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Abstract 
The tensions between business and society are increasing at the same time as Corporate 
Social Responsibility is being perceived more as a strategy to improve the image of a com-
pany than actually contributing to society. Therefore, it is important that organizations are 
provided with different ways and approaches in order to increase their societal contribu-
tion. 

The authors of this thesis have investigated the societal contributions made by organiza-
tions undertaking entrepreneurial activities. More specifically, this thesis examine how Cor-
porate Social Entrepreneurship (CSE) can provide long-term societal contributions. The 
thesis consist of an intensive case study on Telge Tillväxt, which is a Corporate Social En-
trepreneurial firm started by Telge Group in order to address the social issue of youth un-
employment in Södertälje. Telge Tillväxt hire unemployed young adults in order to provide 
them with work experience and training. The authors conducted qualitative interviews with 
CEOs, supervisors and trainees at Telge Tillväxt and Telge Group and performed observa-
tions during one day at Telge Tillväxt. 

The study resulted in a proposed model for CSE derived from the empirical findings and 
entrepreneurship literature. Important contributions are the critical presence of a business 
and a social dimension that are required to be aligned in order for CSE to successfully pro-
vide long-term societal contribution. The underlying factors that affect these dimensions 
are also presented as well as the values generated through CSE. Additionally, new insights 
are presented in terms of challenges and opportunities that face a Corporate Social Entre-
preneurial organization. 
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1 Introduction 
In this section, the background of the topics Social Entrepreneurship, Corporate Social Entrepreneurship 
and the importance of companies participating in societal value creation will be presented. The problem and 
purpose of the thesis are stated, together with a set of research questions, intended contribution and delimita-
tion of the thesis. 

1.1 Background 
During the last decade people have been able to read a vast amount about various scandals 
concerning social issues, the environment and the organizations abuse of power. This in 
turn have resulted in high tensions between business and society, where organizations have 
been made responsible for various economic, social and environmental crises while the 
broader community consider organizations to prosper at the expense of society (Porter & 
Kramer, 2011). 

Bowen (1953) understood the enormous power possessed by large firms and how their de-
cisions and activities affected the society already in the 1950s when he developed the con-
cept of Social Responsibility (SR). Bowen (1953) argued that businessmen have to create val-
ue for society and take responsibility for their actions. Davis (1960) further developed the 
concept of SR in the 1960s and argued for the importance of long-term planning in order 
to maintain sustainable growth, sustainable use of capitals and also the significance of giv-
ing back to society. Friedman (1970) joined the debate in 1970 and questioned the concept 
of SR where he argued that the only responsibility business has is to generate profit without 
breaking the law. During the 1980s more empirical research is performed and fewer new 
definitions where presented, whereas a lot of alternative concepts started to develop, such 
as business ethics theory and stakeholder theory (Carroll, 1999). 

This demonstrates that the idea of social responsible business practices has been around 
for decades, where Social Entrepreneurship is a concept that has been developed over time. 

Social Entrepreneurship – Where traditional entrepreneurship focus on financial value 
creation for the entrepreneur, the concept of social entrepreneurship goes beyond merely 
economic value creation and emphasizes on value that is returned back to society, satisfy-
ing multiple stakeholders and methods for sustainability (Moss, 2013). The mission, and the 
reason for the enterprise’s existence, is to create environmental and/or social value, how-
ever, economic value creation is crucial in the long-run in order for the enterprise to stay in 
business (Mair & Martí, 2006; Moss, 2013). According to Martin and Osberg (2007), social 
entrepreneurship is built on the very same principles as traditional entrepreneurship, mean-
ing that the entrepreneur possesses the opportunity recognition, determination and motiva-
tion to take full advantage of that opportunity. What sets the social entrepreneur apart 
from an entrepreneur is the aim for creating value that benefits a targeted segment of socie-
ty or even the society as a whole (Martin & Osberg, 2007). Dey (2007) argues that social 
entrepreneurship has become an increasingly important phenomenon the last decade. Har-
ding (2007) ties this to socially aware groups that are skeptical about businesses’ and gov-
ernments’ ability to deal with social issues such as social exclusion and the environment. 
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The importance of further studies on the impacts of social entrepreneurship is captured by 
Martin and Osberg (2007): 

 
“Social entrepreneurship, we believe, is as vital to the progress of societies as is entrepreneurship to 
the progress of economies, and it merits more rigorous, serious attention than it has attracted so 
far“ 

Martin and Osberg (2007, p. 39) 

Corporate Social Entrepreneurship (CSE) – The growing concern from society about 
the impact organizations has on the general environment as well as the recognition about 
their effects on society has led to a number of ways to take more responsibility (Zadek, 
2007). Today, Corporate Social Responsibility (CSR) is a widely used, constantly evolving 
term, and something that influences more and more organizations’ way of thinking and ap-
proaching their everyday businesses (Lee, 2008). However, CSR has also been criticized as 
a tool used for marketing and a way for organizations to clear their consciousness without 
really taking any responsibility for their actions (Visser, 2012; Öberseder, Schlegelmilch & 
Murphy, 2013).  

An alternative way of giving back to society is Corporate Social Entrepreneurship (CSE). 
However, there is a lack of literature within the topic of CSE, where most of the research 
focuses on the individual as a corporate social entrepreneur in an organization (Heming-
way, 2005). In the book Corporate Social Entrepreneurship, Hemingway (2013) further states 
that she was the first to give notion to the concept of CSE in her article from 2005, and in 
her book she develops the concept of CSE as individuals within the organization acting as 
moral agents. Additionally, Kuratko, Hornsby, and McMullen (2011) discuss the growing 
field of research within corporate entrepreneurship but emphasizing the lack of research on 
how to apply social entrepreneurship to the realm of corporate entrepreneurship. Finally, 
there are few contributors to the topic of CSE in academia and there is little empirical re-
search of it as a business concept. Hence, there is a need for further research on the topic 
to increase the understanding of what CSE is and what it accomplishes. 

Furthermore, researchers argue that the social perspective of sustainability is underdevel-
oped and focus within the literature is on sustainability regarding the natural environment 
(Littig & Grießler, 2005; Seager, 2008). 

1.2 Problem 
Austin, Leonard, Reficco and Wei-Skillern (2006a) state in their article that 50% of compa-
nies asked in a global survey thought that companies should be very or completely respon-
sible to improve the communities in which they operate, when it comes to improving the 
education and skills. One can argue that in order to develop more sustainable business 
practices and make genuine and lasting contributions to society, it is critical to provide 
businesses with the right tools in order to do so. 
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Organizations need different ways and approaches in order to increase their societal con-
tribution, therefore, this thesis will investigate the underdeveloped concept of CSE and 
how a company uses CSE in order to take their social responsibility. Where the previous 
research has focused on the individual to act as a moral agent with personal values in order 
to drive the business towards better societal contribution (Kuratko et al., 2011; Heming-
way, 2013), not enough focus has been placed on the organization itself to act in a social 
entrepreneurial way. Tasavori and Sinkovics (2011) express the need for scholars to further 
increase the understanding about CSE and its underlying concepts.  

In order to contribute to the field of research within CSE we need to develop an under-
standing of how organizations can use CSE in order to tackle social issues. Furthermore, 
the opportunities and challenges faced by companies practicing CSE needs to be identified 
to provide further guidance in the topic to be used by both businesses and future research.  

1.3 Purpose 
This thesis intends to investigate the societal contributions by organizations undertaking 
entrepreneurial activities. The purpose of this thesis is to examine how CSE can provide 
long-term societal contributions. Further, we aim to explore the opportunities and chal-
lenges of engaging in CSE. 

1.4 Research Questions 
The following research questions will guide the direction of the study, provide the basis of 
the thesis and be answered in order to fulfill the purpose: 

• Research question 1: How does Corporate Social Entrepreneurship work in 
practice to provide long-term societal contribution?  

• Research question 2: How is shared value created by an organization built on 
the concept of Corporate Social Entrepreneurship? 

• Research question 3: What opportunities and challenges face a Corporate So-
cial Entrepreneurial organization? 

1.5 Contributions 
This thesis contributes academically by presenting how organizations can increase the soci-
etal contribution by undertaking entrepreneurial activities. There is a lack of previous em-
pirical evidence and no other case studies has been found at the point of writing this thesis, 
therefore we provide an increased understanding of what exactly CSE is and how it functi-
ons. We specifically present how CSE is able to create value both for the business itself at 
the same time as it contributes to a better society. Practically this thesis assist decision-
making for managers in their work towards long-term societal contribution and how to 
create shared value and also provides future research with empirical evidence within the 
field of CSE. 
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1.6 Delimitations 
Due to the limited time-frame we deliberately choose to perform a case study on one orga-
nization whose practices relates to social sustainability and in particular focus on youth un-
employment. It should be noticed that CSE might be applicable to other areas of sustaina-
bility and it is not limited to the social aspects. 
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2 Frame of Reference 
This section provides the frame of reference for the thesis. Earlier literature within the fields of entrepreneur-
ship, social entrepreneurship, corporate entrepreneurship and corporate social entrepreneurship will be cov-
ered. Additionally, the concept of Creating Shared Value will be discussed. 

2.1 Entrepreneurship 
Entrepreneurship has gained a lot of attention since the 1980s and tremendous amounts of 
research have been conducted within the field (Bygrave & Hofer, 1991; Hannafey, 2003). 
The term entrepreneurship is often claimed to be a result from Joseph Schumpeter’s early 
work in the 1930s (Bygrave & Hofer, 1991; Dacin, Dacin & Tracy, 2011; Thébaud, 2013). 
Even though the term has been around for long, researchers have not come to present a 
unified definition of the concept (Gartner, 1990; Bygrave & Hofer, 1991; Venkataraman, 
1997; Shane & Venkataraman, 2000; Thébaud, 2013).  

Thébaud (2013) states that most sociologists agree that an entrepreneur is an individual that 
commit to activities that leads to the creation of new organizations. Hannafey (2003) fur-
ther emphasizes the entrepreneur’s importance of acting as a catalyst for economic growth 
and societal well-being. Factors of the entrepreneur’s contribution to these areas are that 
the entrepreneur can create jobs, new products or services and new organizational forms 
(Hannafey, 2003; Thébaud, 2013). Hence, it deals with changing the external environment 
from one state to another (Bygrave & Hofer, 1991). For this to occur, an entrepreneurial 
opportunity is required, whereas an individual can recognize this opportunity and identify 
potential value (Shane & Venkataraman, 2000), such as strategic opportunities in markets 
where entrepreneurs can enter (Thébaud, 2013). Shane and Venkataraman (2000) states the 
following as factors that increase the opportunity for entrepreneurial activities to occur: 
“when scale economies, first mover advantages, and learning curves do not provide advantages to existing 
firms (...) and when industries have low barriers to entry” (Shane & Venkataraman, 2000, p. 224).   

Dacin et al. (2011) describe the characteristics of entrepreneurs as being creative, have high 
alertness to opportunities, optimistic, risk oriented and passionate. Bygrave and Hofer 
(1991) summarize an entrepreneur as “someone who perceives an opportunity and creates an organi-
zation to pursue it.” (Bygrave & Hofer, 1991, p. 14). Austin, Stevenson and Wei-Skillern 
(2006b) argues that this opportunity must have a large, or growing market size and that the 
industry must be attractive. Gartner states “The most important attributes describing entrepreneur-
ship involved organization creation, innovation, and the acquisition and integration of resources.” (Gart-
ner, 1990, p. 21). 

However, Stevenson and Jarillo (1990) states that there is more to entrepreneurship than 
starting up new businesses, it is a process to improve the detection of opportunities and 
pursue them in order to influence the outcome of the opportunity.        
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2.2 Social Entrepreneurship 
Based on the theory of entrepreneurship, the concept of social entrepreneurship (SE) has 
attracted attention both in business and in academia during the last decade (Austin et al., 
2006b; Mair & Marti, 2006; Moss, 2013). However, as with entrepreneurship, there is no 
general definition of the concept (Dees, 1998; Austin et al., 2006b; Mair & Marti, 2006; 
Peredo & McLean, 2006; Zahra, Gedajlovic, Neubaum & Shulman, 2009; Moss, 2013). 
Mair and Marti (2006) present three main groups of researchers and that their view of SE 
differs as follow; “social entrepreneurship as not-for-profit initiatives in search of alternative funding 
strategies, or management schemes to create social value” (Mair & Marti, 2006, p. 37), “the socially resp-
onsible practice of commercial businesses engaged in cross-sector partnerships” (Mair & Marti, 2006, p. 
37) and “social entrepreneurship as a means to alleviate social problems and catalyze social transfor-
mation” (Mair & Marti, 2006, p. 37). The broad definition of SE, however, is viewed as a 
subset of entrepreneurship and differs since it is highly focused on promoting social value 
compared to traditional entrepreneurship that focus on capturing economic value (Dees, 
1998; Thompson, 2002; Austin et al., 2006b; Martin & Osberg, 2007; Moss, 2013). How-
ever, the creation of economic value is a necessity and serves as a mean to an end to sustain 
the social activity (Dees, 1998; Mair & Marti, 2006; Dacin et al., 2011; Moss, 2013). Mair 
and Marti (2006) do not agree with the definition, they argue that the main focus of tradi-
tional entrepreneurship is not to capture economic value. They state that both types of en-
trepreneurship focus on self-fulfillment, whereas the difference is that the social entrepre-
neur focus more heavily on social fulfillment (Mair & Marti, 2006).     

The term ‘social’ can be described as the social needs: “human necessities such as food, shelter, or 
employment required for life or improve its quality.” (Moss, 2013, p. 3) or social problems, such as 
poverty, gender inequality, unemployment etc. (Zahra et al., 2009). Peredo and McLean 
(2006) state that the drive for social goals, or increase of social value and contribution to 
the well-being in a human community makes SE social. The traditional market can some-
times neglect these issues, so this gap is filled by the social entrepreneurs’ different activi-
ties (Moss, 2013). Dees (1998) argues that governmental and philanthropic efforts are not 
sufficient enough and that social institutions are unresponsive and ineffective, therefore SE 
is needed to create new models to tackle these issues. The activities undertaken by a social 
entrepreneur are not a replication of existing initiatives or practices but are more about in-
novation and creation of something new (Austin et al., 2006b). The activities can take place 
within an established organization or in a new venture (Mair & Marti, 2006). The examina-
tion made by Mair and Marti (2006) also states that SE can exist both on not-for-profit and 
for-profit basis. 

Martin and Osberg (2007) set up boundaries to the term SE in order to narrow down the 
definition and distinguish SE from other forms of social activities. They further argue that 
SE is as important for the society as entrepreneurship is to economies and it is important 
not to neglect this (Martin & Osberg, 2007). Peredo and McLean (2006) state that the most 
important aspect that distinguishes SE from other forms of entrepreneurship is the fact 
that the objective should be exclusively, or at least a prominent part of it, focused on crea-
ting social value. 
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Social entrepreneurs need to fulfill four stages according to Thompson (2002), these four 
stages are Envisioning, Engaging, Enabling and Enacting. Hence, social entrepreneurs must 
identify a gap, address this gap, acquire resources to ensure that action can be taken and by 
combining these come up with a satisfying solution (Thompson, 2002). Zahra et al., (2009) 
suggest that social entrepreneurs adopt a business model to find creative solutions to social 
issues that are complex and persistent. Research also demonstrates that a common feature 
of social entrepreneurs is how they combine and acquire new resources in a creative way 
and alter social structures that already exist (Mair & Marti, 2006). Hemingway (2005) sepa-
rates the social entrepreneur in an organization as the one with the driving force who fol-
lows through with the activity after it has been agreed by the management.  

The goal for social entrepreneurs is not a short-term solution, they want to create lasting 
improvements to get a long-term social return on the investments (Dees, 1998). The focus 
is not on creating profit or customer satisfaction, even if they are important, the real focus 
is on the social impact of the social mission (Dees, 1998).  

Researchers often address social entrepreneurship to occur when an individual or a small 
group of people create a new activity and separates it from the organization as a whole 
(Austin et al., 2006b; Thompson, 2007; Zahra et al., 2009; Short, Moss & Lumpkin, 2009; 
Dacin et al., 2011).  

2.3 Corporate Entrepreneurship 
Even though entrepreneurship is focused on individuals, the underlying concepts can be 
applied to existing firms and their activities, thus creating the concept of Corporate Entre-
preneurship (CE) (Teng, 2007). Teng (2007) states that during the past decade companies 
have faced great changes in the business environment, forcing them to find new ways of 
doing business through developing new technologies and products and entering new mar-
kets. Barringer and Bluedorn (1999) argues that these entrepreneurial activities conducted 
are seen as a major part for firm survival in today’s environment and a growing body of lit-
erature has evolved around CE in order for firms to increase their understanding of the 
subject. This is supported by Dess, Ireland, Zahra, Floyd, Janney and Lane (2003) who also 
points out the increasing interest from both practitioners and scholars due to the im-
portance of CE to corporate vitality and wealth generation. 

However, the concept of CE has been described as a contradiction since corporations do 
not face the resource constraints connected to entrepreneurship, but the activities under-
taken still faces the same uncertainty as for traditional entrepreneurs (Stevenson & Jarillo, 
1990; Phan, Wright, Ucbasaran & Tan, 2009). Hence, Stevenson and Jarillo (1990) define 
an entrepreneurial organization as one that pursues opportunities regardless of the re-
sources currently controlled. Hayton and Kelley (2006) describes CE as “the discovery and 
pursuit of new opportunities through innovation and venturing” (Hayton & Kelley, 2006 p.407). 
While Zahra (1991) provides a comprehensive definition of CSE, incorporating both for-
mal and informal aspects, as follows: 

“Corporate entrepreneurship refers to formal and informal activities aimed at creating new business 
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in established companies through product and process innovations and market developments. These 
activities may take place at the corporate, division (business), functional, or project levels, with the 
unifying objective of improving a company’s competitive position and financial performance. Corpo-
rate entrepreneurship also entails the strategic renewal of an existing business” (Zahra, 1991, 
p.262). 

Scholars seem to agree that CE takes form through the following activities, innovation, strate-
gic renewal and new venture development (Dess et al, 2003; Sharma & Chrisman, 1999; Hayton & 
Kelley, 2006; Phan et al., 2009; Teng, 2007) and that an entrepreneurial firm possesses 
characteristics such as being risk-taking, proactive and innovative which also captures the es-
sence of CE (Zahra & Covin, 1995; Barringer & Bluedorn, 1999). 

Sharma and Chrisman (1999) explain strategic renewal as:  

“The corporate entrepreneurial efforts that result in significant changes to an organization's busi-
ness or corporate level strategy or structure. These changes alter pre-existing relationships within the 
organization or between the organization and its external environment and in most cases will in-
volve some sort of innovation. Renewal activities reside within an existing organization and are not 
treated as new businesses by the organization” (Sharma & Chrisman, 1999 p.19).  

While corporate venturing is explained as: 

“Corporate entrepreneurial efforts that lead to the creation of new business organizations within the 
corporate organization. They may follow from or lead to innovations that exploit new markets, or 
new product offerings, or both. These venturing efforts may or may not lead to the formation of new 
organizational units that are distinct from existing organizational units in a structural sense (e.g., 
a new division)” (Sharma & Chrisman, 1999 p.19).  

For organizations to continue to be viable they need to allow entrepreneurial activity to 
some extent (Burgelman, 1983). Based on this, Burgelman (1983) further states that organi-
zations must allow for some degree autonomous strategy, which he argues is conceptually 
the same as entrepreneurial activity, in the organization because it can expand the frontiers 
of the business and develop new mixes of the resources available. Zahra and Covin (1995) 
also points out the connection between CE and financial performance, where they find a 
positive relation, which grows in strength over time. However, CE is not to be viewed as a 
short-term fix, but rather as a long-term strategy since it can take time before the financial 
benefits become apparent (Zahra & Covin, 1995; Dess et al., 2003). 

2.4 Corporate Social Entrepreneurship 
Corporate social entrepreneurship (CSE) is a relatively new and underdeveloped concept. A 
lot of research has been conducted in the fields of CE for its importance for firm survival 
and growth (Barringer & Bluedorn, 1999; Dess et al. 2003) and within SE for its creation of 
social value (Peredo & McLean, 2006; Dacin et al. 2011). However, there is a lack of re-
search in the social entrepreneurial activities undertaken by organizations (Kuratko et al., 
2011).  



 

 
9 

Hemingway (2013) argues that she first ignited the interest for CSE in her working paper 
about managerial discretion in CSR from 2002. This paper was presented at a business eth-
ics conference in the Netherlands in 2004, and was later published in the Journal of Busi-
ness Ethics in 2005. 

Austin and Reficco (2009) argue that CSE build on the three conceptual frameworks of en-
trepreneurship, SE and CE. Further, CSE is a process for organizations to develop a more 
advanced and powerful type of CSR (Austin & Reficco, 2009). They state four key ele-
ments of CSE that are central to the process of transforming the organizational operations: 
“creating an enabling environment, fostering corporate social intrapreneurs, amplifying corporate purpose 
and values, generating double value, building strategic alliances.” (Austin & Reficco, 2009, p. 2). Fur-
thermore, Kuratko et al., (2011) also builds on existing CE theory to incorporate the do-
main of social business. They add stakeholder salience, social proactiveness, governance 
and transparency factors as measurements to the Corporate Entrepreneurial Assessment 
Instrument (CEAI), one of few research based tools used to assess organizations cultural 
readiness for entrepreneurial activities (Kuratko et al., 2011). The new model proposes new 
pathways for implementation of CSE strategy and also states that for sustained CSE, both 
individuals need to continue undertake entrepreneurial activities as well as for management  
that have to facilitate and foster these (Kuratko et al., 2011). Austin and Reficco (2009) also 
points out that: 

“CSE, like all entrepreneurship, is not about managing existing operations or CSR programs; it 
is about creating disruptive change in the pursuit of new opportunities. It combines the willingness 
and desire to create joint economic and social value with the entrepreneurial redesign, systems devel-
opment, and action necessary to carry it out”. (Austin & Reficco, 2009, p. 5) 

Tasavori and Sinkovics (2011) argue that a lot of organizations are starting to alter their 
strategy to take a greater responsibility and acting as social agents to solve social issues. 
These organizations see the social issue as an opportunity to engage in, rather than some-
thing to avoid (Tasavori & Sinkovics, 2011). The authors elaborate on the research in in-
ternational business and SE and offers CSE as a new way of viewing organizations as social 
agents (Tasavori & Sinkovics, 2011). They explain how organizations that undertake CSE 
activities use characteristics of a CE (Tasavori & Sinkovics, 2011). They define CSE as “em-
bracing an economic and social mission (solving a social problem and offering solutions for the unmet needs 
of the disadvantaged groups) as the primary mission; employing corporate entrepreneurial activities to achieve 
the mission and creating social value.” (Tasavori & Sinkovics, 2011, p. 407). Hence, by renewing 
the business model in an innovative way, creating new products and/or services to dis-
advantaged groups in society in order to enhance the social contribution, could be consid-
ered as CSE (Tasavori & Sinkovics, 2011). Tasavori and Sinkovics (2011) concludes by stat-
ing the possible win-win situation that can be created when organizations use CSE, since 
they possess much resources and knowledge that can be used in addressing social issues.  

Austin et al. (2006a) argue in their article that SE is not only for the social sector and that 
organizations could also act as social entrepreneurs. They further state that organizations 
that are engaged in creating strategic corporate citizenship by making more robust forms of 
it can be referred as CSE. In their article they define CSE as “the process of extending the firm’s 
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domain of competence and corresponding opportunity set through innovative leveraging of resources, both 
within and outside its direct control, aimed at the simultaneous creation of economic and social value.” 
(Austin et al., 2006a, p. 170).  Austin et al. (2006a) separates the concept of CSE from SE 
and CE by stating that CSE is about mobilizing both internal and external resources to be 
able to generate economic and social value. CSE is not about forcing organizations to be 
more socially responsible, instead it is about making companies aware of the potential ben-
efits to engage more in the area of social enterprise (Austin et al., 2006a). CSE is the com-
bination of “willingness and desire to create joint economic and social value with the entrepreneurial rede-
sign, systems development, and action necessary to carry it out.” (Austin et al., 2006a, p.176).  

Austin et al., (2006a) argues that there are three key elements behind the strategy of CSE. 
First is alignment, the organizations strategy must have both the social dimensions and the 
business dimensions aligned. The potential for joint value creation becomes greater the 
closer the alignment is between the dimensions and therefore the opportunity to generate 
both social value and business benefit increase (Austin et al., 2006a). The second is levera-
ging core competencies, the organization must focus on creating new ways to use the key 
assets and therefore go beyond traditional strategy of charitable giving to enable the or-
ganization to create far greater social and economic value than writing a cheque for socially 
oriented activities (Austin et al., 2006a). The third is partnering, collaboration with other 
organizations enables the creation of new resources and innovative approaches to existing 
issues (Austin et al., 2006a). Creating these kind of collaborations or alliances with other 
organizations is a powerful form of entrepreneurship (Austin et al., 2006a). The structure is 
important since it needs to follow the strategy, an innovative organizational form needs to 
be created within the organization to enable the new social dimensions to develop (Austin 
et al., 2006a).  

Systems that enhance learning about the process and enables an effective execution is re-
quired through the CSE process (Austin et al., 2006a). Austin et al. (2006a) state three spe-
cific necessities that are relevant. The first necessity is a decision-making process that takes 
into account both economic and social value creation, the social aspects needs to intertwine 
with business decisions (Austin et al., 2006a). The second necessity deals with combining 
performance-oriented measurement and learning-oriented measurement, managers need to 
be accountable to achieve goals but also be given learning tools to improve the perfor-
mance towards those goals (Austin et al., 2006a). However, measuring social value is an 
underdeveloped area but still it is essential to pursue the social return on the investment 
(Austin et al., 2006a). The final necessity is a process that effectively communicates social 
and economic value to both internal and external stakeholders (Austin et al., 2006a).          

Since the concept of CSE builds on different conceptual frameworks (Austin et al., 2006a; 
Austin & Reficco, 2009; Kuratko et al., 2011; Tasavori & Sinkovics, 2011), it is important 
to distinguish what differs CSE from the other concepts. Researchers argue that SE is one 
of the core concepts that lead to CSE (Austin et al., 2006a; Austin & Reficco, 2009; Tasa-
vori & Sinkovics, 2011; Michelini, 2012). Austin et al. (2006a) and Tasavori and Sinkovics 
(2011) differ SE from CSE by stating that the former have a social mission while the latter 
has both an economic and social mission. Michelini (2012) states that SE is a process, in 
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that private people pursue unmet social needs and invest in this opportunity to satisfy 
them, but if you apply this process to the business sector, this will generate the concept of 
CSE. 

Even though CSE builds on the concept of CE (Austin et al., 2006a; Austin & Reficco, 
2009; Kuratko et al., 2011) it is important to distinguish the two concepts. CE is focused 
on the revitalization of business (Dess et al., 2003), pursuing opportunities through inno-
vation and venturing to strengthen the financial and competitive position (Zahra, 1991; 
Hayton & Kelley, 2006). CSE on the other hand uses the same activities as those in CE but 
build on it to incorporate social value (Tasavori & Sinkovics, 2011), and hence, making the 
core purpose of CSE the transformation of the organization into a more powerful genera-
tor of social value (Austin et al., 2006a; Austin & Reficco, 2009). 

From this reviewing we would argue that the concept of CSE is underdeveloped and it is in 
need of more research, especially in terms of empirical research. Additionally, throughout 
this thesis the working definition of CSE will be the following: “CSE refers to “embracing an 
economic and social mission (solving a social problem and offering solutions for the unmet needs of the disad-
vantaged groups) as the primary mission; employing corporate entrepreneurial activities to achieve the mis-
sion and creating social value.”” (Tasavori & Sinkovics, 2011, p. 407). 

2.5 Creating Shared Value 
The concept of Creating Shared Value (CSV) was presented by Porter and Kramer (2006) 
where they discuss how Corporate Social Responsibility (CSR) seldom is connected to the 
company’s strategy, which often results in inefficiency in terms of social responsibility and 
social value creation. They state that in order for CSR to generate as much value for society 
as possible it has to be deeply integrated in the organization’s operations and values: ”Com-
panies must shift from a fragmented, defensive posture to an integrated, affirmative approach. The focus 
must move away from an emphasis on image to an emphasis on substance.” (Porter & Kramer, 2006, 
p. 91). 

In an article from 2011 Porter and Kramer further elaborates on the topic of CSV where 
they describe the problem of how organizations apply an outdated approach to value crea-
tion. They argue that organizations see value creation too narrowly, where they only focus 
on short-term financial performance while all too often ignoring the broader needs re-
quired for long-term success by stating: 

“How else could companies overlook the well-being of their customers, the depletion of natural re- 
sources vital to their businesses, the viability of key suppliers, or the economic distress of the com-
munities in which they produce and sell? How else could companies think that simply shifting ac-
tivities to locations with ever lower wages was a sustainable “solution” to competitive challenges?” 
(Porter & Kramer, 2011, p. 64) 

Porter and Kramer (2011) discuss CSV as a way to create both economic and social value 
by addressing the needs and challenges of society. They describe CSV not as social respon-
sibility, philanthropy or sustainability but as a new concept, which used correctly will result 
in economic success. Furthermore, Porter and Kramer (2011) argues that the purpose of 
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organizations need to be redefined as creating shared value, not merely profit generation 
and how CSV can explore and expand the relationship between social and economic value 
in a way that benefit both the company and the society. 

Porter and Kramer (2011) separates CSV from CSR by stating that: “CSR programs focus 
mostly on reputation and have only a limited connection to the business, making them hard to justify and 
maintain over the long run” (p. 76) and compare it to CSV by stating that: “In contrast, CSV is 
integral to a company’s profitability and competitive position. It leverages the unique resources and expertise 
of the company to create economic value by creating social value.” (Porter & Kramer, 2011, p. 76). 
This is further explained where they argue that CSR is separated from the business strategy 
and is a responsive approach, whereas CSV is an integral part of the strategy. Additionally, 
Porter and Kramer (2011) emphasize how CSV aims at utilizing an organization’s specific 
resources, skills and management capabilities in order to address and solve societal prob-
lems while simultaneously generate economic value.  

In summary, CSV might be applied to the concept of CSE in order to develop better un-
derstanding of how CSE can create shared value. Additionally, it might also be valuable 
when analyzing the perceived benefits from CSE both from a social and economic per-
spective.   
 
  



 

 
13 

3 Method & Data 
This section contains the researchers’ philosophical reflection, the research approach and the procedure to 
gathering and analyzing empirical data. Starting with the description of the philosophical assumptions fol-
lowed by a description of the method, a brief company profile and why this company is suitable to this study. 

3.1 Methodology 
The research philosophy is the underlying assumptions of how the researchers view the 
world and these philosophies will affect what method that is used to conduct the research 
(Saunders, Lewis & Thornhill, 2009). Within social research philosophy the two major par-
adigms are interpretivism and positivism (McLaughlin, 2007). Positivism is concerned with 
facts rather than impressions, with focus on quantifiable observations leading to statistical 
analysis (Saunders et al., 2009). Positivism is also referred to as the stance of the natural sci-
entist, using existing theory and developing a hypothesis that is later tested (Saunders et al., 
2009). As a result of the complex nature of social science, interpretivism was presented as 
an alternative framework to positivism (McLaughlin, 2007) in order to better understand 
differences among humans in their role as social actors, with focus on human beings and 
their behavior rather than quantifiable objects (Saunders et al., 2009). The interpretivism 
paradigm is concerned with the importance of understanding individuals’ view of the 
world, therefore, this paradigm is often aligned with a qualitative approach in order to an-
swer the research questions (Taylor, 2006). Additionally, applying the perspective of inter-
pretivism, theory will be continuously developed throughout the research process, whereas 
within the perspective of positivism theory takes the form of a predetermined hypothesis 
(Taylor, 2006). 

Two critical factors in order to properly answer the research questions within this thesis 
was to continuously develop theory throughout the research process and to foster under-
standing of the social actors and their values. Additionally, there was not a predetermined 
hypothesis, whereas in order to properly fulfill the purpose of this thesis and also to de-
velop adequate results for future research it was important to continuously develop theory 
and contribute with a broader result rather than a rejected or accepted hypothesis. Fur-
thermore, an interpretivist perspective is highly suitable for management and business stud-
ies (Saunders et al., 2009), due to these factors, the underlying philosophical assumption 
within this thesis was the interpretivist paradigm. 

After the philosophical assumption underlying the study is discussed, the adopted research 
approach is presented. One research approach is the deductive approach, which involves 
testing theory. Researchers develop a theory and a hypothesis, which is later tested by usu-
ally (but not exclusively) the collection of quantitative data (Saunders et al., 2009). Another 
research approach is the inductive approach, which involves theory building rather than 
theory testing. One of the strengths of the inductive approach is the development of an 
understanding of how humans apprehend their social surrounding (Saunders et al., 2009). 
The inductive approach starts with observation and then develops theory, this approach is 
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usually combined with a qualitative method in order to answer the research questions 
(Saunders et al., 2009). 

An alternative research approach is the abductive approach, which can start with a theory 
followed by an observation and then draw a conclusion about the observation that is con-
sistent with the theory (Dey, 2004). Or, it can start with an observation, develop a theory 
and present the result. What distinguishes abduction from induction is that theory is used 
together with observation, whereas the difference between abduction and deduction is that 
abduction suggests a possible interpretation rather than producing a logical conclusion 
(Dey, 2004). Abduction moves back and forth between theory building and data collection. 
Thus, when applying the abductive approach researchers interpret an event using a theo-
retical frame of reference. If the theory is good, it might contribute to new insights and 
help explain some aspects of the phenomenon that are under investigation (Dey, 2004).  

In this thesis a theoretical framework was created before the data collection begun, there-
fore, one can argue that some characteristics of the deductive approach were present. 
However, there was not a test to prove that this theoretical framework were an appropriate 
theory and the research was more towards the exploratory nature. Therefore, the research 
approach of this thesis was more towards an inductive than a deductive approach. How-
ever, Saunders, Lewis & Thornhill (2012) states that an abductive approach is suitable if 
components of both induction and deduction are present. Therefore, the research app-
roach of this thesis was abductive since a frame of reference was developed in combination 
with a continuous development of theory throughout the research process. This quote ac-
curately describes abduction and simultaneously clarifies why abduction was an appropriate 
approach for this thesis:  

“Abduction  is to move from a conception of something to a different, possibly more developed or 
deeper conception of it. This happens through our placing and interpreting the original ideas about 
the phenomenon in the frame of a new set of ideas.” (Danermark, Ekström, Jakobsen & 
Karlsson, 2002, p. 91).  

The interpretive paradigm is often combined with a small sample size and in-debt investi-
gation of qualitative nature (Saunders et al., 2009). When it comes to data collection, re-
search can be divided into either qualitative or quantitative research. Where quantitative re-
search focus on gathering statistical data from a smaller sample of a population in order to 
be able to draw generalized conclusions for the whole population (Iversen, 2004). Whereas 
qualitative research is aimed at describing how human beings behave, experience, under-
stand, interpret and produce the social world and developing this understanding is a major 
strength of qualitative research (Mason, 1996). Qualitative research emphasizes deep un-
derstanding of a specific phenomenon or a case (Sandelowski, 2004) and qualitative re-
search is appropriate in order to answer question such as “why” and “how” (Yin, 2013), 
which made it very appropriate for this thesis. 

To briefly summarize, the underlying philosophical assumption of the thesis was directed 
by the interpretivist paradigm due to its understanding of social actors and the continuous 
development of theory. Additionally, this lead the thesis into an abductive approach for 
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similar reasons; the use of a frame of reference while at the same time being able to de-
velop theory throughout the research process. This made it possible to contribute to new 
insights and explain some of the aspects that were under investigation. Finally, qualitative 
research suited the philosophical assumptions of this thesis and assisted in developing pro-
found understanding of the studied case and therefore helped to properly address the pur-
pose and research questions. 

3.2 Method 
In order to answer the research questions and fulfill the purpose of this study, a qualitative 
method of data collection was applied. As mentioned earlier, this was also an appropriate 
method considering the research philosophy and research approach of this thesis. 

3.2.1 Case Study 

A case study is appropriate in order to develop profound understanding of an organization 
(Eriksson & Kovalainen, 2010). Depending on the purpose of the research, scholars con-
ducting a case study in business studies can chose either to use an intensive or an extensive 
focus (Eriksson & Kovalainen, 2010). This thesis applied a case study with an intensive fo-
cus, since the purpose of this thesis was not to compare two different scenarios, which are 
the characteristics of an extensive case study (Eriksson & Kovalainen, 2010), but rather to 
develop profound understanding in one single case. Meaning that focus was on one case, 
where the case under investigation was unusual or rare, and not considered a problem but 
rather a key issue of research interest. Case studies in business research are often conducted 
in order to investigate issues that are either impossible or very difficult to understand by us-
ing quantitative research approaches, and the objective of the intensive case study is to un-
derstand the case by exploration (Eriksson & Kovalainen, 2010). 

Furthermore, the case study method is often used in research of exploratory nature (Saun-
ders et al., 2009), whereas Stake (1995) further emphasize the importance of how case 
study research primarily is used in order to develop understanding of one specific case ra-
ther than to generalize. Additionally, case studies are useful in order to answer questions 
such as “how” and “why” (Saunders et al., 2009). 

The exploratory nature of this study made a case study a suitable method. Additionally, the 
lack of research within the field of CSE made it appropriate to apply an intensive case 
study in order to develop further knowledge of CSE and also an understanding of how 
CSE could be used in practice to create long-term societal contribution. Saunders et al., 
(2009) further emphasizes the strength of the intensive case study in order to address an is-
sue that few have investigated before, which is the case of CSE.  

The company under study in this thesis is Telge Tillväxt. The company was started by the 
initiative from Telge Group in Södertälje. The goal with Telge Tillväxt was to reduce the 
youth unemployment in Södertälje by 50% and in order to accomplish this they had to 
generate revenue and collaborate with other businesses in the area. Stake (1995) emphasizes 
the importance that the case under study should allow the researcher to maximize what 
they can acquire in terms of knowledge. We argue that Telge Tillväxt suited our case study 
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and allowed us to acquire extensive knowledge since the organization was started with the 
intention to address a social issue, and the organization also had a clear social mission inter-
twined with business focus.  

3.2.1.1 Data Collection 

To develop an extensive frame of reference, develop broad knowledge and gather appro-
priate data related to the subject both electronic sources and the University Library of Jön-
köping have been used. Scopus, EBSCOhost, Google Scholar and SAGE Publications 
were used in order to gather peer-reviewed articles, academic journals, encyclopedias and 
handbooks. Whereas the University Library in Jönköping was used electronically to search 
for articles, academic journals and also to study handbooks in the library. Additionally, ref-
erences within articles found on above mentioned databases were used to find relevant ar-
ticles within the field.  Based on this we developed a frame of reference where the literature 
search focused on articles about social entrepreneurship, corporate entrepreneurship, cor-
porate social entrepreneurship and creating shared value. 

For the primary data source a meeting with Henric Wahlgren, an environment and sustain-
ability consultant at Wahlgren Affärskonsulter, was scheduled in order to brainstorm some 
ideas and to get assistance in finding a proper organization as a source for the primary data 
collection. After some brainstorming and additional research a contact was made with a 
few companies, where Telge Tillväxt was one of them. 

A meeting was scheduled with Ewert Sjöstrand, interim CEO of Telge Tillväxt. Before this 
meeting the intentions with this thesis was to write about Porter and Kramer’s (2011) con-
cept of creating shared value, whereas during and after a meeting an entrepreneurial mind-
set was identified at Telge Tillväxt. This notion of entrepreneurship in the organization was 
made even clearer when taking part of Telge Tillväxt’s business plan for the upcoming 
years. After this, research was conducted in the academic field of entrepreneurship, which 
led to social entrepreneurship, corporate entrepreneurship and finally CSE, which ended up 
as the topic of this thesis. 

Together with Telge Tillväxt primary data was collected using qualitative methods in order 
to answer the research questions of this thesis. 

3.2.1.2 Interviews 

The empirical data in this study was gathered from interviews and observations during a 
whole day at Telge Tillväxt. We did as many interviews as possible and we also spoke more 
freely to several of the supervisors and trainees in group in order to see what information 
they provided in a more relaxed setting, in order to gather as much empirical data as possi-
ble. Due to the interpretive nature of this study, we wanted to collect as much empirical da-
ta as possible and we also wanted to get several perspectives of the case, which we believe 
we did since we spoke to CEOs, supervisors and trainees.  

The CEO of the Telge Group has great knowledge of Telge Group and their values, mis-
sion and strategies, as well as the underlying factors for the start-up of Telge Tillväxt and of 
the financials. He also has some knowledge of the day-to-day activities, their clients and 
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general operations. Additionally, we spoke to the CEO of Telge Tillväxt, he also has similar 
knowledge but more focus on Telge Tillväxt’s specific practices and clients but also more 
knowledge about the trainees. He was also involved in the start-up of Telge Tillväxt, which 
made him a valuable source for information regarding changes throughout the business de-
velopment. We interviewed two supervisors and a total amount of three supervisors in 
group after the interviews. The supervisors have great knowledge of the practices con-
cerning the trainees and the daily operations. We interviewed two trainees in order to better 
understand the business from their perspective. The interviewees we chose provided us 
with great knowledge covering the whole spectrum from CEOs to trainees. Additionally, 
we needed clarification in regards to some of our findings, therefore, we had e-mail contact 
after the interviews and received more answers to complement our empirical findings. 

Table 3-1 Interviews 

Interviewee Position Duration Date Location 

Stefan Hollmark CEO Telge 
Group 

0:40:14 2015-04-13 Telge Group – Office 

Ewert Sjöstrand CEO Telge 
Tillväxt 

0:56:07 2015-04-13 Telge Tillväxt – Conference 
Room 

Peter Larsson Supervisor 1:00:02 2015-04-13 Telge Tillväxt – Office 

Tony Perä Supervisor 0:17:23 2015-04-13 Telge Tillväxt – Office 

Trainee 1 Trainee 0:15:43 2015-04-13 Telge Tillväxt – Office 

Trainee 2 Trainee 0:20:11 2015-04-13 Telge Tillväxt – Office 

Georg Yacoub Consulting 
Manager 

- 2015-04-20 E-mail conversation 

 

Interviews can be divided into two groups; standardized and non-standardized. Standard-
ized interviews are often used in combination with quantitative research whereas non-
standardized interviews are used in qualitative research and analyzed thereafter (Saunders et 
al., 2009). In this thesis the interviews to gather primary data were of the non-standardized 
nature since this suited the research philosophy very well, but it was also appropriate con-
sidering the research approach and the case study method. Non-standardized interviews in-
clude semi-structured and in-depth interviews; these are often successfully used in combi-
nation with a case study and if the case study’s purpose is to deeply investigate “how” and 
“why” (Saunders et al., 2009). Semi-structured interviews involve a more open conversa-
tion, compared to for example structured interviews, which often involves a questionnaire 
in order to record data. However, the interviewer does have a set of questions from the be-
ginning but the answers to these questions might generate new ones (Saunders et al., 2009). 
The in-depth interviews do not involve any predetermined questions, however, the re-
searcher knows what to explore and lets the interviewee talk freely about the topic (Saun-
ders et al., 2009). In research of exploratory nature, non-standardized interviews might help 
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generate new insights and help the process of developing profound understanding of the 
happenings within the business case (Saunders et al., 2009), which was very important in 
order to address the research questions of this thesis. Non-standardized interviews are 
good for letting the interviewees talk freely about the topic and this might give the re-
searcher a better understanding of the underlying behavior and beliefs among human be-
ings and might also generate new unexpected knowledge (Saunders et al., 2009). In this the-
sis non-standardized interviews were used, more specifically semi-structured interviews. 
Thus, this did in an effective manner generate the necessary, high quality primary data 
needed in order to address the purpose and the research questions within this thesis. This 
kind of interviews assisted in develop understanding of practices, values and beliefs within 
Telge Tillväxt. 

3.2.1.3 Observations 

In addition to the interviews we spent one day at Telge Tillväxt, observing how supervisors 
communicate to consultants and how they communicate between each other. This allowed 
us to develop a better understanding of how the supervisors dealt with the consultants but 
also how the diversity of the consultants affected the atmosphere at the workplace. This al-
so allowed us to put the information received from the interviews into context and actually 
observe actions and happenings described during the interviews. 

Table 3-2 Observations 

Location Telge Tillväxt Office - Södertälje 

Date April 13th, 2015 

Participating managers/supervisors 5 

Participating consultants 21 

Total number of participants 26 

3.2.1.4 Secondary Data – Use of Company Documents 

It is common that research projects using primary data collection methods also use com-
pany documents as secondary data (Saunders et al., 2009), this is especially common in a 
case study where the researchers study one specific organization. In addition to the inter-
views and observations we also used documents, which was received from Telge Tillväxt as 
a complement to the primary data. This also allowed us to see that the information from 
the interviews correspond to the information in the company documents. 

Table 3-3 Documents 

Name of Document Under Ytan: Telge Tillväxt – ett 
socioekonomiskt bokslut 

Affärsplan Telge Tillväxt 
2015-2017 

Type of Document Socioeconomic Statement Business Plan 

Authors Nilsson Lundmark, E. & Nils-
son, I. Telge Tillväxt AB 
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3.3 Data Analysis 
Through the analysis we moved from raw data and identified common themes from our 
findings and their relation to our frame of reference. The four-stage process in our analysis 
followed the process presented by Miles and Huberman (1994) and Glaser and Strauss 
(1967). 

Stage 1: First-order concepts. The process of our data analysis started with transcribing all in-
terviews and identifying similarities in the raw data. We divided these data into first-order con-
cepts. During the first stage we identified two general themes, which resulted in two separate 
First-order, second-order analysis figures (Figure 5-1 and Figure 5-2) as seen in the analysis sec-
tion of this thesis.   

Stage 2: Second-order themes. We searched for similarities among and between the first-order 
concepts and linked these findings to our frame of reference in order to strengthen our 
empirical findings with theory, this is presented as the second-order themes.  

Stage 3: Aggregate Dimension. In this stage we summarized our findings in one common 
theme, resulting in the aggregate dimensions, we labeled these dimensions Corporate Entre-
preneurship and Social Entrepreneurship by referring the earlier dimensions to existing lit-
erature. 

Stage 4: Cross-theory comparison. Here we identified the social dimension within social entre-
preneurship and the business dimension within corporate entrepreneurship, which we con-
nected both with our findings and existing literature in order to finally present the CSE 
Model. 

3.4 Trustworthiness 
To assure the readers of the research about its scientific nature, its quality and its trust-
worthiness are major challenges facing researchers who perform qualitative research 
(Eriksson & Kovalainen, 2008). Transparency is important in research, meaning that it is 
important to highlight the strengths and limitations of the study, this is achieved by adopt-
ing explicit evaluation criteria (Eriksson & Kovalainen, 2008). However, in order to direct 
the study in the right direction and to assure good quality Eriksson and Kovalainen (2008) 
emphasize on the importance of evaluating the research throughout the research process 
and not merely at the end of the project. One way of evaluating the qualitative data is by 
applying the four criteria introduced by Lincoln and Guba (1985); credibility, transferabil-
ity, dependability and conformability. 

Credibility is discussed by Merriam (2009) as to what extent the empirical findings of a study 
reflect reality, according to Lincoln and Guba (1985) the most important factor in order to 
establish trustworthiness is to ensure credibility. Shenton (2004) argues for the importance 
of giving participants of the interviews the alternative to refuse to take part. According to 
Shenton (2004) the result of this is that only participants who are comfortable and genu-
inely willing to take part offer data more freely than those who are not comfortable with 
the interview. All interviewees participated voluntarily and we made sure that there were 



 

 
20 

friendly conversations at the beginning of each interview, for the interviewee to feel com-
fortable. Additionally, we made sure that if they felt uncomfortable or did not want to an-
swer a specific question they were free do refuse or to leave the interview without any 
questions from us. 

Transferability is the second criteria, which is discussed by Merriam (2009) as to what extent 
the findings of a study can be applied to other situations and other studies. Shenton (2004) 
argues that it is impossible to demonstrate that the findings from a qualitative study are ap-
plicable to other situations and populations, since the project is specific to a small sample. 
Instead, Eriksson and Kovalainen (2008) describes that the aim of a case study is rather to 
demonstrate why the single case is unique, critical or extreme in itself, whereas the unique-
ness of a case is dependent on the suitability of the study. 

Dependability is the third criteria and Shenton (2004) stress the importance of presenting 
how the study is conducted in detail in order to enable future researchers to repeat the 
work. Also, to make sure that proper research practices have been followed. This was done 
through the Method chapter of this thesis and also addressed in the Discussion. Shenton 
(2004) state that one way to make sure that reliability is addressed through dependability is 
by having sections discussing the following: “the research design and its implementation,” the oper-
ational detail of data gathering” and “reflective appraisal of the project” (Shenton, 2004, pp. 71-72), 
which was done in this thesis in the Method and Data, Empirical Findings and the Discus-
sion chapter respectively. 

Confirmability is described by Shenton (2004) as the researchers’ ability to be objective 
throughout the research process, where it is important to ensure that the findings are not 
the preferences and characteristics of the researcher but the ideas and experiences by the 
informant. Patton (2015) recognizes that it is difficult to guarantee real objectivity in quali-
tative research since it is humans who write the interview questions and conduct the inter-
views, therefore, the research will have the researchers’ biases to some extent. However, in 
order to minimize researchers’ bias the methods adopted should be acknowledged and also 
the underpinning decisions explained (Shenton, 2004). Additionally, different approaches 
should be discussed and reasons should be presented for favoring one approach and weak-
nesses should be recognized.  
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4 Empirical Findings 
This section of the thesis presents the empirical data collected during the research starting with a presentation 
of Telge Group and Telge Tillväxt. Additionally, findings about trainees and clients will be presented as 
well as opportunities and challenges facing Telge Tillväxt as discussed by interviewees.  

“You need to be brave, you need to go against the current and try new things, we cannot afford to do as eve-
ryone else” 

- Stefan Hollmark, personal communication, 2015-04-13. 

4.1 Telge Group 
The municipality of Södertälje owns Telge Group and it is composed of the parent compa-
ny Telge AB and its 21 different subsidiaries (Telge Group, 2015a). Telge Group has a wide 
variety of services, from housing and construction to staffing and employment services, 
and has its operations locally, nationally and internationally (Telge Group, 2015a). The mis-
sion of Telge Group is composed by four objectives: offer good services to people in 
Södertälje, contribute to a more attractive Södertälje, deliver economic surplus to the mu-
nicipally, and within the different industries acting as a contender and stimulate competi-
tion (Telge Group, 2015a). 

4.1.1 The Spirit of Social Responsibility in Telge Group 

Social commitment permeates all of Telge Groups business and subsidiaries. It has become 
a natural way of building all their activities around social commitment and places them at 
the forefront when it comes to social commitment and engagement in Södertälje. At Telge 
Group, there is nothing wrong with generating profit and at the same time taking responsi-
bility for the development of the community. Instead, they see social responsibility and sus-
tainability as an integral part of the development of the business as well as at the core of 
the business idea (Telge Group, 2014a). Hence, the social commitment is at the core of 
Telge Groups’ vision, a vision that applies to all its subsidiaries and states that: “We combine 
business and social benefit, and together we change the worldview” (Stefan Hollmark, personal com-
munications, 2015-04-13). 

4.1.2 Different Ways of Acting Responsibly 

Telge Groups mission is to make it better, easier and funnier to live and act in 
tälje.  Stefan Hollmark states that they exist because of their community engagement, they 
want to make Södertälje more attractive and sustainable (Personal communications, 2015-
04-13). In line with their mission, Telge Group is working actively to have a positive impact 
on society and the environment. As for the environmental aspect, all of Telge Group, in-
cluding all subsidiaries are ISO 14001 certified. Their environmental policy concerns a con-
tinuous work towards decreased emissions from their operations and more efficient use of 
resources. Their commitment to decrease their environmental impact started already in 
1978 when they engaged in the development of applied solar power and has since then ap-
plied an entrepreneurial mindset to continue tackle various environmental issues (Telge 
Group, 2014a). An example of what they have been able to achieve through their entrepre-
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neurial efforts and focus on the environment is the completely unique recycling facility in 
Hölö outside Södertälje. The recycling facility transforms sewage water into nutritious ferti-
lizer, which is to be returned to the farmlands (Telge Group, 2014b). 

In concern to the social commitment undertaken by Telge Group, they are actively work-
ing to create a better environment for the inhabitants of the municipality. The municipality 
faces high unemployment rates, especially among young people, and a high proportion of 
the inhabitants are immigrants or from minority groups, the municipality is highly segregat-
ed (Stefan Hollmark, personal communications, 2015-04-13). These are large problems, 
bringing about a lot of bad publicity to the city, which neither the municipality nor Ar-
betsförmedlingen1 (AF) has been able to solve properly. As Telge Group recognizes their 
role in society, they have taken upon themselves to try to tackle these issues through a set 
of different activities. Two of the most successful ones are the subsidiaries Telge Tillväxt 
and Telge Hovsjö, in which both businesses are built around bringing together people from 
different cultural backgrounds and help the ones in difficult situations to get a chance to 
participate in the labor market and in the community to a larger extent. 

4.1.3 Combining Business with Social Responsibility and Long-Term 
Commitment 

A common strategy found throughout Telge Group’s activities is the purpose to combine 
business with social benefit and the aim for long-term solutions. Stefan Hollmark explains 
the reasons behind these strategies as essential parts to be able to solve the issues faced. By 
combining business with social benefit Telge Group has the ability to achieve greater im-
pact in the sense that the subsidiary or business activity can support itself and hence last 
longer (Personal communication, 2015-04-13). Instead of funding projects, which often 
ends when the funding stops, having a business with a social mission that supports itself 
extends the time it exists as well as attracts more parties that can get involved as the busi-
ness grows. This is also the reason for the aim of long-term solutions because when the 
funding of particular projects stops and when the money allocated is spent, the project 
stops. However, the problem keep on existing (Telge Group, 2014b). By aiming for a long-
term alternative, the greater the chance is to overcome the problem. The core values of 
Telge Group, stated by Stefan Hollmark as being personal, simple, open and brave, play a 
big role in the decision of strategy (Personal communication, 2015-04-13). Both Stefan 
Hollmark and Ewert Sjöstrand point out being brave as the single most important aspect of 
the success in the social benefit achieved through their activities, especially in Telge Tillväxt 
(Stefan Hollmark & Ewert Sjöstrand, personal communications, 2015-04-13). 

  

                                                
1 Swedish Employment Agency 
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4.2 Telge Tillväxt 
”Actually our role in society is two-fold, one perspective is that we are cleaning up the streets of Södertälje 
and our consultants are often praised for doing a good job. And maybe the most important part, we are 

helping young adults to get off the streets. There are areas here in Södertälje that are pretty exposed to gang 
activity and other criminal activities and a lot of our trainees are from these areas. Not everyone of course, 

but some are. There is a major risk that these people end up in criminality and if we can get these people in-
tegrated in the labor force and get them to pay taxes is a major achievement.” 

- Peter Larsson, personal communication, 2014-04-13. 

Telge Tillväxt is a subsidiary to Telge Group and is located in Södertälje in Sweden. Ac-
cording to Stefan Hollmark (personal communication, 2015-04-13), Telge Group had back 
in 2010 three different initiatives in order to address social problems in Södertälje: Telge 
PEAB, Manpower Telge Jobbstart and Telge Sommar. Telge PEAB was an initiatives they 
started with the construction company PEAB because they noticed that too few apart-
ments were built in Södertälje, so they cooperated with PEAB and hired unemployed im-
migrants within Södertälje to build more apartments (Stefan Hollmark, personal communi-
cation, 2015-04-13). Telge PEAB has since then been sold to PEAB. The second initiative, 
Manpower Telge Jobbstart, was a collaboration with Telge and the employment agency 
Manpower, it focused on long-term unemployed people and refugees in Södertälje, this was 
a new business model for Sweden, whereas different companies have adopted this business 
model since then (Stefan Hollmark, personal communication, 2015-04-13). Telge Group 
has now sold their 50% share of the company to Manpower. 

The third initiative was Telge Sommar. Ewert Sjöstrand received ten million SEK from the 
former CEO of Telge Group, with the intention to address the issues of unemployed 
young adults within Södertälje (Ewert Sjöstrand, personal communication, 2015-04-13). 
They created Telge Sommar, which was a short-term project, aimed at hiring unemployed 
young adults to do external maintenance2 in Södertälje. Initially this project was going to 
end after the summer, but it got extended two extra months at a time until they realized 
that they could turn it into an organization that would be able to sustain itself. In the spring 
of 2011 Telge Tillväxt was created by a unique co-operation between Telge Group, Scania, 
SPP, Mekonomen, Folksam, Manpower, KF and PEAB (Nilsson Lundmark & Nilsson, 
2013). “There is a background for this initiative [Telge Tillväxt](…) This one appeared because we saw 
that in Sweden generally there is a high unemployment of young adults and especially in Södertälje (…) we 
tried to solve this in a different way because we did not think that Arbetsförmedlingen did a good enough 
job” (Stefan Hollmark, personal communication, 2015-04-13), which Ewert Sjöstrand also 
explains, “We saw that we could do something for the unemployed young adults here in Södertälje” and 
continuous “There were also evident problems with the general condition of the municipality that these 
young adults could be used to solve” (Personal communication, 2015-04-13). They recruited an 
external CEO for the first three years, which have now been replaced by Ewert Sjöstrand 
who earlier had a position within Telge Group (Ewert Sjöstrand, personal communication, 

                                                
2 Referred to as ”gröntjänst” in Swedish 
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2015-04-13). However, Stefan Hollmark also stressed the need for the economical side of it 
by stating:  

“The requirement on the last CEO for Telge Tillväxt was not only to help people get jobs but also 
make money to get the company to run by itself. Usually it’s Arbetsförmedlingen and the govern-
ment who goes in with a bag of money for a project, to make something good with, and when the 
money is used up the project disappears. So we made this into a company to be able to keep this 
running and sustain itself for the long-term” (Stefan Hollmark, personal communication, 
2015-04-13) 

The following goals were created for Telge Tillväxt (Nilsson Lundmark & Nilsson, 2013): 

• Within three years help to decrease the unemployment of young adults in Södertälje 
by 50 percent and put 600 young adults into work. 

• Create a national debate about how unemployment of young adults could be low-
ered and show new solutions. 

• Turn Södertälje into an innovative society where new exciting solutions and crea-
tion of unconventional co-operations and new businesses develops with the direct 
aim of lowering the unemployment of young adults. 

• Show that it is possible to create a venture addressing young adults in a commercial 
and long-term way. 

The idea of the company’s activities is to employ unemployed young adults within Söder-
tälje. The unemployed young adults whom Telge Tillväxt employ will be referred to as 
trainees in this thesis. The trainees will be trained by Telge Tillväxt and then be available 
for hire to companies within Södertälje and Stockholm, these companies will be referred to 
as clients. Telge Tillväxt assist their trainees with coaching, training and education that in-
crease the chance to get employment and drive up their self-esteem. The main purpose is 
that the trainees increase their experience, knowledge and networks that will lead to future 
employment or further studies (Nilsson Lundmark & Nilsson, 2013). 

4.2.1 Social Responsibility at Telge Tillväxt 

“We sell hope, hope of a life without Arbetsförmedlingen, Försäkringskassan and livelihood support. To 
make it on your own and being independent, that is what we are trying to prepare them for and what we are 
trying to help them become. Because the very, very most of them want to become this. For us it is important 
to give these people a chance, because most of the time they come here with the mindset that, I will fail any-
way so it does not matter what I do. That is why it is important that we are patient and show them that 

this is not the case. That is our most important task”  

- Ewert Sjöstrand, personal communication, 2015-04-13. 

Officially Telge Tillväxt follows the same vision as the whole Telge Group, “We combine 
business and social benefit, and together we change the worldview” (Stefan Hollmark, personal com-
munication, 2015-04-13). However, an internal, unofficial, vision exists within Telge 
Tillväxt, which they are working towards and that is to reduce the youth unemployment 
with 50% in Södertälje (Telge Tillväxt, 2015). The internal vision of Telge Tillväxt and the 
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purpose of the subsidiary is based on the apparent problem with youth unemployment in 
the city and the lack of responsible parties within the municipality to tackle it. Hence, based 
on this vision Telge Tillväxt was created. Ewert Sjöstrand clearly points out the problem of 
youth unemployment and the lack of progress in fighting it as the foundation of this vision 
and the whole subsidiary. They had a belief that they could contribute in a good way and 
saw an opportunity in how to tackle this issue in a sustainable way through business prac-
tices: 

“I did an investigation in different projects in Södertörn and found 25 to 30, but none of them to-
wards the youth (…) we saw an obvious problem, there were unemployed young adults (…) so the 
easiest way was to do something about it ourselves, right away” (Ewert Sjöstrand, personal 
communication, 2015-04-13). 

The mission of Telge Tillväxt is to create a debate of how the issue of youth unemploy-
ment can be solved and present new solutions, as well as encourage companies to take their 
social responsibility (Telge Tillväxt, 2014). To create this debate, Telge Tillväxt offers a 
completely unique approach to youth unemployment; in collaboration with businesses. 
This has proven to be a successful approach as many municipalities have expressed their 
wish to start something similar (Ewert Sjöstrand, personal communication, 2015-04-13). 
The model has also been praised by the Swedish government, which states that this initia-
tive most likely will help reduce youth unemployment in Sweden (Telge Tillväxt, 2015). 

In order to pursue the vision and accomplish the mission, Telge Tillväxt has changed their 
way of approaching possible clients. When Telge Tillväxt started, there were a lot of em-
phasis on how to generate awareness, according to Stefan Hollmark (Personal communica-
tion, 2015-04-13). As Telge Tillväxt became more recognized, they have modified the ap-
proach to an even greater focus on doing social good. Ewert Sjöstrand explains it as they 
now are selling hope to both young unemployed and companies wanting to do good (Per-
sonal communications, 2015-04-13). However, the selling profile adapted in the beginning 
is now starting to pay off, companies are starting to approach Telge Tillväxt, asking for 
their services since the awareness of their business has increased. Stefan Hollmark de-
scribes it as a move away from push-strategies towards pull-strategies, and as they have be-
come more well-known and the interest in social responsibility by companies increases, 
they can “touch them by the heart”, hence increase the benefits for both parties (Personal 
communication, 2015-04-13). In line with the long-term perspective the whole Telge 
Group applies and the increased awareness of the issue of youth unemployment, Telge 
Tillväxt has now increased the focus on collaborations rather than shorter employment of 
their trainees. This brings about greater possibilities of reaching the goals of the company 
to put 150-200 young unemployed to work since it guarantees more opportunities with the 
collaborating partners. These partners are often companies with well-developed CSR-
strategies or a clear social profile on their activities, but Telge Tillväxt wants to engage all 
kinds of organizations in the municipality (Ewert Sjöstrand, personal communication, 
2015-04-13). 
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4.3 Trainees 
”Telge Tillväxt is working, approximately 70% of the trainees who come here either move on to full-

employment somewhere else or they start studying after they’re done here.” 

- Peter Larsson, personal communication, 2015-04-13. 

Trainee 1 is of Swedish descent and has experience from seasonal work within sport coach-
ing both in Sweden and internationally, after one season spent abroad coaching, Trainee 1 
came back to Sweden and ended up unemployed. After three months, contact was made 
with Telge Tillväxt where Trainee 1 attended a recruitment meeting and got the approval to 
start working at Telge Tillväxt. When the internship came to an end and the evaluation was 
to be made Trainee 1 was offered temporary work at Telge Bostäder, we met with the 
trainee right after he had returned to Telge Tillväxt. 

Trainee 2 tells another story, born in Sweden with parents from the Middle East, the train-
ee started working for a large hardware store after graduating from high school but ended 
up as unemployed and turned to AF and got assistance in getting in contact with Telge 
Tillväxt and has now been working with external maintenance for a few months. 

During our observations and interactions with trainees and supervisors we learned about 
the diversity at Telge Tillväxt, both regarding supervisors’ backgrounds but especially the 
diversity among the trainees. The above mentioned stories are just two stories out of many, 
we were told stories featuring success, tragedy and everything in between.  

4.3.1 Recruitment of Trainees 

Trainees have to be between 18-24 years old, and they need to have been active job appli-
cants at AF for at least three months, additionally, they need to be a part of the AF’s pro-
gram job guarantee for young adults3 (Telge Tillväxt, 2014; Peter Larsson, personal communica-
tion, 2015-04-13). 

After three months of unemployment the young adults are called into a recruitment meet-
ing in order to discuss the opportunity to work at Telge Tillväxt. The candidates who are 
interested in working at Telge Tillväxt are scheduled for an individual interview and receive 
immediate notice if they are to be offered a trainee position at Telge Tillväxt (Telge 
Tillväxt, 2014; Peter Larsson, personal communication, 2015-04-13) 

The trainees who are approved to start working at Telge Tillväxt start their employment 
with an internship for six weeks. One purpose with this internship is to prepare the trainees 
for the tasks and procedures involved when working at Telge Tillväxt and also to get to 
know supervisors and colleagues. The trainees meet with a job coach, where they discuss 
how to write a proper CV and an individual action plan is developed in terms of required 
training, appealing jobs and other activities. Additionally, during this period it is decided 
whether the trainee has the proper motivation to work at Telge Tillväxt in order to develop 
personally but also to be able to manage the tasks at hand.  (Telge Tillväxt, 2014; Peter 

                                                
3 Jobbgaranti för ungdomar (UGA) in Swedish. 
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Larsson, personal communication, 2015-04-13; Tony Perä, personal communication, 2015-
04-13). 

If the trainee is successfully completing the internship he or she is offered employment 
during maximum one year, with contract signed quarterly. During this time the develop-
ment of the trainee is evaluated and Telge Tillväxt try to match trainees towards different 
projects or temporary employment offered by the organization’s clients (Telge Tillväxt, 
2014; Peter Larsson, personal communication, 2015-04-13). 

4.3.2 Tasks for Trainees 

At Telge Tillväxt the trainees are undertaking duties within external maintenance for the 
municipality of Södertälje, which includes cleaning of public areas, mow lawns, minor 
painting services and other smaller projects. Additionally, other organizations within Telge 
Group hire the trainees for similar services that do not require specific expertise. The train-
ees are at work between 07.00-14.00 Monday, Tuesday, Thursday and Friday (Telge 
Tillväxt, 2014; Peter Larsson, personal communication, 2015-04-13; Tony Perä, personal 
communication, 2015-04-13). 

In addition to working at Telge Tillväxt the trainees have the chance to be employed exter-
nally on project basis or temporary/seasonal employment at one of Telge Tillväxt’s clients 
(Telge Tillväxt, 2014; Tony Perä, personal communication, 2015-04-13). For example Sca-
nia hire trainees to work in production and to operate forklifts, further, Mekonomen have 
hired trainees to shift tires and other simpler tasks. 

4.3.3 Competence Development of Trainees 

One major objective with Telge Tillväxt is to prepare young adults for their working life, 
not everyone is willing to attend university, and some have not finished high school. Many 
young adults want to start working and soon face the problem that they lack the contact 
network, the experience or the knowledge of how to write a proper cover letter and CV in 
order to get a job (Peter Larsson, personal communication, 2015-04-13). 

One core idea of Telge Tillväxt is to offer young adults work experience required for per-
sonal development but also in order for the trainees to add extra experience to their CV. 
Additionally, specific training is offered for the trainees in order to make them more com-
petitive. The development of trainees can be divided into three main categories: 

1. Work experience 
2. Job coaching 
3. Preparatory training 

Through work experience the trainees are taught work ethics, how important it is to be at 
work on time and while at work to do the assigned tasks effectively and successfully. Ac-
cording to Peter Larsson (personal communication, 2015-04-13), this is where major de-
velopment is recognized among the trainees and this is also where coaching is extremely 
important. Many of the trainees do not have any working experience and lack the 
knowledge of how to behave at a workplace, this is one field of focus when it comes to 
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competence development. Telge Tillväxt strives toward preparing all their trainees for a 
working life and this is done partly through giving them opportunities for work and coach-
ing. 

Peter Larsson (personal communication, 2015-04-13) told a story about a trainee who 
worked at Telge Tillväxt. The trainee has Asperger’s syndrome and was extremely quiet, 
shy and had low self-esteem when he first came to Telge Tillväxt, he was like a closed shell. 
He could be sitting in the car quiet and all of a sudden he just screamed, further, due to co-
ordination difficulties he was unable to get a driving license. After a while, he got a chain-
saw certificate and got into working at Telge Tillväxt. He was employed at Telge Tillväxt 
for about a year, where he did tremendous development, always on time and doing a great 
job. One day, Peter Larsson told us, an old colleague called and asked for a trainee that 
could be temporary hired at the ice hockey arena, Axa Sport’s Centre. So Telge Tillväxt 
recommended the trainee with Asperger’s due to his excellent work ethics. Today, he is 
driving the ice-resurfacer at Axa Sport’s Centre. Who could have imagined this when he 
first got to Telge Tillväxt, Peter Larsson adds, this shell who first came here has now 
opened up and is a full-time employee driving the ice-resurfacer in front of a sold out are-
na! 

Another part of the competence development at Telge Tillväxt is the job coaching. On 
Wednesdays the trainees are applying for jobs, practice writing CVs and cover letters. They 
also have the possibility to practice on interviews together with an external job coach. This 
activity is compulsory and AF finances the job coach (Peter Larsson, personal communica-
tion, 2015-04-13). 

The importance of job coaching is reflected both in Trainee 2’s explanation of how it has 
been of great help in order to both properly write a CV and cover letter but also how to 
prepare for job interviews. Peter Larsson further stated how some trainees have no idea 
how to write these documents nor how to behave on job interviews (personal communica-
tion, 2015-04-13). 

The last part is preparatory training, this is the possibility for the trainees to attend different 
courses offered for free through collaboration between Telge Tillväxt and AF. Some ex-
amples are different chainsaw certificates, forklift license and recently a CNC operator 
course. These courses make the trainees more competitive and they also give the trainee 
more to choose from when applying for jobs (Peter Larsson, personal communication, 
2015-04-13). 

4.4 Clients 
Telge Tillväxt offer their services to organizations that need workers and/or want to take 
their social responsibility as an actor within the municipality of Södertälje in terms of hiring 
unemployed young adults and to help these people to develop work experience and earn an 
income (Telge Tillväxt, 2014). As mentioned earlier, these organizations will be referred to 
as clients. The clients are divided into three main groups, which are co-owners, business 
partners and occasional clients. 
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4.4.1 Co-Owners 

The co-owners are Scania, Coop, Sodexo, Peab, SPP, Mekonomen and Folksam. These 
companies own 1% each of Telge Tillväxt, and Telge Group owns the rest of the company 
(Ewert Sjöstrand, personal communication, 2015-04-20). The co-owners all have members 
on the board of directors of the Telge Tillväxt. These co-owners represent a vast amount 
of the employment of trainees from Telge Tillväxt. Scania, together with their employment 
agency Randstad, are the major contributor when it comes to hiring trainees both in long-
term but also for seasonal work and shorter periods (Peter Larsson, personal communica-
tion, 2015-04-13). 

4.4.2 Business Partners 

Business partners are defined as the companies that hire Telge Tillväxt’s trainees on regular 
basis, this is often seasonal work in order to meet the demand for labor during summers 
and holidays. A local ICA store and Schmidts Mark & Trädgård are two examples of busi-
ness partners (Georg Yacoub, personal communication, 2015-04-20). Additionally, Sodexo 
used to be a business partner but has now replaced Manpower as a co-owner (Telge 
Tillväxt, 2015). 

4.4.3 Occasional Clients 

Occasional clients are referred to as companies that have hired Telge Tillväxt’s trainees one 
or a few times, but are not hiring trainees on a regular basis. Folkpool, Axa Sport’s Centre, 
Meca bildelar, Puustelli and Klang Market are some of the occasional clients. The trainees 
have been employed by these clients as seasonal workers or in order to cover for increased 
demand for the clients’ services during a shorter amount of time (Georg Yacoub, personal 
communication, 2015-04-20; Peter Larsson, personal communication, 2015-04-13). 

4.5 Opportunities for Telge Tillväxt 
“There is a positive connotation to the name Telge Tillväxt, it has become a famous brand!”  

- Stefan Hollmark, 2015 

During our interviews and observations at Telge Tillväxt we have realized how large the 
impact of Telge Tillväxt’s activities are in Södertälje. The impact can be seen on individuals, 
such as the trainees who get a job and training in order to start their professional careers or 
to move on to studies. Additionally, even though the youth unemployment rate in Söder-
tälje is relatively high, Telge Tillväxt’s activities result in that approximately 70% of the 
young adults that they employ leave Telge Tillväxt for either another job or for studies, and 
the 30% who go elsewhere have still developed personally during their time at Telge 
Tillväxt (Telge Tillväxt, 2014). From our interviews we identified three main opportunities, 
these opportunities are divided into themes and labeled as they were described, from most 
to least mentioned: 

1. Expansion (Stefan, Peter, Ewert, Tony)  
2. Trend (Stefan, Ewert, Peter) and increasing revenues (Peter, Stefan, Ewert) 
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Expansion in this aspect refers to the opportunities for Telge Tillväxt to broaden their 
business activities and being able to employ more young adults. Peter Larsson discuss the 
idea to have consultancy services for other municipalities or parties who are interested in 
Telge Tillväxt’s successful business activities:  

“And we could help other municipalities in developing a similar concept, maybe that we could work 
as consultants ourselves in this process. We have had a lot of politicians and other people with high 
influence here to study our business. People are talking about Telge Tillväxt because it works. We 
do not have any secrets, we need to educate others in applying this model because it is for the well-
being for society as a whole. (Peter Larsson, personal communication, 2015-04-13) 

The opportunity to reach out to even more potential trainees is stated by Stefan Hollmark 
“now we want to increase the age span from 18-24 to 18-29, so that is how we will make it [Telge 
Tillväxt] broader” (personal communication, 2015-04-13). Tony Perä further expands on this 
increase of age span by stating “this is something we have started to look more into, to get a good 
mix” (personal communication, 2015-04-13). The other aspect of expansion is to have 
trainees working in other business areas, such as in schools, nursery schools and hospitality. 
One example where Telge Tillväxt has addressed the increased demand from hospitality is 
through the PlaymÄkers project started by the municipality. “Their [PlaymÄkers] idea is that 
young adults come to nursery homes and help elderly to use new technology, such as tablets and 
smartphones” (Peter Larsson, personal communication, 2014-04-13). Peter Larsson contin-
ues, “This is very appreciated, the elderly both get to meet young people and learn how to use new technolo-
gy” (personal communication, 2015-04-13). Peter Larsson also mentioned the need for sub-
stitute preschool teachers and individual support for kids in school as alternative business 
areas where Telge Tillväxt’s trainees could be, not only of great use, but also gain much 
needed personal development (personal communication, 2015-04-13). Ewert Sjöstrand fur-
ther emphasizes the demand for personnel within hospitality: “As an example, within hospitali-
ty there are many opportunities and that is something we are looking into” (personal communication, 
2015-04-13). Both Ewert Sjöstrand and Peter Larsson mentioned the importance of having 
young adults who are mature when it comes to working in hospitality or in schools (per-
sonal communication, 2015-04-13). This goes hand in hand with the intention to increase 
the age span of their trainees and results in a greater mix of people that can fit for such po-
sitions. By having young adults that are more mature, the possibility of having activities 
such as night patrols and being present in exposed areas of the city increases. The trainees 
of Telge Tillväxt are often familiar with these areas and can easily relate to the people and 
will act as a calming presence on the streets (Ewert Sjöstrand, personal communications, 
2015-04-13). 

Another reoccurring theme is trend, in this aspect trend refers to the increased use of CSR 
strategies as a concept for organizations in order take their social responsibility. This is an 
important factor for Telge Tillväxt, as described by Ewert Sjöstrand (personal communica-
tion, 2015-04-13) who mentions that CSR was not a common part of many businesses in 
Södertälje at the time when Telge Tillväxt started. Stefan Hollmark further emphasizes this 
trend “there is a pressure from the society and larger corporations want to contribute to the society” (per-
sonal communication, 2015-04-13). Additionally, Ewert Sjöstrand said that “I believe that 
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companies have started to realize that CSR is more than merely philanthropic activities” and continues 
“people are starting to realize that they have to do something actively in order to label their company as a 
CSR company and in order to feel that you really take responsibility” (personal communication, 
2015-04-13). Ewert Sjöstrand (personal communication, 2015-04-13) continues where he 
states that many of Telge Tillväxt’s co-owners and business partners are companies with in-
terest in the greater good for the local society, i.e. Södertälje. These companies, he contin-
ues, often have some kind of CSR profile, which is something Telge Tillväxt is targeting 
when it comes to making new business partners. Evidence of why this trend is an oppor-
tunity comes from two examples brought up during our interview with Ewert Sjöstrand, 
where he first mentions how Sodexo has a CSR profile, thus, they see the extra benefits in 
hiring trainees from Telge Tillväxt. Additionally, Sodexo has now become a co-owner (per-
sonal communication, 2015-04-13). The second example is another large company, who re-
cently has begun to realize the importance of being socially responsible, and is at the mo-
ment in negotiations about a collaboration involving the use of Telge Tillväxt’s trainees. He 
says that “this company has realized that they are not an isolated unit, but a part of society, and these are 
the kind of business partners we are looking for” (Ewert Sjöstrand, personal communication, 
2015-04-13). 

During the interviews it became apparent that Telge Tillväxt have opportunities to increase 
the revenues and especially their revenue streams, particularly from the above mentioned 
trend and expansion opportunities. As of now, Telge Tillväxt do not have that many reve-
nue streams, the largest is from clients hiring Telge Tillväxt’s trainees on contract basis. As 
Peter Larsson explains, “...we could help other municipalities in developing a similar concept, maybe 
that we could work as consultants ourselves in this process”, which would lead to a revenue stream 
not tied directly to the renting of trainees. Stefan Hollmark discusses the opportunity of ad-
justing the business model in terms of how they charge their clients. As of now, clients of 
Telge Tillväxt can rent trainees as long as they need and during this time acquire them (em-
ploy full-time) whenever they want free of charge. Instead, Stefan mentions two different 
possibilities:  

“When we rent out a trainee that the company is satisfied with and want to hire the person as 
their own, they have to pay Telge Tillväxt a fixed fee for it. They can hire them tomorrow but have 
to pay for example 10000 SEK if they want them from day one. Another option is to set a fixed 
duration, for example hire them through us for three months, so we are assured money for this 
whole period (Stefan Hollmark, personal communications, 2015-04-13).	   

Ewert Sjöstrand also mentions an opportunity that can be related both to the trend with an 
increasing concern for social contribution among companies and Telge Tillväxt’s mission 
to increase the awareness of social responsibility from companies in the community. He 
talks about the engagement from some of the co-owners of Telge Tillväxt as well as busi-
nesses in general in the city, and their contribution, “I expect more from our co-owners, more en-
gagement, but also from businesses in general in Södertälje” (Ewert Sjöstrand, personal communica-
tion, 2015-04-13). Telge Tillväxt still has some passive co-owners that could take much 
more responsibility and contribute more to fight unemployment (Ewert Sjöstrand, personal 
communication, 2014-04-13). 
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4.6 Challenges for Telge Tillväxt 
Even though the operations of Telge Tillväxt are considered a success and have gained a 
lot of attention throughout the country, it still exists obstacles to overcome. From our find-
ings we identified three main challenges for Telge Tillväxt. We sort the challenges from 
most to least mentioned: 

1. Trainee selection (Ewert, Peter, Stefan) and quality of trainees (Stefan, Peter, Ew-
ert) 

2. Funding (Stefan, Ewert) 

One reoccurring challenge during the interviews was how to find, and how to select train-
ees in the recruitment process. Ewert Sjöstrand mentioned the issue where the administra-
tors at AF do not have all the information about Telge Tillväxt, therefore, they provide the 
young adults with inaccurate information: “sometimes it is difficult to find young adults who wants 
to work for us when the administrator at Arbetsförmedlingen provide them with inaccurate information. 
Therefore, the young adults might not get the picture right and not show up” (personal communication, 
2015-04-13). Another problem regarding the trainee selection is to find young adults who 
are motivated to work, this is often a problem during the summer when there is high de-
mand for Telge Tillväxt’s services: “At times it is difficult to find people who want to work. Especial-
ly during the summer because they want to be free at this time, which is problematic because during the 
summer we need personnel” (Peter Larsson, personal communication, 2015-04-13). Ewert 
Sjöstrand also reflects upon this issue: “we do not have any special requirements when it comes to re-
cruiting young adults, but there has to be some kind of motivation to work, but a lot of people lack this mo-
tivation” (personal communication, 2015-04-13). Additionally, Stefan Hollmark also discuss-
es how it can be difficult to find, and also decide how many young adults to employ at 
Telge Tillväxt (personal communication, 2014-04-13). Ewert Sjöstrand (personal commu-
nication, 2015-04-13) further elaborates on this challenge where he discusses who to em-
ploy and how many Telge Tillväxt can help. As of now, approximately 70% of the young 
adults continue to studies or work after their time at Telge Tillväxt, but this is a number 
that could be increased if they only take in people already close to the labor market. How-
ever, by doing that, he continuous, Telge Tillväxt would overlook persons who really need 
the help and instead take on a role more suiting AF or regular employment agencies. But 
by only take in the ones that are furthest away from the labor market will result in longer 
employments at Telge Tillväxt and fewer that can pass through each year. 

“We would prefer employing people who are further away from the labor market and maybe let 
them work at Telge Tillväxt for a longer time in order to assist them in getting closer to the labor 
market. (...) However, this would not allow us to take in as many young adults as we do today 
but maybe this would be better for the society” (Ewert Sjöstrand, personal communication, 
2014-04-13). 

Therefore, according to Ewert Sjöstrand (personal communication, 2015-04-13), a rather 
difficult dilemma for Telge Tillväxt is which of the unemployed young adults should Telge 
Tillväxt target. 
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Another challenge that is discussed is the quality of the trainees. Both Ewert Sjöstrand and 
Peter Larsson (personal communication, 2015-04-13) discuss this from the perspective that 
one very important aspect of Telge Tillväxt is to prepare young adults for their working life 
through competence development. However, an identified challenge is that even though 
the trainees are closer to the labor market they might still need more support than others:  

“Our trainees need extra support when going to a new workplace, not like ordinary employees from 
employment agency firms. We should not send our trainees to companies that need quick help or a 
specific professional skill that our trainees do not possess. Our consultants need and should be given 
more support at a workplace” (Stefan Hollmark, personal communication, 2015-04-13).  

Ewert Sjöstrand mentions a problem in regards to this when Sodexo hires trainees from 
Telge Tillväxt:  

“Sodexo has a problem because they in turn have a client somewhere they have to deliver to, and if 
they are supposed to hire trainees from us and then rent them to clients who expect someone who is 
a 100% fit for the job, when our trainees are not” (personal communication, 2015-04-13). 

 The challenge here is that Telge Tillväxt cannot guarantee a trainee that is completely 
ready for ordinary responsibilities at a workplace. Stefan Hollmark emphasize this by stat-
ing that: “Even though our business partners are thrilled, sometimes they have gotten someone that did not 
work out, but we have to keep in mind that these are young people and not mature enough” (personal 
communication, 2015-04-13). 

Funding is another challenge discussed during the interviews. Stefan Hollmark explains that 
even if many parties see the benefits of Telge Tillväxt’s activities there are still some money 
issues, “it can still fail since you need money to run the operations, and the difficult part is to make this 
economically sustainable” (Personal communications, 2015-04-13). Peter Larsson adds on to 
this by explaining “We have cars that need fuel and a lot of machines that need maintenance and this 
costs money. So it is important to make money” (Personal communications, 2015-04-13). Telge 
Tillväxt rely partly on funding received from the municipality, this is money is set aside for 
the municipality’s use of Telge Tillväxt’s services. Ewert Sjöstrand states that, “it would be 
difficult to run Telge Tillväxt without the money from the municipality” (Personal communications, 
2015-04-13). This money can be seen as an investment grant, where the municipality in-
vests money in Telge Tillväxt in order to help them address the youth unemployment issue 
(Nilsson Lundmark & Nilsson, 2013). In practice, the municipality buys a set amount of 
hours from Telge Tillväxt each year, for which they can use the trainees for external 
maintenance. If these hours are not utilized, the money does not have to be refunded (Ew-
ert Sjöstrand, personal communication, 2014-04-13). In the start-up phase, Telge Tillväxt 
received funding from the European Social Fund (ESF), but that has stopped and the 
money had to be paid back because of the good results made by Telge Tillväxt (Stefan 
Hollmark & Ewert Sjöstrand, personal communications, 2015-04-13). Additionally, Stefan 
Hollmark explains that it is hard to change the cost structure of Telge Tillväxt, there is no 
room for cutting the costs more than is already done (Personal communications, 2015-04-
13). 
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5 Analysis 
This section analyzes how CSE is practiced in order to provide long-term societal contribution. The analysis 
results in a CSE Model, which is based on our empirical findings from Telge Tillväxt and strengthened by 
the frame of reference. Additionally, the values generated by Telge Tillväxt are analyzed as well as the op-
portunities and challenges that a CSE firm might face. 

5.1 Analysis of How CSE is Practiced to Provide Long-Term 
Societal Contribution 

From our findings we could identify two distinct aspects of Telge Tillväxt’s operations. We 
ordered our findings in themes and grouped together similar ones and assigned them to as-
pects of a general field of research, as illustrated in Figure 5-1 and Figure 5-2. A social di-
mension was identified throughout all of the activities undertaken by Telge Tillväxt as well 
as it has a high influence on decision making and strategy in the company. The social di-
mension is intertwined with a clear business dimension, where economic goals and busi-
ness growth were identified. These two dimension could be traced and anchored in the lit-
erature of Social Entrepreneurship and Corporate Entrepreneurship respectively.  

5.1.1 The Social Dimension and Business Dimension of CSE 

The Social Dimension of Telge Tillväxt will be discussed based on our findings and social 
entrepreneurial theory and the Business Dimension will be discussed based on our findings 
and corporate entrepreneurial theory. 

5.1.1.1 Social Dimension of Telge Tillväxt 

Figure 5-1  First Order, Second Order Analysis – Social Dimension 
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“We sell hope, hope of a life without Arbetsförmedlingen, Försäkringskassan and livelihood sup-
port. To make it on your own and being independent, that is what we are trying to prepare them 
for and what we are trying to help them become. Because the very, very most of them want to be-
come independent.” (Ewert Sjöstrand, personal communications, 2015-04-13) 

We argue that this quote exemplifies the social dimension that permeates entire Telge 
Tillväxt, where a constant focus on creating benefits for the community and its inhabitants 
is ever present. This is in line with research in SE, where it is pointed out that the focus is 
to promote social value as the main objective (Dees, 1998; Mair & Marti, 2006; Dacin, et 
al., 2011; Moss, 2013). Mair and Marti (2006), provides three different views on SE where 
one that we argue fits the operations of Telge Tillväxt is “social entrepreneurship as a means to 
alleviate social problems and catalyze social transformation” (Mair & Marti, 2006, p. 37), as the mis-
sion of Telge Tillväxt is described as to create a debate on how the issue of youth unem-
ployment can be solved and present new solutions, as well as making companies taking 
their social responsibility (Telge Group, 2015). What further strengthen the presence of so-
cial entrepreneurship in Telge Tillväxt are the activities that follow: 

5.1.1.1.1 Social Opportunity Recognition 
From our findings we were able to identify a common theme concerning social opportunity 
recognition. Recognizing opportunities is a central part in entrepreneurship (Bygrave & 
Hofer, 1991; Dacin et, al., 2011; Shane & Venkataraman, 2000), but in order for it to be 
considered social it needs to be a drive for social goals, increase of social value and contri-
bution to the well-being of a human community (Peredo & McLean, 2006). We argue that 
this is what happened when Telge Tillväxt was started. Ewert Sjöstrand explains the recog-
nition of the opportunity as “We saw that we could do something for the unemployed young adults here 
in Södertälje” and that “There were also evident problems with the general condition of the municipality 
that these young adults could be used to solve” (Ewert Sjöstrand, personal communications, 2015-
04-13), hence spotting the opportunity in itself but also the opportunity to increase social 
value and contribute to the society, as the main objective. We believe that Telge Tillväxt 
were able to see an opportunity in what many only considers to be a problem, and with a 
focus on improving the society they were able to combine two different problems into one 
opportunity to create a better community for all parties involved. 

5.1.1.1.2 Social Value Creation and Promotion 
Another theme that became apparent in our findings and really highlights the social aspect 
in Telge Tillväxt is social value creation and promotion. The mission of Telge Tillväxt is to 
create a debate around the topic of youth unemployment and show new ways of solving 
the problem, as well as educating companies in the need for acting in a socially responsible 
way. We argue that the desire to raise questions about the well-being of people and the 
community as well as taking the responsibility to educate others are strong indicators of so-
cial entrepreneurial activities. This is in line with the literature, where the promotion of so-
cial value distinguishes social entrepreneurship from traditional entrepreneurship, with its 
focus on capturing economic value (Dees, 1998; Thompson, 2002; Austin et al., 2006a; 
Martin & Osberg, 2007; Moss, 2013). Another clear evidence, we argue, is in what Telge 
Tillväxt chooses to address and why they do it. As they decide to address the issue of un-
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employment among young adults they take upon themselves to solve a social problem, 
which refers to problems such as poverty, unemployment and inequalities according to 
Zahra et al., (2009). Hence by building the business around social needs and problems they 
fulfill important aspects of social entrepreneurship. Furthermore, they are addressing a 
problem that is considered to belong to the government, because as Stefan Hollmark ex-
plains it, they did not think that Arbetsförmedlingen did a good enough job to fight the 
unemployment. This is in line with the literature where Dees (1998), argues that govern-
mental efforts are not sufficient and social institutions are unresponsive and ineffective, 
thus social entrepreneurship is needed to tackle these issues through new ideas and models. 
We argue this to be the case for Telge Tillväxt, where their new approach to the issue has 
proven to be successful where others have failed and this can be attributed to the socially 
entrepreneurial activities. 

5.1.1.1.3 Social Resource Allocation 
A third theme that was identified in our findings was the allocation of resources to maxim-
ize the social contribution. Telge Tillväxt is working actively with partnerships and co-
owners in order to acquire the recourses needed in order for them to contribute in the 
most effective way. According to research, this is a common feature of social entrepreneurs 
where they combine resources they not often possess and in a creative way arrange them in 
order to change social structures (Mair & Marti, 2006). Through this activity, we argue that 
Telge Tillväxt has been able to extend their reach and through effective management of 
partnerships has been able to create a new social structure that benefits the whole commu-
nity through the involvement of many parties. This is in our opinion one of the key fea-
tures of the success of Telge Tillväxt’s operations since it would be difficult to create the 
same impact on their own with only the resources they possess in-house. 

5.1.1.2 Business Dimension of Telge Tillväxt 

Figure 5-2 First Order, Second Order Analysis – Business Dimension 
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“The requirement on the last CEO for Telge Tillväxt was not only to help people get jobs but also 
make money to get the company run by itself. Usually it’s Arbetsförmedlingen and the government 
who goes in with a bag of money for a project, to make something good with, and when the money 
is used up the project disappears. So we made this into a company to be able to keep this running 
and sustain itself for the long-term” (Stefan Hollmark, personal communications, 2015-
04-13) 

 

We argue that this quotation clearly shows the emphasis on the business dimension of 
Telge Tillväxt, where the need for good financial performance and activities to grow and 
evolve the business are important. This in in line with the corporate entrepreneurship liter-
ature where activities such as venture development and innovation (Dess et al, 2003; Shar-
ma & Chrisman, 1999; Hayton & Kelley, 2006; Phan et al., 2009; Teng, 2007) are consid-
ered essential for company vitality and economic growth (Dess et al, 2003). We believe that 
Hayton and Kelley’s description of CE as the “the discovery and pursuit of new opportunities 
through innovation and venturing” (Hayton & Kelley, 2006 p.407), fits the activities undertaken 
by Telge Tillväxt very well. This corporate entrepreneurial presence will be further elabo-
rated and argued for from the following corporate entrepreneurial aspects: 

5.1.1.2.1 Opportunity Recognition 
A theme we identified from our findings relates Telge Tillväxt to the opportunity recogni-
tion and the pursuit of these opportunities within the organization. Hayton and Kelly 
(2006) describes CE as how companies discover and pursue new opportunities by innova-
tion and/or through venturing. Additionally, according to Sharma and Chrisman (1999) 
corporate entrepreneurial efforts may result in an innovation of a product and/or service, 
which can exploit new markets or present new offerings, or these two combined. We argue 
that this can be identified in the case of Telge Tillväxt, where Telge Group saw an oppor-
tunity to address a gap where the employment agencies of that time (including AF) were 
incapable of solving the problem and how they address this gap by creating a new corpo-
rate venture that is Telge Tillväxt. ”(…) we saw that in Sweden generally there is a high unemploy-
ment of young adults and especially in Södertälje… we tried to solve this in a different way because we did 
not think that Arbetsförmedlingen did a good enough job” (Stefan Hollmark, personal communica-
tion, 2015-04-13). This resulted in a new service offering where organizations are able to 
hire trainees from Telge Tillväxt in order to cover for higher demands during certain time 
periods, additionally, this also allows companies to hire trainees as a part of their CSR activ-
ities, which is an efficient way to increase their social commitment. This new approach to 
the problem was made possible partly through the recognition of the opportunity to col-
laborate with other organizations, who possessed resources that Telge Tillväxt did not. This 
is in line with the literature where Stevenson and Jarillo (1990) describes an entrepreneurial 
organization as one that pursues opportunities, regardless of what resources they currently 
possess. We argue that Telge Tillväxt used the resources they had at their disposal in order 
to seize the opportunity, further, they acquired the resources they needed by finding clients 
who had these. We believe that a great sign of Telge Tillväxt’s entrepreneurial mindset is 
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how they spotted the opportunity, pursued it and acquired the resources that were required 
externally. 

5.1.1.2.2 Risk-Taking & Proactiveness 
Another theme identified in our findings was that Telge Tillväxt possesses many of the 
core characteristics of CE, a willingness to take risks and a proactive approach to create 
business value. In the literature one of the core characteristic of a corporate entrepreneurial 
organization is risk-taking (Zahra & Covin, 1995; Barringer & Bluedorn, 1999), because of 
the fact that the outcome of the activities undertaken are uncertain (Stevenson & Jarillo, 
1990; Phan, Wright, Ucbasaran & Tan, 2009). Telge Tillväxt has shown to be very prone to 
take risks in terms of strategy selections and activities to undertake, which we argue has al-
so been a key to the outcomes of the business. Stefan Hollmark explains the need for dar-
ing to take risks in a good way when he states that “You need to be brave, you need to go against 
the current and try new things, we cannot afford to do as everyone else” (Stefan Hollmark, personal 
communications, 2015-04-13). Another key characteristic of CE is being proactive (Zahra 
& Covin, 1995; Barringer & Bluedorn, 1999), which was also identified in the way Telge 
Tillväxt works through our findings. Telge Tillväxt are working actively to educate other 
businesses in the municipality on the importance of taking social responsibility, and hence 
increases the demand for their own services. By being at the forefront when it comes to 
social responsible practices, we argue that Telge Tillväxt not only acts as a role model but 
also increases the demand for their product as well as increases the reputation of the whole 
Telge Group. We argue that this can add on to the business value of Telge Tillväxt in terms 
of more loyal customers as well as increased revenues. 

5.1.1.2.3 Venture Development 
A third theme identified in our findings concerning the business aspect is activities related 
to venture development. In order to pursuit the above mentioned opportunities, Telge 
Group made the decision to start Telge Tillväxt as a subsidiary with no relation to the par-
ent company’s core activities, which are within real estate, energy and infrastructure. I.e. 
Telge Tillväxt is the result of a new organizational unit started within Telge Group in order 
to successfully pursuit the identified opportunities through new operations, which are far 
from the core operations of Telge Group. Zahra (1991) describes how corporate entrepre-
neurial activities may lead to new products or services and market development as well as 
improving the company's competitive position and financial performance. We argue that 
this description fits the activities undertaken by Telge Group, where they through Telge 
Tillväxt has been able to come up with a new service that has developed the employment 
agency market. This has resulted in a unique competitive position for Telge Tillväxt where 
they stand out as niched towards social contribution benefitting both the company itself 
and its customers. Furthermore, we argue that these new operations were made possible 
thanks to corporate venturing, since the operations were so far from Telge Group’s core 
activities that a new venture had to be started in order to successfully pursue the oppor-
tunity. Sharma and Chrisman (1999) defines corporate venturing as “Corporate entrepreneurial 
efforts that lead to the creation of new business organizations within the corporate organization.” (p. 19), 
where they further explains how these efforts may be a result of innovations that lead to 
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exploitations of new markets and/or the creation of new products or services. We argue 
that this is exactly what Telge Group did, which resulted in Telge Tillväxt as a new business 
organization within the corporate organization. Additionally, Telge Tillväxt is now exploit-
ing a new market by offering a new service. Sharma & Chrisman (1999) proceeds by stating 
that: “these venturing efforts may or may not lead to the formation of new organizational units that are dis-
tinct from existing organizational units in a structural sense (e.g., a new division)” (p. 19), which fur-
ther strengthens the argument that corporate entrepreneurial aspects are present. 

5.1.2 Telge Tillväxt and CSE 

From the above analysis we identified two clear dimensions, which are the Business Di-
mension and the Social Dimension. These dimensions are now analyzed and presented as 
the two important dimensions that make CSE possible. 

5.1.2.1 Corporate Social Entrepreneurship 

As mentioned, the working definition for CSE in this thesis is the following: 

“Embracing an economic and social mission (solving a social problem and offering solutions for the 
unmet needs of the disadvantaged groups) as the primary mission; employing corporate entrepre-
neurial activities to achieve the mission and creating social value.” (Tasavori & Sinkovics, 
2011, p. 407).  

We argue that the analysis of our findings, i.e. the social dimension and the business di-
mension of Telge Tillväxt, act as evidence that Telge Tillväxt is a Corporate Social Entre-
preneurial organization.  

Furthermore, Austin et al., (2006a) states three key elements behind the strategy of CSE, 
the first one is alignment of dimensions.  They emphasize the importance of the presence 
of a social dimension and a business dimension, which have to be aligned and incorporated 
in the organization’s strategy in order for successful CSE. Hence, this further strengthens 
our analysis of Telge Tillväxt’s business dimension and social dimension and their very 
close alignment which forms the whole business. Because the business would not exist with 
only one dimension, or with a greater emphasis on one of the two.  We argue that Telge 
Tillväxt’s ability to incorporate both dimensions in their strategy are key factors for the 
company's success. 

The second element is leveraging core competencies, Austin et al., (2006a) describe how 
organizations must focus on how they can use their key assets in new ways in order to go 
beyond traditional strategy of social value creation through charity or donations. We argue 
that this is exactly what Telge Group has done in starting Telge Tillväxt, instead of giving 
money to a project that addressed the issue of youth unemployment they acted creatively 
and started a new organization in order to address the problem. Austin et al., (2006a) fur-
ther states that by changing how organizations think of social value creation and how to 
use their key assets in order to generate social value, organizations are able to generate far 
greater social and economic value than writing a cheque for socially oriented activities. By 
starting up Telge Tillväxt as a business, which generate revenue in addition to other fund-
ing, we argue that Telge Group saw a new way of social value creation. Instead of donating 
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money to a project that ends when the money are used up, Telge Group identified the pos-
sibility to start up a business that in itself generate revenue. Therefore, we argue that Telge 
Tillväxt has the opportunity to create long-term economic and social value, which far ex-
ceeds what is possible through donations and charity. This further emphasizes the im-
portance of the presence of a social dimension and a business dimension that are aligned in 
CSE. 

The third element is partnering, according to Austin et al., (2006a) collaborating with other 
organizations enables the creation of new resources and also generates new innovative ap-
proaches to existing problems. We argue that the clients which Telge Tillväxt is collaborat-
ing with further strengthens the CSE aspects of their business. These clients have hired 
trainees from Telge Tillväxt, which have resulted in more revenues for Telge Tillväxt and 
also an innovative approach to solving the problem of youth unemployment. Austin et al., 
(2006a) further stress the importance of collaborations and alliances with other organiza-
tions as a powerful tool for entrepreneurship. This can be seen in Telge Tillväxt where the 
collaborations with their clients are very important both for their revenues but also in order 
to get access to more resources and publicity.  

According to Austin et al., (2006a) CSE is a combination of “willingness and desire to create joint 
economic and social value with the entrepreneurial redesign, systems development, and action necessary to 
carry it out” (p. 176). We argue that these aspects are present in Telge Tillväxt’s activities and 
therefore further strengthens the argument of CSE. Telge Tillväxt combine the two dimen-
sions (i.e. social dimension and business dimension) and we argue that it is of uttermost 
importance to align these two dimensions. We further argue that if a company is unsuc-
cessful in aligning these dimensions, and if more focus is assigned to one of the two it 
might be difficult to succeed with CSE. For instance, if there is too much focus on the so-
cial dimension, the long-term commitment and contribution to society will suffer due to 
lack of financial resources. On the other hand, if there is too much focus on the business 
dimension the social mission will be neglected.  

5.1.3 A Model of CSE 
Figure 5-3 A Model of CSE 
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From our analysis of the empirical findings on Telge Tillväxt and the literature we propose 
a model for CSE. The model consists of characteristics and activities that make up a social 
dimension and a business dimension respectively. These two dimensions are required to be 
aligned in the practices and strategies of the organization for Corporate Social Entrepre-
neurship to be successful. 

5.2 Values Generated by Telge Tillväxt 
Austin et al. (2006a) discuss CSE as a concept of mobilizing both internal and external re-
sources in order to generate economic and social value. We argue that these are also the 
two major values that are generated by Telge Tillväxt’s business practices, where Telge 
Tillväxt contribute to reducing the youth unemployment, improving inclusion and also in-
creases the number of taxpayers in the area. In the case of Telge Tillväxt we argue these 
two values can be summarized in how they create shared value. 

5.2.1 Telge Tillväxt and CSV 

Porter and Kramer (2011) discuss CSV as a way to generate both economic and social val-
ue by addressing the challenges and needs of society and how CSV can explore and expand 
the relationship between economic and social value in a way that benefits both the organi-
zation and society. We identified Telge Tillväxt’s creation of social value, through their 
business practices they are a major contributor to reducing the youth unemployment in 
Södertälje.  The term ’social’ can be referred to either as social problems (Zahra et al., 
2009), or as discussed by Moss (2013) as social needs, meaning, basic human necessities 
such as shelter, food, or even employment required to live a proper life or increase the 
quality of life. We argue that some of these social problems (or needs) are addressed 
through Telge Tillväxts operations, hence, through their operations they are creating social 
value in terms of helping people into the working life, out of segregation and towards in-
clusion and also how they help people develop both personally and professionally. 

As Peter Larsson describes it: 

”Actually our role in society is two-fold, one perspective is that we are cleaning up the streets of 
Södertälje and our consultants are often praised for doing a good job. And maybe the most im-
portant part, we are helping young adults to get off the streets. There are areas here in Södertälje 
that are pretty exposed to gang activity and other criminal activities and a lot of our trainees are 
from these areas. Not everyone of course, but some are. There is a major risk that these people end 
up in criminality and if we can get these people integrated in the labor force and get them to pay 
taxes is a major achievement.” (Personal communication, 2015-04-13) 

According to Austin et al., (2006a) the concept of measuring social value is underdeveloped 
in the literature, however, what is known is that it is essential to pursue the social return on 
the investment. We argue that there are clear evidence for that the value Telge Tillväxt gen-
erate in practicing their business is how they address the social problems and social needs 
when it comes to youth unemployment but also another very important aspect, which is in-
tegration of people into the society and into the labor force. We argue that there is clear ev-
idence in this case how Telge Tillväxt generate positive social return on the investment. For 
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instance, Peter Larsson states that “approximately 70% of the consultants who come here either move 
on to full-employment somewhere else or they start studying after they’re done here.” (personal communi-
cation, 2015-04-13), which is quite a lot each year taking into consideration that they em-
ploy approximately 150 young adults per year (Telge Tillväxt, 2014). 

At the same time as Telge Tillväxt is creating the social value, we argue that they also are 
creating economic value. This can be seen in our findings where economic value is created 
in two ways. One is in terms of increased tax payments for society and the other is reve-
nues generated for Telge Tillväxt. We argue that this is how Telge Tillväxt are creating 
shared value. Additionally, Porter and Kramer (2011) describes how CSV aims at utilizing 
specific resources, skills and management capabilities of an organization in order to address 
and solve societal problems while simultaneously generate economic value. We argue that 
this is in line with Telge Tillväxt’s activities and how they, through their practices of CSE, 
create shared value. Therefore, we argue that CSE is an effective way of creating shared 
value. 

5.3 Opportunities and Challenges in Practicing CSE 
The literature have identified opportunities and challenges related to the entrepreneurship 
in general and more specifically those related to CSE. Through our findings we have been 
able to identify how some of them relate to the practices of Telge Tillväxt, which we will 
analyze next. 

5.3.1 Opportunities 

5.3.1.1 Long-Term Contribution 

Another opportunity for Corporate Social Entrepreneurial organizations is the long-term 
effects, they have the ability to create long-term financial benefits (Zahra & Covin, 1995; 
Dess et al., 2003) and long-term social return on the investments (Dees, 1998). We argue 
that Telge Tillväxt increase the opportunities for getting both economic and social return 
on their investments since they focus on the long-term benefits and not on the short-term 
financials. Porter and Kramer (2011) states that it is hard to justify and maintain CSR activi-
ties in the long-term since they often have limited connection to the organization. By con-
necting the business activities that create the social value to the business strategy it is easier 
to maintain the activities in the long run and therefore increase the opportunity of positive 
long-term effects (Porter & Kramer, 2011). Due to the business dimension and the social 
dimension of CSE we argue that a major opportunity for firms Corporate Social Entrepre-
neurial firms is to establish long-term contribution. This can be seen in Telge Tillväxt since 
they are generating revenue in addition to its other sources of funding, we argue that Telge 
Tillväxt possess potential to generate longer lasting benefits, both in terms of their own fi-
nancials but also for society in general. Compared to a project that relies heavily on external 
funding a firm practicing CSE, like Telge Tillväxt, can support itself and hence stay in prac-
tice even when external funding fluctuates. 
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5.3.1.2 Increased Commitment by Stakeholders 

In our findings we were able to identify a trend where companies are turning to Telge 
Tillväxt in order to increase their societal contribution. Hence, Telge Tillväxt has been able 
to move from a push strategy to a pull strategy in order to attract clients. This is in line with 
the literature where Austin et al. (2006a) state that there has been an increased interest from 
stakeholders who want to see companies contribute to society and an increased trend 
where stakeholders have started to take into account the social performance of organiza-
tions. In our findings we identified a shift where companies within Södertälje are starting to 
focus more on societal contribution compared to when Telge Tillväxt was established. 
Therefore, we argue that the increased commitment by stakeholders and other organiza-
tions is a great opportunity for Telge Tillväxt. We believe that this trend will make it easier 
for Telge Tillväxt to create and manage beneficial partnerships with more clients. Further-
more, we argue that the increasing trend where stakeholders and organizations are showing 
more interest in firms whose business practices generate societal value is an opportunity for 
CSE in general, due to the importance of the social dimension. 

5.3.1.3 Market Differentiation 

Austin et al. (2006a) argues that an organization that becomes more socially responsible can 
create a powerful advantage. Socially responsible organizations possess the opportunity to 
differentiate itself in the marketplace by offering a product or a service that contribute to 
something larger than just economic profit. We argue that this is exactly what Telge 
Tillväxt and other Corporate Social Entrepreneurial firms have the opportunity to accom-
plish. This can be seen in our findings where we identified increased interest in Telge 
Tillväxt’s services but also an increased interest from society, and the government whom 
refer to the model of Telge Tillväxt as a successful way to reduce the youth unemployment. 
Since CSE need to have both a business dimension and a social dimension (Austin et al., 
(2006a) we further argue that Corporate Social Entrepreneurial firms can benefit from the 
powerful advantage socially responsible organizations can generate. 

5.3.1.4 Business Opportunities Through Social Issues 

Tasavori and Sinkovics (2011) propose another opportunity with CSE where, instead of 
seeing a social issue as only a problem, an organization should instead try to view the social 
issue as a business opportunity to engage in and act as a social agent. We argue that Telge 
Group saw an opportunity to establish a business around a social issue when they took up-
on themselves to solve the youth unemployment in Södertälje, an issue many businesses 
neglect and that many consider belongs to the government. Hence, they became a social 
agent trying to solve a social issue by starting a business around it. We argue that this view 
of a social issue as an opportunity instead of a problem, is a great opportunity for organiza-
tions to contribute to society in a long lasting way. Additionally, we believe it is a more 
powerful way to create change or engage in society than for example traditional CSR. 
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5.3.2 Challenges 

5.3.2.1 Funding 

One challenge for Telge Tillväxt, which might be applicable to the majority of the Corpo-
rate Social Entrepreneurial firms is the requirement for investments and funding to be able 
to sustain financially, especially in the start-up phase of the business. Telge Tillväxt is de-
pendent on their partnering, especially with the investment grant received from the munic-
ipally. As of now Telge Tillväxt would not be able to sustain their financials without the in-
vestment grant from the municipally. Telge Tillväxt have also had some challenges with 
getting sufficient partnerships, where they want more commitment from their partners. 
Austin et al. (2006a) strengthen these challenges by arguing that partnership is one of the 
essential parts in order for CSE to function successfully. 

5.3.2.2 Measure of Social Value 

Austin et al. (2006a) states that a major challenge is to successfully measure social value and 
return on investment, they mention this as one of the least developed areas of CSE. In our 
findings we discovered how Telge Tillväxt attempt to address this issue where they present 
a socioeconomic statement, developed by Nilsson Lundmark and Nilsson (2013) on the 
behalf of Telge Tillväxt, in addition to their financial statements. 

The socioeconomic statement is one way to measure the social value and the return of in-
vestment, however, this does not measure every aspect of what they actually contribute to. 
We consider this to be a major challenge for CSE, since it is difficult to measure the created 
social value, therefore it is a challenge to show stakeholders how they are actually contrib-
uting to society. We argue that economic value is tangible where stakeholders can measure 
and trace the impact of their investments. However, we argue that social value is intangible 
and that the impact of the investment might be difficult to see and to measure, and some-
times only visible in the long-run. 

5.3.2.3 Uncertainty 

According to Stevenson and Jarillo (1990) and Phan et al., (2009) one important aspect to 
consider when being entrepreneurial is to be aware of the uncertainty of the outcomes 
from the activities undertaken by the organization or the individual. The uncertainty is 
common for all entrepreneurial activities, but we argue that CSE might face a higher degree 
of uncertainty since the concept is relatively new, hence, business models and efficient ap-
proaches are not yet identified. Through our findings we have identified exactly this scenar-
io where Telge Tillväxt face uncertainty and often have to apply a learning-by-doing ap-
proach.  
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6 Discussion 
This section includes a general discussion about the outcomes of the study. Additionally, the limitations and 
future research are addressed. 

Even though the concept of CSE is relatively new and still underdeveloped, we believe that 
it is an important topic that needs to be investigated further to increase the understanding 
of the concept and the outcomes of the process in terms of benefits for business and socie-
ty. This is largely relevant due to the increased tensions between business and society, 
where society demands that greater responsibility is taken from organizations as their pow-
er to influence increases. Our study shows how CSE works in practice, what successful 
CSE has the potential to accomplish as well as opportunities and challenges therein.  

Our study indicated a trend towards organizations’ willingness to take a greater social re-
sponsibility, where a traditional reactive approach is no longer considered enough and 
needs to be changed to a more proactive approach. We have seen that CSE allows this pro-
active approach, not only for the CSE firm itself, but also how the firm can include part-
ners in the process. Therefore, educate and increase the understanding of the importance 
of a proactive approach to social sustainability in general. The goal is to be able to have a 
long-term positive impact on both economic performance and societal contribution. 

We argue that the concept of CSE has the potential to attract more attention from organi-
zations due to the obvious benefits retrieved from successfully performing these activities. 
However, our research also shows that CSE demands a lot from organizations in terms of 
both resources and competencies. There has to be a clear balance between a strict business 
focus and the aim for societal contribution. CSE is not a one-off tool for better social re-
sponsibility from an organization, but a continuous process that needs to be integrated 
with the overall strategy and direct the mission and vision, where it is critical that the busi-
ness dimension and the social dimension are intertwined. 

6.1 Limitations 
It is important to understand that Telge Group have unique preconditions when it comes 
to societal contribution, where the whole group is concerned with creating shared value. 
Therefore, Telge Group might have had specific reasons and resources that affected the in-
centive and made it possible to start this CSE venture. Our CSE model is based on the lit-
erature and the empirical findings from one company, which resulted in a model that ex-
plains one company’s success in adopting CSE. All companies are unique in a sense and 
each company has different preconditions, hence by conducting an intensive case study 
with Telge Tillväxt we are not able to generalize our findings to all Corporate Social Entre-
preneurial firms. 

Further limitations might be biased answers from interviewees, since all of our participants 
for the interviews were working for the organization in question they might have a biased 
view of the company resulting in answers that are positive in nature towards the business 
and its operations. Another limitation is that the case study is conducted during a relatively 
short period of time, hence, we are not able to see changes in practices and approaches 
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over time. A common limitation for single case studies is that it might be difficult to repro-
duce the exact same circumstances for future research. 

Another limitation is that our observations were conducted during half a working day, 
therefore, it might be difficult to get the whole picture from such a short observation. Even 
though we did get a good picture of the atmosphere at the workplace, relation between su-
pervisors and consultants and so forth it did not contribute to any major findings in our 
study. In order to do so, observations had to be done for a longer time period and also dur-
ing more activities in the organization. 

6.2 Future Research 
CSE is underdeveloped in academia, where we have not found any earlier case studies and 
there are few contributors to the concept. Therefore, further research is required involving 
more empirical testing of the concept. The CSE Model that we presented in this thesis 
needs to be tested on other organizations with regard to size, business settings, business 
practices and in different industries.  

Telge Group is owned by the municipality, therefore further research has to be made where 
values and incentives are investigated in an organizational setting that does not involve the 
municipality as a key stakeholder. 

The CSE Model that is presented in this thesis is derived from our findings and the litera-
ture of entrepreneurship. In order to further develop the concept of CSE we believe that 
more empirical testing has to be conducted where other theoretical frameworks are being 
used. For instance, in order to investigate incentives and underlying factors for CSE it 
might generate interesting results if theories of corporate culture and individual values are 
applied.  

Finally, the social aspect is only one part of sustainability. We believe that CSE has the ca-
pability to address more problems than societal problems. From a sustainability perspective 
further research needs to be conducted in order to develop better understanding of how 
CSE can address environmental problems as well. 
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7 Conclusion 
In this section the answers to the research questions are presented. 

The purpose of this thesis was to examine how CSE can provide long-term societal contri-
butions in practice. Further, our aim was to explore the opportunities and challenges of en-
gaging in CSE. By answering three research questions, this thesis attempted to fulfill the 
purpose. 

How does Corporate Social Entrepreneurship work in practice to provide long-term societal contribution?  

Throughout our research we identified two critical dimensions that organizations need to 
address in order to succeed with CSE and to generate long-term societal contribution. The-
se are the business dimension and the social dimension; these dimensions are based on our empir-
ical findings and the entrepreneurship literature. The business dimension regards the im-
portance of the CSE firm to generate revenue, and in the best of worlds; profit, and how 
they need the ability to identify opportunities in the marketplace. Furthermore, the organi-
zation needs to have entrepreneurial characteristics, such as being risk oriented and think-
ing proactively rather than reactively. They also need to perform corporate entrepreneurial 
activities, such as corporate venturing.  

The social dimension refers to the importance of the organization’s social mission; in order 
to successfully practice CSE and to distinguish CSE from CE a social mission has to be 
present. This dimension is derived from our findings and the literature on social entrepre-
neurship. The social dimension includes the ability to identify an opportunity to solve a so-
cial issue, creation of social value and to allocate resources through partnerships and fund-
ing in order to generate shared value.  

How is shared value created by an organization built on the concept of Corporate Social Entrepreneurship? 

Shared value is created by the business dimension and the social dimension working in 
symbiosis, where intertwined allows a CSE firm to generate shared value in the long-run 
through the creation of economic value and societal contribution.  

What opportunities and challenges face a Corporate Social Entrepreneurial organization? 

The opportunities we have identified for organizations that are built on the concept of CSE 
are: 

• Long-term societal contribution – Through CSE, organizations can create shared value 
and therefore generate long-term societal contribution. 

• Increased commitment by stakeholders – The increasing trend of organizations paying in-
terest to social responsibility opens up for new partnerships for a CSE firm as well 
as engagement from more parties. 

• Market differentiation – Socially responsibly firms can differentiate themselves on the 
marketplace, where they contribute to something larger than merely economic val-
ue creation. 
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• Business opportunities through social issues – The mere idea of identifying and exploiting 
social issues as a business opportunity instead of a problem opens up doors to start 
new businesses. 

Whereas the challenges are the following: 

• Funding – CSE firms might suffer from the problem of gathering enough funding if 
it is required in addition to their ordinary revenue streams. 

• Measure of social value – One of the least developed areas of CSE is the difficulty to 
measure social value and return on investment and to provide tangible evidence of 
the benefits they creates. 

• Uncertainty – All entrepreneurs face uncertainty, whereas CSE firms might experi-
ence this even more due to the underdeveloped concept and lack of efficient ap-
proaches. 
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Appendix 1 – Interview Questions for CEOs 

These were the questions that we intended to ask the CEOs, even though we did not ask 
all of them our semi-structured interviews covered all the aspects these questions intended 
to answer. 

Interview Guideline 

Tell us about yourself (personal background, education, career….including where you were working be-
fore Telge Tillväxt) 

How long have you been working at Telge Tillväxt/Telge Group? 

Tell about your role at Telge Tillväxt 

Tell us about your personal drivers and why you chose to work with Telge Tillväxt 

What do you appreciate most in your job? 

 

1. Please tell us about: 

2. Who founded Telge Tillväxt, and who are the current owners of the company 

3. the core ideas (mission, vision) of Telge Tillväxt 

4. your business activities at Telge Tillväxt (what you actually do) 

5. Has your core mission or business activities changed since the establishment of 
Telge Tillväxt? 

6. Within which industry would you classify Telge Tillväxt? 

7. Are there any similar organizations that you think are doing the same business as 
Telge Tillväxt?  If yes/no, why? 

8. To which (kind of) organizations does Telge Tillväxt compare/distinguishes itself? 

9. Please describe the corporate culture of Telge Tillväxt: 

10. What role do the different managers/employees have in contributing to the culture 
of Telge Tillväxt? 

11. How strictly described are the tasks of the employees? Is there given room for the 
employees to act freely to some extent? 

12. What kind of employees (as in managers) are you looking for in the recruitment 
process? 

a. How would you describe a typical manager at Telge Tillväxt? 

13. How do you earn money from your operations? 

14. How do you financially support your business (partnerships and funding)? 

15. Do you have any business partners? 
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a. How do you chose your business partners? 

16. What do you think of the role of an organizations within the society? Generally 
speaking. 

17. How would you label Telge Tillväxts role in society? 

18. How do you define value/ what value does Telge Tillväxt create? 

19. Who benefits from your activities? 

20. What criteria do you use in deciding on who benefits from your activities? 

a. How does your selection process for consultants work (how do you decide 
upon who gets recruited, where do you find candidates, what qualifications 
do you look for etc.) 

b. How would you describe a typical consultant at Telge Tillväxt? 

21. Why did you decide on the activities that you are doing today? 

22. How did you decide upon which problems to address? 

23. Do you see any value “spillovers”? Meaning, can you identify if/how Telge Tillväxt 
creates value for the rest of the Telge Group? 

24. Did you see, or consider, any alternatives that you could have used instead of the 
current business activities of Telge Tillväxt in order to address the identified prob-
lem? 

25. What opportunities do you see in the business model you have applied? 

26. What opportunities did you identify at the start-up of Telge Tillväxt? 

27. How would you see this differently today? 

28. Have you been able to address the opportunities earlier identified? 

29. What opportunities do you see in the business model you have applied? 

30. What opportunities did you identify at the start-up of Telge Tillväxt? 

31. How would you see this differently today? 

32. Have you been able to address the opportunities earlier identified? 
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Appendix 2 – Interview Questions For Supervisors 

These were the questions that we intended to ask the CEOs, even though we did not ask 
all of them our semi-structured interviews covered all the aspects these questions intended 
to answer. 

Interview Guideline 

Tell us about yourself (personal background, education, career….including where you were working be-
fore Telge Tillväxt) 

Tell about your role at Telge Tillväxt 

How long have you been working at Telge Tillväxt? 

Tell us about your personal drivers and why you chose to work with Telge Tillväxt 

What do you appreciate most in your job? 

 

1. Please tell us about: 

a. the core ideas (mission, vision) of Telge Tillväxt 

b. your business activities at Telge Tillväxt (what you actually do) 

c. Has your core mission or business activities changed since the establish-
ment of Telge Tillväxt? 

d. your business activities at Telge Tillväxt (what you actually do) 

2. Has your core mission or business activities changed since the establishment of 
Telge Tillväxt? 

3. Within which industry would you classify Telge Tillväxt? 

4. Are there any similar organizations that you think are doing the same business as 
Telge Tillväxt?  If yes/no, why? 

5. To which (kind of) organizations does Telge Tillväxt compare/distinguishes itself? 

6. Please describe the corporate culture of Telge Tillväxt: 

a. What role do the different managers/employees have in contributing to the 
culture of Telge Tillväxt? 

b. How strictly described are the tasks of the managers? Is there given room 
for the managers to act freely to some extent? 

7. How would you describe a typical manager at Telge Tillväxt? 

8. What do you think of the role of an organizations within the society? Generally 
speaking. 

9. How would you label Telge Tillväxts role in society? 
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10. How do you define value/ what value does Telge Tillväxt create? 

11. Who benefits from your activities? 

12. What criteria do you use in deciding on who benefits from your activities? 

a. How does your selection process for consultants work (how do you decide 
upon who gets recruited, where do you find candidates, what qualifications 
do you look for etc.) 

b. How would you describe a typical consultant at Telge Tillväxt? 

13. What opportunities do you see in the business model you have applied? 

14. What opportunities did you identify at the start-up of Telge Tillväxt? 

15. How would you see this differently today? 

16. Have you been able to address the opportunities earlier identified? 
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Appendix 3 – Interview Questions For Trainees 

These were the questions that we intended to ask the CEOs, even though we did not ask 
all of them our semi-structured interviews covered all the aspects these questions intended 
to answer. 

Interview Guideline 

1. Tell us about yourself (background, education, career) 

2. Tell us about your role at TTX (responsibilities) 

3. How would you describe the process of being recruited at TTX? (from finding the job 
to getting the job, obstacles, opportunities?) 

4. What do you appreciate most in your job? 

5. Is it something that you dislike about your work situation? 

6. If you could give advices to other organizations, willing to increase their efforts in 
order to hire young unemployed, what would they be? 

 


