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ABSTRACT
This paper examines sustainability as an emerging stimulus for corporate entrepreneurship 
in New Zealand publicly traded fi rms, using a process approach to sustainable corporate 
entrepreneurship. We fi nd that many of the fi rms do not identify sustainability in their 
mission statement or in relationship to any product, process, strategy, or business model 
innovative initiative. Of those that do, there are varying degrees of inclusion and as such, 
sustainability does not seem to be widely or strategically considered a stimulus for corpo-
rate entrepreneurship by publicly held New-Zealand-based corporations. Copyright © 2011 
John Wiley & Sons, Ltd and ERP Environment.
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Introduction

SOME SAY THAT THE WORLD HAS REACHED A ‘TIPPING POINT’ WITH RESPECT TO MANAGING THE TRADE-OFF BETWEEN 

sustainability and the economic growth needed to meet an ever expanding global population with ever 

increasing standard of living expectations (Lovins, 2008). There is evidence that the most recent economic 

tsunami that swept through the globe has been, in part, driven by the sustainability issues that diminished 

discretionary income due to the rapid rise in the costs of energy and commodities that occurred (Lovins, 2008). 

Furthermore, Lovins (2008) suggests that the intensity of this economic instability has been amplifi ed by the 

prevalence of our increasingly global, but environmentally unsustainable approaches to commerce that assumes 

economic stability, prosperity, and growth that are fundamentally driven by a constantly increasing level of global 

consumption.

Purpose

The purpose of the present study is to explore whether sustainability has emerged as a stimulus for corporate 

entrepreneurship. To do this, we develop a process approach of the adoption of the strategic use of sustainable 
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corporate entrepreneurship. The assessment of the extent to which sustainability has been strategically integrated 

into an organization’s entrepreneurial initiatives requires access to detailed internal information that is frequently 

not available to external parties. Given the lack of such detailed information in the public domain we sought to 

identify public ‘signals’ that could serve as a proxy whether sustainability has been integrated into an organization’s 

strategy making process. The development of this process approach is informed by an exploratory study of the 

linkages between mission statement, strategy, and sustainable corporate entrepreneurship in publicly traded fi rms 

in New Zealand.

The Sustainability Imperative

The current economic model is well suited to an era with expanding markets coupled with few acknowledged 

resource constraints or negative externalities related to production and consumption. The collective global ‘we’ has 

reached a point at which affl uent markets are rapidly contracting, resources are becoming less abundant, and the 

negative externalities of both production and consumption are becoming much more explicit. Of course, it would 

be incorrect to suggest that there have been no attempts to move away from an economic model based on constantly 

increasing consumption and its unintended consequences of environmental and social exploitation as more sus-

tainable economic models have been suggested (Hawken, 1993). For example, researchers have identifi ed a pos-

sible positive relationship between fi rm-level environmental and economic performance (Waddock and Graves, 

1997; Miles and Covin, 2000; Waddock, 2000), suggesting that sustainable business practices can have a positive 

impact on profi ts as well. There are also wider social and governmental pressures for change, as the stakeholders 

of large multinational corporations (MNCs) have suffered economically during these periods of intense fi nancial 

turbulence, highlighting the need for a period of corporate renewal.

Sustainability issues are impacting business practice and consumer behavior worldwide, and have recently 

resulted in: (i) price instability in resource, labor, and housing markets; (ii) regulations and costs imposed on 

business and consumer activities; and (iii) consumers and organizations voluntarily changing behaviors to promote 

sustainability initiatives (Lovins, 2008). While some scholars suggest that a more sustainable approach to market-

ing and commerce is a path toward competitive advantage (Miles and Covin, 2000; Ginsburg and Bloom, 2004; 

Porter and Reinhardt, 2007), others note that linking sustainability to commerce’s fundamental processes is 

essential for the ultimate survival of mankind (Hawken, 1993; Lovins, 2008). We adopt that perspective and offer 

a process approach of the interaction of this sustainability imperative with corporate mission and strategy, sustain-

able corporate entrepreneurship, and competitive advantage that provides an overarching framework for our study. 

Figure 1 illustrates this sustainability process approach.

Mission, Strategy, and Sustainability

Researchers have examined how fi rms integrate sustainability issues into specifi c corporate activities, such as 

purchasing processes (Min and Galle, 1997), product design (Bhat, 1993), and advertising (Banerjee et al., 1995). 

Unfortunately, much less research has examined how fi rms have strategically integrated sustainability across other 

organizational activities or what role corporate entrepreneurship might play in enhancing sustainability 

initiatives.

Scholars have argued that corporations could effectively adopt different levels of commitment to sustainability 

(Menon and Menon, 1997; Polonsky and Rosenburger, 2001; Ginsburg and Bloom, 2004). However, to be mean-

ingful, environmental sustainability is something that should be explicitly integrated into the corporation’s orienta-

tion (Menon and Menon, 1997) and resulting strategy, which is then used to create competitive advantage in the 

market (Ginsburg and Bloom, 2004). Given this, corporations have an economic opportunity to gain advantage 

through innovation directed at exploiting creative solutions to sustainability issues (Polonsky et al., 1997; Miles 

and Covin, 2000; Ginsberg, and Bloom, 2004; Polonsky and Jevons, 2009).
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To achieve such benefi ts, there needs to be an appreciation of sustainability throughout all business activities. 

The degree to which sustainability is embedded in the organization’s mission statement is therefore one indicator 

of a corporation’s commitment to sustainability, as mission statements shape corporate initiatives (Bart and Baetz, 

2002). However, for a mission statement to be effective, this overarching commitment to the stated objectives 

must translate into action; likewise, for sustainability to be strategically linked to the core function of all corporate 

activities, it must be explicit in the fi rms’ mission statement (Analoui and Karami, 2002).

This confl uence of stakeholder pressures and managerial awareness of the importance of developing a more 

sustainable business model has resulted in scholars (Keogh and Polonsky, 1998; Lober, 1998; Miles et al., 2008) 

suggesting that corporate entrepreneurship, or fi rm-level entrepreneurial initiatives, might be refocused on envi-

ronmental and sustainability problems/opportunities to help transform a fi rm from a simple profi t-centric focus 

to a more sustainable enterprise that attempts to better manage its ‘triple bottom line’ (Elkington, 1997; Jeucken, 

2004; Savitz and Weber, 2006; Dixon and Clifford, 2007). These three ‘bottom line’ objectives of sustainability 

typically include: (i) socially responsible management (including socially accountable labor, transparent corporate 

governance, and responsive stakeholder management practices); (ii) the adoption of both strategy and processes 

designed to minimize (or even remediate) the environmental impact of the enterprise; and (iii) long-term superior 

economic performance that considers both (a) transparent fi nancial and managerial processes, and (b) strategy 

crafted to gain competitive long term advantage (Placet et al., 2005).

Sustainable Corporate Entrepreneurship

Firms that embrace corporate entrepreneurship may be able to mediate these outcomes and be able to more effec-

tively discover and exploit economically attractive opportunities. Proactive (although often risky) and highly innova-

tive actions may transform the fi rm, its products, processes, and industry into a more sustainable industrial 

eco-system. In this way, fi rms explicitly link environmental advancements with entrepreneurial activities as the 

driver of innovation (Parish, 2011. This emergence of a more ‘enviropreneurial’ approach to innovation can be 

further advanced by more closely aligning sustainability issues with traditional entrepreneurial actions (Menon 

and Menon, 1999) and may require a more comprehensive set of entrepreneurial skills (Parish, 2011). For example, 

Miles et al. (2008) suggest that corporate entrepreneurship can be augmented by a focus on opportunities derived 

Figure 1. Process Approach to Integrating Strategy, Sustainability, Corporate Entrepreneurship and Competitive Advantage
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from the domain of sustainability including: (i) environmental problems dealing with climate change, food vs. fuel 

confl icts, or water use; (ii) social accountability concerns such as out-sourcing and the exploitation of child labor; 

and (iii) economic issues such as job and income creation. Parish (2011) further suggests that new types of per-

petual reasoning (i.e. where one sees the connection between humankind and nature) are used in sustainability-

driven entrepreneurship, as compared to a traditional exploitive entrepreneurial paradigm, in which nature is seen 

simply as a resource to exploit.

Miles et al. (2008, p. 70) defi ned entrepreneurial initiatives directed at solving sustainability issues as ‘sustain-

able corporate entrepreneurship (SCE)’. Firms that have adopted SCE must exhibit:

. . . evidence of all three sustainability components – responsible environmental management, social accountability, 
and long-term economic performance – as well as the presence of signifi cant innovation with respect to the fi rm’s 
products, processes, strategies, domain or business model.

Their defi nition of SCE adapts Morris et al.’s (2008) model of corporate entrepreneurship to provide a strategic 

lens for fi rms to look at environmental, social accountability, or economic problems as potential opportunities that 

may be profi tably exploited by innovation (Miles et al., 2009). SCE innovations may focus on a wide variety of 

opportunities that result in a more sustainable market offering. For example, the opportunity to redesign a product 

(such as an automobile), leveraging technology that reduces its carbon footprint, or the opportunity to create an 

effi cient and effective market mechanism for carbon trading that creates corporate and societal wealth. Another 

example of the SCE process relates to innovations using the current environmental and economic situation as an 

opportunity to completely re-think how the fi rm creates value for its customers. For example, re-designing the 

value chain to better exploit opportunities in ‘reverse logistics’ can radically alter business processes to become 

more input effi cient and adopting new environmental management systems that alter the fi rm’s core processes. 

Strategic renewal efforts driven by sustainability could also include agribusiness switching from a petrochemical-

based core business to strategically more sustainable biologically based competencies that replace petrochemicals 

with genetic engineering (Magretta, 1997).

Environmental and sustainability issues will also provide many opportunities for business innovations that 

renew the fi rm’s ability to create competitive advantage. These innovations must be integrated into the fi rm’s 

marketing strategy. For example, the intense cultural, political, and economic pressures to move toward a more 

sustainable form of enterprise may stimulate business changes such as altering how the fi rm distributes its prod-

ucts. Textbook publishers could use digital PDFs of the texts to distribute directly to students, lowering the price 

of the text to the student and reducing its environmental impacts. Other organizational activities, such as the 

pricing of goods, could also be redefi ned, such that there is an organizational focus on lifecycle costing of goods 

(which accounts for the total environmental, social, and economic impact of consumption and disposition), rather 

than simply the purchase process. This could result in signifi cant environmental savings for example, as consum-

ers may purchase products that have lower operating costs. Certainly, the environmental value also needs to be 

communicated to consumers, so that they can be made aware of the increased value of sustainable activities, which 

may not necessarily be readily identifi able without effective explanation. This is especially important given the low 

credence qualities of many environmental activities. It is also a very salient when marketers seek to explain complex 

issues, such as the fact that the total lifetime costs of a more sustainable good are lower, even though the price is 

higher than for a non-sustainable product. Thus, there may also need to be a shift in how consumers evaluate 

alternatives and integrate sustainability as a core product attribute.

Sustainability-driven Competitive Advantage

Corporate entrepreneurship is a path toward competitive advantage that leverages innovation to fundamentally 

transform and renew the fi rm, its products, and its processes, domain, and strategies (Covin and Miles, 1999; 

Parrish, 2010). Keogh and Polonsky (1998) and Lober (1998) suggest that entrepreneurial initiatives directed at 

solving sustainability problems can be effective in enhancing both a fi rm’s commitment to the environment, and 
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creating competitive advantage (Miles and Covin, 2000). Often, the more salient the ‘problem,’ the greater the 

opportunity for entrepreneurial transformation, thus, the critical issue of sustainability has the potential to be a 

signifi cant business driver stimulating a wide variety of fi rm-level or corporate entrepreneurial initiatives. While 

not all environmental problems create readily accessible market opportunities or attractive opportunities to exploit 

(Burgelman, 1984), some problems will enable entrepreneurial fi rms to create innovations that more effectively 

exploit sustainability opportunities. 3M’s Pollution Prevention Pays (3P) program is an excellent example of the 

symbiotic relationship between sustainability and corporate entrepreneurship initiatives. 3M’s program leveraged 

an entrepreneurial initiative of process innovations designed to minimize material waste, contributing to both a 

cost and differentiation layered competitive advantage (Miles et al., 1997; Miles and Covin, 2000). Other examples 

of note include Fuji Xerox and its remanufacturing initiative that resulted in improved product quality and reduced 

material consumption. This strategy enhances environmental performance while increasing revenue thus, creating 

a win-win game (Kerr and Ryan, 2001).

Method

The present study utilizes a website-based content analysis of the top fi fty publicly traded fi rms from New Zealand 

during 2009, in which we aggregated publicly listed subsidiaries with the parent company and excluded investment 

trusts. This process resulted in 42 fi rms being included in the study. New Zealand was selected for this exploratory 

study due to its cultural commitment to sustainability and the strong government support for sustainability initia-

tives. The business community is also highly aware of sustainability issues and is proactive in developing and 

implementing sustainability initiatives (NZ Business Council for Sustainable Development, 2008). Publicly traded 

corporations were used due to the availability of non-fi rm data that could either support or refute the fi rm-controlled 

website. In addition, publicly traded fi rms are facing an escalation in stakeholder interest in sustainability.

Each fi rm’s website was analyzed through a step-wise process. First, the wesite and annual report (if available) 

were scanned to determine if data were revealed by the fi rm on how the environment has been integrated into its 

activities, which follows Milne and Adler’s (1999) use of analyzing corporate documents from the fi rm’s website. 

The data for each organization that mentioned environmental or sustainability activities were identifi ed by two of 

the co-authors who independently assessed the fi rms. Each undertook a content analysis of the material to identify 

whether, and if so, to what extent, sustainability issues were integrated into the corporation’s mission statement. 

The next stage involved an analysis of how sustainability issues were refl ected in the company’s processes through 

its product offerings, pricing decisions, distribution, and value chain strategies, and the way it promotes its sus-

tainability practices to both the market and the public. These were then summarized into a database, which became 

the data for subsequent analysis.

Findings

Eighteen organizations (43%) explicitly integrated sustainability within their mission statements ranging from 

expressing their present positions on sustainability to their future and long-term views of their fi rm’s role in creat-

ing sustainable business processes. Examples include Sanford Limited and its drive to comply with international 

best practice in its commercial operations; Lion Nathan Limited’s commitment to high standards of environmental 

performance; and Auckland International Airport’s position on being part of a wider community that seeks to 

protect the environment for present and future generations. These mission statements are contained in Table 1. 

The relatively low number of fi rms that strategically integrate sustainability with their mission statement is sur-

prising given that New Zealand often positions itself as a green country (Oram, 2008).

In assessing the degree to which these mission statements translated into an identifi cation of sustainability as 

a stimulus for corporate entrepreneurship, 22 of the organizations (52.4%) mentioned some aspect of greening 

in their product strategies. For example, Contact Energy is in the process of developing more sustainable and eco-

friendly power sources including wind, hydro-electric, and geo-thermal options. Interestingly, three of these 
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Company Environmental Mission Statement

Auckland International 
Airport

Auckland Airport considers itself part of a global, national, regional and local community. The 
airport is on a journey towards operating in a sustainable manner, a manner that takes into 
consideration the needs of future generations, whilst meeting the needs of the present one.

Air New Zealand Air New Zealand has a cornerstone role in ensuring our nation’s clean and green image is 
maintained around the world.

Contact Energy We are committed to understanding, managing and reducing the environmental risks and impacts 
of our activities

Fletcher Building Limited Fletcher Building is actively focused on the sustainability challenges of the future.
Fisher & Paykel 

Appliances
Commitment to energy effi ciency and preservation of the environment is a corporate guideline and 

an integral part of the culture of Fisher and Paykel Appliances
ING Property Trust/ING 

Medical property trust
ING Group is a large global fi nancial services institution with operations in over 50 countries. We 

are committed to conducting our business responsibly and environmental protection is a 
fundamental part of this commitment.

Kiwi Income Property 
Trust

Through a well established environmental programme, the Trust has successfully embedded 
environmental considerations into its business practices.

Lion Nathan Limited At Lion Nathan we are committed to the principle of sustainable development and high standards 
of environmental performance for all our business activities. In fact, our aim is to protect the 
environment and minimize environmental impacts in the communities in which we operate.

The New Zealand 
Refi ning Company

A large operation such as ours, in terms of both its physical footprint and size of workforce, will 
always have some impact on the environment and the community. So it’s very important to us 
that any impact we make is of a positive nature.

Pike River Coal Limited Pike River will ensure that its environmental practices during development and mine operations 
are consistent with industry best standard practice.

Rakon Rakon UK Limited recognizes the potential health and environmental impacts of its business 
activities and the need to manage and reduce these where practicably possible.

Sanford Limited We seek to act responsibly in our commercial operations in accordance with international best 
practice in the marine and coastal environment and ensuring that customers receive quality 
products.

Sky City Entertainment 
Group Limited

SKYCITY Entertainment Group conducts its day-to-day business in accordance with its stated 
commitment to corporate and community responsibility, and has developed a range of policies 
to ensure its operations are carried out with the highest levels of integrity.

Telecom Telecom believes excellence in environmental management is important, both in its contribution 
to sustainable development in New Zealand and the company’s long term success.

Tourism Holding Limited As New Zealand’s principal tourism operator and a major force in Australia and Fiji, THL takes a 
long-term view in providing a quality experience and is committed to taking leadership on 
minimizing our environmental footprint.

Telstra Corporation We believe that our corporate responsibility covers key elements, including economic, social, 
environmental and the community, and we take these very seriously.

Trust Power Limited Trust Power’s goal is to operate in a manner that maximizes all potential positive environmental 
effects, while minimizing, or where possible and appropriate, mitigating the incidence and 
source of negative (or adverse) effects.

Westpac Banking 
Corporation

Our commitment to corporate responsibility is about doing the right thing; behaving in a 
responsible, ethical and trustworthy manner, acknowledging our impact on society and the 
environment and accountability to our stakeholders.

Table 1. New Zealand companies and their environmental mission statements

companies did not include sustainability within their mission statements but promote sustainability in their 

product offerings such as the shower manufacturer Methven Limited, with its focus on water conservation in the 

production of new shower technologies that save water while still delivering a highly effective and effi cient product. 

Another example of this inconsistency is Steel and Tube Holdings Limited, which claimed to save energy by moving 

to more sustainable sources, but did not mention sustainability in its mission. The inclusion of sustainability 
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within product categories covered a range of activities from a cradle-to-grave lifecycle perspective to simply using 

more recycled content in new products and packaging.

The next set of activities that included sustainability revolved around promotions and communication initiatives. 

For this category, 19 organizations (45.3%) mentioned greening promotional activities although two of these fi rms 

did not include sustainability within their mission statements. The discussion of promotions covered a range of 

activities, such as attempting to leverage sustainability (whether factual or not) as a theme underlying all promo-

tional activities to fact-based promotional communications in which the fi rms’ adoption of sustainability certifi ca-

tion schemes were discussed. For example, Fisher and Paykel Appliances sponsors a range of community and 

international activities in which it continuously promotes its environmental and sustainable actions using a wide 

range of advertising techniques designed to educate consumers about eco-friendly products and product benefi ts. 

Sustainability is also being promoted within organizations such as ING Trust, whereby all business units are 

expected to raise employee awareness of environmental issues and encourage environmentally responsible behav-

ior. The ING Group publishes an annual corporate responsibility report, an initiative that is increasingly occurring 

across industry sectors (Sweeney and Coughlan, 2008). It appears that many of these corporate initiatives seem 

to be more tactical in nature rather than strategic.

Sustainability was incorporated into distribution and logistics issues for 14 organizations (33.3%). Of these, only 

two organizations did not include sustainability within their mission statements. As in the other activities, there 

was variation in how sustainability in distribution and logistics was addressed. For example, several corporations 

attempted to minimize transportation costs while reducing their environmental impact. In some instances, this 

was refl ected in shifting to more fuel-effi cient automotive fl eets, which for some organizations may not have been 

a substantial component of the organization’s environmental impact. Thus, while some activities seemed to refl ect 

strategic enviropreneurial action, many others seem more tactical or quasi-strategic. Examples include Pike River 

Coal Limited using a coal slurry pipeline rather than trucking to transport coal from the mine to the coal prepara-

tion plant. Pike River Coal Limited also locates facilities and coal stockpiles on corporate-owned land rather than 

Department of Conversation land to minimize environmental concerns. In another example, Steel and Tube Hold-

ings Limited is converting vehicles to alternative fuel and reducing travel despite not explicitly stating sustainability 

in its mission. Again, it is unclear if these actions are driven by sustainability, or if sustainability is an outcome 

of the intended cost-savings initiatives.

Lastly, four organizations (9.5%) included information about sustainability and pricing/costing activities, and 

those four fi rms also included sustainability in their corporate missions. New Zealand’s largest retailer, The Ware-

house, claims that it values being sustainable and environmentally conscious while still providing high value but 

low cost goods. Contact Energy promotes its eco-friendly and effi cient power options that allow the price of energy 

for customers to decline. Further, it claims to have actions underway to make energy even more affordable for its 

customers in the future. Price and cost initiatives tended to focus on how sustainability (i.e. reductions in energy 

effi ciency, material use, and water consumption) reduced costs and therefore allowed the fi rm cost advantages, 

rather than discussing how sustainability impacted the prices to consumers. This suggests that pricing tactics were 

less strategically linked to strategic sustainability.

Table 2 summarizes selected SCE initiatives that exemplify the types of actions that New-Zealand-based corpora-

tions are currently involved in. These examples were selected to illustrate various aspects of SCE activities. In the 

fi rst example, Air New Zealand tested the use of biofuels for commercial aviation. This is an important process 

innovation that may provide Air New Zealand a competitive edge due to fuel prices while at the same time stimu-

late innovation in aircraft power plant design and biofuel production. In the second example, Amcor has used life 

cycle analysis to help redesign its products to eliminate waste in packaging, thereby reducing material usage and 

shipping costs at the same time. Fisher and Paykel on the other hand, has redesigned its household appliances to 

be more energy and water effi cient than its competitors, thus creating a cost advantage for consumers.

Discussions and Conclusions

The authors acknowledge the many limitations of the present study. One major limitation is that it is a cross-

sectional ‘snapshot’ of SCE adoption at only one point in time. Additionally, since this exploratory study was 
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confi ned to one nation (New Zealand), there may be cross-cultural differences that would not be found. Lastly, the 

data is largely self-reported by the fi rms, which could infl uence the fi ndings. There was also no wide attempt to 

validate the claims being made within the fi rm’s websites or to identify other sustainability-related initiatives that 

were undertaken.

It was expected that an overwhelming majority of the largest New Zealand corporations would have adopted 

sustainable innovation; however, this was not the case as only 23 of the fi rms (54.8%) integrated sustainability into 

their corporate mission statements or explicitly into at least one of the four company processes that we highlighted. 

Only one fi rm integrated sustainability across product, promotion, pricing, and distribution. Limited strategic 

integration of sustainability seems to be occurring, as 18 corporations (42.9%) integrated sustainability into their 

mission statements and in at least two of the process activities we investigated. This raises questions as to the 

degree to which sustainable corporate entrepreneurship is currently being practiced. As such, one may question 

if sustainability is strategically being applied, or if it is unfortunately being used as a promotional tool (i.e. green-

wash or greenspin).

Product-based initiatives were seen to be where there are substantial sustainability opportunities. This suggests 

that fi rms are re-evaluating how they create consumer value and redesign products to maintain or increase this 

while reducing their environmental impact. Entrepreneurial activities associated with creating a more sustainable 

consumer value seems to be emerging as a more typical initiative, although 43.6% of the fi rms did not engage in 

product-based sustainability initiatives.

Unfortunately, the second most undertaken activity was greening of promotion (i.e. 19 fi rms or 45.2%). While 

it is important to tell consumers and other stakeholders what is being done, this requires substantive improve-

ments in sustainability practices by the fi rm, and requiring greater levels of integration of sustainability into the 

other business processes. Thus, it may be that sustainability is still seen as a tactical tool rather than a strategic 

one.

The logistics- and place-related issues were third most identifi ed, and in almost all cases, these dealt with fl eet 

and travel management although other issues (such as energy effi cient plants) were also raised. While sustainability 

is clearly important, in some instances, changes in logistics refl ect the adoption of new generation technologies 

which have, as a consequence, the fi rm’s environmental impact.

FIRM PRODUCT/MARKET PROCESS STRATEGY DOMAIN BUSINESS MODEL

Air New 
Zealand

First use of biofuels in 
a commercial airliner 
and ‘re-confi guring 
fl eet to reduce 
carbon footprint

Have adopted 
ISO14001;

Have altered pilot 
procedures to cut fuel 
use and emissions

Recognize 
environmental 
problems are 
an opportunity 
to differentiate

Allows customers to 
purchase carbon 
offsets. Strives to 
become the world’s 
most environmentally 
sustainable airline

Amcor 
Limited

Redesign of packaging 
to meet sustainability 
criteria

Constant efforts on 
increasing effi ciency 
of energy use

Contact 
Energy

Committed to the 
development of 
sustainable power 
sources.

Also, shift to more 
effi cient gas-fi red 
generators

All offi ces are certifi ed 
carbon neutral

See renewable 
energy as an 
opportunity 
to renew 
business

Fisher & 
Paykel

Products designed to 
be recycled and use 
less energy and water

Manufacturing 
processes re-designed 
to minimize 
environmental impact

Table 2. Examples of changes as a result of environmental stimulus
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Cost and pricing were the least identifi ed issues found in the present study. Sustainable entrepreneurship should 

result in increased value as well as lower costs. The fact that this is not widely occurring may mean that fi rms have 

not made the linkages between costs and sustainability. Integration of pricing issues with sustainability is essential, 

as consumers must perceive increasing value through becoming more responsible. Of course, this may mean that 

consumers redefi ne how they view pricing to move beyond focusing on purchase cost to overall lifecycle costs 

(including operating and disposal costs).

It unfortunately appears that the largest New Zealand corporations may need to go much further in strategically 

integrating sustainability across their entire business operation if they wish to leverage sustainability for competi-

tive advantage. Sustainable corporate entrepreneurship initiatives that tend to be more tactical than strategic appear 

to have little impact in defi ning corporate activities.

The present study looked at publicly listed companies in New Zealand. The authors acknowledge that the study 

has not differentiated these companies by industry sectors. For example, a mining company may be able to create 

or recognize more opportunities to leverage SCE than a fi nancial organization, with the impact and nature of SCE 

varying by industry sector. This suggests that any improvement in the primary sector may have the potential to 

generate greater savings than in other sectors.

Opportunities exist for additional research into the antecedents and outcomes of SCE, cross-cultural implications 

of SCE, and single industry studies of the SCE. We hope that the present study stimulates further work on this 

important topic.
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