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Executive Summary

This thesis is oriented to analyzing concept of conscious business in-depth with help of literature and
real world empirical data form multinational companies and business consulting companies in
Singapore. Initially there is a rigorous review of conscious business literature itself, followed by
conscious business concept review within frame of literature of business ethics, CSR, legitimation and
capability-based view towards business model innovation. Conceptual framework was developed
subsequently where literature review served as basis for isolating relevant concept to construct a
framework. During the empirical data collection sample units were exposed to conscious business
concept as empirical data collection aims to discover the perceptions, motivations and practices of
MNCs towards the concept of conscious business. Analysis of empirical data provided with corroborative
findings that helped to see the conscious business concept in a real world in a non-role model
perspective. Totality of literature data and empirical data allowed to systematically reach the synergy in
theoretical discussion resulting in strategic recommendations. Strategic framework appears in a four
dimensional perspective structured from internal pressures, external pressures, strategic benefits and
capabilities of company, which results in a comprehensive narrative designed specifically for MNCs as a
four stage strategic framework of consciousness process within a company providing with a conceivable
narrative for non-role model MNCs of how to understand, become, be and challenge consciousness

within company and outside.
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Introduction

Problem Statement

Mackey (2006), pointed out that businesses are forgetting about the higher needs of human nature such
as altruism. Since Adam Smith (1776) stated that self-interest, enables effect of invisible hand that
would benefit the whole economy and society naturally. Following self-interest, capitalism where
workers are free to work for wages and capital is able to receive income in return (Jahan and Mahmud,
2015), (Scott, 2006), has enabled a prosperity and a political freedom Friedman (1970), eliminating
poverty around the globe Mackey (by Palmer 2011). Friedman (1970) has stated that:

“Capitalism is the best possible economic system that is run solely on greed and it is a responsibility of

government on how to ensure that greed would do the least harm to the society”.

People started to over-glorify selfishness and became hypocritical about other Adam Smith’s (1759)
statements on morality in Theory of Moral Sentiments. The terrible misinterpretation of self-interest as
selfishness and greed resulted in a praise of opportunistic and inhumane features of corporate leaders.
Corporations built a norms that helped psychopaths to get successful (R. Boddy, 2011), (Berrone,
Surroca and Tribo, 2007). Corporate psychopaths has gained more power and influence shaping the
moral norms of organizations, enabling greed culture. Inadequate psychopathic actions led to global
financial crisis and society’s mistrust in corporations, as the consequence altered a need of business

ethics, morality and corporate responsibility (R. Boddy, 2011).

Global Rise of Consciousness
According to Strong (2011), there are two observable global trends in a world that are increasingly

rewarding the Conscious Business model:

1) Massive advance up Maslow’s Hierarchy
2) Radical transparency (due technology)

As academia recognizing of lost “transcendence” level of Maslow’s Hierarchy of Needs (Koltko-Rivera,
2006), it is observed by Alain de Botton (in Wilson, 2014) that wealthy nations are reaching advanced
state of consciousness and climbing the pyramid. Enlightened leaders focuses on existentially critical
questions on organizational level (Pruzan, 2001). Shift of mindset of corporations according to
academics is moving from smaller ego-centric me to world-centric WE according to Coates (2013);

(Pruzan, 2001). According to Strong (2011), product that incorporate meaning into their brand are in

((§

AALBORG UNIVERSITY



Master’s Thesis. “Towards Consciousness in MNCs: Understanding Conscious Business Concept, Being and
Becoming Conscious”. Multiple Case Study in Singapore

growth category. Continued wealth and income growth enabled phenomena of conscious consumers
(Pruzan, 2001) who to integrate meaning and purpose in their decision making. According to Sisodia
(2009), values of societies are dominated by greater concerns with meaning of life, focus on giving back
and declining materialism with greater interest in spirituality, as well as raid rise of feminine values.
These may be the values of generation of millennials that will take over the business arena within few
decades (Simpson, Fischer and Rohde, 2013). Most of the highly qualified employees are looking for
meaningful work, career development, reasonable harmony and values (Pruzan, 2001). Emergence of
gig economy, sharing economy trends now are showing that millennials are overwhelmingly searching
for an alternative for independence and meaning. Csikszentmihalyi (2014) found that increase of
earned money annually would not increase feeling of happiness. What really makes people happy is
what he calls a state of flow where you human being is doing what he likes, what is challenging

(Csikszentmihalyi, 2014) and is meaningful (Pruzan, 2001).

Ubiquitous communication of World Wide Web (Sisodia, 2009), makes unethical behaviour known
globally in just a blink of an eye, ushering the era of unprecedented transparency. Universal Basic
Income would come as an appropriate alternative mechanism of redistributing the wealth benefits of
automation and globalizations, whereas the purpose and meaning and concept of work will
dramatically change (Ugo Colombino, 2015). American government i.e. already making plans of
educating and retraining workers and investing in Artificial Intelligence to meet the coming stream of
automation (Washington, D.C., 2016). As traditional business models already becoming not competitive
in a global perspective as other giant countries successfully adapting the formulas. There is a need to
change the curriculum of business schools integrating rationale where businesses supposed to be more
responsible, aware of all stakeholders, define purpose and meaning of business (R. Simons, 2013).
Development of more ethical, moral and fair contracts within business has recently received a global
appreciation by a Nobel Prize Committee as Academics Oliver Hart’s and Bengt Holmstrom’s were
awarded a Nobel Prize for their contributions in a social contract theory field (Nobel Prize Committee,

2016).
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Conscious Capitalism as Dominant Business Paradigm
In the light of global trends of consciousness and technology advancements described above, it is
believed by Sisodia, (2013); Mackey, (2011); Strong, (2011); Rauch, (2011), Thigpen (2011), Hanson
(2011) that conscious capitalism is going to be dominant philosophy on how to lead and manage
business in 21 century as it leads to more value creation for all stakeholders. Moreover it is believed
that it will become a dominant business paradigm and outcompete other business philosophies because
it works better in long-term because of it holistic approach. Sisodia (2011) argues that Conscious
Capitalism is the following evolutionary stage of Capitalism and because of its holistic approach where it
seeks to empower the classical capitalism following its broad ideological roots, it will inevitably become
the novel paradigm of capitalism. It is more realistic and more applicable to the current global setting
and outcompetes the other recent conceptualizations of capitalism such as: Shared Value Capitalism
(Michael Porter and Mark Kramer, 2011), Creative Capitalism (Bill Gates, 2008), Capitalism 3.0 (Otto
Scharmer, 2010). As it is recently stated by one of the pioneer in researching the concept of conscious

capitalism Sisodia (2013):

“This is not a theory that was conceived of in a vacuum; rather, it is a philosophy that emerged in an
inductive way by observing the values and behaviors of a unique set of companies. We are still at the

very early stages of this journey.”

Critique of Conscious Capitalism Theory
Conscious Capitalism theory is criticized by Wang (2013), as he is pointing out that CC theory lacks 1)
refutability — due to inadequate definition and possibility to test it in real world. CC theory also lacks a 2)
consistency due to constantly changing claims of its proponents and definitions of CC theory. Also Wang
(2013), states that CC theory is 3) not generally applicable to vast majority of businesses and the theory

III

was developed only relying on “role-model” firms, as well as the uncertainty of an argument that
conscious businesses are on the continuum of consciousness and are conscious to a certain degree. It is
suggested by Wang (2013) to apply normative and positive (strategic or instrumental) approaches on
conscious capitalism theory in order to understand “why” the motivations of applying it and also the

costs and requirements of its practicing.
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Research Questions (Problem Formulation)

As per above described problem statement, there are questions raised by critics of CC theory as well as
statements that CC theory is still new, provides with an opportunities in advancing the knowledge in
that field. However in the broad horizon of the possible research scopes, this research will focus on most

pertinent aspects of conscious capitalism concept.

Firstly, since proponents of CC theory state that it is going to be dominant philosophy, due to its holistic
approach and satisfaction of all stakeholders, there is a need to rigorously discuss the theory of CC and

capture its relationships with CSR and business ethics.

As well as how this theory related to institutional conditions such as regulations, social values and
norms. Is CC philosophy being practiced solely for moral and altruistic intentions (Mackey, 2006) or to
gain legitimacy, reputation and construct attractive corporate image or is it helping to gain higher

profits?

Secondly, heavy emphasis is put on the global aspect of the theory and its influence, therefore there is a
need to test the conscious business concept in an international perspective. Since MNCs are the
businesses that are acting globally and are creating a global business system — there is a need to
establish a link between CC theory and MNCs. At this point, reacting to criticism of the theory can be
useful understand how MNCs perceive the phenomena in a real world setting, practice it and what are

the requirements of its applicability, as well as what motivates MNCs to pursue CC philosophy

Such research would advance the knowledge of CC theory, dynamics of this concept in international real
world setting perspective by examining MNCs that do operate in Singapore which is developed

economy, simultaneously reacting to the criticism of the theory.

Therefore the research rationale is: “Understanding Conscious Business Concept: How MNCs perceive,
practice it and why?” which is going to be broken down to 3 research questions below that will help to
specify the most pertinent issues of CC theory described above and narrow down the research focus.
1. Conscious Business: what is it, and how is it related to ethics, CSR and legitimation?
2. What factors affect the perception, motivation, and practice of conscious business in MNCs and
WHY?

3. Are there institutional features that plays instrumental role in adapting and practicing conscious
business?
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These research questions will be challenged by analyzing literature to understand conscious business,
review related literature on conscious business concept, developing conceptual framework, conducting
primary data collection and analysis, discussing the collected data in theoretical perspective and
literature that was gathered, providing strategic recommendations and concluding whether research

guestions were answered as well as reflecting on the research in general.

Project Outline

The following project outline will be employed to systematically counter the research questions and

research problem.

e Introduction: Problem Statement, Problem Formulation and Research Questions
e Philosophy of Science: Paradigm, methodological approach, data collection methods, sample,

reliability and validity

e [iterature review and Conceptual Framework: Reviewing literature on conscious business to
understand it as well as reviewing relevant literature to isolate concepts for conceptual

framework development for empirical data collection

e Cross-Case Analysis of Empirical Data: Initial data collection was conducted at this stage,
followed by cross-case analysis. Cases are analyzed in cross-case analysis semantically,
generalizations of each case are outlined and compared to each other. Combination of 5

samples in 4 cases are analyzed.
e Corroboration Patterns and Findings: Corroborative patterns are outlined as empirical findings

e Theoretical Discussion and Strategic Recommendations: Corroborative patterns are employed
in theoretical discussion while strategic recommendations for MNCs are provided in relation to

CB philosophy
e Conclusions and Reflections

Project outline is visualized in figure 1 below to help understand the project structure and flow.
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Visualisation of Project Outline
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Chapter 1: Philosophy of Science

Philosophical assumptions are underlying every research even though researcher is not aware of it,
these assumptions are ontological, epistemological, axiological and methodological therefore it is

imperative to reveal them as it will clarify the paradigm of research (Kuada, 2012).

1.1. Paradigms

As paradigms Kuada (2012) and Mark Saunders, Philip Lewis and Adrian Thornhill (2009) in social
sciences are distinguished in two research approaches: subjective (interpretivist) and objective
(positivist), both of them are compared in the table below by underlying philosophical assumptions and

discussed under the table in following subchapters.

Philosophical Assumptions Positivism Interpretivism
Ontology: how research sees | Reality is external and independent | Reality is socially constructed, it is
the nature of reality from social actors. Researcher is changing by multiple actors.
objective. Researcher is subjective.
Epistemology: the view of Credible data and facts are only Source of data are subjective
researcher of what provided by observable meanings and social phenomena.
constitutes an acceptable phenomena. Focus is on causality, Focus is on reality behind details,
knowledge generalizable processes that are subjective meanings, motivations
reducible to simplest elements. and actions.
Axiology: how researcher Research is independent from Researcher is bounded to values as
sees the role of values in values and collects data in well as he is a part of researched
research objective stand point. phenomena and cannot be
separated.
Methodological: what is the | Research process is deductive Research process is inductive, while
process of research while focusing on cause and effect | studying interdependent variables
by isolating categories primarily. that influence each other. Deign of
Research is isolated from context. categories is emerging in the process,
Highly structured, large samples, while categories are interconnected
measurement, quantitative, but with a context. Patterns and
can use qualitative concepts are developed to study the
phenomena. Small samples, in-depth
investigations, qualitative

Table: 1

Name: Positivist and Interpretivist Paradigms in Social Science

Sources: Burrell and Morgan (1982) Sociological Paradigms and Organizational Analysis: Elements of the Sociology
of Corporate Life. Routledge, Kuada (2012) and Mark Saunders, Philip Lewis and Adrian Thornhill (2009)
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1.2. Choice of Paradigm: Interpretivism

As per briefly described philosophical assumptions of paradigms in social science that are positivism and
interpretivism, the chosen paradigm for this research is interpretivist. Positivist paradigm is not a viable
option for social sciences for the reasons that it is not possible to isolate a broad spectrum of social
phenomena’s as well as it is not capable to explore the phenomena in-depth. Positivism also has a
tendency to reduce and neglect important variables that are not possible to capture or isolate.
Positivism also is determined to isolate the researcher from phenomena, however most of social

phenomena’s are interconnected with a researcher and influenced by.

As the aim of this research is to understand the concept of conscious business in the real world setting
and capture its compatibility with MNCs operating in Singaporean market, the interpretivist paradigm is
a most appropriate for exploring this phenomena as it will require to deal with phenomena’s that are
continuously interacting with each other within the context of study while the context itself is being

observed.

Narrowing down the chosen interpretivist paradigm, the classification of radical humanist paradigm
(Kuada, 2012) is chosen in relation to the research phenomena of conscious business that is tightly
related to the consciousness of society. As radical humanist paradigm is applying the perspective where
individual is interacting with external institutionalized world and they are interactive, while

consciousness of individuals are changing and affecting the socially constructed setting.

As well as research is focused on gaining an in-depth qualitative data on the phenomena without putting
constraints on the subjects of the research, while capturing their reflections on phenomena in their

natural setting that is interconnected and dynamic, affected and created by subjects.

Concept of conscious business is being explored in perspective of perceptions, motivations and practices
of MNCs, the phenomena itself is being introduced to the subjects of the research and therefore the

researcher is affecting the investigation of phenomena, while becoming an internal researcher.

As qualitative researches are highly saturated with unique data, the samples are usually small, therefore
the target sample for this research are foreign MNCs and local business consultants that are experienced
in working with foreign MNCs and has knowledge and competences on their practices, perceptions and

motivations.
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Data collection methods are going to be semi-structured interviews with a simultaneously conducted
focus group while combining both samples to supplement the richness of data and giving the
opportunity for unexpected variables to occur. Use of literature and theories will help to construct the
concepts through which the gathered data and phenomena is going to be interpreted, analyzed and
discussed, ultimately helping to understand the phenomena, theories and its consistency with a real

world.

1.3. Methodological Approach

As research paradigm is selected as interpretivist, the research nature, approach, strategy and data
collection methods are going to be selected accordingly. As research is setting up a research questions
and therefore determining the purpose of the research, there are three methods that are used to
answer the research questions: exploratory, descriptive and explanatory (Mark Saunders, Philip Lewis

and Adrian Thornhill (2009).

1.3.1. Choice of Research Nature: Exploratory
The nature of this research is going to be exploratory as the paradigm is interpretivist, the exploratory
nature is focused on investigation of selected phenomenon and is open to introduction of new variables
in the process of investigation of phenomenon. Exploratory research nature is useful to study the
selected phenomenon which is conscious business and its compatibility with real world setting as
phenomenon is still emerging body of knowledge and was seldom tested in reality. Therefore such
nature of research allows new data to impact the direction and course of the research, affecting the
problem formulation and research questions, ultimately the research will be iteratively revised and

progressively acquire a true research focus.

The descriptive nature of research is not compatible in this case as the paradigm is interpretive, as well
as it would require isolation of subject of study. Explanatory nature as well is from the realm of positivist
studies, therefore is more suitable when analyzing correlations between variables in quantitative
research in more controlled conditions. Therefore the exploratory nature is the most suitable for

selected research phenomena.
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1.3.2. Choice of Research Approach: Deductive (Conceptual Framework)
Although interpretivist paradigm recommends to select the inductive approach where only slight
amount of literature is revised prior to empirical research and the theory is generated from that, the
deductive approach is more appropriate for this research as there is appropriate amount of related to
study phenomena literature that is going to provide with relevant concepts. Reviewed and selected
concepts will form the conceptual framework (Rocco, Plakhotnik, 2009), which will help to study the
empirical reality of study phenomena of conscious business within developed conceptual framework, by
gathering real world data. Simultaneously such approach will help to test the literature with a real world
data. In addition, deductive approach is more suitable when time frame of research is narrow as it

captures the snapshot in time when gathering empirical data.

1.3.3. Choice of Research Design: Qualitative
Following the traditions of interpretivist paradigm, the qualitative design will be chosen which will help
to capture in-depth qualitative data from study phenomena, as the research aim is to test phenomena in
the perspective of perceptions, motivations and practices of foreign MNCs in Singaporean market.
Therefore qualitative data collection methods will be employed such as semi-structured interviews and
focus group to capture in-depth qualitative data. Moreover qualitative approach gives an opportunity to
the research of finding undiscovered phenomena. While quantitative approach is not recommended in
interpretivist paradigm, even despite the fact that it is not possible to isolate the phenomena to quantify
it, the in-depth data collection would be impossible to collect as data collection methods are ephemeral
and only tests the surface and isolated, known variables of phenomena. As well as the stigma in society

is progressively developing around the questionnaires as major part of researches are quantitative.

1.3.4. Choice of Research Strategy: Multiple Case Study

As conscious business as study phenomenon of this research is lacking the real world testing, the case
study strategy is appropriate as it deals with phenomena which boundaries are not clearly defined
within a real life context. As research questions contains “what, why and how” the research strategy of
case study is most appropriate one as it is best dealing with such questions (Mark Saunders, Philip Lewis
and Adrian Thornhill (2009). It is compatible with exploratory nature of research and is used when
exploring the phenomena with a help of theory, ultimately challenging it with a help of data gathered
from case study. Case study a best fit for this research as it deals with a phenomena in perspective to

the selected case within specific context (Gustafsson, 2017). In perspective to other research strategies
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such as experiment, survey, action research, grounded theory, ethnographical or archival research, the
most appropriate strategy is indeed a case study evaluating the factors such as resource and time

availability, interpretivist nature of research and research questions nature.

Furthermore, a multiple case study is selected for this research to ensure the richness and diversity of
data gathered (Gustafsson, 2017). As research questions of this thesis aims to test the CB concept in
reality, the higher diversity of cases will provide with more accurate findings as similarities and
differences will be analyzed. In turn this will result in stronger reliability of data. As well as it will allow a
broader grounds for discovering influencers of CB practices in MNCs, ultimately enhancing the richness
of strategic recommendations in relation to the CB theory application in real world. Following chapter
will explain the data collection methods, sampling and data analysis methods most suitable for study

phenomena of conscious business and research questions.

1.4. Data Collection Methods

This chapter will discuss the data collection methods that were used in this research, which are
secondary and primary, the larger part of this chapter will discuss primary data collection methods,
explaining the choice of sample that are foreign MNCs operating in Singapore and business consultants
that are working with MNCs in Singapore. Techniques of sample selection used, that are non-probability,
purposive, maximum variation sampling. Data collection techniques that are used to gather qualitative
data, namely interviews and focus group interviews that were conducted on video call conference. As

well as data analysis techniques using triangulation and analytical framework.

1.4.1. Secondary Data Collection Methods
Secondary data collection method selected in this research are 1) literature review as it will follow the
deductive research approach and more importantly, the qualitative research design where gathered
literature is used to indicate relevant concept, isolate concepts and develop the 2) conceptual
framework in relation to research objectives to gather knowledge in unexplored research areas (Rocco,
Plakhotnik, 2009), namely outlining the influential factors that would affect the practices of CB in MNCs
as well as motivations and perceptions. Such conceptual framework will help to gather the accurate data
to answer the research questions systematically. Literature was gathered with a use of databases of
academic journals such as: Sage, Springer, Science Direct, Wiley, Palgrave, Emerald, Research Gate as

well as utilization of online library of Aalborg University which provides a link to scientific articles in
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academic journals, as well as using Google search engine as proxy to find relevant articles across reliable
academic journals. All accessible and available data on conscious business philosophy was revised as
well as related theories such as business ethics, CSR, legitimation and capability based business model
innovation theories were employed as they provide with relevant concepts that helps to build a
conceptual framework and narrative of knowledge for answering the research questions and

understanding conscious business concept.

1.4.2. Primary Data Collection Methods
As this thesis is focused on understanding the phenomena of conscious business and examining it in a
real world setting, there is a need to select the suitable sample to conduct such an examining that
research questions are requesting, namely to understand how such concept is perceived, practiced by
MNCs and what motivates them as well as understanding whether there are any instrumental

institutional role in adapting such practices.

1.4.3. Sampling: Maximum Variation Sampling
Therefore non-probability sampling is selected, more specifically a maximum variation sampling
(heterogeneous) which is a technique of purposive sampling, where units of research are selected by
the researcher, as such sampling technique is recommended when research is examining only certain
aspects of the research units (Patton, 2002), therefore it is most suitable for this research as it is
examining only selected aspects of conscious business within conceptual framework. Reasons for
selecting maximum variation sampling technique is that it helps to develop a wider picture of research
phenomena, since the literature review is indicated that conscious business philosophy was constructed
only by using the data from “role-model” companies and it lacks the testing with diversified sample, that
will help to examine the phenomenon from different angles and identify patterns, congruencies,
differences. Specifically the geographical location of sample is selected as Singapore, since it is one of
the most highly saturated country/city with foreign MNCs as well as it is in continuously ranked as 1°
country in the world on ease of doing business, (World Economic Forum, 2015), ultimately becoming a
hub of diverse range of different MNCs from different countries, cultures, business ethics and business
philosophies and often named as one of the most innovative economies in the world, therefore it is
more than suitable geographical location for selecting the sample for researching the conscious business

philosophy in perspective to MNCs.
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More specifically, the sample was initially planned to be 5-10 MNCs, conscious business proponents and

independent business consultants that has experience working with foreign MNCs and has a knowledge

in business ethics narrative.

Case Data Sample | Characteristics Interviewee | Comments
Composi | Collection Position
tion Method
Multinational Company MNC that did agreed to
Semi- Singopore sowdimen | Cemeral | B e
Case 1 Structlfred MNC1 other ASEAN countries. Group established before study.
Interview Manager
Industry: Beauty Products,
Consumer Goods
Conscious capitalism
Managing | movement helped to reach
Director & | this participant as he is
Multinational Company Head of Tax | conscious business
(MNC), Industry: Financial & proponent in Singapore.
MNC2 | Services, Operating in: Accounting | MNC where participant is
Singapore and other Policy. working appeared to be
ASEAN countries (Conscious | ethical and provided with
Focus Business robust data on MNCs in
Case 2 Group Proponent) | Singapore.
Interview
Business Consulting Business consultants
Company (BCC), Clients: appeared to be eager to
MNCs, SOEs, GLCs, SMEs. participate as well as
BCC1 Field: finance, insurance, Business extremely knowledgeable
engineering, technology, Owner and experienced with MNCs
etc. Operatingin: operating in Singapore,
Singapore and other therefore provided
ASEAN countries extremely robust data
Business Consulting Business consultants
Company (BCC), Clients: appeared to be eager to
Semi- MNCs opera.ting in Business participate as well as
Case 3 Structured BCC2 Singapore. Field: Director extremely knowledgeable
. Consumer Goods Branding and experienced with MNCs
Interview . . S
and Marketing. Operating operating in Singapore,
in: Singapore and other therefore provided
ASEAN countries extremely robust data
Multinational Company Provided with an
Semi- (MNC), Industry: Bank, Sales independent view and was
Case 4 Structured MNC 3 | Finance, Investment, Director not familiar with the concept
Interview Insurance, Operating in: Asia of CB.
Singapore and worldwide
Table 2

Name: Systematic Descriptions of Samples and Methods of Data Collection

Source: Created by Author
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Such sample proves to be extremely diversified and is able to offer diversified data on specific aspects of
research phenomena as it is interconnected on the level of examined aspects. Subsequent interview
conducting was oriented to achieve the data saturation therefore in later interviews increasingly deeper

and focused questions were asked on unexplored subjects within conceptual framework.

1.4.4. Combining Semi-Structured Interviews and Focus Group
Following interpretivist paradigm selected and qualitative design of this research to solve the research
questions, the primary data collection methods are selected accordingly. As research is aimed to gather
an in-depth exploratory data about the phenomena, the most appropriate tool is an interview, while
semi-structured interview is most suitable for this research due to deductive approach as literature
review and conceptual framework will provide with a semi-structure for empirical data gathering.
Therefore concepts will be used to build a structure. To ensure the richness and diversity on in-depth
data, one more methods will be used as complementary to semi-structured interview, the focus group
interview. Interviews and focus group were carried out simultaneously in non-sequential order,
therefore both methods are serving the same purpose to gain in-depth diversified data on research
phenomena (Barbour et al 1999), specifically the focus group sample consisted of conscious business
proponent from foreign MNC operating in Singapore and independent business consultant that has
experience and knowledge about foreign MNCs operating in Singapore. The participants that couldn’t
participate in focus group in given time were interviewed separately. Focus group and interviews were
based on same agenda, piloting by the same questions and moderated according to the semi-structure

of questionnaire that is developed in accordance to conceptual framework.

1.4.5. Data Triangulation and Within-Method Triangulation
As described above, this research is using maximum variation sample technique where different samples
are used to gather data and combination of qualitative data collection techniques, namely focus group
and semi-structured interviews. As it is stated in Kuada (2012) that due to dynamic complexity of social
phenomena’s it is imperative to use data triangulation and methodological triangulation to at least
grasp the phenomena in reality as social phenomena’s are multidimensional. Since the objectives of this
research are to examine the conscious business philosophy in a real world setting, although it is
narrowed down by research question to the applications of CB philosophy by MNCs, it is examined in an
international perspective, which provides with additional dimensions and perspectives. More than that

such CB concept is extremely holistic and is intertwined with various dimensions of social setting as well
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as internal company’s dimensions as depicted in conceptual framework, therefore it is not possible to

gather data for complex picture from one sample using single data collection method.

1.4.6. Online Virtual Interviews and Focus Group Techniques
Using internet and technology to conduct interviews and focus group online is almost an imperative in
research where data is extracted through communication, since it saves resources of researcher,
eliminating logistic issues for participants and researcher as well as minimizing a need to change
schedules of participants (Morgan and Lobe, 2011) as top managers in MNCs and business consulting
companies are the only ones who has competence to discuss research phenomena and related
concepts, the issue of time and convenience is extremely pertinent, therefore without use of
technology, the possibility to conduct such interviews would not exist as it is hard to set appointments
even online. Logistics are extremely sensitive issue for top managers, operating on international level as
many of their work related tasks requires travelling. Utilizing technology and internet increases the
efficiency of qualitative data collection as well as increases the chances to get access to data generally
(Sullivan, 2013), as some of interviewees were traveling and Skype interview was the only possibility.
Therefore program Skype was used to conduct online virtual focus group as well as conducting
interviews, however also one interview was conducted live in face-to-face manner. There was one
interviewee taken per company, interviewees were appointed by the companies and all of them are
from the top management of the company to be able to hold a discussion on the level that research
phenomena requires. Over 1000 MNCs were contacted and over 100 business consulting companies
were approached (all business chambers in Singapore were approached and databases with a list of
foreign MNCs were utilized, consulting companies were found using Google), ultimately the sample
resulted to be as described above, only 4 companies spared time to have a discussion on research topic
(see limitations). Interviews were 30-60 minutes long, as top managers are extremely sensitive about
their time. Nature of questions and structure of questionnaire were designed according to conceptual
framework developed from literature review. Therefore main aspects of CB phenomena were
highlighted to discuss them in perspective to concepts that were used as categories for questionnaire
structure and questions were designed in accordance to variables within categories. Same questionnaire

structure was used for semi-structured interview and focus group to ensure consistency.
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1.5. Analytical Methods and Framework

There are few analytical techniques mentioned by Yin (2004), such as building-explanation, time series
analysis, logical models or cross-case synthesis, however it is stated that here are no formulas. It is
suggested that it should follow the structure of project and be logical and understandable to a reader
while use of tables, charts and figures is highly recommended as well as it is important to separate the
collected data and present it objectively and only later to interpret it, so that would allow the reader to

interpret the data independently and construct and independent view. As Gustafsson (2017) states:

27

“Remember throughout that everyone, even a scientist, thinks in narrative. Science is a story. Tell it

Therefore as the research is using different samples and different qualitative data collection methods
while analyzing the phenomena from different dimensions (concepts as categories) it will be analyzed
and presented accordingly. Ultimately it is expected to compare the cases in a logical linear manner to
be able to derive the differences, similarities and complementarities between cases and see whether
there is any corroboration. Corroboration patterns will be employed in the theoretical discussion and

findings will be presented ultimately.

Analytical framework as below is constructed by the research in respect to the theoretical concepts
that provides with a dimensions, as well as data samples and collection methods. In general the
analytical framework as mention is of logical, linear, deductive design and of an interpretive nature,

following the interpretivist paradigm and deductive design of research.
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Case 1 Case 2 Case 3 Case 4

Semi-Structured Semi-Structured
Interview Interview

Semi-Structured

. Focus Group
Interview

MNC2 BCC1

Analysis of Case by Conceptualized Categories

Internal Pressue External Pressue Strategic Intentions Capabilities

Corroboration Analysis

Similarities Differences Complementarities

Corroborative Patterns as Findings

Figure: 2
Name: Analytical Framework
Source: Created by Authors

1.6. Reliability and Validity

Construct validity is being established by correct operational measures for the concepts that are being
studied as stated by Yin (2009). Although this research is following the interpretivist approach which
would suggest to select an inductive approach, the research is rather constructed in a deductive manner
and following the top-down approach, as the first research question demands the in-depth analysis of
literature that would subsequently lead to the development of elated concepts my help of additional
literature which would help to answer the second research question and gather the empirical qualitative
data in exploratory manner. Such structure provides with a solid base of systematic structure that helps

to tangle the complex problem in an understandable and coherent way.

As research design is qualitative, by default qualitative methods are considered to be of higher validity

as the sample that was used in this research was small and therefore there was more room to capture

«

AALBORG UNIVERSITY
DENMARK

June 2017



Master’s Thesis. “Towards Consciousness in MNCs: Understanding Conscious Business Concept, Being and
Becoming Conscious”. Multiple Case Study in Singapore

and analyze data more accurately. Data was collected by semi-structured interview and focus group,
that were conducted through online video conference on Skype, however according to Sullivan (2013),
the online interviews do not lose the qualities of face-to-face interview as everything is visible and
hearable on the screen, more than that it even increases the validity as an interviewee may feel more

confident, comfortable and safe while being interviewed online.

Analytical tools for data analysis was conducted in an improvised and corresponding to the research
way. As there are no specific formulas of how to conduct analysis, the validity comes from logic and
reason, therefore the analytical framework was created to illustrate the logic and meaning of analytical

process which is linear and deductive.

External validity stands for domain to which study findings can be generalized as stated by Yin (2009).
Representativeness of sample is influenced by these aspects: 1) there are 3 different samples (foreign
MNC, conscious business proponent (in foreign MNC) and business consultants) 2) and they are all
interconnected on the dimension of foreign MNCs practices, motivation and perception of business
ethics in Singapore. Although those 3 types of samples are distinguished, the interconnectedness of that
dimension provides research with data from different perspectives on research questions. Ultimately
these 3 samples represent the mixture of social actors that do encounter perception, motivation and

practices of business ethics in MNCs from different angles, internally and externally.

Although the samples are very small and according to Dworkin (2012), there supposed to be at least 4
units interviewed per sample, the research of this sample can still be generalizable on the market of
Singapore for the reasons that the interviewees were the top managers of interviewed companies which
makes total number of possible interviewees extremely small and since Singapore is geographically
small country the results can be generalizable on extent of Singaporean market. Mixture (triangulation)
of samples and data collection methods resulted in 3 cases that provides with a dynamic perspective on

the research problem which increases the validity of this research.

Reliability according to Yin (2009) is demonstrating that operations and measures such as data
collection techniques and analytical techniques can be repeated with the same results. Generally it is
considered that qualitative researches do have low degree of reliability due to its interpretivist paradigm
as research is subjective, therefore the results may not be the same as there might be additional

literature on research phenomena that would affect the data collection initially, as well as there might
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be changes in social setting as it is constantly being influenced and constructed by social actors. The

variables and concepts that are being researched are extremely dynamic and turbulent.

As data collection was conducted online, the participant errors were diminished as logistical and timely
issues were easier to solve, however some of the respondents were extremely sensitive about duration
of interview and were in a little rush by answering questions Online data collection methods proved to
be better in terms of higher focus of participants on topic, what resulted in deeper and more insightful
answers as individuals felt comfortable and not worried about their appearance and etc. the discussions
appeared to be more robust. Participant biases were avoided as questions about research were not
revealed and discussion was conducted in objective conceptual manner, avoiding private questions.
Researcher errors were avoided as researcher was prepared for interviews with semi-structured
guestionnaire as well as conceptual framework, however the researcher was helping participants to
respond in genuine way. Researcher is aware of its biases and is systematic in interpretation of results

while following the analytical framework and being objective with a help of literature.

1.7. Limitations and Challenges

Primary data collection objectives after problem formulation of a research was to interview 10 MNCs
and conduct a focus group with proponents of conscious business versus business consultants.
Invitations for an online or face-to-face interview (on preference) were sent around 1000 MNCs and 100
consulting companies through chambers of commerce of Euro Chamber, British Chamber and
Norwegian Chamber in Singapore (as they had lists of companies), as well as utilizing google, Wikipedia
lists and other listings on MNCs operating in Singapore. However during the process of sourcing for units
of analysis there occurred unforeseen challenges such as: 1) interviewees from samples are top
managers that are extremely busy, unfortunately they are the only ones who has competence to speak
on such complex multidimensional level about conscious business concept and business ethics in
perspective to their multinational companies and conceptually. 2) Business ethics appeared to be very
sensitive topic and many companies refused to discuss it even on the conceptual level due to their
privacy policies. 3) Companies were seeking for strategic benefits of their participation in research.

Ultimately such responses can be taken as sign of low ethical concerns among companies in Singapore.

Such challenges has been encountered with a modifications of sample that in turn occurred to be more

beneficial. Business consultants appeared to be more eager to discuss on study phenomena and were
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not that constrained on talking about ethical practices of MNCs therefore sample was correspondingly

modified not to lose the opportunity to get objective data.

Secondary data collection, there was spend substantial amount of time to collect and filter relevant data
to build relevant concepts about the study phenomena, since study phenomena of conscious business
philosophy is very fresh and extremely complex and multidimensional, it automatically enables the
possibility to relate this concept to a vast spectrum of literature. Therefore it was hard to narrow down
the literature to few concepts that are most relevant as there are vast variety of concepts that do
significantly influence the study phenomena. Therefore a lot of time was spent on conceptualizing
relevant variables and it was done carefully and attentively so that there would be strong structure
prepared on which empirical data collection could be executed which would help to examine the

research problem and answer the research questions.
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Chapter 2: Literature Review and Conceptual Framework

To understand the concept of conscious business (CB) this theoretical chapter will discuss the theories of
conscious capitalism (CC), business ethics, legitimacy and corporate social responsibility, as well as

separately discussing phenomena of business and civil society collaboration which is a part of CC theory.

The CC theory is used as a grand theory and as a fundamental structure for theoretical review, whereas
other theories will be incorporated in the body of CC theory in order to achieve immediate perspective,
comparison and shed light on relationship of selected theories to CC theory. In this way theoretical
analysis will gain consistency and coherence, where all the chapters will be molded with a chapter of
“relevance and linkages”, where points of relationships will be emphasized and further used in

conceptual framework.

2.1. Understanding Conscious Capitalism

Conscious Capitalism and Conscious Business often used as a synonymous. However CC refers to the
broader sense of doing business, as it is stated by Sisodia (2011), CC is not a business strategy or
business model. It is a comprehensive philosophy of doing business. As well it is emphasized that CC
that is defined by them is not a final word, it is expected that the definition and philosophy will

dynamically evolve together with the consciousness of society (Sisodia, 2011), (Mackey, 2011).

Conscious Capitalism is often referred as movement (Sisodia, 2011), what is also true and it is backed up
with the help of NGOs (Mackey, 2011). Business that embodies the CC philosophy to their business,
becoming a Conscious Business and part of the movement.
“To be conscious means to be awake, mindful. To live consciously means to be open to perceiving the
world around and within us, to understand our circumstances, and to decide how to respond to them in
ways that honor our needs, values, and goals [. . .] A conscious business fosters peace and happiness in

the individual, respect and solidarity in the community, and mission accomplishment in the organization”
(Kofman, 2006).

((§

AALBORG UNIVERSITY



Master’s Thesis. “Towards Consciousness in MNCs: Understanding Conscious Business Concept, Being and
Becoming Conscious”. Multiple Case Study in Singapore

2.1.1. Four Tenets of Conscious Business
It is believed by Conscious Capitalism proponents, that companies BURPOSE
who embodies the tenets of CC will in a long run outperform other

companies in a multiple dimensions, including financial
COMSCIOUS

. . . . CLULTURE
performance, ultimately creating a positive impact on the world BURS MESS

(Sisodia, 2011).

The Idea of Conscious Capitalism goes beyond being “virtuous” or LEADERSHIF

“doing well by doing good”. It creates entirely new super structure  Figure 3
Name: Conscious Business Concept lllustration

for business and reasons for their existence. The four tenets Source: www.consciouscapitalism.org

(Figure 3) of CC build on the extant knowledge of leadership and management. They are built on

important academic work related to purpose, stakeholder management, leadership and culture

(Sisodia, 2011). These principals according to Rauch (2011), provides business with coherent philosophy

that engages the whole person, not simply the “economic man”.

Tenet 1: Higher Purpose
Business can and must be done with a higher purpose in mind, the main purpose of business cannot be
maximizing profits. Compelling sense of purpose enhances engagement of stakeholders and unleashes
the tremendous amounts of energy within organization (Sisodia, 2011). Money is still absolutely
necessary for company to flourish, however it is not inspiring purpose to pursue. It is argued by Mackey
(2011), that in order to achieve high levels of trust and performance it is crucial to discover the higher
purpose for company. The following existential questions are being asked:
1) Why does the business exist?
2) What is it trying to accomplish?

3) What core values will inspire the enterprise and create greater trust and commitment from all of its
stakeholders?

Companies must have an ideals to purse, same as human has an aspiring ideals. Timeless ideals for
companies are identified by Mackey (2011):

The Good: Service to others by improving health, education, communication and quality of life.
The True: Discovering and expanding human knowledge.

The Beautiful: Creation of beauty, excellence and aesthetics.
The Heroic: Courage to do what is right to change and improve the world.
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Companies that are able to embed such higher purposes to their business model, tend to inspire trust in
all of their major stakeholders. Companies that embed such core values and higher purpose, tend to
achieve higher degree of ethical commitment (Mackey, 2011). More than that, the sense of higher

purpose releases tremendous amounts of organizational energy according to Sisodia (2011).

Tenet 2: Stakeholder Interdependence
Conscious Business according to Mackey (2011), understand that all six major stakeholders are
interconnected and business must be managed in a way that the value creation should be optimized
among them. Six major stakeholders are: 1) Customers 2) Employees 3) Suppliers 4) Investors 5) Society
6) Environment. Win-win-win solutions tradeoffs among stakeholders are very often in CB, while
conflicts are rare, the value distribution is seen as non-zero-sum-game. The “harmony of interests” is
the priority between interdependent stakeholders. Leadership of CB is skilled in “systems thinking” and
is concerned of relationships that exist between all interdependent stakeholders. Employees, investors
and suppliers cooperate voluntarily to create value for customer, this type of voluntary cooperation is
not influenced by external coercion. Leadership of CB is focused on win-win-win-win-win business
strategies, which is more complex and sophisticated way of doing business that transcends traditional
mindset of analytical view of differences, conflicts and tradeoffs (Mackey, 2011). Win-win-win
simultaneously beneficial type of management is represented in an acronym SPICE: Society, Partners,
Investors, Customers and Employees. According to Sisodia (2011), conscious business aligns the
interests of all stakeholders. Society is listed first because of holistic beliefs of conscious business which
means that business must do what is right for society, ultimately has a positive net impact on the world

(Sisodia, 2011).

Tenet 3: Conscious Leadership
In order to pursue the higher purpose and achieve high levels of organizational trust and performance it
is crucial to have a high quality and commitment leadership at all levels of organization. The higher
purpose loses its effect without a conscious leadership. Stakeholders and especially employees expect
leaders to “walk-the-talk” and serve the purpose of the organization. It is crucially important that
management at all levels would pursue the higher purpose instead of self-interest, power and money
(Mackey, 2011). Conscious leaders are expected to lead by example, mentoring, motivating,
developing and inspiring people, not through command-and-control incentives or “carrot and stick”

mindset (Sisodia, 2011). Leaders are focusing to enable cultures that are continuing to operate in
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conscious manner, that is conscious to see interdependences and able to extract synergies from them.
Conscious leaders build cultures that are self-organizing, self-motivating and self-managing and are

not dependent on charismatic leadership (Sisodia, 2011).

Tenet 4: Conscious Culture
Conscious Culture of CB naturally evolves through commitments to higher purpose, stakeholder
interdependence and conscious leadership. CB cultures vary from one another, but according to Sisodia
(2011), they all have these qualities in common that are represented in an acronym TACTICLE: T) Trust
A) Authenticity C) Caring T) Transparency |) Integrity L) Learning E) Empowerment. Mackey (2011), adds
these complementary qualities to acronym: 1) self-managing teams, 2) commitment to fairness, 3)
personal growth, 4) love and caring. In general, CB are committed to create a workplace that reflects a

community that is thriving to flourish and self-actualize.

2.1.2. Practices of Conscious Business in Firms Perspective
As it is illustrated by Mackey (2006) holistic interdependence where core values and business purpose is
at the center and is surrounded by six constituencies (stakeholders): customer, employees, investors,
suppliers, communities and environment. CB ends up in virtuous cycle that is exponentially beneficial to
all constituencies in long run. Customers - conscious business firstly is focused on developing and
maintaining strict and explicit quality standards, in order to provide customers with high quality
products. As customers is the most important constituency, CB wants to ensure that customers
voluntarily choose CB products to achieve happiness. CB treats customer as ends and not as means. CB
is aware of consciousness of consumers (Mackey, 2006). Employees - In order to have customers happy,
CB must have their employees happy, while treating their employees as an ends as well. Empowering
employees to encouraging self-sustaining teams and sense of shared purpose. Achieving trust through
transparency, including 1) salary information. Implementing 2) salary caps where 3) frontline employees
are paid more than their industry counterparts, while 4) CEOs are paid modestly. Giving opportunity to
vote for their benefits they prefer. 5) Refusing command and-control management style, and embracing
“do it my way” approach. 6) health insurance for full time employees, 7) ability to choose bonus

packages (Mackey, 2006).

Investors — conscious business strives to never waste investors’ money and rather create a added value

from business and for investors. All value is not created through labor and investors do add up to it with
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capital investment, whereas profit creates wealth and prosperity (Mackey, 2006). Suppliers and
Partners - without suppliers CB don’t have anything to sell, therefore CB maintain healthy relationship
with suppliers and encourage suppliers to raise the quality and efficiency of their production (Mackey,
2006). Communities — it is believed by CB that best societies are those where they transacts businesses.
Businesses do enjoy legal status of individual, therefore has responsibilities. 1) CB do support
community by complying with social setting. However philanthropy, executed properly, is an obligation
of citizens. 2) i.e.: donating percentage of profits to non-profit organizations, 3) embracing a
volunteering among customers in social purposes. 4) Compensating employees for volunteering for
social good. 5) Partnership with poor communities and supply them with necessary commodities. 6)
Providing assistance for entrepreneurship with micro-loans and 7) consulting. As well as CB is providing
8) micro-credits for the poor as a (Grameen bank) (Mackey, 2006). Environment — is seen as a voiceless
stakeholder by CB (Mackey, 2006). Responsibility to environment is expressed by CB in such ways: 1)
supporting organic and sustainable agriculture by selling sustainably produced products. 2) helping to
develop distribution networks that follow sustainable standards 3) maintain less chemical contamination
of products 4) reduce usage of fossil fuels 5) cooperate with local sustainable producers 6) prohibit
usage of GMO 7) prohibit usage of antibiotics and growth hormones. As well as 8) compassion for
livestock, eliminating cruelty 9) refusing inhumanely produced production 10) helping create
alternatives for humane production. 11) Refusing to sell endangered species or other. In technical
perspective CB is 12) replacing outdated equipment on time as well as 13) utilizing solar energy and
other green building practices such as 14) reusing, recycling and reeducating. Also CB do 15) utilize a

wind energy (Mackey, 2006).

2.1.3. Efficiencies of Conscious Business
According to researches of Sisodia (2013) and (Simpson, Fischer and Rohde, 2013) it is found that
Conscious Businesses continuously outperform traditional S&P 500 businesses by overwhelming
financial proportions in long run. CB performance is superior over less conscious business and it based
on two dimensions: revenue and efficiency. CB is achieving growth currently at the expense of their less-
conscious competitors, when more companies become conscious, they would need to create additional
value to meet higher-level needs of customers through innovation (Sisodia, 2011). Superior CB
performance is an answer to its sustainability, the practices that enabled CB to achieve superior

sustainable performance are discussed below by Sisodia (2011; 2013). By being mutually beneficial to
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all stakeholders, CB manage to deliver superior performance due to these factors (Mackey and Sisodia,

2013), (Mackey, 2006):

Becoming conscious will guarantee the superior financial performance as conscious business is still a
business and must have a competent management that is naturally vital for well-being of business but is
complementary with Conscious Capitalism philosophy which enables prosperity and growth. However it
is pointed out by Sisodia (2011), that due to rise of consciousness, transparency and connectedness, the
external pressures and expectations are going to demand a change of businesses and change of
institutional body. Ultimately business is expected to behave ethical in its voluntary exchanges and be

responsible for its effects on environment, society and stakeholders (Mackey, 2011).

First of all it would be a misconception to believe that CC is treating all of its stakeholders “equally”,
rather a “harmony of interests” is dominant state of business activities in CB. According to Mackey
(2011), itis important to understand that pressures are coming from all stakeholders in following order:
1) customers, 2) employees 3) investors, not just shareholders. As all of the stakeholders are valued, the
key stakeholders are as listed above in the priority order (Rauch, 2011), since no business can survive
without customers, employees or investors. It is stated by Rauch (2011), that all stakeholders must be
treated fairly and professionally, however not all of them has same demand and value to business.
Same as human body organs, stakeholders has their functions and significance, therefore stakeholder
treatment is complex and must be optimized and aligned. When CB is making a difficult business
decisions, they apply interdependent stakeholder view. In the case of outsourcing production to
developing countries the traditional view is that customers and shareholders would benefit while
employees might lose their jobs. First, by outsourcing, company is improving optimization and
efficiency, increase profit of investors, provide lower price to customers, create new supplier
relationship, and create new jobs in developing countries. Second, CB would do outsourcing in a
conscious way, by simply retraining their employees with great assistance and if employee don’t want

do retraining, CB provides great assistance in finding jobs outside (Mackey, 2011).

More than that, when focus is allocated to stakeholders interdependence chain the profit is
skyrocketing according to Rauch (2011). The real secret of CC performance is harnessing a higher
aspirations of stakeholders. Through engaged, fulfilled and productive employees motivated by higher
purpose, the more dedicated customers are evolving. These kind of shock waves through

interdependent stakeholder chain elevates everyone higher at the end. Ultimately by focusing on
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employees and customers, the better business is created which benefit all stakeholders, by creating
shared value that transcends economic rationale (Rauch, 2011). More than that, the goal setting theory
in psychology realm is proving a confirmatory results that goal setting is enhancing performance and
motivation (Peterson, et.al., 2010). As it is found by Mackey (2006), companies are not doing well in long
run if they focus only on the needs of shareholders, | may only be effective for short term, while
damaging company’s performance in long rung. Therefore the counterintuitive approach to profit
maximization is not to focus on the profit maximization but rather focus on stakeholders to make them
happy. As illustrated by Mackey (2006) profit is by-product of company successfully achieving goals,
same as happiness is a by-product of pursuing goals in person’s life. Profit is ultimately a by-product in a
long-term generated by 1) higher purpose, 2) high quality products, 3) customer satisfaction, 4)
employee happiness, 5) excellent suppliers, 6) community and 7) environmental responsibility.
According to Rauch (2011), company cannot primarily focus on generating profit as profit is must only
ensure business continuation. Same as people need air to breath, but do not live in order only to

breathe.

For some traditional companies Conscious Business “engine” does not work, 1) because of too high
levels of idealistic, spiritual consciousness or 2) because of business fundamentals are too weak
(Sisodia, 2013), (Coates, 2013). More than that, as it is explained in Mackey (2006), example with solely
altruistic and solely profit oriented organizations, the both approaches are unethical and do not create
value. Ultimately it is distinguished by Sisodia (2011) that CB achieve their superior performance not
because of their virtuous behaviour, but rather because of acting wisely. Conscious businesses are very
selective in perspective to their suppliers, they are looking for innovative, quality-focused companies
with a consciousness. Due to holistic view, CB is building mutually beneficial long-term partnerships. CB
wants to pay well to their suppliers so they could pay well to their employees and their suppliers and
deliver quality supplies. CB will not engage in low quality supplier who is squeezing costs due to expense
of their employees and other stakeholders (Sisodia, 2011). CB typically has low employee turnover, what
also results in saving of hiring and training. CB take care to hire employees that align with higher
purpose of company. Employees in such companies are loyal, experienced, engaged and productive.
Lowering their administrative cost, through gathering ideas of employees and suppliers, has leaner

management structures. CB end up in systems of high trust among all stakeholders with lower
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transitional costs and legal costs. As well as they have modest CEO salaries and high frontline employee

salaries in comparison to industry peers (Sisodia, 2011).

A new paradigm for Non-Profit-Organizations or NGOs is offered by Mackey (2006), where he is
criticizing the limitations of today’s non-profit models. It is argued that non-profits today creates
inefficiencies, waste and stagnation due to their outlived mentality. NGOs 1) must become
economically sustainable and 2) realize that profit is not evil and its part of healthy holistic organization
(Mackey, 2006). There is a stereotypical wall built between for-profits and non-profit organizations.
Stereotype 1) one is that making profit is seen as greedy and selfish activity. Stereotype 2) is that non-
profit cannot make profit because it would contradict their altruistic goals. Rauch (2011), Sisodia (2009)
and (Strong, 2011), believes that Conscious Business is working in tandem with NGOs. CB is playing a
crucial role in helping them to tackle social problems by value creation, higher purpose, inspiration and
prosperity. Examples are given by Strong (2011), that CB trending in overtaking public domains in
sectors of education, health and replacing arbitration courts. As well as it is found by Rana (2015), that
NGOs has increasingly significant influence on shaping business systems (Redding, 2005), the conscious
businesses according to Strong (2011) and Mackey (2006) are increasingly participating in the shaping of
business systems in terms of laws and regulations like their partners NGOs. According to Strong (2011)
CB would affect business systems through innovation, leadership and even overtaking some aspects of
regulatory activity of government. In relation to such CB pro social activity Rana and S@rensen (2016),

argues that MNCs are able to gain legitimacy collaboration with civil society.

Traditional businesses spend overwhelming amounts on marketing, managerial fees, legal fees and high
executive compensation, while CB is spending very little on marketing due to many satisfied customers
who unleash “word-of-mouth”. This results in enormous cost saving for conscious businesses. As a
conscious capitalism proponent never had a definitive list of characterizations and it was hard to define
the Conscious Business, the following list of characteristics is provided by Sisodia (2013) that is believed
that can help to characterize the Conscious Business: higher sales intensity, measured in sales relative
to their asset base, gross margins that are healthy but not maximized, higher spending per non-
executive employee (pay + benefits), higher revenue per employee, lower employee turnover, higher
employee engagement, lower administrative costs, fewer managerial positions, fewer layers between
top leadership and the frontline, greater decentralization, more team-based work, lower executive

compensation costs, hence a lower ratio between top pay and average pay, lower legal costs, lower
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marketing costs, lower product return costs, lower warranty costs, higher net margins, higher p/e

multiples.

2.1.4. Corporate Social Responsibility versus Conscious Business
There are many forms of ethics in business and they materialize in different business models, programs
and systems within corporations Leiva, Ferrero and Calderon (2016), such as: Corporate Social
Responsibility, Triple Bottom Line Model, Firms of Endearment, Authentic Corporations, Visionary
Companies, B Corps and Benefit Corporations. Unfortunately Corporate Social Responsibility (CSR) is
used as proxy of Business Ethics by business scholars, according to Leiva, Ferrero and Calderon (2016),
bibliometric review of academic papers on ethics, corporate identity, image and reputation. Corporate
Social Responsibility, is defined as the activity that is not legally required but it has intention to provide a
benefit for some external party. Party that benefit can be associated or not associated with the
company directly, and the company that is providing the benefit is expecting nothing in return
(Moriarty, 2016). CSR is shareholder-oriented, has nothing to do with corporate purpose, contradicts
with business goals and implies financial and ethical liabilities. It is consistent with traditional business
models and is used as an “add-on” PR messaging strategy, which is often seen as “greenwashing”. Good
intentions are not connected to the purpose of the company. All these CSR type “bolt-on” models are
attempting to “graft” social and environmental responsibility Mackey, (2011). Alternative is offered by
contemporary scholars and top business leaders in the world Sisodia, (2013); Mackey, (2011); Strong,
(2011); Rauch, (2011), Thigpen (2011), Hanson (2011) the Conscious Business Model with its Conscious

|II

Capitalism Philosophy, which in itself incorporates all what above “ethical” practices, models and

programs has to offer in total and in fact offers more.

Conscious Business Requires Genuine Transformation
CB is stakeholder-oriented, pursuing higher purpose, finds synergy in caring and profitability, has holistic
approach and complex adaptive business system. Social responsibility is embedded in its core values of
business model. Requires genuine transformation of business model to four tenets philosophy. Good
intentions are within core of the business (Mackey, 2011), (Sisodia, 2009). As it is stated by Sisodia
(2009; 2011), Conscious Capitalism philosophy must be embedded in company’s DNA, and it is not “add-
on” marketing strategy as illustrated by Mackey (2011) in comparison to CSR. Therefore in order to
practice CC philosophy, company must change initially. However as stated by Rauch (2011), there are

many companies that are practicing CC and it does not require to be primarily profitable to be able to
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practice CC contrary to implementing CSR. Ideal analogy of Conscious Capitalism in its applicability is a
democracy, as suggested by Rauch (2011). Many of countries are democratic, however even the most
democratic countries falls short in some aspects in perspective pure ideal Platonic democracy, same is
with Conscious Capitalism philosophy. Even most conscious businesses may fail to execute some of CC
principles. Firs to understand, is that there is no strict black or white qualification criteria for considering
a business a conscious business. Conscious Capitalism is a philosophy which can be practiced in as many
ways as there are businesses, it is rather a degree of implementing the Conscious Capitalism what

matters (Rauch, 2011).

Conscious Business is not solely for Social Good
There is clear evidence that in developing economically free countries where capitalism itself is
eliminating poverty, whereas CB are doing so through leadership and influence on business systems, i.e.
regulations and labor standards (Strong, 2011). Conscious Capitalism is not solely a social movement, it
is more comprehensive and has a substantial potential on solving many of world’s problems, with help
of international government cooperation (Mackey, 2011). As many of proponent of CC are believers of
free market (Mackey and Sisodia, 2012), they agree with Hayek (1976) claim that social justice is a
mirage. It is naive to think that CC can tackle the unequal distributions of wealth. Rauch (2011) argues
that as long as there will be human element in capitalism and free markets, the irrational behavior and
outcomes will pertain. As long as capabilities and efforts of individuals vary, the unequal distribution of
wealth, standards of living and etc. will pertain Rauch (2011). Whereas studies on Intelligence Quotient
(1Q) confirms that cognitive abilities vary in respect to personality differences (Peterson, et.al, 2008),
confirming that inequality is natural phenomena explaining consequentialism of Pareto distribution
(Piketty, 2014), (Pareto, 1896). There is a misconception that Conscious Businesses are primarily
pursuing the higher purpose which is “doing good”, while simultaneously well there is a confusion of
understanding the definition of “virtuous” and “doing good” in business according to Mackey (2011).
According to Mackey (2011), businesses are not required to do something special to be virtuous. Doing
business that is inspired by voluntary exchange and backed up by high responsibility is already virtuous

and good for society.
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2.1.5. Motives and Influencers of Ethical Practices
As research questions are constructed to clarify the influences and motivations of CB and as we
understand that CB is advanced form of ethics, the literature on motivations and influences of business
ethics practices will help to build a perspective to see how and why MNCs practice CB. Many companies
becoming conscious of changing circumstances and the need of becoming more ethical. Motivations of
ethical actions and formation of ethical identity is called a “Ethicalization” by contemporary business
ethicists namely Fukukawa, Balmer and Gray (2007) , and it is assumed that it is generally motivated by
events in the world such as changing, social, cultural, political and economic trends, as well as
environmental (Saebi, 2017). It may be also a change in financial or technological barriers,
uncertainties with knowledge and resources. However in general, the influencers of process of
company’s Ethicalization including motivational factors and influential factors are summarized by
Fukukawa, Balmer and Gray (2007) as follows:
a) Altruistic beliefs of a leader and managerial role
b) Internal and external pressures

c) Strategic benefits
d) Managerial competences and resources

Relevance of Understanding of Conscious Business Chapter
This chapter serving as an explanatory chapter is constructed to provide an understanding of the
concept of conscious business and bring up all available literature in one systematic and coherent way.
As in this chapter conscious business concept was described as well as it was put in the perspective of
literature of CSR and business ethics, it provided with relevant variables that may influence motivations,
perceptions and practices of conscious business in MNCs, that are outlined as 1) internal pressures, 2)

external pressures 3) strategic intentions and 4) managerial competences.

These four influencers will be used as structural pillars for conducting the further literature review on
understanding of what may influence the conscious business practices in MNCs. Therefore it will be
further examined in relation to legitimation theory, BMI capability based view and in strategic
perspective as these theories discuss the process that are outlined as influencers above. As well as
aspects of conscious business concepts are outlined to construct a more systematic view of conscious
business that will help to analyze the concept in real world setting as these aspects will be employed in
conceptual framework. Following aspects are selected as most outstandingly defining the conscious
business concept. Conscious business has 1) existential meaning (higher purpose) 2) sees profit as by-

product 3) seeks harmony of all stakeholder interests 4) highly society oriented 5) acts out leadership
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instead of control 6) maintains conscious and healthy culture 7) requires genuine embodiment of
philosophy and transformation. Due to interpretivist dynamics of methodology such iterative approach
will be beneficial for the research as well as provide with more logical and linear approach to answer the
research questions as conceptual framework will be developed at the end of this chapter that will help

to gather the empirical data collection developed concepts.
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2.2. Internal and External Pressures

As the legitimation theory provides with the similar perspective that is complementary to above
outlined influencers. Therefore building on legitimacy theory, the literature review will provide with a
structure of understanding the motivations and influencers of CB practices of companies and provide
with relevant concepts that may help to answer the research questions. Legitimacy literature provides
with the dynamics of how internal and external influences affect the company’s ethical performance as
well as business ethics literature provides with the codes of ethics in firms perspective and sheds light
on practices of these dynamics. As it is argued by Berrone, Surroca and Tribo (2007), there are two
influencers who are defining the expectations and legitimate grounds for ethical behavior, those are
internal and external influencers. The external influencer may be an institutional environment and
society while internal influencer may be a pressure from altruistic beliefs of top management and
employees. Both greatly affect the company’s willingness to perform an ethical stance as both are the
stakeholders and they expect company to satisfy their ethical requirements. As a proponent of CC
theory Mackey (in Palmer, 2011) states that there are problems with morality and ethics within
practices of businesses, CC theory is stakeholder oriented and do embed their philosophy in to their

complex business system.

2.2.1. Legitimacy and Business Ethics
Concept of legitimacy in organizational studies is tightly related with morality and is in general an
evaluative judgement of organization (person or institution) based on its conformity to social norms,
beliefs and values as well as compliance with legal requirements (Foreman, Whetten and Mackey,
2012). Most quoted and acceptable definition of legitimacy is provided by Schuman (1995):
“Legitimacy is the generalized perception or assumption that the actions of an entity are desirable,

proper, or appropriate within some socially constructed system of norms, values, beliefs, and
definitions.”

Foreman, Whetten and Mackey (2012), provided contemporary multidimensional view of criteria for
evaluation and assessment of legitimacy: 1) Cognitive, moral, normative, 2) Rational, pragmatic, 3)
Regulative, socio-political. Three pillars of legitimacy as provided by Schuman (1995) are seen as most
inclusive and precise: 1) Strategic Legitimacy — does it benefit me? 2) Moral Legitimacy — is this the right
thing to do? 3) Cognitive Legitimacy — is this how it usually is? Legitimacy is an assessment of

appropriateness of organizations, usually within following scope:
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1) behavioral consistency with its core company’s properties and identity 2) behavioral fitness to the set
of social requirements. Generally, legitimacy is an assessment of firm’s identity and at the same time
assessment of its behaviour towards, what is required and is expected to do from organization by the
external social setting (Foreman, Whetten and Mackey, 2012). It is observed by Long and Driscoll
(2008), that companies applies codes of ethics simply for the strategical reasons of gaining strategic

legitimacy:
“Organizations can sometimes use the presence of a code (business ethics) as a badge of morality”.

However it is suspected by Long and Driscoll (2008) that companies only utilize codes of ethics to gain
strategic legitimacy, but not truly adapting and following them. As it was already described in a
previous chapter Foreman, Whetten and Mackey (2012), there are three main types of legitimacy and
those are moral legitimacy, cognitive legitimacy and strategic legitimacy. The following chapters are
going to take a look at each type of legitimacy by focusing on its pragmatically assumptions (Long and
Driscoll, 2008), and how adopting the business ethics would affect each type of legitimacy. Business
ethics focuses on the activity of “doing business” which is exchange of goods or services between
individuals while applying the ethical dimensions on this process. Business ethics analyses the processes
of production, distribution, marketing, sales and consumption of goods and services (Moriarty, 2016). As
it is stated by Moriarty (2016), we are all engaged in or preparing to be engaged in a business which
ultimately shapes the world and our lives most substantially, therefore the questions of business ethics
are extremely important to our wellbeing. Business ethics is no longer the concern of philosophers and
social scientist, it is a concern of everyone who is engaged in the process of value creation in capitalist
systems. “What is ethical or unethical in business?” This is the question that business ethics is trying to
emphasize and analyze which in itself converge the disciplines of politics, philosophy, economics,
psychology, law and ethics itself, as business activity is navigating itself within all these disciplines.
However business ethics are focused on for-profit organizations as they are portrayed as businesses in

perspective of non-profit organizations which are organizations (Moriarty, 2016).
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2.2.2. Moral Legitimacy
As per an intense academic and philosophical debate whether the corporation or business is a moral
agent or moral person it is agreed at the current moment that corporations can be addressed to act as
moral agents, however not the moral persons. Therefore businesses are entitled to a moral
responsibility. 1) There are many serious problems in the world: poverty, conflict, environmental 2) Any
agent that has resources and knowledge to address the problem has moral responsibility to do so in
tolerable costs. Some claim that firms it is responsibility of state, but since individuals has moral and
social obligations and individuals are part of companies, they ultimately has moral obligations to society
(Moriarty, 2016). Businesses cannot have good or bad intentions as they are not the individuals, but the
individuals within firms can have intentions and are holding the responsibility. Furthermore, if an
individual within firm is performing a harmful activity it must be regarded as the activity of the frim as a
activity of moral agent, this enables the society to blame the behavior of the firm as well as it enables
the conceptualization of corporate reputation as an asset or liability (Moriarty, 2016). Moral legitimacy
is granted to an organization by its conformance to social values and obligations, when goals that being
pursued by organization conforms to social morals. Moral legitimacy is a normative process which
manifests in a continuous conscious assessment of right versus wrong activities and always choose the
appropriate one. Ultimately such conformance to social values is necessary to maintain a basic social

order (Long and Driscoll, 2008).

Institutional theory offers useful narrative of moral legitimacy, because the ethical codes for
organizations are usually determined by institutions. As institutionalized environment allows to see the
boundaries of organizational behaviour, it is possible to capture the interactions between organizations,
suppliers, customers, labor pool, technology and other stakeholders. As well cultural environment sets
boundaries, shapes and penetrates the organizations. To operate and survive within this culturally and
institutionally shaped environment it is necessary for companies to demonstrate their conformance and
their adaptively to social structures. Ultimately they achieve legitimacy and value impregnated status,
through conforming to structures, procedures and behaviors, therefore becoming institutionalized.
Process of institutionalization is a construction of socially desirable formal entities that would counter
the self-interest and permit the resolution to social dilemmas by implementing the externally
constructed standards for fair exchange (Long and Driscoll, 2008). From this institutionalist narrative,
the social contract notion arises. Whereas social contract is construct through which business behaviour

is brought into conformity with social expectations. Businesses are implied to behave aligned with
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society values while receiving reciprocal rights and obligations. Ultimately this social contract is a base
of moral legitimacy. Codes of business ethics demonstrate that company is behaving (or not) according
to the social values and are carrying the responsibility towards the community as stakeholders though
what they gain legitimacy. Ultimately corporations only exist because they are legal creations of society,
if they do not serve the society, their legitimacy is questioned and their survival is threatened. Therefore
companies must follow the social contract and change its behaviour accordingly (Long and Driscoll,

2008).

2.2.3. Cognitive Legitimacy
Cognitive form of legitimacy according to (Long and Driscoll, 2008), is when adoption of organizational
structures, processes and behaviour appears to be orthodox, comprehensible, logical and taken for
granted. Cognitive legitimacy is achieved through cultural alignment, imitation and isomorphism.
Cognitive legitimacy is better seen in new institutionalist narrative, where social constructionist view is
applied rather than social realist perspective. Other than moral (normative) legitimacy, where social
contract is basis for compliance, cognitive legitimacy emphasizes the situational frame and how social
identities are defined. Social structures are derived from situations in which the habits of actors
interlock and become taken for granted according to Long and Driscoll (2008). Spontaneous order
theory, Hayek, F. A. (1988) viewed social constructs not as a conscious invention (that which is

intentionally designed by man), but as spontaneous order or what he referred to as:

"Social constructs is the result of human action but not of human design'

When new actors are introduced in such social setting, they recognize behaviors that they see as a social
norms. Traditions is good example of cultures, where they pass through generations while losing their
subjective meaning, however through continuous sharing, they are shaping and structuring the reality
and the social setting. Organizational action creates social facts, which are ultimately become distanced
and perceived as sources of meanings that shapes the behaviour of organizations. New institutionalism
suggests that organizations exist in the open system, however this theory do not dismiss the social
contract and moral legitimacy if such behaviour becomes institutions which is further legitimized by
replication by organizations. Within such social constructionist view, isomorphism is an antecedent of
legitimacy, where predictability results in mimicking the structures and behaviors of organizations
within particular social setting. Companies achieve homogeneity and resemble the social setting.
Legitimacy is natural by-product of institutional norms and norms of social setting. Business ethics, can

become one of such structures that would allow to gain legitimacy, through isomorphism. Institutional
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isomorphism do not focus on enhancing the effectiveness of organization and it simply rewards the

organization solely for its conformity to the social setting.

2.2.4. Codes of Ethics in Firms Perspective
First view is that the firm should be managed in the interests of shareholders maximizing their wealth
and it is called as “shareholder primacy” and it is a dominant view in recent decades of business
practices. In this view shareholders hires managers to run the firms for them in their interests. It is
argued firm is more efficient when it is run in this way and it is also setting a measurable objective that
is to maximize shareholder value through profit maximization (Friedman, 1970). However on the
critique of this argument it is said that people should be able to pursue the projects that matter to them
even if they do not maximize welfare (Moriarty, 2016). Second view is stakeholder theory (or mindset)
(Freeman, 1984) and it is claiming that instead of focusing on interests of shareholders, managers
should seek to find a balance between the interests of all stakeholders, where stakeholder has a “stake”
or interest in the firm, including a financial interest. Critique of stakeholder theory (or mindset) is that it
seems insufficiently articulated and weakly defended. It is a problem to define all stakeholders, however
most commonly identified stakeholders are: shareholders, employees, community, suppliers and
customers. But the line is not clear whether a subject qualify to be called as stakeholder. The other
problem is of balancing the interests, it is not determined exactly in what way to do it (Moriarty, 2016).
Stakeholder mindset is seen as the way of embeddedness in network of relationship by Norman (2013)

and can be called as relationship marketing.

It is obvious that solely applying stakeholder or shareholder approach the ethical resolution would be
achieved. Neither of them is ethically plausible. The ethical resolution is to allow managers to do what
morally permissible to achieve ends of both stakeholders and shareholders. Business ethics is still trying
to determine what is morally permissible (Moriarty, 2016). As Friedman (1970) stated that shareholder
ownership gives them the right to control the frim. Ultimately shareholders ensure that the firm would
be run in their interests. However recently the concept of firm as something that can be owned is
challenged. Contractarian realm of academics do not rely on assumption of ownership of firms, rather
they assume that that there are contracts and agreements that define whether capital hires labor or
labor hires capital. It is just that most often capital is hiring labor. Contractarians see the firms as a
“nexus of contracts” among various parties (Moriarty, 2016). Workers-controlled firm’s realm states
that - standard corporate governance regimes according to are recognized as oppressive and

unaccountable private dictatorships, as well as VVaroufakis (2008) metaphorically defined businesses as
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small soviet unions. These academics encourage to address the problem in a way that would allow
workers to participate in managerial decision making, be able to reject arbitrary directives by managers,
organize firm’s policies and that generally the firms would be in control of workers (Moriarty, 2016). As
Noam Chomsky states (in Rudolf, 2004), that anarcho-syndicalism is the way by which people will take
their lives and their work in to their own hands as it will imply the humane ethical standards and the

“new sense of right” by raising consciousness of their own strengths and capabilities.

What should be for Sale? Many ethicists argues that sexual services, surrogacy services and human
organs should not be for sale, the argument is ultimately that markets in kidneys suggest that human life
can be for sale, however it can save lives of people. Ultimately consensus achieved is that whether thing
can be sold for money it is based on the cultural contingency (Moriarty, 2016). Usually in ethical realm
the topic of businesses and workers | discussed in a problematic background of an employer being
superior to employee, as they have more power and greater discretion given them by regulations and
legal context. There are four important issues to address in this narrative: hiring and firing, pay,
meaningful work and whistleblowing (Moriarty, 2016). Business has an enormous impact on a society,
in a way that it creates goods and services for people which are shaping their lives and their minds,
businesses are shaping the laws and the regulations of states and also trying to help to solve a social
problems of society (Moriarty, 2016). It is no longer a matter of country and government only to
maintain the wellbeing of society, there is no longer a distinction between private and public domains
due to a huge potential of corporations to influence the society in broad sense. In fact organizations do
directly influence society and are part of it, therefore are responsible directly for their effect on society.
Ultimately by being more aware about their influence, organizations must understand that healthy
societal atmosphere is precondition for properly functioning market and properly functional companies

(Pruzan, 2001).

2.2.5. Internationally Varying Ethical Codes
MNCs are operating across the national boundaries, societal and cultural contexts which makes their
activity more significant in ethical and moral domains. Many of most significant contributions in CSR are
made by MINCs exclusively (Moriarty, 2016). As it is stated by Moriarty (2016), there are different moral
and ethical norms in different countries that MNCs need to follow to gain access. It is even harder go
gain legitimacy in such varying context for MNCs and it is argued by Barkemeyer (2007), that company
must constantly learn and analyze the market and underlying ethical and moral norms and adapt their

ethical standards accordingly. Therefore it is required from companies to reorganize their international
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legitimacy gaining strategies and make the more market sensitive and establish procedures for constant
feedback loop of changing norms (Barkemeyer, 2007). Global Codes of Ethics and international
organizations such as United Nations has created business ethic codes for international businesses.
United Nations Global Compact that requires MNCs to follow rules in areas of human rights, labor,
environment and anti-corruption (Moriarty, 2016). Varying moral and ethical codes across the different
countries and cultures is a challenge for every MNCs and the challenges are whether MNCs should apply
host country moral codes or should they apply their home country moral codes (Moriarty, 2016). It is
signified by Yusoff (2013) that institutional setting including NGOs, private organizations and
governmental body is creating the grounds and influence on whether the ethical activity will be
convenient to perform. Universal Moral Norms - ethicists are arguing that there is certain “moral
minima” across the countries that are met in all contexts. Those universal moral norms are derived from
by a convergence of religious, philosophical and cultural belief systems. It is argued that MNCs are
flexible within the boundaries of those universal moral norms, but they must also take into

consideration the culture and traditions of those countries (Moriarty, 2016).

2.2.6. Relevance of Internal and External Pressures Chapter
This chapter helps this research to isolate relevant concepts and variables that corresponds to the
influences of why companies practice business ethics, ultimately will provide help to develop the
conceptual framework of understanding why MNCs practices conscious business and how do they
perceive it. Two concepts from literature of legitimation, business ethics and CSR has been derived in
this chapter: internal pressures and external pressures on ethical practices of companies. These two
concepts will be isolated and further employed in conceptual framework. It is found that 1) internal
pressures consists of variables such as altruistic and moral aspirations of leaders, employee needs,
investor’s needs. While 2) external pressures consist of variables such as social norms and values, moral

agency, institutions, regulations, identity-based pressures, global trends.
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2.3. Strategic Intentions

This chapter will review the literature of legitimacy, business ethics and CSR in a perspective of strategic
benefits and intentions that are developed in correspondence to ethical practices of companies in
literature. As strategic intentions are outlined as one of the influential factors of applying business ethics
by companies, this chapter will help to indicate the variables within this concept that might influence CB
practices in MNCs and will help to construct a conceptual framework to better understand this

perspective in real world.

2.3.1. Strategic Legitimacy
It is observed by (Long and Driscoll, 2008), in empirical history, that business ethics was applied solely
for moral purposes even by an MNCs in order to maintain the internal audience out of social conflict and
follow the social norms. As well, business ethics were a reference to the virtuous state of mind, where
management for sake of morality decided to do right versus the wrong. However since moral and ethical
codes were transformed to regulatory, legal and technical rhetoric, it created a precedence for a
legitimacy, ultimately for strategic legitimacy (Long and Driscoll, 2008). Strategic legitimacy is achieved
by conforming to rules and regulations of society, and most commonly organizations act in a rational,
self-interested manner by calculating the costs and benefits of conformance and non-conformance
(Long and Driscoll, 2008). It is argued by Long and Driscoll (2008) that companies applies business ethics
practices to receive value in return. Strategic legitimacy implies a focus on managerial roles in
organization, where insiders searching for ways how to legitimize the organization within given social
setting. Strategic legitimacy view take into account the possibility of gaining legitimacy through
conformance to social norms, stakeholders as well as isomorphism and business ethics (Long and
Driscoll, 2008). Strategic legitimacy is less affected by a broader social and cultural forces and tend to
react to immediate and most salient constituents. In this respect it is seen as a resource within cost-

benefit perspective and is used as a means to achieve ends of organization (Long and Driscoll, 2008).

Informal structures driven by self-interested rationale are emerging that are initiated by subgroups
within organizations with an intent of maintaining control over conditions of social settings. Therefore a
particular structures of business ethics that can take form of CSR or other “doctrines” may be created
and managed by special interests. Changing nature of varying social values and norms is challenging the
organizational retrospective adaptation and justification of their actions, therefore managing the

strategic legitimacy is a problem in this respect. As well the political role towards promotion of some
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institutional structures may be in favor for particular organizations. Sometimes new values and social

norms are convenient for particular subgroups (Long and Driscoll, 2008).

2.3.2. Legitimacy through Symbolic Business Ethics
According to Long and Driscoll (2008), it is precisely through the business ethics, that a legitimacy is
available to gain through strategic actions of organizations. It is important to consider the power of
various constituents in society. It is the competition among the constituents over the right to control
and label the ideas in order to control the conditions and social setting, results in institutions.
Ultimately, legitimate structures are constructed structures according to Long and Driscoll (2008).
Business ethics serve as a legitimating role by promoting trust in organizations management. Business
ethics are practiced driven by self-interest in order to maintain trust by the external constituents
(stakeholders). In this perspective a legitimacy may become not an outcome of isomorphism demanding
pressures but rather a result of decision of management to enhance trust. Such symbolic activity may
gain access for organizations to act freely and without restrictions in particular setting or domain. Often
symbolic demonstration do not affect the core process of organization and remains only a symbolic
business ethics and moral fagade. And it is found by Long and Driscoll (2008), that in many cases of
communicate business ethics the actual ethical codes were applied only to maintain minimum
standards and lack any true sense of morality. Within this perspective, management retrospectively
manipulate their communicated goals and actions in order to create appearance of conformity of social
setting norms. Organizations may adopt various appearances that would help them to acquire resources
and discretion within specific social settings. To gain strategic legitimacy, companies are doing very
obvious errors, they tend to dramatically push the adaptation of ethics and ethical initiatives, and they
only ensure the minimal ethical standards to be able to communicate their symbolic conformity and
business ethic. However, they are not focusing truly on developing the ethical culture and behaviour of
company, therefore losing their legitimacy instead. This type processes are called “teenage ethics” by
Long and Driscoll (2008). It depends on whether company follows its moral and ethical codes or only

applying them as “greenwashing” strategy Curtis (1998).

2.3.3. Legitimacy, Reputation, Identity and Firms Performance
Legitimacy constitutes external stakeholder evaluation of organization based on identity-related
expectations that are similar to reputation. These are the distinctions provided by Foreman, Whetten
and Mackey (2012). Legitimacy is evaluation of conformity with established norms and standards, a

judgement of appropriateness. It raises the question whether organization can be an exemplar for the
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social context. External observers evaluate organization in terms of similarity and isomorphism.
Reputation is an assessment of relative performance and effectiveness in perspective to other
organizations. It focuses on identity attributes and it distinctiveness. It is evaluating firms past
performances and see it as a signal of capabilities and effectiveness in future events. Organizations face
a variety of expectations that has identity based origins and they are essential for survival of company.
Company must follow their core role-related activity and institutional identity codes that are set by
externalities and they are non-negotiable, while violation results in loss of legitimacy and sometimes
death of organization. Some companies, may modify its activities that do not violate their identity
standards, therefore trying to positively enhance its reputation. Organizations may add some “makeup”
to its activity to emphasize their role in some particular domain, therefore according to Foreman,
Whetten and Mackey (2012), organizations modifying identity for gaining reputation. However these
changes must achieve “identity synergy” that they would not be too drastic and would not contradict
the identity and core-related activity and core properties of company. At the same time identity changes
and modifications must be in tune with stakeholder expectations, react to whether stakeholders want

changes or they do not. As well they must follow the external expectations of social setting.

Ethical stance of company depends of the expectations of society, as it is also an extremely significant
stakeholder. Legitimate claims made by constituencies that interacts with a firm results in a legitimacy.
Need for legitimacy is formed by the expectations of society where specific required behavior is
considered as right or wrong, ethical or unethical. Stakeholders such as investors, customers ,interest
groups, employees, legal system and community forms these requirements and expects corporations to
legitimately fulfill them. Berrone, Surroca and Tribo (2007). Corporate reputation is affecting the
behaviour of business leaders because of growing expectations of employees, customers, investors and
media as well as it is being marketed increasingly by consultants and PR experts (Pruzan, 2001).
According to Pruzan (2001), companies hiring external reputation officers and use similar services. New
marketing, PR and reputation management systems being developed to manage and maintain corporate
reputation. Some major organizations has their reputation management departments which signaling
that reputation management will be similar importance to quality management (Pruzan, 2001). It is
ultimately argued by Berrone, Surroca and Tribo (2007), that if ethical stance of businesses which
includes its ethical values, behavior, communication and commitments can be seen as competitive
advantage, it also must be seen as a component of corporate identity which is enhancing firms

performance.
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2.3.4. Financial Performance and Ethical Codes
Although Friedman (1970) stated that CSR is waste of shareholders money, academics in this domain
has found some positive financial correlations with CSR activities (Moriarty, 2016). However the
causalities is not clear, whether firms engage in it after they are financially strong, or financial success
comes after engaging in CSR. Some argue that CSR should be conducted if it satisfy the ends of
shareholders, others state that CSR is necessary regardless of ends of company (Moriarty, 2016).
According to Curtis (1998), there is a positive correlation between business ethics and financial
performance among 27% of largest 500 US companies that refer themselves as ethical. Some businesses
encourage ethical codes as it is assumed that ethical behavior increase profitability of company. As it is
found by Orlitzky (2005), in meta-analysis of 52 studies within 30 years on social responsibility and
financial performance, the results are that they both correlate positively. According to Yusoff (2013), the
causal relationship chain of CSR and positive financial performances leads through concentrated focus
on definitive stakeholders through which the company would gain a legitimacy and positive reputation
which in long run will result in greater financial performance. More than that it depends on extent and
rightly chosen values are the most important to follow to achieve positive correlation with financial
performance and positive performance of business in general (Han and Donker, 2008). It is stated by
Han and Donker (2008) that ethical behavior of companies positively affecting management,
employees, shareholders, stakeholders and the society in general. As well ethical behavior of company
is considered as an added value creation by the company and the company is seen as more valuable by
the stock market as well as in the global context as it identifies itself with ethical business performance,
as the ethical behavior is becoming increasingly appreciated. Ultimately business ethics positively

affects financial performance in long run (Choi and Jung, 2008), (Pruzan, 2001).

2.3.5. Influence on Supply Chain
It is assumed by Long and Driscoll (2008) that business ethics is a tool of MNCs to reestablish or gain
legitimacy within a global context of poor labor practices, supply chain contradictions and
subcontractors. MNCs are receiving new socio-political pressures to maintain moral legitimacy and
adapt it to their supply chain as well and act more globally responsible as they do have a significant
influence in international perspective (Long and Driscoll, 2008); (Bendixen and Abratt, 2007); (Czinkota,
Kaufmann and Basile, 2014). Some MNCs are blamed that their suppliers are not applying the moral
codes in their practices. Sometimes the solution for MNCs are to divest from the country which is not

compatible with its ethical and moral standards. By divestment MNC is putting pressure on that
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country’s moral and ethical standards, forcing them to improve them so they could save the economic
contributions of MNCs (Moriarty, 2016). MNCs has a direct positive influence on ethical standards of
their suppliers and buyers that result in ethical reputation of buyers and suppliers which result in greater

shared value creation of all actors of supply chain (Bendixen and Abrattn, 2007).

2.3.6. Influence on Business Systems
Businesses on the other hand are engaging in civil society collaboration because they want to shape
laws and regulations in to their advantage. According to ethicists — engaging in civil society
collaboration to seek the advantage only for your business is socially wasteful economic activity.
However lobbying for resources from government can sometimes do good as they should be distributed
to society in some extent. Prisoners Dilemma is that if all businesses will engage in lobbying, then whole
economy will suffer from it, so there must be some equilibrium (Moriarty, 2016). Sometimes MNCs has
power to manipulate governmental policies just by threatening to leave the state or stop economic
activity there if they have substantial contribution to the region. Therefore governments are sensitive to
MNCs wellbeing and are dependent in some extent (Moriarty, 2016).There is no doubt that MNCs are
able to shape some countries policies positively, but ethicists claim that if these businesses acts like
states, therefore they must be governed like states, they must be governed by all stakeholders

(Moriarty, 2016).

2.3.7. Relevance of Strategic Intentions Chapter
This chapter has reviewed the literature related to business ethics, legitimacy and CSR in perspective to
the strategic intentions of the company towards ethical practices as it is found in first chapter of
understanding conscious business that companies may practice ethics to gain strategic benefits.
Therefore the name of this chapter is a “strategic intentions” as it is isolated as a concept and will be
used in conceptual framework. Together with concept of strategic intentions, the following variables
from this chapter as influencers are selected and will be used in conceptual framework: legitimacy,
reputation, efficiency, influence on social setting, firm’s performance, financial performance and

competitiveness.
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2.4. Capability Perspective on Business Model Innovation

As it is found in a chapter of understanding the conscious business, that process of ethicalization of
companies is influenced by certain managerial competences and resources, there is a need to review a
literature on this topic and capture the concepts that may influence the motivations, perceptions and
practices of conscious business in MNCs, ultimately helping to answer the research questions. Achieving
genuine transformation is extremely demanding, whereas it requires specific competences and
resources, routines and processes to identify the trends of ethics and need of change (Saebi, 2017),
(Inigo, et. al., 2017), which in theory of business model innovation is identified as capabilities of sensing,
seizing and reconfiguring Teece (2007; 2010), that combines to capability of constant innovation of
business model to keep up with trends of consciousness (Mezger, 2014). Concept of Business Model
itself is not completely developed in theory of economics according to Teece (2010). However the
reason for that is that business models are coming from ubiquity of theoretical construct that are
changing as fast as markets are changing and business models are some sort of a problem solving.
Capability-based BMl is also gaining momentum and being applied in sustainability, social and
environmental change context (Inigo, et. al., 2017). Stakeholders and external (social, environmental)
pressures are identified as a BMI antecedents recently and it is found that sustainability is gaining
momentum in BMI studies. (Saebi 2017). Companies must shape and adapt their business models
together with their components in order to ensure long-term value creation and proposition, as well as
capturing it. In this process BMlI is identified by Teece (2007) as a set of meta-capabilities for dynamic
capabilities. In order to be able to innovate a business model company is required to develop set of
capabilities that would enable a company to renew the configuration of components of business
models. BMl is triggered by external environment as well as motivation to strengthen the internal
structure of organization (Inigo, et. al., 2017). Capability-based BMI framework is conceptualized by
Mezger (2014), based on three dynamic capabilities as key dimensions of company, crystalized by Teece
(2007): 1) sensing threats and opportunities 2) seizing opportunities and 3) maintaining competitiveness
by reconfiguring firm’s assets. More than that there is ultimately a higher order dynamic capability

identified by Mezger (2014), which is 4) capability of business model innovation itself.

BMI framework is built on learning abilities of organization Mezger (2014), whereas all three
dimensions of requires firm to 1) gather external knowledge, 2) combine it with existing knowledge, and
3) based on synergy derive the new business models. Whereas process according to Inigo (et. al., 2017)

may look as follows: 1) challenging and transformation of architecture of business model, 2) change in
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resource base to acquire new capabilities, 3) transformation of organizational structure and 4)
transformation of value chain structure, ultimately 5) shaping new business models and value

proposition. Transformation of key capabilities of organization is necessary to change a business model.

2.4.1. Sensing Capability
Sensing threats and opportunities is first dynamic capability that is formed from following components:
1) Ability to recognize global trends and changings in business environment that is relevant to
organization. It is achievable through institutionalized knowledge gathering links from relevant fields. 2)
Ability to identify trends and linkages in changes of customer needs, competition, technology (Mezger
2014), environmental and social changes (Saebi, 2017) in order to innovate business model and value
proposition (Inigo, et. al., 2017). BMl is typically carried out by firms that continuously identifying,
experimenting and exploiting new business opportunities. In order to do so, companies must be able to
constantly, monitor changes in market, competition and environment as well as be flexible for

exploration of new ideas (Inigo, et. al., 2017).

2.4.2. Seizing Capability
Seizing opportunities comes after relevant opportunities and threats are detected. It is possible to
encounter these opportunities by modifying existing business models or creating new ones. Generally
speaking this dynamic capability is ability to focus on opportunity identification and its emphasis on
timely, market-oriented decision making (Mezger, 2014). Seizing captures firm’s ability to
systematically and iteratively integrate new knowledge into configurations new business model.
Systematic BMl is an iterative cycle of:
1) Idea sensing and development

2) Testing of idea and development (seizing)
3) Testing of new configurations of new business model (seizing)

First capability consist of gathering external and internal knowledge that is relevant to value creations.
1) Institutional assessment of all business model components. 2) Market sensing capability is ability of
market orientation to recognize shifts of preferences and expectations of target groups (Mezger, 2014).
Ability to combine gathered knowledge pieces such as customer knowledge, market knowledge or
trend knowledge and knowledge about alternative business models. It is achievable by establishing: 1)
Institutionalized routines to gather knowledge relevant to value creation process. 2) Continuous
feedback routines in testing the model configuration alignment with knowledge relevant to value

creation process (Mezger, 2014). Learning-oriented, experimentation-based approach is
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implementation of experimentation-based iterative processes and routines. This allows company to
create a systematic design in order to achieve continuous flow of new business models. Embeddedness
in “ecosystem” of company helps in BMI process by access to resources, knowledge and complementary

assets that are available (Inigo, et. al., 2017).

2.4.3. Reconfiguring Capability
Reconfiguration of business model requires not only reallocation of existing resources, but also a
capability of acquisition and integration of new competences and resources (Mezger, 2014). Absorptive
capacity of organization is relevant when earning to conceptualize new business models for value
creation. There are three major reconfiguring capabilities identified by (Mezger, 2014). Core foundations
for BMI reconfiguration are capabilities of evaluating, selecting and acquiring. First capability: ability to
determine, resources that required to implement Second capability: ability to acquire resources that
required for BMI Third capability: ability to replace the existing set of abilities. First capability focuses on
adaptations of activates that are relevant to the value creation. Renew resources and competences in
align to activities of value proposition by:
1) Recognize the need for evaluation of activity systems

2) Select and implement changes of activity systems
3) Build up new resource and competence

Second capability requires to implement structure and process to re-evaluate the set of competences
and resources fitness to new business model (i.e. derive specific management tasks, employee training,
recruiting, hiring external consultants and partnering). Third capability stands for sourcing of
operational competences and resources that are necessary to implement in the new business model. It
can be achieved by systematically by externally acquiring capabilities and competences that represents
company’s core assets through:

1) Hiring employees with relevant competences and resources,

2) Acquiring companies with relevant competences and resources.
3) Integrate and collaborate with partners with relevant competences and resources

2.4.4. Business Model Innovation Capability
The synergy of dynamic capabilities (sensing, seizing, reconfiguring) of BMI enables a firm to ultimately
achieve a higher order capability which is itself a capability of business model innovation. Capability of
BMI empowers firm to be 1) able to continuously challenge and renew its business models and value

proposition chain, as well as an 2) ability to renew an entire logic of doing business.
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2.4.5. Relevance of Capabilities Chapter
Since there are many concerns raised by CC theory critics on its applicability Wang (2013), (O'Toole and
Vogel, 2011), dynamic capability view on business model innovation will be useful to see what
capabilities companies need to have and develop in order to carry out ethical practices and gain benefits
from them. Theory of capability-based BMI, opens the perspective on company capabilities of being
aware of social setting and changes happening around the company, therefore these capabilities are a
precondition to any progress beyond the compliance with a social setting. Ultimately, higher order
capability of BMI (Mezger, 2014), is a precondition to any progress of company as it empowers company
to be able to challenge and constantly question its core logic of their existence as well as because of
learning-driven approach. It is a precondition to already poses some of the capabilities for BMI, at least
a capability of capturing the information and processes happening around that would lead company to
realize that business ethics going to provide with legitimacy, reputation, firms and financial
performance Long and Driscoll (2008), (Foreman, Whetten and Mackey, 2012), (Rana and Sgrensen,
2016), (Berrone, Surroca and Tribo, 2007), followed by the challenging and analyzing the company in this
perspective and ultimately transform the company by incorporating a routines and process that would
ensure a constant sensing, seizing and reconfiguring a company (Mezger, 2014), even beyond what
social setting requires, where the totality of all above would allow such company to identify as a
conscious business of some degree (Mackey, 2011). It will allow to presume that MNCs operating in
foreign market may already have specific resources and competences, but they need to modify them in
order to achieve a compliance with current social setting, as well as enable themselves to be innovative
and constantly develop and improve their capabilities to be able to achieve constant progress (Mezger,
2014). Therefore without transformation, no progress is achievable in perspective to business ethics and
conscious business philosophy. Ultimately this chapter will provide with the concept of capabilities that
is consisting of variables such as seizing, sensing and reconfiguring that may influence the practices,
perceptions and motivations of CB in MNCs. This concept will be employed in configuring a conceptual

framework of this research.
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2.5. Conceptual Framework

Literature review provides with a conceptual narrative which will help to grasp consciousness (ethical
practices) of MNCs, specifically focusing on how they perceive conscious business concept, what
motivates them to engage and how do they practice it. As research questions are focused on analyzing
the conscious business concept, there is a need to specify and outline the most important aspects of CB
concept as variables as it will provide with a structure that will help to analyze it from different

perspectives of other influential concepts.

Concept Aspects

Has Existential Meaning of Business

Sees Profit as By-Product

Seeks Harmony of Interest Among All Stakeholders (Society, Partners, Investors, Customers,
Conscious Employees)

Business Highly Society Oriented

Acts Out Leadership Instead Of Control-On-Command

Maintain Healthy Company Culture (Trust, Transparency, Caring and Empowerment etc.)

Requires Genuine Transformation

Figure 4
Name: Conscious Business Aspects
Source: Developed by Authors

With a help of literature, four main concepts are employed in this conceptual framework that are
categorized and has their own variables that are influencing a perceptions, motives and practices of

conscious capitalism philosophy, ultimately defining the consciousness of MNCs.

Firm’s perspective is useful to employ in this conceptual framework as it will help to build a perspective
on how a totality of CB aspects and influential factors will manifest itself in to tangible practices on a
micro firm’s level. To put it in a firm’s perspective a stakeholder view is employed as only through a
stakeholders, company can express their moral and ethical concerns. Specific practices represented in
actual actions and procedures of CC philosophy (Mackey, 2006, 2011) and business ethics (Moriarty,
2016), and CSR (Saebi, 2017) in firm’s perspective are:

Stakeholder Practices Example

Focus on high quality products, voluntarily follow un-institutionalized product safety

Customers o . .
standards, maintain a just price, do not manipulate customers, etc.

Do more for their employees if company is able, frontline employee salary higher than

Employees .
ploy industry average, CEO salary caps, salary transparency etc.
Partners Selecting quality-focused suppliers,
Society Donating percentage of profits to non-profit organization, compensating employees for

volunteering for social good etc.

Reduce usage of fossil fuels, utilizing solar wind energy, reusing, recycling and reeducating,

Environment . ;
refusing inhumanely produced production etc.
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As the need for such ethical practices metaphysically arises from a moral agency, but due to cognitive
processes in society Long and Driscoll (2008) the following influencers do have a great impact on
whether the practices will be applied and to what extent. However moral agency can still be extremely

influential as well, even though it has already done its job to arise the need for such ethical practices.

2.5.1. Four Concepts as Influential Factors
Conscious business philosophy as advanced form of business ethics practice is determined by following
influencers as mentioned above. Four main categories are conceptualized as influential factors (Saebi,

2017) (Fukukawa, Balmer and Gray 2007) of consciousness of MNC:

Concept

Influencers

Sources

Internal Pressures

Altruistic aspirations of leaders
Employee needs
Investors Needs

(Moriary, 2016)

(Mackey in [Palmer, 2011]), (Koltko-
Rivera, 2006)

(Mackey, 2006, 2011)

(Berrone, Surroca and Tribo, 2007)

External Pressures

Social norms and values,
Institutions and regulations,
Identity based pressures
Global trends

Moral Agency

(Long and Driscoll, 2008), (Foreman,
Whetten and Mackey, 2012) (Rana and
Sgrensen, 2016), (Moriarty, 2016),
Strong (2011), (Alain de Botton in
[Wilson, 2014])

Strategic Intentions

Legitimacy, Reputation and Efficiency
Influence on Social Setting

Firm’s performance, Financial performance,
Competitiveness

(Choi and Jung, 2008),(Pruzan, 2001),
(Han and Donker 2008),(Orlitzky
2005),(Curtis 1998), (Yusoff, 2013),
(Moriarty, 2016), (Berrone, Surroca
and Tribo 2007), (Sisodia 2013),
(Simpson, Fischer and Rohde, 2013).

Capabilities

Sensing, Seizing, Reconfiguring
Competences and resources (as routines,
processes and assets)

(Saebi, 2017) (Fukukawa, Balmer and
Gray 2007). (Mezger, 2014), (Inigo, et.
al., 2017, Teece (2007; 2010), (Mackey,
2011) (Sisodia, 2013)

Table 3

Name: Conceptual Framework — MNCs perceptions, motivations and practices of CB
Source: Developed by Authors

Conceptual framework will help to understand influential factors in relationship between CC philosophy
and MNCs, ultimately helping to build a strategic perspective on how companies would navigate their
business in perspective to influential factors. Such conceptual framework is universally applicable for
collecting data from any company regardless of whether company is practicing CC philosophy or not, for
the reason that many companies do practice CSR and business ethics in general, (Leiva, Ferrero and
Calderon, 2016), (Saebi, 2017) what is premature form of conscious business. Therefore it will

complement the literature on CC philosophy and respond to pertinent arguments of critics Wang (2013),
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(James O'Toole, David Vogel, 2011), by providing an opportunity for examining non-role-model

companies in perspective of CC theory, in this case MNCs in Singapore.

Figure 5
Name: Conceptual Framework — MNCs perceptions, motivations and practices of CB
Source: Developed by Authors

As per research questions specific orientation on what factors and how they influence the 1) Perception,
2) Motivation, 3) Practices of conscious capitalism philosophy (or business ethics) in MNCs, below these
factors will be described in perspective of influential factor as category. Some of the influencers may not
affect perception, motivation or practice directly and some of influencers may affect them in varying

degrees.
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2.5.2. Internal Pressures
In general all the ethical practices are arising from the altruistic aspirations of company (Moriarty, 2016)
(Long and Driscoll, 2008), and only later on through cognitive processes they become institutionalized
therefore projecting internal and external pressures on business as well as an opportunity to gain
strategic benefits Long and Driscoll (2008). Inner altruistic needs and beliefs of leader of company
forms a motivations and perceptions towards consciousness of business (Mackey, 2011), that ultimately
forms the moral agency of company (Moriarty, 2016). Internal pressures from stakeholders such as
employees and investors can force company to apply ethical standards or not (Mackey, 2011), (Long and

Driscoll, 2008).

2.5.3. External Pressures
External pressures from social setting and institutional context that may significantly affect the
perception (Long and Driscoll, 2008), (Foreman, Whetten and Mackey, 2012) (Rana and Sgrensen, 2016),
of MNC towards ethical practices and conscious business. Global trends and host country norms and
values may shape perceptions of MNCs (Moriarty, 2016). As well MNC may simply be put in position
where it must comply with social norms and values to achieve isomorphism to gain legitimacy as
permission for operating in the particular social setting (Rana and Sgrensen, 2016), (Long and Driscoll,
2008). MNCs may be under pressure to practice 1) social, environmental, global responsibility as well as
2) stakeholder interdependence (Long and Driscoll, 2008) and in some cases 3) collaboration with

government, institutions and civil society (Rana and Sgrensen, 2016).

2.5.4, Strategic Intentions
Perceptions of business ethics, conscious business or CSR will affect how MNC will see it in strategic
perspective. MNC decision will be affected by strategic gains that are possible to extract from ethical
activities that are gains of: legitimacy, image, reputation, market valuation, financial performance,
superior performance Sisodia (2013), (Simpson, Fischer and Rohde, 2013). To achieve strategic
motivations, company may apply ethical practices as a badge of morality. Whereas the practices will
include all above what business ethics and CC theory has to offer and will be applied to the extent it is
strategically beneficial (Long and Driscoll, 2008). However companies may communicate an ethical
behaviour (Berrone, Surroca and Tribo, 2007), but not applying it will be identified as “greenwashing”

and will discredit a company (Long and Driscoll, 2008).
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2.5.5. Capabilities
Even if business will be 1) driven by extremely altruistic beliefs of leader, 2) internal or external
pressures or 3) driven by extreme strategic benefits - CB practices may not be effective for business
(Sisodia, 2013), because of selection and extent of implementation of CB concept is extremely
dependent on a competences of MNCs. First of all company must be capable to perceive, notice,
understand and be aware of concepts of CSR, business ethics and conscious business to develop the
perceptions about them, therefore it requires certain capacities and competences of company Teece
(2007; 2010), Mezger (2014). It requires capability of 1) sensing (Mezger, 2014), (Inigo, et. al., 2017), to
be able to understand the sophistication and usefulness of conscious business and distinguish it from
CSR and business ethics. As theory may be unknown as it is quite new (Sisodia, 2013) and there are
many doubts raised by the critics of CC theory (Wang, 2013). Motivations may be affected by the
competences of company to perceive and comprehend the concepts of CSR, CB and business ethics in
general as i.e. company may not be aware of usefulness of CC theory. Therefore quality of perceptions
and motivations depends on competences of leaders and managers (Mezger, 2014) (Saebi, 2017)
(Fukukawa, Balmer and Gray 2007). Perceptions and motivations toward the business ethics determines
company’s decision which practice it will implement and to what extent. Process of 2) seizing (Mezger,
2014), where company do compare the information and knowledge with its current business model,
requires competences and resources therefore a capability of seizing will heavily influence the decision.
While CSR is easy bolt-on approach, CC theory requires a genuine transformation, (Mackey, 2011) at
least evolutionary slow transformation (Inigo, et. al., 2017), which demands capability to 3) reconfigure
business (Inigo, et. al., 2017) and implement new routines and process will determine the selection of
ethical practice, to what extent it will be implemented and how it will be maintained, generally resulting

in effectiveness of applied ethical practices (Mezger, 2014).
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Chapter 3: Empirical Cross-Case Data Analysis, Corroboration and
Findings

This chapter aims to present the data collected through semi-structured interviews and focus group, the
data is presented in analysis of cases through cross-case analysis using the analytical framework
presented in methodology chapter. The data will shed light on the conceptual framework of this
research as data was collected in correspondence, it will also be analyzed in correspondence. Therefore
there will be 4 dimensions in accordance to which, the data will be analyzed as each dimension is a
concept from conceptual framework. Analyzed data will provide similarities, differences and
complementarities between cases, the following chapter will derive the corroborations between cases
that will provide with a clarified picture in perspective to the research objectives to understand
perceptions, motivations and practices of conscious business in MNC in Singapore. As mentioned there
are 4 dimensions that are presented as concepts that influence MNC practices, perceptions and
motivations toward conscious business in conceptual framework. These dimensions are as follows: 1)

Internal Pressures 2) External Pressures 3) Strategic Intentions 4) Capabilities

There are 4 different cases that consists of different samples and data collection methods. !In Case 1
there was conducted a semi-structured interview in a face-to-face manner. In Case 2 the focus group
interview was conducted online in Skype video conference. There were two participants. One
participant was a conscious business proponent from MNC operating in Singapore as well as other major
countries internationally in banking industry, while participant position in that company was a Managing
Director & Head of Tax and Accounting. Second participant was business consultant operating in a
Singapore while having experience and knowledge of MNCs performance in Singapore on analyzed
dimensions, while holding the position of Business Director and being owner of the consulting company.
In Case 3 there was conducted a semi-structure interview online in Skype video conference. The
participant was from business consulting company operating in Singapore, while as well having
experience and knowledge of how MNCs perform in Singapore on analyzed dimensions. Participant
position in company is Business Director. In Case 4 there was semi-structure interview conducted on

Skype, the participant was Sales Director for Asia in IT and financial services MNC that helped to saturate

1 More specific information on cases can be found in appendix due to confidentiality, as appendix is only attached
to the version that will be sent to university. Project without disclosed participant information will be sent to other
participants and collaborators without appendix due to confidentiality.

«

AALBORG UNIVERSITY



Master’s Thesis. “Towards Consciousness in MNCs: Understanding Conscious Business Concept, Being and
Becoming Conscious”. Multiple Case Study in Singapore

the data and finalize the data collection, sharing perceptions toward CB philosophy conceptually. Case 1,
3 and 4 is data from semi-structured interviews while case 2 is data from focus group, as there were 2
participants only, the data will not be analyzed in separate table and it will be presented in one table
however with the higher attention to the congruence on topics and themes within the focus group. As
the focus group respondents did agreed on all the themes of focus group the data analysis do not

require specific outlined table for analysis of focus group data.

Dimension 1: Internal Pressures
This dimension is discussing the internal pressures on consciousness of MNC as conceptualized from
literature review. Such analysis will help to understand what influence the practices of conscious

business in MNCs, motivations and perceptions towards it in real world, specifically in Singapore.

Dimension 1: Internal Pressures

» Employees has their own personal goals

- Employees expects to achieve their goals by working in company
- Employees expects that their goals will match the company goals
- Employees has basic economic needs

Case 1 } . . . . .
(MNC1) Ens.urlng that employees gain enough money is virtuous as it may help to achieve goals in
their personal lives

- Management is encouraging employees to participate in CSR practices

- Individual leaders altruistic beliefs initiate ethical practices

- Employees expects moral behaviour from company leaders

. Size of company influences the need of profit.

« Management expects ethical activities to be self-sustainable and not costly

» Management defines a boundaries under which company makes profit

- Investors and shareholders cannot be neglected in pursue of higher purpose
Case2 Investors are crucial for company’s survival and profit is necessary for them.

« Profit is crucial and ethical boundaries are the way to make profit
(Focus . . . . . ) .
Sous) | Managemgnt defines gthlcal criteria around decision ma’kmg anFl degrees of profit making
(MNC2 . Boa.rd of directors beliefs are fundamentals of company’s consciousness and why they do

and business. o . o

BCCl) CEOs has high influence on ethical practices in company and purpose of company

« Management inspires initiatives to change company’s ethics

« CEO altruistic beliefs inspires initiatives to increase consciousness of business
» Management shapes company’s purpose, goals and values

- Employees can spread word about company’s greenwashing

- Employees expect leaders to walk the talk
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« Small number of individuals are concerned about ethics in MNCs

« Profit is number one in perspective to ethics or higher purpose, or stakeholders.

» Some leaders has altruistic inspirations toward ethical production

« Only single leaders has altruistic aspirations in companies and they have to lose only their
reputation and gain nothing personal.

- Younger leaders within companies are more ethically concerned

» MNCs are managed by elder management

. Elder management have profit driven rationale and have no interest to change.

- Elder management block ethical initiatives as they are perceived as costly

« Retirement -Consciousness of companies increases one retirement at a time.

Case 3
(BCC2)

« Shareholders and directors expectations are to grow, create value and gain profit

« Shareholders and directors expectations are viability of company

« Value creation is priority and ethics are conditions

= Ethical conditions are conditions, therefore they are secondary

«» Value must be created because shareholders will not provide capital constantly

« Shareholders has highest influence on whether company is ethical

« Shareholders primarily determined degree of ethical standards as they assign directors
« Directors by request of shareholders set ethical processes and standards

- Directors may convince shareholders to allow implement ethical changes

« Directors influence ethical standards of company

« Personalities of employees influence successfulness of implementation of ethical standards

Case 4
(MNC3)

Cross-Case Analysis: Corroboration Patterns of Internal Pressures on Consciousness of MNC

Fr.p
Influencer (Who? What?) Effect (How? Why?) . Fer
Cases
Has highest influence on company’s consciousness due to decision 3

making power
Expects company to grow, create value and gain profit
Expects company to be viable

3

Shareholders and Investors 2
Expects returns on their investments 3
3

Needs

Higher purpose cannot dismiss shareholders needs as capital is
crucial for company’s survival
Provides directors with ethical requirements

1
In power to support employees ethical behavior 1
Expects ethical activities to be self-sustainable 1
Defines ethical standards under which company makes decisions,
Board of Directors do business and makes profit 2
CEOs Beliefs of directors are fundamentals of company consciousness 3
Management Has high influence on ethical practices, purpose, goals and values 4
In power to inspire ethics and purpose 3
In power to exercise altruistic beliefs 3
In power to exercise individual leadership 3
Economic needs of employees are first 3
Employee Needs — - -
It is virtuous enough to fulfill economic needs of employees 1
Has personal goals 2
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Expects to fulfil personal goals in company 1
Expects to match the goals with company 3
Expects moral behaviour from leaders 2
In power to spread unethical behaviour 2
Cash flow, value and profit is primary and necessary for company’s
survival, ethical conditions are secondar 3

Profit Need y

Value Creation Need Ethical conditions cannot serve as oxygen for company’s survival

Cash Flow Need ve pany

. . - . 3

Size of company influence degree of profit orientation and
consciousness

Younger Leaders More ethically concerned 1

Amount of Ethical Leaders Few leaders has altruistic beliefs 1
Less ethically concerned

Elder Management . y .
Has profit driven rationale 1
Sees ethical activities as costly

Personalities and beliefs of  influence consciousness of company 1

staff

Change of directors increases Consciousness 1

. influence ethical capacity and need
Size of company pacity 1

Corroboration patterns are derived in a form of variables that depicts who or what influence the
consciousness of MNCs internally as well as how and why. Strength of variable is primarily determined
by number of different types of effects as well as partly by frequency it has occurred through 4 cases.

Findings are discussed in following chapter and summarized before theoretical discussion.
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Dimension 2: External Pressures

This dimension is discussing the external pressures that are influencing company as conceptualized in

conceptual framework. Such analysis will help to understand what influence the practices of conscious

business in MNCs, motivations and perceptions towards it in real world, specifically in Singapore.

Dimension 2: External Pressures

Case 1
(MNC1)

Case 2
(Focus
Group)
(MNC2
and
BCC1)

« MNCs cooperate with institutions and follow regulations and social norms.
« Partners expectations influence morality of company leaders
« Institutions do not care much about ethical practices as long as company follow the standards.

- Social media helps to reveal whether communicated values and goals are carried out in

company

- Social media helps to reveal if company using ethics for greenwashing

- Social media is obstacle for greenwashing

- Millennials are whistleblowing when see unethical activities

- Needs of people in society determine whether they will work for ethical or unethical

company

- Economic stability is very important need of people as it is basic need
- Further people are motivated to contributing to value, learning and feel free to work on

what they are trusted to by company.

- Economic rationale is still in mindset of people since one generation ago people had hard

times to manage their lives in Singapore.

- After filling basic needs millennials would go for company with higher purpose
- Even millennials wouldn’t choose higher purpose over money
- In Singapore due to social setting and business system, there is small room for people to

think of something besides economic stability since everything is very expensive and after
graduating the reality kicks in and people must manage their income and expenses.

- There are certain ethical standards and boundaries that are necessary to carry out in

Singapore by companies

- It is better for MNCs to follow standards and other expectations as non-compliances comes

with unfavorable sanctions

- Many initiatives in terms of ethical standards are regulatory driven in Singapore
« MNCs comply with ethical standards due to external institutional and social pressures and

are afraid of sanctions from non-compliances

« MNCs do carry out ethical standards not only due to compliance, but mostly.

- Investors are influencing ethical practices if there are strategic benefits

+ Economic rationale within management is very common in Singapore and Asia.

« Ethical standards determines whether company will partner with someone. Some MNCs do

not partner with government.
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Case 3
(BCC2)

Case 4
(MNC3)

« MINCs carry out CSR practices due to external pressures from competitors MNCs who carries
out CSR.

- Consumer’s preferences determines if ethically produced product will be bought, in Singapore
consumers care more about the price.

« Consumers in Singapore are not willing to pay more for green products

« MNCs utilize the minimum requirements in standards and even opportunistically diminish real
quality of goods to increase the margin as regulations allows.

« MNCs always tries to follow the moral minimum of ethical standards that are institutionalized.

« MINCs are hiding their unethical flaws and matching the moral and institutional minima.

« MNCs are more sensitive to institutional and social expectations as they care about their
reputation and are afraid of social and institutional sanctions

« MINCs are feeling identity based pressures from society to carry out home standards in host
country

« While local companies may allow themselves to treat their employees badly.

« MNCs are bottom line oriented in terms of ethics.

« Governmental organizations are also influencing ethical standards in markets by their applied
ethics.

« MNCs are more concerned to comply with social setting rather than ethically challenge the
market.

« Ethical behaviour of MINCs is strongly influenced by consumers as they vote by buying products

« Millennials are concerned more about environmentally friendly products but they have low
buying power yet.

- Strategic change to comply to ethical needs of millennials can cause authenticity problems and
damage the reputation.

« There are very few MNCs that are concerned with ethics

» Consumer goods companies do have certain degree of ethics sometimes

« Ethical concerns depends on industry, tobacco industry has no ethical concerns

- Companies implement ethical standards only when passiveness is becoming a treat

» Companies invest heavily in ethics after their unethical practices are publicly revealed

« Companies implement ethical standards under pressure not to lose their customers

« Companies may suffer substantial losses due to revealed unethical behavior

« Social media has high influence on revealed ethical standards or companies

- Customers are very sensitive to unethical behaviour of companies

« Publicly exposed companies are more sensitive to ethical issues

- Ethical standards in publicly exposed companies are extremely influenced by customer
perceptions

« Non-publicly exposed companies may care how they are perceived by their partners and
institutions only

» Market forces are influencing company’s ethical standards

- Transparency is increasing in the world so companies are forced to be ethical

» Consumers gaining higher power to express their opinions and influence company’s viability

« Consumers are asking for ethical services and products

Cross-Case Analysis: Corroboration Patterns of External Pressures on Consciousness of MNC

Influencer (Who? What?)  Effect (How? Why?) (F:;S':r
. Setting ethical standards for market by applying ethics 3
Competitors . .
Amount of ethical companies influences market standards 1
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Millennials

Partners

Revealed Unethical
Behaviour

Customer

Moral Minima
Institutional Standards and
Regulations

Social Norms and Values
Home country standards

Reputation

Social Media and
Communication Technology

Potential Employees
Preferences (Jobseekers)

Needs of society

Business system structure

Industry and Public
Exposure of Company

Sensitive to unethical behaviour of companies
Whistleblowing swiftly

Economic stability is still prior to ethics

After filling basic needs aims to higher purpose
More concerned to buy green products

Has low influence due low buying power
Expects certain ethical standards

Unethical partners are threat

Positively influences ethical practices

Preferences influence ethical standards of companies
Price is primary concern

Not willing to pay more for green products

Sensitive to unethical behaviour

Has high influential power by buying ethical or unethical products
Expect ethical products

Implies need for minimal ethical standards

Social and institutional sanctions are harmful

Compliance is necessary

Ethics in governmental institutions lead by example
Economic rationale is very common in Singapore and Asia

Imposes ethical standards in host market 2
Affects sensitivity of MNCs to social and institutional norms

Reveals applied ethical standards

Reveals if company follows their communicated values and goals
Reveals if company is greenwashing

Increasing transparency and positively influences ethics

MNCs are perceived as good employer

Economic stability is basic need and is very influential
Economic rationale is in mindset of older generation of Singapore

People are forced to work for profit oriented companies as there
are high expenses in Singapore

Type of industry determines ethical standards

Non-publicly exposed companies are less ethical

Public exposure positively influences degree of ethical practices

Corroboration patterns are derived in a form of variables that depicts who or what influence the
consciousness of MNCs externally as well as how and why. Strength of variable is primarily determined
by number of different types of effects as well as partly by frequency it has occurred through 4 cases.

Findings are discussed in following chapter and summarized before theoretical discussion.
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Dimension 3: Strategic Intentions

This dimension is analyzing the strategic intentions as an influencer on practices of conscious business in

MNCs, motivations and perceptions towards it in real world, specifically in Singapore.

Dimension 3: Strategic Intentions

Case 1
(MNC1)

Case 2
(Focus
Group)
(MNC2
and
BCC1)

Case 3
(BCC2)

» MINCs share knowledge, educate and help innovate to suppliers as it is beneficial for both
partners, they saving costs and time so it would help to gain profit.

= Executing leadership instead of command helps to lower a turnover and increase loyalty.

« Empowering loyal employees with authority and it is increasing their fulfilment with work.

« Ethical behaviour of company increases authenticity and trust among stakeholders and comes
back beneficially in holistic way

« It is important for employees to have their own goals

- If employee goals aligns with company goals it works beneficially for both parties

« There are companies that use CSR for marketing

- Most of the companies use these practices for marketing rather than applying them truly.

« Purpose helps to align business goals with stakeholders.

= Purpose does not need to be socially responsible one as long as it is clearly stated.

« It is easier to do business with company that clearly states their purpose, doesn’t matter if its
profit driven or not.

- It is important to clarify for company why they do business, goals and priorities, regardless of
ethics so stakeholders can decide to engage or not when purpose is stated.

» Company gains profit from institutionalized ethical practices (triple bottom line)

- High transparency inspires higher consciousness and self-governance of company leaders

« It is very attractive if personal employee’s values are aligned with company’s values if
company follows those values.

- To work in organization that is purpose driven is a premium feature for potential
employee, but not crucial

= Everything what is carried out as CSR is not serious and is for show

« MINCs calculate costs and benefits of ethical activities and if they are not profitable, they will
not be applied.

« It is more expensive to produce green products

« Quality of green products is not the same as not green.

= MNCs only carry out ethical activities to compensate their revealed unethical behaviour.

« MINCs treat their employees well to attract better talents and increase productivity

« MNCs hide their actual ethical policies as they might not match with communicated ones

« Usually only single leaders has altruistic aspirations in companies and they have to lose only
their reputation and gain nothing personal.

« MNCs are perceived as more ethical in terms of treating their employees well
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= The trend of green and sustainable companies is growing because it’s profitable.

» Consumers are willing to pay for ethical products

« Being ethical helps to image

= To achieve profit from ethical standards they must be communicated

» Communicated Ethical standards creates premium image

» Communicated Ethical standards creates possibility for higher margin

« Ethical standards is long term investments with high risk on return

« Ethical standards can be employed to achieve investments, capital and other cash flows

= Being ethical may affect profitability in a long run because of premium perception of customer
towards company

Case 4
(MNC3)

Cross-Case Analysis: Corroboration Patterns of Strategic Intentions and Consciousness of MNC

Influencer (Who? What?) Effect (How? Why?) E:SZ?
Empowering Partners Educating, sharing knowledge and innovating together saves costs 1

Leadership instead of
command

Empowering and Treating
Employees

Ethical Standards and
Behaviour

Purpose of Company

Values and Goals Alignment
CSR
Transparency

Institutionalized ethical
standards

Ethical products and
services

Costs

and increases quality of goods

Increases loyalty of employees

Decreases employee turnover

Giving authority increases trust and fulfilment in work of
employees

Attracting better talents

Increasing productivity

Increases authenticity and trust among stakeholders
Beneficial to all stakeholders

Creates premium image

Has high risk on investment

Attracts investments and cash flow

Necessary for company’s performance

Increases efficiency in dealing with stakeholders Helps
stakeholders understand company better

Provides possibility for alignment of purpose, goals and values
Purpose increases efficiency regardless of its type
Alignment with employees increases work satisfaction
Alignment with stakeholders increases efficiency

May be used as marketing

May be used as greenwashing

Increases consciousness of leaders and employees
Increases self-governance and responsibility sense of leaders
Profitable in long run (triple bottom line)

Determines selection of beneficial partners

Influence innovation process

Quality is lower

Profitable

Consumer willingness to buy

Creates room for higher price margin

Ethical practices must be not costly, profitable or break-even
Ethical Practices are expensive
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Compensating unethical Applying ethics to compensate for unethical behaviour 1
damage
Th f misali f li hi ith i
Hiding unethical behaviour rgat of misalignment of applied ethics with communicated )
ethics
Communication of Ethics To be profitable, ethics must be communicated 1
Educating society Influence perceptions of ethics 1

Corroboration patterns are derived in a form of variables that depicts who or what influence the

consciousness of MNCs from strategic perspective as well as how and why. Strength of variable is
primarily determined by number of different types of effects as well as partly by frequency it has
occurred through 4 cases. Findings are discussed in following chapter and summarized before

theoretical discussion.

Dimension 4: Capabilities

Dimension of capabilities will help to understand what capabilities according to real world data are
required to practice conscious business philosophy as well as whether they influence the practices of
conscious business in MNCs, motivations and perceptions towards it in real world, specifically in

Singapore.

Dimension 4: Capabilities

» Company can only change vision and have higher purpose when is generating enough profit and
capable
« Degree of your ethical practices depends on your capabilities, resource and knowledge
« Employees as well must be educated
Case 1 |- Certain qualities of leader such as honesty and humbleness and sense of morality are necessary
(MNC1) - Company would need hire more people to carry out additional ethical practices
» Company must educate themselves and society.
« Company must get knowledge about ethical practices and how carry out them.
« When employing there is a need to determine if potential employee goals aligns with company’s
and why they want to work.
«Capabilities are not the most important, but they are necessary
«There is a need to make profit in order to function
« CEO must find innovative ways to implement changes
« CEOs capabilities determines whether company will institutionalize ethical practices (Triple

Case 2 ]
(Focus bottom line)
Group) |" MNCs institutionalize ethical standards on how they do business and with who
(MNC2 MNCs institutionalize ethical standards on innovation process
and « There are companies that communicate high ethical standards but has no capabilities to act
BCC1) them out.

« Once certain ethical practices are institutionalize it is hard to change them
« Only setting up the goals and values is not enough

« Money is necessary to pursue a higher purpose

« Senior management must be transparent to change organizational culture

«
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« Senior management must lead the organization by example higher purpose has to be taken with
grain of salt in perspective to basic needs of people.

« All MNCs oriented toward growth and costs as they see that it is not possible to have a different
main purpose, if business has different main purpose it comes at cost of the growth.

Case 3 |+ MNCs are good at hiding their unethical flaws and matching the moral and institutional minima.

(BCC2)  -Some leaders has altruistic inspirations toward ethical production but they are not enough

- Companies make decisions to produce harmful (environmentally) products due to higher
profitability and perceptions of consumers to make product look premium.

« Older companies needs to undergo a change in board of management to become ethical

« Expenses on ethical practices must be compensated by higher margin on products

« Resourcefulness and cash helps to implement ethical changes in company

« Certain degree of ethical standards are necessary for company to perform

« 99 out of 100 issues including CB philosophy and high quality products can be checked, but
without profit company still dies.

« Viability, self-sustaining, cash flow and profitability is always first and ethics is a conditions are
always second

« If company is ethical and not creates value it will not survive

« Shareholders must be willing to take higher cost for ethical standards that will repay later

- Shareholders must be able to see long term benefits of ethical standards

« Processes within company must be changed to ensure ethicalization

« Ethical processes are institutionalized by shareholders and directors

« If company is initially not ethical, there is a need to change directors implement ethical changes

« Capital is necessary to follow other higher purpose than profit

« Without having profit as priority, company is dependent on subsidies

« Profit is part of value creation

« Cash flow is necessary to execute ethical standards

« Cash flow is naturally secondary to ethical conditions as conditions are around how profit is
achieved

« Without profit company lose shareholders and possibility to reach for higher purpose

Case 4
(MNC3)

Cross-Case Analysis: Corroboration Patterns on Capabilities and Consciousness of MNC

Influencer (Who? What?) Effect (How? Why?) E;.SI:r
Profitability and Value Necessary and primarily for pursuing higher purpose 4
Orientation

Capital and Resourcefulness = Increases ease of implementation of ethical standards 2
Competences Influence degree implementation of ethical standards 1

Influence degree implementation of ethical standards

Knowledge Necessary to carry out ethics 1
Access to knowledge
Sense of morality and humbleness

Moral Qualities of Leader Ability to execute leadership 1
Influence degree implementation of ethical standards

Employee Amount Influence implementation of ethics 1

Learning Necessary to increase ethical standards 1
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Employment process must be conscious to higher ethical

Processes 2

employees
I Necessary but not primarily for ethics

Capabilities ybut notp y . . 2

Must be sufficient to apply communicated ethical standards
. Institutionalization of ethical standards in innovation process
Innovation 1
N Innovation capabilities influence degree of ethics

Abilities of leaders o P - o § . 1
Determines institutionalization of ethical processes

Institutionalized ethical Ethical standards must be institutionalized to take effect )

standards Long lasting and hard to change

Transparency Necessary for implementation of ethical standards 1
Elder management usually is blocking ethical standards and has

Age of CEOs, Board, . & . Y &
economic rationale 2

Management . .
Elder management must be changed to increase ethics

Expenses of ethical Must be managed to achieve break even 1

standards

. Necessary for company’s performance

Ethical Standards . y P .y. p. . . 2
Categorized as a condition in perspective to value creation
Must be willing to incur higher costs of ethics
Must be long term oriented

Shareholders g 1

Must be able to see benefits of ethics
In power to institutionalize ethical standards

Summary

Corroboration patterns are derived in a form of variables that depicts who or what influence the
consciousness of MNCs from company’s capability perspective as well as how and why. Strength of
variable is primarily determined by number of different types of effects and partly by frequency it has
occurred through 4 cases. Findings are discussed in following chapter as theoretical discussion. As data
collection process exposed interviewees (MNCs and BCCs) to most important conscious business aspects
such as, higher purpose, profit as by-product view, stakeholder harmony, society orientation, leadership,
conscious culture, the interviewees revealed their perceptions, motivations and required practices
toward conscious business concept. Discussion of findings will be incorporated in theoretical discussion
in following chapter. It will help to understand the systematic analysis of data collection on study
phenomena. Variables will be discussed in priority order where starting from most relevant and
influential ones. By that this analysis will understand the most pertinent issues for MNCs in being and
becoming conscious. Following the structure of conceptual and analytical framework, issues as variables
will be discussed in perspective of four conceptualized categories. Such discussion and summarizing will
help to identify the most relevant variables for strategic recommendations for MNCs on being and

becoming conscious.
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Chapter 4: Theoretical Discussion and Strategic
Recommendations

As empirical findings from data collection where MNCs from the real world were exposed to the concept
of conscious business has revealed MNCs reaction towards CB concept which is captured in form of
most pertinent issues as variables which according to their reaction would be extremely important if
such concept ought to be carried out by MNCs. This chapter will provide with a narrative of “what is
being and becoming conscious for MNCs?”, such chapter will at the same time provide with an
illustration of conscious behaviour of MNCs and how to become conscious, while building on identified
pertinent variables and constructing the illustration within the frame of those variables. Such strategic
recommendations will be illustrated in the form of strategic matrix on the micro level of firm’s
perspective of operating in international space (Rana, 2015) in order to be conceivable and applicable
for any MNC that has a glance at the illustration and may not be aware of conscious business concept
prior. Structure of strategic matrix will be built on subsequent stage process from capability-based
business model innovation literature (Mezger, 2014), which is consistent with the concept of continuum
of consciousness from conscious business literature (Sisodia, 2013), both discussed in literature review.
Strategic matrix will be supplemented with a theoretical discussion in prior, while employing the
terminology and concepts from literature review and conceptual framework to discuss dynamics of

both.

4.1. Consciousness of MNCs: Ethics and Economic Rationale

Consciousness starts from understanding the need of it already, while actions and decision making are
increasing the degree of consciousness. However degree of consciousness according to CB literature
(Sisodia, 2013), (Strong, 2011), is directly correlated with performance of company, including financial
performance, competitiveness, efficiency, productivity, image, reputation and legitimacy. Concepts of
conscious business and consciousness in narrative of MNCs as it is revealed by exposure of interviewees
to CB concept in real world is often perceived and defined in terms of ethics, CSR or sustainability - such
definition is not sufficient as consciousness surpasses these practices. Counterintuitively to MNCs
perception of consciousness, their expressed worries towards CB concept is in fact very big part of
consciousness. Therefore as Mackey (2006) offered a paradigm shift in terms of destroying the
conceptual wall between for-profit and non-profit organizations, the analogous perspective for MNCs is

offered by this research to help conceive consciousness. Firstly, paradigm shift in MNCs should occur in
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perspective of ethics, CSR and sustainability concepts, by taking them out of vice-versa position in
perspective to economic rationale of company. It is important not to see economic rationale of MNCs as
purely opportunistic and greedy as well as not to see the ethics as altruistic and divine. Consciousness
rather would mean that ethics and economic rationale is extremely intertwined, dynamically
cooperative and indispensable from each other concepts. Therefore it is not appropriate to see the

economic rationale in MNCs as a sinful as well to see ethical rationale as altruistic.

4.2. Four Perspectives and Variables towards Consciousness

Literature review and four isolated concepts as perspectives (as categories) which has provided with
relevant variables that constructs the dynamics of how influential the ethical rationale is for MNCs,
Empirical findings revealed the true perceptions, motivations and contemplated practices of conscious
business, that appeared to be extremely pragmatic, although counterintuitively conscious, therefore
complementary to this research. The complementarity of variables from both data collection sources
will achieve synergy in this chapter, building grounds for strategic framework, employing additional

literature to achieve congruence.

4.2.1. Internal Pressures Perspective
As literature review only discussed variables that put pressure on applying ethics and by that increasing
consciousness of company, empirical findings provided with variables that influence consciousness of
company in different ways. Although altruistic beliefs of leaders and employee needs may influence
consciousness of company positively, the other more important variables has higher influence whether
company will or will not become conscious. Shareholders has highest influence on company’s
consciousness, following by board of directors that together are following the goal of creating value and
gaining profit, which is crucial for company’s survival. As Strong (2011), stated that profit is oxygen for
company, it is therefore a conscious decision to take it in account seriously and do not neglect it while
moving towards consciousness in company. However employees has high influence and are in power to
significantly influence management whether the consciousness of company will increase, ultimately
decision making power is in the hands of shareholders and board and they are the ones whose
consciousness must be altered through internal processes such as employee needs, aspirations of young
leaders, beliefs of staff, change of board of directors. As well the external pressures can be put on these

decision makers.
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4.2.2. External Pressures Perspective
External pressures that can alter a consciousness of decision makers in MNCs that are shareholders and
board of directors respectively is more diverse when company is operating in international space. By
operating in such dynamic global context MNCs are exposed to various types of pressures such as
identity based pressures, home country based pressures, various global trends, internationally varying
social norms, values and ethical standards, by that projecting diverse responsibilities and expectations,
as well as regulatory and institutional expectations coming from transnational communities, host
country institutions, government and civil society as described in literature. However real world data
altered additional variables that must be taken into consideration when discussing consciousness of
MNCs. Expectations of customers appeared to be the most influential external pressure on company’s
consciousness narrowing down to the generation of millennials that are very sensitive to ethical
standards holistically. Other strong influencers of consciousness are partners and competitors
manifesting themselves into market pressures. More than that MNCs expressed high concern about
raising transparency due to social media as stated by (Strong, 2011), which ultimately influencing

consciousness of company from multitude dimensions.

4.2.3. Strategic Benefits
Strategic benefits comes from managing internal and external expectations consciously. In terms of
internal pressures that are employee needs, altruistic aspirations of leaders and moral agency, as stated
in literature, conscious culture, leadership, higher purpose and harmony of stakeholders (including
internal), is empowering the company, resulting in higher trust, transparency, motivation, productivity
and happiness of constituents in general. That in turn results in pragmatic benefits such as firm’s
performance, higher quality products, financial performance, competitiveness, efficiency, legitimacy,
reputation and image, according to literature. Empirical findings variables are consistent with literature
on all the terms mention above. However real world provides with more down to earth perspective on
pragmatics of managing internal pressures. Such that ethical standards must be institutionalized to gain
effect, employees has their basic economic needs and personal goals while alignment with a company
will result beneficially. Ethical activities must be cost efficient, as well as ethics must be communicated
to achieve full effect. More than that ethics may be used to compensate unethical behaviour. Speaking
of external pressures it is found by Rana and Sgrensen (2016) that compliance and collaboration with
institutions, civil society and partners is helpful for internationalization, embeddedness, legitimacy,

reputation, image and efficiency, same process is existent in perspective to ethical standards, social
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norms and values with analogous strategically beneficial outcomes as found by Tan and Wang, (2010).
Therefore ethical rationale is imperative and indispensable from economic rationale when operating
in international space for MINCs. Empirical findings again provides with more realistic variables such as
that expectations depends on industry, but most importantly the strategic benefits that can ever be
achieved are dependent on customer. It is reminded that customers still have their basic economic
needs and more concerned about price and quality of product or services rather than communicated
ethics, even millennials. However conscious behaviour may educate the consumers and make them
more conscious about their decision making. Another strong influencer of strategic benefits from
conscious decision making is that goals and values must be communicated clearly regardless whether

they are ethical or not.

4.2.4. Capabilities
In order to be able to even be aware of internal and external processes surrounding the MNCs, company
must already possess certain capabilities, to grasp strategic benefits, company is required to possess
even more capabilities. Capabilities in perspective to conscious business philosophy are processes,
routines, resources, standards and other conditions that alter the way of doing business, as well as
management and leaders must possess certain competences and qualities. However as CB requires
genuine transformation (Mackey, 2011), and becoming conscious is a process, the capabilities outlined
in BMI theory (Mezger, 2014) are crucial variables, these are capabilities of sensing, seizing and
reconfiguring that manifests into capability of business model innovation. Empirical findings revealed
most sensitive aspects for companies when discussing the applicability and practice of CB philosophy. It
is outline that first and foremost company must ensure that it creates value, profit and high quality
profit, while business ethics is a condition. As well, ethical procedures must be carried out in a cost
efficient manner. However the important point is that capabilities of companies on being conscious are
extremely dependent on beliefs, age, competences and knowledge of shareholders and board of
directors, following by personality qualities of employees. Abilities such as seeing long term benefits of
conscious business practices and abilities to institutionalize them, while achieving a break even. Capital
and resourcefulness is by no doubt an influential variable and it may ease the process of consciousness
of MNC. On the other hand the company that is dependent on donations is not a conscious company. In
perspective of variables discussed above in every dimension, consciousness of MNC is ultimately and
simply means to genuinely be aware, take into consideration and take actions towards all the variables

altered above, whether it will ease, obstruct or condition the process of consciousness of company.
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4.3. Strategic Framework: Four Stages of Consciousness

Building on four stages operational contribution model framework (Hayes and Wheelwright, 1984),

(Terry et. al. 2014), the strategic framework will be constructed. As it serendipitously appeared to be

consistent with initial concepts and variables used in conceptual and analytical framework, such as

internal expectations, external expectations, capabilities and strategic perspective. Dynamics of strategic

framework are presented in table below, depicted in illustration and described in following chapters.

This four stages of consciousness strategic framework is a comprehensive illustration of process of

consciousness within MNCs specifically and picturing what, how and why MNCs should do in order to

practice conscious business philosophy.

. Stage 1 Stage 2 Stage 3 Stage 4
Variables . . . .
! Understanding Becoming Being Leading
Value Creation . Understanding .
Shareholders Intentions Complying . .
Internal Needs of . Utilizing Challenging
Board of CEOs with . .
Pressures Internal . Expectations | Expectations
Employee Needs Expectations
. Stakeholders
Young Leaders Altruism
Customers
Social Media
Increasing Publicity & Understanding
Transparency Needs of
Millennials Constituents. Complyin . .
External I I . "y . Plying Utilizing Challenging
Pressures Home Country Pressures | Social Norms, with Expectations | Expectations
Global Trends & Global Trends & | Expectations P P
Communities Institutional
Institutions Civil Society Requirements.
Ethical Standards
Partners & Competitors
Profit iy Redefining Norms
- - Yielding . .
. Competitiveness Awareness Achieving . of Social Setting
Strategic L . . Premium .
. Legitimacy & Reputation | Knowledge Compliance . Leading the Market
Benefits - . Strategic L .
Image Information Benefits Benefits Gaining Competitive
Market Embeddedness Advantage
Processes & Routines Maintainin
Resources & Capital Sensing Seizing | Reconfiguring . & Self-Challenging
. . T . Managing
Standards Conditions Learning Institutionalizing . Constant BMI
- - - Following .
Capability | Consciousness Comparing New Processes Implementing
. . . Processes . .
Shareholders Qualities Rise of Routines . Consciousness in
. Routines .
Board Competences consciousness Standards Innovation process
. Standards
Value Creation
Table 4

Name: Strategic Framework: Four Stages Towards Consciousness of MNC
Source: Developed by Author
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The illustration below visualizes the dynamics between perspectives, while chapter below explains how

variables within perspectives works and moves MNC in advance towards consciousness.

Stage 4
Leading

Becoming

=
E
0
2a]
.U
50
o
o
=
D

Stage 1
Understanding

Understanding Complying Utilizin Challenging
Internal /External Internal /External Internal /External | Internal /External
Pressures Pressures Pressures Pressures

Developing Capabilities
Figure 6

Name: Strategic Framework: Four Stages Towards Consciousness of MNC
Source: Developed by Author

4.3.1. Understanding Consciousness: Stage 1
At this stage MNC may be not yet conscious, while inspiration for consciousness may come from internal
pressures or from external. As shareholders are the decision makers, they are the ones who must be
influenced and convinced to make changes. However as CEOs, has second highest decision making
power and are in power to make changes with confirmation. Therefore at this stage, the combination of
internal and external pressures that are listed above must inspire management to raise a concern and
start understanding the needs of external and internal stakeholders, whether they are ethical needs or
economic needs. Ultimately at this stage capabilities of management is deciding factor, as they must be
able to identify the needs of constituents, learn and conceive them, as well as they must be able to see

the long term beneficial outcomes of such effort. Therefore at this stage MNCs would need to establish
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processes and routines that may help them be up to date with fluctuations among internal and external

pressures, learn to be sensitive to them to be aware, informed and knowledgeable.

4.3.2. Becoming Conscious: Stage 2
At this stage MNC while already becoming aware of needs and expectations of constituents and
strategic benefits coming with satisfying them. At this point MNC must determine and identify the
routines and processes that must be established in order to achieve compliance with expectations.
There are various examples of conscious practices or ethical standards that are discussed in literature or
empirical findings that can be implemented, however company must be conscious, which means that
change can be to optimize processes and standards and make them more ethical, as well as there may
be a need to implement a higher economic rationale and focus on value creation and consumers needs
if company is not performing well. This is a moment requires change of CEOs in case the beliefs of
previous CEOs were not compatible with new ethical standards, as MNCs mostly has elder management
and they are not eager to see benefits of consciousness. Standards, conditions, routines and processes
must be changed and new processes must be established in respect to learned expectations of
constituents. After institutionalization of processes it is hard to change them back and company’s
consciousness degree is sealed and paradigm shift within company, among staff and external
constituents may happen. As at this point company may start feeling the strategic benefits that comes
with internal and external compliance which can manifests itself in higher trust, transparency,
motivation, productivity, efficiency and higher performance of company in general, while externally
company may achieve legitimacy, competitiveness, market embeddedness, more efficient relationship

with partners and recover image and reputation.

4.3.3. Being Conscious: Stage 3
At this point where company has learned to learn and be sensitive to internal external pressures, as well
as understanding the need of satisfying them, company will be able continuously implement necessary
changes as routines and processes for business model innovation may be institutionalized. Therefore
this stage is a constant development stage, where company must institutionalize the processes that will
increase the awareness of company, increase the efficiency and flexibility of implementation of new
processes and improve ways to consciously manage the internal and external pressures. By that the
paradigm may shift from complying to utilizing expectations and take their existence to the advantage of
the company. At this point all above mentioned strategic benefits may come while increasing

competitiveness and financial performance of company.
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4.3.4, Leading Consciously: Stage 4
At this point when company learned to deal consciously with internal and external pressures and
understand benefits of it as well as learned to innovate, MNCs are able to take the lead in the social
setting and get into position where with developed capabilities and consciousness it may influence of
social setting, social norms and standards as well as influencing regulations. Ultimately company is able
to redefine certain norms and ways of doing business by challenging the market and internal and
external constituents. MNCs may gain competitive advantage by continuing to innovate after satisfying
and utilizing all the expectations, start challenging themselves and ultimately result in challenging social
setting. Specifically MNCs may challenge the needs of customers, educate them and show them better
example of product as well as challenge the competitors, partners and institutions by communicating
highly conscious culture and harmony of company. Ultimately there is a shift of consciousness where

holistically — internally and externally everyone who is exposed to such process gains benefits.
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Chapter 5: Conclusions

The project aim is to answer three outlined research questions regarding perceptions, motivations and
practices of conscious business in MINCs as well as understanding the conscious business initially and
whether there are favorable institutional conditions. Firstly, the paradigm of interpretivist was selected
with qualitative research methodology which lead to multiple case study in Singapore utilizing focus
group and semi-structured interview techniques on Skype and in face-to-face manner. Second chapter
has provided with rigorous literature review on conscious business concept, followed by review of other
theories which were selected through iterative process and enabled to isolate relevant concepts and
variables in understanding CB concept in literature as well as framing a ground for empirical data
collection. Empirical research presented data from MNCs and BCCs (business consulting companies)
from Singapore, which has enriched the conceptual understanding of CB concept and provided with
down to earth perspective and variables towards it by sharing their perceptions, motivations and
assumed practices, while being exposed to main aspects of CB concept. Data analysis was conducted in
cohesive and systematic manner in order to achieve corroboration between cases and outline the most
influential factors and how they influence the MNCs willingness apply the concepts. Influencers includes
the factors that may ease, obstruct or condition the application of CB in MNCs, and they are outlined
within 4 conceptualized dimensions that are internal and external pressures, strategic benefits and
capabilities of company. Theoretical discussion chapter employed the empirical findings and discussed
them in perspective to literature that ultimately provided with a narrative to construct a strategic
framework of four stages for MNCs in applying and practicing conscious business philosophy. Four
stages illustrates the process from inspiration of consciousness within company by understanding,
followed by becoming, being and leading. All four stages dynamically comprehend 4 dimensions and
variables within them. In perspective to research objectives it is appropriate to state that this research
has encountered the research questions rigorously and provided with rich content that is systematically
organized to answer the research questions as well as it has approved the interpretivist paradigm
exploratory nature of research which attempts to identify and find a new undiscovered elements and

dynamics related to research.
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Reflections

Given the time frame for the research which is more than enough, this thesis could achieve a higher
coherence, depth and rigorousness as well as diversification of a sample. Firstly the literature review is
lacking a coherence although research paradigm is interpretivist which allows an iterative process, the
researcher has wandered away from research questions which required recalibration of literature
review, however such process enhanced richness of literature. Amount of literature that was reviewed is
slightly “overdosed” which caused challenges in identifying relevant concepts isolating and

conceptualizing them to gather empirical data and answer research questions.

Empirical research sample size too small to be confident about generalizations of findings as there were
3 MNCs and 2 business consulting companies interviewed, while initial plan was to interview 5-10 MNCs.
As well as the richness of focus group data is affected negatively due to only 2 interviewees
participating. Furthermore data that was gathered is analyzed in a systematic manner and corroboration
was achieved by outlining the findings, however empirical analysis requires higher clearance, coherence

and structure, it still remains confusing despite that it is systematic.

Theoretical discussion and strategic recommendation chapter although is a comprehensive, is still

lacking depth and clearance on how exactly variables are interacting within dimensions and stages.

In general project could achieve higher coherence, carefulness and be designed in a reader friendly
manner, while being less repetitive and more concise. Despite the downfalls thesis remains

comprehensive.
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Appendix

Case 2 - Focus Group Interview
Sample Code: MNC2

Company 1 name: DBS Bank

Company 1 Overview: DBS is a leading financial services group in Asia, with over 280 branches across 18
markets. We are headquartered in Singapore, with a growing presence in Greater China, Southeast Asia
and South Asia. As a bank born and bred in Asia, well-positioned as your partner to capture
opportunities across the region.

Interviewee 1 Position: Managing Director & Head of Tax & Accounting Policy. (Conscious Business
Proponent)

Interviewee 1 Name: Mr. Mikkel Larsen
Sample Code: BCC2
Company 2 Name: Praxis Management Consulting Pte Ltd

Company 2 Overview: Clients include multi-national corporations (MNCs), Asian investment holding
companies, government ministries & agencies, commercialising state-owned enterprises (SOEs),
government linked companies (GLCs), small and medium enterprises (SMEs), start-ups, and many Asia-
grown companies/organisations across the Asia Pacific Region. The industries that these companies
represent include investment banking, finance, banking, insurance, mining, pharmaceuticals, telecoms,
engineering and technology, infrastructure, logistics, food/agri-business, chemical, medical, military-
related, professional services, government administration and services, higher education plus many
others

Interviewee 2 Position: Business Director - Owner

Interviewee 2 Name: Ms. Dr. Robyn Wilson

Indicators: R —is indicated as Researcher, 11— is indicated as an Interviewee 1, [2—is indicated as an
Interviewee 2.

R: Introducing main aspects of conscious business 1) CB has a higher purpose and sees profit as by-
product would this perspective be workable in perspective of MNCs in Singaporean market? 2) seeks
harmony of all stakeholders —would MNC be interested in applying these aspects and why?

I1: you need to segregate those who really has those purposes embedded and those who use them for
the marketing. DBS is one of the most ethical companies that | have been working in but we still need to
make profit and we still need to attract capital and the only way to do it is through the equity or debt.
And to do that you do need to make a profit. Our own commitment of social entrepreneurs, we expect
that those social entrepreneurs of our company would be profitable and be sustainable to achieve a
break even, otherwise it becomes a scarcity. | don’t think that for the company of size it is a viable
solution to have a profit as byproduct, you can have it to the various degrees, and you can have various
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circumstances under which you don’t want to make profit as well as you can have various tradeoffs
between stakeholders and be clear what are those tradeoff, but neglecting two very important
stakeholder groups which are investors and debtholders it will not work on any type of scale.

12: | would agree, and particularly in Asia, it is very pragmatic here, money need to be made and
particularly economic rational, start-stop decision making is very much part of it. | think | have one MNC
who has a higher purpose of feeding a world but they can’t feed the world unless they make money,
they would have some stop-start criteria around which would determine who would they partner with
and deal. Other MNC do not partner with government entities, nor countries. There are various
boundaries set, but at the end of the day they have to make money.

I1: you not supposed to focus on 0 profit, as profit creates employment. This is not about yes or no to
profit, this is about degrees and conscious decisions about, “I am willing to do profit under these
circumstances”, as example in cases of creditor banking practices they can be not willing to do profit on
tax sensitive transactions. But it is not about not making money at all.

12: or with the banks investing in businesses that are cutting down trees in Indonesia. The criteria
around decision making is important because at the end of the day we are going to make money.
Otherwise by the definition the strategy is not robust. And | also agree with that there is difference
between companies that play with social responsibility that is in a similar bucket with ethics. Companies
institutionalize and has robust boundaries on how do they do business, where they play and how they
do money. Even institutionalize ethics on process of innovation. They concerned about how they for
example build a new building with environmentally friendly materials. But on the other hand there are
companies that has many pages on CSR in their annual report not following it seriously.

I1: there is also a concern about those companies that communicate highly virtuous goals and have no
abilities to live up to them. There is US company and couple of others here in Singapore that are
communicating these kind of higher ethical standards and goals, but | really think that if you would get a
really deeper insight on some of these companies you would see that it is really more of the marketing
than application.

| think purpose is important in terms of stakeholders to rally around you, but it is not necessarily must

be a socially responsible one. This can be some sort of product that is serving some purpose in a world,
but you do it with a main purpose of getting your stakeholders to align. | would rather be an employee
of a company which has main purpose or be supplier of such company, but this doesn’t mean that that
purpose cannot be profit driven.

R: Would companies need to have certain degree of capabilities or resources to live up to higher
standards?

I1: | don’t think this is most important, of course you need to have some resource, but this is
fundamentally about the belief of the company on the board level about what they want to do with that
company. So this is not about capabilities, this is about fundamental philosophical belief of why we are
here?. Good example is Novo Nordisk where CEO was forceful and powerful came in and truly believed
in triple bottom line and that you couldn’t just have everything in profit, so he institutionalized it and
today that company has actually profited from that. But it is now even harder to change back when the
new board comes in. so it is about to find the way how you change the nature of company. And one of

«

AALBORG UNIVERSITY



Master’s Thesis. “Towards Consciousness in MNCs: Understanding Conscious Business Concept, Being and
Becoming Conscious”. Multiple Case Study in Singapore

the most important thing in all of this is to clarify why you are here. It is not important if company wants
to make tobacco and make as much profit in a world as possible and exploit all the employees, if
company is clear about it then stakeholders are able to choose to not engage in it. Clarity around the
goal and priorities is a critical aspect.

12: | agree with that. It is not an exercise of putting a mission, vision and values up in the frame where
you walking into the building, it is how everybody in organization walks and talks about it. And how it is
aligned and understood what that purpose is. And it is something that is going to be shaped by the
owners or founders of the company. And senior management are going to walk the talk and how they
behave and make decision, has to align with that and must be transparent and that then change the
organizational culture, as everyone is matching and understands the domain where the business is
happening and not where it’s not happening.

I1: | could not agree more than that, and | believe that luckily social media will help to all of this self-
governing, because if company says that we have this lofty goal of doing right and saving the world, but
if you ask their employees about it, they will call it greenwashing, and today it is really hard for a
company to call themselves a do-gooder if they really cannot live up to it. Because there are many
opportunities for employees to spread the word quickly. So in this point of view there is some kind of a
self-governance in the world that wasn’t existing a couple of years ago.

12: and we also got this new generation called the millennials running around that are hypersensitive
and call it out as soon as they see it.

R: Speaking of social norms and values, do people expect companies to be ethical or they would not
care and work in some company that is solely profit driven.

12: 1 guess it depends on the need of people, every individual has different needs and if they need an
economic stability and they have elderly parents or children and etc. sometimes the decision is often to
work for a company that is economically driven until | sort myself out, people going to have different
lines about how they make the decisions but that said, if we think about motivations, people are
generally motivated on contributing to value, learning and being free to work on what they been trusted
to work on. If your values aligns to companies and company is walking the talk and it can be very
attractive. But sometimes companies do not live up to their values and sometimes people join good
organizations leave bad bosses. It is a very mixed bag, but the alignment between the individual values
and values of company is very important.

I1: It is @ premium to work in an organization which is a purpose driven but you still have to make a
living because it is probably a more a consideration here in Asia and in Singapore where the older
generation has problems to manage their lives. If you look at Maslow’s hierarchy of needs, even the
millennials here are still attracted to go for the salary to satisfy their basic needs. But once you fill your
basic needs, | think there is enough science that millennials would rather go for purpose driven
company. We all want to feel good as long as we fill our basic needs. | wouldn’t believe that even
millennials would drop money for some higher purpose. It has to be taken with a grain of salt.

12: 1 think millennials in Singapore has small window, post degree, before they can get serious with their
career if they want to do some social enterprise, start up work, some parents might give them the lead
to do that, it is expensive to get married and buy houses in Singapore so reality is kicking in.
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R: Speaking of MNCs, is motivation for ethical practices coming from altruistic beliefs or strategic
intentions?

12: in Singapore there would be some ethical boundaries and standards, that no company would dare
cross if you want to be operating here, you wouldn’t want to be caught in certain areas. And if there is
an expectation in Singapore you wouldn’t want to be crossing the line and you would comply. There are
standards here in Singapore, in Malaysia you can be wondering a little bit.

I1: generically, | would say that a lot of the changes that happens is regulatory driven, but it needs to be
and it serves a right purpose. But if you look at some sustainability and responsibility practices that are
expected to carry out here in Singapore as example in banking sector, companies do it more because
they are afraid of certain pressures that comes from society or regulatory pressures from institutions. It
is wrong to say that companies do it only for the compliance, but the pressure for the compliance to the
regulations is extremely influential.

12: talking about DBS, they has a major shareholder that is establishing an institute of sustainability
around a headquarters, so there are investors that are taking a lead in some ethical practices. But if
talking about agriculture and quality of food and if you would compare China and Australia on food
production, there would be big differences.
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Case 1 — Semi-Structured Interview
Sample Code: MNC1

Company Name: MASE Group

Company Overview: Cosmetics Manufacturing, Consumer Products, Marketing & Distribution,
Professional Hair Saloon, Marketing & Distribution.

Interviewee Position: Group General Manager
Interviewee Name: Mr. Ling Ping
Indicators: R — is indicated as Researcher, | —is indicated as an Interviewee.

R: Introducing main aspects of conscious business 1) CB has a higher purpose and sees profit as by-
product and 2) seeks harmony of all stakeholders 3) empowering the healthy culture in company, why
would you think companies do this?

I: we emphasize on supporting our employees and retraining them, reeducating if necessary. Regarding
profit as by-product, that would not be possible, of course we have to have some kind of vision that
higher purpose is important, but profits are very important. We can say that our purpose is better well-
being of people, but only if company generating enough profit, only then you can change the vision of
company.

R: So you need to develop certain capabilities to be able to carry out such philosophy of higher
purpose?

I: yes only when you are capable

R: In perspective of internal stakeholders as example employees, would following these aspects of CB
philosophy be somehow better for company?

I: it is important what is the goal of employees for their own life, some of the employees may have their
goals, but some of them they do not have and they may only work for the money. For them maybe it is
good enough to get the money and to survive that month. There are many employees that face that
problem so my mission is to ensure that does employees get enough money. So in a way if we would
help them to achieve their goals in their lives this would be very meaningful but we may not have
enough time to have the one to one sessions to them. So we are trying to indirectly encourage them to
go to some social or humanitarian work.

Sometimes when | interview higher educated employees, | ask if they have any goals for themselves, so
some of them have goals and sometimes our company may help to achieve their goals.

R: Do businesses reacts to outside external social norms, institutional regulations, would they try to
keep up with these standards?

I: We cooperate with institutions in Singapore, associations and NGOs. We receive the information on
how we need to act in terms of social norms and regulations. As we are producing beauty products, we
are following the legal requirements and other regulations to meet specifications for Singaporean
market.
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R: What would you think about the aspect of harmony of interest all stakeholders?

I: It is effective, you can help your suppliers and it can be beneficial to both of you. What we did is we
shared the production standards of Toyota production systems, where they have 7 specific ways of carry
out production. So we requested suppliers to send the products just-in-time, but we need to educate
them why is it good to do it and how is it good for them and for us if they are able to practice it. So they
can save a lot of costs. So we worked a lot with them.

Even the customers are getting educated to take their products on time, and they must be on time to
take their products, if they are not there on time, they will not receive the product and they will need to
wait for other time of delivery. In general you are saving a lot of time. So in the end is becoming a win-
win. But in business we need to make money.

R: What would you think about the point of leadership instead of command?

I: we don’t command them, we are helping them practice. Our staff haven’t changed many years so they
see values in working with us. It results in lower turnover. We provide them with the authorities to lead
the certain aspects of company after they work enough time, so it improves the fulfillment of their work.

R: Talking about capabilities, how demanding would it be possible to incorporate and maintain these
aspects in company?

I: beside profit, certain knowledge is required for sure, academic wise certain things must be there, but
it depends on what beliefs person has. Because if person is opportunistic, he will not be able to see this
perspective at all. So initially it starts from personal qualities of leader such as honesty and altruistic
beliefs, and morality. Therefore if he has a morality he will be able to practice it. Leader must have
ethics of doing business as without it business may not go through, as suppliers may not believe in you
and employees may feel that leader is making too much profit from them.

R: What company would gain strategically from such ethical activities of CB?

I: it would definitely be beneficial, people would believe in you. If people see good in your product, they
will trust in your product, as well as if they will see a good quality. If you are working honestly, you are
humble and ethical they will come to you. Generally it comes back to you in a holistic way.

R: would there be any support of ethical activities in MNCs by government?

I: 1 think they do not care too much about ethics of your business, they only concerned if you are okay, if
you need any help and if you can carry out doing your business, they would not care too much if you are
ethical or not.

R: Would company need to carry out some changes to implement such practices?

I: I think you would need to hire more people to carry out these practices and take care of them. As well
there is a need to educate ourselves as well as society. But we need to get knowledge first.
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Case 3 — Semi-Structured Interview
Sample Code: BCC2

Company Name: Equus Design Consultants Pte Ltd

Company Overview: Working with clients across Asia-Pacific representing every type and size of
business, from start-ups to market leaders, from luxury to logistics. Industries: consumer, education,
financial healthcare, hospitality, industrial.

Interviewee Position: Business Director
Interviewee Name: Ms. Cheah Su Fei
Indicators: R —is indicated as Researcher, | —is indicated as an Interviewee.

R: Introducing main aspects of conscious business 1) CB has a higher purpose and sees profit as by-
product and 2) seeks harmony of all stakeholders —would MNC be interested in applying these aspects
and why?

I: from my personal experience working with consumer package goods companies such as Unilever,
P&G, Carlsberg, DiMaggio, Hennessey, Unilever, and Nestle. Not in any of my experience during 10 years
of working with MNCs there was probably only one individual per all of them who was concerned of a
greater good. Most of the time it does not come into the discussion at all.

| do branding and packaging of the product for these companies, so this includes brutish, japan and
American tobacco companies and they are not concerned about ethics. However consumer good
companies supposed to care, but | never came across anyone who cares.

As example you can use a paper label on your beer bottle or plastic label, companies would go for plastic
because it looks more premium and will be sold at the higher price with better margin. Consumer
perception towards plastic is that it is more premium.

Profit is definitely number one, and environmental consequences are not interesting. | feel that they are
not eve loved and everything you see as CSR is not serious.

R: So CSR is in a way a marketing tool?

I: They do some CSR events but its just because they feel that they need to do it, because other
companies also do have CSR departments and carry out some activities but in reality they do not do as
much. The closest | come to it is a Kinley Clarks, there was one person who was concerned about the
plastic usage and he wanted to change it to paper, but it never happened.

As well, Unilever was thinking about green dishwashing liquid, but performance will not be able to
match the regular dishwashing liquid. As well it would be more expensive and people perhaps are not so
concerned, people feel good about being environmentally concerned but not in a way that it affects
their wallet.

R: So the deciding factor is that consumers are not willing to pay more for green product?

«

AALBORG UNIVERSITY



Master’s Thesis. “Towards Consciousness in MNCs: Understanding Conscious Business Concept, Being and
Becoming Conscious”. Multiple Case Study in Singapore

I: Correct. In Asia it’s not firs concern as well as Singapore is also guilty. There is very little to say that
ethics are more important than business, especially when it gets to food it becomes very questionable.
As example one MNC bought a juice company where there was initially 40% of juice in the product,
while MNC diminished to the legal minimum of 10% juice in the juice product, redesigned a packaging to
look more healthy and fashionable, while making it less healthy, ultimately squeezing higher margin,
cutting costs, developing a brand. In conclusion they knowingly telling a lie, so MNCs are biggest
offenders.

R: Usually according to the literature MNCs do follow higher ethical standards and even push others?

I: Not really. There was situation in developing country, where MNC utilized the traditional recipe of
soup which is nutritional and is boiled by mother, to target poorer segment. So MNC created a very
cheap version of this soup without nutritional value, but branded it as nutritional, so MNC targeted the
feelings and needs of those consumers, but they are not the most educated so they do not really
understand that it may not be the same nutritional value.

They do create the stream of revenue for themselves but not raising nutritional standards and actually
damaging health of society.

R: Actually in CB philosophy they believe that if you influence society positively, you receive benefits
back in other ways to your business and not only.

I: if talking about MNCs | wouldn’t say that it’s the case. There are not real changes in ethical standards
of companies. Even this soup story, | wouldn’t know if | wouldn’t work on the inside. | think companies
just improved on hiding their unethical flaws and save their reputation.

As example Unilever caused a problem of pollution by making small packages of soup for poor segment
in underdeveloped economies. So this ended in a lot of rubbish. But they announced recently that they
going to make biodegradable package, but just only after they did so much damage and it got visible.

R: Would employee see the MNC as better in terms of ethical standards internally?

I: in terms of processes internally, they are seen as more ethical of treating their employees more
ethical, they have coaching processes, informing them and so on if there is a problem. But it is because
they have same standards in their home countries. Local people would prefer to work with MNCs as
they would not hold a salary, pay in time. So yes MNCs has higher standards in treating their employees
better. While local companies in Singapore even fire pregnant employees without notice and not paying
a salary, so employees go to the court and MOM would need to make local company to behave, but
MNC would not risk their reputation.

R: So would these ethical standards of treating their employees better would improve their
reputation?

I: they ensure that they get a better talents while becoming a better employer. As it is know that in
home countries of those MNCs the standards are quite high so they must maintain them in other
subsidiaries. Because if you are MNC you can’t treat your employees in different countries differently.
So if there are very high expectations in some particular headquarter of MNC, it pushes expectations
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and standards all around the MNC. So generally in employees perspective they are ethical, but notin a
way that profit is by-product.

R: So if companies could diminish their ethical standards they would?

I: | think yes, it is a lot driven by the bottom line. But recently, one governmental organization wanted to
do a rebranding, as they know that they have a role of approving certain papers but they wanted to do
more. They do not have to, but the head of organization has a bigger vision, they want to be more
proactive and help to society at large. But that would be the first time that | heard of certain things.

R: So these kinds of initiatives comes only from the top management?

I: It is only this one guy, in this intellectual property office, but this person recognizes that Singapore will
encounter some economic difficulties so they need to change the economic engine to help the society
and change the norms of society, so it is not only MNCs who are influencing ethical practices in the
society, but also the governmental organizations. So he wants empower individuals to feel free to come
up with new ideas as he feels that without that there would be no progress. But the profit is not their
concern as it is organization related to government, so it is a personal initiative at the risk of personal
reputation, while there is nothing to lose by doing nothing and more to lose while rocking the boat.

R: Would leaders in MNCs see any reasons to carry out such activities as this individual in
governmental organization? Or they only complying to social setting?

I: its more of a complying, the fact that unilever announced the shifht to biodegradable packages, it
means that there is certain group of consumers who are concerned, so it matters of how strong is this
group and how much impact they will do by buying. However the data shows that younger consumers
care more, but they are not yet ready to buy. So when younger will grow up, companies will be forced to
comply with their needs.

R: So companies only react to the pressures from market?

I: if you want to have companies who are pushing themselves for greater good you need them to be
younger, MNCs are very old companies with very old people at the top. Now Lego announced that they
want to make their bricks environmentally friendly, but the CEO is very young, in early 40s. But generally
the top management of companies are in their 40s, 50s or 60s so boomers are the ones who are holding
on to do things in old way that they know and it is profit concerned. So they are not going to change.

R: So it depends on young generation but they are not able to express their opinion as consumer?

I: Yes, they are not yet able to, but it will be interesting to see if in the next five years these older MNCs
are still able to attract the younger consumer. Because maybe younger consumers forgotten about them
and there is a company out there that has same kind of products that are produced ethically, so maybe
younger consumer would never look at the product of MNC. So there is a possibility for this scenario.

As consumers are very sensitive to authenticity, the company cannot change due to the fact that they
are losing their business, so it is good idea to start thinking about that as soon as possible in a 5 years
period it might be too late.
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R: So it requires some serious transformation of company?

I: yes but it is almost impossible especially when you have a baby boomers generation in charge, they
don’t like change and they do not want to risk as they are few years away from their retirement. So it is
in their personal interest to block changes. As it is stated that science move forward one funeral at the
time, so business ethics can move forward one retirement at the time. MNCs hide a lot of their ethical
or unethical policies.

R: So talking again about conscious business in general, having in mind all these beneficial outcomes
that we mentioned such as higher purpose, healthy culture, leadership, society orientation, would it
be realistic to carry out it today?

I: depends on what your business initially want to achieve, if you want to achieve growth, then you
cannot maintain these ethical standards as the growth is the main goal, therefore you can only carry out
these ethics at the expense of growth. Because all the mindset of all the company is oriented toward
growth, and if it’s going to be change, growth will be affected. As now all the MNCs are oriented at
growth and costs.
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Case 4 — Semi-Structured Interview
Sample Code: MNC3

Company Name: Kapsch TrafficCom Pte Ltd

Company Overview: International supplier of technology, solutions and services for the Intelligent
Transportation Systems (ITS) market.

Interviewee Position: Sales Director Asia
Interviewee Name: Bruno Serrien

Indicators: R —is indicated as Researcher, | — is indicated as an Interviewee.

R: Introducing main aspects of conscious business 1) CB has a higher purpose and sees profit as by-
product and 2) seeks harmony of all stakeholders 3) exacting leadership 4) ensuring healthy culture. Is
there anything that company would gain from such combination of practices?

I: you are putting profit in secondary and even third position. We can talk about companies that can be
set up with a purpose of helping a community which are non-profit organizations and then it is much
easier to implement such a principals for non-profits. As non-profits mostly get subsidized by
government or people or other organizations with purpose so they would be following their higher
purpose.

If | would focus on normal companies, purpose in normal companies, for most people on a senior level:
shareholders, directors the fundamentals of the company is to grow and to create value. Profit is the
part of the value you are creating. Value is mostly defined in terms of monetization (money), that is the
fundamental principal of capitalism also. That’s what shareholders and directors expects. That’s also
necessary in order to make company viable.

You can state that you want to make a value in a certain conditions, but value creation still stands in a
first place and conditions although they are very important they are still a conditions and they are
secondary. Value creation is fundamental, because you can have a business which is operating under
very strict ethical or other conditions which are very important to the directors, employees or
shareholders, but in the end if he company is not viable if the shareholders will provide capital increase,
every six months or every 3 months, they will stop doing business as company is not generating value
for them, company must be profitable. You are wonderful, you are green, you take care of nature and
people, and you respect rights of people. But in the end you have to be profitable, because otherwise
shareholder will pull out the plug.

They will also pullout the plug if company is profitable, but not follow certain ethical standards, but they
would do it very seldom in this situation. They would rather change directors in these situations.
Because money will continue flowing if company will continue to be viable, they will just say that you
will need to change certain things like: the way you create value, the way you generate profit. Then you
change people, you change the processes etc. etc. but the fundamentals of having a company around is
till be profitable and having a positive cash flow at the end. Company has to be viable. Viability doesn’t
has to come in one week, this can be in 1 year or in 5 years, but that’s what you want to decide what
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you set up the company. Then you put in the money which is going to make the company working for
five years. But it’s going to have to be viable. Because | don’t believe that we going to go to the society
where 50-60% of the companies are going to be losing money but everyone is going to be happy, | think
this is the pure utopia, it will never happen. You need to be able to generate value and profit, which will
provide to shareholders, otherwise you will simply die happily.

R: Yes the CB philosophy is also stating that profit is very important for company to survive, but it
cannot be first order goal, the value creation would rather be in first place and profit only helps to
create value, while such a higher purpose and other aspects as stakeholder harmony, leadership and
healthy culture are empowering the company and helping to create more value.

I: As you mentioned the high quality product, | think that supposed to be the main thing, but as long as |
know the companies with the high product, they are profitable because of that. Having a high quality
product is almost a condition to be profitable, but I still think that first purpose must be profitability,
because even if you have a high quality product and you run out of money, you going to have to close
down your company.

Let’s say you have a high quality product, you have a super management, you have wonderful
employees, your business is produced under the most sustainable standards and green, you take care of
everything, you are the number one employee in the world, but at the end, you are not profitable. You
have 99 issues out of 100 checked, but you are not profitable — you won’t survive. The only one way to
survive is someone is going to pump money into the company and its not a normal commercial company
anymore, it’s just a non-profit organization to keep people and customers happy, and that is not
sustainable. So coming back to it, the value creation and profitability at the end is always going to be the
number one. Because that’s going to be the only way you are going to attract capital is to be
sustainable. | am sorry to say but | really do not believe in it as in the end you are going to come back to
profit.

Let’s take an example such company as Tesla, all people want to work for that company, its considered
to be one of the best employees, very great product, sustainable, green but its losing a lot of money.
The main shareholder of Tesla, Mr. Musk keeps going around and charming the world to pump in
billions into Tesla and he says one day | will be profitable and will be able to return money back to you
and create value, so at the and again it’s all about creating that value. And giving back money to the
shareholders. Any company is going to need a shareholders otherwise you will not be able even to
function to keep sustainability and quality, you need to make money to sustain that, in the beginning
shareholders can pump in the money, but later that money has to be generated by the company itself.

And then we go back to the basics, cash flow and profitability, cash flow is coming before profitability.
That cash flow has to be generated by the companies itself or shareholders or donors. In case of NGOs
you need to achieve some kind of breakeven. Even in NGOs they have to cut their costs if they want to
keep receiving cash flows. It’s like the oxygen, you won’t be able to live without oxygen, and cash is
oxygen.
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R: you mentioned capabilities, what capabilities company would need to have to manage cash flow
and maintain these high ethical standards of conscious business.

I:  am absolutely convinced that there supposed to be certain accountability, integrity and other
conditions that company would be able to function and perform. You need to take care, but that’s all
about people. you start with shareholders who pump money into the company because those
shareholders will choose a board of directors and that board will choose the directors and together they
will draft a set of rules which will govern the business. Those set of rule will include certain standards on
how that company how to perform and how they will generate the value and the cash flow.

Its interesting point here, because what do you want to achieve here? You want to achieve certain
sustainability of you environment or society? You want to put your employees and customers under
stress or you just want to create a happy environment and work on certain ethical standards on which
everybody will benefit. Not only company but also customers and suppliers. So we all become much
more happy.

We can do that. But this all depends on the moment that you start. Your shareholders they pump in the
money and all this may costs some more money before you get your returns, but on the long term, you
probably may see benefits if you find that way of working and generating new products and profits |
would say. You communicate that towards your customers that you are that company that you take care
of certain ethical standards and | would say yes, that’s probably going to work.

Lets take IKEA as an example, | think they promote that heavily, that they take care of their employees
and environment, they only use the products that are produced in a sustainable way, wood from forest
where everything is replanted, suppliers where employees are taken care of where they are not
suppressed. Yes that’s absolutely possible, but at the end IKEA is hugely profitable you see what | mean.

R: But the question is, maybe the profitability is influenced by this kind of their philosophy?

I: Absolutely, | fully believe it, that this can go together. But in the beginning it can be a little difficult to
achieve all this. Because you need some people who take in harmony in the same way. If you go to IKEA
for an interview, you don’t need to put a suit and a tie. They have other issues that are more important,
they want to go deeper into your personality, they want to see if you fit in the group and have same
philosophy. On the other hand they have a big cash buffer in order to deal with all that and find ways to
be as they want to be.

Another company which could do that is Apple, they have 50billion cash on their balance sheet, they can
do that, they have the money, they can easily invest a couple of billions in changing themselves when
something does not look good form the outside, because sustainability, taking care of your employees,
and all this looks good from the outside and puts a nice label on your products. If you say | am number
one employer, people wants to work with me, | take care of my employees, | care for equality, | give
chance for promotions, | take care of their children, they can work from home, flexible hours, | take care
of my suppliers. Which Apple didn’t do to their suppliers who has one of the highest suicide rates in the
world in Chinese company Foxconn, only when these things came into public Apple started to take
responsibility for this as it influenced a lot of people who are buying their products. So at the end
companies will do all this in order to ensure that customers are buying their products and they keep on
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being profitable. So you always come back to profitability and cash flow. And would it help to be
profitable —in the long term | think it will.

Today being ethical — it all helps of having a good image of the company. Companies that projects good
image has a higher chance to sell their products and ask for a premium for that. Customers would
appreciate that they are ethical and | am ready to pay 20% more for that product. At the end company
will get profit form that and 20% would go to the bottom line and keep it profitable.

R: What initially inspire companies to employ these standards you mention that companies has
already enough profit so they could start implementing these standards, so what would inspire them
to change, would it be strategically for the image?

I: companies can start from the beginning to be ethical, but you need to start from the shareholders,
you say that it will take longer for us to implement such a philosophy and will take one or two years
more to be profitable, but in the long run it is seen that being such (not saying that you see profit as
secondary, profitability is still first) will probably contribute positively to profitability. Because
perception of customer will say that it is worth to pay a premium.

So you will see more and more companies coming to that turning point where you see that our image is
not good and has to be improved and if we do that, we have higher chance to sell our product and even
ask for a premium on our products. Because we are perceived as a good company with higher standards
and it can happen at any point. I’'m talking about perceptions, some companies may not be perceived as
having ethical standards.

Let’s take example of United Airlines, its good example that you need to learn your employees to treat
customers respectfully. So now United Airlines has to make a complete U turn in how they will treat
their passengers because they lost around 1billion dollars of value over night. Because they were not
operating under certain ethical standards. Many companies will face that especially when you are
publicly exposed. You shouldn’t forget that there are a lot of companies that are operating in the
background, there are billions of dollars of revenues, they will not thing that they will need to apply
certain ethical standards, but companies that are exposed to consumers they have to make sure that
they are operating under certain standards.

You can start as ethical, but there are many companies that are operating 20, 50, 100 years and at the
certain point they will be pushed to make a U turn and change their processes so what they will do, they
will simply fire the portion of the management, because it requires a different thinking it requires a
complete different thinking. You have to fire the management and hire the other management which
thinks in different way. There is a lot of companies that has been doing that but they are mostly have a
lot of public exposure. They are forced by market forces to change themselves.

R: Its interesting answer because you almost reading what the conscious business philosophy is
predicting.

I: Yeah, you going to be forced at the certain moment, because everything is getting so open and so
transparent today and the end the consumers who has the choice will force companies to change
themselves. You just have to look at United Airlines and how many people said that they will never fly
with their airlines. So shareholders loses money, they need to make those money back, they call the
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boss of company, they ask to replace the CEO with a new one who will design a new processes. In order
to ensure that after a while customers will perceive United in certain way and that they would say that
it’s the most beautiful company in the world. They take care of passengers and so on. And | am ready to
pay 10% more for a ticket. There are many companies that haven’t thought about that, but they start
thinking about that when they face the problem. Very few will tackle it because it will cost money, and
only repay in the long run. Why do you think there are so many bio products and green products —
because it is profitable. Because consumers are asking for it.
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Interview Questions
Warm Up Questions

Shortly about the company?

Job Position and responsibilities?

Is your company foreign to Singapore market?

Concept

Conscious Business (CB):

Establish existential meaning of their business

Sees the profit as by-product

Seeks Harmony of Interest among all stakeholders (society, partners, investors, customers,
employees) and is win-win-win oriented

Highly society oriented

Act out leadership instead of control-on-command

Maintain healthy company culture with trust, transparency, caring and empowerment etc.
Collaborate with civil society, NGOs and government

Requires genuine transformation

Influencers

W N EWN R

[ e S S
5 W NRO

Why would MNCs carry out such CB practices?

Would MNCs feel moral obligation to carry out such CB practices?

What would MNCs expect to gain from CB practices (in Singapore)?

Are MNCs expected by society, institutions or government to act out such CB practices?
What are general ethical expectations from society, institutions, government toward MNCs?
Would such CB activities had an influence over social setting?

How do institutions and regulations configured towards ethical practices and CB practices?
Are there any initiatives from institutions or government to embrace such ethical activity?
Do institutions support ethical movements?

. Are MNCs aware of ethical practices?

. Are MNCs trying to understand the ethical norms, standards, models of social setting?

. Would MNCs need to change their business model to adapt the conscious business practices?
. What capabilities would be required from MNCs to carry out such business model change?

. Would it require capabilities to maintain CB practices? What capabilities?

15.

Are MNCs eager to embrace changes of their business model to be more conscious?

Manifestation

16.
17.
18.
19.
20.

How foreign MNCs in Singapore try to establish higher purpose or meaningful work?
How MNCs do try to achieve harmony of interest? Win-Win-Win?

How do MNCs tackle ethical expectations and pressures of social setting?

How do MNCs try to maintain a healthy work culture?

How do MNCs collaborate with NGOs or government?
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