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Abstract 
Problem: Today’s rapid globalization along with technological improvements force 
organizations to adapt its strategy to external changes. Companies may undertake 
strategic renewal in order to cope with these changes (Agarwal & Helfat, 2009). 
However, there are forces that somehow interrupt a firm’s ability to adapt, which are 
called strategic inertia (Mallette & Hopkins, 2013). The forces of strategic renewal 
and strategic inertia do not exist independently from one another rather they coexist 
and vary in its influence on the company (Melin, 1998). The previous research ex-
ploring Strategic Renewal and Strategic Inertia as two co-existing forces appears to 
be limited, which creates an incentive to explore the phenomena in an innovative 
company setting.  

Purpose: The purpose of this thesis is to explore the existence of the phenomena of 
strategic renewal and strategic inertia in an innovative firm.  

Method: In order to fulfill the aim of this research, a qualitative case study was un-
dertaken. The primary data was gathered through interviews with managers from dif-
ferent departments at the company Fagerhult Lighting AB.  

Conclusion: This research contributes to the academic field of strategy as it propos-
es six circumstances that foster strategic renewal and strategic inertia in an innovative 
firm. The circumstances are clarified in the following six propositions, where (1) the 
encouragement of new ideas, (2) employees that are open to change, and (3) the ac-
quiring of people with different perspectives and backgrounds, are presented as driv-
ers for strategic renewal, while (4) prioritization of resources, (5) differences in inter-
ests and attitudes and (6) insufficient understanding and engagement, are sources for 
strategic inertia. The conclusion of this research is that strategic renewal and strategic 
inertia can co-exist within an innovative firm.  



 

 
i 

Table of Contents 

1 Introduction ............................................................................... 1 
1.1 Background ................................................................................................................... 1 
1.2 Problem .......................................................................................................................... 3 
1.3 Purpose .......................................................................................................................... 3 
1.4 Research Questions .................................................................................................... 3 
1.5 Definitions ..................................................................................................................... 3 

2 Frame of Reference .................................................................. 5 
2.1 Strategy .......................................................................................................................... 5 

2.1.1 Strategic Renewal vs. Strategic Change ........................................................... 5 
2.2 Strategic Renewal ........................................................................................................ 5 

2.2.1 The Sub Processes of Strategic Renewal ........................................................ 6 
2.3 Strategic Inertia ............................................................................................................ 6 

2.3.1 Internal Forces of Inertia .................................................................................... 7 
2.3.2 External Forces of Inertia ................................................................................... 8 

2.4 The Cognitive Perspective ......................................................................................... 8 
2.5 The Innovative Firm .................................................................................................... 9 

3 Methodology and Data ........................................................... 11 
3.1 Methodology ............................................................................................................... 11 

3.1.1 Research Philosophy .......................................................................................... 11 
3.1.2 Research Approach ............................................................................................ 12 
3.1.3 Qualitative Methods .......................................................................................... 14 

3.2 Research Strategy ...................................................................................................... 14 
3.2.1 Case Study ........................................................................................................... 14 
3.2.2 Data Collection ................................................................................................... 15 
3.2.3 Interviews ............................................................................................................. 17 
3.2.4 Data Analysis ....................................................................................................... 20 
3.2.5 Trustworthiness ................................................................................................. 20 

4 Empirical Findings ................................................................... 22 
4.1 The History of Fagerhult .......................................................................................... 22 
4.2 Influences from an open-minded work climate .................................................. 23 
4.3 Identifying the need for renewal ............................................................................ 24 
4.4 Initiation and implementation ................................................................................. 25 
4.5 Preserving the present ............................................................................................. 26 
4.6 Execution barriers ..................................................................................................... 27 

5 Analysis .................................................................................... 30 
5.1 Presenting the model ................................................................................................ 30 
5.2 Explaining the model ................................................................................................. 31 

5.2.1 Strategy ................................................................................................................. 31 
5.2.2 Permissive atmosphere ...................................................................................... 31 
5.2.3 Knowledge and Awareness .............................................................................. 32 
5.2.4 Versatile Recruitment ....................................................................................... 33 
5.2.5 Prioritizing Resources ....................................................................................... 35 
5.2.6 Conflicting Mentalities ....................................................................................... 36 



 

 
ii 

5.2.7 Inadequate Understanding and Engagement ................................................. 38 
5.3 Discussion ................................................................................................................... 39 

6 Conclusion ............................................................................... 41 
     List of References………………………………………………..43 

 



 

 
iii 

Figures	  
Figure 1 - Research Approaches. (Alvesson & Sköldberg, 1994, p.45) ........................ 12 
Figure 2 - The authors own model showing the Co-existence of Strategic Renewal 

and Strategic Inertia. ................................................................................................ 30 

 

Tables 
Table 1 - Respondents ............................................................................................................. 19	  

 

Appendix 
Appendix 1 - Interview Questions in English ..................................................................... 46 
Appendix 2 - Interview Questions in Swedish ................................................................... 47 
Appendix 3 - An Interview Guide ......................................................................................... 48 
 

 

 

 



 

1 

1 Introduction 
 

In this section, the background to the topic of strategic renewal and strategic inertia is outlined in order to 
give the reader an insight of what to expect in the later stages of this paper. Further, the problem and pur-
pose of the thesis is stated together with a set of research questions and definitions.  

 

Strategic renewal is a concept that is used to describe the process of aligning an organiza-
tion’s competences to changes in the external environment. One of the most important 
parts of strategic renewal is the change and adjustment in strategic direction that has the 
potential to determine the long-term competitiveness of a firm (Sammut-Bonnici & 
McGee, 2014). Agarwal and Helfat (2009) refer to strategic renewal as the phenomenon 
that includes the process, content and outcome of renewal or replacement of organizational 
attributes, which further has the ability to affect its long time prospects. Companies may 
undertake strategic renewal to refresh or replace their organizational attribute when they 
realize that its functionality may be weakened in the future (Agarwal & Helfat, 2009). 

The process of strategic renewal is rarely executed without obstacles (Huff, Huff & Thom-
as, 1992). Strategic inertia is a general term that is used to describe the forces that inhibit 
strategic renewal (Hopkins, Mallette & Hopkins, 2013; Huff et al., 1992; Rusetski & Lim, 
2011; Mallette & Hopkins, 2013). Hence, it can be explained as the forces that somehow 
interrupt a firm’s ability to adapt to change and thus impairs its capability to develop and 
create a competitive advantage. Huff and colleagues (1992) argued that strategic inertia are 
the influences that may restrain, yet not completely quell, a firm’s renewal efforts. Mallette 
and Hopkins (2013) provides a similar explanation by describing strategic inertia as the 
forces that act in contradiction of a firm’s ability to readjust to changes.  

The forces of strategic renewal and strategic inertia will in this thesis be examined through 
an instrumental case study at an innovative lighting company named Fagerhult. As an in-
novative company can be regarded as more willing to engage in renewal actions (Hurt, Jo-
seph & Cook, 1977), it becomes an interesting company environment for studying strategic 
renewal and strategic inertia.  

The importance of examining strategic renewal and strategic inertia simultaneously be-
comes evident as the two forces are considered to coexist and varies in their influence on 
the company (Melin, 1998). This is the underlying reason as to why strategic renewal and 
strategic inertia will be examined simultaneously in an innovative firm.  

1.1 Background 

The world is becoming turbulent faster than organizations are becoming resilient (Hamel & 
Välikangas, 2003). Today’s rapid globalization along with technological improvements 
force organizations to be prepared for changes in the external environment (Agarwal & 
Helfat, 2009). In addition, the economic cycle and increased market competitiveness cre-
ates incentives to change. The pressure to change occurs not only when threats to survival 
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seems present but also from the desire to grow and to become successful (Baden-Fuller & 
Volberda, 2013). 

The progress of the presented external forces indicates the importance of understanding 
that the circumstances that previously made a strategy successful does not imply future 
prosperity. Therefore, continued success no longer relies on momentum (Hamel & 
Välikangas, 2003). Instead, long-term success depends on how effective the organization 
responds to technological change (Schoemaker & Laurentius Marais, 1996) and their ability 
to renew strategies as circumstances change (Hamel & Välikangas, 2003). 

Huff et al. (1992) argue that it is crucial for the management to find the right level of com-
mitment to the current strategy combined with a flexible fit to the changing external envi-
ronment, in order to remain competitive. However, organizations find it difficult to create 
a balance between ensuring preservation and encouraging renewal (Baden-Fuller & Vol-
berda, 2013). Despite the difficulties, it appears to be essential to find this balance because 
most firms are unable to innovate on a routine basis at the same pace as the external envi-
ronment changes (Baden-Fuller & Volberda, 2013).  

Despite strong arguments in favor for renewal actions, organizations are failing as a result 
of slow adaptation and institutional obstacles (Schoemaker & Laurentius Marais, 1996). 
This is not a new phenomenon, as long as 40 years ago, enough evidence could be found in 
order for Levitt (1975) to argue in favor of diversifying into promising opportunities. Fur-
thermore, Porter (1979) argues that changes in the key threats and opportunities in a firm's 
competitive environment should affect the renewal process and its direction. In other 
words, firms must engage in continuous renewal in order to stay ahead of its competitors. 

Organizations are required to have a solid base to rely on while there is a need for flexibility 
and proactivity in order to stay responsive to changes in the external environment. Organi-
zations struggle to find this balance (Huff et al. 1992) because once a firm has discovered a 
way to earn profit the management may find it easier to stay loyal to rules, processes and 
principles of efficiency (Schoemaker & Laurentius Marais, 1996). Hence neglecting the 
chance to look for new strategic directions where even greater opportunities may be found.  

Strategic inertia is a common term that describes how renewal efforts are inhibited in a 
company (Hopkins et al. 2013; Huff et al. 1992; Rusetski & Lim, 2011; Mallette & Hopkins, 
2013). By studying these phenomena in an innovative firm, which is characterized by its 
willingness to engage in renewal processes (Hurt et al., 1977), the aim is to extend the 
knowledge of how strategic renewal and strategic inertia occurs in an innovative organiza-
tion. Several researchers have been using a cognitive perspective in order to expand the lit-
erature within this area (Barr, Stimpert & Huff, 1992; Hodgkinson & Healey, 2008; Mallette 
& Hopkins, 2013; Rajagopalan & Spreitzer, 1997). The perspective is argued to be appro-
priate due to its likelihood of providing a deeper understanding of why similar changes in 
the environment are addressed differently (Rajagopalan & Spreitzer, 1997). Therefore, a 
cognitive approach will be applied to this case study in order to identify the aspects that 
lead to a successful renewal process and those that are likely to strengthen the inertial forc-
es in an innovative firm. 
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1.2 Problem 
The ability to engage successfully in strategic renewal is essential for organizations in to-
day’s competitive business environment. In fact, Huff et al. (1992) argue that the need for 
renewal is never ending. The endless amount of evidence of the rewards of strategic renew-
al seems to be insufficient in some circumstances, as numerous organizations still fail to 
diminish the imbalance between their rate of organizational change and the rate at which 
the external environment change (Hopkins et al., 2013). By exploring how strategic renewal 
and strategic inertia occurs within an innovative firm, the authors aim to increase the 
knowledge about circumstances that foster strategic renewal and strategic inertia. Further-
more, this may help to create a better understanding of how innovative companies can re-
new their strategies to empower beneficial opportunities. 

1.3 Purpose 
The purpose of this thesis is to explore the existence of the phenomena of strategic renew-
al and strategic inertia in an innovative firm. 

1.4 Research Questions 
The following research questions provide the basis of the thesis and will guide the study 
towards reaching its purpose.  

• How does strategic renewal and strategic inertia occur in an innovative company? 
• Can strategic renewal and strategic inertia exist simultaneously within an innovative 

company?  

1.5 Definitions 

Strategic Renewal  

Agarwal and Helfat (2009) refer to strategic renewal as the phenomenon that includes the 
process, content and outcome of renewal or replacement of organizational attributes, 
which further has the ability to affect its long time prospects. One of the most important 
parts of strategic renewal is the change and adjustment in strategic direction that has the 
potential to determine the long-term competitiveness of the firm (Sammut-Bonnici & 
McGee, 2015). The concept is used to describe the process of adapting one's strategy to changes in 
the external environment. The concept of strategic renewal will be presented in the theoretical 
framework 

Strategic Inertia 

Huff et al. (1992) define strategic inertia as an organization's level of commitment to the 
current strategy. Furthermore it may include forces that can strongly inhibit yet not entirely quell the 
renewal efforts. The concept of strategic inertia will be presented in the theoretical framework. 
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Mental Models and Cognitive Frames 

Cognition is a mixture of an individual’s cause maps, schemas, core beliefs and knowledge 
structures (Walsh, 1995). In short, it is the underlying assumptions that guide a person in its 
thoughts, choices and behavior. According to Walsh (1995) a common theoretical language 
in terms of cognition is non-existent. This thesis will therefore refer to Mental Models and 
Cognitive Frames in discussions concerning an individual’s cognition and its unique way of think-
ing. The concept of cognition will be further presented in the theoretical framework. 

The Innovative Firm  

An innovative firm is reflected in its degree of willingness to change (Hurt et al., 1977). However, it is 
important to mention that a firm’s willingness to change is not necessarily equal to the real-
ized change (Hurt et al., 1977). An innovative firm is able to undertake continuous learning, 
which is expressed in the degree of openness as it allows diverse and heterogeneous indi-
viduals to contribute and explore ideas (Shepard, 1967).    
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2 Frame of Reference 
 

This section begins with a review of the appropriate existing literature covering strategic renewal, strategic in-
ertia and innovation. Following is a description of the cognitive perspective and its relevance in this study.  

 

2.1 Strategy 
In order to explain strategic renewal and its value for organizations, one need to explore 
the concept of strategy itself. To get a holistic view one would need to explore it from sev-
eral perspectives (Mintzberg, Ahlstrand & Lampel, 1998). Strategy is concerned with an or-
ganization's long-term direction and deals with the issues and opportunities that are of ma-
jor importance to the organization including the organization’s scope, allocation of re-
sources, and relationship to environment (Johnson, 1987). To be able to monitor the pro-
cess of strategy it requires the strategy actors to reflect upon the content of its current 
strategy (Brunninge, 2005).  

Firstly, the concept of strategic renewal will be separated from strategic change, followed 
by a review of the concept strategic renewal. 

2.1.1 Strategic Renewal vs. Strategic Change 

This paper ends up repeatedly touching the area of strategic change, as it is the foundation 
of the concept strategic renewal (Huff et al., 1992). To clarify the strategic renewal concept, 
this section will review the difference between strategic renewal and strategic change. The 
concept of strategic renewal is one out of several that has arisen from the concept of stra-
tegic change and has occasionally and increasingly started to function as a substitute for the 
older phrase (Huff et al., 1992; Floyd & Lane, 2000). In order to separate strategic renewal 
from strategic change, Agarwal and Helfat (2009) have put emphasis on renewal rather 
than other types of change. They define strategic renewal as “the process, content, and outcome of 
refreshment or replacement of attributes of an organization that have the potential to substantially affect on 
its long-term prospects” (Agarwal & Helfat, 2009, p. 282). Strategic change on the other hand, 
refers to the development and renewal of strategy (Floyd et al., 2000) and is in itself most 
easily measured based on magnitude (Brunninge, 2005).  

2.2 Strategic Renewal  
The need for strategic renewal becomes evident, as scholars have enlightened the im-
portance for companies to keep strategy up-to-date in order to fit the dynamic environ-
ment (Zand, 2009; Huff et al., 1992; Sammut-Bonnici & McGee, 2014). Strategic renewal 
has most often been used when researchers refer to the process of change. However, stra-
tegic renewal needs to focus not only on the process of change, but on the content as well. 
Therefore, strategic renewal holds together the process, content and outcome of renewal 
and can relate to the long-term prospects of a firm (Agarwal & Helfat, 2009). Another de-
scription of strategic renewal is presented by Sammut-Bonnici and McGee (2014) as the 
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process of change and the outcome of redirections of strategy, which has the potential to 
determine a firm's long-term competitiveness. The objective of strategic renewal is to pro-
vide a well functioning strategic fit between a firm’s internal capabilities and changes in the 
external environment (involving: competitors, technology, target markets, industries, and 
the economy) through a change in the status quo (Sammut-Bonnici & McGee, 2014; Zand, 
2009). 

2.2.1 The Sub Processes of Strategic Renewal 

Strategic renewal consists of three sub processes which all can be connected to sequences 
of behaviors and events among the employees at a company (Floyd & Lane, 2000). From 
reviewed literature, Floyd and Lane (2000) have divided the strategic renewal process into 
the following three categories: Competence deployment, Competence modification and 
Competence definition.  

Competence Deployment is the process in which managers arrange company resources in a way 
that enables the company to enter new markets (Floyd & Lane, 2000). For deployment to 
happen, the company must be aware of what competences they have and what competenc-
es they need to obtain (Nelson, 1991). The deployment of competences can be displayed as 
organizational readjustments, system changes or changes for the employees such as reloca-
tion of personnel or new duties (Floyd & Lane, 2000).  

The process of Competence Modification starts as managers question the organization's way to 
monitor its strategies and competences. The process often begins with questioning the 
company's daily routines and results in an encouragement of adaptive and emergent behav-
ior (Huff et al. 1992).  

In the sub process named Competence Definition managers step away from reallocating re-
sources or the adaptive behavior and instead encourage the experimentations with new 
skills (Floyd & Lane, 2000). It involves the exploration of market opportunities by reevalu-
ating the firm’s strategic direction and the firm’s core competences and skills. This involves 
the exploration of several initiatives including problem identification and culminates in dif-
ferent resolutions (Huff et al. 1992).  

The ongoing discussion about staying with the current strategy or engaging in renewal ef-
forts to find a dynamic fit leads us in to the concept of strategic inertia (Huff et al., 1992).  

2.3 Strategic Inertia 
The firms’ that successfully manage changes in the external environment discovers threats 
and opportunities and can establish a strategic fit between these and their internal structure 
and competences (Zand, 2009). Consequently, both internal and external features are pre-
sented in the existing literature in order to determine the forces that inhibit strategic renew-
al. 

Many scholars have tried to create a better understanding of both why and how the strate-
gic renewal efforts in firms are inhibited (Hopkins, Mallette & Hopkins, 2013; Huff et al. 
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1992; Rusetski & Lim, 2011; Mallette & Hopkins, 2013; Schoemaker & Laurentious Marais, 
1996). Despite the obvious need for change, organizations are challenged by some forces 
that work against their ability to adjust to changes in the external environment (Mallette & 
Hopkins, 2013). Strategic inertia is a generic term used to describe these forces. Huff et al. 
(1992) describe strategic inertia as the influences that can strongly inhibit yet not entirely 
quell the renewal efforts. In other words, a general term that refers to the forces that in one 
way or another delay a firm's adaptive response to changes and thus impairs their ability to 
create a competitive advantage. Mallette and Hopkins (2013) provide a similar interpreta-
tion: “We view strategic inertia as applying to a host of variables that affect organizations’ abilities to bet-
ter position themselves to cope with changing circumstances.” (Mallette & Hopkins, 2013, p. 107). 

2.3.1 Internal Forces of Inertia 

Strategic inertia may be present in various ways and through combinations of unique inter-
nal forces. Companies that have achieved their aspired goals are considered to become less 
likely to renew their strategies (Greve, 1988; Lant & Montgomery, 1987; Rusetski & Lim, 
2011), and consequently more expected to fall prey for strategic inertia. Huff and col-
leagues (1992) argue that an organization’s level of commitment to the current strategy is a contrib-
uting force to strategic inertia and that inertia therefore is likely to increase over time, hence 
the employees of a company constitute a major contribution to strategic inertia. Once 
managers have discovered a way to earn profit, some of them tend to become more loyal 
to current procedures, structures and principles in an attempt to make the firm perfor-
mance more stable and reliable (Huff et al. 1992; Schoemaker & Laurentious Marais, 1996). 
Marinova (2004) and Yoshimori (2005) present this attitude among managers by the use of 
the term managerial complacency. Mallette and Hopkins (2013) add to this by claiming that sat-
isfactory performance increases the probability of inertia since there is a tendency to continue 
to operate in ways that produces pleasant results. The loyalty towards the current strategy 
may further be reflected in a manager’s tendency to over-invest in current business areas (Huff et 
al. 1992), which is presented as an additional factor of strategic inertia. The inertial forces in 
these actions logically result in less time and resources devoted to discover and finance new 
business opportunities and hence inhibit firms to adapt to changes.  

Resources and the allocation of resources in particular, are presented as critical components in 
strategic renewal actions (Christensen & Bower, 1996; Pfeffer & Salancik, 1978), and thus 
they are potential sources of strategic inertia. Additionally, a company’s resources are al-
ways limited and one can therefore not be completely free when making strategic choices 
(Pfeffer & Salancik, 1978). Restricted resources logically lead to the impossibility of imple-
menting all company objectives at once, meaning that some form of prioritization is need-
ed. In fact, a key event in the implementation of strategies is presented as how resources 
are allocated to some proposals and denied to others (Christensen & Bower, 1996). This 
statement is supported by Bower (1970) who claimed that the allocation of resources is 
shaped by the manager’s way of prioritizing different proposals. Additionally, a manager’s 
choice of resource allocation is highly influenced by the pressure from major stakeholders 
as well as the firm’s environment (Pfeffer & Salancik, 1978). A good understanding of the 
environment is advantageous when it comes to the allocation of resources, because an or-
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ganization’s environment is constantly changing and what resources that are considered 
critical vary accordingly (Pfeffer & Salancik, 1978). An explanation to why firms respond 
differently to external changes is provided by Marinova (2004) who suggests that there are 
large differences between firms and their ability to scan the environment.  

Johnson (1988) argues that insufficient communication is another force cause strategic inertia, as 
it increases the likelihood of not gaining support for the change among the employees.  He 
states the importance of communicating the need of the renewal clearly. Furthermore, he 
refers to the importance of creating an understanding of why this change has to be imple-
mented, as well as communicating the benefits from it.  

Discovering opportunities involves identifying unmet needs in the market while rearrang-
ing existing resources in order to take advantage of these needs (Doz, 1996), which is criti-
cal in strategic renewal. Sammut-Bonnici and McGee (2015) state that providing a strategic 
fit between a firm’s internal capabilities and shifts in the external environment is the objec-
tive of strategic renewal. Since the inertial forces inhibit the support for novel opportunities 
it is expected that organizations’ abilities to manage change will be less successful when in-
ertia is present. 

2.3.2 External Forces of Inertia 

Strategic inertia is argued to be present if there is a large imbalance between the rate at 
which the environment change and the rate of the organizational change (Hopkins et al. 
2013). Previous research has focused on external forces of strategic inertia (Schoemaker & 
Laurentious Marais, 1996; Hopkins et al., 2013). Legal, fiscal and national barriers, such as price 
controls and new laws and regulations, are given as examples of external forces that inhibit a 
firm’s ability to adapt freely to changes (Schoemaker & Laurentious Marais, 1996). Alt-
hough these barriers can be considered problematic, many firms are still able to successful-
ly adapt without major problems. A potential reason as to why certain firms perform better 
than others can be the attitude of the manager, since there is a critical connection between 
the manager’s ability to understand environmental conditions and firm strategy (Barr et al., 
1992). 

2.4 The Cognitive Perspective 
Studying strategic renewal and the influence of strategic inertial forces from a cognitive 
perspective is appropriate because the perspective is likely to provide an in-depth under-
standing of why similar changes in the environment are addressed differently among firms 
(Rajagopalan & Spreitzer, 1997). In other words, a cognitive approach may help to address 
the issue of identifying some circumstances that leads to a successful renewal process and 
some that are likely to strengthen the inertial forces. A key assumption within the cognitive 
perspective is that the external environment is too complex to objectify (Rajagopalan & 
Spreitzer, 1997). Therefore, managers, and arguably all individuals (Walsh, 1995), instead 
portray the environment based on certain perceptions and understandings (i.e. cognition) 
that are unique to each and everyone (Porac & Thomas, 1990; Rajagopalan & Spreitzer, 
1997). Moreover, since managers act based on their own view of the environment, studying 
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various responses to changes should focus on manager’s perceptions and understandings 
(Porac & Thomas, 1990). It is further argued that a changing environment requires an 
adaptable cognitive structure (Mallette & Hopkins, 2013), thus emphasizing the importance 
of the managers’ way of thinking during periods of renewal.  

To review the concept of cognition within the business nature is challenging. In an exten-
sive review of the previous literature within the field, Walsh (1995) could conclude that a 
common theoretical language was non-existent. The absence of clear definitions within the 
research field has lead to a diverse group of concepts explaining similar notions. Walsh 
(1995) described cognition as a mixture of an individual’s cause maps, schemas, core beliefs 
and knowledge structures. In short, cognition is the underlying assumptions that guide a 
person’s thoughts, choices and behavior. 

Mallette and Hopkins (2013) add on to this but used the term cognitive frame to explain how 
an individual’s frame influences the way she collect, analyze and share information. Ra-
jagopalan and Spreitzer (1997) shared the notion of the cognitive frame and also brought 
the concept a step further by confirming that one’s frame is shaped by the organizational 
context. In other words, the company shapes an individual’s way of thinking and compre-
hending information. Since all individuals and organizations are different and the interac-
tion between the two will affect one another, it can serve as an explanation to why changes 
in the environment are approached differently.  

Barr and colleagues (1992) described an individual’s interpretation of the external environ-
ment by the use of mental models. They described it as a filter that simplifies and limit the ex-
ternal environment, with the purpose to determine what information that should be given 
attention. The connection between mental models and renewal is clear. In order to respond 
to changes in the external environment, it is suggested that strategic renewal must be ac-
companied by a change in managers’ mental models (Barr et al., 1992). If this process is de-
layed, it is likely to also delay the renewal process and result in performance decline (Barr et 
al., 1992), thus become an inertial force. A static external environment is argued to result in 
fixed a cognitive frame whereas a changing environment must be accompanied with a flex-
ible cognitive frame (Mallette & Hopkins, 2013).  

2.5 The Innovative Firm 

As the aim of this thesis is to explore strategic renewal and strategic inertia in an innovative 
firm, it is important to give an overview of the term innovation as to explain what an inno-
vative firm is. The wide concept of innovation is a process of learning that enables the im-
plementation of new ideas, products and processes (Thomson, 1965). Baregheh, Rowley 
and Sambrook (2009) defines innovation as “…the multi-stage process whereby organizations trans-
form ideas into new/improved products, services or processes, in order to advance, compete and differentiate 
themselves successfully in their marketplace” (Baregheh, Rowley & Sambrook, 2009, p.1334).  

Hurt et al. (1977) conceptualized firm innovativeness through a study from two different 
perspectives. The first perspective examines the cognitive reason behind change from a be-
havioral perspective and emphasizes the willingness to make changes within organizations. 
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The second perspective is more measurable as it emphasizes the rate of product innovation 
and adaptation within an organization over a time span (Hurt et al., 1977).  

The process of innovation includes a significant level of change and is anything but a dis-
crete act (Baregheh et al., 2009). Innovation can in several ways generate value for a com-
pany (Park, Park & Lee, 2012) and is positively related to firm performance (Calantone, 
Cavusgil & Zhao, 2002). In order for innovation to be effective it requires continuous or-
ganizational renewal, and furthermore companies may need to challenge their established 
norms, practices and beliefs (Thomson, 1965). A positive learning climate is essential for 
firms’ with a competitive advantage in product development (Thomson, 1965).  

According to Wang and Ahmed (2004) organizational innovativeness is shown by the traits 
novelty and newness, and does not determine whether or not a firm is innovative, but ra-
ther to what extent or degree the organization is innovative. Additionally, a firm's willing-
ness to change, and its realized change is not the same thing  (Hurt et al., 1977).  

Shepard (1967) stated that an innovative producing company is recognized by the capacity 
to adapt to internal and external changes and most importantly undertaking continuous 
learning. In order for a renewal process to be continuous the organization needs a degree 
of openness. The openness allows diverse and heterogeneous individuals to contribute and 
explore ideas (Shepard, 1967).  

There is an inherent dynamic existing within strategic processes that involves a battle be-
tween preserving and defending the current while questioning and rethinking in order to 
bring about future opportunities (Melin, 1998). Therefore, the forces that motivate strategic 
renewal are in this research studied simultaneously with those of strategic inertia. This is in 
accordance with Melin (1998), who argue that the forces of strategic renewal and strategic 
inertia do not exist independently from one another rather they coexist and vary in its in-
fluence on the company. This underlines the importance of observing both forces in the 
same research.  

Strategic renewal and strategic inertia are highly influenced by the individuals in the organi-
zation as well as the organization itself (Rajagopalan & Spreitzer (1997). Thus, the cognitive 
perspective is applied to this research in order to gain a deeper understanding of the cir-
cumstances that foster strategic renewal and strategic inertia. Furthermore, this study is un-
dertaken in an innovative firm with the purpose of limiting and controlling the direction of 
the investigation. An innovative organization is also interesting to study, as such firm can 
be perceived as more willing to renew itself (Hurt et al., 1977).  
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3 Methodology and Data 
 

This section describes and argues for the philosophical assumptions and the research approach choice, which 
has influenced the research design. Firstly, the research philosophy and approach will be presented, followed 
by a description and explanation of the researchers’ choice in terms of the research design, which is the gen-
eral plan for how to answer the research questions of this paper. 

 

The terms method and methodology are today often used interchangeably and it is important to 
give a proper definition of these terms in order to avoid confusion. In this research, method 
refers to the set of strategies and techniques used in the process of gathering and analyzing 
data. The term methodology on the other hand, refers to the underlying philosophical as-
sumptions that the research is based on. The understanding gained from this theory will 
guide the researches towards designing the research in a way that increases the likelihood of 
answering the research questions (Saunders, Lewis & Thornhill, 2009). 

According to Saunders, Lewis and Thronhill (2012) the researcher can choose from three 
categories of research purpose: exploratory, descriptive and explanatory. Which purpose 
the researcher decide to implement depend on the nature of the research project, as the re-
search purpose should fit the research objectives and research questions. Exploratory stud-
ies suit this research as it is flexible and adaptable to change and allows the direction of the 
research to be modified as the result of new data and insights. Saunders et al. (2012) states 
that the exploratory research purpose is advantageous if the researchers are not entirely 
clear about the specific nature of the problem or the expected outcome. The exploratory 
study usually starts with a broad focus, which gets narrowed down as the research comes 
along (Saunders et al., 2012).  

There are many ways of undertaking exploratory research: expert interviews, focus group 
interviews, in-depth individual interviews and literature researching among others. The au-
thors of this thesis will focus mainly on the latter two, in-depth individual interviews and a 
search of the existing literature (Saunders et al., 2012). 

3.1 Methodology 

3.1.1 Research Philosophy 

Saunders et al. (2009) argue that the way in which researchers view the world affects how 
they gain and interpret knowledge. Therefore, it is important to choose a suitable research 
philosophy, as a research philosophy offers a certain viewpoint of the world and thus will 
direct the researchers in the process of developing and understanding the nature of 
knowledge. The philosophical understanding contains assumptions that will design the re-
search strategy and the methods applied in the process of creating and interpreting 
knowledge so that the research questions can be answered in the best manner (Saunders et 
al., 2009). No philosophical assumption is better than another; rather they are more or less 
suitable depending on your research purpose. The appropriate philosophical understanding 
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is selected depending on the research question. Saunders et al. (2009) present four major 
philosophies that guide research: positivism, realism, pragmatism and interpretivism. 

The research of this thesis draws mainly on the interpretive philosophy. Interpretivism is 
characterized by its focus on conducting research among people rather than objects and for 
its view of businesses as unique and complex situations (Saunders et al., 2009). This philos-
ophy is suitable because of its ability to understand the differences between humans as so-
cial actors (Saunders et al., 2009) and since it place a high value on unique features of social 
life such as choice, emotions and values (McLaughlin, 2007). As it is critical to understand 
the human aspect in order to answer our research questions, the interpretive philosophy 
makes for a suitable choice. Furthermore, the subjective view characterizing interpretivism 
and its focus on human behavior (Maylor & Blackmon, 2005) is a strong motivational fac-
tor as to why the chosen perspective of this research is cognition. 

3.1.2 Research Approach 

Once the philosophy is identified, the researchers should define the appropriate research 
approach to knowledge creation. According to Easterby-Smith, Thorpe and Jackson (2008) 
it is important to choose a research approach that fits the research purpose and enables the 
researcher to provide good answers to the initial research questions. The reasoning behind 
the approach affects the design of the inquiry (Easterby-Smith et al., 2008) and may ulti-
mately lead to the creation of new knowledge (Hyde, 2000). Thus, when an appropriate ap-
proach is chosen it enables the writer to make an informed choice about the research de-
sign, which is the set of techniques and procedures used to gather and analyze data 
(Easterby-Smith et al., 2008; Saunders et al., 2012).  

According to Saunders et al. (2012) there are two general approaches to consider: induction 
and deduction. The most obvious difference lies in the starting point being either theory or 
data (See Figure 1.). In research adopting the deductive approach, a theory and hypothesis 
is created and the research strategy is designed so that it enables the researcher to test the 
hypothesis, thus the theory precedes the data collection. If an inductive reasoning is ap-
plied, the data guides what theory is applied as the researcher gather and analyze data and 
formulate the theory as a result of the interpreted data (Saunders et al., 2009).  

 

Figure 1 - Research Approaches. (Alvesson & Sköldberg, 1994, p.45) 
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The research philosophies and their assumptions have a tendency to emphasize the use of 
either induction or deduction, but the truth is that the two approaches are often alternated 
in research (Lee & Lings, 2008). Hyde (2000) even argues that a balance between the two 
approaches is required in research in order to avoid the undesirable extremes of either ap-
proach. Extreme deduction could lead to loss in terms of developing new theory, while an 
extreme inductive approach could withhold the researcher from important and suitable 
concepts and perspectives (Hyde, 2000). Several researchers emphasize that an interaction 
between data and theory often take place in research (Ghauri & Grønhaug, 2010; Lee & 
Lings, 2008; Cooper & Schindler, 2011), hence a combination of inductive and deductive 
reasoning is applied. Saunders et al. (2012) further argues that it is often advantageous to 
combine induction and deduction and introduce a third research approach; the abductive 
approach to reasoning. This real life research process has been described as a “spiral”, 
where the researchers move between induction and deduction (Lee & Lings, 2008), hence 
move between theory and reality. 

The abductive approach may start with a theory followed by an observation, which allows 
for the researcher to draw a conclusion consistent with the theory (Dey, 2004). It may also 
begin with a surprising observation, followed by the search for a relevant theory and inter-
pretation and deriving of a conclusion (Saunders et al. 2012; Dey, 2004). Abduction differs 
from induction in the sense that it combines theory and observation in order to interpret 
something specific, rather than generalizing the conclusion. Furthermore, abduction differs 
from deduction as it enables the researchers to derive a presumptive/credible conclusion 
instead of a logical conclusion as a result of a hypothesis. Accordingly, abduction combines 
observations and data with theory and allows for a plausible interpretation of the results. 
Depending on the theory adopted for the interpretation of the data, the conclusions from 
an abductive research could be one of several possible results, which may help to under-
stand a new aspect of the phenomenon under investigation (Dey, 2004). Danermark, 
Ekström, Jakobsen and Karlsson (2002) offer a complementing description of the abduc-
tive approach:  

“Abduction is to move from a conception of something to a different, possibly more developed or deeper con-
ception of it. This happens through our placing and interpreting the original ideas about the phenomenon in 
the frame of a set of new ideas.” (p. 91). 

The abductive approach has been deemed suitable for the process of writing this research, 
as it enables the researcher to modify an existing theory by researching the otherwise well 
research topic in a context where there is not much information available (Saunders et al., 
2012).  

The process of writing this thesis started as the authors decided to focus the research with-
in the field of strategic renewal. An unstructured interview with the Sales Manager at the pro-
spective case study firm resulted in the discovery of a surprising fact regarding the strategy 
implementation and renewal actions within the firm. There seemed to exist specific condi-
tions that inhibited certain strategy renewal processes at the company and this awoke an in-
terest among the researchers. The researchers returned to the literature and broadened their 
knowledge of the process of strategic renewal and got introduced to a phenomenon called 
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strategic inertia. The theoretical framework grew, research questions were formulated and ad-
ditional interviews where undertaken before the data was interpreted and conclusions for-
mulated. 

3.1.3 Qualitative Methods 

As it has been described earlier, the research design is affected by the underlying philo-
sophical assumptions and the research approach. What further facilitates the process of 
shaping the research design is the choice between qualitative and quantitative methods 
(Easterby-Smith et al., 2008). Saunders et al. (2009) offers one broad way to differentiate 
between the two. Quantitative methods are data collection techniques or analysis proce-
dures that handles numerical data, while qualitative methods are procedures of gathering 
and analyzing data that concerns non-numerical data. Research conducted under the posi-
tivist philosophy tends to favor the use of quantitative methods (Travers, 2001), while qual-
itative methods are associated with the interpretive research philosophy (Travers, 2001; 
Ritchie & Lewis, 2003). As this paper builds on the interpretive research philosophy, it will 
employ qualitative methods for the purpose of gathering and analyzing data. 

Ritchie and Lewis (2003) describes qualitative methods as the attempt to study, understand 
and interpret specific phenomena in its natural settings and in terms of the meanings peo-
ple attach to them. Thus, it allows for the researcher to understand meanings such as deci-
sions and actions that people attach to phenomena within their social life (Ritchie & Lewis, 
2003). This makes it a suitable choice for this research, as the purpose is to access and un-
derstand the phenomenon Strategic Renewal and Strategic Inertia from a cognitive per-
spective in an innovative firm. Qualitative methods are well suited when investigating com-
plex matters such as when the research questions require an understanding of the compli-
cated context of social phenomena (Ritchie & Lewis, 2003). Qualitative methods are fur-
ther suitable for this research because of its ability to explore and describe the meanings 
and characteristics of human group life (Travers, 2001). Qualitative methods are appropri-
ate when the researchers want to gain an in-depth understanding of the subject  (Ritchie & 
Lewis, 2003; Hyde, 2000) and when the data is detailed and rich in information (Ritchie & 
Lewis, 2003). Considering the complex nature of the subject and the research questions in 
this paper, the researchers deem qualitative methods as highly suitable and relevant.  

3.2 Research Strategy 

3.2.1 Case Study 

A case study is primarily undertaken in order to understand one specific case rather than to 
generalize in order to understand other cases (Stake, 1995) and is a commonly used re-
search strategy in exploratory research (Saunders et al., 2009). The case of Fagerhult was 
undertaken as an instrumental case study, where the case was used as an instrument to ac-
cess two interesting phenomena (Stake, 1995). In this case it was the phenomena of strate-
gic renewal and strategic inertia that was interesting to the researchers, rather than the 
company itself.  
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The case study strategy has an ability to generate answers to research questions such as 
“why”, “what” and “how” (Yin, 2003; Saunders et al., 2009) and is therefore relevant for 
this thesis. In line with the methodology of this paper and because it was seen as more ad-
vantageous in order to answer the research questions, this case was designed as a single 
case study. A single case study was deemed suitable as it enabled the researchers to gain an 
in-depth understanding of the research subject (Easterby-Smith et al., 2008; Ritchie and 
Lewis, 2003).  

According to Stake (1995), the selected case should be able to maximize what the research-
er can obtain in terms of knowledge. The researchers wanted to study strategic renewal and 
strategic inertia in an innovative firm because a company with those characteristics was be-
lieved to be positive towards changes and renewal actions. This choice is further supported 
by Yin (2003), who states that a case study is suitable when investigating a phenomenon 
within its real-life context.  

Stake (1995) states that time and access often is limited when undertaking fieldwork, thus it 
is necessary to select a case that is easy to access and that shows hospitality towards the in-
quiry. Fagerhult represented a company that offered the researchers easy access both in 
terms of physical distance and the professional established relationship. As a result from 
previous collaborations, the researchers had gained trustworthiness at the company, which 
made the researchers more confident of the possibility to gather high quality data from the 
interviews.  

3.2.2 Data Collection 

There is not a particular moment in time when the collection of data begins hence it begins 
before the authors formal commitment to the research study. The authors are for example 
affected by their backgrounds and first impressions. These many impressions are later re-
placed by the pool of data collected during the research (Stake, 1995). There are two types 
of data that can be collected in research studies: primary and secondary data. Primary data 
is data collected by the researcher specifically for the purpose of the research from for ex-
ample: interviews, surveys and observations. Secondary data is data collected for a purpose 
other than the researchers, which includes raw data and published summaries. Even though 
secondary data has been written for some other purpose, it may be useful in order to help 
the researcher to answer his or her research questions (Saunders et al, 2009).  

The literature on strategic renewal and strategic inertia collected for this thesis came mainly 
from electronic sources. It was accessed through Primo (The online search engine at Jön-
köping University), the peer reviewed data base Scopus and Google Scholar. The authors 
used more than one electronic source in order to find as reliable and coherent data as pos-
sible and to gain different perspectives on the topic. Stake (1995) underlines the im-
portance of sensitivity and skepticism among researchers in order to recognize suitable 
sources of data. Accordingly, the selection of the literature was considered as a process of 
outmost importance in order to build a suitable framework that could help the authors to 
answer the research questions. Academic journals, books, news articles, company reports 
and most preferred peer-reviewed articles were used during to collection of the literature. 
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To search the literature some frequently used key words shown below was used in combi-
nations, singular, plural, and also different spellings due to the different spelling in British 
and American English. The number of citations of the books and articles were considered 
in order to assure the validity of the collected theory. The number of citations was 
weighted in proportion to the age of the publication, and highly citied literature was treated 
as more valuable, compared to less cited literature. The publication period of literature runs 
from 1965-2015, however the majority of the literature used is published fairly recently. 
The old sources were considered as highly valid today, as they are still being cited frequent-
ly. Since the authors were studying the topics from a cognitive perspective it required the 
researchers to be careful when selecting sources. Strategic renewal and inertia have been 
addressed from many different perspectives, and many of them were irrelevant for this 
study. All authors therefore crosschecked the literature before it was used in the theoretical 
framework.  

The collection of primary data for this thesis has been made through semi-structured inter-
views made face-to-face with managers at Fagerhult and will be described further in the in-
terview section. The main secondary data employed in this report consisted of annual re-
ports. 

Search Parameters  

Libraries:  

• Jönköping University Library 

Database and search engines:  

• Scopus 
• Primo  
• Google Scholar 

Frequently used key words:  

Strategy, Strategic, Renewal, Change, Inertia, Internal, External, Cognition, Innovation, 
Organizational, Mental Model, Cognitive Frame  

Literature types:  

• Peer reviewed articles 
• Academic articles 
• Books 

Publication Period: 1965-2015 

Language of publication:  

• English 
• Swedish 
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3.2.3 Interviews 

Yin (2003) states that the interview is one of the most essential sources of data gathering in 
a case study. The interview is perceived as a guided conversation between two or more 
people (Yin, 2003). 

According to Saunders et al. (2009) interviews are commonly categorized as either struc-
tured, semi-structured or unstructured/in-depth interviews. The technique employed in the 
research depends on the nature of the research questions and the research purpose, as well 
as the research strategy. A suitable interview style may generate reliable and valid data, 
which is critical in a research (Saunders et al., 2009). The semi-structured interview tech-
nique has been chosen for this thesis. 

When semi-structured interviews are used to gather primary data, the researchers will create 
and use a list of pre-determined questions and themes as the starting point for the inter-
view. However, during semi-structured interviews it is possible that not all questions will be 
asked and new questions might emerge during the interview as each individual is different 
and will generate a unique flow in the conversation (Saunders et al., 2009). The semi-
structured interview will also allow for the interviewer to alternate the questions during in-
terviews in order to explore the topic and gather data, which will be valuable to answer the 
research questions and objectives. This qualitative interview technique suited this research 
as it is constructed in a way that enables the interviewer to probe the answer. An example is 
an occasion when the interviewer wants the interviewee to explain or build on their first re-
sponse (Saunders et al., 2009). However, the interviewer has to be careful not to ask leading 
questions, as that would cause the observing purpose of the interview to be impaired (Yin, 
2003). This interview technique is appropriate where an interpretive research philosophy is 
chosen, as the philosophy emphasize the understanding of how the interviewees attach 
meanings to certain phenomena (Saunders et al., 2009). The researchers found semi-
structured interviews highly suitable for this research as they are useful when the researcher 
want to access and understand the underlying reasons affecting attitudes, opinions and in 
particular decisions (Saunders et al., 2009). This further suits this research as it studies stra-
tegic renewal and strategic inertia from a cognitive perspective, a perspective that requires 
an in-depth understanding of the underlying thoughts and behavior among the employees 
at Fagerhult.  

According to Yin (2003) the question of whether or not the interviews should be recorded 
depends on personal preference. However, a recording device should not be used if it goes 
against the preference of the interviewee or distracts the interviewee from focusing on the 
questions (Yin, 2003). The researchers decided to record the interviews using audio record-
ing in order to avoid missing out on important information and hence provide a more ac-
curate transcription of the interviews. In accordance with Saunders et al. (2009), the re-
searchers took notes during the interview in order to remember important thoughts and 
impressions from the interview. 

The interviews were conducted in Swedish, as it was the native language of the interviewees 
as well as the interviewers. This decision was made as the interviewer wanted to avoid a 
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feeling of uncertainty during the interview, as a language barrier could have hindered the 
interviewees from feeling secure and give in-depth answers to the questions. The interviews 
were transcribed in Swedish and thereafter translated to English. The researchers choose to 
translate the interview transcriptions in a way that would capture the fundamental meaning 
of the sentences, rather than using a word-by-word technique. To avoid misunderstandings 
during the interview it is important that the researcher and the interviewee use language in 
the same way (Ritchie & Lewis, 2003). In the process of analyzing the data, the researchers 
went back to the recorded interviews from time to time, in order to interpret the meaning 
of what the interviewee said and avoid misunderstandings.  

Travers (2001) says that the number of interviews undertaken depends mainly on how 
much time the researchers have available for the research project. Accordingly, the number 
of interviews in this research was constrained by the given time frame, but the researchers 
aimed at undertaking as many interviews as needed in order to get a deeper understanding 
of the research subject. The interviewees were chosen with care, in order to make sure the 
primary data was valid and reliable.  

The researchers completed five interviews with managers at five different departments at 
Fagerhult using a set of 21 predetermined questions (See Appendix 1 and Appendix 2). The 
specific order of the questions as well as the follow-up questions depended on the answer 
given by the respondent.  

The researchers decided that five interviews with managers at Fagerhult would be sufficient 
in order to gather the data needed to answer the research questions. It is important to inte-
grate several different perspectives in a single case study in order to get a comprehensive 
picture of the topic in study (Ritchie & Lewis, 2003). The managers selected as interviewees 
in this study work in five different departments at Fagerhult and is believed to approach 
the research topic from his or her own perspective. Thus the five interviewees’ represents 
five different perspectives, which were considered appropriate to get a holistic view of the 
research topic. Furthermore, the five managers have been with the company for a variety 
of time periods, thus they have experienced several renewal efforts of the corporate strate-
gy. 

The researchers chose to conduct the interviews among managers at Fagerhult, as they are 
involved in strategic decision-making and its implementations at the company. Thus it was 
deemed highly possible that the managers would have knowledge about the circumstances 
leading to strategic renewal and strategic inertia, the phenomena that was to be studied 
through the interviews.  
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Table 1 - Respondents 

Referred to 
as 

Name Position at Fagerhult 
No. of Years  
Working for 
Fagerhult 

Manager 1 Anders Mårtensson Marketing Director 3 

Manager 2 Daniel Johansson Sales Manager 8 

Manager 3 Elin Stjernholm Acting Design Engineer Manager 9 

Manager 4 Stefan Ståhl Business Area Director 14 

Manager 5 Nina Ström Process & IT Development Manager 9 

 

3.2.3.1 Snowballing or chain sampling 

In the selection of the managers the researchers used a sampling technique called snowball-
ing or chain sampling, which means that after the interview, the respondent is asked to 
suggest the next interview candidate (Ritchie & Lewis, 2003). After the first two interviews 
were held, the researchers asked the interviewees to recommend other potential interview 
candidates who fit the set profile of characteristics for the respondents. According to 
Ritchie and Lewis (2003) there is a risk that this sampling technique compromises the di-
versity of the selection criteria. Clearly stating the required characteristics of the selection 
criteria and then asking the interviewed person to identify someone who fit the selection 
criteria but who was somewhat different from him or herself mitigated this risk.  

Profile of the respondents: 

• Manager at Fagerhult 
• Involved in strategic implementations 

3.2.3.2 Writing the interview questions 

Stake (1995) states that the research questions should create the base for the set of inter-
view questions and the interview questions should be tested in advance. Accordingly, the 
authors’ research questions were used as a guideline and a base when the interview ques-
tions were created. A set of interview questions were developed under each specific re-
search question in order to get an initial understanding of how the interviews would be 
structured. Several test interviews were undertaken, whereupon the result was evaluated in 
order to detect weaknesses in the interview questions. Adjustments were made to the initial 
interview questions and one more test interview was undertaken before the final set of in-
terview questions was determined. The researchers also created an interview guide, which 
instructed the researchers of what to think about before, during and after the interview to 
avoid influencing the interviewee in his or her answer.  
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7 steps to interviews: 

1. Writing initial interview questions 
2. Creating an interview guide 
3. Conducting two test interviews 
4. Evaluating the outcome of the test interviews 
5. Minor adjustments of the interview questions 
6. One more test interview 
7. Conducting five interviews with managers at Fagerhult 

3.2.4 Data Analysis 

According to Stake (1995) ordinary ways of making sense is what capitalizes a qualitative 
study. When interpreting a case study, there are two strategic methods that the researcher 
should rely on called Categorical Aggregation and Direct Interpretation. Direct interpretation re-
fers to the interpretation of the individual instance and Categorical Aggregation to the ag-
gregation of instances until something can be classified (Stake, 1995).  

In order to make sense of the obtained material, the process of analyzing the data begun. 
The first step of our analysis was to transcribe the interviews into a written text (Saunders 
et al., 2009) in order to separate the data from each other. It is usual that the data collected 
is vast and that more data is gathered than is possible to analyze (Stake, 1995). Thus, the re-
searchers identified the best data and categorized it according to the interview questions in 
order for the authors to get a first overview of the data.  

The data was then coded using colors and names for events and themes, in order for the 
researchers to categorize the data. Direct interpretation and categorical aggregation in-
volves and depends on the search for patterns. These patterns could be found either by re-
viewing the data, or by coding the data in order to aggregate frequently occurring data and 
find emerging patterns (Stake, 1995). Accordingly, the categorization of the data enabled 
the authors to recognize patterns and areas that were touched upon repeatedly. In order to 
decrease the risk of missing out on important data the authors of this thesis considered 
both single instances and patterns when analyzing the data. “Sometimes we will find a significant 
meaning in a single instance, but usually the important meanings will come from reappearance over and 
over” (Stake, 1995). 

These empirical findings were then systematically combined with the previous research 
within the field in order to fulfill the research purpose and answer the research questions.  

3.2.5 Trustworthiness 

Assuring the readers about the study’s quality and trustworthiness is commonly mentioned 
as one main challenge facing researchers conducting qualitative research (Saunders et al. 
2009). By the use of explicit evaluation criteria one can more easily increase transparency 
and find ways to highlight the strengths and limitations of the study, which leads to the es-
tablishment trustworthiness (Eriksson & Kovalainen, 2008). The evaluation should be ap-
plied continuously throughout the research process in order to guide the research towards 
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reaching good quality (Eriksson & Kovalainen, 2008). Lincoln and Guba (1985) offers four 
criteria of establishing trustworthiness: dependability, transferability, credibility and con-
formability.  

Dependability stresses the issue of reliability, as it has to do with the researchers responsibil-
ity for offering consistent information to the reader (Eriksson & Kovalainen, 2008). The 
interviews were transcribed within 24 hours after they were conducted in order for the au-
thors to be able to more clearly remember certain thoughts, gestures and figurative descrip-
tions offered by the interviewees. This brings a high level of reliability to this research since 
the interviews could be transcribed in a way that articulated in what circumstances and in 
what way the interviewee presented his/her statements. 

Transferability refers to the degree of similarity between the findings and previous results 
(Eriksson & Kovalainen, 2008). In other words, it is about the extent of generalizability. 
We interviewed managers within the same company and that reduces the possibility of gen-
eralizing our findings. However, the interviewees had quite similar responses to many ques-
tions and they sometimes used the same examples. In addition, our sample consisted of 
managers from different areas of the company, which possibly increases the chance of gen-
eralizing the findings within the firm. But after all, single case studies cannot normally be 
generalized to population (Yin, 2003). Instead, the aim of case studies is rather to show 
why the single case is unique, critical or extreme in itself (Eriksson & Kovalainen, 2008). A 
case uniqueness is dependent on the suitability of the study (Eriksson & Kovalainen, 2008). 
The researchers consider Fagerhult to be a suitable case to study as they wanted to study 
strategic renewal and strategic inertia in an innovative firm and the company was likely to 
be positive towards changes and renewal actions. 

Credibility refers to the extent to which the empirical findings reflect the reality. In order to 
establish trustworthiness, it is vital to ensure credibility (Lincoln & Guba, 1985). One way 
to proceed in order to strengthen the credibility of one’s study is by only interviewing peo-
ple who want to offer data freely, since it increases the degree of honesty and hence the 
credibility of the findings (Shenton, 2004). The interviewed managers had the option to re-
fuse participation in this research. However because of an established professional relation-
ship between the authors and the company the interviewees were positive to the inquiry 
and participated on their own will.  

Conformability has to do with the objectivity of the research. One must ensure that study’s 
findings are the result of the experiences and ideas of the informants, rather than the char-
acteristics and preferences of the researchers (Shenton, 2004). In other words, conforma-
bility has to do with whether or not the findings and interpretations reflect the reality and 
not the imagination of the interpreters (Eriksson & Kovalainen, 2008). The close collabora-
tion among the three researchers has led to many discussions, which is believed to have re-
duced potential individual biases. This has arguably helped the research to reach a some-
what higher level of objectivity. However, ensuring real objectivity is difficult in qualitative 
research, due to the inevitable intrusion of personal biases (Patton, 1990).  
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4 Empirical Findings 
 

This chapter summarizes the empirical data collected during the research. The history of the studied compa-
ny is presented in order to give the reader a better understanding of its narrative. All other facts presented in 
the empirical data are based on the interviewed managers’ perspective. 
 

4.1 The History of Fagerhult 

The story of AB Fagerhult begins 70 years ago in 1945, when Bertil Svensson opened a fac-
tory in the small village of Fagerhult, Sweden. Bertil Svensson had the ambition to “…create 
lamps that responded to people’s needs.” (AB Fagerhult, 2014). The company has grown substan-
tially during its seven decades of operation where the stock exchange listing in 1976 repre-
sents one significant milestone. Today, AB Fagerhult consists of eight brands that have 
been acquired throughout the years. The Group is the Nordic Region’s largest lighting 
group and one of Europe’s leading players within the lighting industry. AB Fagerhult cur-
rently has approximately 2400 employees distributed in about 20 countries and strive to-
wards its vision “...to become a leading global lighting solution provider.” (AB Fagerhult, 2015, p. 4). 
The Group has sales organizations established in Europe, Asia and Australia and manufac-
turing units spread across three continents. However, the original factory (as well as the 
headquarter) remains at the same location as it started, but has now been extended about 
forty times. Fagerhult Lighting AB (Fagerhult) is the largest company within the Group and 
is the one located at the original site in Fagerhult, Sweden. The empirical data in this re-
search is based on semi-structured interviews conducted with managers at Fagerhult. 

Fagerhult develop, produce and sell lighting solutions within three product areas; indoor, 
retail and outdoor. Indoor contains lighting for offices, schools, health and medical care as 
well as solutions for environments with special requirements such as industrial manufactur-
ing and transport sectors. Retail focuses on lighting solutions for the retail concepts and 
commercial environment and lastly, outdoor which provides lighting for streets, parks, 
walking and bike paths, as well as lighting for architectural effects. The indoor segment ac-
counts for about two-thirds of total sales. 

AB Fagerhult presented in its annual report for 2014, a total turnover of MSEK 3 736 (AB 
Fagerhult, 2015). It is an all time high turnover within a group that has never reported neg-
ative figures during its 70 years in business. Several factors can explain this success, but one 
of the more important is AB Fagerhult’s mission “...to create a globally knitted together, customer 
insight driven company that leverages the Group’s size and competencies while - preserving the entrepreneur-
ial culture in our local organizations.” (AB Fagerhult, 2015, p. 4). 

Reviewing this, AB Fagerhult has been customer-oriented and entrepreneurial from the 
start and these characteristics has evolved over its 70 years in business, towards a high per-
forming strategy that enables the Group to turn new conditions into business opportuni-
ties.   
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4.2 Influences from an open-minded work climate 
 “Fagerhult is a large international lighting company with almost 4 billion in turnover”; manager 1 said 
proudly and explained it to be the official description. One manager described it as a com-
pany that has clear goals and are very down to earth. Furthermore, the company has creat-
ed a feeling of a family and three out of five managers used the word familiarity when they 
were asked to describe their employer.  

Manager 2 explained that it is common to work in teams, which may have contributed to a 
higher familiarity between the employees. Manager 4 added to this “the relationships between 
employees are very strong.” He continued by underlining that people at Fagerhult care about 
each other on a personal level. Manager 1 thought that one positive effect from the caring 
culture was that he may become motivated to work harder, as he stated that “I might be more 
motivated to work harder but that is not something I have thought about. However, I might become more 
dedicated to the projects and want to do well since I know the users of the end product. ”  

According to Manager 2, 3 and 4, Fagerhult was considered a professional company where 
the employees are allowed and encouraged to explore new ideas. “We do not have any blame 
culture”, Manager 3 said. The employees felt free to take initiatives within reasonable 
boundaries, and that they were able to try out new ideas. “It is better to carry out three projects 
and fail with one of them, instead of investing in only one”, Manager 4 stated and continued, “...in an 
atmosphere where no one is allowed to make mistakes it is difficult to take initiatives that foster change, be-
cause no one dares to try.” Manager 3 and Manager 5 referred to the company structure and 
said that their bosses were the people who had the greatest effect on their way of working. 
Manager 5 explained “I believe that I am essentially influenced by the level of freedom, the responsibili-
ties and tasks given to me by my boss.” Further, this becomes clear in the circumstances where 
decision-making occur, as Manager 3 stated; “I feel that my boss stands behind me in the decisions I 
make which makes me feel very independent.” Manager 5 added to this by telling that she believed 
that her work would be less satisfactory if she had to confirm everything with her boss and 
without any autonomy to make her own decisions. Additionally, one’s position in the or-
ganization was brought up Manager 5, as a potential influencer of how one conduct the 
work.  

The managers choose Fagerhult as their employer for a variety of reasons. Manager 1 heard 
that the company culture was fantastic, which made his decision to transfer quite easy. “I 
have a friend from childhood, whose father was the Marketing Director at Fagerhult and the company has 
been on my mind ever since” said Manager 1. Manager 3 and Manager 5 on the other hand, did 
not know anything, or fairly little, about the company when they applied for a position at 
Fagerhult. Manager 2 and Manager 4 worked for other companies and were introduced to 
Fagerhult through joint interest and projects. Reviewing this, Fagerhult appears to have 
created a feeling of familiarity and trust among its employees, and it was evident that the 
managers thrived in the workplace.  
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4.3 Identifying the need for renewal  
During its 70 years in business, Fagerhult has never experienced a negative end-year result. 
“We have managed to go with new technology, instead of being afraid of it” was offered by Manager 4 
as a potential explanation for the success story. “By continuous adaption to the changing environ-
ment, and by doing so in a fast pace, Fagerhult manage to stay at the cutting-edge of technology”, he con-
tinued. The general perception among the managers’ was that the company has managed, 
and still manages, to adapt to new conditions in the environment. This strategy requires 
systematic product innovation within the firm. Another way to ensure innovation is to em-
ploy people from other industries who contribute with valuable input and knowledge. “Ra-
ther than employing someone who already knows everything about lighting, we employ people from other in-
dustries with experience from renewal, development and technology” Manager 1 said. He further be-
lieved that this can generate more pioneering ideas as well as give Fagerhult additional per-
spectives on the current business. Manager 1 has experience from this: “I was hired by 
Fagerhult because of my experience in digital marketing.”, competences that Fagerhult was missing 
in order to implement a new digital marketing strategy. Moreover, Manager 1 believed that 
“...new people come with new energy and that has a positive effect on the rest of the organization.”  

The interviewees showed a positive attitude towards renewal and change. In fact, Manager 
2 clearly stated, “I am driven by change.” He explained this further by stating that he loves the 
uncertainty and it is therefore never a question whether or not he will be positive towards 
change. Instead, his enthusiasm forces him to consider whether or not the change will be 
beneficial in the long-term. Renewal is necessary according to Manager 5 who believed that 
it is essential for survival. “We work with continuous improvements through small progressive steps”, 
she added. Manager 3 believed that the firm’s overall desire to improve the business opera-
tions reflects upon the employees and their way of working. “It is a professional atmosphere here 
and I learn a lot”, she continued. Furthermore, all the managers agreed that continuous in-
novation is required in order for Fagerhult to stay competitive. As Manager 3 implied, an 
ongoing conversation about having a performance culture makes it a self-fulfilling prophe-
cy, and it seems to be the case with innovation as well.  

It appeared evident that renewal imposes opportunities. Manager 1 considered the greatest 
possibility with renewal to be the constant improvements it generates. “It is not only fun to re-
new, it is necessary in order to stay in business”, he added. Manager 2 agreed with this statement 
as he believed that “...a company will have a hard time surviving if they keep doing the same thing over 
and over again.”  All the interviewed managers reflected upon the importance of renewal. 
Manager 5 agreed with Manager 1 and Manager 2 upon the possibilities of renewal. “If we 
remain static we will not exist in the future” she said and argued this to be the positive outcome 
of ongoing renewal. Manager 3 took another approach and mentioned that renewal re-
quires flexibility, which she further believed created new possibilities to generate revenue 
streams. Manager 4 thought along the same lines as he considered new business opportuni-
ties to be the main advantage with renewal. “New business opportunities leads to additional revenue 
streams”, he concluded.  
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All the managers appeared to be aware of the potential benefits and the importance to 
adapt according to a changing environment and seemed willing to engage in renewal ac-
tions.  

4.4 Initiation and implementation 
It became clear during the interviews that one of Fagerhult’s success factors is its ability to 
adapt and renew its strategy in order to take advantage of new conditions in the business 
environment. Manager 4 and Manager 5 refer to the corporate strategy as the basis for the 
renewal efforts at their respective departments. Manager 5 explained: 

“The corporate strategy is broken down into manageable pieces so that my colleagues and I more clearly can 
see our share of the overall strategy. We then create a number of initiatives that we intend to work with dur-
ing the strategy period of three years. This lead to more tangible targets of how to achieve the long-term goals 
initiated by the Senior Management.” 

Manager 2 mentioned three different starting points for strategic renewal at Fagerhult. “It 
often begins with the impression that something is functioning slowly.”, he said and continued “The dis-
covery of new technology is another potential starting point and sometimes it starts with ourselves and the 
discovery of how we cannot continue to do a certain activity in a particular way.” He further elaborated 
on strategic renewal by using metaphors and described a renewal process as a river with 
rocks, where the rocks inhibit the river from flowing smoothly. Manager 2 continued by 
stating alternative questions to be asked in order to remove or rearrange the rocks; “Can we 
remove any of the rocks? What alternatives do we have in terms of making the process smoother? Can we 
dig an entirely new canal next to the river, allowing the water to avoid the rocks?” Manager 2 conclud-
ed that is not a management handbook; rather it is about looking at what the company 
does today and how that can be made more efficient.  

Manager 1 addressed the topic strategic renewal by describing the implementation of the 
new communication strategy of Fagerhult, a process in which he was highly involved. “The 
initiative to renew this strategy came partly from my boss who is the Head of Products and Brands and part 
of the Senior Management.” he stated and continued “She had a background in the consumer pack-
aged goods industry where companies are working more with experiences and emotions.” Her background 
in combination with consultation from a brand innovation company led to the creation of a 
new communication strategy. Manager 1 explained that the idea of the new strategy was to 
“…work more with the love of light and how we can improve people's everyday lives.” The strategy pro-
vided a good example of how the recruitment of people from other industries imposes new 
perspectives that may lead to new ideas and opportunities for Fagerhult. Manager 1 be-
lieved that this way of recruiting “…brings new influences and perspectives into the company, which 
are favorable for us.” The new strategy resulted in other advantages as “Pure technology projects 
have arisen from this new strategy.” Manager 1 added. Manager 1 concluded that new perspec-
tives does not only arise from the recruitment from other industries, “I think that one can ac-
quire new approaches and perspectives by allowing the employees within the company to be flexible and by 
working with different tasks and teams.”  
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Strategic renewal is accepted as something positive among the interviewees and appears to 
be incorporated in the company’s way of operating. “I think that Fagerhult is almost overly am-
bitious when it comes to renewal efforts.” Manager 2 said. He explained this further by saying, 
“We initiate many activities but far from all of them are completed.” Manager 3 added that “Fagerhult 
has always been characterized by quality and innovation and we do not hesitate to invest in new opportuni-
ties.” According to Manager 2 “Fagerhult is not the place to be if you want to hug fluorescent lights in 
the future or if you do not want to participate in a wager of outdoor lighting.” Manager 4 refers to the 
transition to LED lights as a way of embracing new technologies and Fagerhult’s ability of 
adapt to changes. 

Manager 2 and Manager 4 stated that in order to have a positive attitude towards a renewal 
proposition it must be perceived as meaningful and feel like a valuable long-term solution. 
Manager 2 said that he is motivated by change and renewal and continued by saying that “I 
love uncertainty and I am therefore always positive towards renewal in the first stage.” He said that he 
has to ask himself twice before embracing renewal, since changing something just because 
it is in his nature is not always wise and added: “I have to ask myself if I want to do this because I 
love renewal or because it is a really good idea?“ Manger 4 stated that if the realized results appear 
quickly it would increase his positive attitude towards an idea. He further mentions the im-
portance of computations, an estimation of the revenues from the idea. Manager 5 
acknowledged the importance of meaningfulness as well as a thought through logic in 
terms of renewal propositions. However, an idea does not always have to generate payback 
in terms of high revenue streams. “If one can see positive outcomes in organizational terms, for ex-
ample if a specific task is being made more efficient and simplified, it is meaningful without involving a prof-
itable revenue stream.” she concluded.  

Manager 1 highlighted the importance for him to feel like he participates in the formation 
of a new plan. “I do not want to be instructed by the top management without knowing the reason behind 
the particular renewal project.” he said. “I want to understand why the renewal occurs in the first place.” 
he continued and said, “My involvement in the planning process of a renewal activity gives me the neces-
sary understanding of why and how.” He further believed that participation is important in all 
levels of the company: “I have learned the significance of ensuring that everyone is involved and under-
stands the process in order for it to be accepted by the employees.”  

4.5 Preserving the present  
All the managers’ agreed that the human being was the greatest reason as to why renewal 
efforts were inhibited. Manager 4 and Manager 2 acknowledged how it lies within the na-
ture of a human being to be skeptical towards renewal and change. “Humans are simply afraid 
of change”, Manager 2 stated. In line with this thought, Manager 1 outlined two reasons as to 
why renewal is sometimes hindered at Fagerhult. He started by referring to a rare yet exist-
ing attitude among the employees at Fagerhult, an attitude involving the beliefs that mov-
ing from one-way of working towards another is unnecessary or a bad idea. He gave exam-
ples of employees arguing that ’we cannot do it like that’ or ‘we have done like this for sev-
enty years so why should we change it now?’  
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A second reason for resistance towards change was provided by Manager 1 as the lack of 
understanding of how the change could be beneficial for Fagerhult. If things have been 
done in a certain way for a long period of time it can be hard for those employees to see 
how it could be done differently, he said. Manager 4 provided an explanation in line with 
Manager 1 and said, “…Fagerhult’s low labor turnover makes it more likely for the personnel to hold 
on to old habits or behavior.” Employees sometimes ask ‘Why are we going to do this?’ and be-
lieves that ‘things are fine the way they are’; Manager 2 added and continued by stating “I 
believe it has to do with uncertainty”. 

Manager 5 believed that the human behavior is a classical factor causing inertia. She ex-
pressed a belief that people who work at different departments within the company may 
have different negative effects on renewal. “Things are done differently depending on the culture 
within the departments as well as the people and their mentalities.” Manager 5 explained. She de-
scribed this by saying that the different departments at Fagerhult consist of different people 
who think in different ways. “These circumstances can create differences within the company which in 
turn can make it challenging to implement changes.” she said.  

4.6 Execution barriers 
Manager 5 stressed the importance of understanding the link between changes in the cur-
rent strategy and how it affects one’s daily work. “Since I am involved in strategic decision making 
it requires that I can understand why we do something, and then make sure that everyone else does it too”, 
she continued. However, she believed that it is hard to make everyone understand the link 
of how his or her work aligns with the strategy. Manager 1 and Manager 2 shared the per-
ception that anchoring the idea of change among the employees is essential, or the imple-
mentation process may be inert. Manager 1 said that he believes that Fagerhult has worked 
hard to erase resistance among the employees in an early stage, mainly by anchoring the 
idea among the employees and changing the processes so that everyone becomes involved.  

“When changes are pursued within the company it is important for everyone to feel that they are part of the 
process. If they are told to ‘do like this’ nothing will happen. It is therefore very important to create a corpo-
rate understanding for why something is done instead of having employees that solely obey.”  (Manager 1). 

Manager 2 believed that “…the greater effect a change has on a person’s daily work, the harder it be-
comes for that person to support the implementation.” Manager 1 and Manager 2 has acknowledged 
the importance of ensuring that all the employees at Fagerhult are aware of the changes 
that are made and more particularly, understand the potential benefits that comes with it. 

Manager 2 described a new business idea that Fagerhult had implemented in several Euro-
pean countries but was less successful in Sweden. “The concept is called Creative Lab. The target 
group has indicated that it is not spot on, but that may be because of me and the other person who ran the 
workshop.” he said. Manager 2 was skeptical of the new idea from the beginning but decided 
to try it anyway. According to Manager 2, the concept was very successful in other coun-
tries where many customers attended the event. “We tried it a while ago but did not attract enough 
people to sign up for the event, and because of this it is easy to choose another idea to continue with instead.” 
Manager 2 reflected on the reason for his skepticism towards Creative and concluded that 
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it probably has to do with his and his colleagues’ attitude; “I believe it has to do with fear and 
cowardice and we were not able to see the potential benefits from it.” He explained why he did not 
consider himself suitable for the new concept; “I am not the right person to run this project and to 
work with the intended target group. However, we have hired two new employees who truly believes in this 
concept.” 

Manager 4 shared his experience about another project that had to be called off, where 
Fagerhult ran tests on a new lighting technology meant to be used in industrial manufactur-
ing; “We made prototypes and ran several tests but found that the lighting source was incapable of serving 
its purpose. It gave a light that was too bright and we had to shut down the project.” Manager 4 said. He 
further explained that similar events occur every year; “We are trying to be innovative which is not 
always a piece of cake. This specific time we should have gone with the things we knew.” Manager 4 ex-
plained that the new technology involved a greater risk and even though the project was 
unsuccessful, he believed the idea had potential; “However, if we would have succeeded I believe we 
would have become fairly unique on the market which would have led to a greater profit margin among other 
things.”    

Time and money are presented as two other barriers against strategic renewal. Manager 3 
said that budgetary reasons are a common barrier towards renewal; “Projects are often hindered 
by a lack of sufficient time and investment.” and continued; “It's probably the simplest explanations to 
why we decide not to proceed with a project.” A combination of budget and additional circum-
stances was provided by Manager 5 as an explanation to why ideas are inhibited from being 
implemented. She said that; “It is often about timing, if we have the necessary resources, time and ca-
pacity to work with a certain idea.” Furthermore, she gave a concrete example of this: 

“We intended to replace two smaller systems during fall 2015 but have realized that we need to concentrate 
our resources on a major project that we are working on now. We need to ensure that we focus on the renew-
al process that we carry out right now so that it is not delayed.” (Manager 5). 

Manager 1 provided an additional example of when budget and internal resources inhibited 
a business software update to take place. He said, “We had to say no because of time constraints 
and budgetary reasons. It was very needed two years ago and indeed two years before that, but we were una-
ble to implement it due to budget and resource restraints.” In some cases, a shortage of internal re-
sources is solved by the use of external resources. Manager 5 explained that “If the postpone-
ment involves a distinct risk then the use of external resources is an alternative, at least for a short period of 
time.” Regardless of the reason behind the decision to postpone a new project, it always 
implies certain losses for the company, something that cannot be bought. “As we postpone 
new ideas we are simultaneously losing potential improvements, since we can only recognize the payback once 
we have implemented the new idea.” Manager 5 said.   

Whether it is the right time to implement a change is highly dependent on several aspects. 
“It is partly about internal resources but the corporate strategy and the economy are two other factors.” Ac-
cording to Manager 5. She continued by giving an example of how the economic situation 
may constrain new opportunities, “We may feel that an opportunity is worth pursuing but still resist 
to do so if we have a poor cash flow at the time and the opportunity itself is expensive and costly.” “Uncer-
tainty in a specific market may constitute as another obstacle.” she added, in order to underline that 
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the unpredictable external environment may involve other potential obstacles that hinder 
investment into new business opportunities. New laws and policies may impose threats and 
opportunities for business. Manager 5 mentioned that “...a new law which prohibits mercury in 
light sources is coming into force within a couple of years and that will lead to new opportunities for us.” 
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5 Analysis 
 

The authors own model showing the co-existence of strategic renewal and strategic inertia is presented in this 
chapter. It highlights circumstances that may cause either strategic renewal or strategic inertia in this innova-
tive firm. The model is based on the empirical findings of this and supported by the theoretical framework. 

 

The main proposition of this thesis is that an innovative firm allows strategic renewal and 
strategic inertia to coexist within the firm. The empirical findings are in alignment with 
Melin’s (1998) theory of how the forces of strategic renewal and strategic inertia can be 
perceived as existing side by side within a company. 

Although Fagerhult is characterized by its willingness to change and regarded as an innova-
tive firm, inertial forces were found to exist within the company. This can be explained by 
the fact that a firm’s willingness to change is not necessarily equal to the realized change 
(Hurt et al., 1977). 

5.1 Presenting the model 

 

Figure 2 – The authors own model showing the Co-existence of Strategic Renewal and Strategic Inertia. 

This model is the outcome of combining the empirical findings with previous research. It 
consists of Strategy, six components that leads to the either Strategic Renewal or Strategic Inertia.  

The magnitude of the Strategy is not of importance in this model, however the Strategy is 
considered to be constantly present and affecting, directly and indirectly, all parts of the 
model. The researchers have identified six components, or rather circumstances, within the 
empirical findings that are supported by the existing literature and arguably leads to either 
strategic renewal or strategic inertia. Permissive Atmosphere, Knowledge and Awareness and Versa-
tile Recruitment are the three components found to increase the likelihood that strategic re-
newal occurs, while Insufficient Company Resources, Conflicting Mentalities and Inadequate Under-
standing and Engagement, are discovered to cause strategic inertia in an innovative firm. The 
forces of Strategic Renewal and Strategic Inertia influence the Strategy and vice versa, 
hence all components within the model are argued to constantly influence one another.  
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5.2 Explaining the model 

5.2.1 Strategy 

The magnitude of the strategy is not of major importance in this model. Instead, the role of 
strategy is considered to be constantly present and thus affecting, directly and indirectly, 
the six components in the model. Thus, the model shows how any strategy within the in-
novative firm foster circumstances that will lead to either strategic renewal or strategic iner-
tia. The reverse is applicable as strategic renewal or strategic inertia affect the strategic out-
comes of the company. 

Johnson (1987) states that strategy deals with allocation of resources, relationship to envi-
ronment and the organization’s scope, which is supported by the model as strategic initia-
tives can affect strategic renewal, strategic inertia, and the six components. The finding of 
the six components serves as evidence that both strategic renewal and strategic inertia co-
exists within a firm; hence it becomes apparent that neither of the forces exists inde-
pendently. These findings are supported by Melin (1998) who argues that renewal and iner-
tial forces exists side by side and stresses the importance of observing both forces in strate-
gy research. 

The following sections presents the six circumstances identified in this case, which ulti-
mately lead to strategic renewal or strategic inertia.  

5.2.2 Permissive atmosphere  

A Permissive Atmosphere refers to an atmosphere that allows and encourages employees 
to try out new ideas and failure is regarded as a learning experience. 

One cannot be innovative without allowing and encouraging new ideas (Thomson, 1965). 
According to Wang and Ahmed (2004), novelty and newness are traits of an innovative 
firm. The empirical findings present several events of novelty and newness as characteris-
tics of Fagerhult (Manager 1 & Manager 4), thus indicating that Fagerhult is an innovative 
company.  

The company’s ambition to gain a unique position in the market by investing in new tech-
nologies rather than settling for a less risky option (Manager 4) indicates novelty and an as-
piration to innovate (Baregheh et al., 2009; Wang & Ahmed, 2004). Even though this pro-
ject did not succeed, the strategic choice serves as evidence of novelty but also implies that 
Fagerhult dares to take risks in order to be innovative. Traits of newness were also recog-
nized during several interviews (Manager 1 & Manager 4). Radical changes in the compa-
ny’s marketing strategy trailed the implementation of a new communication strategy (Man-
ager 1) and the transition to LED lights represents another major strategic action that was 
recently undertaken at the company (Manager 4). Fagerhult willingness to change further 
supports that the firm is innovative (Hurt et al., 1977), which arguably leads to the contin-
uous proposal of new ideas within a company (Thomson, 1965).  
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An innovative firm is characterized by its ability to allow new ideas to prosper. In order for 
new ideas to prosper a degree of openness is required (Shepard, 1967). The interviewed 
managers at Fagerhult indicated that new initiatives and ideas are encouraged within the 
company. It appears as if the employees feel encouraged to propose new ideas, and that 
they are allowed to make mistakes (Manager 1 & Manager 4). This has created a mentality 
that allows one to make mistakes and it appears better to try out several ideas and fail with 
a few, rather than not pursue any at all (Manager 4). This demonstrates that the atmosphere 
at Fagerhult is characterized by openness where new ideas are encouraged (Shepard, 1967).  

Moreover several managers (Manager 4, Manager 5) appeared to be aware of the im-
portance of encouraging new ideas and not blame those whose ideas does not turn out 
successfully. Manager 4 clarifies by stating: “...in an atmosphere where no one is allowed to make 
mistakes it is difficult to take initiatives that foster change, because no one dares to try”. This adds to the 
idea of the permissive atmosphere as a circumstance that foster strategic renewal. This is 
further supported by previous research within the field, as Floyd and Lane (2000) say that 
the encouragement of new ideas can be viewed as a sub process of strategic renewal. Argu-
ably, strategic renewal efforts are constantly present at Fagerhult due to the continuous en-
couragement of new ideas from the management.  

 

Proposition: A company with a permissive atmosphere encourages the development of new ideas and is there-
fore argued to become more willing and expected to pursue with strategic renewal efforts. 

 

5.2.3 Knowledge and Awareness 

Knowledge and Awareness refers to a personal trait that explains how one understands the im-
portance of renewal and the risks connected to remaining static.  

The interviewed managers showed a convincing understanding and awareness of the im-
portance of renewal. This was for instance reflected in the belief that companies who re-
main stagnant will have a hard time surviving (Manager 2, Manager 5). Also, it was viewed 
as a necessity and not a choice (Manager 1). The shared awareness regarding the positive 
effects of renewal and the impacts of the external environment, may very well serve as an 
explanation to Fagerhult’s pleasing performance and their continuous growth. This be-
comes evident as a company’s strategy is highly influenced by its employees’ understanding 
and interpretation of the external environment (Barr et al., 1992). Additionally, an individu-
al’s interpretation guides his or her behavior and decisions (Walsh, 1995); hence knowledge 
and awareness may lead to more effective decisions regarding renewal. Furthermore, to-
day’s business environment is characterized by globalization and technological expansions 
(Agarwal & Helfat, 2009). This has arguably led to a more general understanding regarding 
the significance of adapting to changes, and can therefore provide an additional example 
for the shared characteristics among the interviewees. However, the shared awareness of 
the importance of renewal among the interviewed managers may not have a simple cause 
or a single answer. Rather it implies that it is a result of several aspects. In this case study, 
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the permissive organizational atmosphere that encourages the employees to try out new 
ideas may serve as one reason towards the positive attitude for renewal. Since such atmos-
phere appears to help individuals to comprehend the benefits caused by renewal. This is in 
line with Rajagopalan and Spreitzer (1997) as they claim that the organizational atmosphere 
shapes an individual’s way of thinking and comprehending information. Also, the inter-
viewed managers might have been influenced by the fact that they were interviewed and 
therefore wanted to give answers that would be accepted by others. One may argue that 
there is a common willingness to be perceived as someone who likes change and is aware 
of its significance. So, a common understanding of the essential ability to meet market vari-
ations in combination with the organizational atmosphere and the managers’ willingness to 
be positive towards change may together constitute the major sources of the awareness 
among the interviewees.  

Additionally, the awareness of why renewal is necessary appears to lead to a particular way 
of thinking regarding threats. New laws and regulations are offered as sources for inertia 
(Schoemaker & Laurentious Marais, 1996). However, Manager 5 does not view such poten-
tial limitations as obstacles, rather she focuses on the potential opportunities they involve 
as she stated that new laws involving prohibitions leads to additional sales opportunities. 
The willingness to change, which characterizes innovative firms (Hurt et al. 1977) in com-
bination with the fact that an individual is shaped by the organization (Rajagopalan & 
Spreitzer, 1997), is possible explanations for the positive attitude towards the prohibition. 
Underlining that awareness does not only involve the ability to understand why strategic re-
newal is essential, but also implies the recognition of new opportunities which is fundamental 
in order to accomplish strategic renewal. 

 

Proposition: Individuals with Knowledge and Awareness regarding the importance to change are more likely 
to drive strategic renewal.  

 

5.2.4 Versatile Recruitment 

Versatile Recruitment refers to a recruitment approach where specific competence is priori-
tized over experience from the industry. Thus, versatile in this context is not interpreted as 
demographic variables, rather it place focus on the process of acquiring various compe-
tences.  

Both the literature and the empirical findings suggest that a versatile workforce is likely to 
be beneficial for a company’s long-term prospects. The literature states that in order for a 
company to be successful, strategic renewal needs to occur on a regular basis. Therefore, a 
company consisting of diverse and heterogeneous employees is beneficial in order to ex-
plore new ideas (Shepard, 1967). Furthermore, the company has to create a strategic fit be-
tween its internal structure and competences and the external environment (Sammut-
Bonnici & McGee, 2014; Zand, 2009).  



 

34 

Manager 1, Manager 2 and Manager 5 appear to understand the potential benefits from a 
diverse workforce, which is in line with the literature. Manager 1, who was hired based on 
his competences within digital marketing, did not have any previous experience from the 
lighting industry. His boss, the Head of Products and Brands was hired on a similar basis 
and together they contributed to the radical change in the communication strategy. Manag-
er 1 appears to be enthusiastic about Fagerhult’s habit to hire people from other industries 
than their own, since it enriches Fagerhult with new perspectives. He believes that new 
employees will see the business in a new light and might question old routines. Manager 1 
and the Head of Products and Brands have both contributed to major changes in the com-
pany’s strategic directions and represent two great examples of when this type of recruit-
ment has lead to large strategic renewal actions. Manager 1 appears to have a positive atti-
tude towards this way of recruiting and his own positive experiences may serve as an ex-
planation.  

Rajagoplan and Spritzer (1997) suggested that strategic renewal should be studied from a 
cognitive perspective in order to gain an in depth understanding of why renewal occurs. By 
applying this perspective on this thesis is has enabled the researchers to recognize that the 
creation of Fagerhult’s communication strategy occurred as an outcome of versatile re-
cruitment. Questions were formulated in ways that allowed Manager 1 to reflect over the 
potential reasons behind the strategy formation and its content. Here it became evident 
that the involved employees previous experiences had shaped the outcome of the commu-
nication strategy. Furthermore this strengthens our finding that versatile recruitment is a 
driver of renewal since the new strategy appears to have been highly influenced by the re-
cently employed managers and their new perspectives. Rajagoplan and Spritzer (1997) ar-
gue that an individual’s mindset is shaped by the organization. Since Manager 1 and his 
boss was fairly new at Fagerhult, the radical changes in the communication strategy is likely 
to have been influenced by their previous experiences rather than the current organization-
al context. This shows how versatile recruitment can result in strategic renewal.  Manager 2 
shares the positive attitude towards versatile recruitment since it, according to him, enables 
Fagerhult to acquire a broad range of competences. He expressed that an extended need 
for creativity in his department was resolved by recruiting two new employees with compe-
tences that were desired at the time.  

It further appears that Manager 2 was aware that those competences were difficult to ac-
quire within the firm and that this recruitment approach enabled Fagerhult to engage in 
projects that were previously considered fruitless. This shows clear evidence for compe-
tence deployment, since the company understood that they needed to obtain new compe-
tences (Nelson, 1991). Reaching out to acquire new skills before reallocating the company’s 
current resources is considered a sub-process of renewal (Floyd & Lane, 2000). Since a sub-
process occurs at the same time as renewal (Floyd & Lane, 2000) thus it becomes evident 
how versatile recruitment is a circumstance that foster strategic renewal. 

Manager 5 as well as Shepard (1967) emphasizes the benefits generated from new perspec-
tives and ideas that come as a result from acquiring employees with diverse competences. 
Manager 5 believes that the employees that have been employed for decades may have dif-
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ficulties in seeing the potential benefits with renewal as they are likely to be more commit-
ted to the current way of working (Huff et al., 1992) compared to the more recently hired 
workforce. Hence one can stress the benefits of employing personnel who's cognitive 
frame is not influenced by the organizational context (Rajagoplan and Spritzer, 1997). Ar-
guably, this recruitment approach result in the acquiring of new insights and ideas (Shep-
ard, 1967), which in turn is argued to become a driver for strategic renewal (Floyd & Lane, 
2000). 

Versatile recruitment, which Manager 1 has embraced, and Manager 2 and Manager 5 sup-
ports, shows how a workforce with diverse competences are believed to contribute to new 
ideas and opportunities (Floyd & Lane, 2000; Shepard, 1967). New perspectives help the 
organization to enhance strategic renewal efforts (Floyd & Lane, 2000; Shepard, 1967), 
which shows the benefits of versatile recruitment.  

   

Proposition: Acquiring new competences through versatile recruitment bring new ideas and initiatives in to 
the company, which fosters strategic renewal. 

 

5.2.5 Prioritizing Resources  

Prioritizing Resources refers to the prioritizing of the company’s time, money and manpower.  

Prioritizing the resources appears to be common barriers against renewal efforts according 
to the empirical findings as well as the previous research within the field (Bower 1970; 
Christensen & Bower, 1996; Manager 1; Manager 3; Manager 5; Pfeffer & Salancik, 1978).  

Manager 3 believes that budgetary problems are the most common reason to why she can-
not proceed with a renewal project. Manager 1 gives an example of how Fagerhult had 
been forced to postpone certain software updates due to budget constraints and occupied 
resources. Additionally, Manager 3 claims that the implementation of new projects is de-
layed as a result of insufficient time in general. These examples can find its explanation 
from the fact that a company’s resources are limited (Pfeffer & Salancik, 1978), and hence 
that one can be aware of the need for change but still become inhibited by influences out-
side one’s immediate control.  

Moreover, Manager 5 gives an example of when insufficient resources required her de-
partment to postpone the execution of two necessary improvements. She explains that the 
department had to prioritize and concentrate its manpower on a major project and was 
therefore forced to delay two other projects. It becomes evident that the managers must 
prioritize what activities to pursue and which ones to postpone. Such trade-off is argued to 
be a fundamental action in the implementation of new strategies (Bower 1970; Christensen 
& Bower, 1996), arguably because these decisions will affect the outcome of the strategy. 
Furthermore, such prioritization process is arguably dependent on each manager’s (i.e. the 
decision maker’s) way of thinking, as one’s mental model influences how one analyzes in-
formation (Mallette & Hopkins, 2013) as well as determining what should be given atten-
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tion (Barr et al., 1992). An additional explanation for the trade-offs regarding renewal activ-
ities may be found in the statement made by Manager 2 as he says that Fagerhult is almost 
overly ambitious in terms of proceeding with promising opportunities. He believes that the 
company is doing everything it is capable of with its current resources and therefore has to 
postpone or leave out selected renewal projects. Manager 2’s perception of the situation is 
supported by Pfeffer and Salancik (1978) who said that strategic choices can only be made 
with respect to the company’s resources and since these resources will always be limited, it 
is uncommon for companies to have the ability to implement all desired changes simulta-
neously. The possibility to devote enough resources to promising business opportunities is 
argued to be weakened if there is a tendency to over-invest in current operations (Huff et 
al., 1992). Although, Fagerhult obviously lacks the capability to always allocate the re-
sources in ways that enables them to practice strategic renewal, any type of over investment 
does not appear to be the reason for this obstacle. Rather, the causes are likely to be found 
in the over-ambitious atmosphere that was explained by Manager 2, as it forces the manag-
ers to constantly prioritize.  

Manager 5 summarizes that renewal actions are hindered and delayed due to several aspects 
where resource constraints within the department are likely to represent the most common 
reason. However, external forces such as the economy denotes another reason, she says. 
This is in accordance with previous research where monetary and fiscal barriers, such as 
economic conditions, are presented as influences that inhibit the development of business 
opportunities (Schoemaker & Laurentious Marais, 1996). Manager 5 says that even if a par-
ticular renewal action is evidently promising it will not be possible for us to implement it if 
we have a poor cash flow due to an economic downturn. This serve as a great example of 
when external forces may prevent a company from making necessary changes or updates. 
Reviewing this, the interviewed managers' stories about why certain opportunities are im-
plemented and why others must be postponed, can be explained by the lack of sufficient 
resources resulting from mostly internal but also from some particular external circum-
stances.  

 

Proposition: A company’s resources are limited, which creates a need for prioritizing. This results in causes 
strategic inertia.  

 

5.2.6 Conflicting Mentalities 

Conflicting Mentalities refers to the different mentalities existing within a company, where cer-
tain employees are more open to change and others are more resistant to the same phe-
nomena.  

As previously presented, Fagerhult has a 70-year long history of manufacturing lamps and 
providing its customers with high quality lighting solutions. Its location in the small village 
of Fagerhult in Sweden, appears to affect the company in various ways. Manager 4 said that 
the rural location leads to a low labor turnover, which is reflected in the fact that some em-
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ployees have been working for Fagerhult their entire lives (Manager 1). However, some 
employees are recruited from different industries and these various backgrounds seem to 
have contributed to great differences in attitudes towards change. The interviewed manag-
ers appear to understand both the potential benefits arising from changes as well as the fact 
that others do not. The employees who are satisfied with the company’s performance may 
not understand the necessity of making adjustments. 

Thus from the empirical findings, it appears to be the people and especially people’s atti-
tudes that constitute the greatest resistance against renewal at Fagerhult. Manager 2 believes 
that people are simply afraid of change in their nature and therefore become skeptical, es-
pecially towards changes that affect us to a large extent. Manager 1 says that it exists a rare 
but yet influential belief among some employees that making changes is unnecessary, simp-
ly because they are satisfied with how things are today (Manager 2). The historically suc-
cessful performance of Fagerhult can serve as an explanation for the pleased attitudes, be-
cause loyalty towards current procedures arises from pleasing results (Huff et al., 1992; 
Schoemaker & Laurentious Marais, 1996).  

Manager 1 says that people are probably more likely to resist change when they do not un-
derstand the possible beneficial outcomes it may generate. Additionally, Manager 4 suggests 
that the personnel can get stuck with old habits as a result of Fagerhult’s low labor turno-
ver, which may further strengthen the idea of people as a funding force of inertia. If one 
has been doing a particular task in a certain way for a long period of time and it has shown 
satisfying results, it may be hard to see the potential paybacks of working differently. This 
is supported by Huff et al. (1992) who argue that a major contributing force to strategic in-
ertia is people’s level of commitment to the current way of operating within an organiza-
tion. Therefore, the observations made by Manager 1, 2 and 4 confirm that signs of strate-
gic inertia are present at Fagerhult. 

In line with previous statements, Manager 5 highlights the human behavior as a contrib-
uting force of inertia. However, she mentions that diversity in interests and mentalities be-
tween people at different departments at Fagerhult can serve as an example of when atti-
tudes turn into inhibiting forces. She says that all people are different in their way of think-
ing, which in combination with subcultures within the firm may result in activities being ac-
complished in different ways and hence impede the implementation of changes. Diverse 
opinions and thoughts will arguably create discussions and debates, since every person has 
its unique way of thinking, which guides his or her judgments, decisions and behavior 
(Walsh, 1995). Therefore the implementation of various actions may be delayed due to dif-
ferent interests and attitudes, which further strengthen the indication that conflicting men-
talities can create strategic inertia. 

 

Proposition: The conflict between different interests and attitudes within the company causes strategic inertia. 
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5.2.7 Inadequate Understanding and Engagement  

Inadequate Understanding and Engagement refers to the insufficient understanding of the reason 
behind change and a low level of engagement among employees.  

The impact of inadequate understanding and engagement has been observed several times 
in the empirical findings (Manager 1, Manager 2, Manager 4, Manager 5) as well as in the 
previous research (Johnson, 1988; Huff et al., 1992). Inadequate understanding of the rea-
son behind change are likely to result in less engagement in the renewal action, which is in 
accordance with Johnson (1988), who states that insufficient communication, hence a poor 
understanding, leads to less support for change among the employees. Evidently, this lack 
of support leads to less engagement  according to Manager 1, Manager 2 and Manager 5. 

Manager 5 states that she needs to understand the reason behind the change, arguably since 
that motivates her to feel more engaged in the implementation of the change. Furthermore, 
she claims the importance of ensuring that every employee also understands the need for 
change, as well as understands the link between changes in the current strategy and how 
that affects their daily work. This is in line with Barr and colleagues (1992) as they suggest 
that renewal efforts require changes in the individuals’ way of thinking, in order to gain 
support for the renewal implementation. Arguably, as an individual gains understanding, 
she acquires a new way of thinking. Manager 2 strengthens this idea, as he believes that it is 
easier to create a sense of understanding and promote engagement among the employees, if 
the potential benefits of the renewal proposals are stated clearly. Manager 1 claims that it is, 
to a degree, the inadequate understanding of how the change is beneficial for the company 
that causes resistance among the employees, which ultimately results in strategic inertia. 

Manager 1 and Manager 2 emphasize the essential need for anchoring the renewal ideas 
among the employees, as they believe that there exists a resistance towards change, which is 
often the result of a lack of understanding. If this sense of understanding is not created, a 
resistance towards the change will arise and inhibit the renewal effort, and hence become 
an inertial force (Mallette & Hopkins, 2013). However, it is not enough for managers to 
just realize that people throughout the company need to understand and feel engaged. 
Manager 5 acknowledged how it is difficult to create this understanding among all the em-
ployees. Previous research states that each individual has a unique way of thinking, which 
also means that they will interpret information differently (Porac & Thomas, 1990; Ra-
jagopalan & Spreitzer, 1997). This implies that even the best attempts to create understand-
ing and engagement at a company will have various outcomes, depending on the mental 
models of the employees (Barr et al., 1992). The difficulty of promoting good understand-
ing and engagement can also be rooted in the old history of the company, which has creat-
ed a special mentality among the employees. The low labor turnover has become a source 
of favoring old habits and processes, as it is difficult for employees that have been doing 
things successfully in a certain way for a long time to see how it could be done differently 
(Manager 1 & Manager 4). This mentality fosters a resistance towards change, which argua-
bly has been caused by the employees’ way of thinking (Barr et al., 1992; Mallette & Hop-
kins, 2013; Walsh, 1995). This is also in line with Huff et al. (1992) and their theory of the 
inertial force called level of commitment to the current strategy. The level of commitment 
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to the current strategy increase over time (Huff et al., 1992), which implies that as long as 
the company struggles with the creation of knowledge and engagement among the employ-
ees, it allows for the commitment to the current way of doing things to grow stronger 
(Huff et al., 1992), thus result in inertia.  

This force relies on the feeling of involvement and engagement in the renewal action 
among the employees, as well as their understanding of why this specific change is re-
quired. If these requirements are not fulfilled, the employees can become resistant to 
change and inhibit renewal actions from occurring (Manager 1, Manager 2 & Manager 5). 
However, inadequate understanding and engagement appears to not entirely inhibit the re-
newal effort within the firm, as supported by Huff et al. (1992) who argue that an inertial 
force may inhibit, yet not entirely overcome a renewal effort.  

Inadequate Understanding and Engagement can be regarded as an internal force of inertia, 
as it refers to a situation when a company is unable to establish a perfect fit between the in-
ternal and external environment, due to the resistance to change among the employees 
(Zand, 2009). 

 

Proposition: An inadequate understanding among employees causes less engagement in renewal processes, 
which results in strategic inertia. 

 

5.3 Discussion 
Our research shows that both circumstances fostering strategic renewal and strategic inertia 
can be found within an innovative company, which supports the assumption that the two 
phenomena coexist. We have identified that strategic renewal in an innovative firm are ex-
pected to arise (1) from a permissive atmosphere, (2) through versatile recruitment and (3) 
from extensive knowledge and awareness among the employees. Strategic inertia on the 
other hand is found to be a result of (4) conflicting mentalities within the firm, (5) inade-
quate understanding and engagement among employees and (6) the enforced prioritization 
of company resources. Furthermore, we concluded that all circumstances are somewhat as-
sociated with humans and the human behavior rather than tangible factors.  

The interviewed managers did all show a great understanding of these circumstances and 
its potential consequences. We argue that this general understanding can be explained by a 
strong company culture that encourages innovation while preserving and taking advantage 
of the company’s old history. We further believe that the acquiring of new competences 
combined with the low labor turnover will support this balance to remain stable.  

We found it fascinating that we were able identify circumstances that inhibit changes from 
being implemented smoothly, even in a company that is highly innovative and willing to 
change. However, these findings are in line with the assumption that companies accommo-
date both renewal and inertial forces, albeit to different degrees, and may explain why iner-
tial forces where present even in the case of an innovative company.  
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During the research process, it became evident that the identified circumstances were high-
ly dependent on the company characteristics. The six components fostering strategic re-
newal and strategic inertia presented in this research are therefore likely appear differently 
in other companies. It is also possible that other companies may identify the reverse cir-
cumstance and experience the reverse outcome. An example of this is how the specific at-
mosphere at Fagerhult became a driver for strategic renewal. The different characteristics 
of another firm could cause the reverse circumstance. The reverse of a permissive atmos-
phere is arguably an intolerant atmosphere that condemns attempts to implement new ide-
as. In that case, the atmosphere is likely to become a source of strategic inertia. We claim 
that this applies to all components in the presented model and that the argument of this 
‘reverse effect’ may serve as evidence for the theories claiming that strategic renewal and 
strategic inertia coexist but differs in its impact due to the company characteristics. In ac-
cordance with our model, the unique strategy of each company (which is affected by the 
company characteristics and vice versa) results in unique components, which ultimately 
leads to strategic renewal or strategic inertia.  

While conducting this case study it became evident that ‘understanding’ is a key to strategic 
renewal. The presented circumstances that are found to foster strategic renewal can all be 
linked to an individual’s extent of understanding, the same applies for the ones found to 
foster strategic inertia. We argue that a high level of understanding will promote renewal in 
a firm as it implies that people understand why change is needed. Hence, the same level off 
understanding is considered to have the reverse effect on strategic inertia, as a greater un-
derstanding of why something must change results in less people opposing the change. 

Our findings suggest that strategic renewal and strategic inertia can exist together in an in-
novative firm and therefore should be studied simultaneously. Hence, we call for future re-
search regarding additional circumstances that promote either phenomenon. Since this re-
search was conducted as a single case study on an innovative firm, we suggest that further 
research should explore strategic renewal and strategic inertia in other innovative organiza-
tions in order to be able to draw more generalized conclusions. Furthermore, we suggest 
that more research should be conducted on organizations with different characteristics in 
order to broaden the research within the field.  
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6 Conclusion 
 

This section presents the answers to the research questions in order to fulfill the purpose of this thesis. 
 

The aim of this thesis was to explore the existence of the phenomena of strategic renewal 
and strategic inertia in an innovative firm. We achieved this purpose primarily due to two 
reasons, the guidance from our research question and the case study conducted at an inno-
vative firm.  

This research contributes to the academic field of strategy through a model that presents 
several circumstances that appear to foster strategic renewal or strategic inertia in an inno-
vative firm. The findings are clarified with propositions which state that (1) the encour-
agement of new ideas, (2) employees that are open to change and (3) the acquiring of peo-
ple with different perspectives and backgrounds are drivers for strategic renewal, while (4) 
prioritization of resources, (5) differences in interests and attitudes and (6) insufficient un-
derstanding and engagement, are sources for strategic inertia. The researchers are thus able 
to answer the first research question as this describes how strategic renewal and strategic 
inertia occur in an innovative firm. Furthermore, the propositions enable further research 
to test the validity of these findings by applying them in other contexts or innovative com-
panies. However, such study is likely to result in different outcomes, as every firm is 
unique.  

An important finding is that we were able to identify circumstances fostering both strategic 
renewal and strategic inertia within this research. Hence, it becomes evident that the forces 
do not exist independently; rather they can exist simultaneously within in innovative firms. 
The researchers can therefore provide an answer for the second research question. This 
further implies that we have strengthened the theory of strategic renewal and strategic iner-
tia as coexisting forces within firms, as we have proved that they do coexist within an inno-
vative company.  
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Appendix 1 - Interview Questions in English 

Background Questions 

1. Tell us about yourself? 
2. Tell us about your position and your tasks at Fagerhult? 
3. For how long have you worked at Fagerhult and what made you want to work 

here? 
4. Where did you work before, at what position and for how long?  
5. How would you describe Fagerhult?  

Deeper Questions 

6. In which way do you think that working at Fagerhult influences your way of work-
ing? 

7. Do you believe it has influenced your way of thinking and making decisions? 
(How?) 

8. What do you consider a new opportunity? How do you evaluate it? 
9. What is important for you in order to feel like you can make a good decision in 

terms of strategic renewal decisions?  
10. How would you describe a process of strategic renewal in your company?  
11. Tell us about one time when you took part in renewing the company strategy?  
12. What was the reason behind the decision to renew your strategy?  
13. What do you consider as the main inertial forces in strategic renewal at Fagerhult? 
14. What would you consider the main challenges and opportunities of strategic renew-

al? 
15. In which way does Fagerhult stay competitive on the market? How does Fagerhult 

go about to stay competitive?  
16. Which one do you think is most important?  
17. How do you prioritize when you decide which ideas you implement? 
18. How do you perceive the way the company decide?  
19. Tell us about one time when you decided not to fulfill a new idea?  
20. What was the reason behind not fulfilling the idea?  
21. Which one do you perceive as the most important one?  
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Appendix 2 - Interview Questions in Swedish 

 
Bakgrundsfrågår 

1. Berätta om dig själv? 
2. Berätta om din position och dina uppgifter på företaget. 
3. Hur länge har du jobbat på Fagerhult och vad fick dig att söka dig till just detta 

företag?  
4. Vart jobbade du innan och hur länge/på vilken position? 
5. Hur skulle du beskriva Fagerhult? 

Djupare Frågor 

6. På vilket sätt tror du att företaget du arbetar på influerar ditt sätt att arbeta? 
7. Tror du att det även påverkar ditt sätt tänka/fatta beslut? Hur? 
8. Vad anser du vara en ny affärsmöjlighet? Hur utvärderar du den? 
9. Vad tycker du är viktigt för att du lättare ska kunna fatta ett beslut i samband med 

strategiförnyelse?  
10. Hur skulle du beskriva en förnyelseprocess av strategi i ert företag?  
11. Berätta om ett tillfälle när du var med och förnyade er strategi? 
12. Vad låg till grund för att ni bestämde er för att förbättra er strategi?  
13. Vad upplever du som de största motståndkrafterna till förnyelse på Fagerhult?  
14. Vad anser du vara den största svårigheten och möjligheten med 

förnyelse/förändring? 
15. På vilket sätt går Fagerhult till väga för att vara konkurrenskraftiga? 
16. Vilket utav dessa anser du vara viktigast? 
17. Hur prioriterar du vilka idéer som du går vidare med? 
18. Hur upplever du att prioriteringen går till i företaget i stort? 
19. Berätta om ett tillfälle när ni avstått från att fullfölja en ny idé? 
20. Vilka var anledningarna till att du inte fullföljde idéen? 
21. Vilken av dessa anledningar upplevde du som mest avgörande? 
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Appendix 3 - An Interview Guide  
 

Before the interview: 

If the researchers show that they have a clear framework for how the interview will be conducted, the inter-
viewee is more likely to give more accurate answers. 

• Make sure all cell phones are turned off  
• Predetermine what roles the interviewers will take on  
• Book a silent room  
• Dresscode. Think about the way you dress  
• Be prepared for questions regarding security of the collected data  
• Avoid showing feelings or other types of reactions to the respondents answers 
• Avoid showing that you like or dislike an answer  
• Be prepared for defense mechanisms among the interviewees 
• The questions are allowed to be reformulated 
• Inform the interviewee about the time frame. Example: maximum 45 minutes  
• Inform that the interview will be recorded  
• Inform about how the collected data will be used  
• Inform the interviewees that they will be offered to see the finished report 

During the interview 

• Be prepared for the interviewees need for personal space  
• Allow for silence if necessary 
• Pauses and small breaks are allowed in order to discuss difficulties that may arise 
• Summarize the interview 

Clarification 

• In case an answer needs to be clarified, the interviewer can ask the next question in 
the following way:  

• “Uncertainty”, how do you mean?  
• Would you like to give an example?  or 
• Can you tell us more about that? 

 


