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Abstract
Climate change is one of the most pressing issues today and is addressed in numerous agreements,
with the most recent one being the Paris Agreement. The Netherlands had a particular turbulent
start but have recently implemented policy and legislation obliging the Paris Agreement. The Dutch
Climate Agreement describes a set of measures to reach the 2030 goal of lowering CO2 emissions
with 49% compared to 1990. For each sector, specific ambitions, approaches, and agreements are
documented. However, this leaves a knowledge gap of what specific strategies the sectors have
implemented and what drives them to adopt these strategies. This thesis seeks to fill this knowledge
gap, by providing a qualitative study of corporate CO2 reduction strategies and the motivations
behind adopting these (and not other) strategies of companies in the three highest emitting sectors
in the Netherlands. I explore multiple motivational areas at the corporate level to achieve a richer
and broader exploration of what motivations underpin the adoption of climate change mitigation
strategies by companies in the Netherlands. With this study, I aim to inform the development of
strategies that better motivate high emitting Dutch companies to lower their CO2 emissions.
In order to reach these objectives, twelve interviews were conducted with employees in and outside
of the sustainability departments of companies in the Dutch industry, energy, and transport sector.
The interview focus was formed by four motivational areas identified across relevant literature,
namely cost competitiveness, reputational legitimacy, risk mitigation, and environmental
responsibility. In addition, a corporate document analysis was performed to examine further data
on corporate CO2 reduction strategies and the motivation behind (not) adopting specific strategies.
In conclusion, the corporate CO2 reduction strategies found in this study are similar to the ones
suggested in the Dutch Climate Agreement. From the gathered data can be concluded that the
majority of the strategies can be categorized as internally oriented and focused on Corporate
Processes and Production. Regarding the corporate motivations underpinning the adoption of CO2
reduction strategies, it is clear that there is never just one motivation. Rather, several different
combinations of motivations arose that together caused corporations to adopt their CO2 reduction
strategies. Evidence of the motivational crowding in effect was found where the intrinsic motivation
of corporate environmental responsibility was strengthened by one or more extrinsic motivations
(e.g. ensuring revenue, pressure from stakeholders, legal obligation). In other words, it seems that
corporate environmental responsibility continues to grow due to these external pressures and
provided that the company is still able to ensure revenue. However, interviewees indicated that in
the absence of said external pressures, companies would most likely not have made as much of an
effort to reduce their CO2 emissions. Regarding corporate motivations for not adopting certain
strategies, it is evident that companies will not adopt a strategy if 1) it is not economically viable,
2) it is not feasible, and/or 3) the company does not have the required know-how to adopt a certain
strategy. These results hold important implications for policies that seek to enhance corporate efforts
in climate change mitigation. First, policymakers can anticipate the reasons companies have for (not)
adopting CO2 reduction strategies. Second, in contrast to current Dutch policy, future policy should
focus more on motivating companies to adopt both internally and externally oriented strategies as
well as on starting new viable and sustainable markets through the use of subsidies.
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1. Introduction
1.1 Problem Statement
Climate Change, one of the most pressing problems of our day and age, poses threats all around
the globe (Lu et al., 2018; Masson-Delmotte et al., 2018; Shukla et al., 2019). These threats to our
planet are plentiful and include a decrease in biodiversity (Turner, 2018) and an increase in extreme
weather phenomena, such as major storms, heavy rainfall and droughts (Barros & Field, 2014; Field,
2014; Qin et al., 2014; Rani & Sreekesh, 2018; Schickhoff, Singh & Mal, 2016). Climate change can
even cause direct and indirect threats to mental health and human well-being (Hrabok, Delorme &
Agyapong, 2020). The main cause of the global rise in temperature and thus these global threats is
anthropogenic emission of greenhouse gasses (GHG), mainly CO2 (IPCC, 2014). Fortunately, several
global bodies, measures and agreements have been implemented to research, decrease, and
mitigate the impact of climate change and GHG emissions, such as the United Nations Framework
Convention on Climate Change (UNFCCC), Kyoto Protocol, and Intergovernmental Panel on Climate
Change (IPCC) (Agrawala, 1998; Barbour, 2010). The most recent international agreement is the
Paris Agreement that was implemented in 2015 and signed by 194 states and the European Union
(EU) (Paris Agreement, 2015). The main goal of the Paris Agreement is to strengthen global response
to the threats of climate change through keeping temperature rise below two degrees Celsius and
striving for a temperature rise below 1.5 degrees (Paris Agreement, 2015; Rogelj et al., 2016).
One of the parties within the EU, the Netherlands, had some particularly interesting developments
following the Paris Agreement. The State was actually sued by the environmental organization
Urgenda because they were not taking enough action to decrease CO2 emission in the Netherlands
in accordance with the Paris Agreement (Cox, 2016). This conviction together with the obligations
of the Paris Agreement forced the State to take more action to lower Dutch CO2 emissions, and will
therefore have the potential to have a large impact on how the Netherlands is currently dealing with
climate change and is going to deal with it in the future. Up until now, the most significant change
in the Netherlands in response to the Paris Agreement and the Urgenda lawsuit has been the
formation of the Dutch Climate Law and the Dutch Climate Agreement (Klimaatakkoord, 2019;
Klimaatwet, 2020). For these reasons, my research focuses on how Dutch policy and legislation in
response to the Paris Agreement affects climate change mitigation measures and the motivation
behind it for businesses in high emitting sectors in the Netherlands. Through researching this, it is
possible to obtain greater insight into what motivates and demotivates important actors to reduce
emissions, which can contribute to finding the most effective strategies that motivate actors on the
national scale of the Netherlands to reduce their CO2 emissions and with that, help mitigate climate
change. Moreover, my study contributes to a more integrated theory around understanding
corporate motivations and how and why companies respond to climate change mitigation policies in
particular ways.
Diving deeper into the Paris Agreement, its main goal is clear - that CO2 emissions have to decrease
significantly and eventually become net zero (Knutti & Rogelj, 2015; Matthews & Caldeira, 2008).
In order to achieve this, all parties hand in their ambitious efforts through nationally determined
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contributions (NDCs) and continue to do this on a regular basis (Paris Agreement, 2015). Here, a
distinction is made between developed and developing countries; the former are encouraged to
continue to take the lead by launching absolute economy-wide reduction targets while the latter are
encouraged to focus on strengthening their mitigation efforts to come closer to economy-wide
targets over time (Paris Agreement, 2015). The EU as a whole formed their NDC to reduce GHG
emissions by at least 40% in 2030 compared to 1990, but recently enhanced it to 55% (2030 Climate
and Energy Policy Framework, 2014; European Union, 2020). Subsequently, EU member states
developed integrated national energy and climate plans and national long-term strategies (Climate
Action – European Commission, 2019). However, one of the EU member states and developed
countries that is supposed to take the lead, the Netherlands, rank 29th out of 58 countries according
to the Climate Change Performance Index 2020. Moreover, the State dragged out the Urgenda court
case from 2015 until December 2019 when the High Court eventually confirmed that the Netherlands
must ensure that CO2 emissions are 25% lower at the end of 2020 in comparison to 1990 (Hoge
Raad, 2019; Rb. Den Haag, 2015). Therefore, the 2019 Dutch Long Term Strategy on Climate
Mitigation describes the Dutch contribution to the European goals and states to strive for a 49% CO2
reduction in 2030 compared to 1990 (Ministry of Economic Affairs and Climate Policy, 2019; NECP,
2010). Additionally, the strategies for reaching this goal are further specified and recorded in Dutch
policy and legislation in the form of the Dutch Climate Agreement and Dutch Climate Law
(Klimaatakkoord, 2019; Klimaatwet, 2020).
The Dutch Climate Law entered into force on the first of January 2020 (Klimaatwet, 2020). The law
forms a legal framework for the development of policy in order to fulfill the responsibility of the
Netherlands to limit global temperature rise and climate change as well as to comply with the binding
obligations of the Paris Agreement (Klimaatwet, 2020). Additionally, the law dictates that the Dutch
Climate Plan, which contains the main points of the climate policy for the coming ten years, is
redefined at least once every five years (Klimaatplan, 2020). The Dutch Climate Plan is mainly
determined by the main guidelines of the Dutch Climate Agreement that describes a set of measures
to reach the 2030 goal of lowering CO2 emissions with 49% compared to 1990 (Klimaatakkoord,
2019). More than 100 parties have contributed to this Climate Agreement, with the different sectors
(i.e. energy, industry, transport, built environment, agriculture) contributing significantly to the
formation of the agreement (Klimaatakkoord, 2019). The role of the sectors that account for the
majority of CO2 emissions in the Netherlands (i.e. industry, energy, transport) (Fig. 1) is especially
interesting, as they are the ones that can really make a difference in the fight against global
temperature rise and climate change (CBS, 2020b; IPCC, 2014). Within the Dutch Climate
Agreement, these sectors have agreed upon their own goals and measures for the coming years
(Klimaatakkoord, 2019). For instance, the energy sector has agreed to be committed to effectuate
a major shift towards renewable energy (e.g. developing wind energy parks in the North Sea)
(Klimaatakkoord, 2019). Similarly, the transport sector has agreed to strive for zero-emission
transport by, for example, making maximum use of the possibilities for electric transport
(Klimaatakkoord, 2019). The industry sector on the other hand has the task to shift towards a
sustainable and circular economy that implicates a change in energy and raw material use
(Klimaatakkoord, 2019). Although some major shifts are thus expected from the different sectors
7

and the associated companies, the measures and agreements are rather broad and non-committal
(e.g. striving for net-zero emission), which leaves the companies within sectors a lot of maneuver
room to adopt different strategies. For example, busses in public transport will switch to electric
driving while other companies focus on sustainably produced biofuels. Moreover, there is a lack of
transparency regarding what strategy is adopted by which company and why those specific
strategies were adopted and not others. Therefore, my study’s objective is to clarify how companies
within the three highest emitting sectors of the Netherlands vary in their adoption of CO2 reduction
strategies as well as their motivations underpinning the adoption of these strategies and not others.

Figure 1: CO2 emission per sector in Megatons from 1990 to 2019. The dark-grey horizontal line indicates the
2020 goal of 166.2 Megatons CO2-equivalent. Retrieved from: https://www.cbs.nl/nlnl/nieuws/2020/19/uitstoot-broeikasgassen-3-procent-lager-in-2019

Up until now there have been several studies that touch upon the subjects of individual motivation
regarding climate change mitigation (Karpudewan & Mohd Ali Kahn, 2017; Peeters, Diependaele &
Sterckx, 2019) and company motivations in different contexts (Abbot, Jeong & Allen, 2006; Tuppura,
Toppinen & Puumalainen, 2016; Wiengarten, Pagell & Fynes, 2013). However, few have investigated
motivation from a business perspective in the context of climate change mitigation. One relevant
study was conducted in Malaysia in 2015, where they investigated the awareness and perception of
climate change of corporate managers and the most important motivational factors of climate change
strategies on a company level (Begum & Pereira, 2015). Through surveys they found that the most
important motivational factors include “education and awareness, legislation and regulation, and the
appropriate technology” (Begum & Pereira, 2015, p. 361). Another study from 2019 used Protection
Motivation Theory (PMT) to investigate how agricultural businesses in Gambia adopt climate change
mitigation measures and found that the cost of the measures’ implementation and businesses’
vulnerability are strong demotivating factors that prevent farmers from adopting climate change
mitigation measures (Bagagnan, Ouedraogo, Fonta, Sowe & Wallis, 2019).
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Although both studies examine corporate motivations behind climate change mitigation actions, the
former was conducted before the Paris Agreement was implemented and mainly focused on advising
businesses how to cope best with the impacts of climate change (Begum & Pereira, 2015) while the
latter focused on small-scale companies in a different sector, agriculture (Bagagnan et al., 2019).
Furthermore, both Malaysia and Gambia differ significantly from the Netherlands; for example, both
are relatively poor and low emitting countries when compared to the Netherlands (IMF, 2020).
Moreover, Begum & Pereira, 2015 primarily used quantitative methods and a deductive motivational
framework that, I would argue, causes a focus on a relatively narrow range of motivations and way
of exploring them. This is also the case for Bagagnan et al. (2019) that focused only on motivations
based on perceived severity of and vulnerability to climate change. This is characteristic of a
tendency in the literature to examine the motivations of smallholder farmers to adopt or not adopt
climate change mitigation strategies rather than investigating the motivations of large multinational
companies to adopt their strategies and not others. This is specifically problematic because it
overemphasizes the responsibility of individuals, smallholder farmers and developing countries to
mitigate climate change issues, rather than targeting the larger sources of emissions (Hughes, Tozer
& Giest, 2019; Khanal & Devkota, 2020; Soneryd & Uggla, 2015).
Following this, there is a lack of information on high emitting sectors in high emitting countries and
their specific adopted measures to reduce CO2 emission and underlying motivation in particular.
Therefore, my study focuses on the three highest emitting sectors in a high emitting country, the
Netherlands (CBS, 2020b; van Soest, den Elzen & van Vuuren, 2021). Moreover, my study takes a
qualitative and more in-depth approach of considering several relevant motivational areas and
possible tensions between them in order to build a more comprehensive understanding of corporate
motivations for mitigating climate change. The ultimate aim is to pinpoint how and to what extent
the Dutch Climate Agreement has thus far influenced the CO2 reduction strategies of the three Dutch
sectors with the highest CO2 emissions (i.e. industry, energy, transport) and the motivations behind
adopting these strategies and not others. Step by step this means following the pathway down from
Dutch government policy responses to the Paris Agreement (i.e. Climate Law, Climate Agreement)
to the influence on the Dutch sectors with the highest CO2 emissions and their strategies and
motivations for lowering CO2 emissions.
In summary, the findings of this study will inform what motivates (and demotivates) companies in
high emitting Dutch sectors to make an effort to reduce their CO2 emissions and what particular
strategies are adopted. These corporate strategies and motivations hold important implications for
the potential for climate change policies to translate into meaningful reductions in CO2 emissions in
corporate practice. Moreover, my study provides a more comprehensive methodological approach
for conceptualizing companies’ motivations for choosing decreasing CO2 emission strategies in high
emitting sectors. This knowledge could then potentially inform other sectors and/or parties in and
outside of the Dutch Climate Agreement, to contribute to their efforts to reduce global temperature
rise and mitigate climate change.
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1.2 Research Objectives
The objectives of my research are related to both the practical and theoretical aspects of my study’s
context. First, I explain the practical objectives related to understanding the motivations of Dutch
highest emitting sectors for adopting certain CO2 decreasing strategies and not others. Second, I
outline the theoretical objectives related to the conceptualization of companies’ motivations to lower
their CO2 emissions. Although the theoretical objectives here are discussed separately from the
practical objectives, they are fundamentally interrelated. More specifically, the conceptualization of
corporate motivations in a more comprehensive way (i.e. my theoretical objective) directly shapes
the ability to practically mobilize that understanding to shape policies (i.e. fulfil my practical
objectives).

1.2.1 Practical Objectives
The main objective of my research is to determine how and to what extent the Dutch Climate
Agreement has influenced the creation of CO2 reduction strategies of the three Dutch sectors with
the highest CO2 emissions (i.e. industry, energy, transport), and their motivations behind these
strategies. This investigation may help inform the development of more effective strategies that
better motivate actors on a national scale to reduce their CO2 emissions. In this context, national
scale means that although the companies that will be investigated will be large with high CO2
emissions, the specific branches are located in the Netherlands and are thus subject to Dutch law
and policy. The three sectors that will be researched in this study account for the majority of Dutch
emissions (Fig. 2) (Emmissieregistratie, 2020), which is also the case on a global scale (Fig. 3) (IEA,
2018). This means that when the motivations behind adopting CO2 reduction strategies of these
three sectors are better understood, it may be informative for how other companies within these
sectors that were not studied in this research may be motivated to reduce their CO2 emissions. The
main practical objective of my research is therefore to find out both what motivates companies to
go with their chosen strategies as well as what motivated them to disregard other strategies. This
then could help guide policy approaches that hold potential to significantly decrease CO2 emissions
for the three highest emitting sectors worldwide.
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Figure 2: CO2 emission in megatons CO2-equivalents
per sector in the Netherlands. Retrieved from:

Figure 3: Global CO2 emissions in gigatons in
2018. Retrieved from:

https://www.clo.nl/indicatoren/nl0165-broeikasgasemissies-in-nederland

https://www.iea.org/data-and-statistics/charts/global-co2emissions-by-sector-2018

1.2.2 Theoretical Objectives
Regarding my theoretical objective, I aim to build a more comprehensive framework of corporate
motivations for adopting certain climate change mitigation strategies and not others. More
specifically, I aim to provide a broader and more inclusive view of corporate motivations by adopting
a more open approach to investigate a broad range of motivations for climate change mitigation on
the corporate level. In the end, this new framework, could help inform motivations in the context of
climate change for an understudied, yet critical corporate group.
Diving deeper into previous literature on corporate motivation for mitigating climate change, it
becomes clear that the focus often lies on one or two types of motivations. These types of
motivations are often related to economic incentives (e.g. increasing revenue, decreasing costs) and
external pressures (e.g. stakeholder pressure, customer satisfaction, maintaining a high reputation)
(Bagagnan et al., 2019; Begum & Pereire, 2015; Becker-Olsen, Cudmore & Hill, 2006; Ervin, Wu,
Khanna, Jones & Wirkkala, 2013; Tuppura et al., 2016; Wiengarten et al., 2013). Moreover, these
studies typically adopt a deductive analytical approach. However, I argue that these deductive
approaches where they rooted their research into one or two theories, possibly overlook other
relevant types of corporate motivations for mitigating climate change. Indeed, corporate motivation
studies that propose a different, inductive and qualitative, approach do exist (Asif, Bruin & Fisscher,
2008; Cooper & Nguyen, 2019; Kalling, 2003) and have argued that deductive approaches consider
a limited number of categories that causes rich and fresh potential insights to be overlooked (Asif et
al., 2008). For instance, Asif et al. (2008) investigated the corporate motivations behind
implementing integrated management systems (IMS) using an inductive approach. This study found
that their inductive approach provided organizational theorists, managers, and policymakers with
the opportunity to predict behaviors with respect to IMS implementation as well as helping them in
11

better understanding the dynamics of IMS implementation (Asif et al., 2008). Therefore, I will adopt
a qualitative and more open exploration of corporate motivations to obtain a broader and more
comprehensive view of corporate motivations for mitigating climate change.
My qualitative approach is based on literature that highlights a number of motivations relevant in
the context of my study. Literature demonstrates that a shift has taken place in corporate motivation
from a focus on creating wealth for companies’ stakeholders to a focus on a wider set of stakeholders
and, with that, a growing sense of corporate social and environmental responsibility (Falck & Heblich,
2007; Tuppura et al., 2016, Wiengarten et al., 2013). Related to this shift, four motivational areas
that are relevant in corporate motivation for mitigating climate change can be identified, namely, 1)
cost competitiveness, 2) reputational legitimacy, 3) risk mitigation, and 4) environmental
responsibility. In this case, cost competitiveness relates to monetary motivations to, for instance,
increase revenue or lower costs. This has proved to be an important part of corporate motivation
throughout history (Ervin et al., 2013; McLellan, Marcolin & Beamish, 1995; Mitchell & Robinson,
1999), but is insufficient to explain the growing corporate emphasis on social and environmental
responsibility. The second motivational area, reputational legitimacy, regards motivations rooted in
companies’ aims to maintain a high reputation towards customers and investors for example.
External pressures on a company to meet certain reputational criteria has indeed proved to be an
important motivational factor for companies to lower their pressure on the environment (Ervin et
al., 2013; Tuppura et al., 2016; Wiengarten et al., 2013). For example, Ervin et al., 2013 found that
when external pressures (e.g. investors’ pressures, customer satisfaction) are high, companies are
more likely to implement environmental management practices.
The third motivational area, risk mitigation, is increasingly investigated in a climate change context
and might be another important motivational factor for corporations to mitigate climate change (Le
Dang, Li, Nuberg & Bruwer, 2014; Nguyen et al., 2019). Indeed, it was found that people and
companies are more motivated to make adaptations to mitigate climate change if they perceive it
to be a threat to their livelihoods (Cismaru, Cismaru, Ono & Nelson, 2011; Le Dang et al., 2014;
Nguyen et al., 2019). The fourth and final motivational area, environmental responsibility, covers
motivations regarding companies having or feeling like they have a responsibility to reduce their
impact on the environment. These motivations appear to have particularly strengthened in recent
years since voluntary environmental practices of corporations have increased in the past three
decades (Schaltegger & Burrit, 2018). These four motivational areas thus cover a broad range of
corporate motivational factors which provided a starting point for my research. However, I also
sought to explore other motivations in order to reach my theoretical objective of building a more
comprehensive framework of corporate motivations for mitigating climate change.
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1.3 Research Questions
In order to reach the objectives stated above, the main research question is formulated as follows:
How and to what extent has the Dutch Climate Agreement influenced the CO2 emission
reduction strategies of the three Dutch sectors with the highest CO2 emissions (i.e.
industry, energy, transport), and what are the motivations behind choosing to adopt
certain strategies and not others?
To examine the complexity of this question, the main research question is divided into the
following sub questions:
1. How and to what extent has the Dutch Climate Agreement influenced strategies for
reducing CO2 emissions of companies in Dutch industry, energy, and transport
sectors?
2. What motivations underpin the adoption of the particular CO2 reduction strategies of
companies (and not others) in the Dutch industry, energy, and transport sector?
3. How do corporate motivations for adopting CO2 reduction strategies (and not others)
interact in the Dutch industry, energy, and transport sector?

1.4 Reading Guide
This thesis begins with an exploration of the theoretical underpinnings to my approach for
understanding the motivations of Dutch high emitting companies for adopting CO2 reduction
strategies in chapter 2. Then, in chapter 3, the specific methodology adopted in my study and its
justification is explained. Subsequently, chapter 4 discusses the findings and their connection to a
wider scientific debate, which includes a reflection on the theoretical framework and methodology,
ideas for further research, and my theoretical contributions. Additionally, the results hold important
implications for policy that seeks to enhance corporate climate change mitigation which is therefore
discussed in section 4.3. Chapter 5 then concludes with a summary of the findings and systematic
contributions to all research questions.
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2. Theoretical Framework
This chapter explores the theoretical underpinnings to my approach for understanding the
motivations of Dutch high emitting companies for adopting CO2 reduction strategies. First, an
overview is given of how corporate motivation has been conceptualized in and outside of
environmental context in scientific literature so far and how it will be conceptualized in my study.
Second, the four motivational areas (i.e. cost competitiveness, reputational legitimacy, risk
mitigation, environmental responsibility) are explained and put into the context of my study. Third,
Self-determination theory and its connection to my study is discussed. Finally, a conceptual
framework that explains how I will explore and go beyond these motivations is presented (Fig. 4).

2.1 Conceptualization of Corporate Motivation
Corporate motivation is a complex concept and not easily defined. Motivation on a corporate level
differs from the individual manager or smallholder level; instead, it is an emergent property of the
whole company related to the company’s objectives. Corporate motivation is thus an emergent
property of many heterogeneous motivations within the corporate entity, which is influenced by the
values and beliefs of leadership as well as by corporate culture and norms (Schaltegger & Burrit,
2018). Therefore, I will explore people’s views on why the company chose to adopt certain strategies
and not others, and not the individual values within the company. Furthermore, looking into previous
scientific literature about corporate motivation, a straightforward conceptualization is difficult to find.
However, as mentioned in the theoretical objectives, there has been a shift in corporate motivation
from a relatively narrow focus on creating wealth for the company and its shareholders to a focus
on a wider set of stakeholders (e.g. society surrounding the corporation) (Falck & Heblich, 2007;
Tuppura et al., 2016, Wiengarten et al., 2013). This implies that present conceptualization of
corporate motivation touches upon a wider range of motivations, from motivations based on wanting
to achieve company specific goals (e.g. making profits) (Lord & Hanges, 1987) to corporate
motivations rooted in the company having an environmental responsibility (Karassin & Bar-Haim,
2016; Schaltegger & Burrit, 2018). For my study this means that corporate motivation is
conceptualized through identifying four motivational areas, as mentioned in the theoretical
objectives, based on this shift: 1) cost competitiveness, 2) reputational legitimacy, 3) risk mitigation,
and 4) environmental responsibility.
Up until now, studies have often focused on one or two of these corporate motivational areas
(Tuppura et al., 2016; van der Laan, 2009; Wiengarten et al., 2013). For instance, van der Laan,
2009 described companies’ motivations for corporate social disclosure with a focus on reputational
legitimacy. She found that companies are more motivated to disclose information if they feel a
certain responsibility to their stakeholders and/or customers; corporations want to be transparent,
and (appear to) ‘do the right thing’ (van der Laan, 2009). The companies in this study thus have
some form of corporate social responsibility, which is:
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“a recognition, in part, that in business trust is critical to success; that reputation
management is essential; that a brand must enjoy people’s confidence; that longtermism matters; and that there is something in corporate responsibility that is the
smart solution for business and for long-term economic growth” (Brammer & Pavelin,
2005, p. 40).
Other studies with a focus on reputational legitimacy (Wiengarten et al., 2013) and additionally cost
competitiveness (Tuppura et al., 2016) found similar results. Tuppura et al. (2016) compared
motivations of forest industry companies for implementing forest certification and environmental
management systems (EMS) and found that motivations are more often external than internal while
pinpointing customer satisfaction to be key in choosing to implement EMS. Moreover, they found that
a high environmental performance had “a positive influence on the stock values” (Tuppura et al.,
2016, p. 365), and identified this to be part of companies’ motivations for taking environmental
responsibility. Wiengarten et al. (2013) obtained similar results when investigating motivations of
companies in North America and Western Europe for implementing EMS. They also found motivations
to be more often external and even found that some organizations used EMS as a marketing tool
without making effective changes in their supply chain to lower their pressure on the environment
(Wiengarten et al., 2013).
Corporate motivation studies thus often adopt a deductive approach with a focus on just one or two
motivational areas (e.g. cost competitiveness, reputational legitimacy) (Tuppura et al., 2016; van
der Laan, 2009; Wiengarten et al., 2013). However, it has been suggested that in order to fully
explore corporate reasons for reducing their environmental impact, an inductive, multi-theoretical
approach can help (Asif et al., 2008; Burgwal & Vieira, 2014; Cooper & Nguyen, 2019; Eljayash,
2017; Kalling, 2003; Wangombe, 2015). This because by assuming a narrow range of important
motivational factors based on quantitative deductive motivational assessments, other important
motivational factors in shaping corporate environmental behavior might be overlooked (Asif et al.,
2008). For this reason, I used an inductive approach to consider a broad range of corporate
motivational areas, as explained in the next section, to investigate the possibility of a wider array of
corporate motivations. In the end, I strive to go beyond simplistic motivational categories and
assumptions in order to build a more comprehensive understanding of corporate motivations for
adopting certain climate change mitigation strategies and not others.

2.2 Motivational Areas
In this section, the four most common motivational areas discussed in the literature in relation to
corporate motivation for mitigating climate change are discussed. For every motivational area, first
the type of motivation is explained. Then, examples are presented of how each area is relevant in
understanding corporate motivations for climate change mitigation. Finally, some of the limitations
of each motivational area are discussed; my study seeks to address these limitations by bringing
these areas (and additional motivations) together into a more comprehensive framework.
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2.2.1 Cost Competitiveness
The first motivational area identified to be important in corporate motivation, cost competitiveness,
relates to motivations rooted in companies’ financial incentives, such as increasing revenues and
lowering costs. Economic incentives are part of the most basic corporate motivation related to the
start of the shift in corporate motivation where companies are focused on creating wealth for the
company and its shareholders (Freeman, 1984). Diving deeper in the literature, an abundance of
scientific research that focuses on cost competitiveness as part of corporate motivation goes back
many years. For instance, studies from the 1990’s have identified financial incentives as important
motivational factors for corporations (McLellan et al., 1995; Mitchell & Robinson, 1999). Mitchell &
Robinson (1999) found that companies are more motivated to engage in share buy-backs if future
expectations are positive (e.g. expected increase of worth) or if it would increase financial position
and/or performance. Furthermore, McLellan et al. (1995) found that companies’ “financial
motivations underlie many Information Technology outsourcing strategies” (p. 299).
These studies are relatively old, but there are also more recent studies that have explored financial
incentives as part of corporate motivation in the context of mitigating climate change. For example,
Ervin et al. (2013) investigated motivations for corporate environmental efforts. They conducted
their research following Utility maximization theory, which is based upon the logic that a subject will
make those behavioral changes that maximizes their utility (e.g. an individual will choose to behave
in a way that benefits them) (Aleskerov, Bouyssou & Monjardet, 2007). Ervin et al. (2013) applied
this theory on the corporate level to describe the effect of economic incentives (e.g. motivation to
increase revenue and decrease cost) on companies’ environmental efforts. They found that
companies are more likely to implement environmental management practices when costs are low
(Ervin et al., 2013). Other studies that add to the understanding of cost competitiveness-based
corporate motivations for mitigating climate change used Shareholder theory to argue that
companies will engage in social and environmental responsibility activities when those activities are
in the best interest of its shareholders (i.e. value maximization) (Flammer, 2013; Margolis & Walsh,
2003; Saint, 2005; Sundaram & Inkpen, 2004; Wangombe, 2015).
Although cost competitiveness is thus no doubt an important aspect of corporate motivation, it is
often difficult to make environmental options more cost competitive than conventional options (Golub
& Brody, 2017; Tong, Hendrickson, Biehler, Jaramillo & Seki, 2017). So even though studies found
cost competitiveness to be an important part of corporate motivation, this is still quite a problematic
lone theory for changing company behaviors. Hence, cost competitiveness does not cover the full
range of corporate motivation for mitigating climate change. When looking at shareholders for
instance, it becomes clear that they are not the only stakeholders that a company takes into account
in their decision-making process (Wangombe, 2015). For example, external pressures on
corporations to maintain a high reputation have also proved to be a significant part of corporate
motivation, as will be explained in the next section.
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2.2.2 Reputational Legitimacy
The motivational area of reputational legitimacy is rooted in a company’s goal to maintain a high
reputation towards their customers or shareholders for example. Much literature focuses on the
importance of reputational legitimacy in driving corporate motivation for mitigating climate change
(Czinkota, Kaufmann & Basile, 2014; Becker-Olsen et al., 2006; Ervin et al., 2013; Tuppura et al.,
2016; Wiengarten et al., 2013). Legitimacy and reputation are described to “become mutually
supportive ‘institutions’, i.e. conditions, useful to acquire social status and competitive advantage,
both of which are key objectives for companies and their supply chains” (Czinkota et al., 2014, p.
91). For instance, Tuppura et al. (2016) found that improving the company’s image is an important
motivation for adopting forest certification. Similarly, Ervin et al. (2013) found that companies are
more likely to adopt environmental management practices if it is in line with stakeholders’ interests.
This study applied Institutional theory, which is described as considering “the processes by which
structures, including schemas, rules, norms, and routines, become established as authoritative
guidelines for social behavior” (Scott, 2005, p.2). In the case of Ervin et al. (2013) it was used to
describe how external pressures from market and non-market actors (e.g. investor pressures,
regulatory pressures, competitive pressures) influence companies’ environmental efforts. Another
theory that is often used to describe the importance of company’s reputation in motivation is the
Legitimacy theory, which:
“relies on the notion that there is a ‘social contract’ between a company and the society
in which it operates. Specifically, it is considered that an organization’s survival will be
threatened if society perceives that the organization has breached its social contract.
Where society is not satisfied that the organization is operating in a legitimate manner,
society will revoke the organization’s ‘contract’ to continue its operations. Furthermore,
legitimacy is achieved by demonstrating that companies’ activities are concordant with
social values. If a company cannot justify its continued operation, then, in a sense, the
community may revoke its contract.” (Msiya, 2020, p. 6)
Legitimacy theory is also identified as an important theoretical perspective in corporate
environmental reporting, since “existing legitimacy of an organization is threatened, questioned or
challenged when the organization’s adverse effects on the environment are apparent (Ashforth &
Gibbs, 1990; Dowling & Pfeffer, 1975)” (Wangombe, 2015, p. 660). Reputational legitimacy thus
proves to be an important motivational factor in understanding corporate motivation for mitigating
climate change. However, a focus only on cost competitiveness and reputational legitimacy might
emphasize corporate motivations that depend on external drivers and overlook other, more intrinsic,
motivations. For example, a focus on cost competitiveness and reputational legitimacy alone might
fail to notice corporate intrinsic motivations rooted in a company’s sense of environmental
responsibility or perceiving climate change as a threat. Indeed, there are indications that these types
of corporate motivations also play a role in companies’ efforts in mitigating climate change (Le Dang
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et al., 2014; Schaltegger & Burrit, 2018). Therefore, the third corporate motivational area, risk
mitigation, is discussed in the next section.

2.2.3 Risk Mitigation
The motivational area of risk mitigation relates to motivations regarding perceiving climate change
as a threat and/or perceiving the company to be vulnerable to climate change, meaning:
“Perceived severity can be conceptualized as the perception of the seriousness of
problems arising from engaging in current practices (referred to as maladaptive
behavior). Perceived vulnerability would likewise reflect the likelihood to personally
experience negative consequences of the risks in the current situation. Higher
perceived severity and vulnerability should expectedly stimulate pro-environmental
(i.e., adaptive) behavior.” (Bockarjova & Steg, 2014, p. 278)
Motivations based on risk mitigation are often studied with the help of Protection Motivation theory
(PMT), which was originally developed to investigate human response to fear of health threats. This
led to the finding that people are more motivated to take action when they perceive the severity of
and vulnerability to the threat as high (Floyd, Prentice-Dunn & Rogers, 2000; Prentice-Dunn &
Rogers, 1986; Rogers & Prentice-Dunn, 1997). Although PMT was initially developed with the focus
on the individual (Cismaru et al., 2011; Floyd et al., 2000; Rainear & Christensen, 2017), it is
increasingly used on the organizational level in the context of climate change mitigation. There, PMT
is generally used to describe and substantiate that companies are more motivated to make
adaptations to mitigate climate change if they perceive it to be a threat to their livelihoods (Le Dang
et al., 2014; Nguyen et al., 2019). For example, a 2014 study showed that farmers in Vietnam are
more likely to “have an adaptation intention when they perceive higher risks of climate change and
greater effectiveness of adaptive measures” (Le Dang et al., 2014, p. 11). Similarly, Nguyen et al.
(2019) found that farmers are more likely to make climate change adaptations when perceived
climate risk is high. Another approach in climate change mitigation studies is to use PMT to predict
pro-environmental behavior (Bockarjova & Steg, 2014) and to guide communication campaigns to
inform actors about what they can contribute to mitigating climate change and why this is important
(Cismaru et al., 2011). Moreover, PMT has proved to be a useful tool in predicting public support for
climate change policies (Lam, 2015). In my study, these approaches thus could help in optimally
motivating companies to reduce their CO2 emissions as well as to guide policy decision-making to
achieve optimal public support.
Although PMT helps explain why corporations help mitigate climate change, studies often focus on
small companies in countries that have a relatively low impact on the environment (e.g. Le Dang et
al., 2014; Nguyen et al., 2019). Therefore, I will explore potential motivations related to risk
mitigation in the three highest emitting sectors in the Netherlands (and worldwide) that have a major
impact on climate change. However, diving deeper into and going beyond risk mitigation, there is
still a gap left to fill. First, a distinction can be made between short-term and long-term risks that
corporations take into account in their business operations. Corporations probably consider one to
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be more pressing than the other, which, in turn, potentially holds implications for their response to
climate change. For instance, if a company focuses more on short-term risks rather than long-term
risks, they could be less motivated to adopt climate change mitigation strategies. Instead, they
might put their efforts towards solving more short-term problems such as increasing costs or
decreasing profits. Second, exploring risk mitigation does not necessarily take into account other
types of motivations that are emerging among some corporations from a sense of moral
responsibility to contribute beneficially to growing societal challenges, like climate change. Indeed,
Chen (2020) further explored PMT and concluded that the theory failed to incorporate moral
obligation and found that perceived moral obligation enhances protection motivation. More
specifically, this study found that if one perceives “a higher moral obligation to mitigate climate
change, their protection motivation increases and contributes to intentions to participate in climate
change mitigation behaviors” (Chen, 2020, p. 13722). For this reason, environmental responsibility
coming from a perceived moral obligation to reduce one’s impact on the environment is discussed
in the next section.

2.2.4 Environmental Responsibility
The motivational area of environmental responsibility has been given more recent attention in the
literature and covers motivations regarding companies having or feeling like they have a
responsibility to reduce their impact on the environment (Schaltegger & Burrit, 2018). This area is
also recognized by governments that define it as a corporate motivation where “companies decide
voluntarily to contribute to a better society and a cleaner environment” (European Commission,
2001, p. 4).
Corporate environmental responsibility (CER) is part of corporate social responsibility (CSR), which
means that corporations should “conduct their business in a manner that demonstrates consideration
for the broader social environment in order to serve constructively the needs of society, to the
satisfaction of society” (Graafland & van de Ven, 2006, p. 113). CSR has been the focus of several
recent scientific studies (e.g. Karassin & Bar-Haim; Schaltegger & Burrit, 2018; Shaukat, Qiu &
Trojanowski, 2016; Qin, Harrison & Chen, 2019). For example, Schaltegger & Burrit (2018)
investigated ethical motivations underpinning CSR - including CER - and identified two categories.
The first is related to a corporation’s motivation to include social and environmental concerns in the
company’s management system and “go beyond the boundaries of the firm to create a dialogue with
those who are vulnerable to the unintended consequences of corporate conduct” (Schaltegger &
Burrit, 2018, p. 241). For example, a studies of voluntary CSR reports found that these voluntary
reports are primarily used by corporations that have already good social and environmental records
(Mahoney, Thorne, Cecil & LaGore, 2013; Uyar, Karaman & Kilic, 2020). This first category thus
seems to relate to corporations’ intrinsic motivation of wanting to do the right thing for the (social)
environment. Corporate intrinsic motivations are thus developing; however, it is difficult to say
whether these motivations are really intrinsic ethical motivations or a performance of intrinsic
motivations as the second category indicates. This distinction of ethical motivations underpinning
CSR relates to corporate motivations where “ethical motivations are driven either by a reactionary
concern for short-term financial interests of the business, or reputational driven by a narcissistic
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concern to protect the firm’s image” (Schaltegger & Burrit, 2018, p. 241). The identification of this
category seems to indicate that, in some cases, environmental practices are implemented to
propagate that a company is ‘doing the right thing’. Here, the possibility arises that a company
appears to make environmental efforts without actually doing so (i.e. Greenwashing) (Watson,
2017). Indeed, studies found that some companies want to appear to ‘do the right thing’ and
implement environmental management systems as a marketing tool without making actual changes
within the firm (van der Laan, 2009; Wiengarten et al., 2013). This phenomenon of greenwashing
raises the question of how to identify company’s motivations in environmental responsibility as
intrinsic ethical motivations or merely a performance of intrinsic motivations (i.e. greenwashing or
not?). How I will address this problem in my study is explained in chapter 3.
Having discussed four of the motivational areas that might play a role in corporate motivation for
adopting CO2 reduction strategies, it is important to take into account the possibility that other types
of motivations – and interactions among them - may also play a role in corporate motivation. The
literature shows an increase in the internalization of various more intrinsic norms (e.g. moral, risk)
that cause companies to adopt environmentally friendly strategies (Olanipekun, Chan, Xia &
Adedokun, 2018; Schaltegger & Burrit, 2018). This is an important phenomenon because there are
some indications that decisions driven by intrinsic motivations are more persistent in the face of
change and may also lead to more substantive actions (Flüchter & Wortmann, 2014; Graafland &
van de Ven, 2006; Stone, Deci & Ryan, 2009; Teixeira, Silva, Mata, Palmeira & Markland, 2012).
One theory that is often used in this context, Self-determination theory (SDT), explores a wide range
of motivations - from intrinsic to extrinsic motivation and everything in between - including so-called
sustainable motivations, internalization of motivations, and interactions between motivations (Deci,
Koestner & Ryan, 1999; Gagné, Deci & Ryan, 2018; Deci & Ryan, 2012; Stone et al., 2009). SDT is
thus an especially relevant guiding theory in exploring the many different types of corporate
motivations and will therefore be discussed in the next section.

2.3 Self-Determination Theory
In this study, I draw upon SDT because it is useful for examining how different types of motivations
interact (i.e. tensions, synergies), and because it provides a useful structure to examine more
diverse forms of motivations. SDT explores a sliding spectrum of motivations from more extrinsic
(i.e. motivation based on something external to the activity or person) to more intrinsic (i.e. doing
something for its own sake) and “identifies the core principles underlying sustainable motivation”
(Stone et al., 2009, p. 76). Sustainable (i.e. enduring) motivation comes from an intrinsic motivation
of feeling 1) like one could influence important outcomes, 2) satisfied and supported in one’s social
relationships, 3) not compelled or coerced by external and/or internal forces (Stone et al., 2009).
On the individual level this means that internal motivation is more likely to result in long-term
behavior changes (Flüchter & Wortmann, 2014; Stone et al., 2009; Teixeira et al., 2012).
Although SDT is rarely applied on the corporate level, there is some empirical evidence that corporate
intrinsic ethical motivation is stronger correlated to CSR than extrinsic motivation (Graafland & van
de Ven, 2006). Concretely, this study found that intrinsic ethical motivations rooted in a moral duty
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of firms towards society leads to a stronger involvement in CSR than extrinsic motivations coming
from a company’s financial success (Graafland & van de Ven, 2006). Although this study did not
investigate whether intrinsic ethical corporate motivation is stronger correlated to long-term
behavior change than extrinsic motivations, other studies into corporate motivation do seem to
relate to some of the core principles underlying durable motivation. For example, studies have found
that stakeholders’ approval and customer satisfaction are important motivational factors for
companies to implement sustainable practices (i.e. support and satisfaction of corporate social
relationships is part of corporate motivations) (Ervin et al., 2013; Tuppura et al., 2016).
Furthermore, the third principle underpinning sustainable motivation, not feeling compelled or
coerced by external and/or internal forces (i.e. autonomy), could also have implications on the
corporate level. Indeed, Corporate Autonomy (CA) is an existing concept in the literature which
refers to “the factual ability of a company to follow what is defined as its intent, in particular to act
according to its own principles, including standards for ethical conduct, restricted only by the rights
of others and by national and international law” (Roloff & Aßländer, 2010, p. 520). This could indicate
that, potentially, the autonomy of companies to shape their own strategies might be an important
part of corporate motivations. However, in a climate change mitigation context, CA could also cause
conflict if a company does not take sustainability as seriously as its customers for example (i.e.
motivation based on stakeholder satisfaction conflicts with motivation rooted in CA).
With respect to conflicting motivations, SDT can be used in my study to help understand and
categorize different corporate motivations (e.g. more intrinsic or extrinsic) and potential tensions
between them (Deci et al., 1999). Regarding these tensions, SDT is related to the so-called
motivational crowding effect that suggests that “external intervention via monetary incentives or
punishments may undermine, and under different identifiable conditions strengthen, intrinsic
motivation” (Frey & Jegen, 2001, p. 589) (Coccia, 2018; Grepperud, 2007). The crowding effect
works both ways; crowding in occurs when external motivations strengthen intrinsic motivation and
crowding out is observed if external motivations erode intrinsic motivations (Graafland, 2020). On
the individual level, this is extensively researched (e.g. Ezzine-de-Blas, Corbera & Lapeyre, 2019;
Graafland, 2020; Huang, Lin, Lai & Lin, 2014; Rode, Gómez-Baggethun & Krause, 2015). For
example, regarding Payments for Environmental Services (PES), both crowding in and crowding out
effects were observed (Ezzine-de-Blas et al., 2019). Some studies suggested that PES, over time,
caused a decrease in people’s intrinsic motivations to conserve (i.e. crowding out) (Rico GarcíaAmado, Ruiz Pérez & Barassa García, 2013; Rode et al., 2015), while others found that PES could
strengthen people’s intrinsic motivations to conserve (i.e. crowding in) (Dedeurwaerdere et al.,
2016). Looking at the bigger picture, evidence of extrinsic motivations having a negative effect on
intrinsic motivations to lower pressure on the environment - crowding out - is more abundant than
crowding in effects where extrinsic and intrinsic motivations are in synergy (Rode et al., 2015).
In contrast to the individual level, studies into motivational crowding on a corporate or organizational
level are scarce. However, several studies suggest that it also has implications on the organizational
level (Frey & Jegen, 2001; Graafland & Mazereeuw-Van der Duijn Schouten, 2012). Moreover, one
study recommended that when one wants corporations to be socially responsible (CSR) one should
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only play on corporate extrinsic motivations when intrinsic motivations have already been crowded
out (Looser & Wehrmeyer, 2016). This potentially uncovers a problem in Dutch policy since its main
focus has been on externally motivating companies to reduce their CO2 emissions (e.g. enforced
regulation, subsidies) (Klimaatakkoord, 2019; Klimaatwet, 2020). But, as previously mentioned, the
processes of motivation crowding and tensions on the corporate level is not yet clearly described in
the literature. Despite the fact that motivation crowding and tensions between motivations on the
corporate level are not clear, I argue that these tensions are important to explore since it would
provide a better understanding of why businesses make certain choices. In the context of my study
this means that exploring tensions between the different corporate motivational areas could help
pinpoint why certain CO2 reduction strategies were adopted and not others. Moreover, with the help
of SDT, I aim to go beyond the four motivational areas to explore the process by which companies
might strengthen and internalize motivations to take increasingly more radical action. This is
important because it allows for an exploration of what approaches can potentially foster corporations’
intrinsic motivations and long-term actions. Next, I present a conceptual framework that explains
how I aim to use the four motivational areas as well as how I plan to go beyond them.

2.4 Conceptual Framework
Having presented a broad range of motivations, from cost competitiveness to environmental
responsibility, it becomes evident that these are rarely considered and conceptualized all together
on the corporate level. Therefore, my study’s objective is to explore this wide array of motivational
areas in order to achieve a more comprehensive understanding of the complexity of corporate
motivations for mitigating climate change. In addition, using SDT as a guiding framework allows me
to go beyond these motivational areas in order to gain a richer and more complete understanding
of corporate motivations, and how they may interact. Moreover, opposed to several corporate
motivation studies that used a quantitative and deductive approach, my study has a qualitative and
more inductive approach to achieve a more open and rich exploration of corporate motivations for
mitigating climate change that fits the conceptual framework presented below.
In order to investigate what types of motivations underpin the adoption of particular CO2 reduction
strategies and not others by Dutch companies in the highest emitting sectors, corporate motivation
is conceptualized based on the shift in corporate motivation related to the four motivational areas
explained in the theoretical framework (Falck & Heblich, 2007; Tuppura et al., 2016, Wiengarten et
al., 2013). In short, the motivational areas guide the qualitative approach of my study to ensure
that a broad range of motivational factors is investigated at the corporate level. Additionally, SDT
provides the overall theoretical framing for the exploration of these four, and other, motivations and
how they interrelate (e.g. conflicts, synergies) (Deci et al., 1999; Ryan & Deci, 2012). Although SDT
is not often applied on the corporate level through an inductive analysis, it has great potential in the
context of my study. For example, SDT allows me to categorize the different motivations, from
intrinsic to extrinsic motivation and everything in between (Deci et al., 1999; Deci & Ryan, 2012).
This categorization then enables me to explore tensions between motivations as well as possible
crowding in and crowding out effects (Coccia, 2018; Deci et al., 1999; Grepperud, 2007). Exploring
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the interrelations of corporate motivations is relevant because it can provide insights in why
companies have adopted certain climate change mitigation strategies and have disregarded others.
To conclude, I argue that using SDT as an overall theoretical framing enables me to pinpoint what
motivates and demotivates companies in Dutch highest emitting sectors in their choice of strategies
to reduce their CO2 emissions, in order to inform potential policies and strategies for corporate
engagement. A schematic overview of this conceptual framework is presented in figure 4.

Figure 4: Overview of conceptual framework. The blue boxes indicate the phenomena to be studied in this research.
The orange box indicates the motivational areas that guide the investigation of the phenomena while taking into
account the possibility of finding additional types of motivations. The frame around the orange box portrays the
theoretical framing by SDT. The green box presents the theoretical outcome of this study.
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3. Methodology
As previously mentioned, my study takes a qualitative approach to investigate how and to what
extent the Dutch Climate Agreement has thus far influenced the decreasing CO2 emission strategies
of the three Dutch sectors with the highest CO2 emissions (i.e. industry, energy, transport) and the
motivations behind adopting these strategies and not others. In this section, first I present the data
collection method, followed by my analytical approach.

3.1 Data Collection
Due to the focus of this study on the influence of the Dutch Climate Agreement on motivations
underpinning CO2 reduction strategies among the highest emitting Dutch sectors, I used the
following criteria to select the corporations that participated in this study; corporations must: 1) fall
under the Dutch industry, energy or transport sector (CBS, 2017; CBS, 2020a), and 2) have signed
the Dutch Climate Agreement (Overzicht Ondertekenaars, 2020). To be more specific, companies
that fall under the Dutch industry sector produce and/or process material goods in factories or
enterprises (CBS, 2017). Furthermore, companies in the Dutch energy sector are either responsible
for energy production and/or supply, or actively involved in the sustainable energy production chain
(e.g. producing solar panels) (CBS, 2017). And, finally, companies that fall under the Dutch transport
sector are specialized logistics companies (e.g. transport of goods in all modalities) (CBS, 2017). In
total, I conducted twelve interviews, including four people for each sector from a total of eight
companies. The duration of the individual interviews were approximately 45 minutes. Six of the
interviews were with employees of the sustainability department and the other six interviews were
conducted with employees or directors outside of the sustainability department. This approach
helped in getting close to motivations on a corporate level since the head of sustainability might
have different priorities and motivations than a general manager for instance. The choice for
conducting twelve interviews was based on the amount of time available in my thesis (i.e. six months
in total) and on the amount of companies that signed the Dutch Climate Agreement (Overzicht
Ondertekenaars, 2020). An overview of industry, energy, and transport companies that signed the
Dutch Climate Agreement as well as an overview of all twelve interviewees can be found in Appendix
I & II respectively.
The interviews were semi-structured, which means that they have a clear direction following a set
of questions, but it is also possible to ‘go with the flow’ if the opportunity presents itself (e.g. the
interviewee may guide the interview in an unforeseen, but interesting direction). In this way, it is
possible to get the answers to my questions as well as leave room for interviewees to choose a
direction that might broaden and/or deepen my view on the research topic (Saunders, Lewis &
Thornhill, 2016). An overview of the interview protocol with the guiding questions based on the
theoretical and conceptual framework is presented in Figure 5.
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Figure 5: Semi-structured interview protocol.

Not shown in Figure 5, but important nonetheless, are the actions leading up to the interviews.
Before the start of the interviews, I made sure that I had introduced myself and explained the topic
and objectives of my study. Subsequently, I asked for permission to record the interview after which
the interview began. As shown in Figure 5, the first five questions are rather broad and leave room
for the interviewee to state their thoughts without me guiding them in any way. This enabled me to
more openly explore corporate motivations first by keeping the interviewee talking about their view
of company’s motivations for as long as possible without leading them in a certain direction. After
that, I asked more specific questions related to the four motivational areas (i.e. cost
competitiveness, reputational legitimacy, risk mitigation, environmental responsibility) if they were
not first raised by the interviewees. This structure is followed to ensure a level of consistency across
all interviews. With all these questions, I probed further by asking the interviewees to elaborate or
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by simply leaving a quiet moment to enable the interviewee to think deeper about the questions.
For example, after the interviewee answered question number ten, I asked if the company perceives
climate change to be a threat to our planet, the company, both, or maybe neither. This set of
questions together with the probing and not holding on to a completely structured set of questions
enabled me to gain a deeper and more complete insight into corporate motivations for mitigating
climate change. Since all twelve interviews were conducted in Dutch, the Dutch semi-structured
interview is presented in Appendix III.
Regarding my specific interview methodology, a limitation emerges that needs addressing. I
gathered my data, when possible, from two employees of each company. However, the goal of this
research is to better understand motivations from a corporate perspective rather than from an
individual perspective. The process of extracting motivations on the corporate level from individual
perspectives is challenging since employees might mention their own motivations rather than the
motivations of the company as an entity. Also, if interviewees indeed state the company’s motivation
it is often their interpretation of the company’s motivation, which can also differ per person. I tried
to mitigate these biases by making sure that 1) I specifically asked about the company’s motivation
throughout the interview, 2) when possible, I interviewed two people from each company, and 3)
by analyzing several corporate documents containing company statements regarding the adoption
of CO2 reduction strategies and motivations underpinning them. For future reference, I would
recommend researchers to interview as much of a company’s employees as possible besides
analyzing corporate statements and documents.
The corporate documents I analyzed (Annual and Sustainability Report, 2018; Annual Report and
Accounts, 2020; CO2 Reductieplan 2009-2020, 2019; Duurzaamheid, n.d.; Jaarverslag 2019, 2020;
Kivits Drunen B.V., n.d.; MVO Beleidsverklaring, 2020; Our Responsibility, 2018; Our Responsibility,
2019; Sustainability Report, 2019; VDL Groep Jaarverslag, 2019) were mainly annual, and
sustainability reports available on the companies’ websites. On average, depending on document
availability, I analyzed one or two documents per company. Investigating these documents enabled
me to find additional CO2 reduction strategies that the interviewees failed to mention as well as
validate the strategies the interviewees did mention. Additionally, I analyzed the documents to
search for incorporated corporate motivations for adopting climate change mitigation strategies.

3.2 Data Analysis
After the interviews were conducted, they were transcribed following ‘Strict verbatim’. This
transcription method entails typing everything that is said to such an extent that readability is
maintained, including hesitations and mistakes for instance (Azevedo et al., 2017). Using ‘Strict
verbatim’ enabled me to analyze exactly what was said as well as the underlying meanings of the
interviewee’s statements that might be more revealing (e.g. mistakes, hesitation). After the
interviews were transcribed, they were analyzed by reading the transcriptions and searching for
elements that could be important for answering the research questions (Baarda et al., 2013).
Second, codes were assigned to relevant passages of the interviews (Creswell & Creswell, 2017).
Codes are words or short combinations of words that connect the empirical material (i.e. statements
26

of the interviewees) to the researcher’s interpretation framework (Baarda et al., 2013).
Subsequently to the coding, the codes were combined by searching for coherence of codes and
organizing them (Creswell & Creswell, 2017). From this, different themes were formed that led to a
model in which all relevant aspects of the interviews and thus my research were represented
(Creswell & Creswell, 2017).
In the theoretical framework, I outlined four potentially important motivational areas in corporate
motivation. While keeping these in mind, I also searched for other categories in the first two rounds
of coding the interview transcripts. In total, I identified eight different categories and where
significant differences within a category were evident, they were divided into subcategories (Table
1). The method of coding regarding motivational interactions is also presented in table 1.
Furthermore, in order to determine the importance of different motivations, I ranked the
motivational categories based on a counting of words coded under different motivational areas.
Table 1: Overview of categories divided into subcategories, motivational interactions, their color codes, and
explanation.

Themes & Subcategories

Explanation

Cost Competitiveness

Implementing strategy to gain corporate financial
incentives and/or competitive advantages

1. Ensure Revenue

Implementing strategy to ensure company’s profits

2. Eligible for Subsidy

Implementing strategy to get discounts on certain
purchases and/or practices

Reputational Legitimacy

Implement strategy to be socially accepted

1. Dominant Discourse

Implement strategy because the sustainability narrative
has become established in the authoritative guidelines of
social behavior

2. Stakeholders’ Opinion

Implement strategy because different stakeholders (e.g.
customers, suppliers, shareholders) voice their preference
for sustainable practices

Risk Mitigation

Implement strategy to mitigate climate change’s threat to
a company

Environmental
Responsibility

Implement strategy because of company’s moral
obligation to reduce impact on environment

1. Social Environmental
Responsibility
2. Natural Environmental
Responsibility

Moral obligation to ensure a healthy environment for
different stakeholders, such as employees, members, and
customers; wanting to make a positive contribution to
society
Moral obligation to make a positive contribution to the
natural environment

Legal Obligation

Implement strategy to meet policy and legislation in place

Feasibility

A certain strategy is feasible for a particular company to
implement

Taking the Lead

Company wants to take the lead with respect to certain
practices in particular areas of the market

Expertise

Company has the expertise and know-how necessary to
adopt certain strategies
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Motivational Interaction

Explanation and Example

Motivational Synergy

“We always think it’s very important what our members think
and of course also what our customers think, because that is
how we earn our money”

Motivational Tension

“Although it costs extra money, it is just a shame to rinse away
clean water”

Then, based on the themes and to identify illustrative example quotes, I went back and analyzed
the interviews one last time according to the themes and subcategories I identified. Additionally,
several of the corporate documents regarding the company specific CO2 reduction strategies
provided written proof of the companies’ different strategies as well as provided me with additional
corporate CO2 reduction strategies that interviewees failed to mention. Moreover, on some
occasions, I found statements of motivations for helping to mitigate climate change in the
documents, which I then documented.
Finally, the results were interpreted by 1) summarizing the overall findings, 2) comparing findings
to scientific literature, and 3) discussing the implications for the context of my study (Creswell &
Creswell, 2017). Subsequently, the results were used to explore how this increased comprehensive
understanding of companies’ motivations for mitigating climate change could potentially inform
policies to enhance corporate climate change mitigation.
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4. Results & Discussion
In this chapter, the results of the interviews and corporate document analysis are presented and
discussed. The chapter is divided following the three sub research questions regarding adopted
corporate CO2 reduction strategies, motivations underpinning them, and interactions among the
corporate motivations for implementing CO2 reduction strategies. Finally, the implications for climate
change mitigation policy and the theoretical contribution of this study are discussed.

4.1 Corporate Strategies
In this section, corporate CO2 reduction strategies of the three Dutch highest emitting sectors (i.e.
industry, energy, transport) are presented based on the interviews and corporate document analysis
(Table 2). The strategies are divided into six categories based on the strategies mentioned in the
interviews, corporate documents, the Dutch Climate Agreement, and relevant scientific literature on
corporate sustainability strategies (Baumgartner & Ebner, 2010; Klimaatakkoord, 2019; Williams &
Schaefer, 2013). The first category, Corporate Processes & Production, describes corporate
strategies related to companies’ business operations. The second category, Sustainable Energy Use,
relates to the companies’ sources and use of energy. Third, the category of Fleet of Vehicles regards
strategies with respect to all vehicles a company owns or leases (e.g. corporate cars, trucks). The
fourth category, Compensation, regards corporate strategies used to compensate CO2 emissions.
Fifth, the category of Engaging Third Parties relates to companies’ efforts to stimulate third parties
(e.g. employees, clients, suppliers) to reduce CO2 emission. Finally, the sixth category of Research
& Innovation represents CO2 reduction plans or projects companies are researching or developing.
Table 2: Overview of corporate CO2 reduction strategies in the industry, energy, and transport sector extracted
from the interviews and corporate document analysis (Annual and Sustainability Report, 2018; Annual Report
and Accounts, 2020; CO2 Reductieplan 2009-2020, 2019; Duurzaamheid, n.d.; Jaarverslag 2019, 2020; Kivits
Drunen B.V., n.d.; MVO Beleidsverklaring, 2020; Our Responsibility, 2018; Our Responsibility, 2019;
Sustainability Report, 2019; VDL Groep Jaarverslag, 2019). The left column contains corporate CO2 reduction
strategies per category, the right column presents the prevalence of the strategies among the three sectors in
companies per sector.

CO2 Reduction Strategies
1. Corporate Processes & Production
a. Investments in wind energy
b. Investments in solar energy
c. Participating in European Union
Emissions Trading System (EU ETS)
d. Implementing fast-charging service
e. Closing coal-fired power plants
f. Integrating electric charging company
g. Reduction of gas production
h. Use of waste heat from refinery to warm
homes
i. Building hydrogen filling stations
j. Implementing a sharing renewable
energy platform
k. Use of biomass in coal-fired power plants
l. Supply of district heating using biomass
m. Upgrading existing power plants to the
development of grid-stabilization plants

Industry

Energy

Transport

3
3
3
2
2
2
1
1
1
1
1
1
1
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2.

3.

4.

5.

n. Production of biofuels
o. Recycling railway ballast
p. Evaluate energy and CO2 reduction
policy management review
q. Reducing machines’ revolutions per
minutes (rpm)
r. Electrification of machines
s. Transport materials packaging free or
use recycled packaging
t. Investment portfolio that contributes to
lowering CO2 emissions
u. Decrease the offer of long-haul journeys
v. All offered trips are net-zero emission
w. Production of electric busses
x. Development/production of electric
trucks
y. Gradually end fossil fuel tank production
z. Reduction of paper use
aa. Taking into account the impact on the
environment before acquisitions
Sustainable Energy Use
a. Installation of LED-lighting
b. Climate control using heat recovery from
machines
c. Installation of heat pumps in company
buildings
d. Installation of industrial heat pump
e. Insulation
f. Reusing heat
g. Systematically monitoring and assessing
the energy use in CO2 emissions
h. Updating planned activities to improve
energy efficiency
i. Reducing office space
j. Installation of solar panels
k. Switching to green energy for office
buildings
Fleet of Vehicles
a. Use of biofuels
b. Electric corporate lease cars
c. Use of Liquefied Natural Gas (LNG)
vehicles
d. Use of Longer Heavier Vehicle
Combination (LHV vehicles)
e. Provide electric lease cars
f. Lowering the weight of corporate vehicles
g. Limit the maximum emission of corporate
cars
h. Electric cargo bikes
i. Installation of loading stations for electric
vehicles
Compensation
a. Investments in natural ecosystems
b. Carbon capture and storage
c. Carbon credits
Engaging Third Parties
a. Encourage employees to bike to work
b. Gain insight in suppliers’ carbon footprint
c. Encourage employees to use public
transport
d. Encourage clients to use public transport
e. Encourage carpooling for employees

1

1
1
1
1
1
1
1
1

1
1
1
2
1

2
2

2
2
1
1
1
1

1
1

2
1

2

1
2
2
3
2
1
1
1
1
1
1
2

1
1
1
1

1
2
2
1
1
1
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f. Encourage employees to work from home
g. Challenge employees to share ideas that
contribute to sustainability
h. Setting up a supply chain in which
suppliers are assessed on sustainability
i. Offering information and electric test
driving to third parties
j. Updating third parties with information
and instructions regarding planned
activities for improving energy efficiency
k. Offering customers carbon credits
6. Research & Innovation
a. Participation in a practical test of the
Dutch Sustainability Protocol for Biomass
b. Researching/developing synthetic
kerosine
c. Development of a high temperature heat
pump
d. Using hydrogen in gas-fired power plants
e. Researching the use of residual flows
(e.g. woody biomass, heat from data
centers)
f. Researching the use of geothermal
energy
g. Development of hydrogen trucks
h. Researching/developing standardization
of fuel cell module
i. Researching production switch from fossil
fuel-based products to renewable
energy-based products
j. Developing an autarkic demonstration
field with batteries, electrolysers, fuel
cells
k. Gain insight in company’s carbon
footprint
l. Researching possibility of hydrogen
production
m. Follow developments in the industry
regarding energy-efficient cars and
adjust policy accordingly
n. Building battery/hybrid locomotives

1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1

Comparing the strategies in table 2 with the suggested strategies in the Dutch Climate Agreement,
it becomes evident that the Dutch Climate Agreement describes a broad range of sector specific
measures that companies can and have interpreted differently. For instance, the industry sector has
the biggest task of all sectors; a 59% CO2 reduction compared to 1990 (Klimaatakkoord, 2019). In
order to achieve this reduction, building up new activities, converting existing ones, and phasing out
activities that no longer fit in a climate-neutral and circular economy by 2050 is needed (Klimaatplan,
2020). The industry sector can shape the transition with measures such as process efficiency, energy
saving, carbon capture and storage (CCS), electrification, use of blue (a combination of fossilgenerated electricity and CCS) and green (based on renewable electricity) hydrogen, and the
acceleration of circularity (e.g. plastics recycling, bio based raw materials) (Klimaatakkoord, 2019;
Klimaatplan, 2020). Comparing the strategies suggested in the Dutch Climate Agreement with the
actual CO2 reduction strategies adopted by firms in this research, it seems that the industry sector
indeed focuses on switching to more sustainable activities (e.g. production of electric trucks, end
fossil fuel tank production) and renewable energy sources in corporate buildings. However, carbon
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capture and storage is not a strategy that the industry corporations in this study have adopted. The
motivations behind these choices will be examined in the following section.
According to the Dutch Climate Agreement, the largest challenge for the energy sector is to
eventually achieve climate neutral energy systems (Klimaatakkoord, 2019; Klimaatplan, 2020). With
this goal, it is important to take into account the growing demand for electricity from other sectors
(e.g. industry, transport), because those are shifting from fossil fuel use to electricity use
(Klimaatakkoord, 2019; Klimaatplan, 2020). For 2030, the goal is to have renewable energy account
for 70% of electricity production with a focus on wind and solar energy (Klimaatakkoord, 2019;
Klimaatplan, 2020). In order to achieve this goal, two main strategies were formed, namely
renewable energy production at sea (i.e. wind energy), and on land (mainly wind and solar energy)
(Klimaatakkoord, 2019). Looking at the strategies that were actually adopted by companies in the
energy sector (Table 1), there is indeed a clear focus on wind and solar energy production on land
and sea. Additionally, corporations in the energy sector also seem to focus on other types of
renewable energy (e.g. hydrogen, biomass) and research and development of the use of residual
heat flows and geothermal energy for example. The type of CO2 reduction strategies adopted by the
energy companies in this research are thus similar to the ones suggested in the Dutch Climate
Agreement.
Regarding the third highest emitting sector, the transport sector, the most important ambition is to
achieve net zero-emission transport (Klimaatakkoord, 2019). In general, this will be achieved
through 1) the use of renewable energy sources, 2) stimulating electric (passenger) transport, 3) a
decrease of eight billion business kilometers traveled (by car), 4) making logistics more sustainable,
and 5) national policy for the shipping and aviation sectors (Klimaatakkoord, 2019; Klimaatplan,
2020). More specifically, this means that in the strategy for making different means of transportation
more sustainable, the priority lies on using renewable fuels (e.g. electricity, solar energy, biofuels,
green hydrogen). For example, the increase in biofuels must be obtained from sustainable residues
(e.g. residues from food crops) (Klimaatakkoord, 2019). Also, the agreement concludes that
hydrogen is an important energy carrier in the transport sector, especially with respect to heavy
transport. Therefore, parties have agreed to strive for realizing 50 hydrogen refueling stations (HRS),
15,000 Fuel Cell Electric Vehicles (i.e. hydrogen electric vehicles), and 3,000 heavy vehicles with a
hydrogen fuel cell by 2025 (Klimaatakkoord, 2019). In practice, the realization of hydrogen refueling
stations and hydrogen fuel cells seem to be strategies adopted by the energy and industry sector
respectively, not the transport sector. However, the transport sector does focus on adopting
strategies that attend to the use of biofuels, stimulating electric and public transport, and stimulating
sustainability throughout the supply chain.
Now that the actual adopted corporate CO2 reduction strategies in this study are identified, it seems
that they are quite similar to the strategies stated in the Climate Agreement. However, there still
are some discrepancies. Therefore, the question arises of what the implications are for CO2
emissions considering the discrepancies between possible strategies companies could have adopted
and strategies they actually adopted. For instance, the companies that fall under the industry sector
in this research have not adopted strategies based on carbon capture and storage. Similarly, the
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strategies of developing hydrogen fueling stations and hydrogen fuel cells are adopted by the energy
and industry sector respectively, instead of by the transport sector. However, it seems that, although
not all in the expected sector, the strategies suggested in the Dutch Climate Agreement match the
strategies found in my research. What does stand out is that companies seem to focus more on
strategies in the Corporate Processes & Production category than on strategies in any other category.
Whether a corporation focuses their strategies on their own sustainability practices and/or on
practices up and down the supply chain holds important implications for the actual CO2 reduction
(Jeswani, Wehrmeyer & Mulugetta, 2008; Kolk & Pinkse, 2005; Weinhofer & Hoffman, 2010).
Therefore, by taking a closer look at the strategies identified in table 2, two main categories can be
identified, namely strategies that are internally oriented and strategies that are externally oriented
(Baumgartner & Ebner, 2010; Li, Okoroafo & Gammoh, 2014; Seuring & Müller, 2008) (Table 3).
Internally oriented strategies are related to a company’s internal practices (e.g. product design, use
of green power in office buildings) (Li et al., 2014; Zhu, Sarkis & Lai, 2012), while externally oriented
strategies relate to expanding sustainability practices further up and down the supply chain (e.g.
customers, suppliers) (Li et al., 2014).
Table 3: Overview of strategies divided in internal and external orientation and their prevalence in the industry,
energy, and transport sector in companies per sector.

External Orientation
Transport materials packaging free or use
recycled packaging
Gain insight in suppliers’ carbon footprint
Provide electric lease cars
Limit the maximum emission for corporate
cars
Investment portfolio that contributes to
lowering CO2 emissions
Decrease the offer of long-haul journeys
All offered trips are net-zero emission
Encourage clients to use public transport
Setting up a supply chain in which suppliers
are assessed on sustainability
Offering information and electric test driving
to third parties
Updating third parties with information and
instructions regarding planned activities for
improving energy efficiency
Recycling railway ballast
Implementing a sharing renewable energy
platform
Offering customers carbon credits
Taking into account the impact on the
environment before acquisitions
Internal Orientation
Investment in wind energy
Investment in solar energy
Participation in EU ETS
Implementing fast-charging service
Closing coal-fired power plants
Integrating electric charging company
Reduction of gas production
Using heat from refinery to warm homes
Building hydrogen filling stations
Use of biomass in coal-fired power plants

Industry

Energy

Transport
2
2
1
1
1
1
1
1
1
1
1
1

1
1
1

2

3
3
3
2
2
2
1
1
1
1
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Supply district heating using biomass
Upgrading existing power plants to the
development of grid-stabilization plants
Production of biofuels
Investment in natural ecosystems
Carbon capture and storage
Carbon credits
Participating in a practical test of the Dutch
Sustainability Protocol for Biomass
Researching/developing synthetic kerosine
Development of a high temperature heat
pump
Using hydrogen in gas-fired power plants
Researching the use of residual flows (e.g.
woody biomass, heat from data centers)
Researching the use of geothermal energy
Use of biofuels
Installation of loading stations for electric
vehicles
Electric corporate lease cars
Evaluate energy and CO2 reduction policy in
the management review
Reducing machines’ rpm
Electrification of machines
Systematically monitoring and assessing the
energy use in CO2 emissions
Updating planned activities to improve energy
efficiency
Reducing office space
Use of LNG vehicles
Use of LHV vehicles
Lowering the weight of corporate vehicles
Electric cargo bikes
Encourage employees to use public transport
Encourage carpooling for employees
Encourage employees to bike to work
Encourage employees to work from home
Challenge employees to share ideas that
contribute to sustainability
Follow developments in the industry regarding
energy-efficient cars and adjust policy
accordingly
Building battery/hybrid locomotives
Installation of LED-lighting
Climate control using heat recovery from
machines
Insulation
Researching the possibility of hydrogen
production
Development of hydrogen trucks
Researching/developing standardization of
fuel cell module
Installation of heat pumps in company
buildings
Installation of industrial heat pump
Gradually ending fossil fuel tank production
Development/production of electric trucks
Researching production switch from fossil fuelbased products to renewable energy-based
products
Developing an autarkic demonstration field
with batteries, electrolysers, fuel cells

1
1
1
1
1
1
1
1
1
1
1
1
3
2
2
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
2
2
1
1
1
1
1
1
1
1
1
1
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Gain insight in company’s carbon footprint
Production of electric busses
Reusing heat
Installation of solar panels
Reduction of paper use
Switching to green energy for office buildings

1
1
1
2
2
1

2

2
2
2

Table 3 shows that the companies considered in this research have adopted more strategies that
are internally oriented than externally oriented strategies. In total, four out of the eight companies
investigated have indicated to work with third parties to improve sustainability practices throughout
the supply chain. However, some companies are on the receiving end of externally oriented
strategies, like having to meet ISO14001 certification standards and getting pressured by its parent
company to focus more on sustainability (Li et al., 2014; interviewee #7, 9). Previous literature
found that firms need to adopt both internally and externally oriented strategies to fully realize their
sustainability performance potentials (Li et al., 2014; Zhu et al., 2012). This is an important
implication, because it can help inform policy and businesses on what strategies are most effective
in lowering CO2 emissions and will therefore be discussed in the policy implications section.

4.2 Motivational Areas
In this section, the results regarding corporate motivation for implementing CO2 reduction strategies
are presented. An elaboration of the color-coded themes and subcategories (Table 1), including
additional example quotes, can be viewed in appendix IV. Here, the different motivational areas that
emerged from the interviews are discussed.
With respect to the corporate CO2 reduction strategies presented above, the underlying corporate
motivations for adopting said strategies are not yet clarified. It is however vitally important to
understand why exactly companies make an effort to mitigate climate change since that knowledge
could inform future climate change mitigation policy how to stimulate corporations to reduce CO2
emissions most effectively. Circling back to the data, interviewees mentioned several motivations
that, in their opinion, underpin the adoption of CO2 reduction strategies by the respective
companies. Interestingly, interviewees mentioned three of four motivational areas identified in the
theoretical framework, namely cost competitiveness, reputational legitimacy, and environmental
responsibility. Additionally, four other types of motivations were identified based on the interview
analysis. First, before going into full detail, a graphic overview of the general structure of
motivational areas as they were voiced by the interviewees is presented (Figure 6).
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Figure 6: General structure of corporate motivations for mitigating climate change. Box size and arrow thickness
corelate with the importance of the motivations; cost competitiveness, reputational legitimacy, and
environmental responsibility were most often mentioned as being part of corporate motivation for adopting CO2
reduction strategies. Risk mitigation was not mentioned as being part of corporate motivation and is therefore
not connected to corporate efforts for mitigating climate change.

Diving deeper into the interview analysis, six subcategories could be identified. Regarding the
motivational area of cost competitiveness, there seems to be a difference between motivations based
on ensuring a company’s revenue and motivations coming from qualifying for some form of subsidy.
However, about the latter, interviewees generally indicated that subsidies are not the number one
motivation, rather, it is an additional incentive for adopting certain strategies. For instance, one
interviewee stated the following when asked about whether the particular company qualified for
subsidies:
“There are indeed, I think we already use them in some places, but often we have an idea or we
want to do something and only then we check whether there is a subsidy for it. It’s not that we
base our practices on the existing subsidies. So, it is not the main driver but rather an extra
incentive to continue with it. But it is not the first motivation”1 (Interviewee #3)
Furthermore, interviewees indicated that subsidies are a great way of starting a new market. This is
because when subsidies are used to stimulate the market at the start, competition is created
between businesses, which causes companies to invest. However, companies should not
permanently depend on subsidies because then they are not incentivized to invest in the new market.
An example of a new market incentivized with subsidies is offshore wind energy. The market of
building wind parks at sea was incentivized with a subsidy, but now it is a cost-efficient business
(Jansen et al., 2020).

1

All quotes are translated from Dutch to English.
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Regarding the motivational area of reputational legitimacy, two subcategories can be derived from
the interview analysis. The first, dominant discourse, relates to motivations based on the
sustainability narrative that has become established in the authoritative guidelines of social behavior.
More specifically, this influential climate change discourse reaches a more and more prominent place
in different layers of society, including the company level (Kolk & Levy, 2001; Moser, 2016; Wright,
Nyberg & Grant, 2012). For instance, interviewees mentioned that they see that climate change is
increasingly being taken more seriously:
“And also as a real crisis, the last few years it is also increasingly brought to the fore that there
simply is a climate crisis, I said it before. And I think it is a very good thing that it is getting more
and more attention” (Interviewee #7)
The second category of reputational legitimacy, stakeholders’ opinion, relates to motivations coming
from different stakeholders (e.g. clients, suppliers) that voice their preference or set requirements
for certain sustainable practices, like meeting certification requirements to win a tender (interviewee
#3, 4, 9). Then, regarding the motivational area of environmental responsibility, a distinction can
be made between social and natural environmental responsibility. In general, it seems that
corporations feel responsible for their impact on the natural environment as well as for creating a
safe and healthy environment for their employees:
“You simply have the responsibility to provide people with a decent job, to pay them properly, to
guide them to retirement in a decent and dignified manner [...] also with respect to flora and
fauna, biodiversity, what impact do those heavy machines have on the ground or on the
surrounding flora, on protected animal species [...] in my view, as an organization, you do have a
certain responsibility to deal with this” (Interviewee #3)
In contrast to these three motivational areas and their subcategories, the fourth motivational area
identified in the theoretical framework, risk mitigation, was not once mentioned by the interviewees.
Most interviewees do think that the corporations consider climate change to be a threat to society
as a whole and thus to their firm, but do not view the firm to be vulnerable to climate change. A
majority of the respondents indicated that their firm approaches the ‘threat’ of climate change as an
opportunity to make efficient changes in their business operations:
“We are an optimistic company, so we see everything in terms of opportunities. And I don't think it
is very much like us to think about the whole climate crisis as bad for our company, no, I just think
that, regarding the people we work with, we all think in terms of opportunities and not in threats”
(Interviewee #4)
Previous literature did find risk mitigation to be part of the motivation for mitigating climate change
(Bagagnan et al., 2019; Cismaru et al., 2011; Le Dang et al., 2014; Nguyen et al., 2019). However,
these studies were conducted in relatively low impact countries when compared to the Netherlands.
Moreover, these studies focused on a sector that I did not investigate, the agricultural sector. It is
very well possible that in the Dutch agricultural sector, risk mitigation is part of the motivation for
adopting CO2 reduction strategies since this sector is especially sensitive to climate change in the
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sense that all aspects of food security are most likely affected by climate change (Porter et al., 2014;
Smith et al., 2014). Therefore, in order to gain an even more comprehensive view of corporate
motivations for mitigating climate change, future research could focus on the role of risk mitigation
in corporate motivations in the Dutch agricultural sector.
As previously mentioned, four other motivational areas surfaced during the interview analysis
besides the ones identified in the theoretical framework, namely legal obligation, taking the lead,
expertise, and feasibility. Half of the interviewees mentioned legal obligation as part of corporate
motivation for adopting CO2 reduction strategies. For instance, one interviewee stated the following
when asked about why they think the company chooses to adopt certain CO2 reduction strategies:
“Well, I don't know whether VDL opts for this, I think VDL is also guided by legislation and
regulations” (Interviewee #12)
Furthermore, when asked about the Dutch Climate Law and Climate Agreement, all indicated that
the corporation deems it important to oblige to the policy and legislation in place. This is supported
by several corporate documents that state that relevant legislation and regulation will be followed
(Annual and Sustainability Report, 2018; Annual Report and Accounts, 2020; Code of Conduct, 2016;
Our Responsibility, 2019). Legal obligation is, by definition, based on a company’s mandatory
adherence to relevant policy and legislation. In other words, corporations have to oblige to the
regulations in place if they do not want to suffer any legal repercussions. Here, there is a difference
between corporate environmental regulations that are in force for the long term and regulations that
are often overturned. This distinction is important because, as mentioned by several interviewees,
clear regulations in place for the long term are necessary for businesses to anticipate and commit
to effective business operations that are in line with environmental regulations and simultaneously
ensure a company’s economic viability.
Several examples of corporations subjected to legal (environmental) restrictions are presented in
the literature. The most recent case in the Netherlands where a company faced legal restrictions is
the case of Shell in May 2021 (Rb. Den Haag, 2021). As a direct consequence of this lawsuit, Shell
is forced to reduce their Dutch CO2 emissions with 45% in 2030 compared to 2019 (Rb. Den Haag,
2021). Although this court ruling only applies to Shell’s CO2 emissions on Dutch soil, it is likely to
have an extended effect in the form of similar lawsuits in other countries as also happened with the
2019 Urgenda case (Morton, 2021; Vogels & Voermans, 2021). This lawsuit against a high-emitting
company is thus an example of legal obligations having a positive outcome for climate change
mitigation. Nevertheless, it is suggested in the literature that legislation should never be utilized as
a substitute for ethical concepts (Bowen & Heath, 2005; Ostas, 2011). For example, the American
energy company Enron hid billions of dollars of debt through legal loopholes and committed fraud in
driving up energy prices (Bowen & Heath, 2005). On the one hand legal obligation can thus be an
effective way to stimulate corporations to lower their CO2 emissions, but on the other hand, adoption
of corporate strategies solely driven by a legal obligation might be less effective as companies could
search for legal loopholes instead of being more intrinsically motivated to help mitigate climate
change.
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The other ‘new’ motivational areas, besides legal obligation, namely taking the lead, expertise, and
feasibility were often mentioned with an underlying motivation or in relation to corporate motivations
for not adopting certain CO2 reduction strategies and will therefore be discussed in the next section
of motivational interactions.

4.3 Motivational Interactions
4.3.1 Motivational Tensions
The main reason for pinpointing motivational tensions is that it helps investigate why certain
strategies were adopted while others were disregarded. Several interviewees mentioned strategies
that were not adopted by the respective company: 1) acquiring electric trucks, 2) reducing water
usage, 3) switching to full electric fleet of vehicles, 4) initiating logistics hubs, 5) reducing kilometers
traveled, 6) acquiring new electric locomotives, 7) converting coal-fired power plants to biomass
power plants, and 8) terminating the use of gas in corporate buildings (interviewee #1, 2, 3, 4, 7,
10). The motivational tensions regarding not adopting certain strategies usually follow the phrase of
‘we want to make an effort to be more sustainable and adopt this strategy, but …’. This ‘but’ is then
followed by a motivation regarding one or more motivational areas: 1) cost competitiveness, 2)
feasibility, and 3) expertise. More specifically, the strategies from points 1, 4, 5, 7, and 8 were not
adopted because suppliers are not ready yet, the company does not have enough delivery addresses,
the current number of kilometers traveled are essential to the job, gas-fired power stations are more
flexible than coal-fired power stations, and corporate buildings are connected to the gas grid
respectively. All these thus connect to the feasibility of the strategies. Furthermore, sometimes, a
strategy is not adopted before years of discussion regarding the feasibility. For instance, making the
switch to a full electric fleet of vehicles was not adopted by a transport company at first because of
concerns regarding the action radius, but now will be adopted because of years of discussion and
lobbying by the CSR advisor (interviewee #2). Another important motivation for not adopting certain
strategies relates to cost competitiveness. For instance, a company chose not to acquire an electric
locomotive, because it would cause a negative return on investment. Instead, they acquired secondhand electric locomotives to test whether they would fit into their business operations (Interviewee
#4). Also, a company in the industry sector chose not to adopt certain measures to reduce water
usage (e.g. waterless urinals), because those strategies are not economically viable (Interviewee
#10). However, they are working on a water tank that reuses the overflow of water, which is also
not economically viable. When asked about the underlying motivation the interviewee stated:
“Well actually to show ourselves that those possibilities are there and although it costs extra
money, it is just a shame to rinse away clean water. [...] and that’s more because of our own
realization than that someone forces us to implement it” (Interviewee #10)
In contrast to the specific strategies that were not adopted, several interviewees did not mention
specific strategies. However, they did explain what they think are corporate motivations for not
adopting strategies in general. A clear narrative here is, again, a combination of cost
competitiveness, feasibility, and expertise:
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“So then you actually already have two criteria, one is financial, the other is operational [...] and
maybe one more factor, that is do we actually know enough about it?” (Interviewee #2)
In general, it seems that the main motivational tension in adopting strategies lies between
environmental responsibility and cost competitiveness, feasibility, and expertise. In other words,
companies seem to want to adopt CO2 reduction strategies based on a sense of environmental
responsibility, however, if said strategies do not fit into a profitable business model, are not feasible
and/or the company does not have the required know-how, the strategy is not adopted.
With respect to the corporate document analysis, there also seems to be a discrepancy, in this case
between the areas of environmental responsibility and cost competitiveness. In these corporate
documents, environmental responsibility is omnipresent. From the companies I investigated that
produce annual and/or sustainability reports, all include some form of statement that the firms deem
it important to protect the environment (Annual and Sustainability Report, 2018; Annual Report and
Accounts, 2020; Code of Conduct, 2016; MVO Beleidsverklaring, 2020; Our Responsibility, 2019;
Statuten ANWB, 2017; Sustainability Report, 2019). For instance, the energy company RWE stated
that:
“One thing is clear: CO2 is indispensable for life on Earth. But that does not mean that
humans can release as much as they like into the atmosphere. So, if we are not to unduly
inflate the natural greenhouse gas effect and the observed rise in global temperatures, it
makes sense to curb man made carbon dioxide emissions” (CO2 Scrubbing, 2009, p. 4)
One firm also explicitly states that they take their responsibility regarding their influence on the
environment and society as a whole (MVO Beleidsverklaring, 2020). In contrast to cost
competitiveness, which is not explicitly mentioned as being part of corporate motivations in public
corporate documents, companies thus clearly propagate that they view environmentally friendly
practices to be important in their business operations. One explanation for this could be that
corporate environmental responsibility reporting was often found to be driven by reputational
legitimacy (e.g. stakeholder pressure) and a sense of social obligation (Boesso & Kumar, 2009;
Braam, de Weerd, Hauck & Huijbregts, 2016; Hossain, Alam, Islam & Hecimovic, 2015;
Papagiannakis & Lioukas, 2012). Corporate profit reporting on the other hand is decreasing due to
a shift in corporate reporting from a narrow emphasis on reporting stewardship and accountability
to shareholders to a more forward-looking perspective (e.g. environmental perspective) for other
societal stakeholders (Crowther, 2018; Desai, 2005).
In summary, corporate motivations thus interrelate and sometimes are in conflict with each other.
These conflicts often seem to come down to a company’s sense of environmental responsibility and
wanting to do the right thing on one side and a company’s need for financial stability and strategic
feasibility on the other. Regarding the shift in corporate motivations, companies definitely seem to
emphasize corporate environmental responsibility in contrast to the desire of generating profits,
however, this is not unconditionally as corporations will always take into account the financial and
operational aspect in choosing to adopt certain CO2 reduction strategies and not others.
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4.3.2 Motivational Synergies
Motivational synergies are sets of motivations that as a combination produce a greater effect than
each motivation separately (Amabile, 1993; Yuan, Cai, Morrison & Linton, 2005). In this study this
means that several sets of motivations were found that, together, form the corporate motivation for
adopting CO2 reduction strategies. More specifically, two types of motivational synergies could be
identified following the data analysis. First, there is the category of two or more motivations that
strengthen the overall motivation for adopting corporate CO2 reduction strategies. These synergetic
motivations range from combinations of motivations based on environmental responsibility,
dominant discourse, stakeholders’ opinion, cost competitiveness, and legal obligation. For instance,
some interviewees indicated that motivations based on environmental responsibility are
strengthened by stakeholders’ opinions:
“That is definitely the good will of the company itself. But very honestly, sure, if everyone would
have leaned back and there were no NGOs and no active shareholders etcetera, then I honestly
don't know where we would have been now, I don't think where we are right now”
(Interviewee #5)
From all the motivations identified in this study, there seems to be a trend of motivations coming
from environmental responsibility that are strengthened by other motivational areas, because being
intrinsically motivated to be environmentally responsible is not enough to adopt CO2 reduction
strategies:
“So I always say, and of course our director is quite a climate guru, he wants to work sustainably
etcetera and he really passes that on to us [...]. But I think that if that motivation from our client
was not there that we would spend less money on it” (Interviewee #4)
“Well it sounds a bit idealistic but it is also just to make a living, I have to be honest about that
too” (Interviewee #7)
Furthermore, these types of motivational synergies potentially are a sign of the crowding in effect
(Graafland, 2020) on the corporate level where external motivations strengthen intrinsic
motivation:
“There are a number of people, and I am very happy with that, also throughout the organization
up to and including the director who are very intrinsically motivated and think it is fantastic to
work with sustainability, who really stimulate it, boost it, propagate it. So well that's one of the
reasons for wanting this. And on the other hand you see that the environment around us
sometimes also demands it [...] the customer asks for it, you can get a certain benefit if you act
more sustainably, so that also contributes to the movement towards sustainability”
(Interviewee #3)
Here, it seems that in some parts of the company, intrinsic motivation for mitigating climate change
already existed and was strengthened by the company’s environment in the form of customers’
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demand and monetary incentives (i.e. extrinsic motivation). Moreover, the interviewee in this case
seems to be increasingly intrinsically motivated due to other intrinsically motivated people within
the company as well as through the extrinsic motivations of winning tenders and clients’ demand for
sustainable practices.
The second category of motivational synergies relates to different layers of motivations. This is where
the motivational area of taking the lead comes in. Taking the lead is described by interviewees as
being ahead of other firms and is often mentioned to be an important part of corporate motivations.
However, diving deeper into why corporations deem it important to take the lead, underlying
motivations start to surface. Usually, these underlying motivations are related to the motivational
area of cost competitiveness:
“By showing our sustainability, we hope that we will have a head start on the others, which will
also give us a head start in tenders” (Interviewee #4)
Other types of layered motivations also came forward through the data analysis, where it, again,
concluded in underlying motivations of ensuring revenue:
“We always think it’s very important what our members think and of course also what our
customers think, because that is how we earn our money” (Interviewee #2)
“The Swedish state has actually said for a long time, even long before the climate agreement, that
we must be one of the frontrunners in the field of the energy transition. And customer wishes are
also very important because if customers leave, it is difficult to earn money” (Interviewee #7)
To summarize, it can be stated that there is never just one motivation for adopting CO2 reduction
strategies. Rather, there is a constant movement of motivations that interact with each other. In
the case of motivational synergies, a distinction can be made between a strengthening of intrinsic
motivation by several extrinsic motivations and a synergy of motivations where two or more types
of motivations underpin each other and together form the overall motivation. In the first category,
extrinsic motivations of stakeholder pressure and/or economic incentives strengthen the intrinsic
motivation of environmental responsibility, which leads to the adoption of corporate CO2 reduction
strategies. In the second category, several extrinsic motivations (e.g. ensuring profits, legal
obligation) exist that strengthen and/or underpin each other. For example, several interviewees
stated that their corporation wants to take the lead to gain a higher market share or win tenders
(interviewee #1, 4, 9). Up until now, research into corporate motivational synergies has been scarce
but I argue that they are especially interesting since they have the potential to inform policy that
seeks to enhance corporate climate change mitigation, as I will explain in the next section.
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4.4 Implications for Climate Change Mitigation Policy
In this section, the most important findings regarding current Dutch climate change mitigation policy
and implications for future policy are discussed. First, there are a number of opportunities for
policymakers that emerged during the interviews. For instance, corporations seem to think that
subsidies are effective measures that can help create new business models as was already done with
offshore wind energy (Jansen et al., 2020). Some interviewees suggested that use and development
of hydrogen as a renewable energy or fuel should be approached in a similar fashion, since currently,
it does not fit into a profitable business model (interviewee #11, 12; Ben-Menachem, 2018). Such
examples thus present opportunities for policymakers to create new, sustainable markets. Important
information for policymakers here is that, to a certain extent, corporations are willing to take risks:
“We did take that risk as a company, like okay, maybe those subsidy schemes will end in 2 years,
because it’s not a guarantee and then what? Then I have a more expensive vehicle and I no longer
get any financial benefit on the fuel” (Interviewee #1)
This willingness to take these risks seems to come from a sense of environmental responsibility, but
also depends on the clarity and stability of the regulations in place (interviewee #1, 5). However,
implementing clear and stable regulations presents a risk as well, since a company’s autonomy in
shaping their own strategies might be an important part of corporate motivation for adopting said
strategies (Roloff & Aßländer, 2010). So, there seems to be a fine line between setting clear and
stable rules and companies losing their sense of autonomy that policymakers should take into
account. A second potential risk for climate change mitigation policy, as mentioned in the theoretical
framework, is the suggestion that corporate extrinsic motivations (e.g. economic incentives) should
only be used when intrinsic motivations already have been crowded out (Looser & Wehrmeyer,
2016). However, the opposite seems to be the case in my study, since several extrinsic motivations
were found to be in synergy with a company’s intrinsic motivation of environmental responsibility
and together formed the corporate motivation for adopting CO2 reduction strategies. For example,
one interviewee stated that a company has to have a sense of environmental responsibility to initiate
change. However, environmental responsibility alone is not enough for a company to take action,
ensuring revenue is also a necessity. So, in this case, intrinsic and extrinsic motivations thus coexist
and together cause corporations to take action:
“Just having a green heart is nice, because you have to have that already otherwise you won't
even begin to take action, but there also has to be a business model. Because an entrepreneur
exists based on a successful business model and not on a business model to make the world
greener, but to lose out financially” (Interviewee #1)
A third potential area of concern for policymakers is the apparent importance of considering both
internally and externally oriented strategies (Li et al., 2014; Zhu et al., 2012). Currently, companies
seem to be mainly focused on internally rather than externally oriented strategies (Table 3). The
literature suggests that when a company thinks sustainability is important in itself (i.e. higher sense
of environmental responsibility) and when the sustainable business path is seen as inevitable, it will
43

lead to functional solutions with well-balanced corporate economic, ecological, and social realms
(van Marrewijk & Were, 2003). This growing narrative of viewing sustainability as inevitable already
seems to be present in the corporations investigated here, since eight of twelve interviewees made
comments in the line of ‘sustainability is a hot topic and there is no denying it’. Therefore, I would
argue that future climate change mitigation policy should follow on this ‘sustainability is inevitable’
path to ensure that companies start focusing more on externally oriented CO2 reduction strategies.
So, the challenges of current policy approaches entail considering corporate autonomy while also
ensuring clear and stable policy regulations so that companies can commit to specific and sustainable
business directions and/or fields. This might be an even greater challenge when dealing with
multinational companies (MNC’s) since they are often willing to exceed national legislation, even if
there are additional costs involved, to follow global company standards (Christmann, 2000; Dowell,
Hart & Yeung, 2000; Epstein & Roy, 2007; Rondinelli & Vastag, 1996). A part of the solution for this
could be an increase in the implementation of standards (e.g. ISO14000) and other forms of
certificates (e.g. CO2 performance ladder). With these measures, companies will have clear
guidelines in place while, simultaneously, preserving a form of autonomy and, when certification
requirements are met, certain benefits (Bellesi, Lehrer & Tal, 2005; Castka & Balzarova, 2008). For
example, two interviewees indicated that, in their company, meeting the requirements of the CO2
performance ladder certification is of great importance since it helps them win tenders and ensure
profit (interviewee #3, 4). ISO-standardization and other certificates are briefly mentioned in the
Dutch Climate Agreement; however, I would argue that future policy should focus more on these
types of measures so that companies have clear guidelines while also having the opportunity to
benefit from their sustainable strategies. Furthermore, policymakers should focus on a combination
of internally and externally oriented climate change mitigation strategies for corporations. Especially
in stimulating firms to adopt externally oriented strategies, the motivational areas of environmental
responsibility and dominant sustainability discourse are vital (van Marrewijk & Were, 2003). These
corporate motivations already seem to exist in the companies I studied and should therefore be
better taken into account by both policymakers and future studies into corporate motivations.
On the other hand, policy opportunities mainly lie in creating new, sustainable markets and raising
awareness throughout the sectors and thereby contributing to creating an environment in business
where being environmentally friendly is the norm. Important for policymakers is thus to realize that
although corporate motivation continues to shift more towards having and taking environmental
responsibility, additional incentives are still needed to motivate companies to adopt CO2 reduction
strategies. In general, it seems that the companies considered in this research are fulfilling their
promises regarding the Dutch Climate Agreement, agree with the need to mitigate climate change
and are willing to do so. However, it is clear that mere willing to do so and having a sense of
environmental responsibility is not enough for companies to adopt climate change mitigation
strategies. The motivational areas of cost competitiveness, reputational legitimacy, legal obligation,
and environmental responsibility are indeed important motivational factors for companies as
concluded in previous research (Becker-Olsen et al., 2006; Czinkota et al., 2014; Ervin et al., 2013;
Idowu & Papasolomou, 2007; Schaltegger & Burrit, 2018; Tuppura et al., 2016; Wiengarten et al.,
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2013). However, motivations based on dominant discourse and feasibility also seem to be important
but are often not considered in corporate motivation studies. Therefore, these motivational areas
should be taken into account in future corporate motivation research as well as future climate change
mitigation policy.

4.5 Theoretical Contribution
As previously mentioned, corporate motivation is a complex concept due to the fact that it is an
emergent property of many heterogeneous motivations within the corporate entity. One of my
objectives was therefore to contribute to a more comprehensive understanding of corporate
motivations for adopting climate change mitigation strategies by going beyond simplistic
motivational categories and assumptions. In this section, I will explain how I sought to achieve that
by discussing my theoretical contribution and connecting it back to the discussion of the literature.
In the literature, a shift in corporate motivation is mentioned from a focus on creating wealth for the
company and its shareholders to a focus on the broader environment, social and natural, surrounding
the organization (Falck & Heblich, 2007; Tuppura et al., 2016, Wiengarten et al., 2013). However,
up until now studies have often focused on one or two motivational areas, mainly cost
competitiveness and reputational legitimacy (Tuppura et al., 2016; van der Laan, 2009; Wiengarten
et al., 2013). For this reason, I took into account a wider array of possible corporate motivational
factors in mitigating climate change (i.e. cost competitiveness, reputational legitimacy, risk
mitigation, environmental responsibility) as well as the possibility that other motivations could
emerge. Indeed, I found three of the four previously identified motivational areas (i.e. cost
competitiveness, reputational legitimacy, environmental responsibility) to be at play, but also
identified four additional corporate motivations (i.e. legal obligation, taking the lead, feasibility,
expertise) to be important in adopting CO2 reduction strategies. Overall, I argue that all areas in
itself are limited in describing corporate motivations comprehensively while combining them better
approaches the full range of corporate motivations for mitigating climate change. However, as this
study presents, it is possible that additional corporate motivations emerge that were not considered
at the start of a research. Therefore, I claim it is important to always keep an open mind when
investigating corporate motivations by using an inductive and qualitative approach.
Regarding the motivational area of risk mitigation, I found no evidence of it being part of corporate
motivation for adopting CO2 reduction strategies in the three highest emitting sectors in the
Netherlands. However, risk mitigation might be part of corporate motivation in sectors not
considered in my research (e.g. agriculture). The underlying theory of this motivation, PMT, has
proved to be a useful tool in predicting public support for climate change policies and could guide
policy decision-making to achieve optimal public support (Lam, 2015). For now, however, I would
not recommend policymakers to focus on risk mitigation in achieving optimal public support for
climate change mitigation policy as Dutch corporations seem to be more driven by cost
competitiveness, reputational legitimacy and environmental responsibility.
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With respect to the guiding theory of my research, SDT, it is clear that it is rarely replied on the
organizational level although it is suggested that it could have implications on the corporate level
(Graafland & van de Ven, 2006). One of the core principles of SDT is that it describes a sliding
spectrum of motivations, from more intrinsic to more extrinsic (Deci, Koestner & Ryan, 1999; Gagné,
Deci & Ryan, 2018; Deci & Ryan, 2012; Stone et al., 2009). This touches upon a point of discussion
that transpired from my data, namely that it is difficult to determine whether motivations based on
environmental responsibility are truly intrinsic or slightly slide more towards extrinsic motivation. In
some cases, for example, it was not entirely clear if the company was solely driven by an intrinsic
motivation of wanting to do good for the environment or if the motivation came from pressure from
certain stakeholders. Rather, it seemed to be a combination of both. Therefore, I would recommend
future research to consider motivations as a sliding spectrum, following SDT, rather than labelling
them as either exclusively intrinsic or extrinsic. The difficulty in determining motivations as truly
intrinsic also emerged in considering motivational crowding effects. First, in contrast to previous
research into the motivational crowding effect on the individual level that suggested that crowding
out effects are more abundant than crowding in effects (Rode et al., 2015), I found no indications
of the crowding out effect on the corporate level in my study. Second, there are indications of the
crowding in effect in the corporations I investigated, but in some cases, it was not clear if the intrinsic
motivation of environmental responsibility was strengthened by extrinsic motivations or if
environmental responsibility and several extrinsic motivations together strengthened the overall
motivation for adopting climate change mitigation strategies. Diving deeper into these types of
motivational interactions on the corporate level while drawing from SDT, is especially helpful in
identifying corporate motivations for not adopting certain CO2 reduction strategies. This led to the
discovery of three of the four motivational areas besides the ones identified in the theoretical
framework. Motivational interactions thus certainly play an important role on the corporate level and
should gain more attention in future research into corporate motivation.
To summarize, I argue that future research into corporate motivation should take into account the
motivational areas identified in my study while also considering the likelihood of a wider array of
motivations. Furthermore, I believe SDT can be applied on the organizational level since by doing
so it is possible to investigate interactions between motivations that always seem to be present.
Moreover, SDT can help in understanding that, like on the individual level, corporate motivations
also are a continuous spectrum instead of being simply either intrinsic or extrinsic. Finally, it is
evident that corporate motivation for mitigating climate change is extremely complex. However, I
believe it can be better understood through an inductive and qualitative approach (e.g. interviewing
as many different employees as possible, thoroughly analyzing corporate documents), and, most
importantly, by keeping an open mind.
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5. Conclusion
In this chapter, my contribution to the questions raised in the introduction is presented. The structure
follows the order of the three sub research questions to the discussion of the main research question
eventually.
1. How and to what extent has the Dutch Climate Agreement influenced strategies for
reducing CO2 emissions of companies in Dutch industry, energy, and transport
sectors?
From the corporate CO2 reduction strategies extrapolated from this research (Table 2), two types of
categorizations were identified. First, the corporate strategies were categorized based on strategy
type: 1) Corporate Processes & Production, 2) Sustainable Energy Use, 3) Fleet of Vehicles, 4)
Compensation, 5) Engaging Third Parties, and 6) Research & Development (Table 2). Second, the
strategies were categorized as either internally (i.e. focus on own business’ practices) or externally
(i.e. focus on practices up and down the supply chain) oriented (Table 3). What stands out from this
data is that a majority of the corporate CO2 reduction strategies fall under Corporate Processes &
Production and internally oriented strategies. However, it is suggested that in order to fully reach
their sustainability potential, companies need to focus on both internally and externally oriented
strategies (Li et al., 2014; Zhu et al., 2012). Although the Dutch Climate Agreement includes
intersectoral considerations, the adoption of externally oriented climate change mitigation strategies
is poorly represented and is therefore a great opportunity for future climate change mitigation policy.
The adoption of externally oriented strategies could be enhanced by increasing corporate sense of
environmental responsibility and having them come to terms with the ‘sustainability is inevitable’
narrative (van Marrewijk & Mere, 2003). Enhancing corporate environmental responsibility is complex
but not impossible. In some cases, corporations can improve financial performance by investing in
environmental responsibility, which governments can stimulate through regulations like the Dutch
Climate Agreement (Kim & Statman, 2012). However, efforts only on a national governmental level
are not enough to increase corporate environmental responsibility. In the literature it is suggested
that in order to strengthen the transition to corporate environmental responsible behavior, a multilevel approach is needed that includes the (international) institutional and organizational, state, and
company level (Kasych, Suler & Rowland, 2020).
In conclusion the strategies suggested in the Climate Agreement are very similar to the ones adopted
by the companies considered in this study. The fact that companies are willing to contribute and
oblige to Dutch regulations and policy creates opportunities for policymakers to enhance corporate
environmental responsibility by, for instance, focusing more on the adoption of externally oriented
strategies and stimulating companies to invest in their environmental responsibility.
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2. What motivations underpin the adoption of the particular CO2 reduction strategies of
companies (and not others) in the Dutch industry, energy, and transport sector?
In order to investigate the wide array of corporate motivations I went beyond simplistic motivational
categories and assumptions in order to build a more comprehensive understanding of corporate
motivations for adopting certain climate change mitigation strategies and not others. In total, I found
seven types of motivations to be at play in corporate motivations for adopting CO2 reduction
strategies: 1) cost competitiveness, 2) reputational legitimacy, 3) environmental responsibility, 4)
legal obligation, 5) taking the lead, 6) feasibility, and 7) expertise (Fig. 6). Cost competitiveness,
environmental responsibility, and reputational legitimacy were found to be the most important
corporate motivations for adopting CO2 reduction strategies. Besides enhancing corporate
environmental responsibility that is discussed under the first research question, the areas of cost
competitiveness and reputational legitimacy also hold important implications for future climate
change mitigation policy. For instance, economic incentives could be more often used to kick start
new markets, as was already done with offshore wind energy. Furthermore, policymakers could
encourage corporations to take into account the sustainability measures implemented by their
suppliers before going into business with them. Regarding these opportunities for future policy, a
cost-benefit analysis can show whether they are efficient opportunities for future climate change
mitigation policy in the Netherlands.
Surprisingly, risk mitigation was not once mentioned to be part of corporate motivation, which could
be due to the fact that previous research found it to be part of corporate motivation in relatively low
impact countries and in the agriculture sector that I did not investigate (Bagagnan et al., 2019;
Cismaru et al., 2011; Le Dang et al., 2014; Nguyen et al., 2019). Therefore, and to gain an even
wider perspective of the influence of the Dutch Climate Agreement on corporate motivation for
mitigating climate change, the Dutch agricultural and built environment sector could be the focus of
future research. With this focus for future research possible discrepancies in corporate motivations
between the sectors might arise, which could inform policy that strives to enhance corporate
motivation for mitigating climate change even more.
3. How do corporate motivations for adopting CO2 reduction strategies (and not others)
interact in the Dutch industry, energy, and transport sector?
First, it is critical to understand that there is never just one corporate motivation for mitigating
climate change. In every corporation I investigated, multiple motivations were at play that also
interacted with one another. These interrelationships were categorized as either motivational
tensions or motivational synergies. In this case, motivational tensions are related to conflicting
motivations in choosing to adopt certain corporate CO2 reduction strategies and not others. Often,
a company wanted to implement a strategy but did not adopt it because it was not economically
viable (e.g. waterless urinals), not possible (e.g. purchasing electric trucks), and/or the company did
not have the required know-how (e.g. purchasing electric locomotives). The tension in these
motivations for not adopting certain CO2 reduction strategies often comes from a company’s sense
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of environmental responsibility versus the feasibility, cost efficiency, and/or required expertise of
strategies. Another motivational tension emerged from the corporate document analysis, namely
between the areas of environmental responsibility and cost competitiveness. Despite the fact that
cost competitiveness was most often mentioned to be part of corporate motivation, it was rarely
mentioned in the corporate documents. Environmental responsibility on the other hand was really
propagated to be an important motivational factor for the firms. This discrepancy is likely due to a
shift that has taken place in corporate reporting from a focus on reporting to shareholders to a
broader perspective of reporting to different societal stakeholders (Crowther, 2018; Desai, 2005). In
conclusion it can thus be stated that corporate motivational tensions usually consist of a corporate
sense of environmental responsibility that motivates companies to adopt CO2 reduction strategies
on the one hand and extrinsic motivations (i.e. cost competitiveness, feasibility, expertise) that
prevent companies to adopt certain strategies on the other.
Regarding motivational synergies, a wide array of motivations could be identified including
combinations of cost competitiveness, reputational legitimacy, and taking the lead that strengthened
each other and together led to the adoption of CO2 reduction strategies. Usually, interviewees
mentioned motivations (e.g. taking the lead, reputational legitimacy) that later proved to be
underpinned by motivations based on ensuring revenue. Furthermore, the shift in corporate
motivation towards a growing sense of corporate environmental responsibility that has been
described in previous literature, also emerged from the data analysis. However, environmental
responsibility was never found to be the sole motivation for adopting CO2 reduction strategies, rather
one or more additional motivations were pinpointed that either strengthened or coexisted with
environmental responsibility and together formed corporate motivation for adopting CO2 reduction
strategies. For instance, some interviewees stated that their company was influenced by clients,
parent companies, or the government to care more about the environment and take additional action
to protect it. This is an example of the crowding in effect where one or more extrinsic motivations
strengthen an intrinsic motivation (Graafland, 2020). Evidence of the opposite, crowding out effects,
where extrinsic motivations erode intrinsic motivations (Graafland, 2020), was not found.
Now that my contribution to the three sub research questions is clear, it is possible to discuss the
main research question:
How and to what extent has the Dutch Climate Agreement influenced the CO2
emission reduction strategies of the three Dutch sectors with the highest CO2
emissions (i.e. industry, energy, transport), and what are the motivations behind
choosing to adopt certain strategies and not others?
All CO2 reduction strategies mentioned by the interviewees and extracted from the corporate
documents can be found in tables 3 and 4. The strategies range from closing coal-fired power plants
to the use of biofuels and are similar to the ones suggested in the Dutch Climate Agreement.
Companies thus seem to follow the suggestions and regulations stated in the Climate Agreement.
However, the companies considered in this research mainly focus on strategies that fall under
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Corporate Processes & Production that are internally oriented as opposed to externally oriented
strategies that take into account the sustainability practices of the supply chain as a whole. Here
thus lies an opportunity for policymakers to widen their focus to externally oriented strategies to help
businesses reach their full sustainability potential (Li et al., 2014; Zhu et al., 2012). Regarding the
corporate motivations that underpin the adoption of CO2 reduction strategies, it is clear that there
is never just one motivation. Rather, there is a wide array of motivations that drive the adoption of
corporate CO2 reduction strategies. Often, there is a growing sense of corporate environmental
responsibility, but this intrinsic motivation is not enough for the corporations to actually adopt the
strategies. Additional extrinsic motivations, such as cost competitiveness, reputational legitimacy,
and legal obligation are also at play. These extrinsic motivations, together with a sense of corporate
environmental responsibility, ultimately cause the companies to adopt CO2 reduction strategies.
Besides the fact that intrinsic and extrinsic corporate motivations together strengthen the overall
motivation for mitigating climate change, the data also suggests that corporate environmental
responsibility is enhanced by several extrinsic motivations (e.g. reputational legitimacy, legal
obligation). This enhancement of corporate intrinsic motivation of environmental responsibility by
different extrinsic motivations suggests that the crowding in effect has occurred. Evidence of
crowding out effects was not found. With respect to corporate motivations for not adopting certain
CO2 reduction strategies, a clear picture was painted by the interviewees. This led to the conclusion
that, in general, a strategy is not adopted when 1) it is not cost-efficient, 2) it is not feasible, and/or
3) companies lack the required knowledge for adopting a certain strategy. These motivations for not
adopting CO2 reduction strategies thus could inform policy that seeks to enhance corporate efforts
in climate change mitigation.
Furthermore, future policy should seek to create the right balance between companies’ autonomy
and creating clear and strict policy for mitigating climate change. The formation of the Dutch Climate
Agreement is a great example of how policy can ensure company autonomy by asking companies for
their input and together form climate change mitigation policy. However, policymakers should also
ensure clear and sustainable regulations so that the objectives are clear and legally binding (e.g.
49% CO2 reduction in 2030 compared to 1990) while giving corporations the opportunity to adapt
to regulations in time and commit to company specific business directions for reducing CO2
emissions. Certification seems to be an effective tool for creating clear guidelines while preserving
companies’ autonomy and benefits and should therefore be more represented in future Dutch climate
change mitigation policy. In general, the results of my study suggest a focus on three motivational
areas for policymakers to enhance corporate motivation for mitigating climate change: 1) continue
to contribute to the ‘sustainability is essential for future successful business practices’ narrative and
with this also enhance corporate environmental responsibility, 2) increase the use of economic
incentives to start new, sustainable, and economically viable markets that companies have and/or
want to invest in, and 3) encourage corporations to take into account and assess stakeholders’
sustainability practices throughout the supply chain. The focus of future policy on the motivational
areas of environmental responsibility, reputational legitimacy, and cost-competitiveness thus have
the potential to ensure corporate efforts to further decrease their CO2 emissions in the future and
thereby help mitigate climate change.
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Finally, from a theoretical point of view, I argue that, in order to fully grasp corporate motivation for
mitigating climate change it is important to 1) use an inductive and qualitative approach, 2) apply
SDT to investigate the sliding spectrum of motivations and interactions among them, and 3) always
remain broad-minded regarding the possibility of a wider array of corporate motivations.
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Appendix I: List of Industry, Energy and Transport
Signatories of the Dutch Climate Agreement
Table 4: Overview of Industry, Energy, and Transport Signatories of the Dutch Climate Agreement

Organization

Sector

Description

ANWB

Transport

Organization for traffic and tourism

Bouwend Nederland

Built
environment,
Transport

Inter-branch organization for companies in the
construction and infrastructure sectors

Bovag

Transport

Inter-branch organization of passenger car and
truck dealers, independent car damage repair,
two-wheeled vehicles, caravan & camper, trailer,
engine overhaul, car rental and car wash and car
cleaning companies, traffic training courses and
petrol stations

Coalitie Anders Reizen

Transport

Coalition of organizations that make an effort to
reduce CO2 emissions with 50% in 2030
compared to 2016

Coteq

Energy, Built
environment

Company that takes care of the construction and
maintenance of the gas and electricity grid in
Twente

Enduris Netbeheer

Energy, Built
environment

Company that takes care of the construction and
maintenance of the gas and electricity grid in
Zeeland

Eneco

Energy

Energy company

Energie Samen

Energy

The national umbrella of local sustainable energy
initiatives in the Netherlands

Enexis Netbeheer

Energy, Built
environment

Company that takes care of the construction and
maintenance of the gas and electricity grid in the
North, East, and South of the Netherlands

Evofenedex

Transport

Organization of entrepreneurs in trade and
industry that represents their interests in the field
of well-functioning goods flows, including storage

Fietsersbond

Transport

Organization that stands up for the interests of
cyclists

FME

Energy, Industry

Association of entrepreneurs for the technology
industry

Formule E-team

Transport

A public-private partnership between the business
community, knowledge institutions and
governments that promote electric driving

Gasunie

Energy

The government company that takes care of the
transport of natural gas in the Netherlands.

Holland Solar

Energy

Inter-branch association of the Dutch solar energy
sector
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Juva Energy Support

Energy, Built
environment

Network operator that provides the distribution of
electricity and gas

Liander

Energy, Built
environment

Utility company that manages the medium and
low voltage electricity grid and the high- and lowpressure gas grid in parts of the Netherlands.

Nederlandse
Spoorwegen (NS)

Transport

Railway company

Nederlandse Vereniging
voor Duurzame
Biobrandstoffen

Transport

Inter-branch association for producers of
sustainable biofuels

Nederlandse
WindEnergie Associatie
(NWEA)

Energy

Inter-branch association for the wind sector

Netbeheer Nederland

Energy, Built
environment

Inter-branch association of all electricity and gas
network operators in the Netherlands

OV-NL

Transport

Association of all public transport companies in
the Netherlands

Rai Vereniging

Transport

Interest group that acts on behalf of its members
(e.g. the manufacturers and wholesalers in the
mobility sector), towards the government, social
organizations, and other parties in the same
sector

Rendo Netwerken

Energy, Built
environment

Grid operator of energy grids in the Northeast of
the Netherlands

RWE

Energy

Energy company

Shell Nederland

Industry

State-independent oil company

Stedin Nederland

Energy, Built
environment

Grid operator or energy grids, mainly in the
Randstad

Transport Logistiek
Nederland

Transport

Business organization for road transport
companies and logistics service providers

Vattenfall

Energy, Built
environment

Energy company

Vereniging DOET

Transport

Inter-branch organization for electric transport

Vereniging Elektrische
Rijders

Transport

Independent source of information for the (future)
electric driver

Vereniging Nederlandse
Autoleasebedrijven
(VNA)

Transport

Society of Dutch car lease companies
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Appendix II: Interviewee Information
Table 5: Interviewee information

Interviewee

Information

Interviewee #1: Sandra Smits

Director of operations at Kivits-Drunen BV,
transport sector

Interviewee #2: Arjan de Bakker

Corporate Social Responsibility Advisor at
ANWB, transport sector

Interviewee #3: Anonymous

Coordinator Corporate Social Responsibility at
a railway company, transport sector

Interviewee #4: Anonymous

Business Manager Logistics at a railway
company, transport sector

Interviewee #5: Anonymous

Nature Based Solutions Advisor at oil/energy
company, energy sector

Interviewee #6: Anonymous

Commercial Originator at oil/energy company,
energy sector

Interviewee #7: Stijn van den Heuvel

Head of Public and Regulatory Affairs at
Vattenfall, energy sector

Interviewee #8: Ronald Zwart

Deputy Head of Environmental Department at
RWE, energy sector

Interviewee #9: Rob Jongeneel

Managing Director at SAG Alutech Nederland
B.V., industry sector

Interviewee #10: Marcel van den Oever

Facility Manager at SAG Alutech Nederland
B.V., industry company

Interviewee #11: Ruud Bouwman

Responsible for new technologies within VDL
Enabling Transport Solutions (ETS), industry
sector

Interviewee #12: Marco Rine

Business Development Manager at VDL,
industry sector
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Appendix III: Dutch Semi-Structured Interview Protocol
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Appendix IV: Color-coded Themes, Subcategories, and
Example Quotes
Table 6: Color-coded themes and subcategories with explanatory example quotes.

Themes & Subcategories

Example Quotes

Cost Competitiveness

“The biggest motivation is financially”
(Interviewee #4)

1. Ensure Revenue

“[company] is a commercial organization and
is also trying to make money. In the long
term, that will not work with just petroleum
and the like” (Interviewee #6)
“You have to be able to earn money from it, of
course, otherwise you will go, yeah then you
will cease to exist as a company” (Interviewee
#7)
“But you also have to have the financial
possibilities of course” (Interviewee #9)

2. Eligible for Subsidy

“There are a number of, call it supportive,
motivational measures, that the government
provides, that make it more attractive [...] in
the Netherlands we get an excise duty
reduction on the fuel we use” (Interviewee #1)
“Certainly. No, that is very important,
subsidies are important because they can also
make it a profitable business model”
(Interviewee #7)
“If the purchase amount is a lot lower because
a subsidy is added, yes, it will be more
interesting for us to make the switch”
(Interviewee #2)
“No, it is often the case that we adopt a
strategy [...] then the subsidy is actually an
additional advantage [...] but not the first
approach” (Interviewee #10)

Reputational Legitimacy

1. Dominant Discourse

“Yes, I do think that we always want to have
the image that we are a sustainable company”
(Interviewee #4)
“So that you just recognize that there is that
movement towards more sustainability, so you
have to go with that” (Interviewee #5)
“We notice that there is a growing group that
considers sustainability to be important”
(Interviewee #2)
“I think it has to do with the current
awareness of sustainability. Sustainability is of
course a hot item” (Interviewee #10)

2. Stakeholders’ Opinion

“So I always say, and of course our director is
quite a climate guru, he wants to work
sustainably etcetera and he really passes that
on to us [...]. But I think that if that
motivation from our client was not there that
we would spend less money on it”
(Interviewee #4)
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“So that's how clients motivate […] they do it
in several way, the more sustainable you are,
the more points you score in those tender
processes” (Interviewee #3)
Interviewee says shareholders (many pension
funds) have changed. Where shareholders
were previously mainly focused on returns,
they are now putting more and more pressure
on the company because they want it to
become more sustainable (Interviewee #6)
Risk Mitigation

“Well I think, especially for us, it is an
opportunity” (Interviewee #3)

Environmental Responsibility

“Motivation is surely also to contribute to make
a positive contribution on our part to the
environment” (Interviewee #9)

1. Social Environmental Responsibility

“From the outset, our statutes included that
we do not only do things for our members, but
that we also do things for the entire Dutch
society” (Interviewee #2)
“We also believe that we have a responsibility
to our staff, who all come from the
neighborhood and that is of course also an
indirect motivation to ensure that you make a
positive contribution” (Interviewee #1)

2. Natural Environmental Responsibility

“Well, first of all, Vattenfall is also very aware
that we are in a crisis with regard to the
climate, so that there is a climate crisis, and
that energy consumption and CO2 emissions
are of course the main cause of this. So there
is an inherent drive to provide clean energy
and fossil-free energy” (Interviewee #7)
“Also from an environmental point of view and
the future of our earth, sustainability is of
great importance” (Interviewee #1)
“Well, of course we have that (red.
environmental responsibility) too. We have
this, this planet and yes we will have to
maintain it and if we all continue with the old
then it will not really work out, I am convinced
of that” (Interviewee #9)

Legal Obligation

“So that responsibility yes, we take it, because
those rules, we oblige them and we do not see
how we could not” (Interviewee #8)
“In the Netherlands we have said we will go
along with the ambition of 55% reduction. So
that means that our installations in [location]
and [location] will have to oblige to that and
participate in it” (Interviewee #5)
“So that is a strategy that actually follows on
the political developments, so it is not that
RWE itself has come up with the idea that they
want to produce more wind and sun energy,
but they see that this is clearly a trend where
politics sets the rules” (Interviewee #8)
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Feasibility

“We can want it, but if the suppliers are not
there yet it is not possible” (Interviewee #1)
“We can't do much more because we are
simply connected to the natural gas network”
(Interviewee #2)
“Yes, in our case that is still a bit difficult
because we cannot produce 100 locomotives
electrically and on batteries tomorrow, that is
simply not possible, those batteries do not
exist in those numbers” (Interviewee #4)

Taking the Lead

“Well in the beginning that was, yes more
because we wanted to be the best boy in the
class” (Interviewee #11)
“As a company we also want to be at the
forefront, not only in the field of sustainability
but also in other areas, yes you have to dare,
you also have to have the guts” (Interviewee
#1)
“We invest as a company to show that we are
taking the lead, but also to show that there
are alternatives to diesel” (Interviewee #4)

Expertise

“And maybe one more factor that’s also at play
do we actually know enough about it? We only
started looking very closely at CO2 when we
had actually agreed at board level that we
think this is an important theme. Only then do
you actually have to build up the knowledge of
okay, what’s our status?” (Interviewee #2)
“These [strategies] take quite a bit longer in
research and development to be really
applicable on a large scale” (Interviewee #7)
“Yes, as a company you must of course ensure
that you have the expertise and the people to
be able to do those kinds of projects”
(Interviewee #8)
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