1 INTRODUCTION AND STRUCTURE
1.1 Introduction
Corporate Social Responsibility (CSR) is on the agenda of many companies in various industries. Especially in the western hemisphere, CSR activities have become a natural and integrated part of business practices.
 This development points to the fact that more businesses have realised the urge to combine regular business with social or environmental purposes. In most cases this is to stimulate revenues, but it is also to maintain a positive image to the public, consumers and stakeholders in general. It can indeed be argued that CSR has shifted from the margins to the mainstream of business practice.
 

The American economist and strategist from Harvard Business School, Michael Porter, argues that too many companies merely regard CSR as a convenient and necessary tool, only present to build up a positive image to the outside world. He argues further that this attitude towards CSR is based on avoiding trouble rather than focusing on the opportunities there actually are within the correct use of the concept as a business practice. Companies having this rather enforced attitude towards CSR will in many cases experience its presence as distracting or as a hindrance to their business, rather than a help. 
To avoid this misuse and misconception of the concept it is important that the company integrates CSR as a part of its core corporate strategy. However, efficient use of CSR as an implemented concept of the business strategy requires much planning and understanding of the opportunities that lie within the concept. 

SolarDrive ApS (hereinafter mentioned as S-D) is a Danish company that is committed to CSR practices. The company has developed a revolutionising universal solar cell roof, specially designed to enable golf carts to run purely on solar energy rather than on gasoline or electricity, as normal golf carts otherwise do. Environmental protection has become one of the cornerstones of CSR practices and with their non-polluting product S-D represents a very interesting business case in the discussion of whether or not a company should or could exploit CSR as an effective tool to obtain competitive advantages. With a brand new and yet not marketed product, this thesis aims to discuss and analyse how S-D can found their business on CSR practices as a means to successfully enter the market place, and to create a profitable and sustainable business. 

The market S-D has asked me to analyse is Dubai, as the golf industry is booming in the little emirate of the United Arab Emirates (U.A.E.).
 According to Managing Director of S-D Distribution, Peter Randow:“Dubai is the place to be, when doing business in the Golf and Leisure industry. This area is attracting a lot of industry attention because of the significant and diversified tourism, SolarDrive is certain that starting out in Dubai will make market recognition and penetration easier than would be the case in any European country.”
  
In January 2008 S-D participated in the “GolfEx Dubai” which is a two-day conference, bringing together the most influential figures and leaders throughout the golfing world. The conference is arguably the most prestigious yearly event within the industry, and gives producers of various kinds of golf equipment a great chance of meeting the target market face to face, and to present products visually and effectively.
 According to Peter Randow, their product SolarDrive (hereinafter mentioned as SD) got positive attention at the conference and already now several media have predicted that there is much potential in the environmentally friendly technology it represents.

1.2 Problem statement
S-D has developed a revolutionising and unique product, but in order to obtain market recognition they must put down an effective entrance strategy. However, already at this point it has become apparent to the people from S-D that there is one big hurdle that is crucial for them to overcome, for their business to survive and succeed. Since the company’s expertise lies within the solar cell technology, they have chosen to focus solely on this, which indicates that they have not developed a cart themselves, on which they can apply the solar cell roof. As a consequence, it is absolutely essential for them to somehow form partnership with a golf cart producer or a supplier of golf carts.  

The most obvious step would be to form a partnership with the dominant, if not to say only, supplier of golf carts in the region by the name of Club Car. However, as Club Car has many years of experience, tradition and success in producing electricity or gasoline-driven golf carts, they have in so far rejected collaborating with S-D. It is with this problem as point of departure that this thesis seeks to analyse how S-D can build up an entrance strategy based on the environmental advantages of their product. Moreover, the thesis seeks to investigate and suggest through what partner S-D can enter the market most effectively and beneficially.   
The thesis hereby seeks to answer the following main research question:

How can SolarDrive ApS perform a market entrance strategy in Dubai, based on building value through the environmental advantages of their product?
In order to answer the main question, I will seek to answer the following three sub-questions, which will serve to structure the thesis: 

- What is the market for SolarDrive ApS in Dubai?

- What CSR related theories can SolarDrive ApS most conveniently base their entrance strategy on?

- What partner/s should SolarDrive ApS focus on building up a partnership with in order to enter the market place in Dubai most effectively and beneficially?
    
1.3 Delimitations
In my opinion, the topic of this thesis encourages many interesting research perspectives. However, I have found it necessary to delimit myself in numerous ways in order to keep focus on suggesting a durable entrance strategy for S-D. In the following I will briefly explain some of the ways in which I have chosen to delimit myself throughout the thesis.

First of all I will only briefly introduce the product SD and its specifications. Moreover, I will assume that the product works as intended, and this thesis will therefore neither question the functionality of it nor include a critical analysis of it.

As I have not had access to annual accounts or other economic information about S-D, I will not include and discuss financial circumstances in detail, although this could also have been relevant in connection with the market entrance in Dubai. However, since they are determined to enter the market in Dubai I assume that they have the capital needed to do so.

I have performed the market analysis by using the PEST analysis model as the foundational theoretical framework. Seen from a marketing perspective, other frameworks such as a SWOT analysis and various branding strategies could also have been interesting and relevant to discuss in connection with this thesis. 

In the discussion of how S-D can base their entrance strategy on existing CSR related theory, I have chosen to found this by presenting and analysing theories brought forth by Milton Friedman, Michael Porter and R. Edward Freeman. Other theorists could also have been interesting and relevant to use, however, in order to keep focus I found it appropriate for this thesis not to involve others. Also, because of the environmental advantages of the product SD, I have delimited myself to only discuss the aspects of CSR that has to do with companies’ environmental obligations. 

As will become evident in the thesis, there are many opportunities for S-D on the market in Dubai, however, I have found it necessary to focus on selecting the ones I through my research have found most interesting for S-D, and have based my analyses and conclusions on these.
Further delimitations will become apparent after having read the methodology chapter of the thesis.
1.4 Structure of the Thesis
I have made the figure presented below to illustrate the content and structure of the thesis and thus how I will reach an estimation of my problem statement. Apart from chapter 1, 2, 3 and 4 the thesis has been structured in accordance with the answering of the three sub questions. Chapter 5 and 6 are connected, as chapter 5 will present some concrete market opportunities which are being further investigated in chapter 6.  
Figure 1:

[image: image1]Source: Own design.
2 METHODOLOGY
2.1 Methodology
In this section I will present the ideas and considerations I have had concerning the methodological approach of the thesis. In the process of developing the thesis, I have gone through a number of different phases, from developing interest in the subject, finding a problem area to solve and to the final conclusion. The purpose of this section is to explain what consequences my choice of methodology has had to the progress of the thesis, and to the results and findings that have come out of it. Having read this chapter, the reader should be able to follow my intentions from problem statement to conclusion and furthermore, to evaluate the results of the research perspective according to the methodology applied. 

2.2 The Working method 

As explained in the introduction it is quite clear that S-D has many challenges ahead of them before they can enter the market in Dubai. However, the fact that they have to start from square one with a new product has had a direct influence on the choice of the working method of this project. The starting point of this thesis is therefore that S-D has a practical problem they must to solve in order to be able to enter the market in Dubai. – They need a partner. As emphasized by Andersen, a practical problem is always accompanied by a theoretical one, that to a certain extend can explain why the practical problem exists.
 Simply put, the solution of the theoretical problem can assist to find a solution of the practical problem. Much in line with this observation, the purpose of this thesis has been to analyse the market for S-D in Dubai, based on a combination of theoretical and empirical evidence. 

I have chosen to combine the use of the deductive and inductive method in this thesis. The deductive method is visible in that I have used a PEST analysis model in order to analyse the market in Dubai. Also various CSR-related theories have been included in order to determine what theory S-D can base an entrance strategy on. To throw light on the problem statement, I have also included the inductive method, as it has been necessary to gather information from potential customers and other influential parties in order make viable conclusions.  

Basically I have worked with four elements, which can be linked in different ways as illustrated in the figure below. 

Figure 2: Working Method 
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I believe that this figure, as presented by Andersen, depicts very well the writing process I have gone through in this thesis. Instead of moving towards making conclusions by way of going from box to box, I have found it necessary to sometimes go back and change the problem formulation during the process. However, the changes have not been radical but rather minor corrections caused by new discoveries during the writing process. Moreover, I have found this working method necessary, as this thesis from the beginning has been an instructive experience. – Throughout the writing process, I have continuously built up more and more knowledge, which has clearly affected my conclusions. 

Figure 3: The Hermeneutic circle 
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The Hermeneutic circle has inspired me when having done the appropriate research and interviews. According to Andersen the figure above depicts the interpretational process that both sides experience during dialogue. Through effective and informal dialogue, preconceptions of the other party will gradually diminish and create a new, mutual and more actual understanding.
 Throughout the thesis this is visible in that I have had dialogue, through interviews and questionnaires, with potential business partners of S-D that I have encountered during the research process. Through dialogue with these persons, I have been able to interpret and understand behaviours that have affected my conclusions. This way, many of the results and answers I have come up with during this thesis are based on my personal interpretations, which is arguably also one of the disadvantages of such a method.     

2.3 Target Audience
The primary target for this thesis is Aalborg University, which is my educational community.

However, also the company I am writing for has interest in the outcome of the thesis. The challenge in working with two so vastly different target audiences lies in the amount of information, which both parties need to understand. As a consequence, there are certain parts of the thesis that serve one part better than the other. By example, the different theoretical discussions, which I present throughout the thesis, would not necessarily have been discussed as detailed if the thesis was targeted only at S-D. However, as also much empirical and up-to date data from Dubai has been included in the thesis, I believe that it is also interesting and useful information for the company I am writing for.    

It is important already at this point to underline that I have concentrated on being 100% objective and impartial during the process, which means that I have had no intentions or interests in promoting or advertising for S-D. Though, it has been an inspiration to deal with a company whose product is brand new and not yet marketed, since my conclusions may prove to become valuable for S-D. 

2.4 Methods for Collecting Data
The fact that Dubai is to be considered as a rather new market in the world economy, is evident in the limited amount of data there exists about the market; and that has had influence on the way I have approached this thesis. Thus I have found it necessary to use both quantitative- and qualitative research. I believe that quantitative research would not single-handedly provide the right answers to my study, since it in my opinion generates a general knowledge without going in to specific details. According to Boolsen
 quantitative- and qualitative- are two distinct research methods that are often used to analyse different kind of problems, with various scientific purposes. However, quantitative and qualitative research results brought together brings along a more complete and covering analysis of any given problem or research area.
 

Acknowledging this I have been inspired by Heine Andersen’s 3 types of data collection methods; the documentary, the observing- and the questioning method.
 According to Andersen, the choice of collection of data depends on the purpose of what is being investigated. Also, looking at the time-availability for the thesis, the existing amount of resources and the problem statement itself, should together decide the choice of data collection. Since Dubai, as mentioned above, is a relatively new market, it has been difficult to make useful conclusions from the very limited amount of literature there exists on the subject. Therefore I have chosen to combine the usage of all the three methods in this thesis, in order to be able to perform sufficient and qualified analyses on which I can draw conclusions.

In the following section I wish to explain what the different kinds of data collection methods constitute, how and why I have chosen to use them.   

2.5 The Documentary method
I have used the documentary method when gathering all kinds of secondary data such as statistics, articles, websites and academic literature in general. I have primarily focused on gathering and using material from the library since this normally goes through some kind of quality control before being published. In my opinion this heightens the reliability level.  
When possible, the gathering and studying of secondary data has widened my knowledge within the areas of study that this thesis deals with. The advantage and purpose of collecting secondary data is that you can profit on the experience and expertise of others.

As a consequence of the fact that Dubai is still a young and unexplored city, business wise, it has been difficult to collect much and viable data and literature about the market. Especially in-depth data about the golf and leisure industry has proven to be difficult to collect, apart from what I have been able to find in articles. I therefore have found it necessary to include the observing and questioning methods to widen the analysis.  

2.6 The Observing Method
I attended a seminar at Deloitte & Touche in Copenhagen, April 2008. There were approximately 200 participants, representing many different companies from various industries. There were 3 main speakers, who each presented their views of Dubai as a market, based on their own experiences. In the following I will outline briefly what the different speakers presented about the market opportunities in Dubai. 

The first speaker was Jacob Odgaard, Senior Director Expansion from Bang & Olufsen.(Hereinafter mentioned as B&O) He primarily elaborated on the pitfalls that exist in Dubai, and in that connection he outlined many examples of the many mistakes that he himself and B&O had made with relation to the establishment in Dubai. One of the most striking mistakes they made early on was to neglect the possibilities there actually were present for a company as B&O in the city. In that connection they had set up a partnership with a local enterprise; a partnership that proved to be very hard to get out of again when business suddenly got bigger in the area. 

The next speaker was Musa Dajani, partner in Deloitte & Touche in Dubai. Having lived in Dubai since 1982, he has experienced the remarkable growth of the city at first hand. Also, having worked within many different industries, he has obtained a wide knowledge of the business life. Unlike Jacob Odgaard from B&O, he focused on the possibilities and visions of Dubai as a market, especially presenting specific details about companies, industries and the economy in general. Furthermore, he elaborated on political and governmental circumstances and movements, many of which are crucial for companies to know about in connection with investment in, or establishment of business in Dubai.  

The last speaker at the seminar was Thomas Bay, Consul at the Danish Consulate General in Dubai.

He presented a straightforward presentation of Dubai, and argued that Dubai today is to be considered as one of the worlds leading business capitals, and there are several reasons as to why the city and the region in general have experienced such a remarkable growth within the last few years.

The speakers all together brought many facts, figures and descriptions which have been a great help for the outcome of this project, since they presented data and information that has not been possible to collect from other sources. Therefore I will refer much to the information that the speakers have gathered in presentation-slideshows from the conference. 
Having been in Dubai during the research and writing process of this thesis has also given actual impressions of the massive development in the city and has also lead me to the discovery of potential opportunities for S-D. These will be presented in the market analysis.

2.7 The Questioning Method
The questioning method has been very important and I consider it as highly necessary for the outcome of this project. Once again focusing on the limited amount of data there exists about the market, the questioning method has been essential. The advantage of using the questioning method is that it has given an insight and understanding of the market and has also been used to support and challenge the theoretical frameworks. However, one can argue that the disadvantage of this method is that the answers and conclusions depend on my personal interpretation of the results.   

In addition, the usage of this method has widened my knowledge of how companies of influence regard the importance of protection of the environment in relation with their own business. Moreover, it has given me an idea of their opinion of the potential of a product such as SD.
2.8 Complications in connection with the questioning method
Finding the right people and companies to investigate and question has been accomplished both by me and with the help from S-D. They have helped me in getting in touch with companies and persons of influence, and potential partners in the golf and leisure industry in Dubai. However, in most cases I have, as a result of my research of the market and the possibilities in general, come up with my views and ideas of what would be of special interest to investigate. Researching the market opportunities in detail has given me an overview of many of the projects that are rising in the Dubai area. Therefore I have contacted a wide range of companies and influential persons within the golf & leisure industry, and I have given a special attention to the ones I regard as potential future partners with S-D. However, I have had to accept that the Dubai business environment can be very ambiguous and bureaucratic, and as a consequence of this many of the contacts I have tried to establish have not been successful. By example, many companies have not shown interest in sharing internal business matters, and have especially seemed not to be interested in discussing corporate matters, such as environmental policies with outsiders. As a cause of this, the answers to the research question will be founded on a few rather than a lot of companies and individuals who decided to participate.  However, since S-D has a product which appeals to a niche market this has been a natural and expected consequence. In spite of the rather small number of participants, I regard the cooperative companies and individuals as relevant in providing valid conclusions.    

Below I will shortly present the interviews and questionnaires I have performed.

2.9 Interviews
As part of my desk research I contacted several experts on the subject and set up an interview in Dubai with Astrid Nielsen, who is head of Economic and Commercial Section at the Consulate General of Denmark. In order to structure the interview I had emailed a list of questions beforehand, which I then asked her in order to get the information I was searching for. The purpose of interviewing Astrid Nielsen was to get information about the business environment in Dubai and also about the potential market opportunities for a company such as S-D. Since I got a lot of information during this interview, I have chosen to make a written resume of it, which is to be found in the appendices. 
Furthermore, I was able to set up an interview in Copenhagen with the journalist Frank Undall. He is an expert on the golf & leisure industry, and often writes articles in the Danish business newspaper Børsen. Dubai has been of special interest in many of his articles; many of which I have referred to throughout this thesis. The interview with Frank Undall was open and partly structured. Even though I had a list of questions prepared beforehand, I quickly found out that letting him talk openly allowed more flexibility and led to a more rewarding and comfortable situation. Occasionally, I would then guide the interview in the right direction by asking relevant questions. The purpose of the interview was to get Frank Undall’s opinion of the chances of S-D’s possibilities of getting involved with the upcoming “Jumeirah Golf Estates” project in Dubai. He has written many articles about this upcoming project in specific, by example “Golfinvestorernes drøm” from June 2007 where he interviews David Spencer, the CEO of the project. David Spencer is one of the most influential individuals in the world golf industry, with much experience and success from other golf projects around the world, and Frank Undall has interviewed him at other occasions as well.
 Since Frank Undall had a lot of information to give me, the interview lasted more than one hour. However, in order to keep the focus on the discussion of a potential partnership between S-D and the Jumeirah Golf Estates, I have chosen to emphasise only on this in the analysis of the interview. Even though he had a lot of other interesting information offer, I have found it necessary to do this in order to keep a narrow and specific focus. The full interview has been enclosed by way of a CD-Rom.  
2.10 Questionnaires
As it has been mentioned previously, in order to succeed in Dubai it is necessary for S-D to find a partner that it is either a producer or supplier of golf carts. As a consequence of this I have sent questionnaires to two potential partners of S-D in Dubai, wanting to investigate the possibilities for a partnership between the parts. 

One questionnaire was answered by Anne Storz, the Citizenship Manager of one of the biggest and most successful golf clubs in Dubai. Due to company policies, the golf club wished to be anonymous in this thesis, which I have respected. The questionnaire consisted of a line of questions concerning issues such as: The conception of the product SD; the potential of it; if they are involved with any environmental protective initiatives in connection with their daily operations, and of the potential of environmental protective products such as S-D’s in Dubai, in general.  

The second questionnaire was answered by Gary Morgan, After Sales Manager in the company Hydroturf Int. Hydroturf Int. is an experienced and very powerful distribution company of various products and solutions within the golfing industry. By example, they are the distributors of the dominant golf cart producer Club Car in Dubai, and as have been mentioned in the introduction, the management from Club Car has so far rejected collaborating with S-D. However, since Hydroturf Int. is an independent company also distributing many other brands, I found it interesting to examine their conception of SD as a product, and if there is a possibility for a partnership with them – with or without the involvement of Club Car.    

Both questionnaires can be found in the appendices.

2.11 Evaluation and critique of data
To evaluate whether the conclusions in the thesis rely on scientific acceptable data, I will in the following evaluate the reliability and validity of my empirical and secondary data.

According to Andersen, reliability concerns how reliable my data is and can thus be defined as the extent to which several measurements show the same results. Lack of reliability arises because of random deviations.
 The concept of validity has two hyponyms: Validity and relevance.
 
Validity concerns the general coherence between empirical data and theory whereas relevance refers to how relevant the empirical data are to the problem statement. 

In this section, I will evaluate the reliability and validity of my data in the thesis, including secondary and empirical data.

2.12 Evaluation of secondary data
The secondary data in this thesis consists of different CSR related theories, newspaper-, internet- and scientific articles and a survey. Since the presentation and discussion of CSR related theories make up much of this thesis, I have chosen to evaluate this in its own section in the following. 
As have been mentioned previously, collecting secondary data about the market in Dubai proved to be a very difficult task, and generally the limited amount of specific literature on the matter that does exist is arguably not up to date. However, I did succeed in finding some newspaper- and internet articles that gave an insight of the market conditions. Moreover, during my research I also succeeded in finding a recent exploratory survey that investigates the awareness level of CSR in the U.A.E. The survey though, only gives a broad and rather superficial view of the awareness of CSR initiatives in Dubai business circles, and is therefore only brought forth in order to examine whether or not there is a fundamental knowledge of the concept in the region. I do not, however, find any reliability or validity problems in the usage of these sources, as they all are performed by professionals.   

The disadvantage of using secondary data is that most of the data are not meant for the exact problem statement that I have set up, and as all data are based on my subjective interpretations, there is the risk that I have misinterpreted the data. The reliability level therefore arguably could have been bigger if I had had data which were aimed directly at the purpose of my thesis.

2.13 Evaluation of empirical data
Empirical data have been important for the outcome of the thesis, as I would not otherwise have been able to achieve an in-depth understanding of the market, and the opportunities there exist. As mentioned, I have gathered empirical data in terms of interviews, questionnaires, participating at a seminar about the market opportunities and also by being in Dubai myself. The reliability and validity of this data will be evaluated separately. 

2.14 Evaluation of interviews
Interviews are always a source of error in connection with the questions asked and the interpretation of the interviews. As I have mentioned, my interviews have been both open as well as partially structured, which gave the respondents the opportunity to speak freely on the topic. However, the interviews were neither leading nor ambiguous. The conditions of reliability are therefore present and with that the data valid.  
Astrid Nielsen is an expert in the market conditions in Dubai. She is Head of Economic and Commercial Section at the Consulate General of Denmark, and thereby much of her daily work consists of advising Danish companies about market opportunities and pitfalls. With her qualifications in mind I therefore consider the interview with her as a valid and reliable source to the market analysis.     

The interview with Frank Undall was arranged because of different reasons. Since it was not possible for me to get in direct contact with an authorised employee from LeisureCorp (the company behind the project “the Jumeirah Golf Estates”, I decided to contact Frank Undall because he has written many articles about the golf & leisure industry, and has interviewed the CEO of the company at several occasions. Therefore, I consider this interview as having a lower level of reliability and validity. - Since he is not himself involved with internal business matters of the company, he could only refer to his unreserved experiences and convictions about the company’s policies and interests. However, I still find the information from the interview as sufficient to draw durable conclusions on. 

One critical point about the interviews in general is that they may have been subject to interviewer bias, in which responses are influenced by my characteristics or by a desire to please me. At some points, I did not get an exact answer to precisely what I was actually asking about, which may have been caused by general misunderstandings, and this also affected the answers that were given. Another aspect is that the construction of questions and interpretation of the results may also have been influenced by my own attitudes. 

2.15 Evaluation of questionnaires
I believe that the two questionnaires I had filled out by potential customers of S-D gave me a greater insight in the strategic thinking of the companies, and thereby also of how they distinguish between the importance of economic and environmental initiatives. Moreover, the questionnaires gave me an idea of their idea of the potential of the product SD and of the level to which companies are aware of the harmful affect they have on the environment. 

One critical point about questionnaires however, is that the respondents may have interpreted my questions in different ways than what was the intention. Furthermore, in one case the respondent avoids to answer one of the questions (Gary Morgan, Hydroturf Int.) and I have therefore chosen to interpret the blank answer as a deliberate evasion. However, apart from this, all questions have been answered, and most importantly by influential persons in their respective companies. I thereby consider the data as reliable and valid for the analysis.

2.16 Evaluation of participation at the conference “Investment or establishment in Dubai”
At the conference, all speakers represented different companies or institutions from the market in Dubai. The purpose of the presentations was both to ‘sell’ the opportunities that are present in Dubai, but also to refer to the pitfalls of the market. I am aware of the fact that especially the representative from the Consulate General of Denmark may have had the intention to attract Danish companies to seek for further market entrance help from the Consulate in specific, and thereby benefit his own workplace. However, since the representatives all seemed to give their open and honest opinion about especially the market conditions,- and not so much focus on their own company’s efforts and services, I find that the conference has given me reliable and valid sources to work with. 
2.17 Evaluation and Critique of Theory   

This section briefly evaluates and criticizes the theories used in the thesis. Further criticism will be found in the various discussions of the theories. 
In order to analyse the market, I have chosen to use a PEST analysis model.
 I believe that this theoretical framework gives a broad but useful analysis of the market. By analysing Political, Economical, Social and Technological factors, the framework presents both various threats and opportunities of the market, which is very useful in this context as the idea has been to bring in some resulting concrete opportunities in the empirical section of the thesis.   

However, to be able to fulfil the aim of this thesis, I have mainly dealt with various CSR-related theories, which have been analysed and discussed in the context of S-D in order to determine what theories they can most conveniently base their entrance strategy on.

As the concept of CSR is a very wide term, there are numerous of books and material on the subject. However, I have deliberately presented a line of theories from authors with various and complementary approaches to the topic. I believe that this has given the most practicable approach to the discussion, and this way I have also avoided dealing with repetitious material on the topic.   

The complementary discussion of how to use CSR as a business tool is represented by the theorists I have chosen to deal with. First of all I have chosen to discuss the CSR-opposing theories of Milton Friedman.(1962) One can argue that Friedman represents an era that is now outdated, however I believe that his foundational profit maximization theories give a interesting and still valid resistance towards the evolving appraisal of CSR as a useful business concept. After the discussion of Milton Friedman, I have chosen to analyse and discuss two theories of Michael Porter. His original competitive advantage theories from 1985 are very interesting in the discussion of how S-D can obtain competitive advantages from being environmentally considerate. I have also chosen to present and analyse the Value Chain, also developed by Michael Porter. Once again in the context of CSR, it is interesting to discuss S-D in relation with the value chain, and how they can focus on creating value through effective CSR initiatives. Especially because of these theoretical frameworks I have found Michael Porter’s approaches to CSR as meaningful and valid for this thesis. Lastly, I have discussed and analysed the theories brought forth by Edward Freeman. (1984) The reason for bringing in his theories is that he argues that corporations have both internal and external commitments to take care of. Therefore, he partly supports the concept of CSR, but criticizes it for enforcing the Separation Thesis at the same time. In response, Edward Freeman has presented The Stakeholder Model, which is an interesting framework to discuss in the case of S-D. As his theories contribute to the discussion by going further than contemporary CSR approaches, I find his theories very rewarding and valid in the discussion of how S-D can base an entrance strategy to the market in Dubai.  
3 CORPORATE SOCIAL RESPONSIBILITY

3.1 Socially Responsible Corporate Values
The aim of this section is to give an explanation of what the concept CSR implies. The concept has been presented in the introductory phase of the thesis, however, this section seeks to give a further but brief understanding of the concept as a whole. 

As CSR describes the relationship between business and the society at large, it is hard to give an exact and precise definition of the concept.
 The countless number of authors, who have dealt with the topic in contemporary literature, explains very well the complexity and variety of the concept.

However, CSR will be one of the cornerstones of this thesis, why I find it important to introduce the foundational ideas-, before deepening the discussion of the concept. 

3.2 Definition of CSR
In general, theoretical literature about CSR applies three main approaches: The classical, stakeholder and societal approach. These are different theories establishing why businesses perform CSR and what it may constitute of. 

Firstly, the classical approach states that “the social responsibility of business is to increase its profits”.
 This implies that companies’ core objective is to maximize profit whereas social responsibility is to be controlled by the government. 
Secondly, the stakeholder approach assumes that stakeholders influence the company and/or are influenced by the activities of the company.
 This approach proceeds from the assumption that companies not only are held responsible for their owners, but also their stakeholders.

Finally, in the societal approach, companies are considered to be liable to society in general. 

Thus in order to be able to perform business, companies must engage in CSR. Most contemporary organizations are aware of the importance of a societal approach today and have implemented it as a part of their business strategy. Initially, companies had two options to perform business: profit maximization or social responsibility. Increasingly though, businesses find ways to utilize social responsibility in order to obtain profit maximization and today, in many cases, CSR is considered as a win-win concept which means that there should be no antagonism of profitability in respect of social interest.

As explained above, CSR covers a lot of different aspects besides the classic ones with either the economic or stakeholder theories. Examples of newer virtues that have been added along with the evolvement of the concept are by example employee conditions or environmental protection. With the non-polluting solar cell technology that S-D has innovated taken into primary consideration, this thesis will primarily deal with the environmental aspects of CSR.
4 SOLARDRIVE
4.1 Who is SolarDrive ApS?
The purpose of this chapter is to give you a brief introduction of the company S-D and of the solar cell roof they have developed. 
S-D is a Danish company, originally established under the name Suntrail in 2001 by two engineers and an economist. The vision of the company has from the start been to develop solar cell driven vehicles, and other solar powered products.
 Since the establishment, the company has gained much experience within the field of solar energy, and proportionately with their growing expertise within the engineering discipline, - technicians and designers have also become an essential part of the team. Their expertise is further characterised by a well developed collaboration with various universities in both Denmark and Hong Kong.
 

4.2 SolarDrive product specifications
Together, the interdisciplinary team of engineers, technicians, designers and economists has succeeded in developing a revolutionising universal solar cell roof that enables golf carts to run on power, purely generated by the sun. 

Installation of the solar cell roof on every golf cart in stock will enable golf clubs to cut their operating costs considerably as the carts will need no recharging during the day, as existing carts do. Powered by solar energy they are capable of driving non-stop. The technology even works in cloudy weather as well, using a proprietary electronic control system.
 Two years of intense testing has proven that the solar cell technology is just as efficient as traditional golf carts driving on conventional energy sources such as electricity or gasoline. However, the biggest difference is that, unlike the gasoline and electricity driven golf carts, SD is environmentally friendly. The people behind SD have succeeded in developing a product that combines efficiency and functionality whilst being completely CO2 emission free.

4.3 SolarDrive and Ernie Els
Already before the official launch of the product, it was published that one of the worlds’ best professional golfers, the South African Ernie Els, has invested a considerable, yet unknown, amount of money in SD making him the main investor in the company. The fact that one of the biggest names in the golfing world has decided to invest in the product arguably underlines that S-D has indeed created a state-of-the-art product that has never before been seen. For Ernie Els, it is not only an investment of capital but also a way to brand his own name and to be associated with “green energy”.
 The investment from Ernie Els has undoubtedly also contributed to the foundational capital strength that S-D needs in order to successfully enter the market in Dubai. However, this thesis will not deal with or discuss the economic circumstances in relation with the market entrance.
5 MARKET ANALYSIS
5.1 Business in the U.A.E
It is emphasized in the book “Doing Business with the United Arab Emirates” that just fewer than 65 per cent of new businesses fail within their first three years on the market in the U.A.E. Furthermore, a remarkable 86 per cent of new brands suffer the same fate.
 These facts refer strongly to the importance of market research.

As the statistics above clearly point out, many new companies fail to succeed in the U.A.E. 
In developing a robust and sustainable entrance strategy, it is of great importance to be aware of how the business environment is constantly changing. With this recognition in mind this chapter has the purpose to generate knowledge of the market in general, and of the opportunities in Dubai. 

Since S-D has expressed their determination in focusing on CSR-related business, I have decided to start the market research by investigating the level of awareness towards CSR initiatives in Dubai and the U.A.E. In that connection, I have chosen to present and analyse an exploratory survey recently performed in the U.A.E  by Dr. Katsioloudes and Tor Brodtbodt, from the American university in Sharjah
 The survey gives a good, broad and updated (autumn of 2007) picture of the level of awareness of CSR principles in the U.A.E. 

5.2 CSR - An Exploratory Study in the United Arab Emirates

In 2007 Dr. Katsioloudes and Tor Brodtbodt finished an interesting survey investigating the awareness of CSR in the U.A.E. It has especially encouraged them to perform the survey because the literature concerning CSR is very limited in the Middle East region.
 They performed the survey by sending out a questionnaire consisting of twelve questions, of which four were of environmental interest. A total of 403 companies from various industries participated.
  

The survey concentrates on three basic CSR principles: Environment, community affairs and consumer protection, respectively within the manufacturing, construction, trade, restaurant & hotel and ‘other sectors’. With S-D’s product in mind, I have chosen to focus only on the environmental survey results in order to keep focus on relevant and narrower statistics. I will elaborate on the survey results in the following, however without going into specific details since the survey results are being brought forth only to give an overview of the level of awareness of CSR in the U.A.E. 
To the question “Does your company comply with the UAE environmental law?” 93% per cent of the companies answered that they do comply, and throughout all sectors the percentage was stable. 

In order to keep up with the fast pace of the development in the region, the U.A.E. government has found themselves compelled to make further and stricter environmental regulations in order to control firm behaviour.
 Propositions as such force companies to evaluate the environmental causes of their operations. By example, Federal Law No.24 of 1999 has been developed in order to protect the environment, with special concern to the booming number of new projects within the construction sector.
  

The second question asked was: “Does your company conduct environmental impact assessments?” The answers to this question revealed that a mere average of 53% of all participating companies within all respective sectors estimate the environmental impact of their operations.
 

According to Katsioloudes & Brodtkorb these figures suggest a significant lack of tolerance and awareness towards common international attitudes towards environmental provisions.   

The third question asked was: “Does your company have effective internal measures in place that sanction environment-harming activities”? An average of 66% across all sectors of respondents answered that they do have internal initiatives that measure the impact of their environmental-harming activities, which reflects a relative concern and awareness.
 Katsioloudes and Brodtkorb argue that the survey results of question 2 and 3 are rather predictable as impact assessments (question 2) usually are normally only present in more advanced environment management systems, in which environmental policies play a central part. - Something that evidently is yet not a widespread proposition with U.A.E companies.
      

To the fourth and last question “Does your company consider the environmental impact of its supplier’s business activities?” 57% of all respondents declared to be concerned with the suppliers’ impact of environmental damage. However, Katsioloudes and Brodtkorb argue that it is questionable what the 57% of companies rely their measuring of suppliers’ environmental impacts on. - With the weak regulatory framework and lack of enforcement in mind, it seems to be difficult for U.A.E. companies to be able to conduct a fair assessment of the suppliers, even though the company’s own belief is different.
 

5.3 Analysis of the survey
S-D can conveniently use the survey results to determine that there exists a broad sense and knowledge of CSR initiatives in the U.A.E. An average of 93% across all examined sectors, points to the fact that, at a potential market entrance, S-D would know that there exist an awareness of environmental obligations among companies.     

Furthermore a large number of companies prove that they commit them selves to the local environmental laws
, however without being able to actually measure the environmental damage they cause through their operations. Neither do they consider the environmental impacts of suppliers or install internal measures to prevent environmentally harmful activities.
 

Katsioloudes & Brodtkorb conclude based on the above and on the general results of the survey, that there indeed “is an overarching need for companies to focus more on issues of environmental protection and responsible initiatives that go above and beyond the letter of local laws.”
 

This observation reflects that there are indeed opportunities for a company such as S-D to take advantage of this exacting need. Based on these statistical facts it thereby seems rational to market a product, focusing on emphasising its environmental advantages in the U.A.E. 
However, since the survey presented above only gives a general overview, I will further examine and analyse the market conditions in Dubai in the following. By using the PEST analysis model, I will try to spot opportunities and threats in more detail. 

5.4 PEST analysis
In order to analyse the market systematically, I have chosen to use the PEST analysis model.
 
P-E-S-T is short of political, economic, social and technological, and resembles a framework of macro-environmental factors. The PEST analysis model is a well recognised tool to use for companies wanting to analyse and scan the business environment of interest. Through this analysis model, the company gains understanding of factors such as market growth, business position and potential.
 

However, since the PEST analysis is very comprehensive, I have concentrated on factors that may have interest or importance for S-D in relation to a market entrance in Dubai. As I have elaborated upon in the methodological section of the thesis, I participated in a seminar at Deloitte & Touche in April 2008, which has been of great inspiration for me when approaching the PEST analysis in the following. Moreover, the interview in Dubai with Astrid Nielsen from the Danish Consulate General has been of given much useful information. The Consulate has a broad insight of the market conditions, the development in general and about what possibilities and pitfalls companies should consider when entering the market. 

Furthermore, the following market analysis also has the purpose to present the discovery of two concrete opportunities that will be further analysed later in the thesis, as part of the empirical data presentation. 
5.5 The Dubai business environment  – “The Race to Dubai”
The United Arab Emirates were formed as one nation in 1972, consisting of the seven emirates of Abu-Dhabi (the capital), Sharjah, Fujairah, Ajman, Ras-al-Khaiman, Umm-al-Quwain and Dubai.

Together, the 7 emirates possess as much as 10% of all oil resources in the world. As a consequence of this the country has founded its wealth on the basis of this.
 
Since the oil reserves are gradually emptying the government has encouraged a non-oil diversification strategy, which today means that 95% of the national income comes from other sectors than oil. The service sector in particular dominates the economy including industries such as real estate, transportation, financial services, restaurants and hotels and construction. Commerce and tourism have become the main players in the booming economy.
 The figure below gives an updated view of how the highly diversified economy is tied together. (April 2008)  

Figure 4: 
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The total population of 4.5 million consists of many different nationalities whereof approximately 18% are local Arabs. Apart from the rather limited number of Arabs the population is highly dominated by immigrants from Asian countries such as India, Pakistan and the Philippines.
 However, more and more well-educated westerners from Europe and the U.S. have recently been attracted to the region mainly because of the booming economy, business environment and tax holidays. As a consequence of this growing trend, it is expected that the population in the U.A.E. will double today’s size within four years time.
  
5.6 The Political agenda
Ever since the establishment of the U.A.E., Dubai has been ruled by the Makhtoum family. Today the leaders name is Sheikh Mohammed al Rashid al Makhtoum, Prime Minister and Vice President of The United Arab Emirates, and ruler of Dubai.
 Arguably, Sheikh Mohammed is the symbol of the development Dubai has experienced within the last few years. His liberal visions and wish for economical and social progress has encouraged the economy to flourish in a way, arguably never seen before anywhere in the world. Accordingly, he has outlined the so called 2015 plan which has the following goals:
•     An increase in the gross national product (GNP
) of 11%

· The creation of 882.000 new jobs

· A 4% rise in productivity

· A rise of 41% (44.000$) GNP per capita

· Focus on the service sector

· Focus on solving traffic-, rent- and labour disputes. 
 
With the current development and progress taken in to consideration, the plan is not likely to fail. 
Astrid Nielsen from the Danish Consulate General underlined that it is general knowledge in Dubai, that whatever Sheikh Mohammed decides to do – is done.
 Sheikh Mohammed represents the government, the authorities and all other ruling institutions at once. The ad below describes very well his intentions and visions for Dubai and the region in general, and is placed several places in Dubai along the highways.                          
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Political factors have created a market oriented economy with a well structured business environment that is not restricted to the same degree as in many western economies.
 
In order to attract foreign investment and establishment in Dubai, there has been created several Free Trade Zones where companies flourish under liberal circumstances such as by example 50 years guaranteed tax holidays, which are renewable.
 (Currently there are 23 Free Zones in and nearby Dubai
) Furthermore there are no federal tax legislation and personal income taxes remains at 0%. Currently, only foreign Oil and gas companies and branches of foreign banks pay corporate taxes of respectively 50-55% and 20%, however outside the Free Zones.
  

Focusing on S-D and their potential opportunities on the Dubai market, Astrid Nielsen argues that the market for innovative and sustainable energy sources, experiences a great and booming interest in Dubai currently. Accordingly, she gave me the latest Middle East Electricity news letter in which it is evident in the articles that solar power projects are being developed increasingly these days. 

Moreover, energy produced from solar cell technology is predicted to become a highly demanded energy source in the future, with the high focus on sustainable energy solutions in the Middle East.
 
Other articles in the newsletter state that the U.A.E. is likely to face a major energy crisis in 2020 if the current development, and lack of innovative energy solutions, continues. Therefore, the government is now very much investigating and encouraging companies to invent innovative and sustainable energy solutions.
 In addition to this, the government has recently guaranteed higher prices for a proposed solar power plant which will generate electricity from the heat of the sun;
 and in the article “UAE seeing the world through green eyes” from the U.A.E. newspaper Gulf News, it is written that the government now requires from all new building projects that they are certified by the Middle East Centre for Sustainable Development.
 These are examples of some of the political initiatives that are being shaped currently in Dubai in order to create an eco-aware business and construction environment. 

In the following section I will look at some general economical factors of the market in Dubai.

5.7 The Economic environment   

As a natural consequence of the development in Dubai, the economy has also experienced a remarkable growth. First of all, strategically, Dubai has a very central and significant geographical position which contributes to the fact that it is the most busy business centre in the Middle East. 
A quick glimpse on the world map reveals the very central position of Dubai. Accordingly, it has great importance that Dubai is placed relatively close to massive markets such as India, China and Northern Africa, which makes them the preferred station of commerce in the area.
 Also distances to eastern Asia and Europe are within a rather short range, giving them easy access to these markets as well.

                                             [image: image6.emf]

The development in the region has contributed to a remarkable economic growth, and the figure presented below reveals this very well. It presents the GNP growth from 2003-2007 in Denmark, the EU and the U.A.E. respectively. However, it is important to bear in mind that the figure depicts percentages compared to the previous year, and that Europe and Denmark for long has been far ahead development-wise than the U.A.E. 
Figure 5:
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There are enormous amounts of liquidity circulating in the Dubai business life. Enormous investment companies flock to be engaged in one major building project after another, hoping to create further long term basis income.
  
In order to keep focus on the golf & leisure Industry, there are remarkable projects under way, and therefore it is not a coincidence that S-D’s eyes are resting on the growing market and the opportunities that rise from the desert sand in Dubai. In fact, golf is the fastest growing tourism industry with a yearly growth of 7%. – A surplus return rate that makes the biggest investment companies in the world give the golf & leisure industry further and continued attention.
 

5.8 The downsides of economic development
As in all other economies there are also downsides and potential threats that S-D must also consider. The current economic boom in the region has caused the inflation rate to lie around 10%.
 Moreover, the Dirham (the U.A.E currency) suffers these days from being pegged to the U.S. dollar, which is currently experiencing a remarkable downswing.
 The combination of high inflationary rates with less value for the Dirham can prove to become an impediment as especially many blue collar workers will get less out of their salary and may leave to work elsewhere.
 If this appears to happen it would have considerable consequences for the many construction companies, which are highly dependant on the workers.
 
The following section will analyse the social and cultural circumstances that S-D must also consider.

5.9 The Social and Cultural environment   

Dubai is highly multicultural due to the development in the region. The population mix of hundreds of different nationalities has shaped an exciting and varied cultural life. The sight of mosques next to enormous skyscrapers symbolise well the diversity and contrasts of the city life. However, for businesses this means that they also have to put much consideration in to the fact that the business environment is just as multicultural as society itself.

Even though many foreign companies join the diversified workforce on a daily basis, the business environment is arguably still controlled and dominated by the Arabic business culture. However, companies are increasingly becoming more “westernized” in their operations and business culture, in general.
 Astrid Nielsen points out that there are still some significant differences one must be aware of when dealing with the Arabic business culture. One of the most significant issues is that it takes time and sometimes many meetings to build up business partnerships in Dubai. – Therefore, it is important to show constant involvement and engagement. The reason for this is that they prefer to build up a reasonable amount of trust, primarily based on friendship before getting involved with foreign companies.
 Also in connection to this, Thomas Bay argues that, many foreign companies with experience from the market have experienced advantages by having established themselves physically and thereby be closer to collaborators, distributors and customers.
 
Another cultural pitfall, which arguably is very interesting for S-D to consider, is that the population has a very different attitude towards protection of the environment than in many western countries. Most probably, easy and cheap access to energy sources such as electricity and gasoline has a negative impact on most of society, which is definitely not fulfilling their obligations towards the environment.
 
The survey on companies’ support of environmental protection brought forth earlier in the thesis reflected a relative level of awareness that is arguably not visible among society in general. This proclamation is further made clear by recent statistics that appoint the U.A.E. as the second most carbon emitting nation in the world per capita, only behind the neighbour Bahrain in the statistics.
 
These frightful statistics are being taken very seriously in Dubai now, and on a daily basis media such as newspapers suggest and remind how people can cut their pollution of the environment. Accordingly, there is a high demand for technological and innovative solutions, as also evident in the Middle East Electricity News letter brought forth earlier.
 
As emphasised earlier, the government is now introducing stricter environmental regulations for construction sites in particular, attempting to control the level of environmental damage.
   
The open business environment and the overall positive attitude towards economic growth make it easy for foreign companies to establish themselves quickly on the market once they have gained access. Moreover, the positive and welcoming attitude towards a foreign workforce is evident by the fact that around 1000 work and residence visas are issued on a daily basis.
 This reflects a high integration level and a highly effective system towards expatriates. 
The next and last part of the PEST analysis deals with the technological environment in Dubai.
5.10 The Technological environment
One of the most dramatic forces in shaping people’s lives is arguably technology.
 With the current development Dubai is experiencing, technological development has naturally been given much attention by the government. As a result of this, the infrastructure in the country is well functioning, but also needs constant improvements in order to follow the rapid development.
 By example heavy traffic is a huge disadvantage for the business environment and progress in Dubai, but is at the same time a natural consequence of the inrush of inhabitants. At the same time, it is one of the factors through which the U.A.E. has obtained the status as one of the most environmentally damaging countries in the world, as previously stated. 

As emphasized by Thomas Bay and Astrid Nielsen, there is currently a high focus on alternative energy production in the U.A.E. Consequently, there is an urgent need and interest in high quality technological solutions that can bring down the increasing pollution in the region.
 In fact, it can be argued that the economy’s growth rate is affected by how many new technologies are invented and vice versa. - This reveals a highly competitive environment for the companies providing innovative solutions.
 
One can argue that each new technology is a force for “creative destruction”.
 In the case of S-D, they have with their product challenged the original golf carts that run on gasoline or electricity, but must be aware of other revolutionising technologies that can potentially replace or even enhance solar cell technology in the future. Arguably, the current competitive environment in Dubai indeed encourages development at its highest.
As can be seen through some of the materials such as articles from newspapers and the Middle East Electricity news letter, S-D are indeed not the only ones having found out that solar cell technology is indeed highly in demand at the moment. Many initiatives on the matter reveal that it is not an unfamiliar phenomenon in the region. However, during my research on the topic I have yet not encountered any products like SD, neither aiming for the golf & leisure industry in particular. Therefore, it seems obvious for S-D to keep focusing on their niche market and take advantage of the current and booming request for alternative energy. In the next section I will present two concrete opportunities within the golf & leisure industry in Dubai. 
5.11 Opportunities within the golf & leisure industry
During my trip to Dubai in April 2008, I became familiar with the size and extent of some of the upcoming projects. The purpose of this section of the thesis is to present two opportunities I encountered during the visit, which both hold considerate opportunities that S-D should consider as interesting in connection with their market entry. Furthermore, the following presentation will be completed in the last and empirical part of the thesis, as the opportunities are included in the empirical materials. 
5.12 The Jumeirah Golf Estates
One of the biggest investment companies in Dubai, LeisureCorp, has bought the rights to the PGA European Golf Tour
, which means that the whole organisation behind the tour has their future headquarters in Dubai.
 This deal has undoubtedly been extremely costly
, and underlines the enormous amounts of capital that LeisureCorp possess. Accordingly, a part of the deal is that they will also change the name of “The Order of Merit”
 to “The Race to Dubai”, to symbolise where the tour has its final destination and tournament every year in the future.
   

The headquarters of the European Tour will accordingly be placed within the boundaries of “Jumeirah Golf Estates” – a major project that is planned to become the most luxurious golf estate in the world. 2000 villas will be placed around four of the best golf courses in the world, designed by renowned golf course designers. The courses will be named after the natural elements of Fire, Earth, Water and Wind and as soon as in 2009 they will host The Dubai World Championships; with record setting prices for the players participating.
 All the villas in the estate will be highly luxurious and will all have one or two golf carts at their disposal. In fact “Jumeirah Golf Estates” is only one of other similar projects under way in the Dubai region, where 20 new courses are playable within the next two years.

Even though Dubai is highly inspired by a free market economy, the composition of the market can be very confusing even for the most experienced business men. Especially the ownership relations between the biggest companies can be very comprehensive. Below is an example of this:
The Jumeirah Golf Estates is run by LeisureCorp, which is owned by “Istithmar Leisure” – one of the biggest investment companies in the world.
 (‘Istithmar’ means investment in Arabic) Istithmar Leisure, which is run by Dubai locals, is a member of the “Dubai World” family of companies, that all act in the interest of the government in order to promote Dubai as the leading hub for trade and commerce in the world.
 The Jumeirah Golf Estates definitely hold opportunities that S-D could potentially attempt to pursue. However, there are complicated circumstances and deals behind the walls of the project that they must also consider in striving to seize this opportunity. This involves the American golf cart producer Club Car and their distributor, which will be elaborated upon in the following.       

5.13 Hydroturf Int.
As mentioned in the introduction of the thesis, the American based Club Car, is the dominant supplier of golf carts in the region. Basically all golf clubs placed in and around Dubai use Club Car golf carts as an important link in their daily operations.
 As Frank Undall writes in the article “Golfens varme centrum” from Børsen, January 25th 2008, Club Car has already settled a deal to insure them supplying the Jumeirah Golf Estates with one or two carts to every of the 2000 villas, and moreover to the four courses. A deal that undoubtedly contributes enormously to their already lucratively running business.
 

However, despite the fact that Club Car dominates the market for golf carts, they do not have their own department in Dubai. Instead they rely heavily on a distributor by the name of Hydroturf International. Hydroturf Int. is an experienced and influential distributor of various products and landscaping solutions within the golfing industry, operating in several countries in the Middle East such as the U.A.E., Egypt, Saudi Arabia, Qatar and Oman.
 Arguably, because of their significant expertise and experience, Club Car has decided to make use of Hydroturf Int. as their connecting link to the Middle Eastern Market. 

Hydroturf Int. has become the most influential distributor in the golf industry in Dubai, as they have particularly specialised in having the best after sales department on the market, taking advantages of the hospitable business environment in the Jebel Ali Free Zone.
 

Since Club Car, as previously mentioned, has made a deal to deliver golf carts to Jumeirah Golf Estates already at this point, it thereby also involves Hydroturf Int. as they will be in charge of the distribution. Accordingly, they will also be responsible for after sales services. However, Hydroturf Int. is an independent and successful company who are always looking for ways to improve their product groups.
 This is pointed out by Hydroturf Int.’s after sales manager Gary Morgan in a questionnaire I had him fill out. (The questionnaire will be presented later in this thesis.) Having said this, Gary Morgan also underlines that they are not bound to contractually continue collaborating with Club Car. This means that if they can see advantages and increased business potential in upgrading the golf carts to run on solar energy, they may consequently request Club Car to support this decision. Alternatively, interest from Hydroturf Int. may consequently also result in that they choose to collaborate with another golf cart producer who finds the SD product as an interesting investment. This observation makes it clear why I regard Hydroturf Int. as an opportunity worth following up for S-D.
5.14 Analysis of the Market in Dubai
As introductory stated it is extremely important for any company searching for prosperity abroad to investigate the business environment in detail. 
The exploratory survey introductory presented substantiates that environmental CSR-propositions are not an unknown concept among most U.A.E. companies. However, the framework on which they claim to be protectors of environmental CSR initiatives is far from as developed as the one present in most western economies. As the two investigators behind the survey, Katsioloudes and Brodtbodt conclude, there is a growing need for companies to focus on protection of the environment in the U.A.E. The results of the survey give S-D a fundamental reason to further consider the opportunities on the market, as have been done by way of a PEST analysis. 
Arguably the PEST analysis has given a thorough research of the market on which S-D can spot potential opportunities, threats and pitfalls. 

5.15 Opportunities triggered by Political factors
The decreasing oil reserves have forced the Dubai government to initiate other sectors of business.
This has developed a highly diversified economy where companies from all over the world can gain from the open market economy. As an example, specially created Free Zones have been set up for companies to take advantage from. The fact that the business climate is very open and highly available arguably poses great opportunities for a new company as S-D.
Moreover, it seems that the ‘2015 Plan’ envisioned and encouraged by the ruler of Dubai, Sheikh Mohammed, includes a doubling of the potential market size. Not only is the market getting remarkably bigger; also the interest for alternative energy production such as by example solar cell technology has gotten much attention lately. Furthermore, governmental regulations now force companies to obey environmental initiatives. The current evolving interest in environmentally friendly undertakings seems to grow proportionately with the level of development in the city, and undoubtedly therefore creates further opportunities for a product such as SD. 

5.16 Economic circumstances
As described above there are enormous amounts of liquidity flowing in the U.A.E. and Dubai business circles, and the possibilities for making big money are certainly present. A growth of 7% per year in the golf & leisure industry are worth noticing for a company such as SD, and the fact that approximately 20 new golf courses are playable in the Dubai area within the next few years, certainly carries along the possibility of selling many solar cell roofs. Moreover, the fact that Dubai aims to become the golfing capital of the world creates a sublime possibility for SD to become a well known brand in the industry, getting attention from the whole world.
However, S-D should also be aware of other economic circumstances in the environment that do not have as positive prospects. By example, the inflation level is high and yet not under control, and in the long run this could potentially become a continuous plague for Dubai.  
5.17 Social and cultural factors
There are both positive and negative aspects for S-D to consider, when discussing social and cultural implications. 

Considering the cultural factors brought forth previously, it seems that S-D should be aware that having patience is a very important ability to possess if they want to establish durable business relationships in the region. However, gradually the business environment is becoming more “westernized”, which will arguably diminish this “problem”. Moreover, many already established companies have pointed out that being close to customers, partners and consumers increases the chances of success. 

What is perhaps a bigger problem for the U.A.E. and interesting for S-D to consider is the fact that the population, because of easy and cheap access to energy sources such as especially gasoline, has a very different attitude towards damage of the environment. Arguably, they do therefore not see the necessary purpose of environmentally friendly products, to the same extent as most westerners do. 

To bring in an actual example from Dubai, which I noticed during my visit, because of the warm climate in the region, it is a common habit that people leave their motors running in parking lot in order to let the air conditioning keep the car cold, until they return from the shopping mall. This is just an example of the general ignorance towards environmental protection, in the region.
Also, the media is trying very hard these days to convert the population to conceiving environmentally friendly habits, and thereby to remove the U.A.E. from being one of the most carbon emitting nations in the world. Arguably it seems that this development not only will benefit the environment in the long run, but perhaps also S-D.     

5.18 Technological Circumstances
The general development in Dubai has a large impact on the evolution of new technological solutions. Having recognised the negative consequences of heavy- production, construction and traffic, the government has especially begun to focus on encouraging alternative production of energy sources; and this with a main emphasis on environmentally friendly solutions. Furthermore, examples have shown that they reward revolutionising technologies by donating large sums of money to the projects, arguably in order to encourage others to be developed. This stimulates a highly competitive environment, and one can argue that this spirit encourages innovation at its highest. 

It seems that it is an overall tendency that all sectors of the business life in Dubai are gradually becoming affected by the urgent need of technology that can improve the standards for protection of the environment. One can argue that this indeed opens up for S-D to take advantage of their niche market in the golf industry. Yet, the golf & leisure industry has never encountered a product such as the solar cell roof for golf carts, and this possesses considerable opportunities for SD to become a major success. Moreover, with the current level of governmental interventions taken into consideration, it may become a reality that soon the law will demand, by example golf clubs to obey environmental propositions in connection with their operations. This may consequently cause a chain reaction that in the long run can also benefit S-D.     

5.19 Concrete Opportunities
In order to narrow the discussion of potential opportunities on the market in Dubai, I have chosen to go into further details with two concrete examples: The Jumeirah Golf Estates and Hydroturf Int.
The Jumeirah Golf Estates is going to be one of the most remarkable projects the golfing industry has ever seen, and getting involved with a project as such would arguably set the optimal scene for S-D to become a recognised product. Not only is the world cup coming up in 2009, but there is also an opportunity of delivering solar cell roofs to more than 2500 golf carts within the same estate.

This simply makes this opportunity too big to ignore. Moreover, one can argue that being stalled in the same environment as the headquarters of the European Tour itself, could potentially hold the opportunities to become a well-known brand with further expansion possibilities in the long run. 
Another opportunity I have discovered during my visit to Dubai is represented by the company Hydroturf Int. First of all I regard them as a potential customer since they are the distributors of Club Car in Dubai, and thereby they have both – a wide knowledge of the market, but also a distributional network that would make a potential access easier for S-D. However, I have discovered that they are not bound to keep on delivering the traditional existing (electricity or gasoline driven) Club Car if they see profitable business possibilities elsewhere. 
Therefore it seems interesting to investigate whether or not S-D can actually affect Hydroturf Int. positively, aiming for a future partnership.

In order to find out if S-D should concentrate on affecting Hydroturf Int. directly or rather influence The Jumeirah Golf Estates, I have chosen to let these opportunities be the main focus of the empirical-, and last part of the thesis. 
5.20 Summing up
As suggested by the PEST framework, the analysis above has been divided into political, economical, social/cultural and technological factors, and as expected the analysis has showed a business environment with considerably more opportunities than threats seen from S-D’s perspective. 

Accordingly, I have discovered and presented concrete opportunities for S-D. These opportunities will be further dealt with in the empirical presentation and analysis later in the thesis.
However, in order to be able to take full advantage of the opportunities that are present on the market, the company must firstly be able to outline a valid entrance strategy. 
In line with this recognition, the next part of the thesis will present and analyse various theoretical approaches primarily dealing with how a company can use CSR initiatives as a business tool to create value and competitive advantage.   
6 THEORETICAL APPROACH
6.1 Theory
In the discussion of whether S-D can ultimately base their entrance strategy on CSR, it is interesting to examine the different theories that have been developed on the topic. As the concept CSR can be defined as a very wide term, proportionately much literature has been written about it. Thus, many different theories have been developed, some of which I have chosen to work with in the following. Rather than presenting repetitious material, I have deliberately chosen to focus on presenting theoretical evidence from authors with various and complementary approaches to the concept of CSR. This has given an adequate amount of theories to analyse later in the thesis.    

6.2 Friedman, Freeman & Porter
When reading about CSR I have discovered that Milton Friedman, Edward Freeman & Michael Porter arguably are three of the most influential theorists on the topic. They have developed different theoretical approaches to how companies can use CSR as an effective tool to create a successful and sustainable business, or if they should rather avoid involving social matters with business. Moreover, they each represent a different period in time, which their theories are influenced by. 

Milton Friedman symbolises a period (1962) where profit maximisation was considered to be the fundamental purpose of companies. Moreover, he argues that the company’s shareholders are absolutely crucial for its existence. With his negative attitude towards CSR I will continue by introducing R. Edward Freeman (hereinafter mentioned as Edward Freeman) (1984). He widens the discussion of CSR and argues that a company must pay attention to internal as well as external circumstances, arguing that in order to maintain a sustainable and profitable business, the company must be socially responsible and thereby consider its actions according to external demands.   

Michael Porter (app. 1999) presents a view of CSR that arguably combines the views of Friedman and Freeman. Porter emphasizes that a company can enable CSR as a means both to satisfy responsibilities towards the outside world and to create profit at the same time.

Even though the most obvious examination of the three theorists would be chronological (Friedman-Freeman-Porter) I have chosen to rearrange the order. The order which I will present will be Friedman-Porter-Freeman as I believe that this order reflects a widening discussion of CSR as a concept. Friedman has the most negative and narrow attitude towards the concept whereas Freeman believes that corporations do indeed have a social responsibility to comply with. However, in a recent text published by the Institute for Corporate Ethics he stresses that CSR should rather be short of Corporate Stakeholder Responsibility. An explanation of this will be presented after the theoretical examination of Friedman and Porter.   

The presentation of the theoretical framework mentioned above will flow into an analysis that seeks to discuss how S-D can conveniently use the theories to consider their own options, with relation to CSR initiatives.       

6.3 Milton Friedman
The American economist Milton Friedman has by many, and namely the recognised monthly magazine The Economist, been pointed out to be the worlds’ most influential economist of the last half of the twentieth century.
 In 1976 he was awarded the Nobel Prize in economic sciences for his efforts, and is arguably most famous for his advocacy of economic freedom. 

His attitude towards CSR was always very critical as he believed that a company’s sole purpose is to make money for itself, not having to focus on unnecessary surrounding circumstances and thereby serve social interests. Milton Friedman’s rather provocative proclamation “the business of business is business” (1962) was followed in 1970 by an article that has since become a classic example of the resistance towards the progression of CSR.
 In the article “The Social Responsibility of Business is to Increase its Profits”
 Milton Friedman openly opposed the improving trend that corporations should care about social responsibilities. He based his protest on three arguments:

· Only human beings have a moral responsibility for their actions. 
With this claim, Friedman argues that corporations are controlled by people who are responsible for the actions taken by the business. Therefore a company can not be put in a place to be responsible for its actions, and should therefore not be expected to.

· It is managers’ responsibility to act solely in the interests of shareholders.
In this proclamation, Friedman argues that the managers (and other employees) of the corporation have the only purpose which is to create profit, since this is what the corporation has been established to do. Acting in the interest of any other purpose will only neglect the corporations’ actual responsibility, which is to act in response to the expectations of its shareholders.
   

· Social issues and problems are the proper province of the state rather than the corporate managers.

The last argument that Friedman expressed was that managers are not capable of making decisions on behalf of what is best for society. Managers, unlike politicians, are in most cases not democratically appointed and should stick to their job, which is to concentrate on their own business. Politicians however, have been democratically appointed with the purpose of serving what is best for society. Thus, social responsibility is a governmental responsibility.  

Moreover Friedman argues that corporations, in some sense already do serve a social responsibility by existing. Any corporation creates a number of jobs, of whose output tax is being paid and thereby benefits society in general.
 However, he further argues that this is the only connection there will ever be between the corporation and societal matters. He believes that no corporation can profit on involving CSR into business practices, as its only purpose is to create a positive image of the company to the outside world, disregarding long term orientation.
   

Focusing on the manager that enables CSR initiatives to be a part of the corporations business, Friedman points to the fact that he/she is not only disregarding the interests of stakeholders, but it also harms employees and customers. He emphasizes this in this quote: “Insofar his actions in accord with his “social responsibility” reduce returns to stockholders, he is spending their money. Insofar as his actions raise the price to customers, he is spending the customers’ money. Insofar his actions lower the wages of some employees, he is spending their money.”

At the same time he predicts that the outcomes of CSR can also tarnish the manager himself, in the long run, since employees, stakeholders and customers may turn their back on a business that is not going well. The outermost consequences might be that the stakeholders will fire the manager because of the decreasing profits, whereas employees will leave the company, and customers will buy from other producers.   

He makes this rather exaggerated assumption, to make his point clear that managers should avoid focusing on trying to create goodwill based on CSR initiatives, as this action takes away the control from the manager or the company itself, to let external factors control it. Friedman argues that it is exactly circumstances like this that contradicts the foundations of the free market, and becomes controlled by “the iron fist of Government bureaucrats”.

Having dealt with Milton Friedman’s attitude towards CSR initiatives, it is now interesting to go further with the discussion, and to present other and more positive and constructive visions of CSR as a “profitable” business tool. In the following section I will elaborate on evidence brought forth by Michael Porter, whose theories are interesting in the discussion on how S-D can account on CSR to gain competitive advantage. 

6.4 Michael Porter
The American economist and strategist Michael Porter has won wide recognition within his field through the years. His works are recognised and respected in academic circles, and he is probably one of the most quoted and studied authors on business schools around the world.
 Especially his theories about strategy and competition are considered to be fundamental and paradigm-setting within the field of economics and marketing.
 He is the author of several books primarily dealing with the topics competition, management and strategy. (ex. Competitive Strategy 1980; Competitive Advantage, 1985; The Competitive Advantage of Nations, 1990; Philanthropy’s New Agenda, 1999; Strategy and Society: The Link Between Competitive Advantage and Corporate Social Responsibility, 2006.) 

Having dealt with the topic CSR, Porter has been especially interested in how companies can successfully combine being socially responsible at the same time as being competitive and thus maintaining sustainable profit. In fact, Michael Porter’s theories claim that companies can eventually attain competitive advantage by letting CSR initiatives become an implemented part of the fundamental and core business strategy. One can even argue that the theories brought forth by Porter have resulted in a paradigm shift within the field of CSR. - Once considered as a rather idealistic concept, CSR is now being recognised as a strategic move to gain competitive advantage, by many companies worldwide.
 It is in connection with this recognition that I find Michael Porters theories interesting when discussing how S-D can successfully gain competitive advantage through a correct use of CSR initiatives.  

6.5 The Competitive Advantage theory
In his book, Competitive Advantage (1985) Michael Porter describes the ways in which any given company can gain competitive advantage compared to competitors within their respective industry.  
Porter defines competitive advantage like this: 

“Competitive advantage grows fundamentally out of the value a firm is able to create for its buyers that exceeds the firm’s cost of creating it. Value is what buyers are willing to pay, and superior value stems from offering lower prices than competitors for equivalent benefits or providing unique benefits that more than offset a higher a price.”

Furthermore, Porter argues that ‘goals’ indicate what a business wants to achieve whereas ‘strategy’ provides the game plan for getting there. Therefore, a company must design a prudent strategy for achieving its goals. With that purpose in mind, Porter has outlined 3 ‘Generic Strategies’ that provide a good starting point for strategic thinking. These are Overall Cost Leadership, Differentiation & Focus.
 These can conveniently be considered by any given company.

6.6 Cost Leadership
By applying ‘Overall Cost Leadership’ to the strategic thinking, the company focuses on achieving the lowest production and distribution costs, in order to price lower than its competitors as well as winning a large market share. To maintain this strategy the company must be good at engineering, manufacturing, purchasing and distributing, however focusing to a lesser extend on the marketing of their product(s).
 Porter further argues that, if a company can succeed with this kind of strategy it will do better than the average within the specific industry. However, it is important that companies focusing on this theory are aware of the actions taken by competitors following the Differentiation strategy. If the product does not fulfil these requirements, the Cost Leadership strategy should rather be avoided.
 Moreover, Porter argues that the downside of this strategy is that other firms will usually compete by continuously lowering their costs, and thereby hurt the company that has rested its existence on cost efficiency.
 

6.7 Differentiation
If a company focuses on the differentiation strategy it competes by offering a product that differs from that of the competitors. Differentiation can be obtained either by having a significant product, the way of selling or marketing it, or other measures that will enable the end user to distinguish it from competitors. If a company successfully manages to differentiate their product they can arguably allow themselves to sell their product at a higher price.
 However, this strategy will only be successful if the higher price exceeds the extra expenses the company has in connection with the production.

Using the differentiation strategy correctly, the company must also be able to communicate effectively to consumers why and how their product is different than the competitors’. 

In other words, differentiation is about positioning the product, service or company in a way that enables the buyer to distinguish it from others. However, according to Philip Kotler, Professor of International Marketing at the Kellogg School Management and writer of ‘Marketing Management’, the differentiation strategy goes beyond the concept of positioning. He argues that it can be defined as the process of adding a set of meaningful and valued differences to a company or a product.
 
In connection with this assumption he has added some points to Michael Porter’s ‘differentiation strategy’ theory. He argues that basically all products somehow can be differentiated but not all kind of differences are equally meaningful or valuable. A product will be significant if it satisfies the following criteria:

· Important: The difference delivers a highly valued benefit to a sufficient number of buyers.

· Distinctive: The difference is delivered in a distinctive way.

· Superior: The difference is superior to other ways of obtaining the benefit.

· Pre-emptive: The difference can not be easily copied by competitors. 

· Affordable: The buyer can afford to pay for the difference.

· Profitable: The company will find it profitable to introduce the difference.   

Philip Kotler argues that the value of differentiation declines gradually if the above mentioned specifics are not fulfilled. 

6.8 Focus
The last generic strategy that Michael Porter proposes is the so called ‘focus’ strategy. The company should enact a ‘focus’ strategy if it aims at a more narrow market segment, in which they can get to know their segment intimately. Within this segment the company should then attempt to obtain ‘cost leadership’ or ‘differentiation’, just as elaborated above.
 Michael Porter believes that the strategic concepts ‘Cost Leadership’, ‘Differentiation’ or ‘Focus’ provide a framework, that any existing company should be able to place their own product or service within. He further argues that it is important for a company to take time to reflect on their own strengths and weaknesses, before deciding on how to obtain competitive advantage.
 His point is further emphasized in this quote: 

“Being ‘all things to all people’ is a recipe for mediocrity and below-average performance, because it often means that a firm has no competitive advantage at all.” 

As this quote quite clearly describes, Porter believes that a firm must spot their own specific qualities in order to phase-out their competitors. 

6.9 Porters Value Chain
For the company to identify where and how competitive advantage can be obtained, Michael Porter further argues that the so called ‘Value Chain’ is an effective tool to do so. The figure, as shown below, presents nine different strategically relevant activities that in synthesis create the total value for the buyer.

Figure 6: Porters Value Chain     

[image: image8.png]Fim Infrastructure

Human Resource Management

Technolagy Development

Procurement

‘Support Actvities

Inoound | operaions  Oubound |Markatng | Senice
Logistics | Logistics | Sales

<« Primary Actities -






The value creating activities consist of five primary activities: Inbound Logistics, Operations, Outbound Logistics, Marketing & Sales and Service. In broad terms, the primary activities describe the process of bringing materials into the business, converting them to final products, distributing them, whereupon the marketing and sales department makes sure that the products are marketed and sold. Finally, the service department takes over and is in most cases responsible for the “after-sale” services in connection with product guarantees.

One can argue that the primary activities concentrate on the physical part of the business, whereas the supporting activities represent the fundamental activities of the business.
 Most often the supporting activities consist of – procurement, technology development, human resources management and firm infrastructure. These activities are handled within specialized departments.

The overall task for the company is to make all departments coexist and work together towards a common goal, in spite of the departments having different practical purposes. In other words, a company’s success does not only depend on how the single department performs but on how well everything is coordinated.

Michael Porter argues that in many cases, single departments in companies work too hard to maximise their own interests without regarding the company as an entity. Disregard and lack of interaction with the other departments may prove to be crucial to the total outcome of the company’s production, and thereby it affects their competitive advantage negatively. In a text from the Harvard Business Review, December 2006, Michael Porter and Mark R. Kramer discuss how the CSR initiatives can become an implemented part of the Value Chain, ultimately creating the sustainable value that all corporations are searching for. I will elaborate on this text in the following, as it is very interesting in the context of how S-D can integrate CSR into their Value Chain. 

6.10 Mapping the Social Impact of the Value Chain
Michael Porter argues that, even though CSR initiatives have indeed become a growing trend among all sorts of corporations, many of these still have the wrong conception of what CSR is all about. Instead of only regarding CSR as a “cosmetic” and enforced initiative to serve the image of the business many companies still need to realise that in the long run, CSR can actually extend the length of the life cycle of the company by building sustainable competitive advantage.

“To say broadly that business and society need each other might seem like a cliché, but it is also the basic truth that will pull companies out of the muddle that their current corporate-responsibility thinking has created…”
  

In this quote, Michael Porter underlines that it is important for companies to understand that there is a natural interrelationship between corporation and society (unlike Friedman), because a corporation needs a healthy society that is fundamental for its existence, and vice versa. 

A well functioning society creates an expanding demand for business, and society needs successful companies to create jobs and innovation, and thereby improve standards of living. This interrelationship he refers to as a ‘shared value’.
 

It is Michael Porters’ believe in this ‘shared value’ that leads him to a further analysis of the Value Chain. He argues that basically all company activities, as illustrated in the Value Chain previously, have either positive or negative consequences. However, it is the company’s continuous task to upgrade their CSR actions in the value chain in coordination with external factors as society changes over time, as well as social standards and science progresses.

Michael Porter further argues that when a company uses the Value Chain to illustrate the social consequences of its activities, it will accordingly automatically present a line of operational problems and possibilities that the company will then need to react upon. As a main rule, the company should attempt to diminish the negative elements/issues that occur in the Value Chain as much as possible, and be able to spot where there are opportunities that can provide social and strategic distinction, and thereby add to the company’s total value.
 He further argues that managers in each unit of the company can use the Value Chain to identify systematically the social impact level of the company’s activities. This process will help the company to become more proactive and to tailor their production.
    

However, in relation to this, it is important that the company chooses what social issues it wishes to address. It is simply not possible for any corporation to solve all of society’s problems, whereas it should instead focus on selecting issues that intersect with its particular business, where it can serve a purpose that creates a ‘shared value’.
 Other social matters are better left to companies dealing with the industry they may interrelate with. In other words, the company should strive to find a way that creates social benefits as well as being profitable for the business. One way to do this is by prioritizing social issues into three categories, as suggested by Porter. He argues that social issues to affect the company’s business can be divided into 3 distinct categories which are important for the company to identify, as presented in the chart below.

Prioritizing Social Issues

	Generic Social Issues
	Social Issues that are not significantly affected by a company’s operations nor materially affect its long-term competitiveness.

	Value Chain Social Impacts
	Social issues that are significantly affected by a company’s activities in the ordinary course of business. 

	Social Dimensions of Competitive Context
	Social issues in the external environment that significantly affect the underlying drivers of a company’s competitiveness in the locations where it operates.


The suggested framework proposes that companies can prioritize their social efforts by dividing them in to three distinct areas. Generic Social Issues may be important to society but are not affected by the company’s activities nor does it contribute to its competitiveness.    

On the other hand, Value Chain Social Impacts are those that are significantly affected by the company’s activities in one way or another. Last but not least, Social Dimensions of Competitive Context can be defined as external circumstances that directly affect the drivers of competitiveness in the company. Even within the same industry the prioritizing of these issues may vary from one company to another, relative to the differences in the competitive positioning the company manages. To give an example of this, within the auto industry Volvo have positioned them by producing the safest cars in the range whereas Toyota for instance, have built competitive advantage on the basis of hybrid technology.
 

With this example of two companies who have successfully used CSR to gain competitive advantage, Porter concludes that focusing on the ‘shared value’ concept, as discussed previously, will enable the company to use CSR rather as a tool to create value than as damage control. 

Edward Freeman is another influential author on the issue of CSR. Like Michael Porter he is a supporter of CSR as a concept. However, he has a critical opinion of the term CSR which he means reinforces the so called “separation thesis” where business and society or ethics are treated as separate matters. I will elaborate on this in the following paragraph of the thesis, as well as other theories from Freeman. 

6.11 Edward Freeman
Edward Freeman is an American philosopher and professor of business administration, who is arguably most famous for his works about stakeholder theory and business ethics. In 1984 he published the book “Strategic Management: A Stakeholder Approach” in which Freeman partly opposed the common theories concerning “the managerial view”. In his words: 
“The corporation is viewed as a resource-conversion entity, taking raw materials and converting them into products, with dollars measuring the transactions. Returns are provided to owners in the forms of dividends or capital appreciation in the marketplace”.
 

In this quote Freeman clearly underlines his attitude towards the narrow perspectives of the traditional corporation that mainly operates in order to satisfy its shareholders.
 

In the following paragraph I will outline the theories brought forth by Freeman on how corporations should attempt to combine their social responsibility with ordinary business operations, and even go beyond the contemporary CSR strategies, which he argues unintentionally encourage the separation thesis.  


Freeman stresses that companies should instead focus on stakeholder strategies which affects not only the company itself but also indirectly serves many groups throughout society. 

6.12 Stakeholder
Before discussing the issue of stakeholder theory, it is important to determine what the term ‘stakeholder’ implies. 

The use of the term ‘stakeholder’ in a managerial context was originally first used in the US in the sixties, however the theoretical approach of the term was developed and brought forth by Freeman not before 1984.
 The main argument of the stakeholder theory is that, unlike the common CSR approach, it recognises that corporations have a responsibility towards various groups in society that all to some extend have interests in the activities by the company.
 Contrariwise, Freeman argues that CSR theories are primarily concerned about satisfying shareholders, which limits the level of responsibility the company has to its surroundings.   

The term ‘stakeholder’ can be defined in numerous ways, however Freeman’s original interpretation of it is arguably the most used: “A stakeholder in an organisation is…any group or individual who can affect, or is affected by, the achievement of the organization’s objectives.”

However, since 1984 Freeman himself have jointly proposed a revised definition of the term with Evan in 1993, suggesting that the definition could be added two simple dimensions, in order to give a more precise and up to date explanation of the term. – The principle of corporate rights, which restrains the company from violating the rights of others; and the principle of corporate effect which obeys the fact that companies are responsible for the effects of their actions on others.

As a result of these additions a new definition has been presented like this: “A stakeholder of a corporation is an individual or a group which either: Is harmed by, or benefits from, the corporation; or whose rights can be violated, or have to be respected, by the corporation.”
  

Below is an illustrated view of the common, capitalist inspired, managerial view. The second model presented depicts the Freeman perspective of the stakeholder theory. The illustrations give a good overview of the differences between the respective perspectives.  
Figure 7: The traditional management model
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The figure shows the traditional model of managing, and illustrates that the company’s actions affect only four external groups. Employees, shareholders and suppliers provide the basic foundation for the company to produce whatever product they might have to its customers. 

The shareholders are the owners of the company and the dominant external group. The two-way arrow indicates the company’s only interrelationship. Moreover, the company’s primary operational concern is to suit whatever the shareholders demand.  

Figure 8: The Stakeholder model
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Unlike the traditional-, the stakeholder model depicts a structure where the shareholders are only one group among many others. This reflects, as also described previously that the company recognises that their actions affect various external groups. The company is therefore situated in the middle of several two-way relationships.

6.13 The Separation Thesis
Another reason as to why Freeman is an opponent of the usage of the traditional managerial model and thus CSR approach, is because he believes that it divides the concepts of business and ethics as separate things, and not as an entity as his stakeholder theory otherwise proposes. 

He argues that companies acting in accordance with original CSR strategies have a tendency to automatically separate regular business operations from social activities as if they can not coexist. 

The result of this is that the company’s social activities are regarded as an enforced ‘add-on’ strategy. 

Moreover, Freeman also points to the fact that it lies deeply in some, especially western companies, that capitalism is about “anything-goes” strategies, and that capitalism only implies making money, which is regarded as a negative proposition. Viewed this way CSR, again, becomes an add-on strategy instead of embracing the fact that business and social impacts can coexist.
 If companies tend to control their business with the overall conception of capitalism as being an evil force, it can prove to be crucial for the company. It is a destructive idea to think that making money, or running a successful business is necessarily a bad thing, as it neglects the actual role of corporations on a global scale. Corporations and especially successful ones are benefiting society by its mere existence as they create jobs, suit demanding customers and basically raise the living standard of many external groups.
 In this matter, Freeman agrees much with Porter, as have been outlined earlier in this thesis.

Freeman further argues that if companies fail to recognise that they are benefiting a whole range of external factors by their mere existence, they may force themselves to get involved in matters where they have little or no expertise at all; in order to create more and enforced goodwill to the company’s image.
 In the worst case scenario this can lead to the close down of the company, which then will serve no parties at all. 

The acknowledgement above leads us back to the discussion of how the company should focus on the value creation. How does the company succeed in creating value to satisfy customers, suppliers, communities, employees and financiers
 – and even all at once? In this discussion the Value Chain, as previously presented, is interesting once again. - Because it describes how the different departments of a company should attempt to work both separately but also together to create the value that suits all stakeholders. Freeman argues that the idea of capitalism as a concept fits very well into the value chain, as his idea of capitalism is a system that represents social cooperation, which is both visible within the company and the fact that they suit stakeholders.
  

6.14 Business Social Responsibility?
Freeman may be a supporter of the intentions behind the original CSR strategy, but continues to criticise certain issues within the concept that he finds problematic and outdated. Above it has been outlined that he would rather see that companies are inspired by his stakeholder model, rather than operating within the traditional managerial model scheme. Furthermore, he criticises CSR for encouraging the separation thesis - the idea that business and ethical or societal matters are different matters that do not as a natural consequence work together. This view, he argues is even being promoted by many of the major theoretical frameworks within business and management studies.
   
However, Freeman’s critique of the traditional CSR approach does not stop here. He also points to the fact that the word “corporate” implies that the concept only concerns large and succesful corporations that due to their size are the only ones capable of serving social matters.
 

In this connection Freeman questions why the concept is not rather being called Business Social Responsibilty as this would create a much broader appeal to institutions and companies of all sizes.
 

Freeman further argues that the conception of CSR as being only an issue for the big corporations is highly problematic, since a total of 47.347.000 people work in companies with fewer than 50 employees, in the U.S. just to bring in an actual example. By comparison companies with 1000 or more employees make up 15.138.000 workers.
 

Freeman underlines examples like these to underline his conception of CSR as an outdated concept. “A conceptual scheme that separates the social responsibilities of a corporation from its business possibilities has long outlived its usefulness.”
 In this quote Freeman clearly argues that it is time to move on to a new era of strategic thinking, where business and social issues are regarded to be directly involved with each other. In connection with this, Freeman proposes that businesses of all sizes should rather replace CSR with “Company Stakeholder Responsibility”.
 

Company – implies that all forms of value creation and trade need to be involved.

Stakeholder – implies that, as mentioned above, the company should aim to create value for its key stakeholders. 
Responsibility – implies that performance in the workplace can not be separated from social or ethical purposes.
 

Furthermore, Freeman has suggested a framework that companies should attempt to follow in order to succeed with stakeholder responsibility in practice. I will elaborate on this four level framework in the following paragraph. 

6.15 Four Levels of Commitment to the Stakeholder Approach
For a company to be able to successfully adapt the so called Company Stakeholder Responsibility strategy, it requires that it is committed to the stakeholder approach to management.
 

Freeman has suggested a four level framework that he argues contain the necessary provisions for the company to follow. As it shows, Freeman expresses that it requires the right and qualified managers in order to successfully gain from stakeholder management. 

Level 1 – Basic Value Proposition
The first level is also the most fundamental one, which suggests that the managers need to understand and comply with the needs from both the company’s customers as well as stakeholders.
 (employees, communities, suppliers, financiers etc.) However, the manager must be able to create this value proposition simultaneously, making it a natural initiative in operations suit the demand from several parts. It is the very idea of managing for stakeholders that it is obtained in a joint process.
 

Level 2 – Sustained stakeholder cooperation
The company must be able to respond and act to changes in its surroundings. The dynamic conditions and changes within the competitive, macro-economic, regulatory and political environments make this ability very important for the company to overcome.

Moreover, managers must have the ability to make revisions when needed as well as having an overview of how the changes affect the stakeholders. One revision may be positive to one stakeholder but an upset for another and this is arguably unavoidable for the company to experience. However, the manager must have an overview of the amount of sacrifice stakeholder will accept, and how these can possibly be compensated.
  
Level 3 – An understanding of broader societal issues
Freeman argues that today’s successful manager must be able to recognise and respond to a rising number of international issues, some of which are not necessarily business related. The key word for today’s successful manager is to be proactive, and to be able to spot opportunities, but also potential threats to the company. This attitude is important towards all stakeholder groups, primary as secondary,
 as they can affect the operations of the company.
   

Level 4 – Ethical Leadership
Freeman argues that recent research on the topic have shown a profound connection between ethical propositions and positive company results. Especially, sustained profitability and a high level of innovation have proven to be very much in connection with the ethical values the company attempts to exist on.
 However, once again it requires the manager to have deep insight in its stakeholders’ interests and priorities in order to react proactively upon them.
6.16 From Theory to Practice
Having dealt with various theoretical frameworks up until now, it is now time to analyse and discuss how S-D can transfer this new knowledge of CSR principles, and use it practically to make a successful market entrance in Dubai. 

The works of Friedman, Porter and Freeman have arguably given a wide and covering theoretical examination of CSR as a business strategy tool. Porter and Freeman have through their literature attempted to analyse how businesses can most conveniently transfer their knowledge of CSR opportunities to become a successful business asset. Friedman on the other hand, has emphasized his discontent and disbelieve in the concept. 

As a company, S-D can conveniently consider all approaches for making a well founded strategy.  

6.17 Analysis of theories - Opposing CSR initiatives
As mentioned earlier, the Distribution Manager of S-D Peter Randow is determined that CSR must be one of the main drivers behind the company, because of the environmentally friendly advantages of the product. As elaborated upon in the market analysis, there is a high demand for innovative and sustainable energy solutions in Dubai presently. This fact alone would make it irrational of S-D not to attempt to take advantage of the current interest in this particular field.   

Knowing at this point that Milton Friedman was opposed to the very ideas of CSR, it is therefore questionable if S-D should not rather ignore his negative attitude towards CSR and instead focus on the ones who embrace it. However, having been pointed out by The Economist to be the most influential economist of the last half of the twentieth century, Milton Friedman’s views deserve to be regarded with respect and consideration; even though he proposes that CSR is more destructive than constructive, when it is involved with business. Furthermore, it can be argued that it would be rational for any company considering CSR activities as part of business strategy, not only to focus on repetitious appreciation of the concept but instead consider arguments from both pro- and opponents. At least this would give the company a better basis for a decision. 

With this in mind, S-D should consider that according to Friedman the main purpose and focus of any given company should be to make money for itself. According to Friedman, S-D should not worry about having moral responsibilities for their activities as a business. They should instead focus on bottom-line business, which also is the indirect way for them to benefit society, since Friedman argues that successful businesses and a capitalist inspiration in general, lay the foundations for a prosperous society. 

It can be argued that S-D can consider the arguments brought forth Friedman as a reminder that they can not even allow themselves to focus solely on CSR activities, before they have experienced their business profiting. As Friedman (and also Porter & Freeman for that matter) argues, they must also recognise that their existence is also benefiting society by paying taxes, creating jobs etc. For this to happen, they must profit from their operations.
However, since the product itself represents a ‘green’ technology, it would arguably contradict their own company values, if S-D decided to give up on their fundamental belief in CSR as an important part of their company values. 

It can also be argued that Friedman’s opinions come from a time where environmental issues were not as actual and hyped as they are today. This is also visible in that Friedman rarely mentions environmental matters in his works but rather focuses on the social circumstances of CSR strategy. Therefore, arguably it seems reasonable to mark much of his works as outdated. 

6.18 Proponents of CSR
Unlike Milton Friedman, authors like Michael Porter and Edward Freeman have both concentrated much of their works to support the fact that with careful planning of CSR initiatives, companies can profit from it. However their approach to CSR is widespread and varied, and can be regarded as a procession. The purpose of the following part of the thesis is to analyse and apply the theories of Porter and Freeman, to spot in what connection they can become useful for a company such as S-D.

6.19 Competitive Advantage
According to Porter, S-D has the option to gain competitive advantage through outlining a strategy that will either enable them to produce, distribute, purchase and sell their product at a lower price than competitors, in order to get a large share of the market. 

Arguably, this does not seem like the right strategy for S-D to consider. First of all, hypothetically there is a threat that with time, a growing number of competitors will begin to copy the technology and lower the prices in order to compete and steal market shares from S-D. Moreover, according to Porter, companies focusing on cost leadership have a tendency, and often necessity, to also cut down on the costs of marketing their product.
 In the introductory phase, it seems to be important for S-D to become a well-known brand on the market and thus it would seem irrational not to concentrate on the marketing aspect of the solar cell roofs. With a finish product, it now seems to be most important for S-D to create awareness about it and the fact that they serve in the interest of environmental protection. This requires a well designed communication strategy, which is part of the overall marketing strategy. (I will however not elaborate further on that in this thesis.)
Realising this, it seems more obvious for S-D to focus on the differentiation strategy, where the company concentrates on differentiating them selves from other companies, and on becoming the market leader within that particular industry. Porter further argues that if a company succeeds within this strategy, they will even be able to price their product higher in proportion to rising demand.
 
Philip Kotler has added to Porter’s theories, a framework that companies can enable in order to evaluate the value of the product they wish to differentiate. It is interesting to evaluate the value of S-D in this context. 

· Important – It is my belief that S-D delivers a highly valued and appreciated product to a number of financially strong potential buyers. Considering the market size and growth within the golf & leisure industry in Dubai in specific, the potential is huge.

· Superior – Considering the solar cell technology, and the fact that it is environmentally protective unlike the conventional technology on which current golf carts run, I believe that it is fair to regard SD as superior to the existing technology. 
· Affordable – Regarding the purchasing power of potential buyers of the product, arguably, the unit price of 1650 euro
 is not going to be an issue. 
· Profitable – I believe that with the current focus on ‘green’ initiatives, introducing SD to their golf cart range will only give the buyer a positive response that can easily turn in to a profitable measure image-wise, but also on the bottom line since more customers may prefer to drive in solar driven carts. 
Having stated above that S-D arguably should consider a differentiation strategy, it would also seem rational to do so by focusing on a particular and narrow segment, and get to know it very well. So far, S-D has expressed a wish to collaborate with golf cart- producers or suppliers, already on the market in Dubai. I believe that this reflects a wish to focus on a few customers in a specific region, rather than trying to become a major player from day one. Moreover, this appears to be a wise strategy, since experience and success in one region arguably can create a good basis for deciding to move on to other markets in the future. It is therefore my conviction that S-D, most conveniently, can gain competitive advantage through a strategy as such.

6.20 SolarDrive in the Value Chain
The Value Chain, also originally presented by Michael Porter gives the company a figurative and well-arranged overview of the respective departments and their position in the value creating process. 

As also examined earlier every company can place themselves in the value chain, which describes the process that a product or service goes through within a company. In each department of the company the product gains some value that ultimately contributes to the total value. In a further study of the value chain (Mapping the Social Impact of the Value Chain), Porter, together with Kramer, have concentrated on implementing the concept of CSR in to the process. In connection with this it is possible to discuss how S-D should enable CSR activities in order to create sustainable value. 
As Porter argues, there is a natural interrelationship between companies and society, and in broad terms, they need each other to make this relationship successful. What they should attempt to build up is what Porter calls a “shared value”.
 - A value that is useful and beneficial for both parts.

In the case of S-D, it is quite clear that not all departments will contribute remarkably to the value creation; however, it seems obvious that already now most of the value creation from S-D come from their technological development and design. (In the Value Chain this is placed under supporting activities – technology development) S-D should arguably focus on technological and innovative development continuously, as this already now is their distinctive mark and thus where the most value is created.   

Furthermore, continuous innovation will lengthen the life cycle of the company as external demand will also be on the rise proportionately. Hypothetically, it is highly expectable that technological and innovative upgrades will eventually encourage potential competitors to also come up with new and maybe even better solutions, and sustainable environmental projects will keep creating demand from society. This progress will insure a long existing ‘shared value’ between the company and society. 

However, this scenario still requires that S-D stays within the limits of where they as a company have expertise to profit from, and where society can still benefit from this. Realising this, S-D should prioritize their social issues to concentrate on external environments that affect their competitiveness positively; or what Porter refers to as “Social Dimensions of Competitive Context”.
 By doing this they may find the optimal shared value.

6.21 SolarDrive and their stakeholders
As it has been examined in the theoretical examination, Edward Freeman also supports the fact that companies have social obligations, but argues that CSR as a concept treats business and social issues as separate and incoherent forces.
 Stating this, he argues that the intentions behind CSR are good but fails to acknowledge the fact that even by existing the company serves a purpose and gains society. 

Instead he encourages companies to widen their perspective and to realise that the company is inflicted in a widespread network of stakeholders. Stakeholder theory calls attention to the fact that the actions by the company affect a whole range of external factors. Some may find the actions by the company as harming while others benefit from them. It should be the lifelong task for the company to control its actions in response to all stakeholders. 

In this connection it is interesting to bring S-D in to the discussion, as it seems rather apparent for them to consider basing their strategy on a stakeholder view instead of regarding themselves as advocates of CSR. The reason for this is that their trademark is symbolised by a product that already represents a ‘green’ technology. Environmental business is one of the corner stones of CSR principles and thereby it appears that the concept is already deeply rooted in the company strategy that they need not to emphasise it to their surroundings. It seems that CSR initiatives are already the main driver of competitiveness in the company that they should instead focus on suiting their stakeholders. By acknowledging this they also accomplish not having to separate business from social activities, as Freeman critically states that CSR strategies promote. 

Moreover, S-D can use the theories by Freeman to consider that even smaller companies can make positive changes to a wide range of external groups. It is important to realise this, as they may otherwise force themselves to get involved with fields where they do not have the required expertise. I believe that the expression “It is better to be more for less than to be less for more” fits well in to this discussion. Even though S-D one day should find themselves having become a successful and large money making company, they should realise that this also benefits their stakeholders. As Freeman argues, capitalism is a system that represents social cooperation. 

6.22 SolarDrive and Company Stakeholder Responsibility  

Freeman has also proposed his ideal counterpart to the CSR approach. He calls this Company Stakeholder Responsibility. According to Freeman, for the company to successfully adapt the stakeholder approach to business, especially the manager must have a breadth of view that enables him to consider circumstances in both the internal as well as external environment. In relation to this the manager must be able to react upon them in the interest of all stakeholders. He has suggested a four level framework that can help companies in the process, and it is interesting and relevant to analyse S-D in this context. 

Level 1 – Basic Value Proposition:

It is fundamentally important that the managers in S-D understand how they can offer a value proposition to the customers that will make them better of.
 To take a realistic and real life example, it could be that S-D insures to offer the customers not only a fully functional product, but also one that will positively affect the reputation and image of the customer. Using an environmentally product like SD should offer the customer competitive advantages. However, one of the cornerstones of stakeholder responsibility, is to also focus on satisfying own employees, suppliers and other interested parties.
 In other words, the value proposition must be evident for several parts, however with the main focus on the customer. - The number of buyers will lay the foundation for the success of the company.

Level 2 – Sustained stakeholder cooperation:
S-D’s managers must be able to respond to and act to changes in the surroundings.
 Arguably this ability must be highly prioritized in the emerging and fast growing business environment in Dubai. It must be expected that the current massive development will force S-D to make changes along the way, and in this connection it is important that all stakeholders are respected and considered in order to satisfy the majority. Naturally some changes will affect some stakeholders negatively while others may benefit from it. Therefore the manager must be able to evaluate these consequences for the stakeholders, and to react well on the basis of these.  

To bring in an actual example from Dubai, the government has recently made restrictive changes demanding construction companies to prove that all blue-collar workers
 working on the construction sites have a valid residence- and working permit. As a consequence of this, many construction workers have been sent back to their home countries, forcing the construction companies to delay the work. This of course affects several stakeholders, and the management of the construction companies is then forced to handle this problem the best way possible in the best interest of all stakeholders.
      
Level 3 – An understanding of broader societal issues.
S-D must also consider wide and international matters that can somehow affect their business and stakeholders.
 International affairs and sometimes distant dynamics, can affect the company both positively and negatively. The manager must be able to spot both threats and opportunities, and to be proactive. Moreover, it should also be in the managers’ overview to consider if the company, internally, is fulfilling its commitment to employee protection etc. in order to avoid potential disturbances from external factors, such as by example activists.
    

Level 4 – Ethical Leadership.

According to Freeman, recent research has revealed that companies having focused on social and ethical matters have averagely performed very well. However, in order to maintain sustained profitability and a high level of innovation, S-D must continuously act in the interest and priorities of their stakeholders.
7 Partners in Dubai
7.1 Empirical Data
At this point in the thesis, I have analysed the market opportunities and have subsequently discussed and analysed various theoretical CSR related approaches on how S-D conveniently can combine being successful whilst being socially responsible. The theoretical evidence discussed previously has arguably proven that it is possible that being environmentally preservative can become a most valuable asset for a company such as S-D. However this asset can only be exploited to the fullest if they succeed in finding the right partner/s as a step to enter the market. 
One can argue that S-D can not allow themselves to base a viable entrance strategy only based on theory. Current dynamics and movements on the market of interest are arguably just as important to consider. Partly, as recognition of this it has been of great importance to the outcome of this thesis to collect data directly from potential collaborators within the golf & leisure industry in Dubai. The following and last main part of the thesis will contain an investigation and analysis of some potential business partners that already find themselves on the market in Dubai, some of which I have already referred to as “opportunities” in the market analysis.  

7.2 Direct Data rom the Market in Dubai
As the PEST and market analysis showed, the fast development that has happened in the Dubai region within the last 10-15 years has made it one of the worlds’ fastest growing business environments. As a consequence of this quick shift, there has yet not been written much valid scientific literature about the region in specific. Neither is much of the literature that actually does exist significantly updated.
 Ironically, the high level of development in the region makes it hard for authors and editors to publish material that are up to date once they are finally published. 

In acknowledgment of this, I realised that it would be necessary for me to turn my attention to attempt to go directly to the sources myself, to get the information I needed to complete the goals of this thesis. As I have explained in the methodology section I have therefore spent time in Dubai, where I have collected viable data through the means of interviewing personally, and by sending questionnaires to influential companies and other institutions with relation to the golf & leisure industry in particular.   

7.3 Data collection strategy
Before going to Dubai, I put down an empirical data collection strategy which covered my wish to ’get in touch’ with a wide range of institutions, hoping that this would give me an overview from which it would be possible to evaluate what partner/s should S-D should attempt to build up a partnership with.   
As I have elaborated on in the introduction of the thesis, S-D is highly dependent on finding a partner in order for their product to ever enter the market place. One can argue that the product is actually worthless without a set of wheels under it. 
However, since Club Car as the almost completely dominant golf cart supplier in the Dubai region insofar have refused cooperating with S-D, it has been the purpose of the empirical data collection to investigate how S-D can base an entrance strategy on finding another partner. However, the data which will be presented in the following, has also been inspired by the conviction that it is also a possibility for S-D, that affecting existing consumers of Club Car positively could perhaps force the Club Car management to reconsider a partnership with S-D. - If the existing customers of Club Car would find the application of solar cell technology on their golf cart range as an interesting initiative, one can presume that the Club Car management would react on this in order not to lose considerate market shares, by applying SD roofs on their carts.   
In this sense I have found it interesting to contact existing Club Car customers, in order to get their opinion of S-D and of the importance of environmental protection in general. They are as follows:      
• Being the targeted- and end-consumers of golf carts, I set up an arrangement with one of the biggest golf clubs in Dubai wanting to get an understanding of their attitude towards environmental protection, and also their conception of a product such as SD. 
• A market entrance of S-D in Dubai will most probably Club Car on one level or another, since they are the dominant golf cart producer on the market. However, even though Club Car is the dominant supplier of golf carts in Dubai, they do not have a department with personnel in Dubai. As previously stated they instead rely heavily on the expertise of a distributor by the name of Hydroturf Int. that controls all sales as well as after sales services for them.
 

Wanting to know about Hydroturf Int.’s conception of SD as a product, the potential of it and the importance of environmental business in Dubai, I had a questionnaire answered from a manager at Hydroturf Int.  
• Lastly, as also earlier mentioned in the market research, the Jumeirah Golf Estates carries along opportunities that are definitely worth considering for S-D. Wanting to investigate the chances for an involvement from S-D in a project of such remarkable size, I arranged an interview with the journalist Frank Undall.  
The empirical findings will be outlined in the following. Rather than presenting the various collected empirical evidence in detail (question-answer-question-answer) I have chosen to present them by summarising, and by giving attention to information that I find particularly relevant for the research question of the thesis. 
After having presented the empirical data in the following I will endwise analyse the results and implications all together. 
7.4 Attitudes from a Golf Club
Since golf clubs are the intended end-consumers and users of the solar cell roofs, I have found it as an important part of the empirical investigations to get to know what an operating, Dubai based, golf club think of the product S-D, and of their opinion of the potential of it. One can presume that if golf clubs are discontent with the golf carts in their range, or see advantages in upgrading their standard, they may consequently choose to buy another product that meets the requirements – by example this could well be that the carts must drive on solar energy. Recent statistics show that golf clubs in Dubai are indeed big money making companies, with the largest yearly turnovers in the world, with an average of more than 50 mio. Danish Kroner per year and with profit levels around 34%.
 These statistics underline strongly the fact that golf clubs in Dubai are indeed big money making enterprises with enormous amounts of liquidity available, and thereby have an influence that can potentially affect the operational decisions taken by for example Club Car.   
It is with this assumption in mind that I had a questionnaire filled out by Anne Storz, Citizenship Manager at one of Dubai’s leading golf clubs. I designed the questionnaire in order to become wiser on the following points.
- Their knowledge level of SD.

- The idea of having golf carts run on solar energy.

- The idea of having SD applied to their golf cart range.
- Their conception of operational CSR initiatives.

- Their attitude towards the importance of environmental protection. 

- Their prediction of the potential of SD, and of solar cell energy in general.

- If they could ever see them selves demanding from their golf cart supplier to enable solar cell technology.
7.5 Views from a golf club in Dubai
Anne Storz, Citizenship Manager at one of Dubai’s biggest and most respected golf clubs had never heard of the product SD before I called it to her attention. However, she expresses that she finds the idea of having golf carts run on solar energy as a very good idea, and thinks that more people should be aware of the fact that the technology exists. 

Being asked if she could ever imagine SD as being an appliqué to their golf cart range, she answers that the product indeed is interesting, however the actual cost of implementing the solar roofs to an already existing golf cart range would be of main concern for the management of the golf club. She further argues that CSR initiatives are already highly prioritised in the golf club and it is already a part of their corporate strategy. By example they are already enrolled in a programme that focuses on making their daily operations more environmentally protective. 
In general, she finds that the level of awareness and action towards environmental protection is still too low in Dubai, and that this is highly critical since the environment is being seriously damaged as a cause of the massive development in the region. According to her, environmental issues are definitely urgent and important to consider.
Furthermore, she argues that there is great potential in a product such as SD, moreover stating that it would be a great asset for any golf club to use the solar roofs on their golf cart range. Additionally, she points to the fact that there are many upcoming golf courses in the near future that needs special attention from S-D.    

Lastly, she argues that she finds it likely that, with the current development and interest in environmental protection taken in to consideration, she could imagine that it could become a demand from the golf club that all carts must run on solar energy in the near future.   

With these answers in mind, I will in the following present a summary of the questionnaire answered by Hydroturf Int., the distributor of Club Car in Dubai. 
7.6 Hydroturf International 
As I have previously explained, Hydroturf Int. is the dominant distributor of a wide range of products and services within the golf industry. I have found it very interesting to get to know their conception of SD and of the potential of it. Furthermore the questionnaire answered should give an indication of whether or not there is a possibility of a partnership between S-D and Hydroturf Int. in the future. 
In more detail the answers of the questionnaire gave me an idea of the following issues:

· Hydroturf Int.’s conception of the product SD.

· The market for environmentally friendly business in Dubai.

· The possibilities of a partnership between Hydroturf Int. and S-D.

· If Hydroturf Int. is enrolled in any CSR initiatives currently.
· If implementation of SD would be a positive proposition or too costly and time consuming.
· If SD could potentially increase the level of competitive advantage for Hydroturf Int. 
· S-D’s chances of involvement in the project Jumeirah Golf Estates.

7.7 Questionnaire Results
Introductory, Gary Morgan states that he believes that S-D has the potential to become a major player in the golf & leisure industry in Dubai. Furthermore, he argues that the product holds open and clear opportunities, and continues to state that the general public awareness of the fact that Dubai has one of the worst carbon footprints in the world is starting to evolve the interest in environmentally protective solutions. 

Having stated his views on the overall potential of environmentally friendly solutions in Dubai, Gary Morgan continues to argue that he can also see a possibility for a successful partnership between S-D and Hydroturf Int. in the future; potentially with S-D delivering directly to Club Car factories. 
Furthermore, when asked if he would find SD as an improvement to the product that Club Car delivers currently, he states that it definitely would. However, its success factor will be highly dependent on the fact that SD proves to pass all the tests that it will need to go through in order to become accepted by them. In general, the product needs to be tested during a long period of time in order for Hydroturf Int. to be able to determine whether or not it the holds the same quality and carrying capacity as gasoline or electricity driven carts do. The state of the quality of the product is absolutely crucial for Hydroturf Int. for them to maintain successful partnerships with their customers. 

Being asked if he thinks that SD could potentially provide with an edge of competitive advantage to what Club Car offers today, he answers that only the level of profit can tell. For Hydroturf Int. to introduce SD it must prove to be a good move for all parts involved. 
Finally, he argues that, since Hydroturf Int. is already involved with the Jumeirah Golf Estates with the agreement to deliver Club Car golf carts, it may become the case for S-D to expand in that particular area as well. In the questionnaire it is furthermore interesting to notify that Gary Morgan ignores answering the question of whether or not Hydroturf Int. is enrolled in any CSR initiatives currently. 

7.8 Frank Undall – The Jumeirah Golf Estates
As I have elaborated on previously in the market analysis, the Jumeirah Golf Estates possess great opportunities for S-D to potentially become involved with. Wanting to investigate the actual chances of this happening, I contacted an expert on the subject, Frank Undall, who was willing to participate in an interview. Not only does Frank Undall know a lot about the Jumeirah Golf Estates and the management behind the project. He has also written many articles about S-D and their solar cell roof, and therefore also has great knowledge about them as well. 
The following presentation will consist of extracts from the interview that I found especially interesting. These extracts will concentrate on presenting Frank Undall’s views on a possible future collaboration between S-D and the Jumeirah Golf Estates.   

The Interview: 
Could you ever imagine that LeisureCorp would find it interesting to establish a partnership with a company such as SolarDrive, perhaps in order to generate more goodwill to their corporation?
To this Frank Undall answers that he would reckon that if LeisureCorp can see potential business advantages in the product, he is convinced that they would be interested. Furthermore, he argues that, alternative production of sustainable energy is of very big and booming interest in Dubai in particular at the moment, - and arguably the interest is only getting bigger in line with the decrease of the oil reserves, and the increase of oil prices. He further argues that time  works very positively for S-D at the moment, and energy generated from the heat of sun is arguably the most sustainable one can think of, which also accentuates the advantages of the solar cell roof.  
Moreover, he states that David Spencer is an active business man, and if he can see the possibility to profit from something, which Frank Undall can not imagine that he can not in the case of SD; he does not hesitate to take advantage from this. The product is definitely within their range of interest and is highly relevant in connection with their business. Also considering the wealth of the company, Frank Undall states that implementing SD would be an investment of minimal scale for them. 

LeisureCorp has officially acclaimed that they wish to become one of the leading companies within the golf & leisure industry on a global scale. Could you imagine that being advocates of solar energy could become a valuable asset for them?    

To this question Frank Undall argues that it is probably more important to discuss the timing of offering a product as such, before actually considering the value it brings along. In most cases, it is not enough to have a brilliant idea and product, if the timing is not right. S-D should focus on being a “first mover” but must consider very carefully when exactly to make this move. He further argues that solar driven transportation is not a new phenomenon; however, a solar driven golf cart is brand new and revolutionising. This implies that it will also take time before the business environment concerning the golf & leisure industry will become aware of S-D’s existence, and thereby also of the environmental advantages of their product. Furthermore, he argues that people and companies in Dubai still have a different and rather ignorant behaviour of environmental damaging activities, compared to most western societies. For a long time, the oil industry has been the main income source in the region, and arguably therefore it will take some time before this behaviour can be converted. – It is, however, hard to evaluate whether or not this attitude is also influencing LeisureCorp as a company. 
In the meantime, S-D must have patience and can, as they are doing presently, let potential buyers test the abilities of the technology. At this point in the interview Frank Undall tells me that he has heard that the latest test results of the solar cell roofs have been very positive, and argues that regarding these, it would seem unreasonable if buyers would not be very interested after the testing period has been completed. Because then, we are in fact dealing with a product of genius. 
Club Car has so far rejected a possible collaboration with S-D. Do you think that it would be a wise move from S-D to go beyond Club Car and instead focus on affecting their existing customers, such as the Jumeirah Golf Estates, Hydroturf Int, or golf clubs, to influence Club Car to change their minds? 
To this question Frank Undall argues that he believes that golf clubs and projects such as the Jumeirah Golf Estates, clearly would have a lot to say in the process of changing the attitude from Club Car. It is a possible scenario that if the owners of the big golf projects actively start to introduce environmental provisions in their operations and thereby demand of Club Car to deliver the carts with a SD roof on top, they could eventually be compelled to do so. However, it requires of S-D to begin an effective PR campaign aimed at the big golf clubs and especially the owners of these, where they can then prove the advantages of the product statistically. As a result of this, the golf clubs might realise that what may seem as further costs at first hand, may prove to generate advantages on a long term basis. By example, running on solar energy, the battery does not need to be replaced as it does on the carts they are in possession of now. 
Finally, he expresses his unreserved opinion about the CEO of Club Car, who has permanently refused to cooperate with S-D, as being ignorant and furthermore that he is not qualified to be in that position if he can not see the advantages of applying such a product. Finally, Frank Undall argues that he believes that S-D have actually timed the launching very well. - The upcoming UN Climate Change Conference in Copenhagen in 2009 only underlines the fact that alternative-, and sustainable energy solutions are highly sought after these days. This event undoubtedly carries along possibilities for S-D to get further international attention.       
7.9 Analysis of the empirical data
In the market analysis of this thesis I presented the Jumeirah Golf Estates and Hydroturf Int. as two of the most interesting opportunities present on the market in Dubai, for S-D. Accordingly, they have been the main constituencies of the empirical collection. However, also one of the biggest and most successful golf clubs in Dubai, have been included in the data. 

No other place in the world does golf clubs experience yearly turnovers with a profit level as high as in Dubai.
 This significant factor does indeed underline the fact that golf clubs in Dubai are successful running businesses with enormous amounts of liquidity available. 

7.10 A view from a golf club
Even though the golf clubs have the economic resources in place, it does not necessarily mean that a product such as S-D is going to sell itself because of its environmental advantages. This is one of the things that I can determine based on the questionnaire results. It seems that the overall impression of SD as product is very positive and the idea is found very interesting. However, it is also quite clear from the questionnaire answers that the costs of implementing solar cell roofs to an already existing and well-functioning golf cart range, is of higher concern. Furthermore, even though environmental issues are currently a highly debated issue in Dubai business circles, it does not seem that the golf clubs have yet come to the point where they feel an urgent need to upgrade themselves in that particular part of their operations. It seems that they will rather initiate environmental propositions in other places, where it will not involve drastic changes and further costs as it would in the case of adding SD on all golf carts in range. As also mentioned in the questionnaire, the golf club is instead involved in environmental CSR initiatives in other areas currently, perhaps in response to the increasing criticism of the lack of environmental protection. My personal belief is that the hesitation towards implementing SD on all golf carts is probably to be found due to the fact that the advantages of implementing such are not easily measurable, and also the solar cell roof does not change or improve the actual driving properties of the golf carts. 
Instead, as also accentuated in the questionnaire answers, it seems that S-D should rather focus on forthcoming golf projects in Dubai. Not having to replace or upgrade an already existing golf cart range, it would arguably be much easier for upcoming golf clubs to decide to add solar cell roofs to their golf cart range, when the possibility is actually there to buy the product already from the start. As also emphasised by Anne Storz in the questionnaire, it would be an asset for any golf club to be able to prove that they are environmentally friendly in that particular part of their daily operations.             

A possible effect of succeeding in selling the roofs to upcoming golf clubs could in my opinion be that other and existing golf clubs will then feel the need to make the same provisions in order not to get a negative image. Moreover, as Anne Storz expresses, she can imagine that it could become reality that the golf club in which she is part of the management team, sometime in the future could demand of the golf cart producers that they run on solar energy in order to be emission free.
7.11 Hydroturf Int.
Like in the case above, there is a rather clear signal from Gary Morgan’s answers, that environmental issues are indeed a hot topic in the Dubai business environment these days, influencing all companies. However, compared to the golf club, the attitude towards S-D seems to be generally more positive and optimistic from Hydroturf Int. Generally, it is quite clear from the questionnaire answers, that Gary Morgan can see open advantages in a potential partnership between S-D and Hydroturf Int. 
In my opinion, this positive attitude is to be found because he spots Hydroturf Int’s possibility to, by the help of SD, deliver a product that fulfils the increasing demand of environmentally friendly initiatives. Avoiding to answer the question of whether Hydroturf Int. are involved with any environmental CSR activities presently, can in my opinion be interpreted as an indication that they are yet not involved with any; and Gary Morgan can probably therefore see the advantages of bringing in SD as a way to become more environmentally considerate with their products, and thereby add CSR related initiatives to the company. 
Being questioned if he thinks that SD would be able to bring along competitive advantages to the product that Club Car delivers presently, it is interesting to note that he states that only further income can tell. I believe that this answer underlines the fact that Hydroturf Int. regards a potential involvement of S-D, - most of all as a means to exploit the rising interest for environmentally friendly products, and to profit economically from it. The fact that it is environmentally friendly seems to only be a secondary factor. However, being the distributor and after sales service provider of Club Car, it is arguably no surprise that they are interested in finding ways to improve and upgrade their products in order to generate further income, and the way I see it these relations could potentially evolve in a positive and promising scenario for all parts involved: Hydroturf Int. could benefit from the fact that they have now upgraded their golf carts to run on solar energy rather than electricity or gasoline. They will eventually sell more carts to more customers since they are now emission free, and S-D will deliver roofs to the factories proportionately in line with the demand and sales and thereby also gain considerably. A situation that in the long run will definitely suit all parts.
Moreover, S-D could then also benefit enormously from the large distributional network that Hydroturf Int. already has, as also emphasized by Gary Morgan in the questionnaire. Not only would S-D then be able to cut off the distributional costs considerably, but also benefit from ‘only’ having to worry about production and deliverance of the solar cell roofs directly to the factory from where Hydroturf Int. takes over.   

However, despite the fact that the overall attitude from Hydroturf Int. seems to be generally positive, there is also the very important requirement that SD proves to pass an extensive testing period, before Hydroturf Int. can finally substantiate their interest. The testing period, and the results of it seem to be very decisive and crucial for S-D, if a potential partnership with Hydroturf Int. could become reality. However, it seems that the possibility is indeed there. 

7.12 Frank Undall about the Jumeirah Golf Estates 
Interviewing Frank Undall gave me a broader insight in the discussion of whether there is a possibility that S-D could potentially become involved with the Jumeirah Golf Estates. Based on the interview it is my conception that there is a possibility that a partnership between S-D and the Jumeirah Golf Estates could become reality. According to Frank Undall, David Spencer the CEO of LeisureCorp, is a very clever and active businessman that has the ability to manage his business in line with external pressures, such as by example the rising demand of companies to be more environmentally protective in their operations. Therefore David Spencer would arguably also be able to spot that adding solar cell technology on all of their golf carts in the Jumeirah Golf Estates, could be a way for them to prove to the outside world that they care about the environment. Not only would this be a way for them to improve their image, but this could also benefit them economically in the long run. 
Moreover, as also mentioned by Frank Undall, considering the price of the SD roofs, it would be a minimal investment for LeisureCorp, that could even prove to bring in much bigger returns in the long run. However, what is a minimal investment for LeisureCorp could prove to become a goldmine for a rather small company such as S-D. This scenario also seems to be realistic.
Even though Frank Undall generally is positive in his analysis of S-D’s chances with the Jumeirah Golf Estates, he argues that ‘timing’ is one of the most important aspects for them to consider. This indicates that S-D should not rush into hasty decisions, and instead consider the opportunities very carefully to start with. It has been seen before that upcoming companies have had a brilliant product at their hands, but have chosen to market them with the wrong timing. Instead, it seems that S-D should now prioritize giving potential customers the possibility of testing the product. S-D would then be able to use these test results to document that the product works, and this would most probably ease the sales afterwards; and as Frank Undall argues in the interview. 
8 CONCLUSION

8.1 
The overall aim of this thesis has been to suggest an entrance strategy for S-D on the market in Dubai. In order to complete this task I have based the conclusions on discussions of theoretical as well as empirical evidence. In the following, I will outline the key findings within the three sub questions, and together the answers to these will provide the ultimate answer to the main research question:  “How can SolarDrive ApS perform an entrance strategy on the market in Dubai, based on building value through the environmental advantages of their product? “
“What are the market opportunities for S-D in Dubai”? 
My investigation of the market conditions shows a market, - and not least a market to come, that holds great opportunities for S-D to take advantage of. An economic growth rate of 7% within the golf & leisure industry underlines clearly why Dubai is such a lucrative market for companies in the golf industry. Furthermore, with the many projects that are evolving in and around Dubai, this growth does not seem to stagnate within the next couple of years. The fact that Dubai is going to be the world centre of the golf industry from 2009 and onwards, and the building of around 20 new golf courses in and around the city, are factors that only accentuate Dubai as a very prosperous and promising market for S-D. 
Also the environment apart from the golf & leisure industry in specific seems to point in a positive direction for S-D. The massive development in the city has evolved in a situation where environmentally friendly products of all kinds are highly sought-after. Being one of the most carbon emitting nations per capita in the world, the business environment as well as the public in general are currently being reminded on a daily basis, especially through the media, about the importance of preserving the environment, and on how they can bring an end to these horrifying statistics. Also governmental initiatives towards green energy and environmental protection in general, have created a situation where companies providing alternative and environmentally friendly solutions are being highly welcomed, rewarded and prioritised. S-D fits extremely well in to this plan of making Dubai a ‘greener city’.  
During my research of the market, I have found out that solar cell technology is not a new phenomenon in the Dubai region, as several projects are either being developed or are already running. In the golf industry however, my research has showed that there are yet not any products that can compete with or replace the technology that S-D has developed. This fact underlines to a further degree the market opportunities for S-D.
However, without a partner to collaborate with, S-D’s product is rather worthless, which is why it has been one of the main objectives for this thesis to investigate the market in order to be able to suggest concrete opportunities for them. As a result of my research, I have narrowed the market analysis by introducing some concrete and potential collaborators from the golf & leisure industry. As a result of this I have suggested three respective possibilities each worth considering as a partner for S-D. These are: One of the biggest golf clubs in Dubai, Hydroturf Int. and the Jumeirah Golf Estates. 
What CSR related theories can SolarDrive ApS most conveniently base their entrance strategy on?
In contrast to the market analysis, the following part of this thesis sought to analyse various theories that deals with the concept of CSR. In order to answer the question above I have analysed and discussed theories on CSR brought forth by Friedman, Porter and Freeman. In the following I will present the theories I find suitable for S-D to base their entrance strategy on.  
- Porter’s competitive advantage theory dictates that competitive advantages can be obtained by focusing on a differentiation strategy, where the company focuses on becoming a market leader within a narrow segment. For the differentiation strategy to become successful it requires that the company has a product that can be distinguished from others, and therefore also can be sold at higher prices. Being the sole provider of solar cell roofs for golf carts, S-D could well consider this approach to the market. According to Philip Kotler, who has added some points to the original theory, a product is significant and worth differentiating if it is – Important, Distinctive, Superior, Pre-emptive, Affordable & Profitable. As I find that SD meets most if these qualities, I would argue that they could benefit from being inspired by the differentiation strategy and bring it in to action. 
Moreover, aiming at a narrow market to start with, as the differentiation strategy also suggests, could potentially give S-D a knowledge and ballast from the market in Dubai from which they can benefit, if they wish to increase their business to other markets in the future. 

- Michael Porter has also developed the Value Chain, which also seems to be an interesting theoretical framework for S-D to involve in the strategy making process. Realising that not all departments in the company can contribute equally much to the total value creation, S-D should continuously focus on maintaining a high concentration on innovation and technology development as the main drivers in the company. This is where they distinguish themselves from other products and thus where the most value is created. Therefore this is arguably also where they can fulfil social interests in the best possible way. Continuous innovative development will insure the natural interrelationship between the company and society, creating a long existing shared value. If S-D continuously focuses on the shared value concept, CSR initiatives can prove to become a most valuable asset for them. 
However, the level of success for both company and society depends on that S-D stays within their area of expertise, and that they continuously concentrate on this to the fullest. In other words, it is a very important success factor that S-D is able to delimit themselves, and to realise exactly where both social interests and the bottom-line benefits.
- Edward Freeman is like Porter a supporter of the fact that companies can combine regular business with social matters, and base a successful business on this. He has suggested the so called Company Stakeholder Responsibility theory as a widening discussion to the theories brought forth by, in example, Porter. I find this theoretical framework as the most useful and meaningful in connection with S-D’s entrance strategy in Dubai. The reason for this is that S-D already has an environmentally friendly product at hand that thereby represents one of the corner stones of CSR practices. In other words, they need not to distinguish between regular business and social matters as these two forces are already combined through the specifications of the product. Acknowledging this would not only prevent the so called separation thesis from happening, but also inspire S-D to focus on suiting a wide range of stakeholders instead. 
However, a successful usage of Company Stakeholder Responsibility will require that the management at S-D have the ability to control the actions of the company in the best possible interest of all stakeholders; internal as well as external. 
What partner/s should SolarDrive ApS focus on building up a partnership with in order to enter the market place in Dubai most effectively and beneficially?
In order to be able to answer the third and last sub question in this thesis, I have gathered empirical material from three different potential partners that have been introduced as results of the first main section of the thesis. The results of these investigations are as follows. 
Based on the findings of my empirical findings I can determine that S-D should focus on building up a partnership with Hydroturf Int. In the following I will explain why.

First of all, it is interesting to consider that all participants in the questionnaires and interviews that I have performed during the research for this thesis averagely have been very positive towards SD, and have all predicted a promising future for the product. I believe that this only underlines the fact that S-D has indeed created a product with a huge potential. However, there are certain circumstances that convince me that S-D should put their efforts on building up a partnership with Hydroturf Int. in specific. Based on the questionnaire results it does not seem that Hydroturf Int. is involved with any environmental CSR activities yet. Therefore, arguably for Hydroturf Int. it would seem as a wise move to add piece of technology to their golf carts that enable them to run emission free. Not only will this give them a more socially responsible image, but also upgrade their product group to meet the rising demand for green energy in Dubai.   
Moreover, it is my belief that Hydroturf Int. with their status as the dominating distributor of products within the golf industry in Dubai and the rest of the Middle East, would have the power and influence to convince the Club Car management to rethink their rejection of a partnership with S-D, and thereby upgrade their technology to run on solar energy. If this could become reality S-D would also even have good chances of gaining access to the prosperous Jumeirah Golf Estates, since Hydroturf Int. already have an existing agreement on delivering Club Cars here.  
Last but not least, S-D would be able to gain considerably from the already exiting distributional network that Hydroturf Int. is involved with. This would make the market entrance a whole lot easier for S-D and save them a lot of money on distributional costs. All in all it seems that a partnership between Hydroturf Int. and S-D could be a wise and beneficial move for all parts. 
I hereby believe that the answers to the three sub questions together form a solution to the main problem statement.
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