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Abstract


Purpose: This thesis aims to research how leaders could approach the change from a linear to 
 a circular business model strategy. 


Design/methodology/approach: This thesis examines common patterns for successfully 
 implementing circular business model strategies through a comparative case study, 


comprising 9 different C2C certified organizations. The research design is based on grounded 
 theory with a critical realist perspective. 


Findings: We have identified strategic transformational leadership elements, involving seven 
 essential leadership values and operational approaches to reinforce the identified common 
 drivers and cope with the identified common challenges when changing to a circular business 
 model strategy. Further, we have identified best practices as well as we have provided 


additional suggestions. 


Research limitations/implications: By identifying common patterns, we provide a basis for 
 better understanding circular transformation and the leaders’ role. However, the individual 
 transformation process might also be influenced by other factors, such as the type of 
 organization and the social context. 


Practical implications: The findings may help companies acknowledge the scope of the 
 transformation. Moreover, the overview of the best practices and additional suggestions for 
 initiatives to the circular change may, in combination with the seven leadership values, guide 
 companies in the process of implementing circularity. 


Originality/value: This thesis bridges the fields of change management, strategy, and 
sustainability, and touches upon notions of supply chain management, thus illustrating the 
intertwined nature of circularity and the need for a holistic approach. 
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1.  Introduction 


Consumers have grown increasingly conscious about sustainability in recent decades, with some 
 reports stating that this change has been especially clear since the financial crisis of 2008. The 
 increasing sustainability awareness has been evident by people changing their consumer behavior 
 and setting requirements for the businesses they buy from. Especially the millennial generation – 
 i.e., the generation born between 1981 and 1996 – has challenged the old ways, for instance, by 
 making sustainable investments mainstream (e.g., The Economist, 2016, 2017, 2019b; Whelan & 


Kronthal-Sacco, 2019). Altogether, this phenomenon is sometimes referred to as ‘the green 
 movement’ or ‘the green wave’, which covers the significant indicators of the growing demand 
 for sustainability (The Economist, 2014). These indications were only accentuated when the CEO 
 of the world’s biggest asset manager, Blackrock, announced that the firm would bring 


environmental sustainability to the center of all its future investments (Sorkin, 2020). 


Representing almost $7 trillion in investments, such an announcement underlines the increasing 
 pressure on businesses and the strength of the demand for sustainability. Consequently, the green 
 movement’s pressure means that firms find it increasingly difficult to refrain from engaging in 
 some form of sustainable policy (The Economist, 2016). 


The growing green movement has re-introduced a concept: circular economy. Circular economy 
 describes an economic model that reduces, reuses, and recycles the resources in the production 
 cycles (McKinsey Center for Business and Environment, 2016; The Economist, 2018a). This 
 concept of circular economy is a reaction to the excessive utilization of the Earth’s resources and 
 the associated environmental impact. For instance, a survey of European citizens showed that the 
 average European would use 16 tons of materials of various sorts a year. Of these 16 tons, only 40 
 percent were either recycled or reused (McKinsey Center for Business and Environment, 2016). 


Considering the almost 514 million residents in the EU (Eurostat, 2019), this would mean that 
 each year the vast amount of 4.9 billion tons of waste are neither reused nor recycled. Moreover, 
 the combined recycling and waste-based energy recovery efforts captured just 5 percent of the 
 original value of the raw materials (McKinsey Center for Business and Environment, 2016). 


Measured across three different sectors (plastics, food, and fashion), recapturing the value of the 
wasted materials and resources has the potential to decrease the CO2 emissions by almost 50 
percent (McKinsey Center for Business and Environment, 2016). Consequently, the transition 
from the take-make-dispose model of linear economy to the reduce-reuse-recycle model of 
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circular economy has the potential to decrease the environmental footprint of an organization 
 significantly and presents a framework for engaging in the green movement. 


There are several governmental and non-governmental organizations working to promote 


corporate circular economy practices. Some of the more notable organizations include the UN, the 
 EU, the Ellen MacArthur Foundation, and the Cradle to Cradle Products Innovation Institute. 


These organizations all have implementation plans that companies can choose to follow; in some 
 cases, the service is free; in other cases, it is not. One example of an implementation plan is the 
 EU’s Circular Economy Package, passed in 2018, which presented mandates to the European 
 corporations to maximize the reusage of the resources they employ in their production (Atasu et 
 al., 2018). This was followed up by the Circular Economy Action Plan, with an associated report 
 on implementing this plan (European Commission, 2019). Hence, the political system is creating 
 pressure toward the transition to a circular economy. An example of an organization that works to 
 promote and guide firms engaging in circular economy is the Cradle to Cradle Products 


Innovation Institute; an institute that works directly with the organizations in this endeavor 
 (Cradle to Cradle Products Innovation Institute, n.d.-a). By implementing circular economy in the 
 business activities, the management of a firm reflects what they think the consumers are willing to 
 pay for and engage with, which is related to their business model, as defined by Teece (2010). 


Thus, going from linear practices to circular practices constitutes a change in the company’s 
 business model.  


The presented stakeholder pressure has seemingly resulted in companies – from industry leaders 
 to startups – expressing sustainability strategies, often based on a notion of circularity (The 
 Economist, 2018a). However, even with the clear movement, businesses and the people within 
 these organizations may still resist this shift, as many will perceive it as a risk to the economic 
 interests of the company, as well as a shift in the work processes (The Economist, 2018b). 


Accordingly, change management might help secure a proper implementation of this new way of 
 working and ensure profits throughout the shift. 


The circular economy has become a topic of interest for both the general society and 


organizations trying to keep up with the discourse and the changing business practices to ensure 
obtaining or maintaining a competitive advantage. As employees look to the leader for the general 
direction of a company (Porter et al., 2004), we consider it prudent to examine the leadership role 
during the implementation of this vast change. Other research within the field has touched upon 
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specific notions of the supply chain within circularity (e.g., Hopkinson et al., 2018), circular 
 business models (e.g., Geissdoerfer et al., 2018), or leadership within green strategies (e.g., 
 Lynch, 2018). However, we specify leadership approaches used for implementing a circular 
 business model, aiming to answer the following research question: How can the leadership of an 
 organization approach the change from a linear to a circular business model strategy? 


To determine how the leadership can approach this change, we first determine what the role of the 
 leadership is as this is the foundation for how they can act. Then, to ascertain how the leaders can 
 approach the change towards circularity, we identify the distinct aspects of a circular change 
 process as opposed to other change processes. Finally, to conclude on how the leadership can 
 approach the change successfully, we present best practices based on a combination of our 
 interview data and our theoretical framework. 


The thesis is structured by first introducing the relevant literature in the fields of strategy, 


corporate sustainability and circularity, as well as elements of organizational change management, 
 culture, and leadership. The Findings are based on 12 interviews, examined based on a coded 
 analysis, resulting in a data structure that serves as the common thread in the Analysis chapter. 


Regarding the notion of a circular business model strategy, we will employ the Cradle to Cradle 
standard as the common framework for a circular business model. Accordingly, all of the nine 
companies that participated in this case study have been sampled due to their affiliation with the 
Cradle to Cradle Institute. This will further be elaborated on in the Methodology section. By 
outlining relevant leadership approaches in our Analysis and Discussion chapters, our research 
might help guide the leaders’ action plan for implementing circularity, irrespective of having 
access to a designated change or sustainability department. This thesis may provide insights for 
organizations regardless of their size, while the outset of the recommendations is production 
companies and the results are thus more readily applied for this type of company. The core of this 
thesis lies within the comprehensive summary and discussion for organizations, leaders, or other 
intrapreneurs looking to transform their business model, which hopefully leads to direct suppliers 
or competitors also adopting a more circular approach. 
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2.  Literature Review 


To answer our research question, we draw on three streams of literature: Strategy, sustainability, 
 and organizational studies pertaining to change management and leadership and organizational 
 culture. These literature streams draw a line between some aspects of organizational strategy, 
 including business model strategy, delving deeper into the circular business models, leading to an 
 outline of theoretical aspects of corporate sustainability strategies, and how this relates to 


circularity. Correspondingly, we draw on change management literature, primarily on an 


organizational level, to support the transformational best practice framework, including aspects of 
 leadership and organizational culture. These literature streams fuse into a theoretical base for 
 answering our research question, which we build on to create a focused best practice framework 
 for circular change, to determine how the leadership of an organization can approach the change 
 toward circularity. Figure 1 illustrates the literature streams. 


Figure 1 Literature Streams 


2.1. Strategy


As our research question revolves around a change within the organizations’ strategy, we will first 
introduce how strategy can be perceived to provide different examples of strategic approaches and 
choices that can be taken by the leadership of an organization. 



(11)10 
 Defining Strategy 


The strategy of an organization aims to capture the purpose of the organization and the plans and 
 actions to achieve this purpose (Lynch, 2018). This definition views strategy as something that 
 can be planned and later carried out to achieve the strategy. Lynch (2018) compares the definition 
 of strategy with a doctor prescribing medicine to cure an illness and calls it prescriptive strategy. 


Here, strategic management is about mapping out the future directions that need to be adopted 
 against the resources of the organization (Ansoff, 1969 and Drucker, 1961 in Lynch, 2018). 


Within this classic definition, the corporate-level strategy and the business-level strategy are 
 considered. The former captures the decision on what the business is generally about and what 
 line of business it should be in – considering both the culture and the leadership of the 


organization. The latter is about generating value from the resources and underlying principles of 
 the sustainable competitive advantage of those resources over rival companies, i.e., competing for 
 customers (Lynch, 2018). 


Farjoun (2007) posits that we live in dynamic times, meaning that nothing is static but that 
 everything is rather ever-changing. Considering this, a different approach to strategy views 
 strategy as emergent (Lynch, 2018). Aspects such as the uncertainty of the future suggest that 
 merely defining a purpose and strategy, and then developing a strategic plan, may not work. Thus, 
 strategy is more concerned with finding market opportunities, experimenting, and developing 
 competitive advantage over time, i.e., the intended purpose may not necessarily be realized in 
 practice, as it evolves both inside and outside of the organization by changing events (Lynch, 
 2018). 


Business Strategy and Competitive Advantage 


For our research, we primarily consider the organizations’ business model strategies. Our research 
 focus does not consider if the cases should change their corporate strategy, i.e., what their 


business is generally about or what line of business the organizations should be in. Instead, our 
 research revolves around businesses seeking to add value and maintaining a sustainable 


competitive advantage, i.e., a business strategy and how this is approached, as offering a 
sustainable competitive advantage to the customer is essential for the long-term survival of the 
organization (Lynch, 2018).  
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Delving deeper into the business strategy of organizations, the central concern is to develop 
 strategies that differ from what competitors are doing (Farjoun, 2007), and thus sustaining and 
 maintaining a competitive advantage that will help the organization prosper and survive 


competition (Lynch, 2018). Lynch (2018) underlines the firm’s unique, valuable, and defensible 
 resources, which can be used to develop strategies that optimize the use of resources. By 


exploiting linkages between the organization and its environment, i.e., suppliers, customers, 
 competitors, and often the government itself, a competitive advantage is sustained. Independent of 
 the source of sustained competitive advantage, Ma (2000) describes competitive advantage as 
 being a relational term, which allows “a comparison between a focal firm and its rival(s) on 
 certain dimension(s) of concern in competition” (p.18). Lynch (2018) further adds to the 
 considerations related to adding value and offering advantages over competitors by suggesting 
 considering the implementation process of the strategy to deliver it properly. Additionally, the 
 vision and purpose of an organization bring about the ability to move the organization forward in 
 a significant way (Lynch, 2018). 


The question of whether a traditional business strategy is still relevant in today’s dynamic world is 
 difficult to answer (Farjoun, 2007). However, Farjoun (2007) argues that the structural approach – 
 which he calls the business strategy definitions above – performs quite well, not only in 


evolutionary contexts but also within moderate exogenous changes. Moderate exogenous changes 
 include changes resulting in major strikes, extreme weather conditions, or new technologies, 
 leading industries to change. Even in multiple discontinuous changes, organizations can carry 
 over attributes such as technology, brand name, culture, and vision from one change to another. 


Therefore, strategies do not necessarily require wholesale change but rather minor changes 
 (Farjoun, 2007). 


Isomorphism 


If the central concern is to develop strategies that are different from what competitors are doing 
 (Farjoun, 2007), how come there are so many similar organizations? We will now delve deeper 
 into the different pressures our case companies potentially have been subjected to, and that might 
 have influenced their way of doing business, thus, their strategy. 


Almost 40 years ago, DiMaggio and Powell (1983) used institutional isomorphism to explain this 
phenomenon. Institutional isomorphism describes pressures that lead to convergence and, 
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eventually, homogeneity within an organizational field. An organizational field is a group of 
 organizations with similar key suppliers, regulatory agencies, resource and product consumers, 
 and other organizations that sell similar services or products (DiMaggio & Powell, 1983). They 
 argue, the reason for rationalization and bureaucratization within these organizational fields has 
 moved from the competitive market to the professions and the state, resulting in organizations that 
 are homogenous in their structure, culture, and output. DiMaggio and Powell (1983) identify three 
 mechanisms through which the institutional isomorphic change occurs: coercive, mimetic, and 
 normative isomorphism. 


Coercive isomorphism stems from political influence. Through informal and formal pressures, 
 organizations are pushed to act by other organization’s cultural expectations. The change towards 
 more homogeneity is also due to governmental regulations and, generally, a shared legal 


environment, which affects the organizations, e.g., through new sustainability regulations. 


Mimetic isomorphism describes how organizations react to uncertainty, modeling themselves 
 after other organizations that they perceive to be more legitimate or successful. Models may 
 circulate unintentionally and indirectly through turnover or employee transfer or intentionally, 
 e.g., consulting firms that explicitly make it their business to sell their experience and knowledge 
 on how other organizations work (DiMaggio & Powell, 1983). 


Normative isomorphism arises through professionalization, which is “the collective struggle of 
 members of an occupation to define the conditions and methods of their work” (DiMaggio & 


Powell, 1983, p.152). However, professions are exposed to the same kind of mimetic and coercive 
 pressures as the organizations are exposed to, meaning they too become more and more 


homogenous. An example of this normative isomorphism can be found within the hiring practices 
 of organizations: The HR departments look for similar candidates, as they have the same degrees 
 from the same universities. 


Beckert (2010) adds to the three pressures by mentioning competition as a pressure that DiMaggio 
 and Powell (1983) did not consider for homogeneity within an organizational field. The 


competitive pressures may lead to an institutional convergence of organizational and national 
 models, as seemingly inefficient solutions are eliminated, and homogeneity will increase again. 


Similarly, Lawrence and colleagues (2001) further add to the different institutional pressure types 
by considering two temporal dimensions of institutionalization. First, the rate can vary regarding, 
for instance, a new practice of technology that is spread throughout an organizational field. 
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Second, once the new practice is implemented, the focus shifts to the temporal aspect of the new 
 established institution. This notion of time was not originally included in the work of DiMaggio 
 and Powell (1983), although it is relevant for the stability of institutionalization. 


Business Models 


Since our research question revolves around the change from a linear to a circular business model, 
 we need to elaborate on what a business model is, and what it involves. A business model 


describes the design or architecture businesses use to create and deliver value and captures the 
 mechanisms used (Teece, 2010). Business models are basically stories that tell the narrative of 
 how things are done (Magretta, 2002). Through capturing the way business is conducted to bring 
 value to the customer, the business model reflects the management’s assumptions about what 
 customers are willing to pay for, how they want it, and in what way it can be done to meet the 
 customer’s needs (Teece, 2010). Meeting customers’ needs of the will then result in payment and 
 profits (Johnson et al., 2008). 


Johnson and colleagues (2008) distinguish between four interlocking elements, which taken 
 together will be able to create and deliver this value. First and foremost, the customer value 
 proposition (CVP) is essential in developing a successful business model (Johnson et al., 2008). 


Today, customers do not wish to simply buy random products anymore, but rather seek solutions 
 to a perceived problem (Teece, 2010). Thus, value is added to the customer by offering a product 
 that helps them get a job done (Johnson et al., 2008), making it essential to take the customer into 
 close consideration, as they are the ones buying the product and not the competitors (Lynch, 
 2018). Second, the profit formula is a plan for how the organization creates value for itself while 
 providing value to the customers. Organizations build their profit formula with a revenue model, 
 cost structure, margin model, and resource velocity. Third, all the key resources, such as people, 
 technology, equipment, channels, facilities, and brand, are required to further add value to the 
 customer (Johnson et al., 2008). Last, the key processes, i.e., the operational and managerial 
 processes – allow the organization to repeat value delivery and increase the scale. Training, 
 development, planning, sales, budgeting, and service are all part of these key processes, but also 
 the firm’s rules, norms, and metrics add value (Johnson et al., 2008). 


Johnson and colleagues (2008) underline the complexity of the seemingly easy framework, as all 
of the four elements are interconnected, meaning a minor change in one of the elements can cause 
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ripple effects in other areas of the value capturing process of the business model. Further, 


Chesbrough (2010) presents the topic of the opportunities and barriers that follow with innovation 
 within the business model. Barriers to business model experimentation may arise because of 
 conflicts between the potential new and efficient aspects. Managers will be less willing to change 
 what they perceive as added value, even when presented with disruptive technologies or 


innovations, the established business model is likely to be favored since, at a point in time, it 
 provided profits and added value (Chesbrough, 2010). To avoid the loss of these opportunities, 
 Chesbrough (2010) suggests maps of the business model, adopting an effectual attitude towards 
 experimenting within the business model, while encouraging experimentation and accepting 
 failure. Accordingly, organizations need internal leaders for changing the business model to 
 deliver a new better business model through managing the results of the processes (Chesbrough, 
 2010), as a business model capture the mechanisms used for creating value, but also ties the 
 narrative of the business to numbers (Magretta, 2002). 


Family Businesses and Long-term Business Strategies 


The ownership structure influences the business strategy of a firm (Carlock & Ward, 2001). As 
 the case companies we interviewed were all family-owned (see Methodology), we find it relevant 
 to consider how the ownership structure affects the long-term planning. 


Family-owned businesses are very likely to have long-term oriented strategies and commitment to 
 achieve a sustainable competitive advantage (Danco, 1975 in Harris et al., 1994, Le Breton-Miller 


& Miller, 2006). Further, family-owned businesses are likely to focus on investing in capabilities, 
 such as research and development, brand building, and infrastructure yield potential competitive 
 advantage (Le Breton-Miller & Miller, 2006). Family-owned businesses are also likely to invest 
 in staff and training for their employees to create knowledge, preserve the knowledge within the 
 organization (Le Breton-Miller & Miller, 2006), focus on employee care and loyalty (Ward, 1988 
 in Harris et al., 1994), and garner trust (Carlock & Ward, 2001). The notion of trust will also be 
 elaborated on in the Role of Leadership within Change Implementation Section. Additionally, the 
 long-term commitment leads to investing in enduring relationships with suppliers and partners, 
 enhancing access to information and resources, focusing on the core competencies. A tradition for 
 innovation, a strong organizational culture, and a flexible organization adds to family businesses’ 


unique advantages (Carlock & Ward, 2001). Post (1993) adds that family businesses are more 
likely to get involved in environmentally friendly strategies because of their local orientation. For 
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the companies we have investigated, the organizations have chosen sustainability or, more 


specifically, circularity as a strategic goal. What this entails will be accounted for in the following 
 section. 


2.2. Corporate Sustainability 


To consider the implications of what a sustainable business model strategy entails, the following 
 outlines the definitions and the differing views on corporate sustainability. 


Defining Corporate Sustainability 


The notion of corporate sustainability is fraught (Andersen & Skjoett‐Larsen, 2009; Sheehy, 
 2015). Definitions range from the idea that the sole social responsibility of a business is to 
 generate profits for its shareholders to aligning with sustainable development as defined by the 
 UN’s Sustainable Development Goals (the SDGs)1 and the 1987 Brundtland Report2 (Moratis et 
 al., 2018). Accordingly, the notion of a sustainable business strategy does not have a fixed 
 meaning. 


Nonetheless, corporate sustainability – often referred to as Corporate Social Responsibility (CSR) 
 – is commonly associated with environmental and social issues connected to the voluntary 


activities of a company and its relationship with the larger society (Andersen & Skjoett‐Larsen, 
 2009). This definition of corporate sustainability as being related to environmental and social 
 issues can be connected to the concept of triple bottom line, which was coined by John Elkington 
 (Geissdoerfer et al., 2017). Elkington (1998) explains the triple bottom line as an accounting 
 method that, through accounting, auditing, and reporting, should report on the progress (if the 
 company has progressed) on measurable indicators related to the sustainability of a social, 
 environmental, and economic bottom line. The social bottom line should indicate the effect of an 


1 The SDGs are a collection of 17 goals, communicated in the UN’s 2030 Agenda for Sustainable 
 Development, pertaining to peace and prosperity for people and the planet (United Nations, n.d.). 


2 The Brundtland Report, formally known as Our Common Future, was published by the UN and stated that 
present activities have to meet the present needs without compromising future needs (Moratis et al., 2018).
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organization on people, both internal and external to the organization, on issues such as safety, 
 training, and employment of underprivileged people. The environmental bottom line should 
 denote metrics such as polluting emissions, lifecycle impacts of products produced, and material 
 and water usage. Lastly, the economic bottom line should measure long-term economic 


sustainability based on pricing, demand, and profits (Elkington, 1998). 


The idea of a triple bottom line has grown into an essential part of today’s notion of sustainability. 


This is reflected in Geissdoerfer and colleagues' (2017) definition of sustainability, which is also 
 reminiscent of the 1987 Brundtland Report: “the balanced and systemic integration of intra and 
 intergenerational economic, social, and environmental performance” (p. 759). This emphasis on 
 environmental and social sustainability is also the base of Supply Chain Responsibility (SCR), 
 which revolves around metrics of social and environmental sustainability throughout all the 
 supply tiers (Spence & Bourlakis, 2009). Thus, the corporate responsibility of the focal company 
 is extended throughout the supply chain. 


The Perception of CSR in Different Contexts 


The broad range of CSR definitions also differs depending on the geographical context. 


Considering the various geographical bases of our case companies, we include literature on how 
 they differ. 


The definition of CSR as a voluntary engagement in corporate policies and strategies that 
incorporates the interests of society, is in line with the concept of explicit CSR, as defined by 
Matten and Moon (2008). They distinguish between the notion of explicit CSR and implicit CSR, 
arguing that the former has traditionally been more common in the US, whereas the latter has 
been the tradition in the European countries (Matten & Moon, 2008). While explicit CSR is 
aligned with the most common understanding of CSR, implicit CSR describes corporations that 
adhere to their social responsibility as defined by formal and informal institutions, such as 
legislation and societal norms. Explicit CSR has traditionally been associated with business 
practices in the US, where the governmental system is less engaged in providing social security 
for its citizens than its counterparts in European countries. In addition to the divergent legislative 
contexts, Matten and Moon (2008) found other differing factors, related to the business contexts, 
to be generating two different traditions for CSR in the two areas, such as the financial and the 
cultural systems. Where the US financial system has companies obtaining the majority of their 
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capital through an often-vast number of shareholders focused on dividends and accountability, 
 their European counterparts often have interconnected owners with a focus on long-term 
 conservation of their influence and power. Culturally, the US has had a tradition for distrusting 
 Big Government and a greater tradition for corporate philanthropy, whereas Europeans have 
 traditionally relied more on representation by politicians, unions, and other associations (Matten 


& Moon, 2008). Consequently, US companies traditionally have had stakeholders expecting an 
 expressed CSR policy, signaling accountability and assumed social responsibility. Conversely, 
 European companies have traditionally been expected to intrinsically follow the norms of society, 
 i.e., implicit CSR, and thus, have not been expected to communicate explicit CSR policies 


(Matten & Moon, 2008). 


The notion of CSR being shaped by the national context is further supported by scholars such as 
 Liang and Renneboog (2017), who characterize the legal system in the US as common law and 
 the European countries as various versions of civil law systems. Liang and Renneboog (2017) 
 similarly argue, common law systems are shaped by the private market and mostly depend on the 
 market to regulate itself, whereas the market in civil law systems to a greater extent is shaped by 
 stricter regulation and strong unions. However, with the rise of globalization, there has been a rise 
 of explicit CSR in Europe, where companies are now increasingly competing on internationally 
 defined terms that often align with the American tradition (Matten & Moon, 2004, 2008). Further, 
 the transnational nature of multinational corporations (MNCs) and the resultant shift in power-
 structures between the MNCs and national governments have further increased this tendency, as 
 firms are now increasingly expected to adhere to social and political responsibilities (Knudsen & 


Moon, 2017; Scherer & Palazzo, 2011). Nevertheless, despite the rising convergence in relation to 
 the expectance of explicit CSR approaches, Liang and Renneboog (2017) still posit that 


companies from civil law countries score higher than their common law counterparts in CSR 
 measuring indices. This, they claim, is due to the embedded regulation and societal preferences. 


The differing definitions and expectations of what constitutes corporate sustainability – and, by 
association, what constitutes a sustainable business model and strategy – shape a firm’s approach 
to CSR depending on its institutional context. Hence, the societal context has to be part of the 
considerations when comparing our case companies’ approaches to implementing the change 
from a linear to a circular business model strategy, given their different countries of origin (see 
Cultural Dimensions for a further elaboration on the effect of the societal context). 
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 2.3. Circularity 


To examine how the leadership of an organization can approach the change management related 
 to going from a linear to a circular business model, it is essential to understand what circular 
 economy entails. This is outlined in the following section. 


Defining Circular Economy 


In the context of an evolving understanding of what sustainability is, circular economy is an 
 economic system, where the main motivation is a better use of the Earth’s resources, i.e., that 
 waste should be designed out of the supply chain to stop it from ‘leaking’ (Geissdoerfer et al., 
 2017; Murray et al., 2017). Put differently, circular economy is “a regenerative system in which 
 resource input and waste, emission, and energy leakage are minimised by slowing, closing, and 
 narrowing material and energy loops. This can be achieved through long-lasting design, 


maintenance, repair, reuse, remanufacturing, refurbishing, and recycling” (Geissdoerfer et al., 
 2017, p. 759). Accordingly, a significant feature of circular economy is based on closing or 
 slowing supply chain loops through re-integration, which necessitates a reverse supply chain 
 design with the systems in place for the re-integration of resources in the supply chain (Hopkinson 
 et al., 2018). Hence, SCR becomes a relevant feature of the approach to circular economy. 


The prevailing, modern-day framework for circular economy derives from the Ellen MacArthur 
 Foundation (2013) and is commonly referred to as the Butterfly Model, due to its shape (see 
 Appendix C), and is frequently cited in studies on circular economy (e.g., Geissdoerfer et al., 
 2017; Hopkinson et al., 2018). The Butterfly Model outlines four principles for circular economy. 


Firstly, waste is redefined to have economic potential, and the concept of waste is designed out of 
 the supply chain, so everything is reused. Secondly, the products are made up of components that 
 can be effortlessly reused or otherwise returned to the biosphere without causing any harm. 


Thirdly, all energy should be based on renewable energy sources. Fourthly, the consumer is 
 redefined as user, denoting that the linear approach of produce-use-dispose is abandoned and 
 replaced by produce-use-reuse (The Ellen MacArthur Foundation, 2014). 


Thus, circular economy distinguishes itself from a linear economy since it accepts resources being 
 disposed of when the consumers determine that they are done with them (Murray et al., 2017). 


Even within a traditional sense of sustainability, waste is considered inevitable, although it should 
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be limited and properly disposed of, as opposed to the re-integration of the resources in the 
 circular economy (Geissdoerfer et al., 2017). 


The definition of circular economy is in line with the characteristics of the Cradle to Cradle 
 Institution, which we employ as a common framework for the case companies, while the Cradle to 
 Cradle characteristics further incorporate social fairness in line with the concept of triple bottom 
 line. These characteristics are elaborated on in further detail in the Methodology Chapter. 


Opportunities and Challenges for Circularity 


Circular economy is not considered to be in opposition to growth. Contrarily, its proponents 
 expect it to have financial advantages for the firm in addition to the positive effects on the 
 environment (Geissdoerfer et al., 2017). This financial benefit is based on reduced waste and 
 material use, which has the potential of being inexpensive and generating larger profit pools 
 (Atasu et al., 2018; Burgon & Wentworth, 2018; Lieder & Rashid, 2016), as well as a circular 
 economy market at scale supposedly would ensure robust and reliable streams of materials that 
 would be able quickly to adjust to demand (The Ellen MacArthur Foundation, 2014). 


Extending the profitability perspective, companies might also engage in circularity to engage in 
 CSR-related activities to gain or sustain legitimacy as a business, i.e., justifying its ‘raison d’être’ 


in the eyes of others (Johansen & Ellerup Nielsen, 2012). This legitimization can be tied to the 
employees of an organization wanting the organization to align with their own values and beliefs 
(Aguinis & Glavas, 2012; Johansen & Ellerup Nielsen, 2012). Additionally, the legitimacy can be 
related to matching what competitors are doing or attempting to outperform the competitors, 
and/or to adhere to cultural expectations from actors external to the firm, such as the consumers 
(Aguinis & Glavas, 2012; Johansen & Ellerup Nielsen, 2012). However, many businesses cannot 
do this in a cost-effective manner, nor are their products designed to be re-integrated in the supply 
loop (Atasu et al., 2018). Consequently, circular economy requires substantial initial investments 
to establish cleaner production facilities and finance the research and development for the new 
designs (Masi et al., 2017). This further raises the issue that many current consumers do not 
consider refurbished or remanufactured products as an added value (Atasu et al., 2018) as well as 
virgin materials currently are cheaper, although the prices are rising due to resource scarcity (Masi 
et al., 2017). 
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Given the consumers becoming users in the context of a circular economy, a system has to be put 
 in place that can properly re-integrate the resources into the supply chain of a company, as well as 
 easily facilitate that the resources are sent from the users and back into the loop (Hopkinson et al., 
 2018; The Ellen MacArthur Foundation, 2014). This requires infrastructure to be in place so that 
 it does not hinder or add costs to the re-integration, as well as that the users in most cases will 
 have to be incentivized to take part in the re-integration rather than the often-easier option of 
 disposing of the resources (Masi et al., 2017; The Ellen MacArthur Foundation, 2014). This 
 necessitates that the facilities within the supply chain are prepared to not only take back the 
 products but also either repair, reuse, or remanufacture the products. Thus, the products have to be 
 designed for the re-integration, which usually means that they have to be designed for 


disassembly, repair, and using eco-friendly materials (Burgon & Wentworth, 2018). 


In addition to the required infrastructure, a circular economy has to be transparent to be able to 
 track the material flows (The Ellen MacArthur Foundation, 2014), which can also be related to the 
 element of traceability found to be affecting SCR (Eriksson & Svensson, 2015). Companies have 
 to document their progress regarding CSR policies through CSR reporting, which might require 
 great effort from the companies, especially if the focal company is also expected to report on 
 progress made within its supply tiers. Simultaneously, such reporting is essential for its 
 stakeholders to garner trust in the company (Kim, 2019). 


2.4. Employing Circularity as a Strategy 


In the previous sections, we have outlined what a business strategy is and where it might derive 
 from, as well as the views on and expectations of corporations adopting sustainable policies, and 
 what the sustainability strategy of circular economy entails. To examine the change management 
 approach to going from a linear to a circular business strategy, the following will outline how 
 these concepts of strategy and circularity merge to create a framework for what the leadership is 
 attempting to change. 


Circular Business Models 


A circular business model can take many forms. Here, the core of these will be described. 


Business models matter in the context of strategy, as they pertain to the value proposition to the 
costumers, which is the point of departure for any strategy (Johnson et al., 2008; Magretta, 2002). 
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While circular economy, at its core, is an economic system centered around preserving the value 
 inherent in all resources, a circular business model is based on incorporating this into a practice-
 oriented value proposition (Geissdoerfer et al., 2018). 


Bocken and colleagues' (2014) conceptualization of sustainable business model archetypes 
 extends the notion of value pertaining to a business model to the three elements of value 


proposition, value capture, and value creation and delivery in defining the elements that make up 
 a business model. Geissdoerfer and colleagues (2018) relate these three elements to their circular 
 business model framework. They argue that in order for a business model to be circular and 
 deliver on each of the triple bottom lines, all three elements have to incorporate the circular 
 economy principles. In line with Johnson and colleagues' (2008) description, Geissdoerfer and 
 colleagues’ (2018) element of value proposition pertains to the intrinsic goal and vision of what 
 the business offers to its clients, i.e., what characterizes the products and services in terms of, for 
 instance, the product design. The value capture can be related to the triple bottom line, as it 
 describes how the company garners both economic and societal value in the short and long-term, 
 for instance, by incentivizing repairs or returns to take-back systems. Finally, the value creation 
 and delivery are related to the systems that ensure the value proposition is created and that the 
 subsequent value is captured, i.e., a stakeholder system that, for instance, includes suppliers that 
 are motivated to contribute (Geissdoerfer et al., 2018). 


Kortmann and Piller (2016) also present a framework for conceptualizing business models based 
 on value creation and value capture, identifying nine different business model archetypes. They 
 categorize these archetypes into a metric of three modes of value creation along the product 
 lifecycle; production, consumption, and circulation, distinguished by three modes of openness of 
 the business model’s value capture; firms, alliances, and platforms. Among these nine 


archetypical business models, three are identified as circular: circulation-platform operator, 
 recycling alliance, and rebound manufacturer. Only the circular archetypes are relevant to this 
 thesis; thus, we will solely expand on those. The circulation-platform operator denotes an entirely 
 open business model that offers a platform, allowing all users to sell their used products of any 
 origin to others with the purpose of extending its lifecycle. The recycling alliances are 


characterized by stakeholder alliances that reacquire used products to recycle the products. Lastly, 
 the rebound manufacturer model consists of businesses that engage with their own users to 


reacquire their products to recycle or upgrade them post-consumption (Kortmann & Piller, 2016). 
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For implementing circularity, Kalmykova and colleagues (2018) summarize what a circular 
 business model strategy entails, consisting of ten steps: 


1.  Material sourcing, related to issues such as the industry standards, regulation, replacing 
 environmentally damaging materials with renewable or abundant materials, etc. 


2.  Design, connected to both consumer satisfaction with a product that meets all of their 
 needs, as well as being designed with disassembly, repair, and recycling in mind, etc. 


3.  Manufacturing, linked to the standards at the manufacturing facilities, including the 
 energy input, as well as scalable production, etc. 


4.  Distribution and sales, describing aspects such as the packaging, systems for resale, etc. 


5.  Consumption and use, referring to the stakeholders being involved in and receiving 
 guidance to engage in a system where ownership is replaced by usership 


6.  Collection and disposal, related to the extended responsibility of the producers to re-
 integrate the materials at the post-user stage 


7.  Recycling and recovery, describing the process of recovering the materials 
 8.  Material sourcing, linked to the conversion of materials into new materials 
 9.  Remanufacturing, connected to the process of rebuilding products 


10. Circular inputs, referring to the resource inputs being sourced to have extended lives 
 These steps provide an overview of the necessary considerations when opting to implement 
 circular economy within an organization. 


Strategic Partnerships and Supplier Relationships 


With the goal of closing the loops in the supply chain and re-integrating resources back into the 
 system (Hopkinson et al., 2018), circularity is dependent on collaborating with the supply chain. 


To motivate both the focal firm and their suppliers to implement circular practices, Masi and 
 colleagues' (2017) review of circular supply chain formations indicates six different drivers. These 
 comprise: 


1.  Rising resource prices incentivizing resource efficacy that might lead to competitive 
 prices 


2.  Utilizing waste as a resource creating new value streams 


3.  Evading regulatory costs by preemptively engaging in limiting externalities 
4.  Strengthening legitimacy and securing legal bases 
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5.  Strengthening the corporate brand among consumers 
 6.  Reducing risks 


Such drivers might function as enablers for the focal company when attempting to establish a 
 reverse supply chain design, which usually requires convincing the suppliers of the value of these 
 drivers. Moderating elements that affect SCR include the ‘length’ of the supply chain and the 
 geographical ‘length’, transparency, and buyer strength (Eriksson & Svensson, 2015). The length 
 of the supply chain denotes the number of supply tiers a focal company has and the ‘longer’ the 
 supply chain, the messier it becomes to ensure transparency and control that the facilities adhere 
 to the circular standards. Similarly, the geographical lengths signify the physical distance between 
 the suppliers and focal company, as a greater distance complicates efforts to ensure and check up 
 on measures of SCR and circularity. Consequently, shorter geographical and supply chain lengths 
 make it easier for the focal company to control the conditions (Eriksson & Svensson, 2015). 


Transparency ensures traceability along the supply chain, thus enabling efforts of SCR and 
 circularity. Buyer strength derives from either a joint dependency between the supplier and the 
 focal firm or that the focal firm represents a significant share of the suppliers’ sales, thus 
 facilitating a relationship where the suppliers are willing to change their practices (Eriksson & 


Svensson, 2015). 


When establishing SCR policies, it is common for the focal company to establish a code of 
 conduct that establishes the minimum sustainability standards the focal company can accept and 
 that the suppliers have to comply with to maintain the business (Grosvold et al., 2014; Pedersen & 


Andersen, 2006). However, communicating a code of conduct is not necessarily enough to ensure 
 that the suppliers adhere to these standards. To ensure the desired compliance, companies 


increasingly engage in measuring activities, where the focal company conducts audits, monitors 
 activities, etc. (Andersen & Skjoett‐Larsen, 2009; Grosvold et al., 2014; Pedersen & Andersen, 
 2006). Nonetheless, solely engaging in monitoring activities increases the risk of excluding small-
 scale suppliers that cannot afford to upgrade their facilities (Perez-Aleman & Sandilands, 2008) as 
 well as it increases the risk of opportunism among suppliers that disregard the standards and take 
 advantage of the issues related to verifying compliance (Grosvold et al., 2014; Pedersen & 


Andersen, 2006). Hence, Grosvold and colleagues (2014) argue that the focal company should 
engage in a combined effort of both managing and measuring. Managing efforts can take various 
forms, including collaborating with the suppliers and offering them training and rewards, as well 
as requiring third-party certifications and establishing sanction systems (Grosvold et al., 2014), 
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which is in line with Perez-Aleman and Sandilands' (2008) argument that companies should 
 engage in partnerships with their suppliers. Similarly, Pedersen and Andersen (2006) present 
 various forms of safeguarding measures, highlighting forms of close partnerships by either 
 establishing long-term relationships that accumulate in mutual trust, investing in the suppliers’ 


facilitation of the code of conduct, or being involved in the planning of the implementation. Other 
 managerial efforts presented by Pedersen and Andersen (2006) also include sanctions and third-
 party monitoring, which is in line with Grosvold and colleagues (2014). 


Working Strategically with the Circular Business Model 


Once the circular business model and associated practices have been established, a fundamental 
 part of the business strategy is communicating it. There are several ways to do this. In addition to 
 being a means of managing the supply chain, the use of certifications can be applied as a branding 
 tool to communicate the sustainability efforts of a company (Dahlin et al., 2020; Johansen & 


Ellerup Nielsen, 2012). Engaging in proactive sustainability initiatives can generate positive 
 responses from consumers if communicated in ways that are perceived as transparent and have the 
 potential to positively affect profitability (Groza et al., 2011; Khojastehpour & Johns, 2014). This 
 can be associated with corporate self-storying, where a company presents itself in a certain way to 
 ensure a unified stakeholder perception, thus securing a strong brand as well as its legitimacy and 
 differentiation as a company (Johansen & Ellerup Nielsen, 2012). 


Johansen and Ellerup Nielsen (2012) posit that once organizations start engaging in CSR 
 communication, it becomes subject to institutionalization in the field, thus becoming a 


requirement for legitimacy. This raises a new differentiation issue, where certifications contribute 
 to the isomorphic sameness (Johansen & Ellerup Nielsen, 2012). Simultaneously, the value 
 proposition offered to the users also has to meet the users’ general and personal wants and needs; 


hence the sustainable factors have to be secondary to the product or service (Hitchcock & Willard, 
 2009). To alter these user needs to attribute greater value to sustainability and to engage in 


sustainable practices, such as the reverse supply chains, the company should engage in 
educational marketing efforts, as well as their products themselves might function as a 
communicative tool (Bocken & Short, 2016). 
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 2.5. Change Management  


The case organizations interviewed had to commit to extensive changes to achieve their circular 
 business model strategies. To examine how the leadership of an organization can approach 
 organizational change management, the following will outline what change management entails 
 and different models for implementation. 


Defining Change Management 


Change management is defined as the process to serve the ever-changing needs of external and 
 internal customers by continually renewing an organization's direction, structure, and capabilities 
 (Moran & Brightman, 2001), i.e., change management can help change the organization and steer 
 it towards the desired direction. Therefore, the ability to change the organization becomes highly 
 important when attempting to remain competitive due to the customers’ changing needs (By, 
 2005). The importance of change management in today’s business world also leads to countless 
 different theories and approaches. However, By (2005) identifies two facts scholars seem to agree 
 on: Firstly, change can be triggered by internal and external factors, while it comes in all forms, 
 sizes, and shapes, and, secondly, the pace of change has never been greater than in the current 
 business environment.  


Change can occur on four different levels. As mentioned in the section on isomorphism, an 
 organizational field is influenced by institutions, laws, social movements, and disruptive ideas. 


Unexpected field changes, such as new standards, rankings, or treaties, can also affect an entire 
 organizational field (e.g., DiMaggio & Powell, 1983). On an organizational level, change can 
 occur due to acquisitions, restructuring of the business, strategic alliances, growth, or downsizing. 


Innovations and new technology also lead to change on an organizational level (e.g., Dainty & 


Kakabadse, 1990; Kotter, 1995). Setting up new teams or departments, exploring decision-


making, and group inter-dependencies and communication may lead to change on the group level 
(e.g., Schein, 1969; Al-Haddad & Kotnour, 2015). Lastly, change may occur on the individual 
level through training, coaching, a job redesign, or recruitment (e.g., Al-Haddad & Kotnour, 
2015). For our research, we will mainly focus on the organizational change the case companies 
are going through. However, the field-level can be a catalyst to the organizational level of change, 
which is why we partly consider the field-level as well. We have limited insight into their groups 
or individual levels of change, so these levels will not be considered. 
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 Different Approaches to Change 


Having discussed where change may occur, it is essential to understand some of the different 
 types of change and the different ways to approach change. The most common distinction is made 
 between planned and emergent change (Bamford & Forrester, 2003). Planned change views the 
 change within an organization as a process that moves from one fixed point to another by going 
 through pre-planned steps that can be analyzed and constructed (Bamford & Forrester, 2003). 


These steps are typically initiated, planned, and carried out by the management, and are known as 
 top-down implementation. An example of a top-down planned approach is Lewin's (1947) Three-
 Phase-Model, which is further explained in the Implementing Change section as well as the 
 Fostering Change Through Leadership section. 


Emergent change, also known as continuous improvement or organizational learning (Burnes, 
 2004), perceives change as an ongoing process that is less dependent on detailed planning and 
 projections. Instead, it relies on trying to understand the complexity of the issues involved with 
 the change and then identifying the range of possible options to implement the change 


successfully (Bamford & Forrester, 2003). Within this view, due to the uncertainty of the 


environment that organizations act in, the emergent change theory is more pertinent and planned 
 change seems more inappropriate. Emphasis is placed on bottom-up change implementation rather 
 than the typical top-down implementation known for planned change. From an emergent 


perspective, it seems impossible for the senior management to keep up with both identifying, 
 planning, and implementing every aspect and action that is required due to the pace and 
 complexity of the change (Bamford & Forrester, 2003), which makes it essential to involve the 
 employees as an active part of the change implementation. 


Another distinction is made between episodic and continuous change. Here, episodic change 
 refers to change as an occasional interruption or divergence from the equilibrium the organization 
 finds itself in (Weick & Quinn, 1999). The organizations are inertial, and change is discontinuous, 
 infrequent, and, importantly, intentional. Conversely, continuous change describes change as a 


“pattern of endless modifications in work processes and social practice” (Weick & Quinn, 1999, 
p. 366). This type of change is driven by organizational instability and ad hoc reactions to daily 
contingencies. Organizations are described as being self-organizing and emergent, and the change 
surrounding them is constant, cumulative, and evolving (Weick & Quinn, 1999). 
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The two models of both planned and emergent, as well as episodic and continuous change, are 
 closely related to the theories of prescriptive and emergent strategy, as both of them view strategy 
 and change as, on the one hand, something plannable and calculable, and, on the other hand, 
 something emerging and evolving, making it less predictable. 


Implementing Change 


To implement a desired change within an organization, different models can be used. In the 
 following, we present three classic models for change implementation: Lewin’s Three-Phase-
 Model (1947), Kotter's (1995) 8 Step Model, and Hiatt's (2006) ADKAR Model. All of these 
 models view change as plannable, thus founded within the view of planned change. Within the 
 field of planned change models, there are models viewing change as episodic (e.g., Lewin, 1947), 
 but especially the newer models within this field regard change as continuous (e.g., Kotter, 1995 
 and Hiatt, 2006). As the view on change as emergent is relatively new, it lacks “the coherence and 
 armory of methods and techniques accumulated by the planned models” (Burnes, 2004, p. 13). 


Instead, it is based on the broad idea of change implemented as bottom-up (Edwards et al., 2020). 


Lewin’s (1947) theory on change management established the base of nowadays change 


management, and the origins and essence of further research on planned change initiatives lay in 
 Lewin’s work (Burnes, 2004). Lewin views change as planned and episodic. Consequently, his 
 Three-Phase-Model is based on first unfreezing the current state of the organization, followed by 
 transitioning into new systems, structures, and procedures, and, finally, ending the transition by 
 refreezing the new level once it has been implemented (Lewin, 1947; Stouten et al., 2018). The 
 model acknowledges that new behavior needs to be linked to discarding the old behavior. 


However, the three phases are quite broad, which led other scholars, such as Kotter (1995), to 
 build upon Lewin’s (1947) model (Burnes, 2004). 


While the Three-Phase-Model regards change as planned, Kotter (1995) views the change 
 initiatives as plannable but views the change itself as continuous, i.e., once through the eight 
 steps, the process starts over again due to the dynamics of the organizational field. His 8-Step-
 model includes: 


1.  Establishing a sense of urgency around the need to change, as people will not change 
without a perceived need to do so 
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2.  Creating a powerful guiding coalition, which means assembling a group with influence, 
 power, and energy to lead the change as a team 


3.  Developing a vision and strategy and tell people what the change is about, why it is 
 necessary, and how it will change 


4.  Communicating the vision at every possible opportunity and in every possible way, while 
 letting the guiding coalition teach by example 


5.  Empowering broad-based action, i.e., “involve people in the change effort, get people to 
 think about the changes and how to achieve them rather than thinking about why they do 
 not like the changes and how to stop them” (Appelbaum et al., 2012, p.766). 


6.  Generating short-term wins, which means making the new improvements visible and 
 recognizing and rewarding employees involved in the improvements 


7.  Consolidating gains and producing more change, i.e., creating momentum for the change 
 by invigorating people through the changes and developing people as change agents 
 (Appelbaum et al., 2012) 


8.  Institutionalizing new approaches and anchoring the new improvements into the corporate 
 culture, which is critical to the long-term success 


Although Kotter's (1995) model of change management lacks a rigorous foundation, it became an 
 instantant success when it was advocated, and remains a key reference in the field of change 
 management (Appelbaum et al., 2012). 


A newer model was developed by Hiatt (2006): The ADKAR change model. The name originates 
 from the acronym for the four different stages he presents: Awareness, Desire, Employee 


Knowledge, and the Reinforcement stage. Awareness includes creating a sense of urgency, similar 
 to Kotter’s (1995) first step, while it also involves creating and communicating a vision (Stouten 
 et al., 2018), similar to Kotter’s (1995) third step. Desire focuses on empowering the employees 
 and implementing the change while involving the employees actively. To support the employee’s 
 active role, employee knowledge and skills are developed, and finally, the changes are 


institutionalized within the reinforcement stage (Hiatt, 2006). The model specifically focuses on 
the employees’ role as ambassadors for change, e.g., by taking their individual needs and 
consequences of the change into consideration for both the employee and groups (Stouten et al., 
2018). 




    
  




      
      
        
      


            
    
        Referencer

        
            	
                        
                    



            
                View            
        

    


      
        
          

                    Hent nu ( PDF - 132 Sider - 1.46 MB )
            

      


              
          
            Outline

            
              
              
              
              
              
                              
    L EADERSHIP AND  O RGANIZATIONAL  C ULTURE
                              
    F OSTERING  C HANGE  T HROUGH  L EADERSHIP
                              
    S TRATEGIC  T RANSFORMATIONAL  L EADERSHIP
                              
    T RANSFORMATIONAL  C HALLENGES
                              
    T RANSFORMATIONAL  D RIVERS
                              
    C OPING WITH THE  T RANSFORMATIONAL  C HALLENGES
                              
    R EINFORCING THE  T RANSFORMATIONAL  D RIVERS
                              
    F URTHER  R ESEARCH
              
              
            

          

        

      
      
        
  RELATEREDE DOKUMENTER

  
    
      
          
        
            Do we need one business model definition? Anders Bille Jensen
        
      

        Design/methodology: Variances in roles, nature and forms of current and diverse applications of the business mod- el concept are discussed from a vertical and a horizontal

    
      
          
        
            From Structure to Process: Dynamic Aspects of Business Model Change
        
      

        By elucidat- ing the structure and processes related to business  model dynamics, the complexity theory perspective  gives us an opportunity to capture the dynamic aspects  of

    
      
          
        
            LEARNING FOR COMPETITIVE ADVANTAGE AND BUSINESS SUCCESS
        
      

        2 Learning is a critical business strategy, and unless the  pace and effectiveness of learning keep pace with  the rate of change in our business environment, the  likelihood of

    
      
          
        
            Danish University Colleges How-to Guide: Product-as-a-service Business Modeling Tool Nielsen, Martin Storkholm
        
      

        Instead, the model is a support structure in the change process for companies going from a  traditional, linear business model towards a more sustainable, circular business model

    
      
          
        
            The Role and Value of Data in Realising Circular Business Models – a Systematic Literature Review
        
      

        Research on the  intersection of data and circular business models has  remained scarce (for exceptions, see Bressanelli et al.,  2018; Tseng et al., 2018), and more insight into this

    
      
          
        
            Danish University Colleges How-to Guide: Product-as-a-service Business Modeling Tool Nielsen, Martin Storkholm
        
      

        Instead, the model is a support structure in the change process for companies going from a  traditional, linear business model towards a more sustainable, circular business model

    
      
          
        
            Business Model Innovation The Role of Organizational Design
        
      

        While organizational design only deals with  the designable elements of an organization, the BMI construct builds upon and extends central ideas  from business strategy and

    
      
          
        
            A Responsiveness View of Logistics and Supply Chain Management
        
      

        (2011) Journal of Business Logistics &#34;a responsive or agile supply chain strategy places a premium  on flexibility and responsiveness to uncertainty in demand  (Goldsby et al.

      



      

    

    
            
            
      
  RELATEREDE DOKUMENTER

  
          
        
    
        
    
    
        
            Business Model Innovation Portfolio Strategy for Growth Under Product-Market Configurations
        
        
            
                
                    
                    16
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Trends in Business Model Research: A Bibliometric Analysis
        
        
            
                
                    
                    24
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Ecosystemic Business Model Scenarios for Connected Health
        
        
            
                
                    
                    7
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Fostering Cross-Disciplinarity in Business Model Research Florian Lüdeke-Freund
        
        
            
                
                    
                    14
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Trends in Business Model Research: A Bibliometric Analysis
        
        
            
                
                    
                    111
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            The Role and Value of Data in Realising Circular Business Models  – a Systematic Literature Review
        
        
            
                
                    
                    127
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Business Model Warfare The Strategy of Business Breakthroughs
        
        
            
                
                    
                    25
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

          
        
    
        
    
    
        
            Changes in course structure for MSc in Economics and Business Administration specialisations from September 2020 
        
        
            
                
                    
                    10
                

                
                    
                    0
                

                
                    
                    0
                

            

        

    


      

      


              
          
            
          

        

          

  




  
  
  
    
      
        Company

        	
             Om os
          
	
            Sitemap

          


      

      
        Kontakt  &  Hjælp

        	
             Kontakt os
          
	
             Feedback
          


      

      
        Juridisk

        	
             Vilkår for brug
          
	
             Politik
          


      

      
        Social

        	
            
              
                
              
              Linkedin
            

          
	
            
              
                
              
              Facebook
            

          
	
            
              
                
              
              Twitter
            

          
	
            
              
                
              
              Pinterest
            

          


      

      
        Få vores gratis apps

        	
              
                
              
            


      

    

    
      
        
          Skoler
          
            
          
          Emner
                  

        
          
                        Sprog:
            
              Dansk
              
                
              
            
          

          Copyright 9pdf.org © 2024

        

      

    

  




    



  
        
        
        
          


        
    
  
  
  




     
     

    
        
            
                

            

            
                                 
            

        

    




    
        
            
                
                    
                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                        
                            
  

                            

                    

                    
                        

                        

                        

                        
                            
                                
                                
                                    
                                

                            

                        
                    

                    
                        
                            
                                
  

                                
                        

                        
                            
                                
  

                                
                        

                    

                

                                    
                        
                    

                            

        

    


