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ABSTRACT

Thisstudyexplorestheextenttowhichinstitutionalpressuresinfluencetheadoptionofenvironmental
managementaccounting(EMA)withintheEgyptianmanufacturingcompaniesthroughaninstitutional
perspectivethatreliesonthenewinstitutionalsociologytheory.Thestudyhasconductedinterviews
withstaffmembersin18Egyptianmanufacturingcompanies(organizationallevel),andwithother
differentactors(organizational-fieldlevel),influencingtheadoptionofEMAinEgyptiancompanies.
ThestudyfindsthatthereissomeinfluenceofinstitutionalpressuresonEMA’sadoptioninEgyptian
manufacturingcompanies.Thestudyfindsthatcoercivepressurehasmoreinfluenceoncompanies
toadoptEMAthannormativeandmimeticpressures.ThepoorinfluenceofEgyptianaccounting
professional associations and environmental institutions has weakened the impact of normative
pressures.Moreinvestigationisneededregardingthepoliticalandsocio-economicfactorssurrounding
theadoptionofEMAinEgyptiancontextthroughthemulti-levelsinstitutionalperspective.
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1. INTRodUCTIoN

The last few decades have witnessed significant manufacturing development, accompanied by
a significant increase in environmental pollution, global warming and climate change. Hence,
stakeholderssuchasinvestors,shareholdersandemployeesareincreasinglydemandinginformation
oncompanies’activitiesandtheirimpactontheenvironment(Arroyo,2012;Burritt,2004).These
circumstances have raised serious doubt about the ability of traditional management accounting
systems to meet the demand for environmental information to enable companies to make better
informeddecisions(Bennett&James,2000).InSeveralstudies,thefindingssuggestedthattraditional
managementaccountingsystemsfailedtomeetthedifferentandincreasingdemandsofstakeholders



International Journal of Customer Relationship Marketing and Management
Volume 11 • Issue 1 • January-March 2020

51

regardingthecompany’sactivitiesandtheirimpactonbothsocietyandtheenvironment(Arroyo,
2012;Bennett&James,2000;Burritt,2004;El-Baradie,2008).Inthisregard,Christetal.(2016)
suggested the extension of Management Accounting by applying environmental management
accounting(EMA)asatooltosupportmanagerialdecision-makingandtoenhancethemanagerial
informationsystem.Literatureoffersseveralstudies(Arroyo,2012;Grayetal.,1995;Larrinaga-
GonzÃlezetal.,2001;Laughlin,1991;Llewellyn,1994;Scapens,2006;Youssef,2013)thatuse
institutionaltheorytoexploretheroleofsocialandculturalpressuresimposedonorganizationsthat
influenceorganizationalpracticesandstructures(Scott,1992).Managerialdecisionsarestrongly
influencedby three institutionalpressures, (coercive,mimeticandnormative isomorphism), that
shareacommonsetofvalues,normsandrulestoproducesimilarpracticesandstructuresacross
organizationsthatshareacommonorganizationalfield(DiMaggio&Powell,1983).

ThisstudyexplorestheroleofinstitutionalpressuresontheadoptionofEMAwithinEgyptian
manufacturingcompanies,whichcouldenhancetheunderstandingoftheneedtoshiftfromtraditional
managementaccountingtoEMA,whichcanleadtomoreholisticorganizationalchanges.

Thecurrentstudyhasseveralcontributions.First,itcontributestothemanagementaccounting
literaturebyprovidingvitalinformationontheinstitutionalpressuresthatmotivateorganizationsto
adoptEMA.Second,itcanenhancetheunderstandingofthecomprehensiveprocessoforganizational
changewithinthecontextofdevelopingcountries.Finally,theresultsofthestudycouldbeapplied
toawiderangeofArabandMiddleEasterncountriesofsimilarcharacteristics.

Thisstudyisorganisedasfollows:Thenextsection,Section2,presentstheinstitutionaltheory’s
frameworks.Section3discussestheexistingliteraturereview.Section4presentsadescriptionof
theresearchmethodologyanddatacollectionmethodsusedinthestudy.Section5highlightsthe
analysisanddiscussionofthisstudy.Finally,conclusionsaredrawninthefinalsection,Section6.

2. THE THEoRETICAL FRAMEwoRK & THE NEw 
INSTITUTIoNAL SoCIoLoGy THEoRy (NIS)

Manystudies(Bouma&vanderVeen,2002;Hassan,2005;Modell,2009;Seal,2006)showthatthe
institutionaltheoryisbecomingoneofthedominanttheoreticalperspectivesinaccountingresearch.In
thesamevein,manyresearchers(i.e.QianandBurritt,2008;Rikhardssonetal.2005)recommended
theuseofinstitutionaltheoryasatooltounderstandtheadoptionofEMA.Scapens(2006)arguedthat
theinstitutionaltheoryhelpsinunderstandingchangeinmanagementaccountingandgaininsightsinto
organizationalchange.Ithasthreemainframeworkswithdifferentintellectualrootsandoriginsbut
shareacommonconcernforinstitutionalchange.ThesethreeframeworksaretheNewInstitutional
Economic(NIE),OldInstitutionalEconomic(OIE)andNewInstitutionalSociology(NIS)(Burns
andScapens,2000;Powell&DiMaggio,1991).ThecurrentstudyadoptedtheNISframework,which
representsadistinctiveapproachtostudypolitical,socialandeconomicphenomena.

NIStheoristsarguethatorganizationsmustappear legitimateto theirstakeholderandtothe
broadersocietytosecuretheresourcesthattheyneedforcontinuedsurvival.Theysuggestthatfor
organizationstogainlegitimacytheymustactaccordingtowhatisexpectedofthem(Hannanand
Freeman,1977;Scapens,2006).HraskyandJones(2016)haveprovidedevidenceonaccounting
informationthatisusedselectivelyandcreativelytolegitimatisedecision-makingsupportingacost-
benefitcalculus.ThisNIStheorists’approachdrawsattentiontothewayinwhichorganizationstend
toconformtotheexpectationsoftheirbroadersocietyandenvironment(Powell&DiMaggio,1991;
Scapens,2006).Theadaptionwiththebroadersocietyandenvironmentiscalled“homogenization”
which is captured by isomorphism. Institutional isomorphism is implemented through three
mechanisms;coerciveisomorphism,mimeticisomorphismandnormativeisomorphism(DiMaggio
& Powell, 1983). Coercive isomorphism stems from formal and informal pressures exerted on
organizationsbyothersuponwhichtheyaredependentforsupportorresources.Mimeticisomorphism
isaresponsetouncertainty.Underuncertainenvironments,suchaswhenorganizationaltechnologies
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