.   

 

 

Word Frequency 

Environmental 107 

Laundry 62 

Environment 60 

Quality 46 

Water 33 

Environmentally 31 

Requirements 30 

Energy 26 

ISO 26 

Business 22 

 
Figure 11: Word cloud from 2018 websites 

 

Other common words were “natural”, “sustainable” and “impact”. The most frequently 

communicated environmental impacts were “water” and “energy”. “Responsibility” was an 

common word as well as “ensure”, “requirements”, “ISO”, “ecolabel” and “certified”. 

Frequent business-related terms were “business”, “company”, “system”, “management”, 

“service”, “product”, “customer” and “supplier” as well as the industry specific terms 
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“textile” and “laundry”. “Quality” was another frequently-used word. These words indicate a 

depiction of green industrial marketing in the form of word associations. 

 

Other elements of green marketing were the design, colors, placing, and content. The design 

could vary, but different types of associations to nature, the products or the laundry centers 

were always depicted if photos or images were included. Some colors were common like 

yellow and blue, and the color green was observed on all websites that contained green 

marketing. The placement of green marketing texts and symbols were, in general, one or two 

clicks away from the first page. The menu heading with which the green marketing was 

associated was often “Environment” or “About Us”. The content was foremost about the 

whole company and seldom about certain products or services. All companies that practiced 

green marketing in their websites also, or only, included it in their self-presentations on, for 

example, “About Us” pages.  

Links to sustainability reports and third-hand assurances 

Many of the studied websites contained links to sustainability reports as well as their own or 

suppliers’ eco-certifications. A bit over a third of the companies’ communications included 

one or more eco-certifications in their green marketing on the websites. This is interpreted as 

attempts to communicate competence and responsibility (accountability), although the 

benefits can be multiple. There were a few examples of companies mentioning their suppliers’ 

eco-certifications. Eight eco-certifications have been observed in total in the green marketing 

texts of the Swedish textile service industry (between 1996 and 2018) as well as one 

membership organization (see table 6:5). The certifications include both management 

certifications and product certifications as well as both accredited and non-accredited 

certifications.  
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Table 5: Standards and certifications found in the data from the Swedish textile service industry 

Eco certificates, 

standards and 

diploma in the 

study Organization 

Type of 

certification Comments 

ISO 14001 

International 
Organization for 

Standardization 

Standard for 
improved 

environmental 
management 

systems 

A worldwide recognized certification, it is often used in marketing for industrial 

markets. Introduced in 1996. 

EMAS 

European 
Commission 

European 

certification for 
management 
systems and 

auditing 
schemes 

The Eco-Management and Audit Scheme (EMAS) is the EU’s voluntary 
environmental resources management instrument. Introduced in 1993.  

Nordic Ecolabel 

(Nordic Swan) 

Miljömärkning 
Sverige 

Nordic product 
certification 

The Nordic Ecolabel or Nordic swan is the official sustainability ecolabel for the 
Nordic countries, introduced by the Nordic Council of Ministers. It is a well-

known certification on the Swedish market both on the industrial market and the 
consumer market. Introduced in 1989. 

Bra Miljöval 

[Good 

Environmental 

Choice] 

Swedish Society 
for Nature 
Conservation 

(SSNC) 

Swedish product 

certification 

A well-known certification in the Swedish market, both in the industrial market 

and the consumer market. Introduced in 1989. 

Oeko-Tex 

standard 

International 
Association for 
Research and 

Testing in the 
Field of Textile 

Ecology (Oeko-
Tex) 

Certification 

with focus on 
human health in 

relation to 
chemicals 

Oeko-Tex Standard or Öko-Tex Standard, established in 1992, is a testing and 
certification system for textile products for harmful substances.  

Svenskt 

Miljödiplom 

Föreningen 

Svensk Miljöbas 
[The Swedish 

Environmental 
base] 

A management 
system diploma 

An alternative national environmental management system directed towards 
smaller firms and other organizations introduced in 2005.  

Blue Angel RAL gGmbH 
German product 
certification 

A German certification for products and services that have environmentally 
friendly aspects. It was introduced in 1978 and is therefore the world’s first eco-
certification. 

FR 2000 

FR2000 I 

Sverige 
ekonomisk 
förening 

[FR2000 in 
Sweden 

financial 
association] 

Standard for 
improved 

management 
systems 

FR2000 is a standard for business management adapted for small and medium-
sized companies. The standard integrates requirements for quality, environment, 

work environment, fire protection and competence supply into an integrated 
management system. Since 1993 (then under the name MVR-Q) 

REPA 

(Reparegistret 

AB), now FTI 

 
FTI is owned by 

the materials 
companies 

Not a 
certification, but 
a membership 

related to 
packaging and 

newspaper 
collection 

Reparegistret AB was previously a wholly owned subsidiary of the Packaging 
and Newspaper Collection (FTI) and companies that were previously affiliated 
with REPA are now directly affiliated to the FTI. The Packaging and Newspaper 

Collection (FTI) is responsible for the recycling of packaging and newspapers. 
Operations are financed by packaging fees that companies pay and thus fulfill 

their statutory producer responsibility. FTI is owned by companies that 
manufacture, sell, fill, and recycle packaging and newspapers.  
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Source: www.hrbjorkman.se, accessed 101118  

The interest in using eco-certifications in green marketing can also be seen in the word cloud 

created from green marketing texts where the words “ISO”, “ecolabel” and “certified” are 

among the most frequent words. Eco-certifications were a major part of what green marketing 

had become by 2018.  

 

An example of how an eco-certification could be used is from CWS-boco Sweden’s website: 

 

“We work systematically with constant improvements to ensure the quality and the 

environmental impact of our services. All our laundries are certified according to ISO 

9001 quality, ISO 14001 environment and OHSAS 18001-work environment.” (CWS-

boco Sweden’s website, 2018) 

 

Another example is from Hr Björkman’s website, where an EMAS award from 2014 is 

included. They inform readers about the award, display their certification, and link it to an 

article about their reward in a financial newspaper: 

  

  

 

An example of a company mentioning that their suppliers are eco-certified is Clean Steps: 

 

“Our environmental commitment is 

We are convinced that an active and well-thought-out environmental thinking creates 

long-term competitiveness and strengthens our reputation among our customers. 

We affect the environment primarily through our purchases, washing and transportation 

of carpets. Our carpet supplier has been environmentally certified according to standard 

ISO-14001 since 1998 

Source: www.hrbjorkman.se, accessed 121218  
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Certificates can and must be retained on condition that the company can document 

continued environmental improvement through reduced consumption of water, energy, 

recycling of raw materials and minimize waste. Our subcontractors for washing our 

carpets are environmentally certified, which means that they act according to established 

requirements within, among other things, chemical use, transport, sorting of waste and 

product selection” (Clean Step’s website, 2018). 

 

 

The text shows a trust-building based on suppliers’ certifications, and is also based on 

supplier origins in the sense that their supplier has worked with environmental issues for a 

long time. 

 

References to other organizations 

There are many references to other organizations in the green marketing texts under study. 

The first type of references to other organizations is to certification organizations like ISO and 

Nordic Ecolabel, and often when the companies mention their own eco-certifications. An 

example of that is how Tvättcenter i Frinnaryd mentions their certification FR2000 on their 

website in 2018:  

 

“Tvättcenter is environmentally and quality certified according to FR2000. FR2000 is an 

integrated management system that places demands on quality, environment, competence 

supply, health and safety. Basic values in the FR2000 are satisfied customers, business 

ethics and competent and motivated employees.” (Tvättcenter i Frinnaryd’s website, 

2018) 

 

This way of only briefly mentioning an eco-certification is common on the studied websites. 

Another example of mentioning an eco-certification is from Vithalatvättens website, but they 

also mention the certifications of their supplier’s detergents: 

 

“All detergents are approved according to ‘Good Environmental Choice’, the dosage of 

detergents is computerized and water consumption is minimized. […] Vithalatvätten is 

environmentally certified according to ISO 14001.” (Vithalatvätten’s website, 2018) 

 

Esstvätt also mentions their eco-certification on their website, but goes a step further by also 

describing the certifying organization:  
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“The Nordic Ecolabel is the official Nordic Ecolabel since 1989. The organization 

examines the environmental impact of goods and services throughout the lifecycle from 

raw material to waste. This means that you assess the environmental impact of a product 

group or service. The requirements are continually tightened, which drives the transition 

to a sustainable society step by step.” (Esstvätt’s website, 2018) 

 

Another type of reference to other organizations is to suppliers. The reference type is often 

about communicating that they are placing demands on suppliers, but also how they choose 

them, inform them, and train them. On Hr Björkman’s website suppliers are mentioned 

together with customers and employees with the assurance that they will be informed about 

the company’s environmental work:  

 

“Hr. Björkman's entrance mats ensures that: 

[…] disseminate the information about our environmental work to both customers, 

employees and suppliers” (Hr Björkman’s website, 2018) 

 

On Textilia’s website suppliers are mentioned in the context of making demands on suppliers, 

but the text also clearly includes the suppliers as part of Textilia’s environmental work:  

  

“Sustainable textile service is about environmental awareness, about continuous 

improvements in our own work environment and about being able to meet all possible 

quality requirements at the same time. It is also about making demands on our suppliers, 

that they also take responsibility and work actively with the environment, work 

environment, quality, and social issues. We believe that everything is connected, and that 

full commitment is required. Then we can really talk about sustainable development—

and about Sustainable Textile Services.” (Textilia’s website, 2018) 

 

Ångtvättbilen referred to suppliers in the “Quality and Environmental Policy” section of their 

website. They wrote about how they choose, influence, and train suppliers with the intent to 

make them participate in policy fulfillment:     

 

“The quality and environmental commitment of the steam washing car is summarized in 

the following policy: […] choosing, influencing and, if possible, training our suppliers so 

that they participate in the fulfillment of our quality and environmental requirements” 
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(Ångtvättbilen’s website, 2018) 

 

There are also references to other organizations such as collaborative partners or membership 

organizations within the network. An example of this is how Berendsen referred to prizes that 

they had won: 

 

“In August, our Washroom business in the Netherlands won the National Business 

Success Award for sanitary hygiene solutions. The prize is included in the Dutch 

television program "Success Factor". Our business has also been nominated for the 

awards "Best Company in Netherlands" and "Most Innovative Company" (Berendsen’s 

website, 2018). 

 

It can also be noted that except for naming the prize, the specific TV show is also mentioned. 

Tvättcenter i Frinnaryd also referred to an environmental award on their website, one that 

they received in 1998 from Jönköping International Business School: 

 

“Primed with environmental award from IHH [Internationella Handelshögskolan I Jönköping]  

In 1998 Tvättcenter received a prestigious environmental award from the Jönköping 

International Business School. We received the prize for our ongoing environmental work” 

(Tvättcenter i Frinnaryd’s website, 2018). 

 

As in the example of Berendsen, the awarding organization is also mentioned and thereby 

is/forms/constitutes part of the message. Another example of naming an organization in the 

network is from Esstvätt and their reference to their membership in the Swedish laundry 

association: 

 

“Esstvätt is an authorized company and member of the Swedish laundry association.” 

(Esstvätt’s website, 2018) 

 

Some of the references on the companies’ websites to other companies were often suppliers or 

some collaborative partner. An example of this is from Hr Björkman’s website where they 

refer to a supplier: 

 

“As the first carpet wash in the world, we began to use biotech detergents from the small, 

high-tech company Innu-Science in Canada.” (Hr Björkman’s website, 2018) 
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As the examples show, references to other companies and organizations can be for various 

reasons. However, the common denominator is that those mentioned are ones with which the 

company has a clear relationship. 

5.3.3 Green marketing in annual reports 

In this section, green marketing texts from companies’ annual reports are presented. However, 

first comes an introduction as to what the law says about what should be included in the 

annual report regarding the company's environmental work, and this is followed by examples. 

Legislative demands 

There is a legislative demand for annual environmental reporting on Swedish companies that 

are subject to a permit or notification obligation under the Environmental Code (1998:808). 

The report shall be submitted to a supervisory authority. Since 1999, companies’ annual 

reports must also contain environmental information in accordance with the Annual Accounts 

Act (1995:1554) if the information is of direct or indirect significance to the company's 

financial development opportunities. With the amendment from 1999 (1995:1554, § 6:1 

ÅRL), environmental information was supposed to be made more accessible, as the statutory 

environmental reports were often complicated and rarely read by anyone other than the 

supervisory authorities. There was also an interest in promoting the development of corporate 

environmental information (Catatüs & Ljungdahl 2002). 

 

In 1998 the Swedish bookkeeping board published a statement (BFN U98:2) that provided 

guidance for companies that were to report information on environmental impacts in their 

annual report. The board argues that the information in the management report should contain 

information on, among other things, reporting obligations, how the environment is affected by 

an operation, whether important permits are required to be renewed or revised, if the company 

exceeds the terms of the environmental permit of the operation, and how dependent it is on 

the permits and reporting activities (BFN 1998).  

 

In 2016 a new Annual Accounts Act was introduced, 2016:947, which has been described as 

an act that will force companies to make a sustainability report if they exceed one of these 

limits: having more than 250 employees and/or more than SEK 175 million in total assets or 

more than SEK 350 million in net sales. However, it says nothing about following certain 

standards (for example GRI), only that they should either be included in the annual report’s 
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management report or in a separate report. It does, however, say that an auditor should certify 

that the company has prepared a sustainability report, but not that the auditor shall review the 

information (cf. Sveriges Riksdag n.d.).  

 

Looking at the frequency of green marketing in annual reports, it seems to have been 

influenced by legislative demands. The first green marketing found in annual reports within 

the Swedish textile service industry is from 1996, but there was a huge jump in the number of 

firms that included green marketing in 1999 when the amendment about environmental 

information was added to the Annual Accounts Act (cf. 1995:1554, § 6:1 ÅRL). 

 

 

Figure 12: Companies that communicate green marketing in annual reports from 1996 to 2016 

 

2001 to 2008 were the years with the highest percentage of companies in the Swedish textile 

service industry that included green marketing in their annual reports, but so far it has not 

exceeded 35 % of the companies.   

Uniformity of green marketing texts in annual reports 

First of all, it should be noted that relatively few companies communicate green marketing in 

their annual reports, which indicates a relatively low level of uniformity. Although green 

marketing in annual reports is practiced by a minority of the companies, there are still 

interesting patterns. Green marketing observed in annual reports between 1996 and 2016 in 

the Swedish textile service industry often appears to be information about operations that the 
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company is obliged to give notice about or something else that could be seen as involuntary. 

This could be seen as a way of communicating fairness (conforming to established rules) and 

responsibility (liable to be called on to answer). Some of the studied companies that included 

green marketing in their annual reports were, however, not obliged by law to mention 

anything related to their environmental work or impact, while some that were obliged by law 

were still not including green marketing.  

 

Some of the green marketing texts in the annual reports seem to function as spreading news. 

An example of this is from KÅPI Tvätt that uses the heading “Significant events during the 

fiscal year” to inform about current issues. The text under this heading in 2013 contained 

three (out of four) issues related to their environmental work: 

 

“Environmental certification The Nordic Ecolabel 3.0 for 2014 was completed by 

2013-10-07.”  

“By the end of 2013, the company made major investments for energy and 

environmental savings by rebuilding water and heat recovery in the laundry 

production.” 

“The construction of the pellets plant has been ongoing in the latter part of 2013.” 

(KÅPI Tvätt’s annual report 2013) 

 

Another example of green marketing in an annual report is from Storsjötvätten:  

 

"Activities under the Environmental Code  

The company is responsible for reporting under the Environmental Code. Control 

report is submitted to Östersund municipality's environmental office. Swerea IVF 

in Göteborg executes the authority inspection for the Swedish Laundry 

Association's approval. Storsjötvätt AB carries out a professional industrial laundry 

with the least environmental impact. Only small amounts of chemicals are used in 

the business and all detergents are environmentally approved." (Storsjötvätten’s 

annual report 2016) 

 

The text is initially giving specific descriptions on the company’s reporting obligations, but 

the last two sentences are vague. For example, "least impact" does not say much about the 

actual environmental impact and the same applies to "small amounts of chemicals", that does 

not say much about the actual amount of used chemicals. Vague statements are something that 
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I have noted in most of the green marketing texts in the annual reports. 

  

Some terms are used more often than others (by more than two firms in one year) and they are 

different certifications, obligations to give notice, the Environmental Code, water, pollution 

(to air and water), waste, energy, oil, environmental impact, pellets, and detergents. 

 

 

Figure 13: Common words related to green marketing in annual reports 1996 to 2012 

 

 

Figure 14: Frequency of communicated certifications in annual reports 1996 to 2016 

 

In figure 14, one can see that the environmental management standard ISO 14001 has been a 
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significant part of annual reports within the Swedish textile service between 1996 and 2016. 

Also, the quality management standard ISO 9001 is often mentioned in green marketing texts. 

The Nordic Ecolabel was first mentioned in 2008 but has afterwards been mentioned almost 

as often as ISO 14001. A fourth certification has been mentioned in the 2010s and that is the 

FR2000, but only by one company per year. The companies that are eco-certified, and 

communicate green marketing in their annual reports, tend to include their certifications in 

their annual reports. Most of the companies that are certified have mentioned this in their 

annual report in one or more years. Some companies also include their plans to become eco-

certified. Including certifications in green marketing texts could be a way of communicating 

competence.   

 

Inconsistent information is observable when it comes to green marketing in annual reports.  

An example of this is green marketing in annual reports from Textilia in 2004:  

 

“Environmental effect 

The Company conducts operations under the Environmental Code SNI 93.01-1. 

The company has a laundry in Rimbo which as of 1999-03-30 is environmentally 

certified according to ISO 14001.” (Textilia’s annual report 2004) 

 

There are two key points in this text, the first of which is that their operation is regulated by 

the Environmental Code, exactly how is, however, not mentioned. The other is that one of 

their laundries is environmentally certified. In the parent company's (Bore Equity) 

consolidated financial statements of 2004 this text was found: 

 

“Environmental effect 

The parent company does not conduct operations that require permission in 

accordance with the Environmental Code. In the subsidiary Textilia, operations are 

conducted under the Environmental Code SNI 93.01-1.” (Bore Equity’s 

consolidated report 2004) 

 

What has been reproduced from Textilia’s report to the parent company’s report, or the other 

way around, is only if there are operations within Textilia that are conducted under the 

Environmental Code. The information that Textilia is also certified with ISO 14001 does not 

show in the parent company report. Two annual reports within one corporate group are 
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therefore not following the same reasoning as to what could be worth mentioning in the 

report.  

 

Another type of inconsistency is how some issues are communicated in one year, but 

not in the next year's report or not by other companies. Excerpts from Lindbytvätten’s 

annual report is a good example of this: 

 

2011 and 2012: "General information about the business […] The company is partly; 

Quality certified according to ISO 9001 from June 2011. Environmentally certified 

according to 14001 from February 2012. Work environment certified according to 

OHSAS 18001 from February 2012 and Nordic Ecolabelled since 2009.”  

 

One can see how certifications are emphasized in this green marketing text. 

 

2013: “The company is partly; Quality certified according to ISO 9001 from June 2011. 

Environment certified according to ISO 1401 from February 2012. Work environment 

certified according to OHSAS 18001 from February 2012 and Nordic Ecolabelled since 

2009. During the year, re-certification of the Nordic Ecolabel took place with new 

requirements under audit 3.0 implemented and approved. " 

 

The emphasis on certifications is repeated in 2013.  

 

2014: "During the year, another new truck was procured and thus all trucks are at least 

environmentally friendly according to Euro 5." 

 

However, something happens in 2014, as no certifications are mentioned in that year’s 

annual report. 

 

There are also examples of more consistent green marketing texts on an individual 

company level. For example, the market leader Berendsen has included green marketing 

in every annual report since 1996, except for 1997 and 1998. The information has been 

rather extensive in comparison to the rest of the industry. An example of their 

environmental information in the annual report’s management report from 2013 reads as 

follows: 
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“Environmental impact 

All of the company's units are now downgraded to V-businesses (other 

environmentally hazardous activities that do not require notification or permission 

but must, of course, comply with laws and regulations). 

 

The main environmental impact of operations consists of carbon dioxide emissions 

to the air from our transportation and incineration of oil, gas oil and natural gas in 

the production units. Emissions to water contain pollutants in the form of oxygen-

contaminant pollutants, but also heavy metals from industrial clothes and 

entrances. Berendsen currently has treatment facilities on 8 of the laundry facilities, 

two of which are biological facilities. 

 

Efforts to continually reduce the environmental impact of laundry facilities are 

ongoing. In 2013, the company's total energy consumption decreased by 6.3% and 

water consumption by 5.8% compared with the year before. All electricity used 

during the year was produced by wind power, which reduced our carbon dioxide 

emissions by 4819 tons. 

 

During the year, SmartDriving was launched, which is a web-based environmental 

education for all employees. Approximately 50% of the company's service cars 

were classified as environmental cars according to the applicable environmental 

regulations for each year. All units that existed at the beginning of 2013 are 

environmentally certified according to ISO 14001:2004 and quality-certified 

according to ISO 9001:2008. Management systems are integrated to achieve a 

more efficient operating system.” 

 

In the text they inform about how their activities do not require notifications or permission. 

The information also contains a description of how they make an environmental impact 

(material issues), and what they have achieved, as well as information about their eco-

certifications. This is similar to what was recommended by the Swedish bookkeeping board’s 

statement in 1998 (BFN U98:2); namely that environmental information should contain 

reporting obligations, how the environment was affected by the operation, whether important 

permits were required to be renewed or revised, whether the company exceeded the terms of 

the environmental permit of the operation, and how dependent it was on the permits, in 

addition to reporting activities. What is not communicated in Berendsen’s environmental 

information are comparable figures and possible failures similar to how companies’ financial 
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status is communicated in annual reports. In all annual reports that contain green marketing it 

can be observed that available information is not comparable.  

 

So, are green marketing texts uniform? The general answer would be ‘no’. Green marketing 

on the websites differs from that documented in the annual reports. What makes green 

marketing in the annual reports non-uniform is that only a minority of companies include 

green marketing in their annual reports, the fact that the structure does not look the same 

between companies (as it largely does on the websites), and that the information on green 

marketing differs between companies and between different years. This makes it difficult to 

compare companies’ green marketing, and also difficult to follow the progression of one and 

the same company if they inform about different things in different years. This could make 

green marketing in annual reports less valuable for stakeholders. What is similar to the green 

marketing on the websites is that eco-certifications are often mentioned in the annual reports, 

but neither partners nor time seem to be considered relevant. 

5.3.4 Green marketing on Facebook 

The relative amount of green marketing texts found on the companies’ Facebook pages is 

comparable to the amount found in annual reports and printed matters, but far less than that 

available on the companies’ websites. 18 Facebook pages belonging to companies within the 

Swedish textile service industry with posts between 2012 and 2018 have been found in this 

study. Ten of these pages (56%) contained a total of 100 green posts (see Appendix 4 for 

more details about these companies). 

 

If one only assumes an average number of green posts (published texts containing green 

marketing) based on the amount of Facebook pages that contained one or more green posts, 

there would be approximately about ten green posts per company. When one looks closer, 

however, one can see that some companies have many green posts while others had only a 

few. Companies with more than ten green posts were Textilia with 39 green posts (since 

2017), Berendsen with 24 green posts (since 2012), and Hr Björkman with 16 green posts 

(since 2011).  

 

Hr Björkman’s Facebook page also contained about 20 additional green posts if one were to 

count shared posts or articles (e.g., shared media articles that inform about how Hr Björkman 

is green, but where they do not write about it in the posted text) and pictures (e.g., pictures of 
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eco-certifications without a posted text). If all these posts were to be included, Hr Björkman 

would then have had 36 green posts on the company’s Facebook page. Companies with fewer 

green posts than average among all companies with green posts, with only 1–2 green posts, 

were Clean Steps (since 2015), CWS-boco Sweden (since 2015), Lima Tvätten (since 2017), 

Star Tvätten (since 2014) and Sydsvenska Nea (since 2013). There was seemingly no clear 

relationship between company size and number of green posts. 

 

Based on the 100 green posts found in this study between 2013 and 2018, a word count and a 

word cloud were created. As with the websites, the word “environment” or “environmental” 

were among the top ten posts in relation to frequency. Another frequent word was 

“sustainability”. However, a difference is that the product (textile, laundry, and service) seems 

to be in focus here, as well as words that could relate to news, like the word “now” that is also 

among the top ten most frequent words. Another interesting observation is that a company can 

have many green posts in one year and then very few in another year.  

 

Table 6 Word cloud Facebook 2012-2018 

  

 
 

Top ten words Count 

(total 
3998) 

Textile 57 

Environmental/Environment 55/19 

Impact 28 

Read 24 

Laundry 23 

Work 22 

Now 18 

Service 17 

Sustainability 17 
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That Textilia had the highest frequency of green 

posts in Facebook is interesting since they have only 

had their Facebook page since 2017. They explained 

why they often had posts relating to environmental 

issues in a post from the 22 November 2018. The 

explanation they gave was that they have a 

responsibility and that environmental issues are close 

to their hearts. They also linked this to their core 

business—caring for textiles—by giving an example 

of how they are reducing their environmental impact. 

The text reads:   

  

 “We often write about environmental issues on our blog, for the simple reason that it is 

close to our hearts. Like other companies, we have a responsibility to reduce our 

environmental impact as much as possible. A simple (and perhaps obvious?) way to 

reduce our environmental impact is to REPAIR the hospital garments instead of throwing 

them away.” 

 

Berendsen, that was also among the three companies with the highest frequency of green 

posts, made a green post on 17 August 2017 that differs from the information on their website 

in the sense that they linked a more general problem with textile waste in the society with 

their own green project where they cooperate with 

other credible actors. This is an example of how green 

posts on Facebook pages can be more news-oriented 

and associate their own environmental work with 

current trends in the society and to other actors. 

 

Vic Textiltvätt is a small local company that had a 

Facebook page with both green content in the 

company information section and eight green posts. 

This text is from the company information section on 

their Facebook page: 

 

 

Source: facebook.com/textiliagroup, 

accessed 101118  

Source: 

facebook.com/BerendsenGlobal/, 

accessed 101118  
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“Prices / awards 

Authorized members of the Swedish Laundry Federation. We are controlled and 

inspected by SWECO. Environmental, hygiene, quality control has been carried out. This  

ensures that we comply with all requirements placed on an authorized member”  

 

One of their green posts is from 16 February 2017 where their detergents’ eco-certifications 

are mentioned: 

 

“All carpets we wash undergo a thorough cleaning process that ensures the highest 

quality of the result. We have a brand-new mattress machine that treats the carpet 

efficiently, and we only use chemicals labelled with "Good Environmental Choice". 

 

Eco-certifications are also part of this rather short description of their washing process from 

the 18 January 2017: 

 

“At our factory in Kållered we wash 100s of kg of laundry every week. We never waste 

any detergents or water and only use chemicals labeled "Good Environmental Choice". 

We have modern, computer controlled and energy-efficient washing machines ranging 

from 5 kg to 50 kg capacity. Did you know that we have fully automatic dosing machines  

for precise dosing with environmentally friendly chemicals?” 

 

5.3.5 Green marketing in printing matters 

Printing matters containing green marketing published by actors in the Swedish textile service 

industry between 1996 and 2018 was found in the National Library of Sweden from ten 

different companies or associations: Berendsen, CWS-boco Sweden, Esstvätt, Göteborgs 

Tvätt, Hr Björkman, KÅPI, Lindbytvätten, Rikstvätt, Support Syd and Textilia. Out of the total 

amount of printing matters found, approximately half contained green marketing. It was the 

main theme of two identified printing matters, and a sub-theme in all other printed matters. 

The found printed matters were foremost in the form of advertising leaflets, product 

catalogues and magazines.  

Leaflets 

The most common printing matters found in the archive were leaflets. They were often in A4 

format with four to ten pages (without page numbers), and they normally contained texts, 
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pictures and other design features. Common green features in the leaflets were symbols of 

eco-certifications or shorter green marketing texts.  

 

An example of a leaflet is from 2009, produced by Berendsen and called “Det kompletta 

kontorspaketet för WC” [The complete office package for WC]. On page two is a description 

of Berendsen’s environmentally friendly textile towels for towel dispensers. On page three is 

a product text with the heading “Easydry” and this associated text:   

 

“Towel dispenser with textile towel rolls in 100% cotton. Easy to refill. An 

environmentally friendly alternative that absorbs four times more than disposable paper 

towels.”  

 

Further down on page three is a text with the heading “Hygienic and environmentally friendly 

system” with the associated text:  

 

“The towel roll in an EASYDRY is enough for about 110 drying occasions. The towel is 

rolled up in a separate space inside the dispenser and the clean cotton never comes into 

contact with it. Prevents the spread of bacteria and viruses between users.”  

 

Below is a green colored symbol with rounded arrows and the text:  

 

“Environmentally friendly recycling of textiles”. 

 

In these texts greenness is related to one of Berendsen's products and to their textile-rental 

service, and to textile recycling. 

 

Another example from Berendsen is a leaflet from 2009 with the title “Ett lönsamt samarbete 

– Spara tjäna utveckla” [A profitable collaboration - Save earning development]. The first text 

pages of the brochure contain the heading “Environment & Quality” with this associated text: 

 

“Berendsen has worked with environmental and quality issues for many years. We regard 

environmental considerations as a natural part of good business ethics and believe that a 

responsible relationship with environmental issues goes hand in hand with business 

success. The environment is an important quality parameter in our products and services.”  
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The last page of the same leaflet contains the heading “Environmental and quality certified” 

with this associated text:  

 

“Our ambitions are to produce energy-efficient, improve our environmental performance, 

use ethical business practices and to set environmental requirements on our own 

suppliers. Our prioritized environmental areas are: water consumption, electricity and 

energy consumption, chemical consumption and transport. Berendsen is environmentally 

certified according to ISO 14001:2004 and quality-certified according to ISO 9001: 

2000.”  

 

The last text page of the leaflet contains following text:  

 

“In addition—if you choose Berendsen as a supplier, you are sure to meet the 

requirements set for the environment, ergonomics and quality […] You use 

environmentally and quality-certified products.” 

 

These green marketing texts excerpts relate to several aspects of Berendsen as a company, 

first to quality and that the environment is part of their products’ and services’ quality, 

business ethics, and business success. Environmental aspects addressed include energy 

efficiency, water consumption, use of chemicals, eco-certifications, improving environmental 

performance, and also how this affects suppliers’ environmental criteria. It was also pointed 

out that Berendsen was a good supplier, and an interpretation of this text is that part of their 

ability to have a good supply chain is that they are able to live up to certain environmental 

criteria.  

 

There are also some examples of longer green marketing texts in Berendsen’s brochures, and 

one example is from their brochure “Golv och hygienservice. SKOLA & BARNOMSORG” 

[Floor and hygiene service. School & Childcare] from 2017 (produced in different design 

versions). One of the headings is “A natural choice” with the associated text: 

 

“It is not only in snow and slush that danger is hiding, at least as much environmental 

toxins and heavy metals are present in the dry soil. Because our carpets, especially the 

entrance mats, effectively catch both the wet and dry dirt, it can be nice to know that we 

are cleaning our sewage. When we wash the carpets, we take care of environmental 
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hazards such as heavy metals in our own treatment plants that clean the washing water.  

 

At the same time, we check the entrance mats so that they are whole, representative and 

as effective as if they were brand new. So, let's take care of both your flooring 

environment and the environment around us! 

 

Our priority environmental areas 

As a company, we naturally work with the environment and sustainability in several 

ways, but those parts of the work that our carpet laundries are a little extra warm in the 

heart are briefly listed below. 

 

Organization - Certifications 

 Nordic Ecolabelling for our laundry in Fristad (License number 3075 0095). 

Laundries wash for the distribution that takes place for our Service Centers in 

Gothenburg, Jönköping and Norrköping. 

 Nordic Ecolabelling for our laundry in Stockholm (License number 3075 0101). 

 Nordic Ecolabelling for our laundry in Arlöv (License number 3075 0095). 

 ISO 9001, Quality certificate. 

 ISO 14001, Environmental certificate. 

 OHSAS 18001, Systematic work environment work.  

 

Distribution - Reduce the environmental impact of our transports  

 Eco driving - training of all employees. 

 Purchase of distribution vehicles with latest environmental class. 

 Software for optimizing our distribution. 

 

Production - Continuous focus on reducing energy and water use 

 Reduced energy use by 70% over the past 20 years. 

 All electricity to our plants comes from renewable hydropower. 

 

Products 

 Our Dirt Tech Gray carpet is made of Econyl [...] produced from recycled 

industrial and consumer waste. 

 All of our carpet and chemical suppliers meet standards and requirements set by 

the Swedish Competition Authority (formerly the Environmental Management 

Council), Oeko-Tex [...] 100 and the Textile Importers’ Chemicals Guide.” 
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The text could be described as a way of giving a 

comprehensive idea of Berendsen’s 

environmental work divided into four parts in 

their business activities: organization, 

distribution, production, and products. The 

organizational part was related to certifications, 

distribution to the reduction of environmental 

impact from transports, production to a 

continuous focus on reducing energy and water 

consumption, and products, to examples of 

specific green products. This can be an extension 

of their environmental work, detailed and 

perhaps not only intended to "sell" products and 

services, but also perhaps to show that they are an actor who has control of their 

environmental work. 

 

Under the text are symbols for the Nordic Ecolabel and on the left there is a photo of 

shoes with a heart formed by the shoelaces. There is also a picture of people hugging 

and one of clouds. The photos cannot be directly linked to the text content, which 

indicates more emotional parts of this green marketing text.  

 

 That there is a green 

focus in Berendsen’s 

printed matter was 

clarified by the fact 

that they published a 

leaflet called 

“ECO?” in 2018 

with entirely green 

marketing content. 

In CWS-boco 

Sweden’s leaflets 

there are similar 

green marketing 

Source: Berendsen (2018) “EKO?” 

[ECO?] 

Source: Berendsen (2017) “Golv och hygienservice. SKOLA & 

BARNOMSORG” [Floor and hygieneservice. School & Childcare] 

(Several versions) 
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contents observed as in Berendsen’s printing matters. CWS-boco Sweden’s leaflet 

“Smaksak: CWS” [Matter of taste: CWS] from 2012 is the Nordic Ecolabel on the front 

page. The heading of the first text page is “Why choose CWS ParadiseLine?” and 

various reasons are mentioned including this:  

 

“Others value the strong environmental profile, with several Nordic Ecolabelled products 

and environmentally friendly washing”.  

 

The leaflet also contains the heading “High Environmental Thinking” with the associated text:  

 

“All cotton towels are washed in Nordic Ecolabelled laundries, which optimize their 

water and energy consumption. They only use gentle laundry chemicals and have more 

environmentally friendly transports. They have also limited emissions of climate gases. 

The soap foam CWS Best Foam Standard is also Nordic Ecolabelled. A perfect 

combination for the environmental profile.” 

 

In this leaflet, greenness is linked to the Nordic Ecolabel and, in turn, to water and energy 

consumption, chemicals, transportation, and limited greenhouse gas emissions. Similar 

features are found in Textilia’s leaflets. For example, in “Allt hänger ihop och kräver 

helhjärtat engagemang” [Everything is connected and requires a wholehearted commitment] 

from 2012, a modified Textilia logotype is found on the front side with the text “Sustainable 

textile service”. The leaflet design contains highlighted words: “Environment”, “Work 

Environment”, “Consideration”, “Social Responsibility”, “Quality”, “Consideration”, 
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“Quality”, “Satisfied Customer”, and “Committed”. There is a green focus in the texts. Two 

environmental prizes are mentioned together with the heading “Affordable Work” and the 

associated text: 

 

“As extra proof that we are thinking right, we have received fine prices. The 

Environmental Management Council appointed us the winner in Excellent Sustainable 

Supplier 2012 and almost simultaneously we received the Environment Prize of the Year 

by Örebro Municipality.” 

 

Another text segment in the leaflet reads: 

 

“We have chosen to work with a few suppliers with whom we have good relations. With 

them we make regular site visits, among other things to ensure that they take their 

responsibility – they themselves as well as their subcontractors. As was said, everything 

is connected, and everyone must be involved so that we can succeed together.” 

 

In this text they address their good relationships with their few suppliers, and also that 

Source: “Allt hänger ihop och kräver helhjärtat engagemang” [Everything is connected and 

requires a wholehearted commitment], Textilia, 2012 
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suppliers further back in the supply chain should take responsibility. The last text section has 

an inclusive message; “we can succeed together”, which could mean that they want to 

promote their abilities to collaborate around environmental issues. 

 

In Textilia’s leaflet “Tvättbar operationsdräkt: Det självklara valet för dig som tänker på 

kvalitet, hygien, miljö och komfort” [Washable surgical suit: The obvious choice for those 

who think about quality, hygiene, environment, and comfort] from 2013 contains the heading 

“A good environmental choice” with this associated text: 

 

“If you choose washable surgical suits in favor of disposable clothes, you also make a 

choice for a better environment. In a study ** made by Martyna Mikusinska, SWECO, on 

behalf of Örebro County Council, she notes that disposable clothes have more than five 

times as much negative environmental impact as washable clothes. 

 

The study shows that it is in the manufacturing process that the greatest environmental 

impact occurs for both types of garments. This means that each time a garment is washed 

instead of being thrown away, the washing process replaces the manufacturing process 

that would otherwise have taken place, and thus the environmental impact is significantly 

reduced.” 

 

A symbol, also associated with greenness, in the leaflet contains the words “Sustainable 

textile service” and “Textilia”. The following text is written alongside the symbol:  

 

“Textilia’s commitment to Sustainable Textile Services is a wholehearted commitment to 

environmental awareness, our own work environment, social responsibility among our 

subcontractors and that we should always be able to deliver quality. Valuable and 

necessary.” 

 

On the last page of the leaflet this text is found: 

 

“Textilia works actively with, and is committed to, issues within the environment, 

quality, work environment and social responsibility and won Örebro’s Environmental 

Award for 2011 and the Environmental Management Council's award Excellent 

sustainable supplier 2012. The Group is certified according to ISO 9001, 14001 and 

OHSAS 18001, and our facilities in Boden, Rimbo and Örebro are also Nordic 
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Ecolabelled.” 

 

In these text excerpts, greenness is linked to Textilia’s textiles and laundry service and the 

idea that they are supposed to be better for the environment than disposable products. They 

refer to a study in the field. They also link greenness to quality and social sustainability, as 

well as to environmental prizes and certifications. 

 

Smaller laundries also have leaflets with references to greenness, one example of which is 

KÅPI’s brochure “Vi gör det vi är bäst på Tvätt – Städ – Sanering” [We do what we are best 

at Laundry - Cleaning – Sanitation] from 2012. One text section in the leaflet, with the 

associated heading “Good work environment and minimal environmental impact”, reads: 

 

"Cleaning, washing and sanitizing can mean environmental risks if you work incorrectly 

or use inappropriate aids. Good work environment and minimal environmental impact 

have at least as high a priority as the quality of work done and good environment. [...] 

 

By limiting the consumption of chemicals and using eco-labelled products […], we 

minimize emissions as far as possible. One example is the use of micro cloths and micro 

mops. Another is the coordination of transport and the purchase of new vehicles with low 

emissions. Source sorting of waste is obvious, where we also assist our customers with 

user-friendly systems.” 

 

Here, it is argued that environmental impact has the same priority as the quality of the work. 

The focus is on minimizing emissions. On the next page this text is found with the associated 

heading “Laundry” and a symbol for the Nordic Ecolabel:  

 

“KÅPI Laundry is a responsible textile laundering in Dalsland that can make your 

business within the hotel, conference, restaurant or industry more profitable and fun.” 

 

KÅPI includes several green aspects in this leaflet such as responsibility, environmental risks, 

less chemical usage, lowering of their emissions, and the use of certified products. They relate 

this to quality, certain products, transports, waste, and to assisting customers with user-

friendly systems.    

 

Another smaller laundry, Göteborgs Tvätt och Textilleasing, published the leaflet “Mer än 

bara tvätt” [More than just laundry] in 2006. The heading “The green laundry” is found on 
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page three in the leaflet together with this associated text: 

 

“The environment is the most important thing we have, and we must care for it. It is 

everyone’s responsibility—Swedish or foreign, rich, or poor, company or private person. 

We at Göteborgs Tvätt are also part of the cycle and are consciously investing in running 

an as environmentally friendly operation as possible. The Swedish Laundry Association 

is investing heavily in conducting an authority check every year among its members. 

Once a year, an external partner is sent out unannounced to go through the laundries’ 

work environment, the cleanliness of the laundry, any tear and check that there are no 

bacteria on the premises or in the laundry. In order to use the Swedish Laundry 

Association's symbol, one must fulfill the requirements set by the authority control. 

Gothenburg’s Tvätt does this. We are therefore an environmentally friendly alternative 

and only use Nordic Ecolabelled laundry chemicals.” 

 

The text includes several references to their environmental work, and it is seemingly the 

central theme. A personal angle is part of the message and a “we” feeling is placed at the 

beginning of the text, which could mean that they attempted to promote their collaborative 

competence when it comes to environmental issues. Other associations are responsibility and 

quality. Eco-certifications are used as backing in the text, but in the form of using products 

that are eco-certified. They also refer to the Swedish Laundry Association’s controls in 

relation to greenness. 

 

 Lindbytvätten is another small laundry that is part of the collaborative chain Rikstvätt that 

published a leaflet called “Mannen som visste för lite” [The man that knew too little] in 2013. 

On the back of this brochure there is a text with the heading “Do what you are best at—we 

do” and this associated claim: “Lindbytvätten is one of Sweden's most environmentally 

friendly textile laundries.” This sentence shows that greenness is one of the practices that 

Lindbytvätten finds important to communicate.  

Product catalogues 

There were only a few archived product catalogues, and they were all published by Berendsen 

and CWS-boco Sweden. The intended target group for the product catalogues is likely to be 

existing or potential customers since they are product oriented. Typical observed green 

features in the catalogues are eco-certifications related to specific products and pages with 

more general green communication.  
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In the product catalogue “Profilkatalog: Rätt klädd även på din fritid” [Profile catalogue: 

Right dressed also at your spare time] from Berendsen in 2007 is a short notification on page 

29 that a product, an item of underwear, is OekoTex certified. In the product catalogues from 

Berendsen from both 2011 and 2013 are also symbols on the second to last page found for 

OekoTex and ISO 14001.  

 

In Berendsen’s product catalogue from 2015 the last text page, page 130, contains text related 

to greenness as well as symbols for different standards. The heading is “What’s good for the 

planet…” and the associated text reads: 

 

“We believe that what’s good for our planet and the people who inhabit it goes hand in 

hand with good business practice. We strive to reduce environmental impact and to 

protect both the people who wear Berendsen work wear and the people who produce it.  

 

We choose materials and construct our garments to last a long time. Therefore, they need 

to be replaced infrequently, which lowers overall impact on the environment. We’re also 

committed to providing decent working conditions protecting the human rights of our 

employees and producing garments that do not harm the health of the wearers. These are 

some of the environmental social and health 

standards we support and comply with.” 

 

In this text environmental messages are mixed 

with messages of social sustainability and 

quality (in the form of ISO 9001). Berendsen 

communicates a wish to contribute to some 

kind of elevated and general quality of life in 

the form of both planetary and social 

considerations and it is related to their way of 

doing business and performing their textile 

services. 

Magazines 

Magazines from two organizations were found 

through the archives, from Textilia and 

Source: Berendsen (2015) “Berendsen 

Workwear: Workwear that works”  
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Rikstvätt. The articles in the magazines have varying content and corporate activities are 

presented from different angles. The intended target groups for the magazines could be 

stakeholders in general, as well as customers, suppliers, and employees in particular. 

Typically-observed green features in the magazines are articles about green issues, symbols of 

eco-certifications and green advertisements.  

 Textilia’s magazine, which has had various names since the 1990s, has contained articles 

related to green marketing since 1996. In “Textilia Magazine” from 2015 is an article on page 

10 with the title “Climate neutral textile service—cooperation for reduced environmental 

impact”. The content of the article is about one of Textilia’s services that includes consulting 

support in the form of a textile service expert who, together with the customer, does a review 

and compilation of the customer's textile management's climate impact. They argue in the 

article that climate-promoting measures, for instance, could reduce the number of textiles in 

stock and thereby compensate for climate change. Textilia’s environmental and quality 

manager describes the service like this in the 

article: 

"- Climate-neutral textile service is a useful service that 

can make a real difference to our customers’ climate 

impact. Most of our customers are organizations with 

high environmental requirements. A common goal is to 

minimize the organization's total carbon dioxide 

emissions. Organizations that employ external textile 

suppliers have previously been unable to include the 

climate impact of textile handling in their 

environmental reports, but with the help of Climate-

neutral textile services, these statistics will also be 

visible, which gives our customers a better overview”. 

 

In this article, climate and reduced climate impacts are linked to one of Textilia’s services. 

Textilia's customers are offered a deeper collaboration with greenness through this service. 

 

Another example of green content is from Rikstvätt’s magazine “Rikstvätt” in an article from 

the summer issue of 2013, page nine, with the title “A smarter way to drive”. The article 

contains text about being certified with the Nordic Ecolabel and how that makes Eco Driving 

important as well as how much less the average consumption is for drivers who undergo such 

training.  

Source: Textilia (2015) “Textilia 

Magazine”, page 10.  
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 Another article in Rikstvätt’s magazine with green content is found in the spring and summer 

issue of 2012, page ten, and has the title “Gold position for the environment”. The article 

describes how their customer Guldfågel [Gold bird] contributes to sustainable development. 

The preamble concludes with the sentence “Both parties are great environmentalists”. An 

interesting aspect of Rikstvätt’s magazine “Rikstvätt” is how it contains green marketing 

advertisements. In the summer issue of 2013 there is, for example, one page containing four 

green advertisements from potential suppliers to Rikstvätt’s member organizations.  

5.3.6 Time: a central aspect 

Time seems to be a central aspect of green marketing in the Swedish textile service industry. 

Time is expressed in three main ways: 1) that the company has devoted itself to 

environmental work for a long time, 2) that the company refers to future generations, and 3) 

that a lifecycle perspective is communicated. This can be interpreted as a way of 

demonstrating competence (that they have or will perform over time). It can be a way to show 

honesty (ethical and efficient), fairness (consonant with merit or importance), responsibility 

(ability to choose right from wrong), helpful (useful to future generations), and benevolence 

(a will to do good).  

 

The first way for the companies in this study to 

relate their green marketing to time is that they 

show how they have devoted themselves to the 

environmental work for a long time. An example 

from the green marketing texts is from 

Berendsen’s leaflet “Imagine: A washroom that’s 

nicer, cleaner and greener” from 2010, page six:    

 

“Of course, it is positive to show that you strive 

to make your company environmentally 

friendly. It shows that you take responsibility 

for protecting the environment. The decision to 

choose an environmentally friendly solution is 

therefore a big step in the right direction. For 

decades, Berendsen has followed international 

Source: Rikstvätt (2013) “Rikstvätt” 

(summer edition)  



174 

 

standards that guarantee a quality level that you can trust. In addition, it is actually part of 

our company's official environmental policy to constantly look for new ways to reduce 

the environmental impact.” 

 

It is the use of the words “for decades” that relates this text extract to time. Another example 

from Berendsen is found in their brochure “Ett lönsamt arbete—Spara tjäna utveckla” [A 

profitable collaboration—Save earning development] from 2009: 

 

“Berendsen has worked with environmental and quality issues for many years. We regard 

environmental considerations as a natural part of good business ethics and believe that a 

responsible relationship with environmental issues goes hand in hand with business 

success.” 

 

The use of the words “for many years” relates this text segment to time. The same words are 

used in other texts from Berendsen, for example in the leaflet “Hotell & Restaurang: 

Servicekoncept för hotel & restaurang” [Hotel & Restaurant Service concept for hotel & 

restaurant] from 2007:  

 

“Berendsen has worked with environmental and quality issues for many years. Being able 

to offer our customers effective textile management systems that are able to reduce the 

overall environmental impact is the driving force that makes our entire organization strive 

for sustainable development.” 

 

By showing that the company has worked with environmental issues for a long time, you also 

show a kind of tradition. Another way of showing experience and tradition identified in the 

data was to communicate that the company was first on something. An example of this is 

from Hr Björkman’s leaflet “Torka fötterna” [Wipe your feet] from 2000:   

 

“We were the first laundry in Sweden to become environmentally certified according to 

ISO 14001 and to become EMAS registered.” 

 

In this text excerpt, the company can show that they have worked with the environment for a 

long time. Showing that kind of experience and tradition could be a way of communicating 

competence. Another example of a text with this message is from an article in “Textilia 

Magazine” from 2014. On page six, this text extract is found: 
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“In the summer of 2013, Textilia's unit in Rimbo was among the first in Sweden to be 

certified according to the Nordic Ecolabel's upgraded environmental certification 3.0. In 

the Swan 3.0, the environmental requirements throughout the textile chain have been 

tightened, which equips both Textilia and the company's customers for the future 

requirements for a sustainable textile chain.” 

 

This example, and in particular their statement as to how they were “among the first in 

Sweden” and the mentioning of future needs, explicitly relates to time and could show 

experience, tradition, and competence. They also mention the future, which could be a way of 

showing responsibility (accountable to future generations) and fairness.  

 

Another company that mentions the future as well as the more specific ‘future generations’ is 

Stockholms Industritvätt’: 

 

“Stockholm’s HYR-TVÄTT AB always works with the greatest environmental concern. 

Heating in the washing production takes place with gas. All distribution cars are 

environmentally friendly, and we run an internal ECO driving training for all drivers. We 

not only do this for you but also for future generations.” (Stockholms Industritvätt’s 

website, 2009) 

 

As was written before, this could be a way of showing responsibility (accountability to future 

generations) and fairness. The future or future generations are not always explicitly mentioned 

but can instead be expressed as future needs or to keep something as it is. An example of this 

is from Textilia’s leaflet “Four corner players” from 1996:  

 

“We have our facility in the scenic of Roslagen and we think it is most important to keep 

the beautiful nature and that we can continue to live in a good neighborhood.”  

 

A third way to relate green marketing to time has also been identified in the data and that is to 

show awareness and interest in lifecycles. An example of this is from the Swedish Laundry 

Association’s website text from 2018 about environmentally-adapted methods and techniques 

in the Swedish textile service industry: 

 

“Our member companies have entered the 2010s as environmentally conscious, viable 

companies with environmentally sound methods and techniques. The textile service 
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industry offers a more sustainable alternative to disposable items or washing of work 

clothes at home or at work. Recycling is included in every step of the services offered by 

textile service companies. 

 

One example is that damaged garments are very often repaired when handled by 

professional textile service companies, while 51% of consumers switch to new work 

clothes if they break, according to a survey by ETSA 2014. 

 

In the field of professional textile service, all packaging is also recycled or reused, which 

is not yet the case with most of the households. 

 

According to another study from ETSA, the average climate impact from washing of 

work wear has decreased by about 7% during the period 2007 and 2011. 

 

The greenhouse gas emissions now amount to 510 g CO2e / kg for work clothes and 440 

g CO2e / kg for linen. 

 

The calculation of the carbon dioxide footprint includes the entire process; from the 

consumption of fuel for transport to climate impact from consumption of electricity, 

fuels, water and chemicals—including upstream processes.” 

(The Swedish Laundry Association website, 2018) 

 

The text shows an awareness within the Swedish textile service industry of the lifecycle 

processes of products, and also of other environmental aspects, like the notion of emissions 

and climate impact. Specific parts of the service are stated as environmental benefits, 

especially the advantage of reusable textile articles in comparison with disposable items, 

maintenance in the form of repairs and recycling, and reuse of both products and packaging. 

 

“Recycling” is also a rather common word and theme in the green marketing produced by the 

actors within the Swedish textile service industry. An example of this is in Hr Björkman’s 

leaflet “Hr Björkmans Entrémattor” [Hr Björkman’s Entrance mats] from 1998 that contains 

this sentence:  

 

“Washing with recycling, for a better environment. The choice is yours! 
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The notion of recycling is here used for recycled washing water, which is one way to recycle 

in the Swedish textile service industry. Another common theme that relates to recycling in the 

industry is about the textiles themselves and especially the towel rolls that can replace paper 

towels. An example of this is in Berendsen’s leaflet “Handduksautomat” [Towel machine] 

from 2010: 

 

“Each roll in this environmentally-friendly solution contains clean cloth that is enough for 

over 100 wipes. […] Each roll is thus washed at least 20 times during the life of the 

product.” 

 

Another clear example of how the lifecycle perspective is communicated is from Berendsen’s 

leaflet “Handduksrullar i ett livscykelperspektiv” [Towel rolls in a life-cycle perspective] 

from 2004, which has the lifecycle perspective stated in the title. 

 

5.4 Concluding the content analysis of green marketing texts 

This qualitative content analysis shows that in the Swedish textile service industry, green 

industrial marketing has been practiced since the 1990s. The frequency of the practice 

increased and became more systematic between the years of 1996 and 2018. All large 

companies in this study practiced green marketing and were eco-certified at the end of the 

studied period. Fewer small companies practiced green marketing, and smaller companies that 

practiced green marketing seemed more ‘niche’ in comparison to bigger companies.  

 

Green industrial marketing has been found to be communicated through all four marketing 

tools that were included in this study. Green industrial marketing could therefore be seen as a 

practice suitable for several types of marketing tools, as well as something relevant for 

companies to communicate. However, the content of the texts varied between tools. Frequent 

references to eco-certifications and trustworthy partners are noticeable. 

The green marketing text data presented in this chapter is one good base for answering the 

research question regarding what strategies, with an emphasis on trust, can be identified in 

companies’ work with green industrial marketing and how they can contribute to improving 

green supply chain collaboration. For example, associations with the concepts of 

communication, shared values (cf. Hunt & Morgan 1994), credibility, benevolence (cf. Hunt 
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& Morgan 1994; Doney & Cannon 1997; Chen 2010), confidence, competence, honesty, 

fairness, responsibility, and helpfulness (cf. Hunt & Morgan 1994) were found in many of the 

green marketing texts. One additional theme that stood out was time.   
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6. Interviews: the industry actor perspective 

The results from the interview study are presented in this chapter and can be seen as a 

complement to the results from the qualitative content analysis. The content analysis gave 

insights on green industrial marketing texts, but it did not show what the practice could mean 

for the industry actors involved. It only showed what is portrayed (marketing texts), not why 

they are portrayed. This was a reason for content analysis to be combined with an interview 

study that had a focus on the industry actor’s perspective, and led to a new dimension in green 

industrial marketing.  

 

The aim of this sub-study is to achieve a more advanced understanding of green industrial 

marketing, how it has been practiced, and the mechanisms behind it. This study also 

contributes with data related to green industrial marketing regarding market strategies, supply 

chain collaboration, and trust building. The coding process has consisted of finding themes 

based on the content of the data, however inspired by the literature review, the contextual 

situation, and the content analysis.  

 

The overarching twelve themes in the interview data are: ‘restrained and referring to cost 

savings’, ‘authenticity and personal interests’, ‘comparison and distrust’, certifications and 

partner associations’ with the underlying themes of ‘eco certifications’, ‘super important’, 

certifications in international markets’, ‘partner associations’, ‘greener focus’, ‘the role of 

green industrial marketing’, ‘green supply chains’, ‘increased need of interaction’, and 

‘challenges in green supply chains’. 

 

The interviewees are representatives from eight companies in the Swedish textile service 

industry, Berendsen / Elis Sverige (international and market leader), Bröderna Fraimans 

Industritvätt (local and growing from micro to small), CWS-boco Sweden (international and 

major), Hr Björkman (national and small), Lima Tvätten (local and micro), Lindström service 

(micro but part of a larger international group), Textilia (large and national), and TvNo 

Textilservice (medium, local). Their roles in their organizations were as owners, managers or 

werw related in some other way to the companies’ sustainability and marketing strategies.  

 

Interviews were also held with representatives from the Swedish laundry association, and 

from three other organizations closely related to the industry: The Nordic Ecolabel/EU 
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Ecolabel, SWEDAC (Sweden's national accreditation body), and the Swedish Chemicals 

Agency.  

 

The first round of interviews were from 2012, 2013, 2014 and 2019. They were asked about 

their companies’ greenness, green marketing, and their reflections on this practice. A second 

round of interviews were held in 2021 with an intention of getting an updated version of what 

green industrial marketing is for the actors involved. The interviews held in 2021 are 

presented at the end of the chapter separate from the earlier interviews. This second round of 

interviews also included a more explicit focus on green marketing in supply chains. For more 

information about the method, interviewees, and the interview guides, see section 3.5.3 and 

Appendix 3.  

6.1 Restrained and referring to cost savings 

Representatives from the industry were asked about green marketing and green actions 

as well as how their companies began practicing it. The answers often included 

narrations as to why they have done or do these actions. An overall observation of their 

answers is that the interviewees were somehow restrained and that they explained and 

defended their organizations’ green actions. A thread running through the interview 

answers considering their ethical choices was a mode of modesty, that is, they did not 

portray their organizations as very green.  

 

Berendsen’s marketing director in the central division of Sweden was asked when they 

started their green actions, and their answer was as follow: 

 

“I guess, that we are in the industry that we are, that we use a lot of chemicals and 

so on. I know that we already in the 80's were thinking about the environment and 

that was pretty early […] nowadays there is something like statutory not to use 

certain chemicals, but we did so much earlier, before it was a requirement. And it 

feels nice, in any case, as a private individual to work for a company that thinks 

so.” (2013) 

 

The interviewee shows a time perspective when he explicitly and enthusiastically talks about 

the company’s early green engagement. The main explanation, and perhaps also a defense of 

these actions, is that there are environmental problems in the industry linked to a heavy use of 
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chemicals. He stresses a private interest in this, which makes it more personal and shows an 

interest beyond the legal requirements. He continues: 

  

“It was also a bit why, since we might perhaps earlier than the general public have 

understood that there was some impact on the environment, but also on the 

working environment, that is the employees and their situation. And then it has 

continued, and it was long before my time, but I know that we still follow this, one 

can say a separate CPI called WECO that stands for Water, Energy, Chemicals and 

Oil and we use this as an index when working to improve ourselves. And there are 

two reasons for doing that and one is the economy. Of course, we will have lower 

costs if we can reduce consumption in different ways, but we are also having a 

lower environmental impact. So therefore, it has a dual purpose, more than one 

reason to make the effort.” (2013) 

 

He goes back to the company´s early and genuine interest in green actions by talking about 

their own CPI called WECO, with which more environmental issues can be associated (water, 

energy, chemicals, and oil), and explained its relation to lower costs.  

 

The owner of the national company Hr Björkman talked about the background of their green 

actions: 

 

“Environment entered the company in 1997 when the water wash was installed. 

This was due to the water treatment system that was bought from Pro Motics and 

was very water-saving. 1997 was also the year when ISO 14000 was initiated in 

Sweden and Hr Björkman directly picked on that. Hr Björkman was in 1999 the 

first laundry in Sweden that became certified according to ISO 14000. We then had 

the lowest water consumption in Sweden and that we still have. 2001 came the first 

gas driven truck and in 2005 all the cars were run on biogas. We are in the 

recycling business, so environment is of course important. But then mats do not 

require the same washing as work wear.” (2013) 

 

This interviewee gives an explanation to why they started practicing green actions; the main 

factors were technology, a partner, an eco-certification, and that they were good at the 

environmental work. However, also the industry was described as ‘in the recycle business’ 

and that this would make it more natural for them to work with environmental issues. Another 
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aspect of their green actions was that their type of laundry, carpet washing, is not as 

demanding when it comes to the use of water as the washing of other types of textiles. On the 

question of what had influenced them to become environmentally friendly, the answer was 

combined with a cost aspect: 

 

“We have combined our business with a good cause as well as to save water and 

energy costs.” (2013) 

 

He also mentioned the influence of a governmental organization:   

 

“It was a course on ALMI, ALMI environment. It was good there because we got a 

structure and deadlines.” (2013)  

 

The owner of the smaller local laundry called Lima Tvätten talked about the connection 

between the laundry facilities and their environmental work:  

 

“Where we are now, it is a brand-new building, but we have gradually renewed the 

machinery park since 2003/2004. Then we did a little more substantial intervention 

just this year when we moved to these premises, both with new machines, a so-

called conversion from oil to pellets, and little things that made us take quite a grip 

of it this very year. What you should keep in mind is that we can, in these regions, 

receive investment funding from emerging work in certain contexts. We have twice 

received so-called investment funding; in 2007 when we made an expansion at the 

old place and now, we got it when we moved into these premises.” (2013)                                                                                                                                              

 

The interviewee is explaining that their green actions have foremost been cost-driven and that 

new technological investments have been necessary. The mentioning of the received 

investment funding seemed to be important to portray as a factor; an argument as to why they 

have chosen to work with environmental issues.  

 

He continues by describing how their environmental work is influenced by customers and 

cooperative partners: 

 

“About Rikstvätt, it is a fairly loosely cohesive organization consisting of independent 

laundries around the country and we cooperate in three parts: purchasing, market and 



183 

 

production. Rikstvätt is on the market side an actor who participates in nationwide 

tenders to hotel chains, restaurant chains, etc. It is First hotel, Best Western and all sorts 

of hotel chains around Sweden and their purchasing organizations that are increasingly 

demanding that we are environmentally certified in some way in order to participate and 

submit offers. It was, in order for us to be part of Rikstvätt, necessary that our plant was 

environmentally certified and to be able to submit tenders.” (2013) 

 

From this answer, it seems as if their main reason for working on environmental issues and 

becoming eco-certified is that it enables them to be part of the business association Rikstvätt, 

and thereby have access to the nationwide customers that require eco-certifications.       

 

The owner of the local laundry Bröderna Fraimans Industritvätt talked about how they first 

felt forced to work green, and that they would not have survived otherwise. He, however, also 

talked about how this later led to an actual growing interest in environmental issues: 

 

“In the beginning we thought this with an environmental certification was difficult, that 

we were forced to do it, but we have over time learned to appreciate it. I now think it is 

developing, it is important with both quality and environment. Even our own interest in 

the environment has grown and you bring it home, you talk to the children. It has given 

rings on the water.” (2019) 

6.2 Authenticity and personal interests 

One theme observed in all interviews was a personal connection to green actions. 

Narratives were used to explain how people in their organizations were authentically 

interested in green actions and that the intent behind the doing of green actions was 

honest.  

 

The representative from Berendsen talked about a personal experience in the beginning 

of his time in Berendsen: 

 

“It was actually like this that we would have a big conference just when I started 

here, and they asked me to oversee one of those days. This was a bit of a challenge 

because I had only been here for three months, it felt a little tough to stand here and 

tell everyone who had been here for 25 years how to do it. So, I therefore chose a 

slightly different approach. […] I had gone back to my books and read about ‘what 
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makes your company unique?’. And this writer thought that one should ask the 

question ‘If Berendsen did not exist tomorrow, what would the market miss?’. And 

in such a discussion, you can be pretty blind and say something like ‘they would 

miss our good service’ […] they came up with such as 'we have such good service’, 

then the others could respond with 'we do have good service, but so do others so 

the market in general would probably not miss this’, and then we just had to erase 

that. And then we were supposed to come up with things that make us unique and 

we concluded that very few things make us unique. So, in the work with the 

strategy, and not just marketing strategy, the questions ‘How can we differentiate 

ourselves?’, ‘What are we doing well?’ were brought up. And it may be that we are 

not unique with it, but we are good at it, and maybe it is something we want to 

focus on. And the environment was one of the topics that we said ‘ok, this is 

something we want to focus on, we think we are pretty good compared to the 

industry so therefore we want to focus on the environment’.” (2013) 

 

This text illustrates an interest in green actions among the Berendsen’s employees, or an 

interest in showing that there is a green interest within their company. It also shows 

personalization regarding the interest as a contrast to, for example, more instructional texts. 

Later on in the interview he adds to this personal interest by commenting on the topics of 

greenwashing and that in 2012 they had 89 webpages containing the word “environment”: 

 

“It is clear that people do a lot, but it is perhaps only planning that may never be 

implemented. That one can get a company to look much more environmentally friendly 

than it is. That is why I, about this environmental marketing ... already there, I can, oh, 

oh. Should you really do it, should you not just talk about what you do? Already there, if 

you have a strategy for environmental marketing, it already feels like you, yes, that you 

would make greenwashing; how can we make this look better than it is? A bit like sawing 

off the branch you sit on when working with marketing, but that is a bit how it is if you 

are working with marketing; to embellish your offer, highlighting the best features. 

Should we have a separate environmental marketing strategy? Even there, I think one is 

on this with greenwashing. And generally, I think people, and then I too, find that on the 

one hand we hear on the news how the ice melts and other giant problems and then you 

go in and read on Berendsen’s website that has 89 environmental stuff. This does not 

coincide, we should not have the problem if everyone did this much for the environment.” 

(2013) 
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This shows that green marketing can be challenging, not only practicing green marketing but 

doing so in an honest and trustworthy way. It also shows a personal ambivalence between the 

core of marketing and green interests. He raises questions, or doubts, about the entire idea of 

green marketing and corporate green actions.  

 

The representative from CWS-boco Sweden talked about the interest for the environment from 

the owner’s family’s side as well as within the group: 

 

“They have family days where they discuss values and they are very focused on 

environmental footprints, its very value driven. It’s also coming from the portfolio where 

ELG is doing recycling. They are doing far more than they communicate. They are doing 

sponsorship, sponsoring a lot of environmental activities, but they don’t talk that much 

about it, they just give money and do a lot of things. But they don’t want to end up in the 

yellow press. It’s one of the richest families in Germany and they don’t want to see their 

name in the forefront. They are extremely active under the surface, from a political 

perspective, doing sponsorships and these kinds of things, but they decided at some time 

that the name should be in the background. That’s also the reason why we had to change 

the name from Haniel Textile Services because they said ‘we don’t want the name to be 

there’. I think it's a clever approach, but they could definitely communicate their activities 

far more. That’s the opposite of just screaming out what they do.” (2013) 

  

An honest owner interest is presented here; they are oriented towards green 

achievements rather than just doing green marketing. This shows an interest in 

communicating a genuine feeling, or a defense against an unspoken accusation that they 

are not as genuinely green as they portray themselves to be. The interviewee is also 

mentioning how their CSR report is important to the company’s employees:  

 

“It’s very interesting. A lot of employees are interested in reading it ‘what are we 

working with and for what?” (2013) 

  

This adds to the notion that people in their organization are personally engaged and 

indeed authentic when it comes to their green interests, or that there is a motivation to 

show a green interest in their company.  



186 

 

6.3 Comparison and distrust 

A third noticeable theme in the interviews is how interviewees are contrasting their own 

organization’s environmental work with other organizations’ environmental work, as well as 

expressing a certain skepticism towards others’ green marketing.  

 

The representative from Lima Tvätten expressed skepticism regarding the intentions of hotels 

when requesting green products and services, and that individual hotels do not care, although 

their head offices are communicating that they do: 

 

“Well, I'm going to be really provocative now, I actually think this with the 

environment is sometimes a little grandstanding when it comes to hotels and 

restaurants, especially on the hotel side. If we take this with the Nordic Ecolabel as 

an example, there are criteria put up for a laundry that you should have some 

limits to have the Nordic Eco certification, and that I entirely buy, absolutely. But a 

small hotel that has its own laundry room in the basement, that hotel has absolutely 

no demands on water or energy consumption. So, a hotel that chooses to do its own 

laundry, it may get the Nordic Ecolabel certification from a hotel perspective, 

while having its own laundry operation where they can spew out any amount of 

chemicals, water and energy and that doesn’t matter.” (2013) 

 

This is a part of the interview where the interviewee compares their own company’s green 

actions and circumstances with other companies’ green actions and circumstances, and he 

very explicitly points at certification requirements that he finds to be wrong or unfair. 

However, at the same time, he is also describing their own green identity by contrasting with 

something that is not as green. He continues: 

  

“And at these hotels they themselves also say that they do not really care about this 

with the environment, they say something like ‘the main thing is that the goods are 

white, then if we use perchloroethylene or whatever, that they do not care about’. 

That is their point of view or their message. But the purchasing organizations of the 

hotels, they put demands on us that we must be Nordic Ecolabel certified, we 

must do ‘this and that’ from an environmental perspective. But the individual hotel 

facilities communicate something completely different and there I think we have a 

problem. They say one thing outwardly, but do not care in the end.” (2013) 
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He is describing the current situation as containing a double standard and he sounds rather 

skeptical when it comes to other actors’ actual intentions.  

 

In the interview with the representative from CWS-boco Sweden there were similar thoughts 

of disputes between their organization and customers, as well as a certain distrust concerning 

the customers’ authentic green interest. He gave an example of how they find polyester to be a 

more environmentally-friendly option than eco-cotton due to a shortage of both cotton and 

eco-cotton, and because it is easier to recycle, and that it is, in general less resource-

demanding than cotton. However, his experience from their conversations about this with 

customers was that they were uninterested although CWS-boco Sweden had research showing 

that the health risks of hazardous chemicals could be diminished by new production 

techniques.  

 

The representatives from Hr Björkman talked about their relationship with the Nordic 

Ecolabel: 

 

“With the Nordic Ecolabel the cooperation is so and so. A biological treatment that 

has no negative effects is used in the laundry. The Nordic Ecolabel was not ok with 

this because of the use of microorganisms. Instead, the Nordic Ecolabel advocates 

the use of chemicals and they seem to be more interested in not losing customers 

because many of the Nordic Ecolabel’s customers include laundry brands with 

chemicals. There seems to be a lot of lobbying.” (2013) 

 

This shows that the idea of what positive green actions mean can vary in the market. It 

also displays their distrust regarding other organizations’ green intentions.  

 

The owner of Bröderna Fraimans Industritvätt turned the issue of distrust around by 

talking about what opportunities it can bring:  

 

“The fact that there are competitors who are not honest, green washers, is clearly a 

problem, but it also means an opportunity. When customers do not trust our greenness, 

this can be an opportunity because we can then invite them to our laundry and show how 

we work. In this way, we get better contact with our customers.” (2019) 
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6.4 Certifications and partner associations 

Certifications and other supportive associations are another theme in the interviews. This 

theme is what interviewees are giving the most attention to in their answers, and it is 

described as the back bone of their green marketing. In this first section (6.4.1) are inputs 

from the representatives of organizations related to certifications (ISO 14001, the Nordic 

Ecolabel). The following sections (6.4.2, 6.4.3, 6.4.4) mostly include answers from industry 

actor representatives on the issue of eco-certifications.  

6.4.1 Eco-certifications 

The role of certifications is described as a tool that increases the long-term credibility of the 

interview with an administrative officer at SWEDAC (Sweden's national accreditation body): 

 

“SWEDAC’s role is to try to help with the credibility of those who choose to work 

with safety and quality. It is a long-term effort to build credibility.” (2012) 

  

The interviewee further explained how the certifications are spread on the market: 

 

“The system works so that you should favor those with the same mindset as 

yourself and this creates a spreading effect. Purchasing organizations are probably 

familiar with the system if they themselves have the certification. We cannot force 

anyone, we can only try to attract someone, make it attractive to work with 

environmental issues and that they get something back when they communicate the 

label.” (2012) 

This shows how the certification system is affected by relationships in the market as well as 

possibly affecting them. He continued by explaining a market challenge for certifications:  

 

“The market has somehow drifted apart; there is a low-price segment where the 

environment is not so important and a high price segment where the environment is 

more important. But what has happened is that also the low-price segment wants 

green brands, but these brands do not say anything. Consumers choose quickly 

when they shop, and the differences between different types of brands grow 

smaller.” (2012) 

One could notice from this answer that there is also a market for eco-certifications with 

competition between different kinds of certifications, and that some certifications could be 
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considered less green.  

The director of Nordic Ecolabel was asked about the meaning of a text in their annual report 

from 2013 where it said that they think it is good that the EU flower had to be paid for by the 

organizations that chose to certify themselves. It also said that this was a prerequisite for 

market-regulated eco-markets. His answer reads:  

“In short, two things, one is that I think it is good with a system that gives its own 

revenues. […] The EU and the Commission are not really that keen on pushing a 

lot of money into the system. If we want the EU Flower to be strong, it must be 

able to grow and then someone needs to pay and then it is good that you are 

entitled to charge. Then we can bring in money from licenses for those who want to 

use the flower. That's number one. The second point of it is, I think it's like the old 

motto, ‘what is free is not something to have’ and that also goes for eco-labeling.” 

(2014) 

 

One can, in this answer, see how the market for certifications is to some extent about 

monetary values and that the interviewee sees this as necessary for the system to work and be 

of interest for companies. The director of Nordic Ecolabel was also asked what influence they 

have had on the market and who was influencing them. The answer reads:  

“Huge in every possible way. We have today thousands that follow our 

requirements. The environmental effect of this I believe is twofold; it is our 

immediate requirements that they must meet. Then we have all competitors who do 

not have any ecolabel and think that ‘now they are getting the business, now also 

we must get better at environmental issues’, even if they do not have the Nordic 

Ecolabel. Then we have all consumers that are made aware of the importance to 

choose environmentally friendly because you hear a lot about eco-certifications.” 

(2014) 

These answers show awareness of how they affect companies by offering their certification 

and that it is primarily by making it easier and more attractive for companies to compete with 

green marketing. It is seemingly the competitive aspect of eco-certifications that is of a central 

interest. He continues to talk about who has influenced them: 

“Who affects us? We are influenced by those who one might believe we are 

influenced by: environmental organizations and those sitting on our boards; that's 

clear. But I wonder if not the greatest impact comes from the business community. 
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They want to use the environment as a competitive tool and they need the help of a 

label, and we must live up to their needs to help them. So, all the companies in the 

Nordic region who feel that the environment is one of their sale points, those that 

want to compete with environmental performance, they come to us and say they 

want to have a good brand, good criteria, good service and they want our help to 

communicate that they are good from an environmental perspective. And we must 

live up to it or they will not continue to have the Nordic Ecolabel. Many believe 

that the companies we have certified don’t want us to have strict requirements, but 

it's just the opposite. Those who have chosen the Nordic Ecolabel want a market 

share, they pay dearly, and they wouldn’t want the Nordic Ecolabel anymore if 

everyone could have it.” (2014) 

This answer indicates that the question of who is influencing who is complicated when 

it comes to this relatively new green market. However, the answer also demonstrates 

that certifications are used to express the degree of relative greenness and that those that 

have passed the criteria are part of the shaping of stricter requirements. The answer 

indicates that companies are not interested in lower certification requirements because 

passing higher requirements can mean more competitive advantage if other companies 

cannot meet them. 

6.4.2 “Super important” 

The interviewees from the industry described eco-certifications as very important. The 

marketing director for Berendsen’s central division in Sweden expressed their need for 

certifications as “super important”: 

 

“We have many customers who also have various types of certifications where we 

then become part of their process. So, it is super important. We would not have 

been able to deliver to some customers without this ISO 14000.” (2013) 

 

This shows how necessary some certifications are in market relationships. This necessity is 

explicitly mentioned, which shows that the need for certifications is seen as inevitable. It also 

demonstrates that it is not enough to do environmental work, but also that you need to provide 

proof of what you have done.   

 

The sales manager at Lindström Services was perhaps even more explicit about the need for 
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eco-certifications in order to have certain customer relationships; they were described as a 

prerequisite and a minimum requirement: 

 

“Customers sometimes ask how environmentally friendly our activities are, but it 

usually never leads to any real discussion. Customers are satisfied with our 

Ecolabel, and that we work according to ISO 14001, I think it feels reassuring for 

many customers [...] What I have noticed is that 14001 is mostly requested since 

many companies themselves follow that management system. It then becomes a 

minimum requirement. The Nordic Ecolabel works much the same way, namely 

that customers are interested if they themselves use the Nordic Ecolabel. Although 

Lindström Services has worked actively to, for example, reduce water consumption 

in our laundries since the early 80's, we would never have been certifying us with 

the Nordic Ecolabel unless a customer in Sweden had required it. All our 

certifications, and then also those related to environment, are a prerequisite for 

some of our key customer relationships.” (2013) 

 

The representatives from Hr Björkman emphasized the impression that eco-certifications are 

important, but from another angle, also stated that it is important that their suppliers have eco-

certifications: 

 

“Those that are certified with ISO 14001 will be selected if it is possible.” (2013) 

 

This answer implies that eco-certifications can initiate a chain reaction where buyers and 

sellers are adapting to eco-certifications that are required  by certain markets. An excerpt from 

the same interview exemplifies how a certification can contribute to relationships: 

 

Question: “Is it a requirement from the Nordic Ecolabel that you use Nordic 

Ecolabelled detergent?”  

Answer: “It is not a requirement, but they prefer that we use Nordic Eco-labeled 

detergent. But the Nordic Ecolabel is a better-known brand than the ISO 14000 and 

EMAS.”  

Question: “You are ISO 14001 certified, should you then preferably choose 

suppliers who are also certified with ISO 14001?”  

Answer: “Yes, it's the same there, those that are certified with ISO 14001 will be 

selected if it is possible.” (2013) 
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These answers imply that an eco-certification can initiate a chain reaction where buyers and 

sellers are adapting to eco-certifications that are required in the market. The representative 

from Lima Tvätten talked about how they found it necessary to become eco-certified to stay in 

the collaborative association Rikstvätt as the procurement organizations have it as a 

requirement: 

 

“Today we have none, but we're working on becoming certified in accordance with 

the Nordic Ecolabel and ISO 14001. The only thing we have now is the Laundry 

Association's certification, but I do not call that an environmental certification. We 

are in the final stages now with the Nordic Eco certification, it should be cleared by 

December 31 and then we just started with ISO 14001. Those two are the ones we 

work with. [...] It is required from the purchasing organizations and then we also 

believe that the customers we meet on this level will start asking for this. So, we 

see it as a competitive advantage. It’s a way to become stronger for the future, to be 

certified. [...] If we for example cannot manage to certify us with an environmental 

certification, then we can’t be in Rikstvätt anymore. So, it is a vital necessity for us 

to become certified. There we have no choice.” (2013) 

 

The owner of Bröderna Fraimans Industritvätt talked about the expectations from 

customers, that all of their customers request that they are eco-certified:  

 

"When it comes to the Nordic Ecolabel, it is often for the customers’ part more of a 

check, none of our customers today ignore environmental certifications.” (2019) 

 

He also said that their company would not have survived without an eco-certification.  

6.4.3 Certifications in international markets 

Certifications do seem to matter a lot in the green market, but some interview answers imply 

that there are special conditions in international markets. A major reason for this seems to be 

that the certification market is nationally divided. A case worker at Nordic Ecolabel talked 

about competition in the certification market: 

“If there are two certifications in the market then that would per definition be a 

competition. Then you can choose which one you like the most. We don’t find it so 

remarkable if there are two systems, we just inform the companies about the 

criteria and then the companies can choose which one they like the most. We for 
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example ask where the companies sell their products; the Nordic Ecolabel is well-

known in Sweden and in the rest of Scandinavia and it is a bit less well-known in 

the rest of Europe.” (2014) 

Something noticeable in this answer is that the idea of competition in the certification market 

seems to be self-evident, although still with a seemingly ‘honest’ communication as in 

transparent information to the customers as to whether or not the Nordic Ecolabel is suitable 

for the company’s market. However, the division between different national markets is not 

entirely solid. The case worker continued to talk about how the Nordic Ecolabel was also used 

in Baltic countries, that their certification in practice can be used everywhere in the world, and 

that they are cooperating with other certifications in other countries. In the interview with the 

representative of CWS-boco Sweden, a description was made as to how they worked in 

parallel with different eco-certifications in different countries: 

“We have a lot of different certifications for different markets and there’s a big 

difference between markets. We are normally always ISO certified. And then it 

depends on the market. The Blue Angel is for example important in Germany and 

some products are certified with that certification there. In Holland, very, very 

early the customers started to demand some things so, to be honest, our first CSR 

initiative came about in Holland. Far ahead there, they were pushing environmental 

certifications and they were pushing the whole CSR part. Some countries have 

more focus than other countries. Some certifications are on an international level, 

and some are on a more local level. The Nordic Ecolabel is interesting on a group 

level, but unfortunately only exists in Scandinavia. We have some plant also in 

Riga, Latvia, and we have asked if it is possible to also certify those, but they say 

’not yet’. So, there are some barriers that we have between the different areas.” 

(2013) 

 

The answer implies that not only is the eco-certification market divided by national borders, 

but also by different customer interests in different national markets. The answer also 

demonstrates that eco-certifications affect the company’s international marketing and that the 

division of eco-certifications between different national markets brings about certain 

difficulties on an international level. When he was questioned as to whether the Blue Angel 

also worked in Latvia, for example, this was the answer: 

 

“It’s working, but if you talk to customers, then they are pretty much focused on 
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the Nordic Ecolabel. We have for example a hotel customer in Riga, but it is a 

Choice hotel, so they are totally focused on the Nordic Ecolabel. What we do is to 

certify products in Sweden according to the Nordic Ecolabel and in some other 

countries with the Blue Angel. When we started here in Sweden, we had the Blue 

Angel on the cotton rolls, but from the customer’s side ’it’s nice, it’s 

environmentally friendly, but that was not the brand that they were working with’. 

We basically switched completely to the Nordic Ecolabel.” (2013) 

 

CWS-boco Sweden is seemingly adjusting to different customer demands in different 

countries. The interviewee continued to talk about certifications, and it seems that the 

certification market is not only divided between national markets, but also between different 

customer segments: 

 

“All washing centers dealing with hotel and restaurant customers are Nordic 

Ecolabel certified. The other laundries are dealing with industrial customers, and it 

is there, from a customer perspective, far more interesting with the ISO 

certification so we don’t certify them with the Nordic Ecolabel certification. Much 

is coming from the customer side, but also from a production perspective, it’s a 

totally different sort of production there. Not the same certifications are needed. 

[...] On the industrial side the customers find the Nordic Ecolabel nice, but they are 

more interested in the ISO certification, so it really depends on the segment” 

(2013). 

 

That certifications are important for certain market positions becomes very evident in the 

interviews. The representative from CWS-boco Sweden described it like this: 

 

“[…] some purchasers have it like tick boxes, standards and levels. And then there 

are some other customers that are not interested at all. So, in the market, it’s not the 

same level at all. Customers in some countries and in some areas, are much more 

interested than others, also in the same country. It’s sometimes a local thing and 

sometimes specific for a segment. But it’s also more interesting for international 

players because of higher national interest. For us it’s just nice to be able to explain 

what we are doing. It’s nice to be able to explain to the customer why it makes 

sense not just to go out to the shop and buy what you want. It’s a sales tool, also 

saying what we are doing in our industry. It’s the same thing with a new employee. 

But it’s hard to know the penetration in the market; it’s a big difference between 
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different segments and regions. There is a higher interest in Stockholm and perhaps 

less interest in the far north of Sweden. The same in Germany; difference between 

the east and the west; different circumstances and different starting points.” (2013) 

 

The interviewee talks about the CSR report and how it is interesting for different stakeholders 

and that it can be a sales tool. He also mentions that the green interests are different among 

different customer segments and markets and that this can be problematic. One example is 

between east and west Europe.  

 

The interviewee shows a commercial picture of a pile of paper next to a single cotton roll.  

 

“This picture visualizes this pretty well. One cotton role can be washed a hundred 

times in its lifetime and the pile of paper is the amount of paper that equalizes that. 

This is a topic in some countries, it’s seen as a reusable product and the brand is 

getting a positive image from this. It doesn’t matter in some markets. Sweden is a 

paper country.” (2013) 

 

The case worker at Nordic Ecolabel offered some insight behind national differences 

when it comes to eco-certifications: 

 

“If we take laundries as an interesting and in some way very demanding example, 

it is true that when we set our requirements, it is basically striking that no laundries 

in Finland can be labeled, while many laundries in Denmark can handle our 

demands very easily. And in Sweden there are both, some have thought this was 

very hard and some have not. We have looked at what may be the reason for it and 

seen that in Denmark there has been a greater pressure on the industry, for survival, 

one has adapted to tougher economic and market demands. They have changed 

their technology; they have other conditions there. […] There I know that we have 

had discussions ‘should we have different requirements for Denmark, Sweden and 

Finland; shall we divide it or how should we do it? '. We are working to set a 

relevant level, but it is not always easy.” (2014) 

 

One can see from this answer how some green aspects have to do with external factors 

that to some extent can be related to respective national markets.  
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6.4.4 Partner associations 

Certifications seem to be an important aspect in the green market, but some of the 

interviewees also spoke about partners that they associate themselves with when it comes to 

their own green actions. The representative from Hr Björkman was asked if they had any 

collaborative partners and answered as follows: 

 

“Certification organizations, SP (National Testing) is frequently mentioning Hr 

Björkman as an example, E.ON (via PR), Innocence (they have looked at the press 

releases so that it is right, they have a very interested contact person), The Energy 

Office in the municipality (the state is in there somehow). Vilborgs property 

leasing office, to collaborate on gas cars. Strong environmental profiles are 

interested. The company is a member of both the Swedish trade organization 

Laundry Association and the American TRSA. […] Suppliers don’t talk about the 

environment, but they are pushing there too. If there is a choice, we take a supplier 

that is environmentally friendly. The Energy Office, Milore center (doesn't exist 

anymore) for green transports, Biogas south (part of the Energy Office), The Gas 

association (where we are a member). Eco center south (the municipality is 

involved) where we attend meetings and there is a strategy to try to be included in 

such contexts. [...] We have received a lot of publicity, Hr Björkman has for 

example E.ON as a reference. The work with E.ON started early since E.ON (then 

Sydkraft) has installed the gas and they are also refilling it. They told us about the 

gas at a trade show and we swallowed the bait directly. Both have been positively 

affected by the cooperation.” (2013) 

 

One can see how many collaboration-partners the company has when it comes to their green 

business, although some might have been collaboration partners when it comes to other kinds 

of businesses as well. The representative from CWS-boco Sweden received the same question 

and his answer is similar: 

 

“In Sweden, it's mostly the Nordic Ecolabel, then in Germany it's mostly the Blue 

Angel, we have the Oeko-Tex certificate so that means we are working together 

with Hohenstein and other textile certifying companies. We are organized in the 

European ETSA that make studies about environmental issues such as energy and 

other new routines. They are also trying to influence the local politicians to 

harmonize some norms and to adjust them in at least some countries. There is a big 
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exchange. And then we are a member of this sustainable apparel coalition and this 

BSCI where focus is on ‘what are we buying and where are we buying from’. […] 

There is also some other international cooperation. These international associations 

are mainly interesting for other international actors, while local customers are more 

interested in local brands like the Nordic Ecolabel.” (2013) 

 

That some relationships depended on environmental work was made clear in the interviews. 

One example is from the interview with the representative from Lima Tvätten where he talked 

about how financial support from a governmental organization had led to different green 

initiatives: 

 

“Much of that financial support was thanks to the fact that we built up this project. 

A new wash technique has been introduced in the machinery park, laundry rush 

technology. We were previously working with more traditional machines. One can 

say that the production runs in one direction and water and energy go in the other 

direction. With this technology both water and energy are recycled, which enables 

you to have a much lower water and energy consumption. So that's one part of it all 

and the second part of this investment is that we converted from oil to biofuels; 

pellets.” (2013) 

  

The owner of Bröderna Fraimans Industritvätt also talked about how they had received 

financial aid from the Swedish Environmental Protection Agency when they had 

installed a pellet burner, something that their pellet supplier advised them to do. He also 

talked about the need to make demands on suppliers in order for them to reach certain 

environmental requirements, as well as how they collaborated with some suppliers when 

it came to the environmental work: 

 

 “As for the suppliers, we have to make demands on them so that they also supply eco-

labelled products, such as the detergent supplier and the textile suppliers. Since we are 

certified with the Nordic Ecolabel, we have quite a number of environmental 

requirements to meet, for example with the transports where the drivers must be trained in 

Eco Driving.” (2019) 

 

Issues regarding how to check and control production further down the supply chain is 

described by the representative of CWS-boco Sweden:  
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“In Sweden on the garment side, I think we buy 70% from Kwintet, it’s the biggest 

European player. They are for sure fulfilling all the international requirements, eco-

friendly products, no child labor and these sorts of things. […] We have an 

international buying department; they are doing some checks. But with these big 

players we don’t go to the production sites. They are checked by agencies; they are 

so big that it would be extremely problematic if something went wrong. Then we 

have our own production sites, or we book production time from our suppliers, and 

we have technicians inside the plants checking the quality and working 

environment. All the suppliers are basically benchmarked and if someone is not 

fulfilling our demands, then we change supplier or help them make improvements. 

We have full control, but there are some products that are provided by third parties 

where we don’t have full control and where we must rely on written agreements 

with suppliers.” (2013) 

 

One can notice that the interviewee describes various reasons for trust when it comes to 

collaboration and sustainability issues. Size seems to be of importance when it comes to trust, 

although it is then related to the fact that they are monitored by third parties. The companies 

that the interviewee describe as more important with written agreements are what he calls 

“third parties”, which could be a supplier’s supplier. A longer supply chain could thereby be 

seen as more demanding to handle from a green supply chain perspective. 

 

“What we need is plastic for the CWS-boco dispensers of which less is made in 

Eastern Europe and Asian countries; it’s a European product. Soap is also a 

European product. But the textile side is more crucial. There is one side where the 

fabrics are interesting, and we look at Oeko-Tex standard, the other side is how it is 

produced and where it is produced and there is an area where we rely on 

certifications. We also work with partners that work with closed observation 

circles. We trust them to fulfil the demands.” (2013) 

 

It seems to be a geographical division where, for example, relationships in Asia \ are 

described as building on structural assurances in the form of certifications in comparison to 

relationships in Europe.  
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6.5 The update: industry voices a few years later 

Based on the fact that the process of writing this thesis has been stretched over a decade, the 

interviews that were conducted in the beginning of that period have, with time, become more 

of a historical snapshot. Although the interviews still give an idea of what happened behind 

the scenes of the slightly more well-groomed marketing examined in the content analysis, 

much has happened in recent years. In order to get a representation of the current situation, 

the companies that are included in the study who are still active were asked if they had 

comments on the already-written thesis and if they wanted to contribute to an update. Four 

companies offered to provide an update: Hr Björkman, Elis Sweden (former Berendsen), 

Textilia, and TvNo Textilservice. Digital and oral follow-up interviews were conducted with 

Hr Björkman and Elis Sverige [Elis Sweden], while the other two were written interviews via 

email.  

 

6.5.1 Greener focus 

Something that became very clear in the follow-up interviews was that a lot has happened in 

the last ten years. The head of sustainability at Elis Sverige describes, for example, how big 

the differences have been even from one year to another year when it comes to environmental 

issues. She gives the example of how questions related to environmental issues from 

customers have increased massively in only the two to three years that she has been at the 

company. She describes how that development is positive for them, because it makes it easier 

for them to justify their own environmental requirements to their suppliers, which in turn has 

made it easier for them to move forward in their environmental efforts. 

 
However, when it comes to the concept of green marketing, interviewees seem to agree that it 

is challenging. The owner of Hr Björkman says that he believes that companies should 

communicate what environmental work they do, and nothing else. He thereby seems cautious 

regarding the marketing part of the practice, but still finds it important to communicate their 

environmental work. In this context, he also points out that their EMAS reporting is a good 

tool for making their environmental communication more transparent. 

 
Textilia's head of sustainability also touches upon this topic, as he says that he believes that it 

is very important that green marketing is credible and transparent. He believes that it 

disseminates knowledge and information on value-based issues and that there is, therefore, a 

great risk of greenwashing. 
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The head of sustainability at Elis Sverige points to another aspect of the concept of green 

marketing as she says that she believes that there is no longer any division between green 

marketing and other marketing. The reason she states for this assertion, is that all external 

communication is now linked to sustainability, or rather that they are now trying to avoid 

solely product-based information because that type of communication, according to her, is no 

longer interesting. 

 
The marketing manager at TvNo Textilservice points out that they have no marketing because 

they do not sell to external customers, he, however, describes how they inform their owners 

about the business’ environmental work: 

 

“It should be mentioned that we do not have any marketing as we are not focused on 

selling. Our task is rather to focus on our owners (who are our customers) and make them 

happy in everything our business does. We therefore inform them (the owners) about our 

environmental work in various forums and we also have information on our website. Our 

owners are Region Jönköping, Region Östergötland and Norrköping Municipality.”  

 

This shows that communication about environmental work does not necessarily need to be 

aimed externally, but can also be directed to, for example, owners. However, it also shows 

that owners can be considered actors to which this type of communication can be directed 

specifically. The marketing manager describes how this information flow goes via various 

unspecified forums, as well as explicitly via websites. This explicit mentioning of websites 

indicates that websites are a particularly important channel. 

 

6.5.2 The role of green industrial marketing 

Although the interviewees expressed some problems related to green marketing, they also 

seem to agree that green marketing in the form of external communication is very important. 

Above all, the answers are about how green marketing can describe their position in terms of 

their environmental work and that the communication of that position is very important. 

Textilia’s sustainability manager writes: 

 
“Green marketing means highlighting the major challenges within your product / service 

and what you do to reduce the negative impact. Green marketing should clarify to what 

improvements our way of acting can contribute. The purpose is to highlight us and 

strengthen our brand, but also to get our customers to increase their requirements 
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regarding the green issues. As a supplier of a service, it is important to demonstrate the 

benefits of the customer’s organization and the customer’s own sustainability work from 

having us as a supplier. We can help the customer achieve their sustainability goals.” 

 
 
What is described by Textilia’s sustainability manager could be interpreted as the idea that 

green marketing helps to inform others about the type of environmental work that their 

company conducts. Elis Sveriges’s head of sustainability describes a similar function for 

green marketing, how they can establish their position through this type of external 

communication about their environmental work. She also describes how that position tells 

people what kind of company they are, what responsibility they take, and what level of 

ambition they have. However, she believes that that position must be in line with the 

company’s mission and their actual environmental work. The position then becomes 

something they can refer to and something that clarifies what they want. 

 
The owner of Hr Björkman links green marketing with green integration in the supply chain 

by pointing out the importance of environmental perspectives to be part of the entire supply 

chain and that clear communication can be good for achieving this. He says that it is easier for 

both customers and suppliers when Hr Björkman is clear in their green communication. 

Furthermore, he believes that clear green communication strengthens confidence in what they 

communicate and what they do. What he himself thinks can lower confidence in the supply 

chain is when, for example, a supplier has an environmental certification, but they cannot 

answer any deeper questions related to what they are certified for. This last statement could be 

interpreted as the idea that answering questions about eco-certifications can be a way to build 

trust.   

 
Elis Sverige’s head of sustainability says that green marketing can help in the relationship 

with the other supply chain actors by clarifying what type of supplier they are, where they are 

now and where they are going. However, she says that not all customers are equally interested 

in the environmental aspects, but that the customers who are less interested are still positive 

that they have this environmental knowledge. She also says that among customers and 

suppliers who are less environmentally-oriented, and therefore may not have the same 

knowledge, sometimes turn to them with different kinds of environmental issues and that, in 

these cases, they become more akin to consultants. 

 
Furthermore, Elis Sverige’s head of sustainability believes that their green marketing can be 
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helpful in a similar way. She says that when their customers’ green positions are clarified, it 

becomes easier to identify their environmental requirements. However, she points out that this 

does not mean that it is easy to live up to the identified requirements, but that they then know 

what the customer wants. 

 
According to the owner of Hr Björkman, green marketing contributes in several ways: 

upstream, downstream, and horizontally. Customers and suppliers get a clear idea of what Hr 

Björkman stands for. The competitors are also informed and do not want to be worse. In this 

way, he believes that many can be inspired to become greener. 

 

6.5.3 Green supply chains and increased need of interaction 

Elis Sverige’s head of sustainability says that the division between green supply chains and 

other supply chains no longer exists since green procurement is nowadays made in all supply 

chains. They no longer just look at the price, their demands are these days always broader 

than simple economics. 

 

She describes what could be considered green supply chain integration through green 

marketing when she talks about how it can be helpful for them and their customers to have 

clear communication on environmental issues. As was described in the previous section, she 

articulates the positive aspect of supply chain actors to communicate distinctive green 

positions. She describes how it is most common for requirements to be created further 

downstream in supply chains and then set upstream. That is, the customer sets requirements 

that the supplier must then meet. However, she also says that companies further back in the 

supply chain can come up with proposals for, for example, joint projects and that the green 

communication then takes a downstream direction in the supply chain. 

 

According to her, one of the aspects that has changed in recent years is that interaction in the 

supply chain has increased when it comes to environmental issues. She says that there has 

been more collaboration, exchanges, and communication than before between actors in the 

supply chain. She also says that companies are being forced into more and more collaboration 

in the supply chain due to, for example, the political investment in a circular economy. Such 

major investments in the surrounding society, she believes, require increased dialogue in the 

supply chains. 
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She also points out the importance of communicating future plans. She describes this type of 

communication as means for the others in the supply chain to know about their long-term 

goals and requirements. This makes it clear to suppliers what this will look like in the future, 

so that they too can have time to adjust and so  collaboration can continue. 

 

Textilia’s sustainability manager is also touching upon the topic of adjusting to other actors in 

the supply chain, as he articulates the need for close collaboration with their customers in 

order to reduce the environmental impact of their own service. However, he describes how 

this is often made more difficult in public procurements, where contracts are more rigid and 

cannot always be improved upon during the contract period. He mentions that it is important 

that they have a continuous dialogue with contracting authorities to help them set the right and 

relevant requirements for the service. 

 
The marketing manager at TvNo Textilservice describes another related collaborative problem 

during contract periods. Their suppliers are often not the manufacturers but only wholesalers 

and that this makes it more difficult for them to change to more environmentally-friendly 

alternatives during a contract period. However, he adds that there are also suppliers who 

really want to push for greener alternatives during the contract period. This statement touches 

upon the issue of green integration challenges in longer supply chains, and when green 

requirements alter more quickly than contract periods end. 

 

6.5.4 Challenges in green supply chains 

The owner of Hr Björkman says that the biggest challenge for them when it comes to 

environmental issues is influence, even though they are not a large company, although he still 

thinks that they so far have managed to influence others, despite their size. He also says that 

environmental work has become easier than it had been in the past, because all their suppliers 

now have green products, such as carpets made from recycled materials. According to him, 

environmental issues have become more important in the market, but he also says that interest 

is going up and down. A challenge that he still sees when it comes to influencing the supply 

chain, or when purchasing, is that it can be difficult for them as an individual company to 

influence, for example, the automotive industry to offer more environmentally-friendly 

vehicle alternatives. 

 
The marketing manager at TvNo Textilservice also describes increased green supply by 
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mentioning how it has become easier to find certified products. However, according to him, 

despite the large supply of environmental certifications, it can still be difficult to know what 

the best alternative happens to be. Elis Sverige’s head of sustainability also mentions the role 

of environmental certifications in green industrial marketing; she describes how 

environmental standards and certifications have now become basic hygiene factors. She says 

that they are good and easy to communicate, and easy to convey backward to the supply 

chain. On the other hand, she does not believe that it is possible to distinguish which 

companies have the highest ambitions only through ecocertification. 

 
Textilia’s sustainability manager points at three major challenges that he sees for green supply 

chains. The first challenge is traceability and access to correct data to be able to assess where, 

for example, the greatest environmental impact occurs. The next challenge he points out are 

the cultural differences that exist in how to do business. He exemplifies this by describing 

how cultural differences make it difficult for them to "impose" their values and working 

methods on producers in, for example, Asia. A third challenge that he describes is that they 

are expected to create increased recycling of discarded textiles. According to him, this means 

that they must persuade their customers to create a so-called “pull”, that is a desire to want to, 

for example, purchase and accept “re-made” textiles. 

6.6 Concluding the interview study 

This interview study provided data with a different perspective on green industrial marketing 

in comparison to the content analysis, like a visit behind the scenes of the green marketing 

texts. It therefore offers another understanding of green industrial marketing than simply 

reading the texts. The interviewees gave insights to some collaborative issues that had not 

been visible, although they were indicated in the content analysis, and discussed what could 

be improved when it comes to green supply chain collaboration. 

What was highlighted in the interviews was how important green marketing is for the 

companies. They described different types of reasons as to why they found it to be very 

important and those were about external influencing factors like customer pressure, 

customers’ demands for eco-certifications, horizontal pressure from collaborative partners, a 

pressure to adapt to the same practices used by competitors, and to mimic the larger 

companies. There were, however, also descriptions of how internal interests, such as those of 
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internal enthusiasts and pressures on employees in general, had made companies go green or 

greener.   

Seen from the interview study data, much collaboration surrounds the companies’ 

environmental work. For example, horizontal collaborations that required collaboration 

around eco-certifications (for example how it is in Rikstvätt), or collaborations with suppliers 

of chemicals and pellet burners to achieve good functioning in their environmental work.  

In the final part of the interview material, newer interview data has been added. All in all, this 

part shows how the environmental theme has grown stronger in the market over time and how 

green marketing now plays an important role in interactions between supply chains actors. It 

was described that customers’ questions related to environmental work have increased, but 

also that green marketing helps companies to position themselves and thereby facilitate 

improved communication within the supply chain. The interviewees described how this type 

of positioning can help with green integration work in the supply chain by communicating 

clear green requirements, and that this can improve the supply chains’ opportunities to meet 

these requirements. The interviewees also described how a clear green position and 

communication strengthens trust between the supply chain actors. 

 

It emerged from the updated interview data that, from the companies’ perspective, the 

difference is now not as great between green marketing and other types of marketing, or 

between green supply chains and other types of supply chains. The reasons given were that 

companies nowadays typically communicate sustainability instead of pure product 

information. A similar development can be said to have taken place regarding green supply 

chains, that green is, nowadays, typically part of most supply chains. 

 

It was also described how environmental certifications have become very common and were 

even called hygiene factors by one of the interviewees. However, it was indicated that eco-

certifications in and of themselves are not sufficient content for green marketing. Rather, an 

interpretation of the interviews can be that green industrial marketing is, to some extent, based 

on environmental certifications, but that more environmental communication is needed to 

create that clear green position that was posed as desirable in the interviews. Finally, it was 

also described how green marketing can be communicated externally, but also linked more 

internal information to, for example, owners. 
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Several overarching themes emerged from reading the interview data itself; however, this was 

also inspired by the literature review and the context of an emerging practice in one industry. 

The final overarching twelve themes in the interview data are: ‘restrained and referring to cost 

savings’, ‘authenticity and personal interests’, ‘comparison and distrust’, certifications and 

partner associations’ with the underlying themes of ‘eco certifications’, ‘super important’, 

certifications in international markets’, ‘partner associations’, ‘greener focus’, ‘the role of 

green industrial marketing’, ‘green supply chains’, ‘increased need of interaction’, and 

‘challenges in green supply chains’. 

 

Noticeable in the interview data were frequent references to customers and their demands, 

which provided motivation to discover more about the supply chain and customer perspective. 

To garner an increased understanding of this additional perspective, and to further explore 

green industrial marketing and the relational aspects of green industrial marketing in supply 

chains, a minor case study was conducted involving the customers presented in the following 

chapter.  
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7. A minor case study: the customer’s perspective  

As is well known, it takes two to dance the tango, which means that an additional part, in this 

case another part of the supply chain, needed to be added to the study to grasp a deeper 

understanding of the green supply chain collaboration process. This was enabled by a minor 

case study, from which the data is presented in this chapter. The interviews are from 2013 and 

2014. The case was chosen as a complement to the data from the content analysis and the 

interview study. The important thing about the case was to find out more about customers' 

perspectives on green marketing that they had encountered from the Swedish textile service 

suppliers, how they handled green aspects in their purchases, and how that could relate to 

green supply chain collaborations.  

 

I chose a municipality that was mentioned in the interviews and where I knew that there was 

competition in the textile service market. I also know the municipality well myself as I grew 

up in it. According to the municipality's website, there was also a political consensus on 

making the municipality the leading environmental municipality in Sweden. The choice of 

customers included in this case study is one public customer—the municipality—and the local 

hotels. The municipality of Falun is located in the middle of Sweden and has one small town 

also called Falun. The municipality is one of the main public organizations in Falun and 

requires, like other municipalities, textile products and textile services.  

7.1 Public procurers: ‘greener than before’ 

According to the representatives from the Swedish Laundry Association, the biggest volumes 

of textile services in Sweden are bought by public organizations. Also, there is a special bond 

between the textile service industry and public organizations, since most municipalities have 

had, or still have, their own laundry service. Some private textile service companies used to 

be public.  

 

A high interest in green public procurements can be inferred when observing how 

“Sustainable Public Procurement” is one of four menu headings on the Swedish National 

Agency for Public Procurement’s website (Upphandlingsmyndigheten n.d.). There are some 

elements that makes sustainability handled in a different way by the public sector than it is 

handled by the private sector, although the issues are the same or similar. The difference is 

primarily that the public sector is bound by a different legal framework and must ensure that 
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procurement criteria are consistent with this framework.  

 

CSR-Kompassen is a free procurement tool, offered by the Swedish Competition Authority 

for small- and medium-sized companies, and comprises some particularities of public 

procurements in comparison to private procurements: 

 

“• The possibility of selecting suppliers based on e.g., ‘Ethical’ profile. The 

principles of equality and non-discrimination ensures, among other things, that it is 

not allowed to choose suppliers based on nationality.  

• Unsafe volumes. The public sector cannot guarantee volumes in the same way as 

the private sector. 

• The relationship between supplier and customer is different and must be treated 

accordingly. Contracts are short-term and should be subject to competition. The 

private sector has greater opportunities to work with suppliers, with a more long-

term investment.” (CSR Kompassen n.d.) 

 

There are several examples of criticism in the interviews with the representatives from 

companies in the Swedish textile service industry towards the public sector for not caring 

about ecological sustainability when conducting procurements. The director of CWS-boco 

Sweden expressed his criticism like this: 

 
“If you look at different customer segments; the municipalities are not at all 

interested in certified products. The most price aggressive segment that exists in 

the Swedish market is the public; it goes for the cheapest that is being offered. 

There is no focus on environmental friendliness at all there.” (2013) 

 

However, the representative from Berendsen talked about how public procurements could, in 

comparison with private procurements, mean different requirements but also contain the same 

requirements for eco-certifications: 

 

“There are those customers who ask for the Nordic Ecolabel, especially in public 

procurement.” 

 

In total, the procurement requirements from one procurement were found in the municipality 

archive. The procurement took place in 2010 and involved a small textile purchase. An 
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excerpt from the procurement requirements reads: 

 

“Falun municipality and other participating municipalities/companies are trying to 

preserve the environment in as many areas as possible. The municipality and its 

companies are trying to meet this by purchasing goods and services that have as 

little environmental impact as possible.” 

 

This is only an introductory part, but the word “trying” implies uncertainty and 

“as little as possible” sounds like a vague requirement.  

 

“The environmental requirements that are set in this procurement for the tenderers 

are that they or their supplier shall be affiliated with REPA and that they have 

adopted an environmental and quality policy as well as report on their 

environmental performance. The requirements that have been set for the textiles 

are that they should meet Oeko-Tex standard 100 and the textile importers’ 

chemical guide.” 

 

Here it can be seen that also public buyers use certifications to explain what kind 

of environmental considerations they require from suppliers. However, one can 

see that it is not the same labels (REPA, Oeko-Tex is sometimes used) that the 

actors in the Swedish textile service industry use in their green marketing. 

 

“The textiles are not allowed to contain added flame retardants or added softener of 

the category phthalates. Curtain fabrics and upholstery fabrics shall be tested in 

regard to ACP lightfastness and flammability. In addition, the upholstery fabrics 

shall be tested in regard to wearing.” (Procurement requirements, Falun 

Municipality, ID 2485-114706-2010)   

 

This document was used as a background material in an interview with the environmental 

strategist at the municipality of Falun. This is an extract from the interview:  

 

Question: “But it does not specifically say what is required in terms of 

environment…” 

Answer: “I'll be honest and say I don’t believe that, now I'm only guessing, but I do 

not think the environment has played a role in the Falun Municipality. Or it has 
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done so to some extent, for example the vehicle fleet. But when we talk textiles, I 

don’t think so. The economy has probably been the major factor. We want to think 

further in our new program.” (2014) 

 

This indicates that greenness could have become more important for the municipality. The 

interviewer does not defend the content but uses it instead to suggest that they should be 

better even if they have not been good back in time. 

7.2 The hotels: ‘eco-certifications are a must’ 

At the time of the interviews, three hotels were found in Falun and all three belonged to hotel 

chains. They all had suppliers within the textile service industry, they made green actions and 

the representatives of all hotels emphasized their interest in environmental work. The websites 

of these hotel chains contained green marketing and they all had eco-certifications. 

Interviewees from both the supplying textile service industry and the hotels all agreed that 

ecological sustainability is important when the hotels choose their suppliers and that an eco-

certification is a prerequisite in order to have a contract with the hotels. 

 

Figure 15: Hotel actors in Falun  

 

The hotels, that are at the end of the supply chain and closest to the consumer market were 

described by their representatives as affected by their customers’ demand for green hotel 

services. The matron of Clarion Collection Hotel Bergmästaren talked about a positive 

response from the guests regarding their environmental work: 

 

“I think that the guests are very enlightened today, we see that when it comes to the 

         

 

Had Lima Tvätten (through Rikstvätt) as a supplier 

Was certified with Svenskt miljödiplom 
 First Hotel Grand 

www.firsthotels.se 

 Was changing from Lindström Services/Comforta to 
Berendsen 
Was certified with the Nordic Ecolabel and ISO 14001 

 
Scandic Hotel Falun 

www.scandichotels.se/ 
 

 

Had Berendsen as a supplier 

Was certified with the Nordic Ecolabel and ISO 14001 
 

Clarion Collection 
Hotel Bergmästaren 

www.nordicchoicehotels.se 
hotell/sverige/falun/clarion-
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ecological breakfast and evening buffet, that it should just be there. We have also 

this “we care”, so I absolutely believe that the guests are enlightened and want 

organic. I think that if we would go out with the message that we have organic 

cotton then many, not all, would think 'this is where I want to stay'.” (2014) 

 

She continued to talk about the customer requests for green actions: 

 

“I feel that guests require more, want it to be organic. Especially when it comes to 

food. Many people choose our hotel because we are working on that part.” (2014) 

 

The hotel director for Scandic in Falun talked about how customers choose to stay and sign a 

contract because of the hotel’s environmental policies: 

 

“For example, large contracts can be signed with companies that think it is 

important. […] Some guests also choose us because we have an environmental 

thinking, that we take a responsibility.” (2014) 

 

This shows how companies can build relationships with other companies that also show 

green concerns and awareness of this seems to be very high. The hotel representatives 

also talked about personal interests. The manager of First hotels in Falun answered this: 

 

“We naturally work in many ways, with water, food and environment. We have a 

responsibility as a company and even I as an individual.” (2014) 

 

His answer about the interest from the customers also makes him talk about their 

responsibility as something beyond customer demands. Their environmental work seems to 

affect the employees. The director for Scandic in Falun said: 

 

“There are some that want to work here with us because we take this 

responsibility.” (2014) 

 

The matron at Clarion Collection Hotel Bergmästaren makes environmental work more 

personally oriented by talking about the owner’s wife’s involvement in environmental issues.  

 

As for the companies within the textile service industry, certifications also seem to play a 
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significant role for companies in the hotel industry. In an interview with the First hotel’s 

manager in Falun, he was asked “How do you think about the environment and your textile 

purchases?” and his answer was:  

 

“We are working with an environmental certification; we have an environmental 

certification.” (2014) 

 

From this answer, eco-certification seems to be a symbol of their overall green actions since 

that was his main answer to a question that could have generated multiple answers. Another 

answer that implies how eco-certifications are symbols for environmental work is his answer 

to the question “When you choose suppliers, what are the regular requirements regarding the 

environment?” reads:  

“It is that those companies use eco-labeled products.” (2014) 

 

Yet another question was whether eco-certification is a prerequisite when choosing a supplier 

and his answer shows the necessity of an eco-certificate: 

“Absolutely, it affects the way one thinks in combination with the other parts. I will 

also say that Lima Tvätten works well for us here in Falun, but it absolutely matters 

on a central level with Rikstvätt.” (2014) 

 

These answers are explicitly pointing at the vital role that eco-certifications play in their 

environmental work. However, further into the interview comes added reflection upon the use 

and choice of eco-certifications: 

“It is also a reason that we have chosen a policy that feels good for us and not only 

that you go with the flow. The Nordic Ecolabel has its qualities that are great, I 

think they, well, I do not know, but ... I cannot say that one is better than anyone 

else, but I have worked with several different certifications over the years and there 

are some that are just about money and some that are actually about making a 

difference.” (2014) 
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This answer implies a certain degree of uncertainty regarding third-party certifications 

in general, and perhaps also a skepticism toward the system of award symbols. When 

the same manager was asked if it matters how eco-friendly their textile service supplier 

is, the answer was that it matters a lot, but he also problematized it: 

“But of course, to get more into the company and what chemicals they use in 

detail, that would be interesting. Then how such information could be used towards 

the customer, I do not know how it could be done. But one should definitely work 

with companies that also have a certification.” (2014) 

 

Here is an evident relation between their green actions and what they can communicate to 

their customers. He is also again clearly expressed the importance of eco-certificates, like in 

the interview with the director of Scandic where the importance of the Nordic Ecolabel was 

highlighted.   

 

The matron of Clarion Collection Hotel Bergmästaren talked about the importance of having 

a textile service supplier that emphasizes green actions:  

 

“And since we work with this ISO 14000 we are also having demands on us in 

terms of chemicals and suppliers etc. It’s then for all Choice hotels and there are 

quite a lot of them.” (2014) 

 

These interviews show the importance of eco-certifications, even for actors that do not work 

much with such symbols in their own organization. 

7.3 Concluding the minor case study 

This minor case study involved an additional part of the textile service supply chain in the 

form of two types of textile service industry customers. The insights from this study were, to a 

large extent, that green marketing is a sensitive issue, also for those customers that are not that 

focused on greenness, and that it could lead to tensions in the supply chain. Building up trust 

thereby seemed to be of importance. The overarching themes that occurred when reading 

through the case study data were ‘customers’ perspective’, ‘customers’ green developments’, 

and customers’ attitude towards certifications’.   
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PART IV. Analytical discussion and conclusions   
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8. Summery and discussion of empirical material  

Empirically, this study has included a pilot study, a description of the Swedish textile service 

industry, and three sub-studies. Based on the aim to explore and advance the understanding of 

green industrial marketing, with the underlying aim of merging the field of green marketing 

and green supply chain practices, this part of the thesis summarizes empirical results and relates 

them to prior literature. Through this, contributions are identified and discussed.  

 

The first section (8.1) of this chapter focuses on the research question How is green industrial 

marketing practiced, and how has the practice developed over time? The answer to this is, 

however, not limited to the first section but continues to be addressed in the coming sections, 

with a focus on strategies (section 8.2) and the improvement of green supply chains through 

green industrial marketing (section 8.3). The latter sections thereby focus primarily on the 

second research question: What strategies, placing an emphasis on trust, can be identified in 

companies’ work with green industrial marketing and how can they contribute to improve green 

supply chain collaboration?, but also adds to insights related to the first question.  

8.1 Green industrial marketing practices over time 

In the empirical material presented in chapters four to seven, one can see that green industrial 

marketing began to be practiced in the 1990s, which was also the decade when green business 

and green marketing became more popular in general (cf. Polonsky 1994; section 2.1.1; 

Peattie 1998). Since then, the practice has increased dramatically. This means that despite the 

barriers pointed out in prior research; for example internal and external resistance to working 

with environmental issues, a lack of resources to develop sustainable practices, high 

investment costs, the uncertainty of returns, and a perception of cost increases and other 

negative economic effects (cf. Kumar & Rahman, 2015), green business practices are 

increasingly communicated in industrial markets. This section summarizes patterns identified 

in the development of green industrial marketing practices and what has categorized the 

practice thus far.   

 

8.1.1 Pressure to go green has grown into a need for more communication 

As presented in the literature review, prior research shows that green marketing and green 

business are practices that have developed in a specific context over a long period of time, and 

have sprung from pressures on companies to assume more environmental responsibility (e.g., 
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Polonsky 1994; Peattie 1998; Jordan 2001; Hartmann & Ibáñez 2006; Jones 2018). 

Observations in prior research, however, indicate that this interest has increased with time (e.g. 

Polonsky 2011; Peattie 2016; Papadas et al. 2019; Zameer, Wang & Yasmeen 2020). 

Although it seems as if external pressure on companies to take more environmental 

responsibility was what initially started a green business interest (e.g., Polonsky 1994; Peattie 

1998; Jordan 2001; Hartmann & Ibáñez 2006; Jones 2018;), data from the interview study and 

the case study suggest that companies have also been under internal pressure. For example, 

employees prefer to work for employers with environmental goals seems to be a common 

pressure.  

However, external pressure in the form of, for example, creating new, or keeping already-

established relationships, seemed to be a main reason to be green. This is mentioned by the 

interviewees as customer demands for eco-certifications, horizontal pressure from 

collaborating partners, a pressure to adapt to the same practices used by competitors, and to 

mimic larger companies. 

Another type of pressure that became apparent in the interview study was the pressure to 

avoid exaggerating the company’s environmental work. For example, the interviewees did not 

talk much about their own environmental interests, but more about external restraints and cost 

savings, customer pressures, external requirements for eco-certifications, and the importance 

of a clearly-communicated green position. Sometimes the interviewees also explicitly 

mentioned how they avoid greenwashing or how it is problematic when other actors 

greenwash. This pressure could be related to trust-building, which will be further discussed in 

section 8.2.  

Internal pressure from internal enthusiasts was mentioned repeatedly as something impacting 

their green position. However, an interesting observation from the interview study was that 

external pressure could develop internal pressure and personal interest. The interview study 

showed how the management of companies where green commitment came from external 

pressure, for example being compelled to become eco-certified due to customer pressure, 

could develop into a personal interest when their own knowledge levels grew. This personal 

interest could in turn be seen as more internal pressure.  

An increased focus on the environment in the industry over the past ten years was emphasized 
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in the later follow-up interviews held during 2021. The role of green industrial market in 

companies’ upstream and downstream positioning in supply chains was also highlighted and 

thereby also highlighted the importance of communication related both to customers demands 

and supplier requirements. 

8.1.2 Increased systematized communication 

Between 1996 and 2018, green industrial marketing texts in the Swedish textile service 

industry developed into an increasingly systematized communication practice. The 

systematization consisted primarily of more green marketing, more visible green marketing, 

more eco-certifications, validating figures, as well as more similar content and positioning of 

competitive texts. 

 

A clear progressive development toward systematically-constructed green industrial 

marketing texts in the Swedish textile service industry in 1996–2018 was seen in the data 

from the content analysis. Compared to the 1990s’ data, the 2000s’ data contained more green 

marketing, more visible green marketing, more eco-certifications, more figures, and an 

increasingly similar content in green marketing texts.  

 

Later, in the 2010s, a majority of the companies in the study practiced green marketing, and 

texts continued to contain systematized information symbols like eco-certifications. A website 

could also contain a lot of information about the company’s environmental work, although 

this was often a bit more hidden. For example, green marketing was not communicated on the 

first page but rather a few sub-pages and clicks away. Frequent references to eco-

certifications have continued and increased in the green industrial marketing of the 2010s. 

8.1.3 Green industrial marketing through all four marketing tools 

The empirical material shows that green industrial marketing is communicated through all 

four marketing tools that were included in this study. It could therefore be seen as a practice 

suitable for several types of marketing tools, as well as something important for companies to 

communicate. Websites in the Swedish textile service industry have, with time, become the 

tool with the most frequent, informative, comprehensive, and systematic green marketing, 

compared to green marketing in annual reports, social media, and other printed market 

materials.  
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This could be because websites contained more or less complete company information, while 

other marketing tools contained messages that were more like snapshots of the companies. 

The websites could also be seen as basic platforms supplemented by other marketing tools 

through links. Green marketing is also described in the interviews as very important. 

8.1.4 Green industrial marketing and company size 

As argued in previous research (cf. Arnfalk et al. 2008; Talbot, Raineri, & Daou 2021), larger 

companies in this study seem more engaged in green business than smaller companies in this 

study. All large companies in this study were, for example, eco-certified, while only few of 

the smaller companies were eco-certified.  

8.1.5 Collaboration 

Prior research has indicated that marketing could contribute to improving green supply chain 

collaboration (Sharma et al. 2010; Liu, Kasturiratne & Moizer 2012; Swami & Shah 2013; 

Peattie 2016), and the empirical material also indicates that green industrial marketing can be 

connected to supply chain collaboration.  

 

For example, there were horizontal collaborations that required collaboration around eco-

certifications (for example how it is in Rikstvätt). Other collaborations were mentioned, for 

example, with the certification organizations. It was mentioned how companies tried to 

collaborate with non-profit environmental organizations and trade associations. Working with 

environmental issues could also be a requirement from financiers, who therefore could also be 

seen as an example of collaborative partners in the wider network. 

 

Overall, from a collaborative perspective, customers’ interview responses showed that 

environmental issues were important aspects when it came to choosing suppliers. Some of the 

systems were built around environmental issues, for example one of the hotels had a points 

system for how green suppliers were, and all hotels described how they only choose suppliers 

with a certain degree of environmental performance. This also showed how environmental 

considerations connect customers and suppliers as it can both lead to new collaboration 

systems and be a deal breaker for customer contracts. 

 

Also, all three sub-studies showed that suppliers’ environmental work can be used in the 

customers’ own marketing. This was both about referring to suppliers’ eco-certifications and 
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environmental work, and using the supplied eco services and products as part of their own 

environmental work. The greenness of the supply chain thereby becomes clearly aligned with 

companies’ own environmental work and green marketing.  

 

It is also indicated in the follow-up interviews from 2021 that green industrial marketing is 

used as a tool to communicate companies’ green positions. These green positions, in turn, are 

used to signal what is offered and what will be required or offered in the future. Announcing 

such future plans can, according to interviewee answers, help other supply chain actors to 

adjust.  

 

8.2 Green industrial marketing strategies with an emphasis on trust 

The first part of this section is a comparison between categories of green marketing strategies 

identified in prior research and green industrial marketing strategies identifiable in the 

empirical material from this study. This is followed by eight trust strategies identified in this 

study. The section finishes with a discussion about the role of green industrial marketing 

strategies when positioning oneself in an increasingly green market.  

8.2.1 Strategies based on internal and external pressures 

Companies’ green marketing strategies have, in research and management literature, 

sometimes been described as something driven by different levels of internal ambitions (cf. 

McDaniel & Rylander 1993; Kilbourne 1998), while other green marketing strategies have 

been described as being based on external forces. The strategies have also been described as 

defensive or offensive (McDaniel & Rylander 1993) and related to the level of priority placed 

on greenness (Kilbourne 1998).  

 

This study’s results partly support the idea of green marketing strategies as based on varying 

internal ambitions. The owner of the green-niched company Hr Björkman talked about how 

they, very early on, had the ambition to work in environmentally-friendly ways and that this 

was part of the drive to become as green as they are today. However, other results of this 

study contradict the idea that green marketing strategies are based on varying internal 

ambitions. Firstly, most of the companies’ environmental work seems to have developed over 

time. Many of the companies in this study may initially have had defensive green marketing 

strategies that, with time, developed into more offensive strategies. The same concept applied 
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on whether environmental work was a priority: it may have started as a low priority and 

afterwards developed into a more prioritized area.  

 

An example of this is Bröderna Fraimans Industritvätt’s green marketing. First and foremost, 

they went from not having any green marketing to becoming eco-certified and practicing a lot 

of green marketing in a fairly short time. The owner described how they initially felt forced to 

develop green marketing strategies in order to compete with larger actors. However, he also 

described how that externally-driven greenness has led to an increased personal green 

awareness, expressed as the idea that the greenness has “given rings on the water”. This 

increased personal interest may have been the impetus for development of more offensive 

strategies and made greenness a more prioritized area.      

 

One would think that this could be a typical process, starting with defensive green marketing 

strategies that can develop into more offensive strategies and perhaps greenness even 

becomes a prioritized area with which grows into a personal interest. The text data shows a 

progression in which companies often become increasingly green over time and a more 

personal interest is expressed in all interviews. With this in mind, a valid question could be 

whether internal green ambition is really a suitable way of dividing green marketing 

strategies. Rather, the level of greenness seems to be a combination of the external forces 

described in Porter’s (2008) five forces model, and that an increased green knowledge “makes 

rings on the water”. 

 

Strategies based on external pressure are also highlighted in the interviews and are mentioned 

in some places in the companies’ green marketing texts, for example, in relation to cost 

savings or differentiating commonly-observed strategies that have also been suggested as 

green marketing strategies (Porter 1980; Ginsberg & Bloom 2004). The idea of differentiation 

has been observed in the data; in e.g., Hr Björkman’s marketing.  

 

A few smaller actors in the Swedish textile service industry have a rather intense green focus 

in their marketing, but not as much as Hr Björkman. The larger companies;Berendsen, CWS-

Boco Sweden and Textilia, have many green activities and embrace green marketing, but their 

relative green focus is lower, as their businesses cover several other foci that are also part of 

their communication. For a smaller company, green investments may constitute a larger part 

of the business and therefore also make up a larger part of an overall smaller marketing 
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communication. This is also something that is suggested in the interview with the 

representative of CWS-boco Sweden, where the interviewee specifically stated that because of 

their size, they can work a lot with green issues without it becoming the company’s main 

focus. In the interview with the representative of CWS-boco Sweden, it is emphasized that 

larger companies have the resources to lead green development forward by, among other 

things, investing in their own environmental research. Hr Björkman also seems to have the 

same ambition, by having environmental work as a special focus or niche in a relatively 

smaller business.  

 

Being particularly good or prominent when it comes to environmental work emerges as a 

common interest among the companies included in this study; for example, various 

environmental prizes are often used in green industrial marketing. Also, a genuine 

commitment within the company to green issues is something that is frequently implied in the 

data. For example, the representative of Berendsen talked about the company’s early 

involvement and the owners’ and employees’ green interests.  

 

In the interviews with the smaller companies like Lima Tvätten and Bröderna Fraimans 

Industritvätt, several problems related to green marketing emerged. For example, in the 

interview with the owner of Bröderna Fraimans Industritvätt, it was pointed out that if they 

had not succeeded in becoming environmentally certified, they would not have remained in 

the market. Lima Tvätten provides a similar datapoint when they said that eco-certification is 

a necessity if they want to be part of Rikstvätt and win contracts.  

 

The necessity of eco-certifications in order to win contracts was also pointed out by the 

representative of Lindström Services. This can be related to Porter’s (2008) description of 

how a market strategy can increase entry barriers to the market. The increasing number of 

companies with eco-certifications in the Swedish textile service industry puts pressure on 

smaller companies. The owner of Bröderna Fraimans Industritvätt spoke about this pressure 

and how they observed the major actors in order to mimic them.  

 

That eco-certifications were frequent features in the green marketing texts could also be 

related to what Almgren (2015) wrote, that the introduction of ISO 14001 reduced the 

workload with supplier audits. In this way, something that can be complex has become less 

burdensome. Green marketing could therefore have been useful in making companies' 
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environmental work more efficient. Of course, this type of efficiency is also happening in 

consumer markets; for a consumer buyer it will be easier to buy environmentally friendly 

products if there are certifications, so the consumer does not need to blindly trust a company’s 

promises (cf. Boström & Klintman 2011).  

 

As for Ginsberg and Bloom’s (2004) green marketing strategies, they are also found in the 

Swedish textile service industry. Defensive green seems to be the strategy that best fits with 

the strategies of Bröderna Fraimans Industritvätt. They use green marketing to strengthen 

their market position: according to the owner’s interview answers, it seems primarily to be a 

response to customer demands and the competitors’ actions and, in particular, the actions of 

larger companies. However, this does not mean that their involvement is not genuine, only 

that in their case it is necessary to act green to survive in the market. Also, the strategies of 

Lima Tvätten could be interpreted as defensive green strategies, as they primarily appear to be 

in line with competitors’ green strategies. 

 

The strategies of Hr Björkman is an example of Ginsberg's and Bloom’s (2004) green 

marketing strategy extreme green. Based on what the owner states in his interview, the 

company was already operating based on green interests at an early stage in their 

development. It is a company that frequently and clearly communicates its environmental 

work, and which has greenness as a focus and a niche. It is also the company in the Swedish 

textile service industry that has had the most eco-certifications. 

 

The existence of Ginsberg's and Bloom’s (2004) lean green strategy can be considered when 

some companies in the study had, for example, environmental certifications, but did not 

communicate them much. Lindström Services is such an example. They communicate very 

little about their environmental work even though they, according to their interviewed 

representative, have worked with environmental issues since the 1980s and have several eco-

certifications. 

 

However, Lindström Services could also follow what Ginsberg and Bloom (2004) called a 

shaded green strategy since Lindström Services has been working with environmental issues 

for a long time without directly using it in their marketing, thus the reasons behind their green 

work are therefore probably something other than using it in external marketing. Elements of 

this strategy were also found in the interview with Lima Tvätten, in which it was spoken about 
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the work to bring down energy and water consumption for more reasons other than mere 

environmental considerations, but that they had also made major investments in 

environmental work due to collaborations with other actors (within Rikstvätt) and the 

competitive situation (demands from hotel customers). 

 

With this, it is indicated that green industrial marketing strategies are similar, or possibly even 

identical, to green consumer marketing strategies.  

 

8.2.2 Trust strategies 

Trust building is a repeated theme in the empirical data, which should come as no surprise as 

trust has been of particular interest in both green marketing (e.g. Carlsson, Grove & Kangun 

1993; Kilbourne 1998; Crane & Peattie 2005; Burnett 2007; Montoro-Rios, Luque-Martinez 

& Rodriguez-Molina 2008; Olausson 2009; Chen, 2010; Oruezabala & Rico 2012; Chen & 

Chang 2013; Papadas, Avlonitis & Carrigan 2017) and industrial marketing (e.g. Morgan & 

Hunt 1994; Doney & Cannon 1997; Oruezabala & Rico 2012) research. 

 

The trust building theme was identified through theoretical concepts that in prior research 

have been associated with trust: communication, shared values (cf. Hunt & Morgan 1994), 

credibility, benevolence (cf. Hunt & Morgan 1994; Doney & Cannon 1997; Chen 2010), 

confidence, competence, honesty, fairness, responsibility and helpfulness (cf. Hunt & Morgan 

1994) were found in many of the green marketing texts.  

 

In the interview study it was argued that distinct green communication increased the level of 

trust if it was only the actual environmental work performance that was communicated. The 

interviewees even expressed some hesitation when it came to the terminology of marketing 

and seemed to prefer the term green communication. All interviewees emphasized the need 

for transparency. The term “marketing” seemed associated with something less trustworthy, 

less transparent, and perhaps not communication about actual practices and performances.  

 

These concerns, that at times are referred to as concerns related to greenwashing, have not 

been highlighted in prior research on green industrial marketing (cf. Sharma et al. 2010; Liu, 

Kasturiratne & Moizer 2012; Swami & Shah 2013; Peattie 2016). However, the importance of 

trust is emphasized in several publications on green consumer marketing (cf. Ginsberg & 
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Bloom 2004; Chen 2010; Schmuck, Matthes & Naderer 2018; Chen et al. 2020; Orazi & Chan 

2020). This could be an indication of a gap between suggested approaches in literature and 

practices. For the interviewed companies this was, however, connected to a real concern 

regarding risk to the company’ reputation. On the other hand, when conducted in a 

trustworthy manner, it enables green positioning.  

 

In total, I have identified eight different types of strategic attempts for building trust in green 

industrial marketing were identified in the empirical material. These eight identified strategies 

have also been divided into three main categories: those that emphasize the company's own 

characteristics, those that emphasize the company's relationship with other organizations, and 

those that emphasize the relationship with the surrounding community. These strategies have 

been compiled into a typology. I have also compared these identified strategies with what has 

been suggested in previous research. 
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Figure 16: Identified trust strategies in green industrial marketing data based on the analysis of this study 
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Emphasizing the company's own characteristics 

The first three trust strategies that I identified as attempts to create trust in and through green 

marketing in the Swedish textile service industry were those that emphasized the company’s 

own characteristics.  

 

The first type of strategy is about communicating how the company's greenness permeates the 

organization and its culture. This is mainly done by emphasizing that there is a genuine, 

strong, and emotional interest in the organization for environmental issues, for example by 

mentioning that there is a burning interest among employees or among operationally-active 

owners. There are several examples of this in both the interviews and in the green marketing 

texts, whereof one was found on Textilia’s Facebook page: 

 

“We often write about environmental issues on our blog, for the simple reason that it is 

close to our hearts. Like other companies, we have a responsibility to reduce our 

environmental impact as much as possible.” (Textilia’s Facebook page, 2018) 

 

I interpret this as a strategy for the company to improve credibility and confidence by 

communicating honesty (worthy of praise), fairness (conforming to established rules), 

responsibility (able to choose between right and wrong), and benevolence (a will to do good).   

 

The second type of strategy is to demonstrate a green tradition in the company, for example, 

by mentioning that the company has worked a very long time with environmental issues or to 

mention environmental prizes that have been awarded to the company several decades ago. 

Above all, time seems to be central in that environmental work is something that has been 

going on for a long time and the tendency to use this strategy is not new. An example of this 

was found on Berendsen’s website version from 2006: 

 

“Berendsen has worked with environmental and quality issues for many years.” 

(Brendsen’s website, 2006) 

 

I interpret this as a strategy as one in which the company can improve credibility and 

confidence by communicating competence (qualified through many years of experience), 

honesty (worthy of praise), fairness (conforming to established rules), responsibility (able to 

choose between right and wrong), and benevolence (a will to do good).  



227 

 

 

A third strategy to build trust in this category is to show transparency, and openness, by 

clearly inviting review and informing others as to their green initiatives. In the text data, 

sustainability reports are common in the form of links on the webpages and, in some 

cases, numbers and pictures are also part of the communication and a way of proving a 

company’s environmental work. Annual reports are, to some extent, used to inform 

others about the company’s environmental work, as almost one-third of the companies 

in the study had at some time up, until 2016, included green information in their annual 

reports.  

 

Nevertheless, green marketing in the annual reports contains scattered information: 

some companies include green marketing in their annual reports, and some do not; some 

mention, for example, their environmental limitations; and others write about an eco-

certification. There is no uniform system to practice green industrial marketing in 

annual reports and it is therefore difficult to make horizontal comparisons between 

companies’ environmental work based on the information available in their annual 

reports.  

 

Another observed way to demonstrate transparency is to invite visitors to the company's 

facilities, which was mentioned in an interview with the owner of Bröderna Fraimans 

Industritvätt: 

 

“When customers do not trust our greenness, this can be an opportunity because we can 

then invite them to our laundry and show how we work.” (Interview with the owner of 

Bröderna Fraimans Industritvätt, 2019)  

 

I interpret this as a strategy for the company to improve credibility and confidence by 

communicating competence (showing abilities and qualities), honesty (worthy of 

praise), fairness (conforming with established rules), responsibility (able to choose 

between right and wrong), benevolence (a will to do good), and helpfulness (being of 

service). 

 

The importance of transparency and openness was also emphasized in the interviews 

from 2021; all interviewees pointed at the importance of only communicating the actual 
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environmental work that the company performs and nothing else.  

Emphasizing the company's relationship with other organizations 

 

Among the identified strategies that emphasize the company's relationship with other 

organizations are three more types of strategies. The first is to communicate a clear green 

ownership interest in cases where owners are not directly involved in operational activities. 

Since the owners control the company, their green interests could signal a reduced risk that 

the green would be forgotten. This strategy was not part of the text data, but a distinctive part 

of the interviews when the interviewees were asked to describe their company’s greenness. 

An example of this is from the interview with the VD/Managing Director of CWS-boco 

Sweden: 

 

“They are doing far more than they communicate. They are doing sponsorship, 

sponsoring a lot of environmental activities, but they don’t talk that much about it, they 

just give money and do a lot of things. But they don’t want to end up in the yellow press. 

It’s one of the richest families in Germany and they don’t want to see their name in the 

forefront. They are extremely active under the surface, from a political perspective, doing 

sponsorships and these kinds of things, but they decided at some time that the name 

should be in the background.” (2013) 

 

I interpret this as a strategy for the company to improve credibility and confidence by 

communicating competence (qualified through others), honesty (free from fraud or 

deception), fairness (free from self-interests), responsibility (referring to those with a higher 

social position and influence), and benevolence (a will to do good).  

  

Another identified strategy in this category is to demonstrate the green supply chain, often in 

the form of mentioning a specific supplier and its environmental commitment or eco-

certification. Collaborating with other actors seemed to be an important part of green 

marketing in the Swedish textile service industry and it was indicated through frequent 

mentioning of other actors and brands in the companies’ green marketing, and sometimes also 

some type of active cooperation was mentioned. An example of a supplier being mentioned 

from the content analysis is from Carpet Cleaners Sverige’s website in 2018: 
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“We are of course placing high environmental demands on our suppliers.” (Carpet 

Cleaners Sverige’s website, 2018) 

 

Additionally, all interviewees mentioned other brands and explicitly different collaborations 

linked to their environmental work. One example is how Lima Tvätten's collaboration in 

Rikstvätt has led them to become eco-certified and another example is how Hr Björkman is 

part of an official green corporate network.  

 

I interpret this as a strategy for the company to improve credibility and confidence by 

communicating competence (demands on others and qualified through others), honesty 

(market by integrity), fairness (consonant with merit or importance), responsibility (liable to 

answer for suppliers), and benevolence (a will to do good).  

 

A third and very common type of trust strategy in this category is to link the organization to 

other organizations which have clear green legitimacy and are placed outside the supply 

chain. This can be other companies, trade associations or NGOs. An example of this was 

found on Textilia’s Facebook page: 

 

“By making new products of discarded textiles from laundries and producing them in a 

socially sustainable way, Stormie Poodle has created a completely social and 

environmentally sustainable business model. […], Stormie Poodle’s founder is one of this 

year's speakers at Textilia’s Stakeholder dialog on June 19.” 

 (Textilia’s Facebook page, 2018) 

 

I interpret this as a strategy for the company to improve credibility and confidence by 

communicating competence (qualified through others), honesty (reputable, respectable, 

legitimate), fairness (marked by impartiality), responsibility (able to choose right from 

wrong), and benevolence (a will to do good). This strategy partly complies with the strategy 

‘support by the third parties’ since it is about strengthening trust by emphasizing the 

company’s relationships with other organizations, but a difference is that the organizations 

they emphasize are not NGOs or certification organizations, but instead owners, suppliers and 

other companies.  



230 

 

Emphasizing the relationship to the surrounding community 

In the third category of strategies there are two common types of strategies. The first type is 

eco-certifications and other is third-party assurance. Eco-certifications are third-party reviews 

that demonstrate that the company lives up to the green standards that they communicate in 

their green marketing. Eco-certifications were mentioned in the interviews as a common 

must-have requirement from customers and they are frequently mentioned in green marketing 

texts and in all marketing channels, sometimes even suppliers’ eco-certifications. CWS-boco 

Sweden is one of the companies that mentions their eco-certification on their website: 

 

“We work systematically with constant improvements to ensure the quality and the 

environment of our services. All our laundries are certified according to ISO 9001 

quality, ISO 14001 environment and OHSAS 18001 - work environment.” (CWS-boco 

Sweden’s website, 2018) 

 

I interpret this as a strategy for the company to improve credibility and confidence by 

communicating competence (qualified through eco-certifications), honesty (free from fraud 

and deception), fairness (marked by impartiality), responsibility (accountability), benevolence 

(a will to do good), and helpfulness (useful to customers and perhaps also to suppliers).  

 

The second type is about the design of the green marketing and how it is in line with how 

other companies also design their green marketing. Most companies in the study use roughly 

the same words, colors, and color shades, designs and images in their green marketing texts. 

This indicates some kind of uniformity and that companies tend to operate within certain 

norms and standards. By comparing the interviews with representatives of smaller industry 

actors with those of bigger industry actors, one can see that the bigger actors appear to have 

more far-reaching strategies about the format of the green marketing and its placement, while 

smaller actors seem to mimic the larger actors’ design in green marketing. The owner of 

Bröderna Fraimans Industritvätt expressed how they mimic the green marketing of bigger 

actors: 

 

“We look at what the larger companies do and then we do the same.” (2019)    

 

I interpret this as a strategy for the company to improve credibility and confidence by 

communicating fairness (conforming to established rules [of the industries]).  
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Comparison with identified trust strategies in previous research 

Eight specific strategies to build trust through green marketing have been identified in this 

study. As in the previous section when theoretical green consumer marketing strategies were 

compared with green industrial marketing strategies identified in the empirical material, also 

the trust strategies identified are partly included in prior research about trust strategies in 

consumer marketing as well as industrial marketing.  

They could be considered to encompass or associate to in prior theory which described 

strategies of shared values (cf. Morgan & Hunt 1994), communication (cf. Morgan & Hunt 

1994), truthfulness (cf. Morgan & Hunt 1994; Ginsberg & Bloom 2004; Scmuck, Matthes & 

Naderer 2018; Chen et al. 2020; Orazi, & Chan 2020), credible appearance (cf. Morgan & 

Hunt 1994; Doney & Cannon 1997; Chen 2010; Guo et al. 2018; Chen et al. 2020), and 

strategic alliances (cf. Mendleson & Polonsky 1995; Bennie 1998; Marano & Tashman 2012).  

However, they also highlighted additional focuses, in particular the use of owners and other 

organizations in a way that was not mentioned in previous research. This analysis therefore 

indicates that trust-building strategies in green industrial marketing, compared to trust-

building strategies in green consumer marketing, could differ in one main way, which is how 

relationships are used.  

The relational aspect in previous research regarding trust-building in green consumer 

marketing seems to have one main purpose, to build trust for the company’s environmental 

work by seeking the support from third parties like NGOs and certification organizations (cf. 

Mendleson & Polonsky 1995; Bennie 1998; Marano & Tashman 2012). The relational aspect 

of green industrial marketing that is observable in the data of this study is two-fold; to both 

increase trust in their own environmental work by, for example, emphasizing relationships 

with NGOs and certification organizations, and to enable collaboration around mutual 

trustworthy green marketing by emphasizing owners, suppliers, and other companies. 

This study also shows, diverging from previous research mainly focused on green consumer 

data, how both non-operational owners and suppliers are frequently referred to in green 

industrial marketing texts. The marketing manager at TvNo Textilservice described how their 

entire green communication was directed toward the owners. That means that industrial 

marketing can be directed towards consumers as well as owners, which differs from prior 

research finding. To conclude, this study contradicts the major division between marketing in 
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consumer markets and marketing in industrial markets that has been implied in some IMP 

studies (cf. Cova & Salle 2007) and in other studies (cf. Cooke 1986; Chan, He & Wang 

2012). The reason is that all green consumer marketing strategies suggested in previous 

research were identified in the empirical green industrial marketing data. This study thereby 

supports Gummesson and Polese’s (2009) idea of a shared market system with common 

market conditions.  

 

Another theme among the identified trust strategies in this study is time. This is also a theme 

mentioned in previous green marketing research, but more in the sense that green marketing 

has an open-ended time frame; that is, that the results of current marketing activities may not 

be noticed until much later (Peattie 1994; 1998). While traditional marketing seeks to satisfy 

current human needs, green marketing may also aim to enhance mankind’s quality of life 

(Polonsky 2011) and the needs of future generations (Peattie 2016). This could be seen as 

more philosophical aspects as to how time relates to green marketing. In practice, as this 

thesis’ empirical data demonstrate, there are more detailed nuances as to how time is included 

as an aspect of green industrial marketing, in particular how it increases the need for 

collaboration. 

 

Time in this study’s empirical material is, however, brought up in additional ways: 1) that the 

company has devoted itself to the environmental work for a long time, 2) that the company 

refers to future generations, and 3) that a lifecycle perspective is communicated. The first way 

of communicating time in green marketing has not been described in prior research. A reason 

could be that time is a more central aspect in green industrial marketing because of the longer-

lasting relationships that are more common in industrial markets than they are in consumer 

markets (cf. Håkansson & Snehota 1989), and most focus in green marketing research has so 

far been on consumer markets.  

 

8.2.3 The role of green industrial marketing strategies when positioning green 

Something that was highlighted as very important in the follow-up interviews in 2021, and 

was suggested in earlier interviews, is the importance of positioning the company in 

increasingly greener industrial markets. It is described as taking place in the form of 

communicating the environmental work that the company does and what environmental work 

it plans to do in the future. This is related to choosing a specific green marketing strategy as 
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described in previous sections, but also to communicate in a trustworthy way. 

This was shown by interviewees talking about increased customer demands and how eco-

certification were cited as new hygiene factors. Interviewees also talked about how this type 

of communication has become more important than before. They referred to it as how 

positioning informs the supply chain about what they do currently and what they plan to do in 

the future, so that collaborating actors have time to adjust. In this sense, green industrial 

marketing strategies are related to supply chain relationships, collaboration, and integration. 

8.3 Improvement of green supply chain collaboration 

The need for marketing to improve collaboration in green supply chains has been addressed in 

prior research, but this research did not go into detail as to how green industrial marketing 

could contribute to this other than being an information flow transmitter (cf. Cachon 2003; 

Sharma et al. 2010; Liu, Kasturiratne & Moizer 2012; Liu et al 2012; Sarkar 2012; Chan, He 

& Wang 2012; Swami & Shah 2013; Peattie 2016). For this reason, I suggest four practical 

ways in which green industrial marketing could contribute to an improved green supply chain 

collaboration in this section. These four ways are: transmit information, integrate and 

coordinate, evaluate, and build trust.  

8.3.1 Transmit information 

Firstly, green industrial marketing is an information tool. Liu, Kasturiratne and Moizer (2012) 

suggested that there is need for more inter-functional and strategic responses in green supply 

chains and that the informational functions of green marketing could be useful in 

implementing this. This can, in particular, mean transmitting information about the market to 

supply chain management, as well as communicating information from supply chain 

management back to the markets (cf. Liu, Kasturiratne & Moizer 2012; Sarkar 2012; Swami 

& Shah 2013). Marketing is defined by AMA as having a communicational function (AMA 

n.d.), which is needed when sharing information.   

Green marketing could, in this way, be both the communication tool holding the green supply 

chain together by enabling green information flow between green supply chain management 

and the market, as well as being a tool for surveying green consumer needs, creating green 

consumer demands, and encouraging all stakeholders to go greener. This type of 

communication could, for example, decrease the value gap between what consumers say they 

want to purchase and what they actually purchase since more information about consumers 
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would be available to more actors in the supply chain. 

Among the green marketing texts in the data, ambitions to inform are observable. The 

information was, for example, to inform others about the company’s environmental work, 

what environmental restrictions were imposed on the business, or what eco-certifications the 

company was associated with. The green industrial marketing texts in this thesis can thus be 

seen as a functioning practice to inform about companies’ green business. In particular, 

websites seem to be very important when conducting green industrial marketing. They contain 

the most comprehensive green information in comparison to the other studied marketing tools. 

Websites were also highlighted as an important communication channel in the interviews 

from 2021. 

 

Furthermore, the 2021 interviewees emphasized how important it was to communicate a clear 

and authentic green position. This information could be used by customers who need to know 

what is being offered, as well as by suppliers that, for example, need to know future green 

positions so that they have time to adjust their own green position and thereby enable 

continued collaboration. Green industrial marketing can thus be considered a very important 

communication tool in supply chains for actors to be able to work successfully in an 

increasingly green market. 

8.3.2 Integrate and coordinate 

Secondly, green industrial marketing can contribute to integrating and coordinating green 

supply chains. An often-necessary part of good green supply chain collaboration is 

coordination (Sarkar 2012; Swami & Shah 2013). Full channel coordination is accomplished 

when centralized channel performance is achieved (Cachon 2003). Important in coordination 

is information sharing (Cap et al. 2008). Prior research shows that green marketing can be 

used for this, for example, by retailers that integrate their supply chains into their green 

marketing plans so that a fitting green product can be designed at the manufacturer level (cf. 

Cachon 2003). 

 

Indications of integration and coordination through green industrial marketing in this study’s 

empirical data are that suppliers’ green marketing and environmental work are used as 

arguments in the customers’ own green marketing towards their customers and stakeholders. 

This shows that customers’ green requirements are informed. This was seen when suppliers’ 



235 

 

eco-certifications were mentioned in green marketing texts. Another example was in the case 

study where hotels used the textile suppliers’ certifications to keep their own certifications, 

and also how they saw certified eco-textiles as a potential part of a luxurious offer to their 

hotel customers.  

 

In this way, green industrial marketing can be seen as a tool to integrate and coordinate 

environmental requirements upstream and downstream in the supply chain. Informative green 

marketing could thereby be a marketing tool that integrates, informs, and possibly shapes 

green supply chains’ environmental efforts.  

 

This could be an example of what Sharma et al. (2010) meant when they wrote about 

increased collaboration in green supply chains through green marketing. Integrating and 

coordinating green supply chains by informing about eco-certifications in green marketing 

could both meet the needs of green demand marketing and needs in the supply management. 

For example, communicating requirements of eco-certifications can lead to integrating eco-

certification into the green supply chain. Afterwards, having an integrated eco-certification 

could, for example, lead to reduced surplus supply or other beneficial environmental work. 

Integrating and coordinating green supply chains through such green industrial marketing 

communication could thereby be a new practical role for marketing.  

 

In addition, the industry representatives from the 2021 interviews described several ways in 

which green industrial marketing is used to integrate green practices into supply chains. The 

interviewees mainly pointed out that a clear green position helped to convey necessary 

information to others in the supply chain so that they could more easily meet or adapt to green 

requirements. It was expressed how this type of information can be sent both upstream and 

downstream in the supply chain. One of the interviewees also said that this could enable other 

actors to increase their environmental requirements when their green possibilities or offers 

became more visible. However, it was pointed out that this collaboration worked better with 

certain types of actors, and less well with others. For example, wholesalers and public 

organizations were singled out as actors where this type of collaboration worked less well. 

8.3.3 Evaluate 

Thirdly, green marketing can be used when evaluating suppliers. Previous research has 

described evaluations of suppliers where the environmental criteria are evaluated together 
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with other criteria (Chen 2005; Awasthi & Kannan 2016) and for this reason, environmental 

criteria need to be communicated. For example, eco-certifications have, in previous research, 

been observed to be a way of simplifying the selection process of green suppliers through less 

burdensome supplier audits (Almgren 2015). Supplier environmental evaluations were 

described in detail in the data from hotel customers, particularly regarding how the 

environmental criteria were eco-certifications, which was communicated through green 

marketing texts.   

 

In the interview data from 2021 it was described how there is now a large supply of eco-

certified products. It was also expressed, for example, that eco-certifications are now 

approximating hygiene factors. However, additional green aspects seemed to be important in 

companies when evaluating new suppliers and collaboration partners, for example, whether 

companies can answer questions about their green certifications or answer questions about 

other green aspects. It could therefore be said that perceived green knowledge and 

competence is important when selecting new suppliers and partners. In addition, some kind of 

green trust could be an aspect that has become more important in supply chains, which can be 

perceived from several interviews where references are made to the importance of transparent, 

competent, and truthful green marketing. 

8.3.4 Build trust 

Fourthly, green industrial marketing can be used to build trust. Previous research has 

demonstrated how the “credence nature” of green products and services forces buyers to 

blindly trust the selling company or a third-party attestation (Boström & Klintman 

2011). Furthermore, environmental information can be confusing. For example, the UN: s 17 

global goals for economically, socially, and environmentally sustainable development contain 

conflicting interests (cf. United Nations, Sustainable Development Goals, n.d.). Morgan and 

Hunt (1994) and Chen (2010) both describe how confusion can make buyers hesitant, which 

happens easily as green information can be conflicting.  

 

Existing greenwashing (Carlsson, Grove & Kangun 1993; Crane & Peattie 2005; Parguel, 

Benoît-Moreau & Larceneux 2011; Polonsky 2011; Chen & Chang 2013; Chen et al. 2020) 

make green purchases more confusing (cf. Pomering & Johnson 2009). Misleading and false 

green claims are examples of opportunistic behaviors, something that Morgan and Hunt 

(1994) have described as having a negative effect on confidence and commitment between 
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business partners. 

 

Eight different attempted strategies to build trust were identified in this study’s data, 

something showed in section 1.3. That means that building trust is practiced in and through 

green industrial marketing. Furthermore, making trust strategies a priority inn green industrial 

marketing will most likely positively effect green supply chain collaboration. Prior research 

indicates that building trust is good for business in that it can make green collaborations more 

successful (Savage et al. 2010), that a successful supply chain coordination is related to 

mutual trust (Ronchi, Luzzini & Spina 2007), that building trust is a way to prohibit the buyer 

from experiencing perceived risk (Chen & Chang 2012), and that it can contribute to a 

relationship commitment (Morgan & Hunt 1994).  

 

However, the industry representatives expressed almost unanimously in the interviews how 

important it was that the green industrial marketing was true; that is, this type of green 

communication must only be about what the company actually does or will do. There was 

also a hint of some resistance to the concept of marketing, which indicate that this practice is 

perceived as a less true communication. So, yes, trust can be built through green industrial 

marketing, but it seems as of utmost importance that it is communicated in a reliable way. 

8.3.5 Summarizing conclusion 

The four suggested ways as to how green industrial marketing could improve green supply 

chain collaboration show that green industrial marketing could and is adding value to green 

supply chain management, in more ways than has been discussed in prior research (cf. 

Sharma et al. 2010; Chan, He & Wang 2012; Sarkar 2012; Liu, Kasturiratne & Moizer 2012; 

Swami & Shah 2013; Peattie 2016).  

 

This study supports the prior theoretical notion that green industrial marketing can transmit 

information, hold the green supply chain together, enable green information flow between 

green supply chain management and the market, as well as to surveying green consumer 

needs, creating green consumer demands, and encouraging all stakeholders to go greener (cf. 

Sharma et al. 2010Chan, He & Wang 2012; Sarkar 2012; Liu, Kasturiratne & Moizer 2012; 

Swami & Shah 2013; Peattie 2016). However, green industrial marketing could also be used 

to evaluate suppliers and build trust, which are both aspects of how best to improve 

collaboration between organizations.  
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9. Contributions and implications 

In this thesis, I have taken account of reasoning in prior research arguing for the need to 

combine the theoretical streams on green industrial marketing, green marketing, industrial 

marketing, green supply chain management, green marketing strategy, and trust. The literature 

review showed a gap between indications of needs that green industrial marketing could meet 

in green supply chains, and research about how this can practically be accomplished. 

 

The above reasoning gave rise to the overarching aim of this thesis, which is to explore and 

advance the understanding of green industrial marketing, with the underlying aim of merging 

the fields of green marketing and green supply chain management. It also resulted in the aim 

of contributing to companies’ knowledge and thereby possibly also to improvements in green 

industrial marketing and green supply chain practices. The aims have been met by answering 

the following research questions: 1) How is green industrial marketing practiced, and how has 

the practice developed over time? 2) What strategies, placing an emphasis on trust, can be 

identified in companies’ work with green industrial marketing and how can they contribute to 

improve green supply chain collaboration? 

 

To achieve these aims and answer the research questions, I made a study of green industrial 

marketing departing in one industry with data from 56 companies over 26 years. The study 

included a combination of three sub-studies: a qualitative content analysis, an interview study, 

and a minor case study.  

 

In this section I want to highlight five contributions of the study:  

1. Adding insights from practice to advance the understanding of green marketing in 

both green marketing and industrial marketing literature.  

2. Adding a suggested typology of identified green marketing trust strategies to research 

on green marketing, industrial green marketing, and trust strategies in marketing.  

3. Adding insights as to how the relational focus in green industrial marketing differs 

from that in green consumer marketing.  

4. Adding insights on the overarching aspects of green industrial marketing and green 

consumer marketing. 

5. Adding insights as to how green industrial marketing can contribute to improve green 

supply chain collaboration and supply chain management  
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9.1 An advanced understanding of green industrial marketing 

The overarching aim of this thesis is to explore and advance the understanding of green 

industrial marketing, which has been reached by answering the research questions. The 

answers are here presented under the labels of ‘When’, ‘Who’, ‘How’, ‘When’, and 

‘Collaboration’. 

 

 When: The data in this study shows a trend beginning in the 1990s toward more 

systematically-constructed and horizontally- similar green industrial marketing texts. 

Websites have, with time, become the marketing tool with the most frequent, 

informative, comprehensive, and systematic green marketing compared to green 

marketing in annual reports, social media, and other printed market materials. There 

seems to have been a deepened interest in the green market interest during the last 

decade.  

 Who: In 2018 a majority of the companies in the studied industry practiced green 

marketing. All large companies practiced green marketing and were eco-certified in 

2018, while fewer of the smaller companies had green marketing texts in the studied 

marketing tools. Smaller companies with green marketing texts and eco-certifications 

could often be described as ‘niche’, or they could belong to a larger horizontal 

collaboration where eco-certifications are required to be part of the collaboration.  

 How: Green marketing texts were found in all studied marketing tools, that is, on 

corporate websites, in annual reports, in social media, and in printed media. Websites, 

however, seem to be the most highlighted communication channel for green 

marketing.  

 What: Strategies suggested in prior green consumer marketing research were 

identified in the data. Associations with the concepts of communication and shared 

values (cf. Hunt & Morgan 1994); credibility and benevolence (cf. Hunt & Morgan 

1994; Doney & Cannon 1997; Chen 2010); and confidence, competence, honesty, 

fairness, responsibility, and helpfulness (cf. Hunt & Morgan 1994) were found in 

many of the green marketing texts. One noticeable theme in the green marketing texts 

was time, which was also related to the same theoretical concepts. 

 Collaboration: All three studies showed that green collaborations existed. Examples 

are collaborations with trusted third network parties like NGOs, certification 
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organizations, trade associations, non-operative owners, financiers, and with other 

companies like horizontal collaboration partners and vertical collaboration partners in 

the supply chain. It was also mentioned how the companies tried to collaborate with 

non-profit environmental organizations. The need to collaborate seems to have 

increased when green focus increased in the market. 

The interview study showed indications of how important green marketing is to the 

actors, and in particular, how it helps companies to communicate their green positions, 

collaborate around green issues with other companies, as well as improving green 

supply chain integration.  

All three sub-studies showed that suppliers’ environmental work can be used in 

customers’ marketing by referring to their eco-certifications, their environmental 

work, their green services, and their green products.  

The minor case study indicated that some environmental requirements such as eco-

certifications have become minimum requirements when selecting suppliers. The 

interview study indicates, however, that the green demands are now often on a higher 

level and that green knowledge and trust can be part of additional demands both when 

choosing suppliers and collaborative partners. 

The empirical material indicates that green industrial marketing fulfills a need to 

position companies in increasingly green markets. This contributes to informing 

collaborating partners as to how to adjust to future plans and thus more integrated 

green supply chains.  

9.2 A typology with eight identified trust strategies 

Another way of advancing the understanding of green industrial marketing has been to 

compare suggested green marketing in prior research with identified strategies in this study’s 

data. In this process, among others, eight trust strategies have been identified in the data and 

these have been divided into three main categories: those that emphasize the company's own 

characteristics, those that emphasize the company's relationship with other actors, and those 

that emphasize the relationship with the surrounding community. These strategies have been 

compiled into a typology with three overarching strategies and eight sub strategies.  
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Emphasizing the company's own characteristics 

1. Greenness permeates the organization and its culture 

2. Green tradition within the company 

3. Transparency and openness 

 

Emphasizing the company's relationship with other actors 

4. Green ownership interests 

5. Green supply chain 

6. Links to green organizations outside the supply chain 

 

Emphasizing the relationship with the surrounding community 

7. Third party audits (typically eco-certifications) 

8. Uniformity of the green marketing and its design 

 

9.3 Two relational focuses 

A third way of advancing the understanding of green industrial marketing has been to 

compare the previously suggested trust strategies for green consumer marketing with trust 

strategies identified in this study’s data. This enabled the finding of an additional relational 

focus in comparison to previously suggested trust strategies. The relational aspect in previous 

research regarding trust-building in green consumer marketing seems to have one main 

purpose: to build trust inn the company’s environmental work by seeking support from third 

parties like NGOs and certification organizations (cf. Mendleson & Polonsky 1995; Bennie 

1998; Marano & Tashman 2012).  

 

The relational aspect of green industrial marketing that is observable in this study’s data is, 

however, two-fold: to increase trust in their own environmental work by, for example, 

emphasizing relationships with NGOs and certification organizations, and to enable 

collaboration around trustworthy green marketing by emphasizing owners, suppliers, and 

other companies. 

 

9.4 Field borders: green industrial marketing and green consumer marketing 

A fourth way to advance the understanding of green industrial marketing is to contrast the 

field with the neighboring field of green consumer marketing. This study contradicts the 
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major division between marketing in consumer markets and marketing in industrial markets 

that has been implied in some IMP studies (cf. Cova & Salle 2007). The reason is that all 

green marketing strategies suggested in previous research was identified in the empirical data. 

This study thereby supports Gummesson and Polese’s (2009) idea of a shared market system 

with common market conditions. However, there are also differences that need to be 

considered in green industrial marketing; for example the additional relational focus.  

9.5 Contributions to improved green supply chain collaboration  

The fifth way to advance the understanding of green industrial marketing also corresponds to 

the underlying aim of merging the fields of green marketing and green supply chain 

management. It is presented as an answer to the research question as to how identified green 

industrial marketing strategies can contribute to improving green supply chain collaboration 

and consists of four suggestions: 

 

 The first way is that green industrial marketing could be used to inform. This can, for 

example, be about the company's environmental work, what environmental restrictions 

were imposed on the business, or what eco-certifications the company was associated 

with. This can also be when companies are communicating their green market position 

to other supply chain actors. 

 The second way green industrial marketing can contribute is by integration and 

coordination of green supply chains. Observations of this in the data included how 

suppliers’ green marketing and environmental work were used as arguments in the 

customers’ own green marketing towards their customers and stakeholders. Another 

observation was how the communication of a green position could ease supply chain 

collaboration, and in turn integration and coordination of green supply chains.  

 The third way green industrial marketing can be used is when suppliers are to be 

evaluated. Green marketing can then be a tool to inform on how the company meets 

certain requirements, and the level of green knowledge and green trust. 

 The fourth way green industrial marketing can be used is to build trust, which can then 

contribute to better collaboration and relationship commitments.   

9.6 Contributions for practice         

For practice this study could mean several possible contributions. There is an existing 

problem with green trust, green risks and green integration in supply chains, which actors in 
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industrial markets need to counter.  

 

Firstly, by learning more about green industrial marketing, especially about existing 

strategies, managers could make their current green demand marketing more substantial, 

viable, and trustworthy. A key aspect of building trust through green industrial marketing is to 

be truthful by letting greenness permeate the organization and its culture, building a green 

tradition within the company and to do this in a transparent and open way. However, also 

relating the own company to other trustworthy actors can be a method to build trust, for 

example by showing that the company has owners with green interests, a green supply chain 

or has links to green and trustworthy organizations outside the supply chain. One particular 

recommendation to industrial companies that want to build trust in or through their green 

marketing could be to stress the relational aspect by, for example, using collaborative partners 

in their marketing.  

 

Besides using green industrial marketing for the demand side, industrial companies could also 

use the knowledge built up in the marketing field to ease supply chain collaboration. For 

example, by improving the own green communication, collaborative partnership in the supply 

chain around green issues could improve. An example is how green integration in supply 

chains could progress if all actors in a supply chain would be well-informed about both supply 

chain actors’ existing environmental performance as well as possible future plans and goals. 

That could for instance be that a hotel or retailer close to the consumer market aim to be 

carbon neutral by 2030. Communicating this clearly to suppliers higher up in the supply chain 

would give the suppliers better possibilities to contribute to such plans and goals. This in turn 

can contribute to more green integration in supply chains. In this way, marketing could be 

used as a communicative tool to improve green supply chain management.  

 

Lastly, by gaining an increased understanding of green industrial marketing and its diverse 

usefulness in industrial markets, policy makers could also become more aware of problems 

and possibilities related to green marketing and green business.  

9.7 Reflections and suggestions for further studies 

This thesis has not been the first study of green marketing in industrial markets and will not 

be the last. The journey to complete this thesis has been demanding in terms of time, 

commitment, and knowledge, as well as understanding of how many pieces must fit together. 
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The study provides a platform for further studies of green marketing in general. The 

delimitations of this particular study do, of course, raise suggestions of further analysis in the 

development of the field of green marketing over time and in different types of industries.  

More specifically, this study could, for example, be the backdrop of a quantifiable study 

where the potential of various communication tools related to green industrial marketing are 

measured. Other possible studies that can be based on the results of this study could examine 

how technical tools can be combined with green industrial marketing for improved green 

supply chain integration or better sustainability information flows in supply chains. These 

could be more generic studies, or industry-specific studies comparing results from the 

Swedish textile service industry with results from other regions or industries.  
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Appendix 1: Articles focusing green and industrial marketing  

From Business Source Premier 1971-1919. Search words: Green marketing, Environmental 

marketing, Ecological marketing, Sustainability marketing   

Titles  Journals  Authors / Year  

Factors Affecting Attitudes Among Buying-Center 

Members Toward Adoption of an Ecologically-

Related Regulatory Alternative: A New Application 

of Organizational Theory to a Public Policy Issue  

Journal of Public Policy 

& Marketing  
Apaiwongse (1991)  

Market Responses to EPA Policies  Industrial Marketing 

Management  
Apaiwongse (1993)  

'Green' value chain practices in the furniture industry  Journal of Operations 

Management  
Handfield, Walton, 

Seegers & Melnyk 

(1997)  

Exploring Green Alliances  Journal of Marketing 
Management  

Crane (1998)  

Cleaner production and organizational learning  Technology Analysis & 

Strategic Management  
Vickers & Cordey-

Hayes (1999)  

Green supply chain management in China: pressures, 

practices and performance  
International Journal of 

Operations & Production 

Management  

Qinghua, Sarkis & 

Geng (2005)  

Structuring and modelling norms for the recyclability 

assessment of products during their design  
International Journal of 

Computer Integrated 

Manufacturing  

Houe & Grabot 

(2007)  

Greening the automotive supply chain: a relationship 

perspective  
International Journal of 

Operations & Production 

Management  

Simpson, Power & 

Samson (2007)  

A Multidimensional Approach to the Influence of 

Environmental Marketing and Orientation on the 

Firm’s Organizational Performance  

Journal of Business 

Ethics  
Fraj-Andrés, 

Martinez-Salinas & 

Matute-Vallejo 

(2009)  

Purchasing and Marketing of Social and 

Environmental Sustainability for High-Tech Medical 

Equipment  

Journal of Business 

Ethics  
Lindgreen, Antioco, 

Harness & Sloot 

(2009)  

Green-product-design value and information-

technology investment on replenishment model with 

remanufacturing  

International Journal of 

Computer Integrated 

Manufacturing  

Chung & Wee 

(2010)  

Mainstreaming green product innovation: Why and 

how companies integrate environmental 

sustainability  

Journal of business 

ethics  
Dangelico & Pujari 

(2010)  

Sustainability and business-to-business marketing: A 

framework and implications  
Industrial Marketing 

Management  
Sharma, Iyer, 

Mehrotra & Krishnan 
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Stakeholder perceptions of green marketing: the 

effect of demand and supply integration  
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An integrated modularity approach for green product 
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International Journal of 
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Kong, Ming, Wang, 
Wang, Zuo & He 

(2011)  
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Industrial Marketing 
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Wang (2012)  
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Journal of Business & 
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Journal of Product 
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Seshadri (2013)  
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Industrial Marketing 
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Brindley & 

Oxborrow (2014)  
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Industrial Marketing 

Management  
Jr. Richey, Musgrove, 

Gillison & Gabler 

(2014)  

Assessing the greenness of environmental advertising 

claims made by multinational industrial firms  
Industrial Marketing 

Management  
Leonidou, Leonidou, 
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Pressure analysis for green supply chain management 
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International Journal of 

Production Research  
Mathiyazhagan, 
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Haq (2014)  
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International Journal of 

Production Economics  
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Feng (2015)  

Green manufacturing supply chain design and 

operations decision support  
International Journal of 

Production Research  
Bhattacharya, Dey & 

Ho (2015)  

Low carbon supply chain configuration for a new 

product – a goal programming approach  
International Journal of 

Production Research  
Brandenburg, M. 

(2015)  

The performativity of sustainability: making a conduit 
a marketing device  

Journal of Marketing 
Management  

Finch, Horan & Reid 
(2015)  

Sustainable value propositions: Framework and 

implications for technology suppliers  
Industrial Marketing 

Management  
Patala, Jalkala, 

Keränen, Väisänen, 

Tuominen & Soukka 

(2016)  
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The Influence of Corporate Reputation on Preference 

for Biodiesel Supplier  
Corporate Reputation 

Review  
Poulakidas & Dion 

(2016)  

Risk perception and worry in environmental decision-

making – a case study within the Swedish steel 

industry  

Journal of Risk 

Research  
Alriksson & Filipsson 

(2017)  

Categorizing corporate social responsibility (CSR) 

initiatives in B2B markets: the why, when and how  
Journal of Business & 

Industrial Marketing  
Blenkhorn & 

MacKenzie (2017)  

Comparing the impact of different marketing 

capabilities: Empirical evidence from B2B firms in 

China  

Journal of Business 

Research  
Guo, Xu, Tang, Liu-

Thompkins, Guo & 

Dong (2018)  

Corporate Social Responsibility (CSR) Issues in 

Supply Chain Competition: Should Greenwashing Be 

Regulated?  

Decision Sciences  Lee, Cruz & Shankar 

(2018)  

Evaluating indicators of the agility of the green 

supply chain  
Competitiveness 

Review  
Sayyadi Tooranloo, 

Alavi & Saghafi 

(2018)  

Green product supply chain contracts considering 

environmental responsibilities  
Omega  Hong & Guo (2019)  

The Effects of Ecolabels and Environmental 

Regulation on Green Product Development  
Manufacturing & 

Service Operations 

Management  

Murali, Lim & 

Petruzzi (2019)  

Beyond market, firm, and state: Mapping the ethics of 

global value chains  
Business & Society 

Review  
Singer & Ven (2019)  
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Appendix 2: Principles for identifying green marketing texts 

1. Four sources to find green marketing texts in the Swedish textile service industry: 

Websites, annual reports, printed matter and Facebook.  

2. Green marketing texts are in this thesis defined as promotional messages linked to the 

environment. 

3. Placing, designs, pictures, photos, illustrations and colors are to be noted and 

considered related to a green marketing text in this thesis. 

4. Marketing texts in the Swedish textile service industry that include any of these words 

are identified as green marketing texts in this thesis: “environment”, “environmental”, 

“environmental”, “environmentally”, “green”, “water”, “energy”, “detergents”, “ISO 

14001”, “waste”, “recycling”, “oil”, “gas”, “pellets”, “purification”, “permit”, 

“obligation”, “pollutants” and “biological”.  

5. One green marketing text unit can be one or more words in sentences and in larger 

amount of text, however not more than one page (sub-page, paper page, post etc.).  

6. Only texts and other symbols related to the companies in the Swedish textile service or 

their textile services are identified as green marketing texts in this thesis. 

7. Only green marketing texts from 1996 and onwards will be considered in the content 

analysis. Each text unit should be linked to one year. 

8. A green marketing text unit in the website data is the entire website.  

9. In websites, non-existing versions for certain years (due to non-functional URLs) 

between two existing versions (a year before, a year after) are assumed to be 

approximately the same as the one before and the one after.  

10. A new website version is not a version with smaller alternations, but one with major 

alterations that could change my interpretation of the green marketing texts of that 

particular website. 

11. Green marketing texts shared between companies in the industry, for example through 

Rikstvätt, will in some cases be counted more than ones and, in some cases, counted 

only ones. It depends on the perspective the text is examined.   

12. In Facebook, only green marketing texts written directly in the post is included in the 

green marketing text data. This exludes links to for example articles.    
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Appendix 3: Interviews: questions and added information 

Representatives from the Swedish textile service industry 

Interview with the national chair and the director of the Swedish Laundry Association 

Date and time: 110413, 13:15 - 14:35 

Place: Malmö, Berendsen Textil Service AB 

Questions: 

Could you describe the Swedish Laundry Association, and could you describe your members' 

industry? 

How do you see the industry's relationship to environmental issues? 

How and when did the industry start to work with environmental issues? 

Are you doing lobbying related to environmental issues?  
Do you think companies in your industry have different approaches to environmental issues 

and environmental marketing? In such cases, in what way? 
When and why did you start working on environmental issues within the Laundry Association 

and how is it still working? 

Do you have any other collaborative partners outside the industry regarding the environment? 
How do you see greenwashing in general and specifically when it comes to your industry? 

What threats, opportunities, weaknesses and strengths do you see for the Swedish Laundry 

Association's members when it comes to environmental issues and environmental 

communication. 

 

Interview with the owner of Bröderna Fraimans Industritvätt AB 
Date and time: 042619, 14:30 - 15:30 

Place: per phone 

Questions: 
Can you describe Bröderna Fraimans Industritvätt? 

When and why did you start working with eco actions within Bröderna Fraimans Industritvätt 
and how is that going? 

Why are you doing environmental work in the company? 
Have you been positively affected by your environmental work in the market? 

You describe your environmental work on your website, why? 

Why have you chosen to include "Environment" in the main menu on your website? 
How do you think about the relationship between your actual environmental work and your 

environmental communication? 
Can you briefly describe Bröderna Fraimans Industritvätt’s environmental communication 

and the channels you use to reach out with your environmental messages? 

Is your brand, according to you, associated with the environment and if so, in what way? 
Is environmental work important in your marketing strategy? 

Do you have any partners regarding your environmental work? 
What environmental certifications do you have? 

Why are you environmentally certified? 

How do you use environmental certifications in your marketing and sales? 
Are customers demanding specific environmental certifications? 

How does your collaboration with suppliers work on specific environmental certifications? 
You have a Nordic Ecolabel on your website, do you have other eco-certifications that you do 

not communicate? 

How do you see the need for trust in green marketing? Is that something that you have 
thought of in your communication? 
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Interview with the environmental coordinator and the owner, founder and CEO of Hr 

Björkman Entrémattor Aktiebolag 

Date and time: 110413, 09:00-10:45 

Place: Arlöv, Hr Björkman Entrémattor Aktiebolag 

Questions: 

Can you describe Hr Björkman? 
What has affected you to become environmentally friendly? 

But are environmental cars a cost saving? 

Have you marketwise been positively affected by your environmental work? 
When and why did you start working with eco actions within Hr Björkman and how is that 

going? 
What is the relationship between your actual environmental work (environmental actions) 

you’re your environmental communication? 

Could you briefly describe Hr Björkman's environmental communication and the channels 
you use to reach out with your environmental messages? 

Is Hr Björkman a brand associated with the environment and if so, in what way? Are eco 
actions important in your brand strategy? 

Do you have any other partners in terms of the environment? 

What environmental certifications do you have? 
How are environmental certifications used for marketing purposes (when selling, etc.)? 

Why do you have environmental certifications?  
Do customers ask for specific environmental certifications?  

Are suppliers asking for specific environmental certifications?  

Do other stakeholders ask for specific environmental certifications? 
Is it a requirement from the Nordic Ecolabel that you should use the Nordic Eco labeled 

laundry detergents? 
You are ISO 14001 certified, should you then preferably choose suppliers that are also ISO 

14001 certified? 

Does your certifications and memberships in industry organizations involve a high cost? 
How do you look at greenwashing in general (in the industry and other organizations in the 

market) and specifically when it comes to Hr Björkman? 
What do you think the consequences may be for you if others are doing greenwashing? 

Do you think that you yourself have made greenwashing? 

 

 

Interview with the marketing director for Berendsen Textilservice AB’s central division 

in Sweden 

Date and time: 110413, 14:40-16:10 

Place: Malmö, Berendsen Textilservice AB 

Questions: 

Could you describe Berendsen? 
What is your position within Berendsen? 

When and why did you start working with an environment within Berendsen, and how has it 

continued? 
What is the relationship between your actual environmental work and your environmental 

communication? 
But environmental cars, are they cost savings? 

Could you describe Berendsen’s environmental communication and the channels you use to 

reach out with your environmental messages? 
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Between 2011 and 2012, you made some major changes to your website and after the change 

there was significantly more environmental messages. The word environment was for 
example found on all of your 89 pages in 2012, either in the text or as a symbol. What do you 

think about that? 

Is Berendsen a brand associated with the environment and if so, in what way? 
Is the environment important in your brand strategy? 

How does your environmental image affect your relation to other companies and 
organizations (customers, suppliers, etc.)? 

Do they ask for Nordic Ecolabelling in public procurements? 

When did they start to ask for it? 
What do you think about ISO 14001? 

Do you know who are in the SIS board? 
Do you have any other collaborative partners in terms of the environment? 

What environmental certifications do you have? 

How are they used for marketing purposes (when selling, etc.) and why do you have them?  
Do customers ask for specific environmental certifications?  

Are suppliers asking for specific environmental certifications?  
Do other stakeholders ask for specific environmental certifications? 

Is there a customer pressure? 

Is there a pressure from elsewhere? 
How do you look at greenwashing in general and specifically when it comes to Berendsen? 

Do you think greenwashing can be a problem? 
How do you see your environmental work in relation to your international ownership, your 

international market position and your international marketing activities? 

 
Interview with the manager of sales and customer relations at Lindström Services AB 

Date and time: 110913, 9:30-10:15 
Place: Stockholm, Lindström Services AB 

Questions: 

Could you describe Lindström Services? 
What is your position within Lindström Services? 

What has affected you to become environmentally friendly? 
Have you marketwise been positively affected by your environmental work? 

When and why did you start working with eco actions within Lindström Services and how is 

that going? 
What is the relationship between your actual environmental work (environmental actions) 

you’re your environmental communication? 
Briefly describe Lindström Services’s environmental communication and the channels you 

use to reach out with your environmental messages. 

Is Lindström Services a brand associated with the environment and if so, in what way? Are 
eco actions important in your brand strategy? 

Do you have any other partners in terms of the environment? 
What environmental certifications do you have? 

How are environmental certifications used for marketing purposes (when selling, etc.)? 

Why do you have environmental certifications?  
Do customers ask for specific environmental certifications?  

Are suppliers asking for specific environmental certifications?  
Do other stakeholders ask for specific environmental certifications? 

Is it a requirement from the Nordic Ecolabel that you should use the Nordic Eco labeled 

laundry detergents? 
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You are ISO 14001 certified, should you then preferably choose suppliers that are also ISO 

14001 certified? 
Does your certifications and memberships in industry organizations involve a high cost? 

How do you look at greenwashing in general (in the industry and other organizations in the 

market) and specifically when it comes to Lindström Services? 

 

 
Interview with the Managing Director at CWS-boco Sweden AB  

Date and time: 111113, 10:00-12:30 

Place: Stockholm, CWS-boco Sweden AB 

Questions: 

Could you describe CWS-boco? 
What is your position within CWS-boco?  

But the Blue Angel, doesn’t that also work in for example Latvia? 

Are the Blue Angel and the Nordic Ecolabel comparable? 
Do you think that the Blue Angel has a more lifecycle perspective?  

How do you see the internal communication regarding environment? 
How is the relation between the owner family and environmental values? 

How much control do you have over the production? I mean, you produce some yourself and 

you buy some, but in total, how much are you controlling?  
But how much control do you have over this?  

Do you rely a lot on certifications? 
When I looked at your products then I saw that you had some labelled with the Nordic 

Ecolabel and some with ISO 14001, but how is it with your laundry centers?  

Quite few of your garment products were certified, only a few products were certified with 
Oeko-Tex. 

But all the products don’t need to be certified in a certified plant? 
So, it’s not a big pressure on you to offer for example eco-friendly garments or other textiles? 

Do you think it would make a difference if the demands from the municipalities were higher? 

But, would it make a difference for CWS-boco if their demands were higher? Would it for 
example make it possible to lower the prices on eco products? 

Are there any substitutes for cotton like bamboo or something else? 
But you mean that polyester would be better for the environment? 

Do you think that it would be good if municipalities had “technical procurements” in order to 

find new eco solutions for textiles?  
Do you have any municipalities as customers today? 

Many of your customers have customers that are so called end customers, while the public 
sector might not have that sort of customers, do you think that has an impact? 

Why do you think that the demand from the public sector is higher on the Dutch market? 

Does your laundry center in Riga also serve some customers in Sweden? 
Is the attitude towards the environment different there compared to the attitude in Sweden? 

But do you also have customers in Latvia? 
I had a question here when and why you started working with the environment. You 

mentioned Holland, but could you tell me more about this? 

So, is it Choice and Scandic that are the most environmentally friendly hotel chains in 
Sweden? 

Do you discuss this with your customers? 
But is there a customer demand for this? 

But what does for example the Nordic Ecolabel say about this? 

Why do you think it is like that? 
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But what is polyester’s effect on humans? Discussions have for example been about the 

harmfulness with plastic bottles.  
What made you in CWS-boco to start working with environmental aspects in Sweden? 

We have talked a bit about it already, but what is the relation between your actual 

environmental actions and your green communication?  
Is it like a sustainability report? 

So, it’s an international report? 
Who do you think is interested in reading your CSR report? 

When you communicate your environmental communication, is it then through your 

brochures? Or how do you communicate?  
Do you connect quality with environment? 

I have seen that you often combine these words. 
Is it not at all spoken about environment when it comes to such garments? 

Aren’t there different requirements regarding standards (safety) in different European 

countries? For example, that the safety norm in Sweden for welders’ wear is 100 % cotton, 
which in most of other European countries is not allowed. 

What do you think about the relation between the brand CWS-boco and the environment? Do 
you have a strategy to implement eco friendliness into your brand?  

Is this something you discuss with your customers? 

When you have a first discussion with a customer that has an own washing machine, is the 
first discussion then also involving the environment? 

How many new customers do you think is interested in sustainability?  
Do you have any cooperation partners? 

So, your environmental certifications in Sweden, are they ISO 14001 and the Nordic 

Ecolabel? 
You have talked about what companies are more interested in what certifications; that the 

hotels are mostly interested in the Nordic Ecolabel and the heavy industry is mainly interested 
in ISO 14001. Is that correctly understood? 

And what certification would be interesting for them? 

How do you see greenwashing? 
Do you think that the bigger players also have less greenwashing in their communication? 

Also, vagueness existed among bigger companies’ communication; why do you think that 
some green communication is vague? 

 

Interview with the owner of Lima Tvätten Aktiebolag   

Date and time: 110913, 10:30-11:30 

Place: Lima, Lima Tvätten Aktiebolag 

Questions: 

Could you describe Lima Tvätten? 

What is your position within Lima Tvätten? 
Is this a newly built laundry?  

When and why did you start working with the environment within Lima Tvätten, and how has 
it continued? 

In what way do the local facilities not care? 

So, you do not think there is an overall perspective? Had it been better with a more holistic 
perspective? 

What I have noticed in your industry is that you talk a lot about the laundry, but very little 
about the textiles. There should be some connection in between, but it does not seem to do be 

one. How do you look at it? 

So, you have eco-products in storage? 
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But the hotels, they do not have the same requirements (i.e. to have eco-products)? 

When you think about when and why you started working on the environment, were there 
personal driving forces, customer pressure and/or social pressure? 

Is it the same with the environmental cars? 

With the textiles, does it cost to be environmentally friendly there? 
And the cars, do they also cost more? 

The next question is the relationship between your actual environmental work and 
environmental communication. There you have Rikstvätt who communicates for you, but 

maybe you could still try to answer it? 

Is Lima Tvätten a brand associated to the environment and if so, in what way?  
Is the environment important in your brand strategy? 

Is it something that customers experience as positive? 
How does your environmental image affect your relationships with other organizations? 

I saw that you were certified according to the Laundry Association, how do you look at the 

relationship between their certification, the Nordic Eco label and ISO 14001? 
Have you looked at alternatives to chemical detergents?  

Do you have any other collaborative partners in terms of environment? 
Collaborative partners can also be organizations like municipals, do you have any such 

partnerships? 

What environmental certifications do you have, how are they used for marketing purposes 
(when selling, etc.) and why do you have them?  

Do customers ask for specific environmental certifications? 
Are the suppliers asking for specific environmental certifications?  

Do other stakeholders ask for specific environmental certifications? 

And you have them because it's required from the purchasing organizations? 
But the smaller customers are not asking for any certifications? 

Are there any others who ask for them? 
So, you have not encountered any problems when you have not had an environmental 

certification so far? 

How do you look at greenwashing in general and specifically when it comes to Lima Tvätten? 
Have you been involved in any public procurements? 
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Representatives from certification organizations 

Interview with the product coordinator at Miljömärkning Sverige AB 

Date and time: 031214, 09:00-10:25 
Place: Stockholm, Miljömärkning Sverige AB 

Questions: 

Could you describe Miljömärkning Sverige AB and the Nordic Ecolabel?  
What is your position here at Miljömärkning Sverige AB and the Nordic Ecolabel? 

Who is the Nordic Ecolabel for? 
Your connection to the textile service industry is that you have been a case worker for that 

industry?  

How does a review work? 
The criteria documents, are they confidential? 

Reading a quote from a previous interview with a laundry: "With the Nordic Ecolabel, the 
cooperation is like that. The laundry uses a biological treatment with which there is nothing 

negative. The Nordic Ecolabel was not ok with this because of the use of microorganisms. 

Instead, the Nordic Ecolabel advocates the use of chemicals and they seem more interested in 
not losing customers, as many of the Nordic Ecolabel's customers are detergent brands with 

chemicals. There seems to be a lot of lobbying." What is your response to that? 
What are you certifying in the textile service market and why have you chosen to focus on it? 

Have you reflected on the other parts of the service that are not the laundry service? 

Do you think that certifications can be misinterpreted? 
Is it 75% organic that is the requirement? 

How do you perceive the division of responsibilities between actors in terms of environmental 
issues? You are one party, but who takes responsibility for the environment? 

Is there a cooperation between the Nordic Ecolabel and organizations doing public 

procurements? 
How do you look at greenwashing and the link to certifications? Do you think there is any 

connection? 
If we say that a textile service company that, and this is just a fictional case, offers textile 

services, profile products and security products have been Nordic Eco-labeled on their 

security products. Then the company has a Nordic Ecolabel logo on its website's first page 
together with a license number and a text that says ‘security products’, how do you think that 

a person who looks at the website thinks? Does the person associate the logo with all the 
products of the company or only with the certified security products?   

How do you think professional buyers perceive the Nordic Ecolabel? 

In what way do you think that the Nordic Ecolabel has been a driving part when it comes to 
environmental development? 

How do you think the contact exchange looks like between you and the companies? 
In some previous interviews it has been suggested that companies with a Nordic Ecolabel are 

encouraged to buy products that are also Nordic Eco-labelled. Is that so? Are they encouraged 

to purchase from other Nordic Eco-labelled companies? 
However, they would, for example, be able to buy textiles labeled with the Blue Angel or the 

like? 
 

Interview with the director of Miljömärkning Sverige AB  

Date and time: 050914, 11:50 - 12:10 

Place: Stockholm, Miljömärkning Sverige AB 

Situation: While visiting Miljömärkning Sverige AB to study their annual reports from 
before 2012 was a relatively short interview conducted with the director Ragnar Unge. The 
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questions were related to the content of the annual reports as well as the previous interview 

with the case administrator Lena Axelsson as well as Lars Waldner from Swedac. The 
interview starts with a short introduction of what the study is about.  

Questions: 

One question I have after reading the annual report from 2013, you say that it is good that the 
EU Flower is costing and that it is needed for a market-driven environmental market; that it 

was a prerequisite for it to work. Could you elaborate on that? 
How do you look at the relationship between the SIS and the Nordic Eco label? 

Related supplementary question: Has there been specific reasons to why you do not a relation 

with SIS? 
SIS, ISO 14001, and Ecolabelling have different control systems. They have accredited 

inspection bodies at SIS while you have own inspectors in the Nordic Ecolabel. Has this been 
up for discussion? 

There are several different certifications mentioned in your annual reports, for example, that 

you had intended to certify bread in 2013. But it did not happen? Bread is a kind of food, how 
is your relationship with KRAV? 

How are your relationships with other European eco-labels? 
Some of the companies I study have different certifications in different countries; In Sweden, 

perhaps the Nordic Ecolabel, in Germany maybe the Blue Angel. I have thought about this, 

you also have a European label, the EU Flower, but why do you think that there is a 
competition between these labels? 

The EU flower is a kind of EU label, do you cooperate in the EU with other labels? 
How is your view on your market situation around the Baltic Sea? 

In what way do you mean that they use the Nordic ecolabel? Towards Swedish customers? 

You are 100% owned by the Swedish state. You often emphasize that you are not a Swedish 
state authority, but you are still 100% owned by the state. How do you relate this to your 

market situation? 
What influence do you think you have had on the market?   

 

 
Interview with a technical officer at SWEDAC’s certification unit 

Date and time: 101512, 14:00 – 15:00  
Place: Stockholm, Ersta konferens 

Questions: 

What is SWEDAC's role in the market? 
How do you view the division of responsibilities between actors in terms of environmental 

issues? 
How do you look at greenwashing and the link to certifications? 

How do you think professional buyers perceive ISO 14001? 

Do you think that certifications can be misinterpreted? 
In what way do you think SWEDAC has been a driving force when it comes to environmental 

development? 
How does the contact exchange between you and the companies look like? 

How do you think market management has been affected by ISO 14001? 

How has EMAS development evolved? 
Follow-up question by Email 2012-10-16: Why would not such a system work for 

SWEDAC? 
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Representatives from Swedish Chemicals Agency (KemI, Kemikalieinspektionen) 

Interview with Jonas Falck, eco-toxicologist at KemI, Erik Gravenfors, eco-toxicologist 

at KemI, and Lars Freij, communicator at KemI 
Date and time: 051012, 14:30 - 16:00. 

Place: Stockholm, KemI 

Questions: 
What impact has KemI had on the industrial market's environmental marketing? 

Why is it no longer lawful when it comes to chemicals? 
What does KemI's work look like in the textile service market? 
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Representatives from the hotels 

Interview with the general manager at Scandic Lugnet Falun och Scandic Borlänge 

Date and time: 030714, 09:15-09:30 

Place: Falun, Scandic Lugnet Falun 

Questions: 

Could you tell me about the hotel and your job here? 

Can you then choose between different types of textiles when you have a new supplier? 

So, it's not different models where some alternative is organic and some other isn’t organic? 
Do you think it’s good when it’s environmentally friendly? 

Do you think it affects those who receive employment with you? 

How do you know that? 
And it is a requirement from your side to those who deliver to you to be labeled with the 

Nordic Ecolabel or equivalent? 
Can environmental thinking also be associated with quality? 

Do you see yourself as niched towards environment? 

You first got certified with the Nordic Ecolabel, and you started working Fairtrade a few 
years later... 

Is it often so that you start working on something, such as the environment, and then other 
things just come? 

Is there anything else that you have thought about especially when it comes to your 

environmental efforts? 
  

 

Interview with the director of First hotel in Falun 

Date and time: 030714, 12:00-13:15 

Place: Falun, First hotel Falun 

Questions: 

What is part of your job as general manager?  

Do you use a purchasing organization?   
Is that an agreement at a national level?  

How do you think about the environment and your textile purchases?  

Which environmental certification? 
How does it affect your work to be certified? 

Why do you think that you have obtained this environmental certification? 
Do the customers ask for it? 

So, you think that the food is more important for the customers? 

Do perhaps people comment about things that the media have written about? 
Do you have information about it in the rooms? 

If you would inform about organic towels, would it also be addressed? 
Is this something you discuss? 

Within the hotel industry? 
Some have said that they feel their environmental certifications are helpful as a kind of 

checklist. How do you see that? 

Do you have any environmental management system? 
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Who is responsible for it here? 

When you purchase textile services, does it matter to you how eco-friendly Actor D is? 
When you choose supplier, what are then regular requirements regarding the environment?  

So, some sort of basic certification? 

As for the textiles that you rent and get washed, what environmental criteria do you have 
there? 

That it will be expensive? 
Why do you think the central purchasing organization requires it? 

Then you think about hotels in the metropolitan regions? 

Just when it comes to Actor D, they're both Nordic Eco labeled and certified according to ISO 
14001, do you think it has had an impact when you have chosen to sign up with them? 

So, it is a prerequisite? 
Do you think your own interest in the environment affect how you act in these questions? 

Are you talking about the environment here at the hotel? 

 
Interview with the matron of Clarion choice hotel in Falun 

Date and time: 030714, 14:00-15:25 

Place: Falun, Clarion Choice hotel Falun 

Questions: 

Could you tell me about the hotel and your job here? 

Are you offered ecological textile products? 

Do you have directorates that you should use the organic textile products to a certain 
percentage? 

Is your breakfast certified with KRAV? 

Regarding the environment, do the initiatives come from above (central) or from below 
(hotels)? 

Is it about the cost when you don’t choose eco textiles? 
Do you discuss eco textiles? 

How do you think your guests perceive your commitment when it comes to the environment? 

What do you think that they would appreciate with it? 
Do you mean that the guests react on the things that you have expressed to them, but not on 

things that you didn’t put forward? 
How do you think the reaction would be if you were to communicate that you had organic 

textiles? And why do you think the guests cares about your environmental conscience? 

Does it also have to do with quality? 
Have you thought of something else regarding the environment before my visit? 

Can the environmental work make the guests to perceive the hotel as more exclusive? 
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Representative from a municipality 

Interview with the environmental strategist at Falu kommun  

Date and time: 021714, 17:15-19:00 
Plats: Falun, the City hall 

Questions: 
Who are you and how does the municipality work with the environment?  
 

The interviewer shows a procurement document used by the municipality for a textile 
purchase. If we look under the heading environment (Note. in the procurement requirements). 

A requirement is then that the supplier shall be affiliated with REPA. I have not seen REPA in 

many contexts in this industry, it's all about recycling, and it is certainly a very important part. 
Then it says that the supplier shall have an environmental policy, but not what kind. Last, it is 

stated that they must report their environmental performance. […] But it does not say 
specifically what is required in terms of environment…  

That the supplier must report their environmental performance is not a precise measure, it 

says nothing about whether they actually have a good environmental work or not. Do you 
agree? 

This thing with the textiles, that they must be labeled according to Oeko-Tex, have they then 

considered the fact that it is not an ecolabel? 

 

Interview with Thomas Sundin, environmental strategist at Falu kommun  
Date and time: 030414, 16:00-18:00 

Plats: Falun, the City hall 

Questions: 

Who writes the program (aiming at the municipality environmental program lying on the 

table)? Is it you who wrote the program? 

Have you had a similar environmental program before the current program? 

How much have you changed since the last program?   
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Updated versions from the industry 2021 

Follow up questions were sent per mail to all 56 companies mentioned from the Textile 

service industry that were still active. The questions were sent in September and October 

2021. Four companies were interviewed. Hr Björkman and Elis Sweden (former Berendsen) 

digitally through zoom. Textilia, and TvNo Textilservice through written emails. 

 

Organization Position Date, time and place Documentet Informed 

consent 

Elis Sverige 

(former 

Berendsen) 

Head of 

sustainability 

Date: 101421  

Time: 15:00-16:00 

Digital via Teams 

A transcript 

based on notes 

Yes 

Hr Björkman Owner Date: 101221  

Time: 14:00-15:00 
Digital via Teams 

A transcript 

based on notes 

Yes 

Textilia Head of 

sustainability 

Date: 090321-100521 

Written via mail 

Written mails Yes 

TvNo 

Textilservice 

Marketing 

manager 

Date: 101521-102121 

Written via mail 

Written mails Yes 

 

Questions 

1. What is green marketing for you now? 

2. What are the challenges in green supply chains? 
3. What are the collaboration challenges in your green supply chains? 

4. How does green integration work in your green supply chains? 

5. How does it work with trust in your green supply chains?  
6. How would you describe the role of marketing in green supply chains?  
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Appendix 4: Companies (A-Ö) and text data 

Sources (search years) 

Annual reports (1990-2016): Every active actor and every year.  

Websites (1997-2018): Every active actor and every year. 
Printed matters (1990-2018): Every active actor and every year.  

Facebook (2011-2018): Every active actor and every year.  
 

AB Strandgatan i Kalix (referred to as Strandgatan i Kalix) 

(inactive since 2016) 
Corporate No: 556116-4640 

Average revenue 2007-2016 (TSEK): 8 832 
Green communication found in annual reports: 2001-2008 

Website (2012): www.scottstvatt.se 

Green communication found in the website 2018: No 
Facebook page: No 

Green communication found in Facebook: Not relevant 
Green communication found in printed matters: No 

 

AB Vithalatvätten (referred to as Vithalatvätten) 
Corporate No: 556421-8500 

Average revenue 2007-2016 (TSEK): 11 520 
Years when green communication has been found in annual reports: 2003-2016 

(Information from the annual reports is that they became certified in accordance with ISO 

14001 in 2003.)  
Website (2012): www.vithalatvatten.se 

Green communication found in the website 2018: Yes 
Facebook page: No 

Green communication found in Facebook: Not relevant 

Green communication found in printed matters: No 
 

Aktiebolaget Fanhultstvätten (referred to as Fanhultstvätten) 
Corporate No: 556160-5352 

Average revenue 2007-2016 (TSEK): 13 289 

Years when green communication has been found in annual reports: No 
Website (2012): www.fanhultstvatten.se 

Green communication found in the website 2018: No 
Facebook page (since 2018): https://www.facebook.com/fanhultstvatten/ 

Green communication found in Facebook: 0 

Green communication found in printed matters: No 
 

Aktiebolaget Handdukskompaniet HK (referred to as Handdukskompaniet) 
Corporate No: 556374-2575 

Average revenue 2007-2016 (TSEK): 3 145 

Years when green communication has been found in annual reports: No 
Website (2012): www.handdukskompaniet.se 

Green communication found in the website 2018: No 
Facebook page: No 

Green communication found in Facebook: Not relevant 

Green communication found in printed matters:  No 
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BA Clean & Rent Fastighets AB (referred to as BA Clean & Rent Fastighets) 
Corporate No: 556486-2851 

Average revenue 2007-2016 (TSEK): 3 144 

Green communication found in annual reports 1990-2016: No 
Website (2012): www.cleanorent.se 

Green communication found in the website 2018: No  
Facebook page: No 

Green communication found in Facebook: Not relevant 

Green communication found in printed matters: No 
 

Berendsen Textil Service AB (referred to as Berendsen) 
Corporate No: 556022-4171 

Average revenue 2007-2016 (TSEK): 1 575 222 

Green communication found in annual reports 1990-2016: 1996; 1999-2016  
1997-1998: Nothing related to greenness, but in 1998 the parent company Berendsen wrote a 

lot about the environment in the consolidated accounts report and that a branding work was 
underway. 

Website (2012): www.berendsen.se 

Green communication found in the website 2018: Yes 
Facebook page (since 2012): https://m.facebook.com/BerendsenGlobal/ 

Green communication found in Facebook: 24 posts (posted between 2013-2017) 
Green communication found in printed matters: 1997; 2001; 2002; 2003; 2004; 2007; 2009; 

2010; 2011; 2012; 2013; 2015; 2017; 2018  

 

Communication related to greenness found in following printed matters: 

Year: 1997 
Type: Magazine for employees 

“info 3/97 Berendsen Electronics: A division of Berendsen Components AB” 

 
Type: Leaflet 

“En ren miljöprodukt för säker hygien” [A pure environmental product for safe hygiene] 
 

Year: 2001 

Type: Leaflet 
“Detta måste du veta” [You must know this] 

 
Year: 2002 

Type: Magazine for employees 

“Ren service” [Pure service], No. 1. 
 

Type: Leaflet 
“En effektivare textilhantering: Du hyr - vi sköter resten” [A more efficient textile handling: 

You rent - we take care of the rest] 

“En professionell… …textilservicepartner” [A professional ... ... textile servicepartner] 
“Hygien på ett enklare sätt” [Hygiene in an easier way] 

 
Year: 2003 

Type: Leaflet 

“Rent vatten i Angered: Reningsanläggning för avloppsvatten i Angered” [Clean water in 
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Angered: Wastewater treatment plant in Angered] 

“Uppsugningsmattan” [The absorbing mat] 
“Renrumsservice” [Clean room service] 

“Miljöboxar” [Environmental boxes] 

“Miljöanpassade putsdukar” [Environmentally adapted cleaning cloths]  
 

Year: 2004 
Type: Leaflet 

“Vi ger dig en fräschare vardag” [We give you a fresher everyday life] 

“Handduksrullar i ett livscykelperspektiv” [Towel rolls in a life-cycle perspective] 
 

Year: 2007 
Type: Leaflet 

“Hotell & Restaurang: Servicekoncept för hotell & restaurang”  

[Hotell & Restaurang: Service concept for hotel & restaurant] 
“Hygienservice Silversense” [Hygiene service Silversense]  

 
Type: Product catalogue  

“Profilkatalog: Rätt klädd även på din fritid” [Profile catalogue: Right dressed even in your 

spare time] 
 

Year: 2009 
Type: Leaflet 

“Vårda ditt varumärke – Golvvård från Berendsen”  

[Caring for your brand - Floor care from Berendsen] 
“Det kompletta kontorspaketet för WC”  

[The complete office package for WC] 
“Ett lönsamt samarbete – Spara tjäna utveckla”  

[A profitable collaboration - Save earning development] 

“Investera för besparingar: Städekonomi med arbetsmiljö i fokus”  
[Investing for savings: Space economy with work environment in focus] 

 
Year: 2010 

Type: Leaflet 

“Imagine: A washroom that’s nicer, cleaner and greener” 
“Impression: by Berendsen” 

“Handduksautomat” [Towel machine] 
“Pappersautomat” [Paper machine] 

”Tvålskumsautomater” [Soap Foam Machine] 

“Sanitizer” 
“Lady care” 

“Clean seat” 
“Air freshners” 

 

Year: 2011 
Type: Leaflet 

“Imagine” 
 

Type: Product catalogue 

“Produktkatalog” [Product catalogue] 
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Year: 2012 
Type: Leaflet 

“En toalettmiljö utformad för din bekvämlighet” [A toilet environment designed for your 

convenience] 
 

Year: 2013 
Type: Product catalogue 

“Produktkatalog” [Product catalogue] 

 
Year: 2015 

Type: Product catalogue 
“Berendsen Workwear: Workwear that works” 

 

Year: 2017 
Type: Leaflet 

“Golv och hygienservice. SKOLA & BARNOMSORG” [Floor and hygieneservice. School & 
Childcare] (Several versions) 

 

Type: Leaflet 
“Mattor, moppar och handdukar” [Carpets, mops and towels] (Several versions)  

 
Year: 2018 

Type: Leaflet 

“Berendsen Hygien & toalett” [Berendsen Hygiene & toilet]  
 

Type: Leaflet 
“EKO?” [ECO?] 

 

Bollnäs Mattsystem Aktiebolag (referred to as Bollnäs Mattsystem) 

Corporate No: 556195-3513 

Average revenue 2007-2016 (TSEK): 1 930 
Green communication found in annual reports 1990-2016: No 

Website (2012): www.mattsystem.se 

Green communication found in the website 2018: Yes 
Facebook page (since 2012): No 

Green communication found in Facebook: Not relevant 
Green communication found in printed matters: No 

 

Bröderna Fraimans Industritvätt AB (referred to as Bröderna Fraimans Industritvättt) 
Corporate No: 556721-2302 

Average revenue 2007-2016 (TSEK): 8 939 
Green communication found in annual reports 1990-2016: No 

Website (2012): www.fraimans.se 

Green communication found in the website 2018: Yes 
Facebook page (since 2012): No 

Green communication found in Facebook: Not relevant 
Green communication found in printed matters: No 

Callerts Matt-Tvätt Aktiebolag (referred in the text as Callerts Matt-Tvätt) 

Corporate No: 556221-9898 
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Average revenue 2007-2016 (TSEK): 3 727 

Green communication found in annual reports 1990-2016: 2000-2016 
Website (2012): www.callerts.se 

Green communication found in the website 2018: Yes 

Facebook page (since 2012): No 
Green communication found in Facebook: Not relevant 

Green communication found in printed matters: No 
 

Carpet Cleaners Sverige Aktiebolag (referred in the text as Carpet Cleaners) 

Corporate No: 556346-9161 
Average revenue 2007-2016 (TSEK): 6 564 

Green communication found in annual reports 1990-2016: No 
Website (2012): www.carpetcleaners.se 

Green communication found in the website 2018: Yes 

Facebook page (since 2012): No 
Green communication found in Facebook: Not relevant 

Green communication found in printed matters: No 
 

Carpeting Entrémattor i Stockholm AB (referred in the text as Carpeting Entrémattor i 

Stockholm) 
Corporate No: 556200-7061 

Average revenue 2007-2016 (TSEK): 34 139 
Green communication found in annual reports 1990-2016: No 

Website (2012): www.carpeting.se 

Green communication found in the website 2018: Yes 
Facebook page (since 2012): No 

Green communication found in Facebook: Not relevant 
Green communication found in printed matters: No 

 

Clean Step AB (referred in the text as Clean Step) 
Corporate No: 556711-8814 

Average revenue 2007-2016 (TSEK): 5 495 
Years when green communication has been found in annual reports: No 

Website (2012): www.cleanstep.se 

Green communication found in the website 2018: Yes 
Facebook page: https://www.facebook.com/cleanstepentremattor/ 

Green communication found in Facebook: 1 green post 2015 
Green communication found in printed matters: No 

 

Comforta AB (referred in the text as Comforta) 
Corporate No: 556668-5128 

Average revenue 2007-2016 (TSEK): 108 570 
Years when green communication has been found in annual reports: 2014-2016 

Website (2012): www.comfortaab.se 

Green communication found in the website 2018: Yes 
Facebook page: No 

Green communication found in Facebook: Not relevant 
Green communication found in printed matters: No 

 

CWS-boco Sweden AB (Referred to as CWS-boco Sweden in the text) 

http://www.berendsen.se/
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Corporate No. 556294-8777 

Average revenue 2007-2016 (TSEK): 345 981 
Years when green communication has been found in annual reports: 2000-2004; 2007-2009; 

2011-2012; 2016 

2005-2006: Nothing related to greenness. The same firm of accountants (PWC), but a new 
owner (HTS International GmbH based in Germany).  

2010: Nothing related to greenness, but it is written about the environment in the group's 
enclosed "Magazine" under this heading: “How the Sustainability Council of the Haniel 

Group aims to make the world a little better”   

Website (2012): www.cws-boco.se 
Green communication found in the website 2018: Yes 

Facebook page (since 2015): https://m.facebook.com/CwsBocoSweden/ 
Green communication found in Facebook: 2 posts (posted between 2015-2018) 

Green communication found in printed matters: 2008; 2011; 2012 

 

Communication related to greenness found in following printed matters: 

Year: 2012 
Type: Leaflet 

“Bädd- & Badtextilier: Trivsamt för alla rum” [Bed & Bath Textiles: Comfortable for all 

rooms] 
“Smaksak: CWS” [Taste: CWS] 

“CWS Stainless Steel.: Tidlös design” [CWS Stainless Steel.: Timeless design]  
“CWS Hygienprodukter.: Erbjudanden hyrservice” [CWS Hygiene Products.: Offers Rental 

Service] 

“CWS ParadiseLine.: Exklusiva hygienprodukter.” [CWS ParadiseLine.: Exclusive hygiene 
products.] 

 
Year: 2011 

Type: Leaflet 

“CWS bomullshanddukar på rulle.: Hygieniskt och miljövänligt för hygienutrymmet.” [CWS 
cotton towels on roll: Hygienic and environmentally friendly for the hygiene space.] 

“Vård & Omsorg.: Säkert, snyggt och smidigt.” [Care & Nurturing: Safe, neat and smooth.] 
 

Year: 2008 

Type: Leaflet 
“CWS bomullshanddukar på rulle. Hygieniskt och miljövänligt” [CWS cotton towels on roll. 

Hygienic and environmentally friendly] 
 

Din Tvätt Christian Backlund AB (referred in the text as Din Tvätt Christian Backlund) 

Corporate No: 556089-8917 
Average revenue 2007-2016 (TSEK): 11 987 

Years when green communication has been found in annual reports: 1999-2015 
Website (2012): www.dintvatt.se 

Green communication found in the website 2018: No 

Facebook page: No 
Green communication found in Facebook: Not relevant 

Green communication found in printed matters: No   
 

  



290 

 

Entré och reklammattan i Stockholm AB (referred in the text as Entré och reklammattan i 

Stockholm) 
(part of Berendsen since 2012) 

Corporate No: 556708-8223 

Average revenue 2007-2012 (TSEK): 7 126 
Years when green communication has been found in annual reports: 2011-2012 

Website (2012): www.entreochreklammattan.se 
Green communication found in the website 2018: Yes 

Facebook page: No 

Green communication found in Facebook: Not relevant 
Green communication found in printed matters: No 

 
Entrémattecenter i Åhus Aktiebolag (referred in the text as Entrémattecenter i Åhus) 

Corporate No: 556675-5434 

Average revenue 2007-2016 (TSEK): 1 948 
Years when green communication has been found in annual reports: 2007-2016 

Website (2012): www.entremattecenter.se 
Green communication found in the website 2018: Yes 

Facebook page: No 

Green communication found in Facebook: Not relevant 
Green communication found in printed matters: No 

 
Entrémattor i Varberg AB (referred in the text as Entrémattor i Varberg) 

Corporate No: 556224-4167 

Average revenue 2007-2016 (TSEK): 2 720 
Years when green communication has been found in annual reports: No 

Website (2012): www.entremattorvarberg.se 
Green communication found in the website 2018: Yes 

Facebook page: No 

Green communication found in Facebook: Not relevant 
Green communication found in printed matters: No 

 
Esstvätt AB (referred in the text as Esstvätt) 

Corporate No: 556614-8525 

Average revenue 2007-2016 (TSEK): 9 867 
Years when green communication has been found in annual reports: No 

Website (2012): www.esstvatt.se 
Green communication found in the website 2018: Yes 

Facebook page: No 

Green communication found in Facebook: Not relevant 
Green communication found in printed matters: Yes 

 

Communication related to greenness found in following printed matters from 2004: 

Type: Leaflet 

“Esstvätt AB” 
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Forslunds Tvätt AB (referred in the text as Forslunds Tvätt) 

Corporate No: 556192-6279 
Average revenue 2007-2016 (TSEK): 25 191 

Years when green communication has been found in annual reports: 2001-2009; 2014-2016 

Website (2012): www.rikstvatt.se 
Green communication found in the website 2018: Yes 

Facebook page: No 
Green communication found in Facebook: Not relevant 

Green communication found in printed matters: No 

 
Förvaltning & Fastighetsservice i Täby AB (referred in the text as Förvaltning & 

Fastighetsservice i Täby) 
Corporate No: 556588-0886 

(see also 556781–2366 and 556645–1737 in the same consortium) 

Average revenue 2007-2016 (TSEK): 12 270 
Years when green communication has been found in annual reports: No 

Website (2012): www.torsvikstvätten.se 
Green communication found in the website 2018: Yes 

Facebook page: No 

Green communication found in Facebook: Not relevant 
Green communication found in printed matters: No 

 
GLK i Tibro AB (referred in the text as GLK i Tibro) 

Corporate No: 556682-6144 

Average revenue 2007-2016 (TSEK): 5 772 
Years when green communication has been found in annual reports: No 

Website (2012): www.glk.se 
Green communication found in the website 2018: No 

Facebook page: 

Green communication found in Facebook: Not relevant 
Green communication found in printed matters: No 

 
Gothia Tvätt AB (referred in the text as Gothia Tvätt) 

Corporate No: 556811-1286 

Average revenue 2007-2016 (TSEK): 4 369 
Years when green communication has been found in annual reports: No 

Website (2012): www.gothiatvatt.se 
Green communication found in the website 2018: No 

Facebook page: No 

Green communication found in Facebook: Not relevant 
Green communication found in printed matters: No 

 
Göteborgs Tvätt och Textilleasing AB (referred in the text as Göteborgs Tvätt och 

Textilleasing) 

(inactive since 2016) 
Corporate No: 556072-8775 

Average revenue 2007-2016 (TSEK): 14 239 
Years when green communication has been found in annual reports: No 

Website (2012): www.gbgtvatt.se 

Green communication found in the website 2018: No 
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Facebook page: No 

Green communication found in Facebook: Not relevant 
Green communication found in printed matters: 2006 

Communication related to greenness found in following printed matters: 

Type: Leaflet 
“Mer än bara tvätt” [More than just laundry] 

 
Hr Björkman Entrémattor Aktiebolag (referred in the text as Hr Björkman) 

Corporate No: 556473-5032 

Average revenue 2007-2016 (TSEK): 25 076 
Years when green communication has been found in annual reports: No 

Website (2012): www.hrbjorkman.se 
Green communication found in the website 2018: Yes 

Facebook page: https://www.facebook.com/hrbjorkman/ 

Green communication found in Facebook: 16 green posts 2011-2018 (+ 20)  
Green communication found in printed matters: 1998; 2000 

 

Communication related to greenness found in following printed matters 

2000 

Type: Brochure:  
“Torka fötterna!” [Wipe your feet!] 

 
1998 

Type: Leaflet 

“Hr Björkmans Entrémattor” [Hr Björkman’s Entrance mats] 
 “Hr Björkmans Putsdukar” [Hr Björkman’s wipes] 

  
Idre Tvätt AB (referred in the text as Idre Tvätt) 

Corporate No: 556512-1588 

Average revenue 2007-2016 (TSEK): 1 480 
Years when green communication has been found in annual reports: No 

Website (2012): www.idretvatt.se 
Green communication found in the website 2018: No website in 2018 

Facebook page: No 

Green communication found in Facebook: Not relevant  
Green communication found in printed matters: No 

 
JD Tvätten AB (referred in the text as JD Tvätten) 

Corporate No: 556720-7252 

Average revenue 2007-2016 (TSEK): 13 854 
Years when green communication has been found in annual reports: No 

Website (2012): www.rikstvatt.se (www.jdtvatten.se) 
Green communication found in the website 2018: Yes 

Facebook page: https://www.facebook.com/pages/JD-Tv%C3%A4tten/169568633085854 

Green communication found in Facebook: 0 green posts since 2014 
Green communication found in printed matters: No 

 
J & R Industritvätt AB (referred in the text as J & R Industritvätt) 

Corporate No: 556558-5212 

Average revenue 2007-2016 (TSEK): 8 799 
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Years when green communication has been found in annual reports: No 

Website (2012): www.jrindustritvatt.se 
Green communication found in the website 2018: No 

Facebook page: No 

Green communication found in Facebook: Not relevant  
Green communication found in printed matters: No 

 
KÅPI Tvätt AB (referred in the text as KÅPI Tvätt) 

Corporate No: 556471-9002  

Average revenue 2007-2016 (TSEK): 58 537 
Years when green communication has been found in annual reports: 2002-2016 

Website (2012): www.rikstvatt.se 
Green communication found in the website 2018: Yes 

Facebook page: No 

Green communication found in Facebook: Not relevant  
Green communication found in printed matters: 2012 

 

Communication related to greenness found in following printed matters: 

Type: Leaflet 

“Vi gör det vi är bäst på Tvätt – Städ – Sanering” [We do what we are best at Laundry - 
Cleaning - Sanitation] 

 
Lima Tvätten Aktiebolag (referred in the text as Lima Tvätten) 

Corporate No: 556592-3363 

Average revenue 2007-2016 (TSEK): 11 159 
Years when green communication has been found in annual reports: 2008; 2012; 2013; 2016 

Website (2012): www.rikstvatt.se 
Green communication found in the website 2018: Yes 

Facebook page: https://www.facebook.com/limatvatten/ 

Green communication found in Facebook: 1 green post in 2018 
Green communication found in printed matters: No 

 
Lindbytvätten Aktiebolag (referred in the text as Lindbytvätten) 

Corporate No: 556419-5153 

Average revenue 2007-2016 (TSEK): 34 154 
Years when green communication has been found in annual reports: 2000-2014  

Website (2012): www.rikstvatt.se 
Green communication found in the website 2018: Yes 

Facebook page: No 

Green communication found in Facebook: Not relevant  
Green communication found in printed matters: 2013 

 

Communication related to greenness found in following printed matters: 

Type: Leaflet 

 “Mannen som visste för lite” [The man that knew too little] 
 

Lindström Services AB (referred in the text as Lindström Services) 

Corporate No: 556615-8001 

Average revenue 2007-2016 (TSEK): 9 681 

Years when green communication has been found in annual reports: No  



294 

 

Website (2012): www.lindstromab.se 

Green communication found in the website 2018: No website in 2018 
Facebook page: No 

Green communication found in Facebook: Not relevant  

Green communication found in printed matters: No 
 

Marieholmstvätten Aktiebolag (referred in the text as Marieholmstvätten) 
(inactive since 2014) 

Corporate No: 556260-3539 

Average revenue 2007-2012 (TSEK): 4 167 
Years when green communication has been found in annual reports: 2001-2012 

Website (2012): www.marieholmstvatten.se 
Green communication found in the website 2018: No website in 2018 

Facebook page: No 

Green communication found in Facebook: Not relevant  
Green communication found in printed matters: No 

 
Modern Tvätt i Malmö Aktiebolag (referred in the text as Modern Tvätt i Malmö) 

(part of Textilia since 2017) 

Corporate No: 556190-1579 
Average revenue 2007-2016 (TSEK): 7 827 

Years when green communication has been found in annual reports: No  
Website (2012): www.moderntvatt.se 

Green communication found in the website 2018: Partly similar with Textilia’s  

Facebook page: No 
Green communication found in Facebook: Not relevant  

Green communication found in printed matters: No 
 

Nacka Kapell och Marintvätt AB (referred in the text as Nacka Kapell och Marintvätt) 

Corporate No: 556112-0063 
Average revenue 2007-2016 (TSEK): 1 388 

Years when green communication has been found in annual reports: No  
Website (2012): www.nackakapelltvatt.se 

Green communication found in the website 2018: No website in 2018 

Facebook page: https://www.facebook.com/Moderntvattendelavtextilia/ 
Green communication found in Facebook: No 

Green communication found in printed matters: No 
 

Nicos Industritvätt Aktiebolag (referred in the text as Nicos Industritvätt) 

(inactive since 2013) 
Corporate No: 556112-0063 

Average revenue 2007-2013 (TSEK): 1 009 
Years when green communication has been found in annual reports: No  

Website (2012): www.nicos.se 

Green communication found in the website 2018: No website in 2018 
Facebook page: No 

Green communication found in Facebook: Not relevant  
Green communication found in printed matters: No 

 

Nordanå Tvätt Aktiebolag (referred in the text as Nordanå Tvätt) 
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Corporate No: 556376-0262 

Average revenue 2007-2016 (TSEK): 2 114 
Years when green communication has been found in annual reports: No  

Website (2012): www.nordanatvatt.se 

Green communication found in the website 2018: No 
Facebook page: https://m.facebook.com/Nordan%C3%A5-Tv%C3%A4tt-AB-

497545223677494/ 
Green communication found in Facebook: No 

Green communication found in printed matters: No 

 
Orient Tvätt Sverige AB (referred in the text as Orient Tvätt Sverige) 

Corporate No: 556794-4664 
Average revenue 2007-2016 (TSEK): 1 692 

Years when green communication has been found in annual reports: No  

Website (2012): www.orienttvatt.se 
Green communication found in the website 2018: No 

Facebook page: No 
Green communication found in Facebook: Not relevant  

Green communication found in printed matters: No 

 
Parlin Sweden AB (referred in the text as Parlin Sweden) 

Corporate No: 556665-3761  
Average revenue 2007-2016 (TSEK): 5 834 

Years when green communication has been found in annual reports: No 

Website (2012): www.lavandum.se 
Green communication found in the website 2018: No 

Facebook page: No 
Green communication found in Facebook: Not relevant  

Green communication found in printed matters: No 

 
Skräddarens Tvätt & Hyrservice Aktiebolag (referred in the text as Skräddarens Tvätt & 

Hyrservice) 
Corporate No: 556122-0269  

Average revenue 2007-2016 (TSEK): 10 578 

Years when green communication has been found in annual reports: No 
Website (2012): www.skraddarens.se 

Green communication found in the website 2018: With Rikstvätt 
Facebook page: No 

Green communication found in Facebook: Not relevant  

Green communication found in printed matters: No 
 

Star Tvätten Aktiebolag (referred in the text as Star Tvätten) 
Corporate No: 556054-6482  

Average revenue 2007-2016 (TSEK): 1 960 

Years when green communication has been found in annual reports: No 
Website (2012): www.tvattexperten.se 

Green communication found in the website 2018: No 
Facebook page: No 

Green communication found in Facebook: Not relevant  

Green communication found in printed matters: No 
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Stockholms Industritvätt Aktiebolag (referred in the text as Stockholms Industritvätt) 

(part of HR Björkman since 2018) 
Corporate No: 556617-6052 

Average revenue 2007-2016 (TSEK): 2 001 (Micro) 
Years when green communication has been found in annual reports: No 

Website (2012): www.hyr-tvatt.se 

Green communication found in the website 2018: No 
Facebook page: No 

Green communication found in Facebook: Not relevant  
Green communication found in printed matters: No 

 

Storsjötvätt (referred in the text as Storsjötvätt) 
Corporate No: 556493-6184 

Average revenue 2007-2016 (TSEK): 12 352 
Years when green communication has been found in annual reports: 2000-2006; 2014-2016 

Website (2012): www.rikstvatt.se 

Green communication found in the website 2018: Yes (but through Rikstvätt) 
Facebook page: No 

Green communication found in Facebook: Not relevant  
Green communication found in printed matters: No 

 

Support Syd AB (referred in the text as Support Syd) 

(inactive since 2013) 

Corporate No: 556581-6328 
Average revenue 2007-2013 (TSEK): 56 587 

Years when green communication has been found in annual reports: 2003-2008; 2013  

Website (2012): www.support-syd.se 
Green communication found in the website 2018: No website in 2018 

Facebook page: No 
Green communication found in Facebook: Not relevant  

Green communication found in printed matters: 2012 and 2013 

 

Communication related to greenness found in following printed matters: 

2012 and 2013 
Type: Leaflet 

“Support syd: vår service är din upplevelse” [Support South: our service is your experience] 

 
Sydsvenska NEA Aktiebolag (referred in the text as Sydsvenska NEA) 

(part of HR Björkman since 2017) 
Corporate No: 556497-1074 

Average revenue 2007-2016 (TSEK): 6 975 

Years when green communication has been found in annual reports: No 
Website (2012): www.sydsvenskanea.se 

Green communication found in the website 2018: No website in 2018 
Facebook page: https://www.facebook.com/neaentremattor/ 

Green communication found in Facebook: 1 green post in 2015  

Green communication found in printed matters: No 
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Södra Mattvätten Aktiebolag (referred in the text as Södra Mattvätten) 

Corporate No: 556390-9596 
Average revenue 2007-2016 (TSEK): 2 222 

Years when green communication has been found in annual reports: No 
Website (2012): www.sodramattvatten.se 

Green communication found in the website 2018: Yes 

Facebook page: No 
Green communication found in Facebook: Not relevant  

Green communication found in printed matters: No 
 

Textilia Tvätt & Textilservice AB (referred in the text as Textilia) 

Corporate No: 556538-5043 
Average revenue 2007-2016 (TSEK): 374 014 

Years when green communication has been found in annual reports: 1999; 2001-2016 
Website (2012): www.textilia.se 

Green communication found in the website 2018: Yes 

Facebook page: https://m.facebook.com/textiliagroup/ 
Green communication found in Facebook: 39 green posts 2017-2018 

Green communication found in printed matters: 1996; 1997; 2012; 2013; 2014; 2015 
 

Communication related to greenness found in following printed matters: 

1996 
Type: Magazine 

“Textilia aktuellt” [Textilia current], June issue 
“Textilia aktuellt” [Textilia current], December issue  

 

Type: Leaflet 
“Four corner players” [Four corner players] 

 
1997 

Type: Leaflet 

“Rent personligt: Hos Textilia behandlas både du och tvätten individuellt” [Pure personal: At 
Textilia you and the laundry are treated individually] 

 
2012 

Type: Magazine 

“Team Textilia” (No. 1) 
“Team Textilia” (No. 3)   

 
Type: Leaflet 

“Allt hänger ihop och kräver helhjärtat engagemang” [Everything is connected and requires a 

wholehearted commitment] 
  

2013 
Type: Leaflet 

“Tvättbar operationsdräkt: Det självklara valet för dig som tänker på kvalitet, hygien, miljö 

och komfort.” [Washable surgical suit: The obvious choice for those who think about quality, 
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hygiene, environment and comfort.] 

 
 

2014  

Type: Magazine  
“Textilia Magazine” 

 
2015 

Type: Magazine  

“Textilia Magazine” 
 

Tierpstvätten AB (referred in the text as Tierpstvätten) 
Corporate No: 556620-1983 

Average revenue 2007-2016 (TSEK): 2 759 

Years when green communication has been found in annual reports: No 
Website (2012): www.tierpstvatten.se 

Green communication found in the website 2018: No 
Facebook page: No 

Green communication found in Facebook: Not relevant 

Green communication found in printed matters: No 
 

TvNo Textilservice AB (referred in the text as TvNo Textilservice) 
Corporate No: 556194-6152 

Average revenue 2007-2016 (TSEK): 94 382 

Years when green communication has been found in annual reports: 1998-2016 
Website (2012): www.tvno.se 

Green communication found in the website 2018: Yes 
Facebook page: No 

Green communication found in Facebook: Not relevant 

Green communication found in printed matters: No 
 

Tvättcenter i Frinnaryd AB (referred in the text as Tvättcenter i Frinnaryd) 
Corporate No: 556177-5239 

Average revenue 2007-2016 (TSEK): 7 030 

Years when green communication has been found in annual reports: 1998-1999; 2001-2002; 
2007-2016 

Website (2012): www.tvattcenter.se 
Green communication found in the website 2018: Yes 

Facebook page: No 

Green communication found in Facebook: Not relevant 
Green communication found in printed matters: No 

 
Tvättia Fastigheter AB (referred in the text as Tvättia Fastigheter) 

Corporate No: 556136-1329 

Average revenue 2007-2016 (TSEK): 3 775 
Years when green communication has been found in annual reports: No 

Website (2012): www.tvattcenter.se 
Green communication found in the website 2018: No 

Facebook page: No 

Green communication found in Facebook: Not relevant 
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Green communication found in printed matters: No 

 

 

Tvättjänst Stockholm Aktiebolag (referred in the text as Tvättjänst Stockholm) 

Corporate No: 556145-0163 
Average revenue 2007-2016 (TSEK): 39 769 

Years when green communication has been found in annual reports: 1999-2016 
Website (2012): www.tvattjanst.se 

Green communication found in the website 2018: Yes 

Facebook page: No 
Green communication found in Facebook: Not relevant 

Green communication found in printed matters: No 

 

Vic Textiltvätt Aktiebolag (referred in the text as Vic Textiltvätt) 

Corporate No: 556094-6807 
Average revenue 2007-2016 (TSEK): 11 761 

Years when green communication has been found in annual reports: 2012-2015 
Website (2012): www.vic.se 

Green communication found in the website 2018: Yes 

Facebook page: https://m.facebook.com/VicTextiltvattAB/ 
Green communication found in Facebook: 8 green posts since 2016 

Green communication found in printed matters: No 
  

Ångtvättbilen AB (referred in the text as Ångtvättbilen) 

Corporate No: 556426-5147 
Average revenue 2007-2016 (TSEK): 10 604 

Years when green communication has been found in annual reports: 2005-2016  
Website (2012): www.angtvattbilen.se 

Green communication found in the website 2018: Yes 

Facebook page: https://m.facebook.com/Angtvattbilen/ 
Green communication found in Facebook: 7 green posts 2013-2018 

Green communication found in printed matters: No 
 

Örebro Tvätt AB (referred in the text as Örebro Tvätt) 

Corporate No: 556609-2556 
Average revenue 2007-2016 (TSEK): 6 182 

Years when green communication has been found in annual reports: No 
Website (2012): www. orebrotvatt.se 

Green communication found in the website 2018: Yes 

Facebook page: No 
Green communication found in Facebook: Not relevant 

Green communication found in printed matters: No 
 

Östgöta Entremattor AB (referred in the text as Östgöta Entremattor) 

Corporate No: 556548-6619 
Average revenue 2007-2016 (TSEK): 1 124 

Years when green communication has been found in annual reports: No 
Website (2012): www. orebrotvatt.se 

Green communication found in the website 2018: Yes 

Facebook page: https://m.facebook.com/%C3%96stg%C3%B6ta-Entr%C3%A9mattor-
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312214382247370/ 

Green communication found in Facebook: 0 green posts 
Green communication found in printed matters: No 
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