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For energy efficiency practices of Multinational Corporations, we draw on evaluative and cultural definitions (Suchman, Partici pa nt Spi llover

Why Should Evaluators Care? 1995) of “Organizational Legitimation,” to identify a definition for mid and upstream program evaluators: Organizational C idl -
Legitimationisthe processthatrequires “congruence betweenthesocialvaluesassociated withorimplied by[organization- onsiderations

al]activitiesandthe normsofacceptable behavior inthelargersocial system” (Dowlingand Pfeffer, 1975)tosuccessfullyto
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*As a resource, legitimacy is enhanced by adopting in Decision Making Process
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practices that are socially desirable, which can include — — | T : R
s e . . e . .o . . . . Do other product categories benefit Has participation in the program increase
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of legitimation in organizational decision-mak- and Pfeffer) that benefit the manufacturingor
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may be responding to social norms and the prac- Conforms to Organizationa Enhances
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tices of competitors rather than program drivers

Organization Output

Business-specific Drivers to Legitimation Practices

e Organization Visibility
o Competitive differentiation
o Loss in market viability

. . . Does the product delivery chain for the existing product benefit
i PaSt SCrUtmy Of bUSIness praCtICES or OUtpUt the efficiency of or the capacity to produce or deliver adjacent

. . ) energy efficient?
e Changes in social norms that adversely affect business output
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Market Reinf In the context of energy efficiency, we build on Dowling and Pfeffer (1975) to Expanded on Dowling & Pfeffer, 1975 - ~
arket Reinforcement examine the placement of Legitimation in organizational decision-making in
Have the program standards increased the manufacturing or
energy. distribution of efficient products in adjacent categories (in terms
of volume or level)?
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over time? Are these changes coincident with MMow does particnation/mon ‘Have competing organizations sought to
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Image illustrates Legitimation process drawing on the literature (Parsons, 1960; Dowling & Pfeffer, 1975; Suchman, 1995; Kostova, 1999; Deephouse & Carter, efficient products in non-participating regions?



