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Abstract  

 
Background: Microbreweries are a rapid and emergent alternative in the alcoholic beverage 

industry. Understanding resource selection, development, and management with their 

institutional context and capital are critical for microbreweries to develop sustained competitive 

advantage in a difficult industry. Therefore, using Oliver’s (1997) and Bresser and Millonig’s 

(2003) integration of resource capital and institutional capital, the researchers identified a gap 

in the literature and were interested in exploring how Swedish microbreweries select and 

manage resource and institutional capital in their competitive context and identify challenges 

to existing literature.      

  

Purpose: The purpose of this study is to explore and investigate how Swedish microbreweries 

select, develop, and manage institutional and resource-based capital. The study looks to explain 

the internal strategy process and factors affecting the microbrewery’s decisions.    

 

Method: The study is an exploratory approach by combining existing theoretical frameworks 

and empirical data. Empirical data was collected through a qualitative research method 

consisting of seven semi-structured interviews and analysed with the thematic analysis 

technique.  

 

Conclusion: The authors propose an amendment to Oliver’s (1997) model that links the 

empirical data and existing literature. In this context, collaborations and brewery networks are 

an important overarching dynamic that influences the procurement and management of resource 

capital and institutional capital. The dominant nature of collaborations and brewery networks 

is instrumental in the success of the microbrewery in question as it provides access to valuable 

resources and knowledge development crucial to achieving a sustained competitive advantage. 

This model can be used in the understanding of the overlapping factors facing the Swedish 

microbrewing industry. 
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1. Introduction  

_____________________________________________________________________________________ 

This chapter gives the reader an introduction to the growth of craft and microbrewing 

and discusses the problem and purpose of this thesis. Furthermore, this chapter will 

introduce the research question and delimitations that specify the scope of the research. 

_____________________________________________________________________ 

1.1 Background to Study 

1.1.1 The Craft Beer Expansion 

 

Craft and microbrewers have drastically transformed the world’s beer market. Over the 

past decade the craft brewing industry has experienced major growth (Brewers 

Association, 2019; Brewers of Europe, 2017; Fastigi, Esposti, & Vigano, 2018; Kroezen 

and Heugens, 2012). Indeed, Danson, Galloway, Cabras, & Beatty (2015) explains, there 

is a growing number of small-scale independent craft breweries growing among the 

Western countries that are able to compete against large beer conglomerates. Within the 

European Union, official statistics by the Brewers of Europe (2017) have estimated 

during the past decade the establishment of microbrewing operations has increased from 

3420 in 2011 to 7953 in 2017. The recent pattern of expansion is in direct contrast to the 

previous decline of independent brewers around the world seen throughout the 1990s and 

early 2000s. 

 

Large brewers have been the drivers of concentration and centralization (e.g. Carlsberg 

Group, Molson Coors) over the last century with their production of ‘standardized’ beer 

in the form of plain pilsners and lagers. Major breweries merged, acquired or stopped 

producing beer during the century of decline in macro-brewing in the United States of 

America (USA) where the number fell from 421 in 1947 to 10 in 2014 (Elzinga, 

Tremblay, & Tremblay, 2015). The craft brewing push back arose from the 

homogenization of lager beer through a customer increase in demand for variety 

alongside an increased societal demand for local, sustainable and environmentally 

minded products.  Bastian, Oakley-Simpson, McLeod, Menkhuas, Alsup, Ogden, & 

Whipple (1999) highlight that craft brewers place emphasis on originality and uniqueness, 
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targeting a niche market through production for a small yet specialised consumer 

segment. Furthermore, Carroll & Swaminathan (2000) claim that American customer 

demands for niche products has significantly increased. This is motivated by consumer 

knowledge of different styles of beer and globalized awareness. 

 

The growth of the craft beer market is tightly linked with the growth of variation in beer 

style and preference. Nowadays it is commonplace to buy an India pale ale, Belgian-style 

white, Kölsch, imperial stout or oatmeal stout in many countries. The advent of craft 

brewing has stimulated the experimentation of beer and production that had previously 

been neglected. This growth within the craft beer market highlights the need for craft and 

microbrewers to  

 

“The dramatic consolidation that took place in the macro sector of the 

[beer] industry … and the equally dramatic increase in the number of craft 

brewers … combined illustrate one of the most radical transformations to 

take place in any American industry” (Elzinga, Tremblay, & Tremblay, 

2015 pp. 3-4 as cited in Garavaglia & Swinnen, 2018).  

 

With such climatic growth in the microbrewing industry, individual microbreweries need 

to consider the strategic management of their resources and management decision. 

Therefore, it is important that microbreweries review and understand internal strategy if 

they wish to continue to seek growth and a sustained competitive advantage.   

1.1.2 Internal Strategy and Management 

 

Strategic management has been viewed as the concept and process that link the firm, 

environment and sustained competitive advantage together (Gibbert, Leibold, & Probst, 

2002). All organizations utilize strategic management from day-to-day operations to long 

term goals and performance measures. Strategic management is therefore concerned with 

the organization’s ability to understand its strengths, weaknesses, internal capabilities, 

and external markets. The fundamental of internal strategy is based on the strategic use 

of resources unique to the firm though it is important to include institutional factors in a 

resource-based view. The resource-based view of strategic management (Barney, 1991; 

2001; Conner, 1991; Amit & Schoemaker, 1994) examines the resources and internal 
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capabilities the organization utilizes to create profit and a sustained competitive 

advantage. From this perspective, firms look to develop heterogeneous resources and 

capabilities by utilizing their valuable, rare, inimitable, and non-substitutional value 

(Barney, 1991). It is important to note that the resource-based view has not veered beyond 

the properties of resource. Thus, it is important to include social context and pressure in 

the form of institutional capital and organizational theory (e.g. network ties, strategic 

alliances, social capital, regulation). Institutional theory therefore examines the role of 

social influences and pressure of society on the organization's actions (Scott & Meyer, 

1994; Lawrence, 1999). 

  

Therefore, it is important that microbreweries work effectively to create sustained 

advantage with the resources available but also view themselves within the realm of 

institutional capital and organizational theory. The effectiveness of microbreweries’ 

selection of resources and implementation of internal strategy to create sustained 

competitive advantage depends not only on their value, rarity, imitability, and 

substitutional properties but also the microbreweries’ effectiveness in managing them 

within the social context. 

 1.2 Problem Discussion 

 

The area of microbrewing has enjoyed an adequate amount of academic attention. 

However, most of the academic literature has focused on the external environment and 

consumer perspective (Carvalho, Moors, Wagemans, & Spence, 2017; Garavaglia & 

Swinnen, 2018; Hindy, 2015; Murray & O’Neill, 2012; Rivaroli, Hingley, & Spadoni, 

2018, leaving the internal aspects of microbreweries under researched. The internal 

capabilities, resources, and institutional capital are important strategic influences on 

gaining a sustained competitive advantage (Barney, 1991). 

  

The external environment and consumption patterns have greatly influenced the craft beer 

expansion have been investigated and researched, while the internal aspects have been 

overlooked. The external aspects which have led to the craft beer expansion to occur can 

be identified through a variety of external analysis tools. The internal aspects which have 

caused the craft beer expansion to occur can only be investigated through interacting with 
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the microbrewers and gathering their insights on which capabilities and resources allow 

them to succeed in the highly competitive beer industry. 

  

There has been a growing increase in the demand for micro and craft beer around the 

world, showing a change in the preferences of the alcoholic beverage consumer market 

(Garavaglia & Swinnen, 2018; Rivaroli, Lindenmeier, & Spadoni, 2018). The beer 

industry has been dominated by a few large conglomerates, which together control the 

majority of the market share in the beer industry. The number of microbreweries around 

the world are increasing, which in turn increases the competitiveness of the beer industry 

(Garavaglia & Swinnen, 2018 pp. 41). The craft breweries have to be able to compete 

against the large beer conglomerates, which have near endless resources compared to the 

smaller brewers, as well as the other craft and microbreweries. The rise in the number of 

craft and microbreweries has created an influx of specialty beers, which in turn puts an 

even higher pressure on the microbreweries to be able to stand out amongst the 

competition. 

  

The North American craft beer industry is a relatively mature industry when compared to 

the craft beer industry throughout Europe (Garavaglia & Swinnen, 2018). Even though 

the North American industry is relatively mature there are limited academic studies 

regarding the internal analysis of what makes the craft and microbrewers successful. The 

craft and microbrewing expansion have not only affected countries which consume a lot 

of beer; countries that do not have a rich beer culture are also following the global craft 

brewing expansion trend. This trend can be observed in the Nordic countries of Europe, 

specifically within Sweden, where the alcoholic beverage of choice has been cider 

throughout the past couple of decades (Brewers of Europe, 2017). 

  

The Swedish microbrewing industry has seen significant growth during the past decade, 

increasing from 39 breweries in 2011 to 322 in 2017 (Brewers of Europe, 2017). The beer 

market in Sweden has been dominated by a couple of large beer conglomerates, which 

raises the question; How are the microbreweries able to compete in the increasingly 

competitive beer market in Sweden? The microbrewing industry globally has been 

researched primarily through analysing the external environment, leaving the internal 

analysis overlooked. Therefore, we wish to further explore the knowledge gap associated 
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with internal strategic management in the Swedish microbrewing industry, and will 

primarily answer; How do Swedish Microbrewers create a sustained competitive 

advantage through combining the management of resources and institutional capital? 

1.3 Purpose 

 

This thesis aims to investigate how microbreweries select, develop, and manage resources 

to create sustained competitive advantage and market share. By researching the use of 

resources and institutional capital within microbreweries, the researchers wish to explain 

internal strategy and dissect why these choices are made. 

  

The key research purpose of this thesis is to: 

  

Investigate how microbreweries use the combination of institutional capital and 

resources to achieve sustained competitive advantage 

 

1.4 Research Question 

 

How do Swedish microbrewers create sustained competitive advantage through the 

combination of internal resources and institutional capital? 

1.5 Delimitations 

 

The growth of microbrewing in the beverage industry is a complex subject and the 

existing literature regarding how microbreweries use internal strategic management is 

limited. As alcohol laws and export laws differ across a spectrum of countries, the 

research was limited to the Swedish market. Additionally, the outline of the resource-

based view (RBV) and institutional capital is presented with the understanding of 

sustained competitive advantage, whilst no suggestion of an optimal way to manage 

internal resources and institutional capital is included. Thus, the evaluation of resources 

and institutional capital is used as a reference to understand the resource selection and 

management that influence the overall capabilities of Swedish microbreweries.   
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2. Literature Review  

_____________________________________________________________________________________ 

The purpose of this chapter is to gather existing literature about microbrewing, resource-

based view and institutional capital. This provides the reader with a better understanding 

of the topic and introduces the theories of resource-view and institutional capital 

integration.  

______________________________________________________________________ 

2.1 Microbrewing 

 

The terms microbrewery, craft brewery, artisanal brewery, specialty brewery, 

independent brewery, and local brewery are widely used in order to distinguish relatively 

small breweries which brew a variety of different types of beer from the larger breweries 

which mass-produce beers with the goal of maximizing their profits (Garavaglia & 

Swinnen, 2018). The definitions for what constitute a microbrewery vary from country to 

country, and there is no generally accepted definition for what exactly a microbrewery is. 

The Independent Craft Brewers of Ireland is the official trade body which represents 

independently operated microbreweries in Ireland, showing the interchangeable use of 

the terms craft brewery and microbrewery (Independent Craft Brewers of Ireland, n.d.). 

The American Brewers Association (2019) identifies three distinct characteristics which 

a brewery has to fulfill in order to be defined as a microbrewery, stating that the brewery 

has to be small, independent, and traditional small refers to the size of the brewery in 

terms of annual production capacity, which the Brewers Association states as only being 

able to brew 15 thousand barrels of beer annually (Brewers Association, 2019). 

Independent refers to the ownership of the brewery, which states that no more than 25% 

of the brewery can be owned or controlled by a beverage alcohol industry member that is 

not itself a craft brewer. Traditional refers to the actual production of the beer, stating that 

50% of the beer which is produced at the craft brewery has to derive its flavour from 

traditional or innovative ingredients and brewing techniques. 

  

The American Brewers Association (2019) definition causes a few issues to arise, since 

the term small is relative to the beer market in which the brewery is operating, therefore 

there is no universally accepted size for what constitutes a small brewery. The next issue 
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which the definition causes is the interpretation of what constitutes traditional or 

innovative ingredients and brewing techniques. Large beer conglomerates and their mass-

produce beers such as Budweiser, Carlsberg, and Heineken have a legitimate claim that 

their beer is traditional, with their brewery’s history spanning over centuries. Another 

issue with the interpretation of traditional is that the beer should derive its taste from 

innovative ingredients and brewing techniques. The issue with what is regarded as 

innovative may be considered standard practice in another country or area. Due to the 

issues which the several different definitions cause the researchers chose to use the term 

microbrewery as an overarching term going forward. The researchers identified that a 

microbrewery should be small and independently owned, with a focus on quality over 

quantity. 

 

One of the differences between the large beer conglomerates and microbreweries occurs 

during the production process. Microbreweries do not pasteurize or micro-filtrate their 

beers during the production process, while the large beer conglomerates put their mass-

produced beers through both processes. Pasteurization is a process where the beers are 

heat treated during the packaging phase in order to kill any pathogens so that the beer 

becomes sterile (Liu, Shen, Yin, Peng, Li, 2014). Micro-filtration is a process where yeast 

particles are removed from the fermenting mixture in order to create a more consistent 

taste throughout the batch which is being brewed (Portno, 1968). The purpose of these 

processes is to create more consistency in the beer and to give the beer a longer shelf life. 

Since the beer is mass-produced, it needs to have a consistent taste and longevity to be 

able to sit in storage for a longer period of time. However, the processes affect the 

characteristics of the final product since they are responsible for flattening the fragrance, 

aroma, and taste of the beer. Therefore, mass-produced beers from the large beer 

conglomerates tend to have a more homogenous and less distinguishable taste compared 

to beers produced by microbreweries (Madsen, Pedersen, Lund-Thomsen, 2011). 

  

Another significant difference between microbreweries and large beer conglomerates is 

the scale on which they operate. As the term micro indicates, microbreweries produce 

beer in substantially lower numbers annually and do not have the same access to resources 

as the large beer conglomerates. The difference in scale causes microbreweries to be 

cautious when it comes to the selection of resources, due to their limited liquidity 
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(Garavaglia & Swinnen, 2018). The smaller scale on which the microbreweries operate 

on has caused them to adopt a different marketing strategy compared to the large beer 

conglomerates. Instead of competing on low price and advertising, the microbrewers 

compete by emphasizing the high quality and diversity of the beer which they produce 

(Heroux & Clark, 2017). Since microbreweries emphasize the fact that the beer which 

they produce is of a high quality, the role of resource selection and deployment become 

increasingly relevant. 

2.2 Internal Strategic Management 

2.2.1 Resource-Based View 

 

The resource-based view of strategic management was developed in order to identify the 

resources and capabilities which enable some firms to achieve better economic 

performance compared to their competitors, resulting in a sustained competitive 

advantage (Amit & Schoemaker, 1993; Barney, 1986; 1991; Dierickx & Cool, 1989; 

Mahoney & Pandian, 1992; Wernerfelt, 1984). The resource-based view proposes that 

the primary drivers for a sustained competitive advantage are the internal resources and 

capabilities of the firm, which have the potential to create a sustained competitive 

advantage for the firm (Dyer & Singh, 1998; Gulati, Nohria, Zaheer, 2000). The resources 

of a firm include all of the firm’s capabilities, assets, processes, and knowledge (Edelman, 

Brush, Manolova, 2005). Barney (1991; 2001) identifies two key assumptions of the 

resource-based view, stating that the resources of a firm are heterogenous, and immobile. 

The resources of a firm are heterogenous due to the assumption that firms may not have 

the same resources, and the way that the resources are used and developed varies from 

firm to firm. Resources are immobile due to the assumption that it may be costly for firms 

to acquire or develop resources, and some resources may not spread easily from one firm 

to another (Barney, 1991; 2001). 

  

Conner (1991) further adds to the resource-based view, stating that the selection and 

accumulation of a firm's resources depends upon a combination of the firm’s internal 

decision-making managerial choices, and external strategic factors. The internal decision-

making managerial choices are primarily driven by economic rationality, efficiency, 

effectiveness, and profitability. The external strategic factors which influence how the 
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firm selects and develops their resources are buyer and supplier power, competition 

intensity, industry and product market structure. Together, the internal and external 

factors determine what type of resources are selected, how they are selected, and finally 

how they are developed further. Whether the resource selection and development lead to 

a sustained competitive advantage for the firm depends upon the barriers within the 

market, identified as the barriers to acquisition, imitation, and substitution of key 

resources, competencies, or inputs (Amit & Schoemaker, 1994; Barney, 1986; 1991; 

1994; Conner, 1991; Penrose, 1959). 

  

The barriers inhibit competitors' abilities to obtain or duplicate critical resources and lead 

to long-run differences among firms in their ability to generate increased profits through 

gaining a sustained competitive advantage (Barney, 1991; 2001; Amit & Schoemaker, 

1994; Oliver 1997). When strategic factor markets are imperfect or incomplete, they 

create barriers to resource mobility and an unequal distribution of resources across 

competing firms (Barney, 1986; Dierickx & Cool, 1989). Resource market 

characteristics, in turn, shape resource characteristics and the profit generating potential 

of resources. The persistence of increased profits from resources depends fundamentally 

on the features of the resources themselves. These resource characteristics include 

whether resources are scarce, unique, inimitable, durable, idiosyncratic, non-tradeable, 

intangible and non-substitutable (Amit & Schoemaker, 1993; Barney, 1991; Mahoney & 

Pandian, 1992; Peteraf, 1993; Rumelt, 1984). 

 

Figure 1: Sustainable advantage: Determinants of the process 

 

Adopted from Oliver (1997) 
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The resource-based view has been criticized for not being sufficient enough on its own to 

determine whether a firm is able to gain a sustained competitive advantage (D’Aveni, 

1994; Foss, 1997; Foss & Knudsen, 2003; Spender, 2003; Wernerfelt, 1995). Therefore, 

Oliver (1997) proposes a new model which aims to explain why certain firms are able to 

achieve a sustained competitive advantage by adding institutional theory as a 

complementary perspective. Oliver’s (1997) model, as shown below in figure 1, indicates 

the firm’s processes and outcomes which lead to a sustained competitive advantage are 

influenced through resource-based determinants, as well as institutional determinants. 

 

2.3 Institutional Capital and Theory 

 

Institutions can be defined as the broad behavioural expectations placed on organization 

by society and can be further separated into two overarching categories, fundamental and 

secondary institutions (North, 1990; DiMaggio & Powell 1991; Scott, 1995). 

Fundamental institutions are generally accepted cultural norms and values that have 

grown at the societal level (North, 1990; Scott, 1995). Therefore, the fundamental 

institution is largely based at the subconscious level (North, 1990; DiMaggio & Powell 

1991; Scott, 1994; 1995). North (1990) stated that these subconscious norms are often 

static but are largely an effect of societal pressures and are often taken-for-granted and 

difficult to change. Secondary institutions as described by North, (1990) are formed by 

the regulating institutions and target specific problems. These include, but are not limited 

to, laws, contracts and organizations. Both institutions share common features such as the 

taken-for-granted attitude that is inherent in the fundamental institutions and the 

internalizing element of secondary institutions. Though sharing similar qualities, 

secondary institutions are more evident in their perception (North, 1990).  

  

Within the implementation of institutional theory in the field of strategic management, 

there are two defining theoretical avenues, neo institutional economics as defined by 

North (1990) and neo institutional organization theory (Scott, 1994; 1995). The two 

schools of institutional theory have marked differences. Neo Institutional economics is 

primarily concerned with secondary institutions such as governance and organizational 

structure (North, 1990). Neo institutional organization theory focuses towards the effect 

of institutional norms and values represented by the fundamental and secondary 
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institutions and thus taken-for-granted habits and convenient actions that may be 

inefficient (Scott, 1994; 1995). In application of the literature to the microbrewing 

industry we will be focusing on the implementation of neo institutional organizational 

theory together with the resource-based view approach. 

 

2.3.1 Neo Institutional Organizational Theory 

The central aspect of neo institutional organisational theory is the assumption that 

organizational behaviour routines and structures are determined by cultural and societal 

norms and values (Scott & Meyer, 1994; Lawrence, 1999). Within these societal norms 

and values there are created expectations on how and why organizations can be useful 

(Scott & Meyer, 1994) and when adapting to these expectations the organization is 

allowed societal legitimacy and resources (Scott & Meyer 1994; Peng 2002). 

  

Two important approaches characterized by Scott (1987) and Bresser & Millonig (2003) 

exist to explain the organization's ability to obtain and manage resources and are 

ultimately relevant to understand economic success and sustained competitive advantage. 

First, Macro institutionalism considers the external environment pressures in their 

adoption of structures and resource management (DiMaggio & Powell 1991). 

Microbreweries are pushed by external forces such as sustainability and thus, must act on 

this pressure to be given legitimacy. Secondly, the micro-institutionalism as argued by 

Zucker (1987; 1988) pertaining to the ability of the organization to manage resources is 

based on internal institutional pressures and thus the more activities and structures that 

are taken for granted and institutionalised will dominate behaviour. Given the aspects of 

micro-institutionalism and its applicability to be introduced in the resource-based view 

(Barney, 1991) it is important to identify how the management of resources through 

internal institutionalism is pertinent to the sustained competitive advantage of Swedish 

microbreweries. 

 

An analysis of business strategy needs to identify the choices made by organizational 

decision makers (Child, 1972). Given the influence of institutional contexts on firm 

behaviour, all strategic decisions that a firm makes is affected by the formal and informal 

constraints of a given institutional context (North, 1990; Oliver 1997). Peng (2002; 2003) 
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identifies that previous research has been dominated by environmental views that focus 

on economic variables such as market demand and technological change. Peng (2002; 

2003) argues society and businesses are far more conscious of the important relationship 

between the organization and institutions. The institution-based view of business strategy 

then encompasses the institution as an independent variable and therefore, focuses on 

dynamic relationship and interactions between organizations and institutions to create 

strategic choices. Strategic choices are not only driven by the previous researched 

frameworks such as industry-based view (Porter, 1980) and the firm specific resources 

(Barney, 1991, 2001) but also reflect the formal and informal constraints of specific 

institutional pressures that decision makers confront (Oliver, 1997; Scott, 1994; 1995). 

  

Ultimately, conventional neo institutional organisational theory is restricted in its aid to 

strategic management. Institutional environments are overly constraining (Child, 1972; 

North 1990). Recently there has been growth in the publications (Oliver 1997; Peng, 

2002; 2003) to provide an alternative that incorporates strategic management, sustained 

competitive advantage and neo institutional organisational theory. 

 

2.3.2 Integration of Institutional Capital 

 

As previously mentioned, the depiction of individuals and organizations only passively 

accepting a neo institutional environment, is heavily critiqued (Oliver, 1997; Peng 2002; 

2003; Bresser & Millonig, 2003). Scott (1995) has suggested that institutions are best 

comprehended as three interacting pillars: regulative, normative, and cognitive. The 

regulatory pillar focuses on the formal and informal rules or as defined by North (1990) 

the ‘rules of the game.’ This regulation leads to conforming with the rules and acts as a 

coercive pressure.  The normative component comprises the values and norms that define 

the desirable and appropriate behaviours (Scott, 1995.) Normative pressures therefore act 

to conform and gain acceptance and legitimacy. Finally, the cognitive pillar considers the 

taken-for-granted assumptions that individuals and organizations at the subconscious 

level (Scott, 1995; Oliver, 1998; Bresser & Millonig, 2003)  

  

In adopting the institution perspective, Zucker (1977) establishes the importance of intra 

organizational norms, values, and taken-for-granted assumptions. Zucker (1997) further 
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argues that due to an organization’s unique history, differing institutional elements and 

routines evolve. These internal institutions govern the organization and its members and 

thus the internal institutional context operates socially legitimate behaviour that acts as 

normative and cognitive pressures within the firm. Strategic management literature and 

the resource-based view (Barney, 1991) have rarely addressed whether a firm’s internal 

institutional context can be used to gain sustained competitive advantage. The exception 

comes in the form of Oliver (1997) and later Bresser & Millonig (2003). Oliver (1997) 

and Bresser & Millonig (2003) combine the resource-based view with neo institutional 

thinking and contends that the institutional environments pressure the resource selection 

and thus the assumption of heterogeneity and sustained competitive advantage. Oliver 

(1997) concludes that if the institutional pressure allows for acquisition and development 

of resources, then organizations may possess resource capital and institutional capital. 

Bresser & Millonig (2003) extends Oliver’s (1997) ideas through analyzing institutional 

context as a source of sustained competitive advantage and distinguish institutional 

capital in three levels generating internal institutional capital and integrates the important 

heterogeneity found in the resource-based view (Barney, 1991). 

   

First at the individual level, the importance of top-level decision makers upon firm 

strategy success is documented (Erickson & Jacobson, 1992). When making strategic 

choices, the decision makers favour towards acceptable alternatives if in violation of 

institutionalized norms and thus institutionalized structures and values persist. Therefore, 

dropping of established habits and routines in light of more economically beneficial 

alternatives reach social and psychological barriers (DiMaggio & Powell, 1991; Oliver, 

1997). Bresser & Millonig (2003) develop that when key decision makers lead an 

organization with lower cognitive barriers they have the opportunity to develop sustained 

competitive advantage through more economically beneficial choices that adhere to 

institutionalized norms and values. Cognitive capital at the individual institutional level 

is important to the recognition and exploitation of resources and gaining economically 

beneficial decisions when examined under the lens of gaining sustained competitive 

advantage (Bresser & Millonig, 2003), and can be especially helpful in fast changing 

niche markets where resting on cognitive bias whether conscious or taken-for-granted 

may lead to declining economic performance (Oliver, 1997). 
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Figure 2: Dimensions of the Institutional Context 

 

Adopted from Bresser & Millonig (2003) 

 

The intra organizational level is dominated by the normative situation of institutions 

(Scott, 1995) which exerts institutionally desirable behaviour of the firm and reflected in 

the organizational structure, strategies, and routines (Zucker, 1991; Scott, 1995; Miller & 

Shamsie, 1996). The consumer base exert pressures to conform to growing demands for 

diversification of beer types and the use of sustainable production lines. The failure to 

adopt to normative pressures and with new accessible resources due to firm structures, 

norms, and cultural values elicits an isolating mechanism (Oliver, 1997). Sustained 

competitive advantage at the intra organizational level results in the ability for the firm to 

attain a dynamic strategic fit (Oliver, 1997; Zajac, Kraatz, Bresser, 2000) between the 

strategic resource considerations and the internal institutional context. The organization 

can thus possess normative capital if its internal systems are dynamic in their modification 

of structures, routines, and resources. 

 



 

 

 

 

15 

Scott (1995) and North (1990) both state that at the interorganizational level pressures are 

exerted by the ‘rules of the game’ in such that these regulatory systems either restrict or 

help with the acquiring of resources and creating sustained competitive advantage. The 

most important institutional actor with regards to the regulatory capital is the state. The 

state acts as a rule setting, monitoring, and sanctioning body. However, as both Oliver 

(1997) and Bresser & Millonig (2003) point out, the state can also act to protect and attract 

sustained competitive advantage through programs and policies. The interorganizational 

level is not only the state, it further includes formal institutions such as banks, unions, 

and the community. Thus, microbreweries can develop stable and trusting relationships 

with their external communities and generate regulatory capital through the development 

of advantageous formal and informal rules. Particular to the Swedish industry, the ‘rules 

of the game’ are particularly harsh to the selling and manufacturing of alcoholic beverages 

thus, developing the trust and cooperation with the local municipalities and surrounding 

members of the community can procure microbrewery heterogeneity.  

 

2.3.4 Resource Capital and Institutional Capital Application  

 

 

Figure 3: Application of Resource and Institutional Capital 

 
Adopted from Oliver (1997)  
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In application of the idea of combined resource and institutional capital, Oliver (1997) 

proposes the application of the model above. Oliver (1997) identifies key areas in the 

procurement and management process that create enhancing factors and some that create 

depleting factors. Oliver (1997) thus implies that both resource and institutional capital 

must be managed as potential sources of sustained competitive advantage. In the context 

of Swedish microbreweries, Duarte Alonso, Bressan, & Sakellarious (2016) argue that 

microbreweries attempt to act in the resource capital success factor mentioned by Oliver 

(1997). Consequently, microbreweries have not been studied or viewed extensively from 

the Institutional capital viewpoint or as a combination of the two. Swedish 

microbreweries will need to understand their resource situation and institutional capital 

if they are to become successful.  
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3. Method 

This chapter presents the chosen method and research methodology. The data collection 

and method of analysis are extensively discussed and motivated. The chosen research 

choice is provided in connection with the fulfilment of the purpose. 

3.1 Research Philosophies 

 

Research philosophy is developed to gain knowledge within a research field (Saunders, 

Lewis & Thronhill, 2016). This thesis aims to produce a subjective understanding and 

thus the qualitative approach is suitable. 

  

Since this thesis will use a qualitative approach, it is important to state the facts received 

to justify the study. Slevitch (2011) states that the qualitative approach is based strongly 

on the interpretivism and constructionism approaches. Therefore, since this study aims to 

understand the realities experienced by the participants and employs a subjective view, it 

embraces the social constructionism view which indicated the realities based on social 

interactions and how they are experienced (Saunders, et al., 2016). The researchers aim 

to obtain a better understanding of the microbreweries thoughts and perception of 

resources and institutional capital and thus, the study is implemented from the social 

constructionism point of view. 

  

Subjectivism was established to prioritize different standpoints and attain the individual’s 

opinions in reference to their view of society (Saunders et al., 2016). With this subjective 

viewpoint, the research philosophy most appropriate for this thesis is the interpretivist 

framework, due to the qualitative perspective and the primary data received from the 

semi-structured interviews. According to Saunders et al. (2016, p.140), interpretivism 

emphasizes that people from differing backgrounds, circumstantial and cultural, 

experience different social realities at that point of time. Interpretivism collects 

information on the understanding of what is meaningful for the individuals. Interpretivism 

is a frequently used method in qualitative and business research (Saunders, et al., 2016). 
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3.2 Research Approaches 

 

According to Saunders et al. (2016) there are three different methods when conducting 

research: deduction, induction, and abduction. It is important to be clear on the correct 

approach as it may impact the findings of a study. 

  

First, the deductive method results from the mantra that if all evidence is accurate, the 

results will be accurate as well (Saunders, et al., 2016) and thus the deductive reasoning 

method is used on explanations from law. Deductive reasoning begins with a hypothesis 

and data is collected and analyzed against such hypothesis. Therefore, the deductive 

method is associated strongly with quantitative research method (Saunders, et al. 2016). 

The deductive reasoning approach is not suitable for this study.  Inductive reasoning 

identifies that here are gaps in logical arguments and is founded on the observations rather 

than the logical argument. Opposite the deductive reasoning method, inductive reasoning 

applies theory throughout the researching process and the created conclusion is supported 

by the observations (Saunders, et al. 2016). The inductive approach is suited to qualitative 

study due to smaller sample sizes (Saunders, et al. 2016). Lastly, abductive reasoning acts 

as Suddaby (2006) explains, in between deductive and inductive as it moves between data 

and theory, respectfully. Abductive reasoning is not a suitable approach for this research. 

  

Therefore, the most suitable approach that will be implemented in this study is an 

inductive approach. Due to the qualitative standpoint and the use of primary data 

collection through semi-structured interviews, the methods fall under the inductive 

reasoning and the interpretivism philosophy (Saunders, et al., 2016). 

 

3.3 Research Method 

 

There are two commonly used research methods, quantitative and qualitative. 

Quantitative research tests created hypotheses by examining relationships between the 

variables measures and are thus quantifiable (Creswell, 2013). The qualitative research 

method focuses on the complexity of phenomenon and aims to understand the 

experienced meaning to individuals and consists of mostly non-numerical data (Creswell, 

2013). The exploration of resource choice, management, and institutional capital in the 

microbrewing industry is unexplored by existing literature and thus variables may be 
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important to examine but are still remain unknown. Therefore, a qualitative research 

through semi-structured interviews is found to be the most appropriate method of study. 

 

3.4 Data Collection 

3.4.1 Primary Data 

 

The method of primary data collection most appropriate is the interview as is a 

predominant mode of data collection in qualitative research (May, 1991). Interviews vary 

in structure and question formulation. The researchers are interested in understanding the 

use of resource-based view and institutional capital within the Swedish microbrewing 

industry, the semi-structured style of interviewing with open-ended questions is found to 

be most appropriate. The format of a semi-structured interview established that some 

questions will be pre-prepared to ensure the direction of the main topics of interest while 

other questions are developed through the course of the interview (Collins & Hussey 

2013; Wengraf, 2001). Open-ended questions therefore enable interviewees to respond 

with rich and descriptive answers and allow the researchers to gain a deeper 

understanding of the desired topics. Therefore, the semi-structured interview approach 

with pre-written and open-ended questions as well as on the spot questions is found to be 

the most appropriate for this study. 

3.4.2 Interview Construction  

 

The interview guide construction is crucial to the semi-structured interview and should 

base itself on the relevant literature and the researcher’s previous knowledge base (King, 

2004). Therefore, the pre-written open interview questions we formulated from the frame 

of reference and conceptualisations of the researchers. From the frame of reference, 

themes centered around the integration of institutional capital; organisational culture, 

Interfirm institutional levels, individual institutional levels, resource management, 

tangible resources, and intangible resources were used to understand the topic. In order 

to place these questions into relevant and logical order the interview questions were 

divided into main themes of Background, Individual institution level, Organizational 

level, Inter Firm level, Tangible resources, and Intangible resources (see Appendix 1).  
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The background themed questions established the background information of the business 

and included the establishment period, interviewee's role, production and people size of 

the microbrewery, and established the context of microbrewery growth in Sweden. 

Questions were developed based on the interpretations of Oliver (1997), Peng (2002), 

Barney (1991; 2001), and Bresser & Millonig (2003). These are linked to the integration 

of institutional capital with the resource-based view. The researchers were also interested 

in the network presence and collaborations amongst Swedish microbreweries as it is 

importance to the integrated view (Alonso, Alexander, & O’Brien, 2018). 

 

 

3.4.3 Primary Data Selection Process 

 

During the selection of interviewees, the concept of convenience sampling was used and 

enabled the researchers to use networks to initiate contact with interviewees (Collins & 

Hussey, 2013) and ensured successful collaboration. Similarly, the researchers selected 

interviewees on the concept of theoretical sampling and their apparent knowledge and 

experience in the operations and/or creation of the microbrewery (Murphy, Klotz, 

Kreiner, 2017). Using this sampling method, seven breweries participated in the thesis 

research process.  The interviews were conducted at the interviewee’s brewery, but in the 

event, this was not accessible, Skype was used. Each interview took approximately 45 

minutes, plus minus 5 minutes, with the expectation of one interview being completed in 

21 minutes due to the concise nature of the responses. 

 

The interviews were recorded to ensure accuracy of the results and complete 

documentation of the answers. This was communicated to the interviewees prior to the 

interview. In ensuring the research was conducted in an ethical fashion, the participants 

were informed of the purpose and the referenced data. Additionally, the researchers 

emphasised the names of individuals and the microbrewery organisation would remain 

confidential. The researchers further expressed their independence from organisations 

within the microbrewing industry to ensure information provided was not used in an 

alternative setting.  
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To assure the relevance of primary data sources, the researchers decided on a number of 

characteristics that the interviewees and the microbrewery had to possess. These 

characteristics have been identified as important by the researchers and ensure the 

interviewees are knowledgeable and competent. In regard to the choice of interviewed 

microbreweries, the questioned organisation had to be individually owned and not part of 

larger conglomerates (i.e. Heineken, AB InBev, Molson Coors, and Carlsberg). 

Additionally, the microbreweries had to qualify under the European Commission's 

definition of a small enterprise (European Commission, 2017) and the Brewers 

Association (2018) microbrewery definition. These characteristics have been reviewed 

through research into the organisations in question and have ensured through the 

statement of purpose in the initial contact with the interviewees. 

3.4.4 Secondary Data 

 

The analysing of existing literature and information is beneficial (Bryman, 2012; 

Saunders, Lewis & Thornhill, 2009) and necessary to form the foundation of this thesis. 

The secondary data is then collected through the review of existing literature regarding 

resource-based view, institutional capital, and microbreweries. The primary online 

databases used were Primo and Google Scholar. The following search parameters were 

set: Search Words: resource-based view, resource management, institutional capital, 

institutions, institutional-based view, institutional organisation, micro brewing, craft 

brewing. Literature Types: Books, Peer-reviewed articles and Internet articles. 

Publication Language: English, Swedish, and Finnish. 

3.5 Analysis Method 

 

When conducting the inductive data analysis, there are several methods that can be 

applied: Narrative Analysis, Discourse Analysis, Grounded Theory Method, Analytical 

Induction, Template Analysis and Thematic Analysis (Braun & Clarke, 2006; 

2013).When conducting data analysis, the researcher(s) are the instruments for analysing, 

coding judgement and decisions, theming, contextualising, and recontextualizing the data 

(Starks & Trinidad, 2007). Each of the aforementioned approaches have differing 

techniques for conducting, documenting, and evaluating data. It is then the responsibility 
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of the researcher(s) to assure trustworthiness and conduct the qualitative research through 

recording, systematizing, and disclosing the methods of analysis in a credible fashion 

(Attride-Stirling, 2001; Cote & Turgeon, 2005; Ryan, Coughlan & Cronin, 2007).  

 

The researchers have decided to implement the Thematic Analysis. The thematic 

analysis is defined by King & Brooks (2018) as the form of qualitative data analysis that 

focuses on identifying, organising, and interpreting themes in the research conducted. 

King & Horrocks (2010) further define themes as the ‘recurrent and distinctive feature of 

accounts that characterise particular perceptions and/or experiences, which the 

researcher[s] see as relevant to the research question’ (p. 150).  The thematic analysis 

defines itself on certain elements. First, something must be distinctive and characterized 

in the research text and secondly, the themes do not exist independently from the 

researchers carrying out the analysis. Thematic analysis is therefore considered a widely 

adopted qualitative data analysis approach (Braun & Clarke, 2013) and can be applied to 

differing data sets and a number of theoretical perspectives.  

 

As this research aims to gain insights on the under addressed field of Swedish 

microbreweries and the management of resources and institutional capital, the thematic 

analysis method enabled the researchers to develop new insights and understandings 

based on primary data.  

 

3.6 Research Process 

 

Through the theoretical freedom provided by thematic analysis, a highly flexible 

approach can be created for the needs of differing studies. This provides a rich, detailed 

and complex account of data (Braun & Clarke, 2006; 2013; King 2004). Braun and Clarke 

(2006) and King (2004) further argue that the thematic analysis is a useful method for 

examining different research participants perspectives, highlights similarities and 

differences, and generates unanticipated insights.  

 

The thematic analysis process includes six phases: (1) Familiarization, (2) Initial code 

Generation, (3) Searching for themes, (4) Reviewing themes, (5) Defining and naming 

themes, and (6) Production of report. It is important to note that during the process of data 
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collection, data analysis, and report writing often occur simultaneously throughout the 

research process (Creswell, Hanson, Clark Plano, & Morales, 2007). Although 

documented by Braun and Clarke (2006) as a linear, six-phased process, the thematic 

analysis process is an interactive reflective method that movement between the phases 

(Nowell, Norris, White, & Moules, 2017).   
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3.6.1 Familiarizing Yourself with The Data  

 

The volume and complexity of the qualitative data often leads to a lack of structure, 

though all information is useful and imperative for the conducting of a comprehensive 

analysis (Dey, 1993). Becoming immersed in the data refers to the repeated reading and 

understanding of the data as to search for meanings and patterns proactively (Nowell et. 

al, 2017). Braun and Clarke (2006) recommend that the researcher read through the 

entirety of the data set before beginning the coding process as patterns may be shaped as 

familiarity increases. Researchers are encouraged to engage with the analysis and be 

honest about their perspectives and pre-existing thoughts and beliefs (Starks & Trinidad, 

2007). The documentation of these reflective thoughts developed through the immersion 

in the data include the values, interests and growing insights about the research topic 

(Lincoln & Guba, 1985; Sandelowski, 1995). In this opening phase, writing down ideas 

for coding is encouraged as they can be returned to in later phases (Lincoln & Guba, 

1985). 

 

3.6.2 Generating Initial Codes 

 

Qualitative coding is the process of reflection and of interaction about the data collected 

(Savage, 2000).  Coding allows the researcher(s) to simplify and focus on specific 

characteristics of the data set (Nowell et. al., 2017). This phase is characterised by the 

move from unstructured data to the development of ideas about phenomenon and ideas 

in the data (Morse & Richards, 2002). While coding, researchers identify important 

sections of text and attach labels to index them as they relate to a theme (King, 2004). 

Boyatzis (1998) further suggests that a well throughout code captures the qualitative 

richness of the phenomenon. Braun and Clarke (2006) recommend that a systematic 

approach is taken, with full attention being given to each data item. Codes should 

furthermore be explicit, and redundancies reduced (Attride-Stirling, 2001). Hierarchical 

coding allows the researchers to analyse the data texts at varying levels of detail and 

specificity from broad overarching higher order codes to detailed lower level codes (King, 

2004). A consistent approach is needed when beginning the coding process. Creswell 

(2013) identifies a systematic process in which specific statements are analysed and 

categorized into themes that further represent the phenomenon of interest. Consistency is 
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key and any changes to the analytical approach needs to be documented with a revisit of 

the old data under the new approach (Sandelowski, 1995). 

 

3.6.3 Searching for Themes 

 

This phase involves the sorting and collection of relevant data into themes (Braun & 

Clarke, 2006). Themes are identified as the bringing together of components and 

fragments of experiences or ideas that when viewed alone have little meaning (Aronson, 

1994). A theme captures something important in relation to the overall research question 

(Braun & Clarke, 2006) and once identified, themes appear to be significant concepts that 

like portions of data together (DeSantis & Ugarriza, 2000). The flexibility of thematic 

analysis allows for researcher judgement in determining themes, but it is important that 

this is done in a consistent way. Maps, matrices, and other diagrams may be useful to 

explore and display relationships beyond a linear template (Crabtree & Miller, 1999).  

 

 

3.6.4 Reviewing Themes 

 

The fourth phase, reviewing themes, begins once themes have been devised and require 

refinement (Braun & Clarke, 2006). A comprehensive review of the coded data is 

undertaken and the validity of individual themes to reflect the meanings evident in the 

data set (Braun & Clarke, 2006). Selected themes will need to be refined so to be specific 

enough to be discrete and broad enough to capture the set of ideas contained (Nowell et. 

al., 2017). The data within themes should be coherent and be meaningfully grouped, with 

clear and identifiable distinctions (Braun & Clarke, 2006). At the end of this phase, 

researcher should have a good idea of differing themes and how cohesive they are to the 

overall story of the data collected (Braun & Clarke, 2006). There should be a clear trail 

of how the theme was developed from the data and by returning to the raw data collected, 

developed themes can be compared to affirm the conclusions are grounded in the data 

(Lincoln & Guba, 1985). 

 

 

 

 



 

 

 

 

26 

3.6.5 Defining and Naming Themes 

 

Under the fifth phase, researchers determine the aspects each theme captures and are 

identified by their interests. For each individual theme, researcher need to conduct 

detailed analysis and identify the data story in each (Braun & Clarke, 2006). King (2004) 

advises that when sections of text are relevant to the research question, but are not 

included, the themes cannot be finalized. A process of peer debriefing may aid the 

researchers in areas of research and method that remain unspoken (Lincoln & Guba, 

1985). King (2004) further suggests that themes should not be considered final until all 

the data collected has been read through and understood. Investing significant time to 

develop relevant themes will aid in development in credible findings (Lincoln & Guba, 

1985). 

3.6.6 Producing the Report 

 

Once the researchers have fully established the themes the final phase of analysis and 

write-up commencers (Braun & Clarke, 2006). The write-up should provide a concise, 

coherent, logical, non-repetitive, and interesting account of the thematic analysis and data 

across themes (Braun & Clarke, 2006). Thorne (2000) advises that the logical processes 

by which the findings are developed should be communicated in a way that is accessible 

to a critical reader.  

 

In production of the final report, King (2004) adds that direct quotes are essential and 

important. Short quotes add to the understanding of specific points of interpretation. More 

extensive quotations may provide flavor of the original data collected (Braun & Clarke, 

2006). Researchers can aim to build a valid argument for choice of themes by referring 

back to literature. This intertwining of literature and findings constructs the story with 

merit (Aronson, 1994). The analytical credibility of the research will depend strongly on 

the understandability of the argument. The researcher should look to use data to support 

main points and build towards a convincing argument (Starks & Trinidad, 2007). In order 

for this discussion to be credible, researchers should focus towards discussing all relevant 

results, including those unexpected and non-corresponding to the phenomenon studied 

(Cote & Turgeon, 2005). Finally, Braun and Clarke (2006) suggested that researchers aim 

to articulate what each theme means, as well as the underpinned assumptions and 
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implications. The final analysis should create the overall story and how each theme 

reveals a topic (Lincoln & Guba, 1985; Tobin & Beglery, 2004).  

 

3.7 Method Critique 

 

The thematic analysis faces various difficulties and critiques in relation to other 

qualitative research methods. There is a limited amount of existing literature on thematic 

analysis compared to that of other methods such as grounded theory. This may cause 

relatively inexperienced researchers to feel unsure of the proper rigorous thematic 

analysis process (Nowell et. al., 2017). Further, the thematic analysis method does not 

allow researchers to make claims of language use (Braun & Clarke, 2006). The flexibility 

of the thematic analysis, while being an advantage in its use, also presents difficulties 

when researchers develop a lack of consistency and coherence when developing themes 

(Holloway & Todres, 2003). Finally, the use of the thematic analysis method may lead to 

reliability concerns due to the wide variety of interpretations from multiple researchers 

(Gregg, 2012). The variety of interpretations can be combated and diminished by the clear 

epistemological position of the researchers and study in question and underpins the 

study’s empirical claims (Holloway & Todres, 2003). 

3.8 Research Quality 

 

In undertaking research, trustworthiness and quality are two major challenges that 

researchers face (Lincoln & Guba, 1985). To ensure the trustworthiness of the qualitative 

findings and the representation of the phenomenon of the integration of institutional 

capital and resource-based view within microbreweries, four quality criteria; credibility, 

transferability, dependability, and confirmability have been considered (Lincoln & Guba, 

1985; Murphy et. al., 2017).  

 

The researchers have identified the credibility criteria through the selection of 

knowledgeable and credible agents that represent the phenomenon through the 

convenience and theoretical sampling method (Collis & Hussey, 2013; Murphy et. al., 

2017) within the microbrewing industry. The use thematic method expresses the findings 

in other contexts (Murphy et. al., 2017). In the aim for transferability, the cultural context 
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of the researched phenomenon is explained and suggested through future research 

questions on other contextual findings. Therefore, future researchers will be able to make 

conclusions based on this study to expand their understanding of similar phenomenon 

with regards to different contextual settings.  

 

The use of multiple data sources and multiple researchers has enabled to researchers to 

code empirical data jointly and fulfills the criterion of dependability. The use of multiple 

researchers leads to enhanced interpretations and discussions on the findings while 

mitigating biases (Corbin & Strauss, 2008; Murphy et. al., 2017). Lastly, by 

communicating the procedures and approach of the research process has created 

transparency for further research to be replicated. This satisfies the confirmability criteria 

and additional aspects of memo-writings (Appendix 1) and coding stages (Appendix 2) 

have been included to both confirm and provide the link between collected data and 

theoretical models (Murphy et. al., 2017). 

 

3.9 Method Summary 

The interpretivist research philosophy was chosen due to the subjectivity of the 

participants and their reality. The chosen research approach is inductive and exploratory 

with the qualitative strategy being implemented. The primary data will be collected 

through semi-structured interviews and the interview sample has been chosen through 

theoretical sampling as it will provide a rich and detailed data source. The empirical data 

will be analysed using the thematic analysis method and ethical behaviours throughout 

the process will remain consistent to fulfil the purpose of the thesis.  
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4. Empirical Findings 

This chapter begins with a brief introduction of the interviewed microbreweries and ends 

with a summary of the interviews. The summary connects shared themes that arose from 

the interview questions. 

4.1 Introduction of the Interviewed Swedish Microbreweries 

 

In order to give an overview of the different Swedish microbreweries involved in the 

study a brief description is provided on the basis of the interviews. Each microbrewery is 

to be kept anonymous and a letter has been given to use as reference in the analysis. 

4.1.1 Microbrewery A  

 

Microbrewery A prides itself on experimentation with different beer styles not commonly 

found in the Swedish market. They work extensively with natural bacteria strains and 

have grown to provide a selection of beers to fit their market segment. Anyone can find 

their fit with a wide selection of interesting sours and India Pale Ales. 

4.1.2 Microbrewery B  

 

Microbrewery B has an extensive beer list with unique blends and tastes, they began as 

an idea and a meeting in a local pub and through extensive research and studying the 

brewing ‘life’ have grown to tremendous size. From their crisp lagers to exciting India 

Pale Ales, this brewery sees no limit to their beer production. 

4.1.3 Microbrewery C  

 

Microbrewery C brings the vibe of long walks on a beach or driving down the road in a 

convertible. This microbrewery drives for authentic beer styles with a sustainable touch 

while introducing flavours and notes that peak immense interest in the consumer. 

Anything can be brewed here, from classic craft lagers to bitter and hoppy ales. 
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4.1.4 Microbrewery D  

Microbrewery D brings the old saying ‘Do what you love, and you will never work a day 

in your life’ with their brewery. Using quality ingredients to create a high level of 

drinkability, this brewery explores the world of pale ales and citrus. 

4.1.5 Microbrewery E  

 

Microbrewery E simply brews beer. Believing never to complicate the process, 

microbrewery E produces carefully selected and crafted ales with an interesting and fun 

aesthetic. 

4.1.6 Microbrewery F  

 

Microbrewery F seeks to form deep connections within their community and provide a 

local brewery everyone can be proud of. This microbrewery never shies away traditions 

but incorporates them to create new and exciting styles. They look to further community 

projects through reusing resources and wish to create a beer culture centred around their 

distinct region. 

4.1.7 Microbrewery G  

 

Microbrewery G is a proud brewery which focuses on making quality hand crafted beers. 

The product range of beers varies from ales to porters, all brewed with a focus on 

maintaining a high level of sustainability and quality. Brewing beers is not simply a job 

at this brewery, but a lifestyle.   

4.2 Interview Findings 

4.2.1 Background and experience 

 

The background motivations and experience for each microbrewery is highly individual 

and depends on the initial ideas and competencies of the founding members. In general, 

all the microbreweries reflect positive attitudes towards combining business activities to 

their passion for the beer world. The majority of microbreweries emphasize the desire to 

create new and unique spins on traditional beer styles and have experienced the brewing 
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process through experiences with home brewing. Additionally, most of the 

microbreweries emphasize that the creation and pursuit of their passion has a positive 

impact on them personally and within the community regardless of their size and 

production capacity as highlighted by microbreweries A and E:  

 

“I had a good job at a company before, but I didn’t enjoy the work [...] During that 

period I home brewed a lot since it was a potential hobby of mine. I started making 

sour beer at home and over time it became better and better. I found a niche in the 

[Swedish] market since nobody was doing sour beer outside Belgium.” - 

Microbrewery A 

 

“Mix of reasons. [I] wanted to change career and move on from office side of things 

to food and entrepreneur side of things.” - Microbrewery E 

 

4.2.1.1 Differentiation 

 

All the microbreweries discussed how their perspective and brewing differentiate from 

others and what aspects they believed attributed to their unique styles. In general, each 

microbrewery stated recurring elements such as quality and enjoyment of the brewing 

process and attributed these to their perceived heterogeneity in the Swedish brewing 

market. Within the scope of differentiation, all the Swedish microbreweries gravitated 

towards different styles of beer with different recipes as described by microbreweries B 

and E. These ranged from India pale ales, session ales, American style ales, sour beer, 

etc.  

 

“The quality of our beer that our experience has given us. Most microbreweries go 

through kind of the same cycle of starting to brew beer and their friends really 

liking it whether the friends are truthful or not, and then you go into some sort of 

upscaling cycle and you run into some problems. We are one of the first 

microbreweries in Sweden, our quality is really high so maybe that is what sets us 

apart” - Microbrewery B 
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“The brewery is set to have fun. We will never be pretentious; we will always dig 

deep in quality and always be learning. I think our labels have a large sense of 

humour in them. Our first ever beer released is a pun. I think that, you go to a beer 

festival, a real one, some beers you say what they were there? We are seen from a 

far distance like ‘oh hey it’s those [explicit] over there, okay let's go over and have 

a beer.’ Funny beer names, just to have fun.” - Microbrewery D 

 

 

4.2.1.2 Competition  

 

The majority of the Swedish microbreweries have perceived the main competitors as the 

market controlling beer conglomerates e.g. Carlsberg, Heineken, and Spendrups as 

explained by Microbrewery E’s position: 

 

“My competitors would be large scale breweries. The Carlsberg, 

Heinekens, Spendrups...etc. That’s where we are taking market share 

from.” - Microbrewery E   

 

Several microbreweries stated that they share a feeling of a familial community within 

the Swedish microbrewing industry, as highlighted by microbrewery D: 

 

“I get that question quite a lot when local papers interviewed me. We are 

all a big huge family and the more microbreweries and beer bars the better 

as it gains interest. So obviously the main competitors are the big 

companies.” - Microbrewery D 

 

Other microbreweries have further expressed a regional competition as opposed to a 

national mindset. With that in mind, some microbreweries express that other 

microbrewers around the region are their main competition. Location is a big determinate 

of this opinion and is shown in Microbrewery C and A:   

 

“In the Swedish market only around five percent of beer sold at 

Systembolaget is craft/microbrews. In the sense that there are giants in the 
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industry and we are a very small part of the business then on a local level 

my competitors would be other brewers.” - Microbrewery C 

 

“For us it is probably other small breweries since we never compete with 

cheap lager or generic IPAs. We compete with other producers of our style 

as there are a fixed amount of taps in Sweden. There has been a huge 

increase in competition during the last three years.” - Microbrewery A 

 

4.2.2 Individual level 

 

4.2.2.1 Performance and Evaluations  

 

The interviews yield information relevant to the measure of performance and 

organisational evaluations conducted by the individual breweries. All the microbreweries 

conduct product reviews based on third party customer reviews and measure of sales. 

This review opens avenues for each microbrewery to change recipes and procedures to 

negative feedback or reinforce procedures through a positive loop, as highlighted by 

microbreweries E and A; 

 

“I evaluate on a mix of feedback and sales. This mostly leans towards the 

sales side as indicates if people truly like it” - Microbrewery E  

 

“By sales and customer reviews. A little of both. We have some products 

we keep because they sell well and some products that don’t but we keep 

them because we like them. So it is a bit of a feeling what sells well and 

what doesn’t.” - Microbrewery A  

 

Microbrewery A brings up a key aspect regarding the individual level of institutional 

capital. Stating they “Keep them because we like them.” 

 

Microbreweries such as C and D further stated that when reviewing the process internally, 

they run a quality test administered by the brewer.  
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“One is I taste it. It is one of the biggest things in quality control. I taste it 

and look for off flavours or flavours that are really working but I also 

gauge it through sales and the speed of sales.” - Microbrewery C 

 

“I don’t care about single reviews. Anyone can do that on any ratings 

website. Overall it is about selling good beers and we are. I am over 

analysing every single batch. Trying it four to five times before I can it and 

four to five times after.” - Microbrewery D 

 

4.2.3 Brewery Culture 

 

All the Swedish microbreweries represented in the interviews proposed that much of their 

culture is based on the development of a fun and inclusive atmosphere and their desire to 

leave an impact on the beer culture in Sweden.  

 

“We have a good crew with the owners that we have. We have a good 

working relationship and all of us are in it to have a lot of fun [...] designed 

to be have fun, a very joking and fun place to be.” - Microbrewery G 

 

“Keep it local. The idea of the brewery is to be part of our community.” - 

Microbrewery F  

 

Alongside their desired impact on the beer culture in Sweden and their passion for the 

production of local high-quality beer, most of the microbreweries viewed their culture as 

an asset and advantage that creates validity in their market space.  

 

“Absolutely. We think our culture and values are being used as a 

competitive advantage. It is not just some consultant who came up with 

some fancy words.” - Microbrewery B 

 

“If we have a good time then usually people notice that. I know of a few 

breweries where the culture is not that pleasant and have some problems 

keeping staff.” - Microbrewery A 
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The visions and missions are further represented through the breweries culture. The vast 

majority of microbreweries expressed their mission in terms of growing and providing 

high quality beer to their region. This was particularly evident with Microbrewery F 

whose visions and mission are to establish themselves amongst the community.  

 

“Keep it local yes, we are looking into the possibility of local grown 

malted barley. So we try and if someone knows farmers with hop 

harvesting. And we have helped out with them to increase local profile.” 

- Microbrewery F 

 

4.2.4 Interbrewery Level Institutions 

 

4.2.4.1 Laws and Regulations 

 

The interviews provided insight into the industry wide institutional pressures present on 

the microbreweries. In regard to the laws and regulations imposed in the production of 

alcohol in Sweden, All the microbreweries stated that they must follow the ‘rules of the 

game’ and that Swedish alcohol laws have a large negative impact on production and their 

capabilities.  

 

“The short answer is that they are there, so we work with them simple as that. Of 

course, we have to work with them.”  - Microbrewery F 

 

“Mainly hinder. Sweden is a weak market when it comes to brewing and beer in my 

opinion.” - Microbrewery A 

 

“I think they obviously need to modernize the Swedish alcohol law. It is you know 

written for ages ago and we didn’t have this beer culture then. Which is pretty fun 

when you apply for permits and all that. Locally people are furious since the 

politicians are hindered by the alcohol laws. It is a balance between too much and 

an entrepreneur feeling hindered by laws that are stupid and old.” - Microbrewery 

C 
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4.2.4.2 Strategic Alliance, Collaborations, and Networks 

 

The interviews provided a unique insight into the collaboration and networks amongst the 

microbrewing industry in Sweden. To an extent, all the microbreweries provided that they 

work extensively with knowledge sharing, collaborations, and networking with other 

breweries regionally and nationally. This connection can also be seen in how they view 

competition amongst the microbreweries. The knowledge sharing and collaboration 

environment amongst the Swedish microbreweries provides new ideas, experience, and 

learning opportunities for each brewery.  

 

“Obviously we are good friends with each other, most of my friends are in the 

business and everyone is connected with everyone and those that are not naturally 

connected there is a reason for that. They aren’t doing what we are doing. You need 

to have relations and be friends with everyone and blah blah blah. So, it took a 

while. The you realize everyone is friends and rooting for each other and it is the 

best business in the world. Because this mutual enemy that connects us.” - 

Microbrewery D 

 

“We are working on building a union [for local] breweries, we are 11 breweries 

and we are really tight friends and we meet up a couple of times a year, we drink 

beer we have tastings and talk about different issues at current times.” - 

Microbrewery G 

 

“Yes, we work with the other brewery in the town. We collab [sic] once a year 

because he is alone. He is the opposite. There is a gala evening for entrepreneurs 

for that dinner we do a collab [sic] beer every year. We want to show that we aren’t 

competing against each other but that we are working with each other.” - 

Microbrewery F 
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4.2.5 Tangible Resource  

 

4.2.5.1 Selection, Deployment, and Development  

 

The interviews proved the relevance of two tangible resources which have a significant 

impact on the outcome of the beer, which are the raw materials that go into the beer, and 

the brewing equipment. The Swedish microbreweries identified three key influences on 

raw material selection: quality, price, and suppliers. The microbreweries unanimously 

stated that quality is the driving key influence in regard to raw material selection.  

 

“Mostly based on quality, secondly on price and third on delivery terms and 

payment terms.” - Microbrewery A 

 

“Quality is the most important, but price is a big concern since we have small 

margins. If it has to cost more, it has to cost more, but we don’t have an unlimited 

budget, so we obviously try and get the best quality for the price which is realistic 

to us.” - Microbrewery G 

 

“We can’t afford the most expensive, so we want bang for our buck. Never ever 

compromise on quality. We have found our ways to get good quality, but it costs a 

lot.” - Microbrewery D 

 

The majority of the microbreweries operate on a small scale and budget, so their goal is 

to maximise the quality of the beer in terms of the cost of producing it. The goal of 

maximising the quality in terms of price is therefore a significant influential factor for 

microbreweries that operate on a smaller scale and financial budget in terms of which 

resources are selected. The microbreweries rely heavily on their suppliers of raw materials 

in terms of reliability, delivery terms, and payment terms.  

 

“Our goal is to maximise the quality in terms of price, but after that getting a 

reliable supplier becomes equally important.” - Microbrewery E 
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When it comes to equipment selection, the microbreweries identified three key 

influences: price, size, and quality. The microbreweries identified that price has a 

relatively increased impact in terms of brewing equipment selection than it does in terms 

of raw material selection.  

 

“When it comes to brewing equipment, that world is different, the companies there 

do all types of machines for other process industries. Then you can look at price 

and it becomes a bigger factor. “- Microbrewery B 

 

The microbreweries noted that the size of the brewing equipment has a significant impact 

on equipment selection. Size refers to both the physical size, and the production 

capabilities of the brewing equipment. The majority of the microbreweries aimed to grow 

their microbreweries in terms of production, which causes the microbrewery to grow out 

of their brewing equipment. The microbreweries stated that there has been an increase in 

the access to new and second-hand high-quality brewing equipment. The microbreweries 

also swap equipment with other Swedish microbreweries, and share information on new 

equipment.  

 

“We constantly invest in brewing equipment since you can grow out of your 

equipment quite quickly. There is a lot of good second hand equipment which is 

popping up, it’s becoming better and better to find good second hand equipment. 

We have a good networking with the Swedish breweries, so we get to see the new 

equipment. Breweries swap equipment between each other quite often. There are 

also a lot of overseas opportunities to get your hands on good second hand 

equipment. New equipment is also readily available where the price variation is 

quite drastic from different producers, from different countries.” - Microbrewery 

G  

 

Microbrewery B is an older and more established microbrewery in terms of the scale and 

budget on which they operate. The added financial resources cause the microbrewery to 

focus primarily on quality, stating that the other influences do not affect them as much as 

they would compare to a smaller microbrewery.  
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“When it comes to what we put in the beer, raw materials, quality is the only thing 

we look at. It can’t be ridiculously expensive, but we use many of the most expensive 

products that you can find in that area because they are the best.” - Microbrewery 

B 

 

The microbreweries agreed that access to financial resources is the key inhibitor in terms 

of overall resource selection. Microbrewery D and F clearly state that the financial 

resources which they have access to limit the production possibilities of their 

microbreweries. As the production of the brewery increases, the cost of acquiring the raw 

materials decreases due to which go into the beer. The access to financial resources is 

therefore the key inhibiting factor.  

 

“The more money you throw at a brewery the better beer you get. We can only 

afford a 500 litre brewmaster kit, and it’s very manual. If I want to try making my 

recipe on a top of the line brew kit, you get more efficiency, you get less waste. We 

will make do and we got good bang for our buck but totally because you need a lot 

of money to start a brewery” - Microbrewery D 

 

“It is all a question about price. In our small scale the more we increase the 

production, the cheaper the materials.” - Microbrewery F 

 

4.2.5.2 Procurement Process and Buying Power 

 

The majority of the microbreweries aim to procure their resources directly from suppliers, 

in order to minimize their costs. The microbreweries emphasised the importance of 

researching the suppliers before getting into a contractual agreement with them. The 

microbreweries do so through online research, forums, and recommendations from other 

microbrewers.  

 

“I go straight to them and I bid, and I write letters. I use google translate and I am 

willing to negotiate hard and long to get the best prices and long-term relationships 

with these places in Poland and Lithuania to cut costs.” - Microbrewery C 
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“If it’s a new supplier then it’s a mix of researching on the internet and asking on 

forums and narrowing it down to a shortlist of suppliers and what’s available and 

on offer. Then after that making a decision on do, I go all in or get it, or do I try 

something out first. I go directly to the suppliers.” - Microbrewery E 

 

“Usually I find out which suppliers are best and talk to the suppliers directly. 

Sometimes they refer us to a general sales contract in that country.” - 

Microbrewery A   

 

The majority of the microbreweries had changed suppliers several times. The majority of 

the changes were related due to issues with the suppliers not being able to supply the 

amount which the microbrewery required. The microbreweries therefore changed 

suppliers due to the microbrewery growing in terms of scale and production, rather than 

there being an issue with the quality of the suppliers. 

 

“We have changed suppliers on multiple occasions, the biggest thing is as you grow 

you need to change suppliers cause the ones you use can’t deliver the volumes you 

need. They can’t deliver the stuff you need as you grow. I don’t remember us 

changing suppliers cause the quality is bad. We do pretty good research before we 

start buying. Testing suppliers and products and stuff like that.” Microbrewery B 

 

The majority of the microbreweries operate on a small scale and budget, stating that they 

do not have a lot of buying power compared to the larger breweries. The only exception 

is microbrewery B which is an older and more established microbrewery. 

   

“Yeah we are able to negotiate because we are at a size by European standards 

that is fairly good. We have bargaining power.” - Microbrewery B 

 

4.2.6 Intangible Resources 

4.2.6.1 Importance, Development, and mobility 

The microbreweries identified three key ways to acquire and develop the competencies 

and knowledge of the microbrewery: research, experimentation, and asking other 
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brewers. All of the microbreweries stated that they primarily develop their competencies 

through research and experimentation. As the microbreweries experiment more on their 

own equipment, they become more experienced with how it works, which is an asset 

which only increases in value over time as stated by microbrewery A.  

 

“The quality goes up with increased experience as you get to know your equipment, 

so that’s an asset that becomes more and more valuable over time.” - Microbrewery 

A 

 

The microbrewers stated that they are open to share information and competencies with 

other microbreweries and that they also ask other microbrewers for help when they need 

it. Microbrewery E stated that the difference in brewing equipment which the 

microbreweries had caused there to be enough of a difference in the final outcomes of the 

beer. 

 

“It’s a little bit of researching and a lot of doing and tasting. It’s individual 

equipment and such which has enough of a difference from what everybody else is 

doing that you need to try it and verify. I don’t have a budget for trying out new 

beers it’s more if I have time for it and I can easily get the materials then I can try 

around and experiment. Time tends to be the main issue.” - Microbrewery E 

 

The microbreweries highlighted the internet as being a valuable resource for research 

purposes. Microbreweries D and G further strengthen the openness of the microbrewing 

industry in terms of gaining information from other microbrewers.  

 

“I’m a curious guy so I always want to know why things work or don’t. I want to 

know why it tastes amazing. You ask around the industry and you google around a 

whole lot. There is a lot of resources online. Again, I am praising this industry. 

People are very good at handing out information, and everyone wants to help and 

be part of it and brew better beer. Basically, visit breweries on how you solve 

something, and you take a beer and become friends.” - Microbrewery D 
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“Watch YouTube. We like to travel and visit the breweries and beer festivals and 

talk to brewers. We get ideas on how their brewery is set up and what they are doing 

and what they are legally allowed to do compared to in Sweden. A lot of the 

inspiration comes from that and just talking to each other with the different 

breweries [...] It’s a big benefit that the other microbrewers are open and willing 

to share information with each other, we learn from each other and inspire each 

other so its mutually beneficial.” - Microbrewery G 

 

4.2.6.2 Reputation and Image 

The microbreweries noted that there are few and limited opportunities to market their 

beers due to the strict Swedish alcohol advertising laws. The two main possibilities that 

the microbreweries identified are beer festivals and social media. As microbrewery A 

noted, trade shows are also an option for the microbreweries to get their beer out to the 

consumer market, but they are becoming increasingly unpopular due to the inorganic 

interaction with the customers. The majority of the microbreweries highlighted the 

importance of managing the reputation and image of the microbrewery online and in real 

life.  

 

“We try to be as friendly and helpful as possible, be it through emails or 

social media channels. We try to do more beer festivals than trade shows, 

we have basically stopped doing trade shows. I never liked those anyways, 

that’s more about here I am I have purchased this place for you to be 

interested in my products please try them, compared to a beer fest where 

you bring crazy beers for people who love beer and that’s way more fun. 

And I think it is more profitable in the long run in my opinion. Beer fests 

are also great for networking with the other breweries as well. I think 

subconsciously I think you are getting known as that brewery who goes to 

the cool festivals so to speak and I think that is better in the long run. We 

don’t make beer for the average consumer so to speak, we make specialty 

beers so it suits us better.” - Microbrewery A 

 

A recurring characteristic for how the microbreweries managed their reputation and brand 

image is to focus on consistency and visibility within the Swedish market.  
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“Mix of consistency and visibility within the limits of the strict marketing 

side of things. We go to beer festivals which is the only real option for 

getting your beer out in Sweden at the moment or for marketing. The beer 

festivals provide you with quite a large group of people which you try to 

attract. We export to different countries and managing your image in the 

foreign countries you have to find a reputable and reliable distributor 

there because you have no control over how it is put forward except 

relying that they do a good job, which is done through researching and 

finding a good fit.” - Microbrewery E 

 

The majority of the microbreweries stated that they pay attention to what is said about, 

and how they are rated on the internet. The quality of being consistent was again a key 

component in regard to managing the microbreweries reputation and brand image.  

 

“Maybe how we are rated on sites and what is said about us. Our idea to 

manage that is through consistency in how we act and how we 

communicate externally. To not only keep it, but to gain a better 

reputation. That is the objective: to gain a better reputation.” - 

Microbrewery B 

 

4.2.6.3 Idea Creation Process 

 

All of the microbreweries stated that they are confident in their ability of turning an idea 

into a high-quality drinkable beer. The microbreweries stated that their experience and 

knowledge which they have acquired allows them to create new products. Several of the 

microbreweries identified that it is only the creativity of the brewer which limits the 

possibilities of the types of beer which the microbrewery can produce.  

 

“I just think of everything. You can see a beer or taste or read about a 

beer and think hmm I want to try and make this because it is what I would 

like to drink. So, it’s a mix of personal preferences and what sounds 

interesting. There may be certain qualities of a beer which I want to 
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incorporate into other beers and tastes which I want to mix together and I 

have the tools to make the ideas become a reality.” - Microbrewery E 

 

Microbrewery B highlights the organic process for how ideas can transition into 

becoming a reality. Microbrewery B also has a dedicated product development team, 

whose sole purpose is to harness ideas or come up with new ones.  

  

“Extremely organic. We are a close company with 12 people so everyone 

meets everyone at least once a day. Everyone talks to each other and we 

bounce the ideas off each other. Someone could have tasted a new candy 

that was really good and want that in a beer, or they got an idea from 

other breweries. We have a structured product development team where 

we actually sit down and try to like harness ideas or come up with new 

ones.” Microbrewery B  

 

Microbrewery D highlights the impact which the collaboration of the microbreweries has 

on the potential beers which the microbreweries can produce.  

 

“The beer industry is always pushing forward with new trends and you 

gotta be on the lookout for that. I think we shouldn’t underestimate to 

collab culture and create something different with their personalities in 

the beer. A lot of weird ideas have come up there.” - Microbrewery D 
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5. Analysis and Discussion 

This chapter includes the analysis of the empirical data through the thematic coding 

process.  

5.1 Coding 

The coding process breaks down the data analytically to compare and connect different 

interviews (Corbin & Strauss, 2008). Themes are created and can be divided further into 

subthemes. The comparisons and analysis of the categorized themes give categories 

specificity and notice empirical implications by giving the researchers theoretical 

sensitivity (Corbin & Strauss, 2008). In the coding process, the researchers identified 

common themes from the interviews which are presented in the following table. 

Table 1: Categories and Themes 

Categories Themes 

Resource Procurement  

Buying Power 

Learning and Development  

Branding/Brewery Image  

Specific Resources  

Idea  

Access  

Brewery Culture  Visions and Missions 

Norms and Values  

Differentiation 

Trust 

Individual Institutions Product Evaluations  

Individual Biases  
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Employees Evaluations  

Previous Experience 

Interbrewey (Sweden) Institutions  Swedish Alcohol Laws  

Competitors  

Collaborations and Brewery Network 

 

The main categories that were identified by the researchers were brewery culture, 

individual institutions, interfirm institutions, tangible resources, and intangible resources. 

Each of the categories include themes that emerged from the interviews. Often times these 

themes were mentioned through multiple interviews. 

5.2 Resource Analysis 

 

The resource based view of strategic management states that resource selection depends 

upon the internal decision-making choices of the firm, and external strategic market 

factors (Barney, 1991; Conner, 1991; Oliver, 1997). Conner (1991) identifies economic 

rationality, efficiency, and profitability to be the main drivers of the internal decision-

making choices of the firm. The three drivers are clearly present in terms of which 

resources the microbreweries select. The limited budgets on which the majority of the 

microbreweries operate with demand that resources are selected on the basis of being 

economically rational. Efficiency is a driver which occurs prevalently in terms of the 

selection of brewing equipment, as the equipment is the tangible resource with has the 

greatest long term effects on the profitability of the microbrewery.  

 

“If I want to try making my recipe on a top of the line brew kit, you get 

more efficiency, you get less waste.” - Microbrewery A 

 

“When I built my brewery I put in an expensive false bottom on my mash 

tun, which was a significantly expensive investment at the time [...] but 

with that I get 80 to 90 percent efficiency on my conversion, so it was a 

smart long term decision in terms of my profitability.” - Microbrewery D 
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However, the majority of the microbreweries identified that they are not profit driven, but 

instead offset profit for the quality of the beer which they produce. The microbreweries 

identified that the potential reputation and image which they gain from focusing on the 

quality of their beer over profit could have more beneficial long term effects for the 

microbrewery. The active decision which the microbreweries take to not focus on profits 

directly contradicts the resource based view in terms of internal decision-making choices 

of the firm.  

 

“[...] our beer festival which we don’t make any money out of, we are just 

having a good time and the people that are visiting are having a great time 

and thats what its all about, which is the main point. Us putting the effort 

without getting financial returns for it helps our reputation as a brewer 

that’s in it for the passion of brewing and not because of the money.” - 

Microbrewery G 

 

The external strategic market factors which influence resource selection are buyer and 

supplier power, competition intensity, industry and product market structure (Conner, 

1991). The factors which have the greatest influence within the Swedish microbrewing 

industry are buyer and supplier power, as well as competition intensity. The majority of 

the microbreweries identified that they do not have strong buying power due to their small 

scale and budget, and simply have to accept the terms which the suppliers set.  

 

“I wouldn’t consider myself having a lot of buying power yet. Not 

compared to the large breweries at least. Unless a group of smaller 

breweries get together to purchase, then the smaller scale have to accept 

what is offered.” - Microbrewery E 

 

The only microbrewery which expressed that they have considerable bargaining power 

and are able to negotiate the prices and terms with suppliers was microbrewery B. 

Microbrewery B is an older and more established microbrewery in terms of the scale and 

budget on which they operate. The added financial resources allows the microbrewery to 

focus primarily on quality. Price still influences the decisions that the microbrewery 
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makes in terms of resource selection, but it does not have the same influence as it does 

for the smaller microbreweries. The suppliers are also not as big of an influencing factor 

since the microbrewery has relatively more buying power compared to the smaller 

microbreweries. 

 

“Yeah we are able to negotiate because we are at a size by European 

standards that is fairly good. We have bargaining power.” - Microbrewery 

B   

 

Competition intensity is an increasingly relevant external strategic market factor in the 

Swedish microbrewing industry. The Swedish microbrewing industry has seen significant 

growth during the past decade, increasing from 39 total breweries in 2011 to 322 in 2017 

(Brewers of Europe, 2017). Even though the competition is increasing within the 

microbrewing industry, the majority of the microbrewers did not see this as a pressing 

issue yet.  

 

“Right now there seems to be space for all so we don’t really see anyone 

else as competitors more like they inspire us.” - Microbrewery B 

 

The internal and external factors determine which resources are selected, but whether or 

not they lead to a sustained competitive advantage depends upon the barriers within the 

market, identified as the barriers to acquisition, imitation, and substitution of key 

resources, competencies, or inputs (Amit and Schoemaker, 1994; Barney, 1991; Conner, 

1991). The interviews provided valuable insights into the mindsets of Swedish 

microbrewers in regard to who they view as their competitors.  

 

The microbrewers do not view other microbreweries to be their competitors, but rather as 

their colleagues or “family”. The microbrewers view the large beer conglomerates as their 

competitors, since they are trying to take over their market share. This causes the 

microbreweries to share valuable information and resources amongst each other. The 

collaborative, open, and sharing nature of resources, information, and competencies 

within the microbrewing industry in Sweden directly contradicts the resource based view 

in terms of creating a sustained competitive advantage. Oliver (1997) states in the 
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application of the integrated model that the key success factor in regard to resource capital 

is the procurement and protection of rare inimitable resources and capabilities. The 

findings of this research shows that Swedish microbreweries contradict the integrated 

view in terms of resource capital. The contradiction of the key success factor suggests 

that resource capital does not have as great as an effect on attaining a sustained 

competitive advantage as institutional capital does within the Swedish microbrewing 

industry.  

 

5.3 Brewery Culture Analysis  

 

The internal institutional context of microbreweries is defined by the pressures exerted 

inside the organisation by its unique history, culture, norms, values, and routines (Bresser 

& Millonig, 2003) Thus, the normative capital generated from these activities realises the 

sustained competitive advantage achieved from the microbreweries’ interfirm cultural 

context. Each of the participating breweries have their own perspective on their cultural 

assets and the norms and values that govern their operations.  

 

“It is designed so that we have fun, a very joking and fun place to be” - 

Microbrewery G 

 

“Just have fun, make sure that local beers can be good beers” - 

Microbrewery D 

 

“Our values derive from inside the brewery. Every year for the past 3 

years we have done surveys amongst the employees. We want out value 

base to be bottom up. It comes from the employees themselves and not just 

empty words.” - Microbrewery B  

 

Oliver (1997) proposes that organisations will be more likely to acquire valuable 

resources and exploit sustained competitive advantage when the cultural norms 

and values are not violated. Swedish microbreweries act and deploy their 

resources in ways that adhere to their cultural values, missions, and visions. 

Multiple breweries state that sustainability is a major cultural influence on their 
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procurement and production procedure and thus, the acquiring of sustainable and 

ecological resources does not violate the cultural values and mission stated by the 

microbrewery.   

 

“All my beers are 100% vegan. I am really into real, natural, and 

organic.” - Microbrewery C 

 

“We are aiming to be as sustainable as we can and produce good beer.” 

- Microbrewery E  

 

A microbrewery can therefore develop sustained competitive advantage through the 

possession of normative capital when the organisational values are flexible (Bresser & 

Millonig, 2003). This view of organisational flexibility is expressed strongly through 

multiple microbreweries freezing and unfreezing of intraorganizational cultural values.  

 

“There has been an upside to reorganizing. Trust goes up and people 

know what they are supposed to be doing [...] Everyone can feel confident 

and a sense of calm.” - Microbrewery B 

 

“It is important for us to grow and upgrade so we can hone in the making 

of the best beer we can.” - Microbrewery G 

 

The influence of intra brewery normative capital flexibility has a positive impact on the 

acquiring and development of valuable resources. This further promotes a integrated 

source of sustained competitive advantage amongst the Swedish microbreweries as their 

ability to obtain valuable resources and their ability to mobilize their unique brewery 

culture to further gain market share. 

 

“Yeah probably, [our culture is an asset and a source of competitive 

advantage] If we are having a good time then people usually notice.” - 

Microbrewery A 
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“The idea of the brewery is to be part of the whole community. If we can 

be part of helping someone we do.” - Microbrewery F 

 

5..4 Individual Institutions Analysis  

 

Both Oliver (1997) and Bresser & Millonig (2003) suggest that institutional capital can 

be developed and implemented in optimal resource accumulation when periodical 

evaluations are introduced. This is not strictly designated to production resources but also 

to taken-for-granted assumptions and norms institutionalized in the breweries. All of the 

breweries participated in some form of product performance evaluations, organizational 

evaluations and to an extent personnel evaluation. The evaluations are not standardized 

amongst the participants but range from daily to yearly. This affirms Oliver’s (1997) 

proposition as the effectiveness of resources are evaluated. Adding a positive influence 

on institutional capital on the resource selection.  

 

“Generally we do small batches and have different outlets where we can 

check what people think of our beer” - Microbrewery G 

 

“We look at [brewery name] as a whole daily. We are in the process of 

growing the business” - Microbrewery G  

 

“We have weekly meetings with a management team that goes through 

organisational issues” - Microbrewery B 

 

Second, learning and employee retention are important contributors to positive 

management of value, culture, and employee resources. Most of the microbreweries had 

one to three employees, such that employee retention is difficult to measure due to their 

size. Oliver (1997) proposes that continual training on new resources and orientation to 

the accumulated resource is important in the creation of sustained competitive advantage. 

It has been found through multiple interviews that learning resource learning programs 

are undertaken. Much of the learning and orientation actions taken come from the network 

and collaboration between microbreweries as well as internal procedures.  
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“We just started doing that. In the beginning, you were new and just 

thrown into the operation. Now we have [an orientation] structure to help 

new employees learn the ropes.” - Microbrewery B   

 

“I train them. They go through 30 days of me teaching them” - 

Microbrewery C 

 

Negatively, institutional capital and optimal resource selection is diminished by 

individual bias. Regarded as cognitive sunk costs (DiMaggio & Powell, 1991; Powell, 

1991; Oliver, 1997; Bresser & Millonig, 2003), microbreweries have stated through 

interviews that some beers are produced due to personal preference regardless of their 

sales and evaluations. This development can be contributed to vulnerability of personal 

preference and the reasons for loyalty or habit to replace the product or tradition.  

 

“We have some products that sell good and some that sell like [explicit] 

and we keep them because we like them” - Microbrewery A 

 

“Most microbreweries go through the same cycle of starting to brew 

beer and their friends really like it whether they are truthful or not.” - 

Microbrewery B  

 

5.5 Inter-brewery Institutions Analysis 

Oliver (1997) suggests that the regulatory and interbrewery context is important in 

determining the heterogeneity of the industry. Oliver (1997) further states that when the 

social and professional networks amongst the industry are lacking, resource differences 

will lead to firm heterogeneity. Cooperation and business networks are therefore a useful 

technique in the attainment of legitimacy and knowledge development amongst Swedish 

microbreweries. 

 

All of the microbreweries state the importance of the industry networks along regional 

and national lines. Collaboration and combined purchasing power influence production 

and competency development and knowledge sharing amongst the community is present. 

The high degree of business and cooperation amongst the breweries is in direct conflict 
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to the proposal stated by Oliver (1997). The network connections are developed on the 

heterogeneity of the industry as opposed to specific microbreweries. The development of 

the network connections can be attributed to the perceived competitors largely being the 

conglomerated breweries. Inter brewery heterogeneity can be attributed to by the 

experience and development at the intra brewery level and individual institutions with 

regard to resource procurement and exploitation. 

 

“[The network] is pretty connected I think. Most of the people I know are 

in the business.” - Microbrewery A  

 

“Obviously we are good friends with each other [...] You realize 

everyone is friends and rooting for each other because we have this 

mutual enemy that connects us.” - Microbrewery D 

 

“We are just one big family and the more microbreweries the larger the 

interest. So obviously the competitors are the big companies.” - 

Microbrewery D 

 

Second, Oliver (1997) also proposes that firm heterogeneity can be attained when 

regulatory environments do not impose similar rules and standards. The strict Swedish 

alcohol laws pose problems when producing alcoholic beverages. The Swedish 

microbrewing industry thus must follow ‘the rules of the game’ (North, 1990; Scott, 

1995). The strict regulations faced by the industry contribute negative influence on the 

procurement and development of institutional and resource capital as they hinder the 

selection of resources and production possibilities of the microbreweries. Firm 

heterogeneity is decreased as microbreweries cannot differentiate themselves when 

selling their product in systembolaget and can not actively sell from their own brewery.  

 

“I think they obviously need to modernize the Swedish alcohol laws [...] it 

is a balance between too much consumption and entrepreneurs feeling 

hindered by the laws that are stupid and old.” - Microbrewery D 
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“[The Swedish laws] mainly hinder [...] it is hard to produce in terms of 

regulation.” - Microbrewery A  

 

“With American hops you can’t say that your beer is ecological because 

it does not meet the standards here. Limitations on labels and on things 

you can’t advertise.” - Microbrewery C 

 

The Inter brewery institutional capital therefore has positive and negative influences. The 

development of interconnected knowledge sharing, resource procurement, and perception 

of competitors has a positive influence on the development of Swedish microbreweries. 

Where the strict Swedish alcohol consumption, production, and labour laws create 

barriers in valuable resource procurement and institutional capital creation as regulatory 

bodies have a vested interest in the status quo. 

5.6 Proposed Model  

 

The proposed adjustment to Oliver’s (1997) model stems from the coding and primary 

data collected. This entails the interconnected nature of resource selection, institutional 

capital, and the added networking and collaboration factors that influence the success of 

Swedish microbreweries. The researchers thus propose a preliminary model (Figure 4) to 

be used in the context of examining microbreweries. The field of microbreweries is under 

addressed and diverse such that this proposed model is influenced by Oliver (1997). The 

empirical findings proved that the approach towards integrating resource capital and 

institutional capital is flexible for the context it is used in. Thus, the amendment was made 

to include the prevalent collaboration and networking factor found amongst the Swedish 

microbreweries. 
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Figure 4: Proposed Preliminary Model: Integrated Microbrewery View 

 

Adopted from: Oliver (1997) and amended by Hargrave & Koponen (2019) 

 

This entails the three important factors for Swedish microbreweries attaining a sustained 

competitive advantage. The factors are represented by circles and are overlapping as each 

factor links together the next. They further have been coloured to identify differences but 

remain the same base colour as they are deeply intertwined with the other.  

 

The first element of the proposed model contains the collaboration and networking factors 

that encompasses the whole model. This collaboration identifies the importance of the 

interconnected nature between Swedish microbreweries with its influence on institutional 

capital, resource capital, and the attainment of sustained competitive advantage. The 

interconnected nature and collaboration dynamic found amongst the Swedish 

microbreweries enhances the resource procurement process and further development of 

knowledge building competencies. Under this overarching factors, Swedish 

microbreweries should be identifying and acting upon opportunities to work with other 

industry professionals and microbreweries as it aids in knowledge retention and market 

space development. Microbreweries that deny this crucial factor face consequences when 

developing the other elements of sustained competitive advantage.  
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This leads to the inner sections of the proposed model. Institutional capital and resource 

capital are key to the attainment of sustained competitive advantage as proposed by Oliver 

(1997) and Bresser & Millonig (2003). Microbreweries must interact with their developed 

networks and collaborations in an effort to procure value-enhancing resources and 

capabilities as well as understand their contextual factors that lead to their optimal use. 

Institutional capital is successfully implemented when the brewery culture and employee 

management is continuously evaluated and improved. In addition, collaborations and 

network opportunities allow institutional capital developed at other breweries to be shared 

amongst their industry and place an emphasis on resource innovations and knowledge 

development. Microbreweries that ignore stagnant cultures and maintain the status quo 

deplete their ability to develop networks and resource capital.  

 

Resource capital is crucial to the success and development of Swedish microbreweries 

and is both influenced by collaborative networks and institutional capital within the 

organisation. Importantly, resource procurement at the microbrewery level is a key 

determinant to success in the industry. Swedish microbrewers differ from the key success 

factors when reviewing resource capital (Oliver, 1997), suggesting that resource capital 

plays a less impactful role in attaining a sustained competitive advantage within the 

Swedish microbrewing industry. The model thus suggests that microbreweries can use 

their developed networks and institutional capital to procure and develop valuable 

resource for their operations and production. Collaborations and networks provide 

procurement opportunities that aid the financial situation of the brewery, often in the form 

of bulk purchases between multiple breweries. Further cultural and institutional 

influences push the microbreweries in specific directions on their resource choice and 

management through cultural and intra firm factors. The impact of ignoring collaboration 

and institutional factors on the resource capital procurement process depletes the ability 

to succeed in the industry, particularly the lack of management emphasis on resource 

development and trust within the organisation. 

5.7 Implications  

This thesis contributes to the existing literature by filling the identified gap in the field of 

microbrewing. The research provides valuable insights into how microbreweries procure, 

manage, and develop valuable resource and institutional capital. With the development 
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of an amendment to Oliver’s (1997) model, practitioners can understand the layering of 

their strategic decision making and leverage their industry connected position. This thesis 

provides both a theoretical and practical implication the thesis contributes to the research 

front of the topic, integrating resource based-view and institutional capital, by looking at 

Swedish microbreweries and how they should identify and procure capital, since this 

angle was previously lacking. 

 

5.7.1 Theoretical Implications  

This study suggests that there is an additional factor when integrating the resource-based 

view and institutional capital when in the context of microbreweries. The collaboration 

and brewery network changes how valuable resource and institutional capital can be 

acquired and developed and differs the empirical findings from the previous literature. 

Based on the empirical findings and existing literature, the suggestion that collaboration 

and brewery networks have a strong impact on the acquisition, development, and 

management of valuable resource and institutional capital is made. 

 

5.7.2 Practical Implications 

This study suggests that there is an additional factor when integrating the resource-based 

view and institutional capital when in the context of microbreweries. The collaboration 

and brewery network changes how valuable resource and institutional capital can be 

acquired and developed and differs the empirical findings from the previous literature. 

Based on the empirical findings and existing literature, the suggestion that collaboration 

and brewery networks have a strong impact on the acquisition, development, and 

management of valuable resource and institutional capital is made. Microbreweries and 

their employees can use the information provided as a means of analysing their position 

in terms of networks and collaborations and the impact it has on their success when 

discussing institutional capital and procurement of valuable resource capital. 
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6. Conclusion  

This chapter will give a brief summary of the findings and analysis. Furthermore, this 

chapter will discuss the fulfilment of the purpose and answer the research question of this 

thesis. 

 

6.1 Conclusion 

The purpose of this thesis has been fulfilled by proposing a preliminary model that 

describes the relationship between resource capital and institutional capital within the 

Swedish microbrewing industry. The proposed model is the result of an initial coding 

phase and further analysis based on the empirical findings, as well as a constant 

comparison with the frame of reference. The researchers evaluated how the Swedish 

microbreweries use the combination of resource capital and institutional capital in order 

to achieve sustained competitive advantage and found that collaborations and networks 

play an encompassing role within the Swedish microbrewing industry. The identified 

research question, “How do Swedish microbrewers create sustained competitive 

advantage through the combination of internal resources and institutional capital?” can 

be answered through the proposed model. 

  

The empirical results conclude that the limited budgets which Swedish microbreweries 

operate with demand that resources are selected on the basis of being economically 

rational, though the microbrewers put less emphasis on profitability. The microbrewers 

differ from the integrated view in terms of resource capital, showing a propensity to share 

valuable resources, competencies, and information with other microbrewers, because they 

view the large beer conglomerates as their competitors, not other microbrewers. Multiple 

microbreweries state that sustainability is a major cultural influence on their procurement 

and production processes, which promotes an integrated source of sustained competitive 

advantage as their ability to obtain valuable resources is connected to their unique 

brewery culture in order to further gain market share. All of the microbreweries 

performed product, organization, and to some extent personnel evaluations leading the 

microbreweries to the effective management of the resource decision context. However, 
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several microbreweries noted that their personal preference to poorly performing products 

diminishes institutional capital and optimal resource selection. The microbrewers also 

noted that the strict alcohol regulations in Sweden hinder the selection of resources and 

production possibilities. 

  

The empirical results conclude that Swedish microbreweries contradict the integrated 

view in terms of resource capital, proving the need for an adjusted model which takes 

collaborations and networks more heavily into account. The importance of collaborations 

and networks within the Swedish microbrewing industry led the researchers to propose 

an adjusted model which highlights the influence which collaborations and networks have 

in attaining a sustained competitive advantage. The proposed preliminary model explains 

the relationship between networks and collaborations, institutional capital, and resource 

capital in attaining a sustained competitive advantage within the Swedish microbrewing 

industry. The interconnected nature of the collaboration dynamic within the Swedish 

microbrewing industry leads to the further development of knowledge building 

competencies and enhances the microbreweries resource procurement processes. The 

model suggests that microbreweries can use their developed networks and institutional 

capital to procure and develop valuable resources for their operations and production. The 

procurement opportunities which the collaborations and networks provide aid in the 

financial situation of the brewery as a result due to the increased buying power of the 

combined breweries.  

 

6.2 Limitations  

The three main limitations of this research were the cost constraints, limitation to Sweden, 

and the response rate of the microbreweries contacted. The cost limitations made physical 

interviews difficult to accomplish as travelling to several different cities around Sweden 

is expensive. Thus, the interviews were conducted over video call platforms (i.e. Skype). 

Physical interviews are preferable since they provide the researchers with subtle details 

and reactions to questions. Further they allow the researchers to view the microbrewery 

from an internal perspective and generate further knowledge about the process.  
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Due to the limitation of the study only being conducted in Sweden, international 

perspectives were not represented. The Swedish market is largely different than other 

countries such that laws are only applicable to Swedish microbreweries.  

 

Finally, the response rate of the contacted microbreweries was 12% as the researchers 

contacted 68 microbreweries around Sweden. With an increased response rate, more 

empirical data would have been analysed and the larger sample size would influence the 

trustworthiness of the research.  

6.3 Further Research 

 

The suggestions for further research are linked with the limitations and upon the interview 

sources. Firstly, it would be interesting to see cross nation studies within Scandinavia and 

Finland with regards to changing laws and resource capabilities. In general, it would be 

beneficial to further explore the under addressed field of microbrewing in Europe. This 

research could address economic impact on regions with a high frequency of independent 

microbreweries or address the changing cultural dimensions and view on the 

microbrewing trade. Furthermore, research into the phenomenon of microbrewing can 

focus on the start-up process through the founder’s experience as homebrewers to the 

development of the microbrewery. 
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8. Appendices  

Appendix 1 – Interview Guide  

 

General Questions 

 When was your brewery established? 

 When did you begin selling in Systembolaget? Do you also sell internationally? 

 What is your role in the company? Explain the position 

  Why did you join or create this brewery? 

 What is your experience before starting the brewery? Professional experience? Home 

brewing? 

  How large is your brewery? Production? People?  

 What sets your beer apart from the others? Explain 

  Who do you consider as competitors? 

Individual Level - Institutional 

  How do you evaluate a product’s performance? 

a.   How do you evaluate employees’ performance? 

b.   How often do you do organisational evaluations? 

 Have you experienced any turnover in employees? 

   Do you have any learning programmes to help integration? 

a.   Orientation programs when using new resources or stating new 

processes? 

 

Organizational Culture – Intra level 

 What is your corporate culture from your perspective? 

 Do you have visions or missions? 

 Any organisational traditions? 

Which values and norms do you think are common among the brewery? Have these 

changed in relation to business operations? 

Do you think your corporate culture can be used as a competitive advantage? Is it a 

strategic resource? 

How are strategic decisions made? Who are the key decision makers? 

How is trust built and implemented in the brewery? 
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Do you have any employee incentive programs? Explain 

a. How does it aid in retention and brewery performance? 

Interfirm Level – Institutional 

How does the Swedish Alcohol laws improve or hinder your choice of resources? 

a.   Are there any loopholes exploited? I.e. Shipping internationally? 

Do you work with other breweries? Strategic alliances? Or suppliers? 

How does experience affect the hiring of employees? 

a.   Is the labour market mobile in the microbrewing industry? 

How connected are the networks between your brewery and other brewers in Sweden? 

Are there any industry standards? I.e. Others are doing this, so we need to follow suit. 

Resources - Tangible 

How are resources selected? 

How do you plan materials and equipment for the brewing process? 

How are suppliers chosen? Need to change? 

How do you value the tangible resources? 

Do you feel that the resources which you have access to limit the production 

possibilities? 

What do you consider to be your most valuable tangible resource? 

How important is the tangible resources to the quality of the final product? 

a.   How do you classify important? 

How much buying power do you have when procuring resources? 

What is your procurement process for tangible resources? 

Resources – Intangible 

How do you further develop brewing skills and competencies? 

How do you develop and value intangible assets? 

Do you plan new products based on research and development? 

How do you manage your reputation and brand image in the community? Area? 

How are ideas brought forward? What is the process like? 

  



 

 

 

 

74 

Appendix 2 – Memo Writing Example 
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 Appendix 3 – Coding Example 

 

 


