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Sustainability is becoming increasingly important for businesses today, as climate change 
and environmental awareness affect consumer attitudes and choices. Companies are under 
strong pressure to stay on the cutting edge of the sustainability and meet stakeholder 
expectations. In recent years, sustainable development has been on the rise. In the grocery 
trade, sustainability is part of the company's daily life and involved in daily work. 
 
The goal of this master's thesis is to figure out what factors affect the sustainability of the 
grocery trade, i.e., to study what makes the grocery trade sustainable. Research focuses on 
the factors that drive a company towards sustainability. In addition, the research focuses on 
the sustainable development functions and practices and strategies of the grocery trade. 
Research focuses on environmental and social sustainability. The background to the 
empirical part of the study comes from a literature review. The study itself has been 
conducted as an interview study using a semi-structured method. The material was collected 
through four interviews and a qualitative research method was used in the study. In addition 
to the interviews, the study used the corporate responsibility reports of the case companies. 
 
The results of the study show that sustainability is very important for the grocery trade and 
consists of many different components. Stakeholders want companies to act responsibly and 
avoid negative impacts on the surrounding society. Rules and laws dictate what companies 
need to consider in their own business. The literature has shown that key factors influencing 
sustainability help companies achieve a higher level of sustainability. 
 
The functions and practices of the sustainable development of the grocery trade focus on 
environmental and social practices. The main environmental practices are environmental 
requirements and investment, and the main social practices are auditing, appropriate and fair 
wages, certification, codes of conduct, ensuring human rights and working conditions, fair 
trade agreements, the fight against corruption, good working conditions and suppliers. 
In the past, companies have paid attention to environmental aspects, but now the importance 
of social sustainability has also increased. It is increasingly being reported and has risen 
alongside environmental sustainability. In the coming years, companies that integrate 
sustainability into their business and pay attention to climate issues will be successful. 
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TIIVISTELMÄ 

Lappeenrannan–Lahden teknillinen yliopisto LUT 
LUT-kauppakorkeakoulu 
Kauppatieteet  
 
Noora Kolsi 
 
Sustainable Grocery Trade  

What makes grocery trade sustainable? 

Kauppatieteiden pro gradu -tutkielma  
86 sivua, 14 kuviota, 9 taulukkoa, 1 kuva ja 1 liite 
Tarkastajat: Professori Jukka Hallikas ja Professori Katrina Lintukangas 
 
Avainsanat: kestävyys, päivittäistavarakauppa, tekijät, toiminnot ja käytännöt sekä strategiat 
 
Kestävyys on nykypäivänä yrityksille yhä tärkeämpää, sillä ilmastonmuutos ja 
ympäristötietoisuus vaikuttavat kuluttajien asenteisiin ja valintoihin. Yrityksillä on kovia 
paineita pysyä kestävyyden aallon harjalla ja vastata sidosryhmien odotuksiin. Viime 
vuosina kestävä kehitys on ollut nousussa. Päivittäistavarakaupassa kestävyys on osa 
yrityksen arkea ja mukana päivittäisessä työssä. 
 
Tämän pro gradun tavoitteena on selvittää mitkä tekijät vaikuttavat päivittäistavarakaupan 
kestävyyteen, toisin sanoen tutkia mikä tekee päivittäistavarakaupasta kestävän. Tutkimus 
keskittyy yrityksen tekijöihin, jotka ohjaavat yritystä kohti kestävyyttä. Lisäksi tutkimus 
keskittyy päivittäistavarakaupan kestävän kehityksen toimintoihin ja käytäntöihin sekä 
strategioihin. Tutkimuksessa keskitytään ympäristölliseen ja sosiaaliseen kestävyyteen. 
Kirjallisuuskatsaus antaa taustaa tutkimuksen empiiriselle osalle ja itse tutkimus tehtiin 
puolistrukturoituna haastattelututkimuksena. Aineisto kerättiin neljän haastattelun avulla ja 
tutkimuksessa käytettiin kvalitatiivista tutkimusmenetelmää. Haastattelujen lisäksi 
tutkimuksessa hyödynnettiin tapausyritysten vastuullisuusraportteja.  
 
Tutkimuksen tulokset osoittavat, että kestävyys on päivittäistavarakaupalle erittäin tärkeä ja 
koostuu monista eri komponenteista. Sidosryhmät haluavat yritysten toimivan vastuullisesti 
ja välttävän kielteisiä vaikutuksia ympäröivään yhteiskuntaan. Säännöt ja lait määräävät, 
mitä yritysten tulee ottaa huomioon omassa liiketoiminnassaan. Kirjallisuus on osoittanut, 
että kestävään kehitykseen vaikuttavat keskeiset tekijät auttavat yrityksiä saavuttamaan 
korkeamman kestävän tason. 
 
Päivittäistavarakaupan kestävän kehityksen toiminnot ja käytännöt keskittyvät ympäristö- ja 
sosiaalisiin käytäntöihin. Tärkeimmät ympäristökäytännöt ovat ympäristövaatimukset ja 
investoinnit, ja tärkeimmät sosiaaliset käytännöt ovat auditointi, asianmukaiset ja 
oikeudenmukaiset palkat, sertifiointi, käytännesäännöt, ihmisoikeuksien ja työolojen 
varmistaminen, reilun kaupan sopimukset, korruption torjunta, hyvät työolot ja 
tavarantoimittajat. Aiemmin yritykset ovat kiinnittäneet huomiota ympäristönäkökohtiin, 
mutta nyt myös sosiaalisen kestävyyden merkitys on kasvanut. Siitä raportoidaan yhä 
enemmän, ja se on noussut ympäristön kestävyyden rinnalla. Tulevina vuosina menestyvät 
yritykset, jotka integroivat kestävän kehityksen osaksi liiketoimintaansa ja kiinnittävät 
huomiota ilmastokysymyksiin. 



 4 

ACKNOWLEDGEMENTS 
 

Time flies and the big deal is finally behind. Thank you to everyone who supported me in 

my studies, especially my friends and family. Thanks also to the supervisor Jukka Hallikas 

for the supervision of the master's thesis. Now is the time to turn gaze towards the future and 

enjoy the beginning of summer. 

 

Noora Kolsi  

Lappeenranta 24.5.2022 

 



 5 

ABBREVIATIONS  

 

CSR Corporate Social Responsibility 

GC Grand Challenge 

GCA Green Competive Advantage 

SDG Sustainable Development Goals  

TBL Tripe Bottom Line 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 6 

Table of contents 

 

Abstract 

Acknowledgements 

Abbreviations 

 
1.INTRODUCION ............................................................................................................... 9 

1.1. Literature review ....................................................................................................... 10 

1.1.1 Search and results of articles ............................................................................... 11 

1.1.2 Previous studies ................................................................................................... 15 

1.2 Background of the topic and research questions ........................................................ 17 

1.3 Conceptual framework ............................................................................................... 18 

1.4 Definitions of key concepts ........................................................................................ 19 

1.5 Research methodology and data collection ................................................................ 21 

1.6 Limitations of research ............................................................................................... 22 

1.7 Structure of the thesis ................................................................................................. 23 

2. BACKROUND OF SUSTAINABILITY IN BUSINESS ............................................ 24 

2.1 Corporate social responsibility in sustainability ........................................................ 25 

2.2 Value of sustainability ............................................................................................... 28 

2.3 Triple bottom line in sustainability ............................................................................ 29 

2.4 The goals of sustainable development ....................................................................... 31 

2.5 Factors affecting sustainability .................................................................................. 33 

2.5.1. Internal and external factors of sustainability .................................................... 34 

2.5.2 Factors from stakeholder environment ................................................................ 37 

2.5.3 Factors of sustainable product development ....................................................... 39 

2.6 The impact of functions and practices on sustainability ............................................ 41 

2.6.1 Categorization of functions and practices ........................................................... 42 

2.6.2 Environmental and social practices ..................................................................... 43 



 7 

2.7 The role of strategies in sustainability ....................................................................... 46 

2.7.1 The impact of organizational culture on sustainable development ..................... 47 

2.7.2 Motivation strategies ........................................................................................... 48 

2.7.3 Porter´s general strategies .................................................................................... 51 

3. METHODOLOGY ........................................................................................................ 52 

3.1 Research methodology and process ........................................................................... 53 

3.2 Data collection ........................................................................................................... 55 

3.3 Data analyzing ............................................................................................................ 56 

3.4 Reliability and validity ............................................................................................... 58 

4. EMPIRICAL RESULTS ............................................................................................... 59 

4.1 Sustainability in case companies ................................................................................ 59 

4.2 Sustainability factors .................................................................................................. 61 

4.2.1 External and internal factors of case companies ................................................. 62 

4.2.2 Stakeholder factors in sustainability .................................................................... 63 

4.2.3. Factors of sustainable product development in case companies ........................ 63 

4.3 Sustainability functions and practices ........................................................................ 64 

4.3.1 Environmental practices ...................................................................................... 64 

4.3.2 Social practices .................................................................................................... 65 

4.4 Strategies in case companies ...................................................................................... 66 

4.5 Future of sustainable grocery trade ............................................................................ 67 

5. CONCLUSIONS ............................................................................................................ 68 

5.1 Discussion of the research question ........................................................................... 68 

5.2 Suggestions for future research .................................................................................. 73 

References ........................................................................................................................... 74 

Appendices .......................................................................................................................... 87 

 
 



 8 

Appendices 

Appendix 1. Interview questions 

 

Figures 

Figure 1. Article search research process 

Figure 2. Distribution of article search results 

Figure 3. Conceptual framework 

Figure 4. Structure of the thesis 

Figure 5. Goals of sustainability 

Figure 6. Basic principles of CSR  

Figure 7. Triple bottom line  

Figure 8. Stakeholder theory 

Figure 9. Sustainability factors classified according to CSR 

Figure 10. Culture of sustainability model  

Figure 11. Three main motivation strategies  

Figure 12. Porter´s general strategies integrated of company´s sustainability 

Figure 13. Process model  

Figure 14. Model of qualitative data analysis  

 

Tables 

Table 1. Results from the journals 

Table 2. Articles used as sources based on article search 

Table 3. Internal and external factors 

Table 4. Environmental practices  

Table 5. Social practices  

Table 6. Interviews 

Table 7. SDGs of case companies 

Table 8. Factors that emerged from the interviews  

Table 9. Functions and practices 

 

Picture 

Picture 1. Sustainable Development Goals (SDGs) 



 9 

1.INTRODUCION 
 

In the grocery trade, sustainability is part of everyday life and everyday work. Corporate 

sustainability is an activity that goes beyond the law, emphasizes good employability and is 

in line with sustainable development. Climate change and environmental awareness are 

influencing the attitudes and choices of citizens and consumers and challenging trade to act 

more responsibly. (Kaupan liitto, 2021) In recent years, sustainable development and other 

sustainability issues have been on the rise. The factors of sustainability are the characteristics 

of supply and demand. These relate to companies' openness to environmental and social 

activities, increasing energy consumption and an increased understanding of the science 

behind climate change.	 (Carter & Easton, 2011) In the past, sustainable development 

initiatives focused on environmental issues, but today all triple result concepts are being 

implemented in corporate processes (Singh & Trivedi, 2016). They have become an upward 

trend among both businesses and consumers. According to Hans and Böhm (2012), what is 

important in increasing sustainable consumption is how consumers understand the concept 

of sustainable development. The growing concern of organizations is also caused by 

population growth, corruption in logistics production, and constraints on environmental 

resources (Tsai, Bui, Tseng, Ali, Lim & Chiu, 2021).	
 

Organizations can gain a competitive advantage by adopting sustainable development 

practices and thus acquiring new expertise. In addition, the adoption of these practices will 

improve the environmental and social performance of organizations (Saeed & Kersten, 

2019). Organizations today invest more in sustainable development, for which there may be 

a separate sustainable development strategy. According to Peters, Hofstetter & Hoffmann 

(2011) corporate strategies can be divided into compliance strategies and proactive 

strategies. 

 

The research focuses on Finnish grocery trade strategic guidelines for sustainability and what 

are the key factors in a company's sustainability. In addition, the research focuses on the 

factors that make grocery trade the most sustainable. The topic was chosen because 

sustainability is sometimes a strategic choice for companies and part of the company's daily 

work. The aim of the study is to find out what makes grocery trade the most sustainable. The 

aim of the study is to find out the strategic guidelines for sustainable development and the 
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success factors of grocery trade in sustainable development. What the results will be like, 

they can presumably be justified by the fact that sustainability is challenging to measure.   

 

1.1. Literature review 

Sustainable development originated as a word sometime in the 1980s. Since then, however, 

it has evolved considerably. (Portney, 2015) According to Galpin, Whittington & Bell 

(2015), a multidisciplinary framework helps to achieve sustainability goals. The purpose of 

the it is to help build a sustainable culture that promotes sustainable performance in all the 

company’s operations. Companies that have succeeded in sustainability practices tend to 

have a proactive approach to sustainability. Such companies are also developing key 

performance indicators (KPIs) for environmental and social factors. An important step 

towards sustainable practices is a central sustainability department or a person who oversees 

the implementation of sustainable practices. The literature has shown that identifying an 

employee responsible for sustainable practices is critical in companies that succeed in 

sustainable projects. On the other hand, companies that are good at sustainability take things 

further. They are the so-called value-added companies that have made sustainability a key 

part of their business and thus create a competitive advantage with their sustainable image. 

These companies always take sustainability into account, for example by optimizing their 

logistics flow, designing sustainable products, and thus adding value to their products 

responsibly. (Macchion, Giau, Caniato, Caridi, Denmark, Rinaldi & Vinelli, 2018)  

Sustainable development is based on three aspects: economic, environmental, and social. 

Economic sustainability is thought to bring security and long-term employment without 

damaging the ecosystem. Economic sustainability is possible if a healthy environment is 

created so that there is no toxic waste or pollution. Economic growth and profitability must 

be achieved in an ethically acceptable manner and without endangering the well-being of the 

environment. (Edward, 2005) Environmental sustainability is meeting people's needs 

without endangering the ecosystem. Preserving biodiversity is one of the most important 

environmental aspects. (Morelli, 2011) The social side of sustainable development concerns 

the fair distribution of health care, education, food, housing, and professional opportunities. 

(Edwards 2005) Factors of social sustainability also include equality regardless of gender, 



 11 

age, race, ethnic background, religion, dis- ability, or economic or other status. These goals 

are listed in the UN Agenda 2030. (THL, 2021)  

For years now, Finns have rated the grocery trade as the best socially responsible industry. 

Sustainability is assessed in the study from the perspectives of employment, well-being at 

work, product and service quality, the national economy, and the environment. The grocery 

trade sector creates well-being through social, economic, and environmental sustainability. 

Companies in the sector are actively working to promote age limits, environmental 

considerations, and food safety, as well as to ensure the livability of the whole country. The 

trade sector bears sustainability for employment and the national economy, for example by 

investing hundreds of millions of euros every year in Finland. (Päivittäistavarakauppa ry, 

2021)  

1.1.1 Search and results of articles 

To analyze the sustainability of the grocery trade, an extensive article search was conducted 

to obtain information relevant to the study. The aim of the literature review is to highlight 

the theme and the key elements of what the sustainability of the grocery trade consists of. 

According to Quarshier et al. (2016), it is worth doing an article search to get information 

on the topic under study. The article search research process is outlined below in figure 1.  
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Figure 1. Article search research process (Quarshier et al. 2016). 

According to Quarshier et al. (2016), the article search will start when the search criteria are 

set. An article search is then performed, and the search results are obtained. After the search, 

the suitability of the articles for research is evaluated, if the article is considered suitable, it 

is selected for use. This article search was based on four journal that were Journal of 

Corporate Social Responsibility, Journal of Entrepreneurship, Management and 

Sustainable Development, Journal of Business Ethics, the Environment & Responsibility and 

Journal of operations management. Articles in these journals were searched for using 

keywords. The following eight keywords were chosen: grocery trade, sustainable grocery 

trade, corporate social responsibility, sustainability, sustainable development, sustainable 

factors, grocery trade practices and sustainable strategy.  These were selected because they 

support the topic under study. Table 1 below summarizes the search results from within the 

journals. 
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Table 1. Results from the journals  

The article search for this study was conducted in February 2022. The application period 

was set at ten years, i.e., 2012-2022, and the above-mentioned keyword search was used to 

refine the search. The table shows the underlined numbers, which are in three copies under 

the Journal of Enterprise, Management and Sustainable Development. These underlined 

numbers are for the keywords corporate cocial responsibility (33), sustainability (99), and 

sustainable development (33). Underlining below the numbers means that more than 2,000 

search results came to the top. For these, the search was therefore limited to the title of the 

article, which yielded the number of results shown in the table. In addition to these, number 

32 is folded. This means that the keyword grocery trade practices in the Journal of Business 

Ethics, the Environment & Responsibility returned 0 results. This was refined by using the 

keyword practices for that magazine, which yielded the number of results shown in the table. 

These keywords returned a total of 2110 results. The results were distributed around the 

keywords as shown in figure 2 below. 
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Figure 2. Distribution of article search results 

 

The figure 2 above shows that the keyword grocery trade generated the most results with 

437 results. The second highest search result was generated by sustainability with 393 results 

and the third highest search result was obtained by the keyword sustainable development 

with 295 results. The keyword sustainable grocery trade returned the less results, only 90. 

 

The articles found in the article search were reviewed by looking through the titles and 

reading the introduction section. Based on this, a qualifier was made and some of the articles 

were excluded from the sources. The remaining articles were skimmed through and the most 

suitable for the study were taken into closer scrutiny. In the end, articles that seemed 

appropriate were read through at a more detailed level. Table 2 shows the articles that ended 

up being used as sources. There are 10 of them. 
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Table 2. Articles used as sources based on article search 

 

 
The most used sources were the keyword corporate social relationship. The least used 

sources were the keyword sustainable strategies. Some of the keywords did not produce the 

results used as sources in this study. In addition to the sources found based on the article 

search, other journals, articles, and relevant publications are also used in the theory section 

of this study. 

 

1.1.2 Previous studies  

An impressive number of articles in scientific journals deal with sustainability and, in 

addition, information is available in a variety of media. (Longoni, 2014, 1) However, the 

sustainability of the grocery trade has been relatively little studied. Much research has been 

done on sustainability and sustainable supply chain management in the past. Perspectives on 

sustainable supply chain management from previous studies vary. In this work, the literature 

on sustainable supply chain management is applied in part to sustainable grocery trade 

practices. However, sustainability is important for the grocery trade and is becoming a 

necessity for business. 

Claro, Laban Neto & de Olivera Claro (2013) look at the drivers of sustainability that invest 

in sustainable investment. The study found that customer-driven capability and 

communication with the supplier are important in making sustainable investment decisions, 
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but the supplier relationship process and practices do not affect sustainable investment. 

According to Tu, Chiu, Huang & Hsu (2013), economic development, environmental 

protection and social justice can be considered as the basis for sustainable development. In 

the study by Moldan, Janoušková & Hák (2011), securing the use of renewable resources is 

the basis for sustainability and more and more companies see sustainable development as an 

opportunity and a competitive advantage. Companies wants to develop sustainability as a 

core business process. (Longoni, 2014, 5) Studies have also been conducted from a consumer 

perspective. According to a study by Jensen, DeLong, Gill & Hughes, consumers are willing 

to pay more for a responsible local product. According to three studies, it has been found 

that food quality influences higher saturation. In addition, it has been found that food 

packaged in durable packaging is perceived to be more saturated than food packaged in non-

durable packaging. According to research, durable packaging results in better quality. 

(Donato, Barone & Romani, 2020) 

Corporate social responsibility has existed since the 1960s and its research has increased 

year by year. The study also found empirical evidence that CSR and green innovation have 

a significant impact on the competitiveness of production in an emerging economy (Padilla-

Lozano & Collazzo, 2020). Corporate responsibility and managing sustainable business 

development are becoming increasingly challenging as market conditions change and 

business models evolve. (Martin, 2019) Efforts have been made to ensure sustainable 

business through social responsibility. According to Kotler & Lee (2004), CSR involves a 

variety of business practices and requires the support of company resources to succeed. 

According to the study, the key to an efficient business model is consistency between 

function, governance, and accountability. Sustainable business models are due to sustainable 

management models. (Del Baldo & Baldarelli, 2017) Studies show that there is a difference 

between companies in whether corporate social responsibility is used within companies as 

self-serving or society-serving. (Ajayi & Mmutle, 2020)  

Today, more and more attention is being paid to sustainability. Sustainability is an important 

factor when trying to make a big decision. According to Kähkönen & Lintukangas (2021), 

sustainability is a key factor in supply decisions and delivery strategies, as companies must 

be able to meet the needs and challenges of sustainability. An organization’s commitment to 

sustainability ultimately also influences consumer choices. Applying sustainability to the 

business strategy gives the company a competitive advantage in the target market. (Dabija 
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& Bejan, 2018) Companies want to create a green corporate image. According to the study, 

this means that companies conduct their business with sustainable development in mind. 

Companies are pursuing a green corporate image as it provides a green competitive 

advantage (GCA). Consumers are increasingly concerned about ecological issues, so 

companies are under pressure from society to create a green corporate image. (Alam & Islam, 

2021) According to Horneaux Jr (2021) sustainable development goals (SDG) should raise 

the most important grand challenges (GC) experienced in the world.  

1.2 Background of the topic and research questions  

Interest in sustainable development has grown over the last decade. In addition, reporting on 

sustainability has increased. (Cao, Ye, & Wang's, 2016) For example, the most important 

stakeholders in companies are customers, who are increasingly aware of sustainability. 

Shareholders are also recognizing this phenomenon, which increases the pressure on 

companies to operate sustainably. (Luthra, Govindan, Devik, Kumar, Garg & Prakash, 

2017). There are a lot of articles on sustainability, but there are no actual studies on what 

makes a grocery trade sustainable so that a company can take advantage of it as a competitive 

advantage. Due to the paucity of data, the importance of sustainability in the grocery trade 

remains unclear. 

Based on previous articles and studies, three important elements emerged that are intended 

to be used in this study. Strategies, functions, and practices as well as factors were selected 

for closer examination. Existing research is largely focused on individual companies or 

specific paradigms. There was no real research on sustainability strategies, functions, and 

practices as well as factors in the grocery trade. For these, the studies were limited and most 

focused on case studies rather than a broader explanation of the phenomenon. 

 

As a research topic, sustainability is a very important, topical, and visible topic. The 

phenomenon is global and, for future generations, tackling it is extremely important. 

(Elkington, 1998). Consumers, like other stakeholders, are increasingly aware of the 

challenges of sustainable development. This increases the importance of research. The topic 

is also interesting and topical as interest in sustainable development grows in organizations. 

It is therefore important to find solutions to sustainable development issues and to support 

sustainable action. 
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The objectives will be achieved by answering the following research questions. The main 

research question is:  

“What makes grocery trade sustainable?” 

Sub-research questions are:  

“What are company ́s strategic guidelines for sustainability?” 

“What have been company ́s success factors in sustainability?” 

“What kind of functions or practices has the company implemented?” 

The sub-research questions help answer the main research question. In addition, they will 

support future sustainability choices. As a result of the research, the success factors related 

to sustainability emerge. By implementing these practices found in the study, it is possible 

for companies to improve their image of sustainability. The results also make it easy for 

companies to look at their own strategic guidelines for sustainability. This will increase the 

chances of companies being selected for sustainability grocery trade.  

1.3 Conceptual framework 

The conceptual framework shows the main concepts of the thesis. The main goal is to find 

out which factors, strategies, functions, and practices lead to a sustainable grocery trade. 

These things are considered from three perspectives: economic, social, and environmental. 

Figure 3 shows the frame of reference of the study, which shows the below.  
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Figure 3. Conceptual framework  

In this master´s thesis the core of conceptual framework is sustainable grocery trade and 

sustainability deepens to the triple bottom lines three different perspective. There is focus on 

environmental, and social perspective to get a comprehensive picture of the grocery trade. 

Economic aspect is excluded and not dealed in this study. The aim of the study is to find 

main strategies, functions and practices, and factors of sustainable grocery trade and how 

grocery trades use them to ensure their sustainability.  

1.4 Definitions of key concepts 

Corporate social responsibility (CSR) refers to the activities of an organization that 

consider the expectations of stakeholders and the triple bottom line economic, 

environmental, and social performance. (Aguinis 2011, 855)  

Factors that underpin the concept of sustainable development are economic development, 

environmental protection, and social justice. A sustainable company considers a wide range 

of environmental, economic, and social factors when making business decisions. These 
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organizations monitor the impact of their operations to ensure that their short-term profits 

do not turn into long-term liabilities. (Tu, Chiu, Huang & Hsu, 2013)  

Functions and practices help to build a sustainable culture in all the company's operations. 

The company will take these forwards through strategy. According to Hollos, Blome & 

Foersti (2012), environmental practices aim to reduce waste and save natural resources in 

the company's own and suppliers' operations. Social practices, in turn, are efforts to achieve 

socially responsible behavior. For example, good working conditions, fair wages, and high 

safety standards. Economic practices are excluded from this study and are not addressed in 

the text at all. 

Green competive advantage is a situation where a company has circumstances that others 

cannot imitate. The company has a leading position in ecological management or sustainable 

innovation. (Lin & Chen, 2017) 

Sustainability is a concept that focuses on the state of the Earth’s biophysical environment, 

particularly in terms of resource use and depletion. Sustainability means finding a stable 

state so that the planet can support human population and economic growth without 

compromising the ecosystem. (Portney, 2015) According to Elkington (1998), it is 

responsible behavior that considers all aspects of the triple bottom line. 

Strategies are an approach to sustainable practices and a way to take them forward. 

According to Galpin et al. (2015), an alternative to building a sustainable organizational 

culture could be a multidisciplinary framework. This is to help build a sustainable culture 

that promotes sustainable performance in all the company’s operations.  

Triple bottom line (TBL) stands for three dimensions: social, environmental, and eco- 

nomic. It seeks to incorporate environmental and social dimensions into traditional 

economic-centric measurement of business performance. (Elkington, 1994) The economic 

area focuses on the economic return of a firm to maximize the overall benefits to society. 

The environmental area focuses on the environment and pollution, its purpose is to take care 

of environmental issues. The social area focuses on people’s well-being by solving social 

problems. (Shim, Lee, Moon & Song, 2021) 
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1.5 Research methodology and data collection 

According to Creswell (1998), qualitative research is defined as an understanding research 

process based on methodological traditions that study a social or human problem. In practice, 

this means building a holistic picture of the topic under study through analysis and reporting. 

The research questions of this study have been answered using a qualitative research method. 

Qualitative research is of great importance, especially if previous views on this phenomenon 

are modest (Eriksson & Kovalainen 2008, 5). 

This study is conducted as a case study that is often used to increase our knowledge of an 

individual, group, or organization, or, for example, social, political, or other relevant 

phenomena. Whether a case study can be used depends on the nature of the research 

questions. In this case, the research questions are exploratory, and this can be used. (Yin, 

2003) Data from the study are collected through interviews and a semi-structured interview 

was chosen as the interview method. The semi-structured interview focuses on the various 

topics being discussed. In a semi-structured interview, the interviewee clarifies the 

questions, if necessary, as the phenomenon to be studied is concretized differently in the 

thoughts of each interviewee. (Hirsjärvi & Hurme, 2008) The materials for semi-structured 

interviews are comprehensive and often also systematic. The interview is informal and 

proceeds through discussion. This can be seen as an advantage of semi-structured interviews. 

(Eriksson & Kovalainen 2008, 82) 

The flexibility of the interview can be considered an advantage of the data collection method. 

During the interview, the interviewer can ask additional questions and, if necessary, clarify 

the answers of the interviewees. (Tuomi & Sarajärvi, 2002, 85). The flexibility of the 

interview will also be used in this study as mentioned above. Interviews seek the opinions 

of experts on what a sustainable grocery trade is. The primary data of this study are collected 

from Finnish food companies. The interviews will be conducted as a semi-structured 

interview and a total of four will be conducted. Secondary data used in the study are 

corporate sustainability reports, websites, and related published articles. 
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1.6 Limitations of research 
 

The research focuses on the strategic guidelines for the sustainable development of the two 

Finnish grocery trades and what are the key factors in the company's sustainability. In 

addition, the research focuses on the factors that make the grocery trade sustainable. The 

topic was chosen for its topicality and because sustainability is a strategic choice for grocery 

trades and part of the company’s daily work. Finland and the other Nordic countries are 

pioneers of sustainability. In the field of trade, sustainability is already taken for granted, but 

when well implemented, it offers the opportunity to differentiate itself from competitors 

(Nykänen, 2019). The aim of the study is to find out what makes the grocery trade a 

sustainable company. The results show the strategic guidelines for sustainable development 

and what are the success factors of companies in sustainable development. Information is 

also obtained from the practices involved in the company. What the results are like can be 

assumed to be justified by the fact that it is challenging to measure sustainability. 

 

This study is limited to Finnish grocery trade stores. This study examines the sustainability 

of the grocery trade from two perspectives. These are the environmental and social issues 

outlined earlier in Figure 3 above. The figure also shows the economic section, but 

economic practices are the starting point for all practices. In addition, research shows that 

the information found on economic practices and sustainability is contradictory. For this 

reason, economic practices are excluded from this study and are not addressed in the text. 

 

Sustainability has been much on the agenda recently, and a consumer survey published by 

Matula (2019) clearly show that more and more customers are choosing a sustainable 

product or service. Younger employees will vote on their feet if running a business is not 

sustainable. Sustainability is constantly evolving, and in a year's time, for example, different 

things will be considered in different ways. As a result, the results of the study may not be 

the same if the study were conducted at a later stage, for example. When interpreting the 

research results, it should be noted that there has been a global pandemic that may have 

affected the trade business. For example, the online store has grown exponentially. 
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1.7 Structure of the thesis 

 

The thesis consists of five main chapter which are divided into theoretical and empirical 

parts. First and second chapter are theoretical and chapter three, four and five are the 

empirical part. In the end of thesis there is discussion and conclusions which bring things 

together. The figure 4 shows the structure of the thesis. 

 

 
 

Figure 4. Structure of the thesis 

 

The first part is an introduction that provides information about the background and 

objectives of the research and sees the research questions. The introduction also defines the 

main concepts of research and opens the research method and explains the limitations and 

structure of research. The second part consists of the main theory of the study. The theory 

focuses on sustainable grocery trade and is surrounded by three sections, which are factors, 

functions and practices, and strategies. The third part presents the research methodology. It 

examines research data collection methods and analysis, as well as research reliability and 

validity. The fourth section presents the empirical analysis of the study and the fifth or final 

section focuses on the findings of the study and makes suggestions for further research. 

• Backround of the topic and research question
• Definitions and limitationsIntroduction

• Sustainable Grocery Trade
• Factors, functions and practices, and strategiesMain theory

• Research methodology and  data handling 
• Reliability and validityMethodology

• Sustainability in case company
• Future aspects in sustainabilityEmpirical analysis

• Findings of the study
• Suggestion for further researchConclusions
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2. BACKROUND OF SUSTAINABILITY IN BUSINESS 

This section discusses the concept of sustainable development and its key features. In 

addition, this section reviews the background of companies ’desire to be a sustainable player 

in society and how CSR affects a company’s reputation or competitiveness. The impact of 

the Triple Bottom Line on the sustainability of the company is discussed and the economic, 

environmental, and social aspects are reviewed. In addition, the section introduces The UN 

Sustainable Development Goals and finally the factors, functions and practices that affect 

sustainability, as well as strategies. 

Sustainability has become a major area of interest for both researchers and professionals in 

recent years. Consumer and business customers, financiers, partners, and the state are 

thirsting for information about corporate responsibility in an increasingly regulated society. 

In business, it has received a lot of attention and become a vital phenomenon for companies 

(Tanskanen, 2022).  Sustainability refers to securing the use of renewable resources for 

future generations, ie to ensure that resources are not depleted. (Moldan et al. ,2011) The 

concept of sustainable development means that there are limits to the consumption of non-

renewable human resources. (Portney, 2015, 88). Equality can be considered a fundamental 

principle of sustainable development. It is intended to create an understanding that current 

actions will have an impact in the future. (Elliot, 2005) 

The key features of sustainable development are to see it as a global sustainability, long-

term thinking, and social equality. Sustainability issues affect the whole world, as the 

consequences are global. Long-term thinking, on the other hand, means taking future 

generations into account in its sustainability and considering the consequences of growth on 

the environment. (Rogers & Hudson, 2011) According to Portney (2015), equality for 

sustainable development is about sharing environmental impacts and natural resources to 

achieve more equal prosperity. The basic principle of sustainable development can be the 

redesign of economic systems so that it is not harmful to nature in the long run (Dobbelt & 

McDonough, 2010, 71). A sustainable economy is about paying attention to the needs of all 

people, including the poor. In addition, a sustainable economy accepts resource constraints 

in a sustainable environment that can meet current and future needs. (Lorek & Spangenberg, 

2013) 
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Today, sustainable development is increasingly at the top of the priority list of food retailers. 

This is due, for example, to the fact that consumers often regard the reputation of the trader 

and its impact on the environment as important factors when choosing where to buy. For 

example, LED lighting is a traditional way to save energy in a grocery trade. In addition to 

these, efficient solutions are being sought to meet energy efficiency needs. At the same time, 

the grocery trade must also ensure food safety (Landeche, 2017). 

2.1 Corporate social responsibility in sustainability 

Companies want to be responsible players in society. They want to improve their product 

image and reputation as customers become more aware of green values and competition in 

the industry is fierce. According to the study, organizations adopted CSR because executives 

believed shareholders were satisfied and favored the company for this reason (McKinsey & 

Company, 2006). The most important reason for setting up a sustainability program is the 

company’s desire to do the right thing. Another important reason is the pressure from 

customers, and the third reason is the desire of companies to improve their own reputation. 

(Lieb & Lieb study, 2010; Ajayji & Mmutle, 2020) Accenture commissioned the survey 

from the CEO of 766 companies. According to the survey, 80% of CEOs in the survey 

believe that a competitive advantage can be achieved by integrating sustainability into the 

company’s strategy. (Longoni, 2014, 5) Corporate stakeholders are interested in corporate 

social responsibility and environmental impact and based on these, make a choice about 

whether to cooperate with the company. As a result, the company is investing more and more 

in its corporate social responsibility (CSR) operations. (Ajayji & Mmutle, 2020)  

CSR has become a major factor in a company’s reputation. According to Padilla-Lozano & 

Collazzo (2020), CSR and green innovation have a significant impact on the competitiveness 

of a company’s production in an emerging economy. In addition to this, the company can 

stand out from other companies through this. (Ajayji & Mmutle, 2020) According to Bansal 

& Roth (2000) a company that aims for sustainable development has four main goals which 

are shown in a Figure 5 below.  
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Figure 5. Based on Bansal & Roth (2000) Goals of sustainability 

Figure 5 shows the main goals are legislation, shareholder pressure, economic opportunities, 

and ethical motives. Legislation means that legal costs and penalties ensure that 

organizations comply with the law. Shareholder pressure, in turn, means that the power and 

demands of shareholders influence companies' decisions and make them operate sustainably. 

The third goal is economic opportunity, which means that by monitoring costs, consumption 

can be reduced, and additional costs avoided. (Bansal & Roth, 2000) According to Padilla-

Lozano & Collazzo (2020), when a company operates in accordance with CSR, it can 

increase the value it produces. The fourth point is ethical motives, which often indicate an 

organization’s desire to do the right thing. (Bansal & Roth, 2000) Green practices promote 

ethical and responsible organizational behavior that does not conflict with maximizing 

wealth. (Padilla-Lozanon & Collazzon, 2020) 

CSR has played a major role in ensuring sustainable operations. According to the study, 

organizations adopted CSR because managers believed shareholders were satisfied and 

favored the company for this reason (McKinsey & Company, 2006). CSR can be defined as 

an optional commitment to increase the well-being of society. It involves a variety of 

business practices and requires the support of corporate resources. (Kotler & Lee, 2004) CSR 

can also be defined as non-financial. In that case, it is through voluntary communication and 

action (Farache, Grigore, Stancu & McQueen, 2020). The basic idea of corporate social 

responsibility is that companies pay attention to their operations and focus on the interests 

of stakeholders by taking care of the environmental impact responsibly. CSR is seen as a 

Economic opportunities Ethical motives

Legislation Shareholders pressure

Corporate 
sustainability
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competitive advantage and a major factor in improving the sustainability of companies. 

Companies are encouraged to implement social responsibility, as it facilitates transparent 

business by protecting the environment and ensuring the well-being of society (Barauskaite 

& Streimikiene, 2021). 

Social responsibility is seen as an operating philosophy in which the company plays a key 

role, involving stakeholders with a specific role. (Lozano & Collazzo (2020) Companies are 

aware of the strategic benefits that arise when green concerns are incorporated into CSR. 

(Alam & Islam, 2021) Responsible business brings many benefits to a company such as 

increased product image and reputation; higher sales and customer loyalty; increased 

productivity; lower operating costs; improved attracting and retaining employees; and 

reducing regulatory oversight. (Lozano & Collazzo (2020) According to Jamīlah & 

Crowther (2013), corporate responsibility has three basic principles, shown in figure 6 

below.   

 

Figure 6. Basic principles of CSR (Jamīlah & Crowther, 2013) 

Figure 6 shows that the first is accountability, the second is transparency, and the third is 

sustainable development. Accountability considers that the company's actions affect the 

external environment. Companies must also take sustainability for the consequences of their 

actions. This means that companies must report their activities to stakeholders. (Jamīlah & 
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Crowther, 2013) A company that adheres to green business is expected to adhere to standards 

and principles that strike a balance between economic concern and social parity, and 

ultimately ecological responsibility. (Alam & Islam, 2021) According to McKinsey & 

Company (2006), organizations report on sustainable practices in accordance with the 

principles of corporate social responsibility. Transparency ensures that corporate reporting 

is clear and that facts are not left unreported. (Jamīlah & Crowther, 2013). Companies can 

implement green business processes as a responsibility with the ability to create a green 

image and effectively monitor the sustainability of organizations. (Alam & Islam, 2021) 

Sustainability as a principle means that the impact of the company's operations on the future 

is examined and the availability of resources in the future is ensured. These practices help 

companies to summarize the impact of their activities. In addition, they ensure that there is 

sufficient information about the company's sustainable performance. (Jamīlah & Crowther, 

2013) 

2.2 Value of sustainability  

From a business perspective, the most important thing for a company is economic value, ie 

return. The return is achieved with the help of a loyal customer base and for it to be 

successful, the company must generate customer value for its customers. (Gale, 1994) 

Customer value includes the customer’s perspective as well as the company’s perspective 

and the value proposition given to the customer. However, this is not always easy, as the 

challenge is to balance between understanding the customer value experience and 

successfully managing customer value. (Rintamäki, 2016, 15-26) Business models of 

companies are developed and managed to create value. Value creation is at the heart of 

business model research and is addressed from different perspectives. (Wirtz, Pistoia, Ullrich 

& Göttel, 2016) 

Combining the perspectives of the customer and the company has created a value proposition 

that the various functions of the company are organized in such a way that they provide the 

consumer with products or services that the consumer considers relevant and valuable. 

(Lanning & Michaels, 1998) According to Webster (1994), the two critical functions of a 

value proposition are customer-directed communication, which provides a reason why a 

customer in a company’s target audience should purchase that company’s product. In 

addition, the value proposition can also be used to communicate to the company's own 
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employees about the company's commitment to satisfied customers. The value experienced 

by the customer becomes strategic when the company understands what creates value for the 

customer and positions itself strategically through a competitive value proposition. 

Understanding the formation of customer value can be made a strategic issue, which should 

then be considered before implementing the company's business strategy, such as product 

development or manufacturing processes. (Rintamäki, 2016, 47) 

However, addressing sustainable development issues requires the cooperation of several 

stakeholders to provide the necessary expertise and other resources. (Hörisch, Freeman & 

Schaltegger, 2014) Indeed, it can be thought that value creation is a process that leads to 

different outcomes for different stakeholders. Stakeholder theory therefore suggests that 

value creation is a collaborative effort in different interpersonal relationships, which ideally 

benefits the target company and all its stakeholders. (Freeman, 2010) Such an approach to 

value creation can be particularly useful in analyzing the sustainability orientation of 

business models. Stakeholders often have a dual role in many sustainability problems and 

solutions. At the same time, those actors who cause ecological and social problems are 

needed to develop and implement effective solutions (Miller, Wiek, Sarewitz, Robinson, 

Olsson, Kribel & Loorbach, 2014). 

Consumers, on the other hand, want their own consumption to be in line with their life 

values. According to Salonen, Fredriksson, Järvinen, Korteniemi & Danielsson (2014), 

consumers have noticed consumption as a kind of means of influencing the world around 

them. In this way, consumption has the potential to affect the environment as well as society. 

It is therefore important to understand consumer expectations and values, in terms of the 

environment, the economy and social sustainability factors. Green consumption is very 

necessary for sustainability. 

2.3 Triple bottom line in sustainability 

 

The Triple Bottom line (TBL) has three dimensions. These are economic, environmental, 

and social. (Alhaddi, 2015). These three dimensions can be used to measure sustainability 

performance. The Triple Bottom Line can be used to measure a company’s sustainability 

using these three dimensions. (Azevedo & Barros, 2017). The Triple Bottom Line includes 

accountability, transparency, stakeholder engagement, and multidimensional measurement 
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and reporting. In addition to financial performance, companies must pay attention to 

activities that have a positive impact on the environment and society. (Govindan, 

Khodaverdi & Jafarian 2013). According to the Kannan (2018), John Elkington argued as 

early as the 1980s that a triple result for companies adds value to a company. According to 

Goel (2010), the Triple Bottom Line enables companies to measure business performance 

and success through these three dimensions: economic, environmental, and social. The three 

dimensions are illustrated in Figure 7 below. 

 
Figure 7. Triple bottom line  

 

Sustainability consists of three different components according to the triple-result theory, as 

shown in Figure 7 (Granados, & Gámez, 2010). In terms of sustainability, companies need 

to consider all three areas. Companies need to strike a balance between these goals, as 

sustainability cannot be achieved if one area is prioritized over others (Hahn & Figge, 2011). 

According to Goel (2010), TBL improves risk management through management systems 

and performance monitoring. It can be used to compare the performance of industries both 

internally and externally. In addition, this makes it more difficult for companies to have a 

skilled staff, as these values and focus on them are valued. 
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According to Goel (2010), the economic dimension refers to a firm’s performance and 

economic growth. Financial sustainability brings security to the company. It is used to create 

economic profitability both for the company itself and, for example, for Finland's gross 

domestic product (GDP). The economic dimension employs people and, when it is in order, 

achieves long-term employment without damaging the natural ecosystem. Financial 

sustainability is possible when a company strives to create an environment free of toxic 

waste and pollution. (Morelli 2011) Economic growth and the profitability of a company 

must be pursued in an ethically acceptable manner without compromising the well-being of 

the environment. In this work, the economic aspect of a company's sustainability is excluded, 

i.e., it is not discussed at a more detailed level. 

 

According to Morell (2011), environmental sustainability is about meeting human needs 

without compromising the health of ecosystems. These needs must be met without 

compromising the ability of future generations to meet their own needs. Care must be taken 

not to cause general harm to nature, animals, and humans. Preserving biodiversity is seen as 

one of the most important environmental aspects. TBL’s environmental dimension refers to 

the company’s use of energy, resources, and emissions. In practice, it considers the whole 

life cycle of the product and global pollution. (Goel, 2010) 

 

The social dimension of sustainable development concerns the fair distribution of health 

care, education, food, housing, and professional opportunities. In addition, it considers the 

payment rate of employees and working conditions. (Edwards 2005) Goel (2010) argues that 

the social dimension is the interaction between a firm and stakeholders. This involves 

policies and regulations. Factors in social sustainability also include equality regardless of 

gender, age, race, ethnic background, religion, disability, or economic or other status. These 

goals are listed in the UN Agenda 2030. (UN, 2022) 
 

2.4 The goals of sustainable development 

 

According to George, Howard-Grenville, Josh & Tihany (2016), there is not enough 

investment in research focused on solving major challenges (GC). According to them, GC 

is a special and critical challenge, as if an obstacle. The UN Sustainable Development Goals 

(SDGs) are one of the key GCs and Geroge et. al. (2016), researchers should use energy 
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vigorously to solve them. In 2015, the UN launched the Agenda for Sustainable 

Development 2030. It includes the Sustainable Development Goals, which replaced previous 

development goals more broadly and more deeply. This program was signed by almost 200 

countries. (Horneaux, 2021) The goals of sustainable development are a great achievement 

for the development of society, but also one of the greatest challenges the world has faced. 

(George et al. 2016) 

 

The goals of sustainable development are broad and complex. In addition to the 17 

objectives, they include 169 objectives and more than 300 indicators. The goals are shown 

in picture 1 below. (UN-United Nations, 2015) 

 

 
Picture 1. Sustainable Development Goals (SDGs) 

 

Picture 1 shows the 17 different goals of sustainable development, which are (1) no poverty, 

(2) zero hunger, (3) good health and well-being, (4) quality education, (5) gender equality, 

(6) clean water and sanitation, (7) affordable and clean energy, (8) decent work and 

economic growth, (9) industry, innovation and infrastructure, (10) reduced inequalities, (11) 

sustainable cities and communities, (12) responsible consumption and production, (13) 

climate action, (14) life below water, (15) life on land, (16) peace, justice and strong 

institutions and (17) partnerships for the goals.  In the past, evaluations of sustainable 
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development goals have been linked to their original purpose or the extent to which the goals 

have been achieved. For companies, the goals of sustainable development have been 

considered in the implementation of strategies and in the assessment of the company's 

sustainable performance. (SDG Compass, 2016) With regard to these aspects, the goals of 

sustainable development can also be considered as an approach in corporate governance 

strategies. (Horneaux, 2021) More and more Finnish companies are incorporating the UN's 

sustainable development goals into their operations, especially among large companies. 

(Prime minister´s office, 2020)  

 

2.5 Factors affecting sustainability  

 

This section discusses the factors that affect a company’s sustainability. These are divided 

into internal and external factors and their significance for the company's sustainable 

development is examined. Factors affecting sustainability are also examined through the 

stakeholder environment. In addition, factors related to the sustainable development of the 

grocery trade are examined at the level of product development and are classified according 

to corporate social responsibility. Much has been written about the authors, but the literature 

focuses mainly on sustainable supply chain management rather than on the sustainability of 

the grocery trade. The literature on sustainable supply chain management is utilized in this 

section. 

 

Three main factors can be considered as the basis for sustainable development: 1) economic 

development, 2) environmental protection and 3) social justice (Tu, Chiu, Huang & Hsu, 

2013). Factors are proactive and motivating factors in sustainable development. They drive 

the company forward in implementing sustainable development initiatives (Caniato et al. 

2012 & Köksal et al. 2017). The company must pay attention to long-term sustainable 

development, especially when it wants to look for new models of economic development. 

The company must ensure that the environmental impact is in order and at the same time 

protect natural resources and the environment. Businesses need to be careful not to misuse 

environmental resources. (Tu, Chiu, Huang & Hsu, 2013) 

 

In addition to economic development, companies must also invest in society. This requires 

a balanced model of sustainable development based on these three factors mentioned above, 
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the environment, society, and the achievement of sustainable development in human society. 

(Tu, Chiu, Huang & Hsu, 2013) Much previous research has been done on the factors for a 

sustainable supply chain, and several factors have been identified for sustainable supply 

chain management. Different conceptual models, stakeholder perspectives, and performance 

measures have been created, but what makes organizations committed to sustainability 

varies widely, according to research. Some organizations are managed internally, from the 

perspective of senior management, and some organizations are driven by external, i.e., 

stakeholder or customer requirements. (Tay, Abd Rahman, Aziz & Sidek, 2015) 

 

2.5.1. Internal and external factors of sustainability 

 

Factors affect the company either positively or negatively. (Hulzman, 2021) There are two 

types of factors, 1) internal and 2) external (Narmissa et al. 2019; Saeed & Kersten, 2019) 

Companies can control them and use SWOT analysis, for example. This is used to analyze 

these factors by looking at the company’s strengths, weaknesses, opportunities, and threats. 

(Hulzman, 2021) In order to measure the opportunities and threats of companies, it is 

important to identify internal and external factors, and this can be considered a key process 

for a company. (Narimissa et al. 2019) Internal environmental factors are events that occur 

within an organization, and external ones are events that occur outside an organization. 

Internal factors are considered easier to manage than external ones. (Hulzman, 2021) 

Authors can be classified in the literature in different ways. Table 3 below provides examples 

of internal and external factors affecting sustainability. 
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Table 3. Internal and external factors 

 
 

According to the literature, the external factors are listed in table 3 above. These include the 

above-mentioned competitors, customers, investors, market pressures, NGOs, public 

awareness, product lifecycle management, provision of financial resources, reducing waste, 

regulation, societal pressures, suppliers, and supply chain risk assessment. External factors 

affect the company's internal operations, even if they come from outside the company. 

External factors also encourage a company to adopt sustainable development practices 

(Saeed & Kersten 2019) According to Hulzman (2021), external factors include changes in 

the company's economy, threats posed by competition, political factors, government 

regulations, and the company itself. According to Tay et al. (2015) external factors can be 

divided in six categories. Those are 1) government, 2) competitors, 3) customers, 4) 

suppliers, 5) investors, and 6) NGOs. According to Narmissa et al., (2019), external factors 

that improve sustainability include the provision of financial resources, consideration of 

customer satisfaction, product lifecycle management, supply chain risk assessment, and the 

importance of reducing waste and environmental impact. 

 

In some cases, external factors were divided into primary and secondary factors. In one 

study, the primary external factors were regulation, public awareness, and suppliers (Abdul-

Rashid et al., 2017), as well as regulatory pressures, societal pressures, and market 

pressures (Saeed & Kersten, 2019) Abdul-Rashid et al. (2017) states that regulation includes 

compliance with market regulations, legislation, and standards. The second point was public 
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awareness, which in turn involved group pressure. For example, the demands or opinions of 

the public or environmental groups. In this case, journalists are referring to pressure for green 

initiatives. Saeed & Kersten (2019) split external factors in three primary parts. These 

include 1) regulatory pressures, 2) societal pressures, and 3) market pressures. Regulatory 

pressures consisted of five subsections, which are: government legislation, regional or 

international regulators, professional or trade associations, financial benefits, and 

certifications. There are six factors that affect societal factors. These include NGO pressure, 

media or press consumer information, value-based networks, public pressure, consumer 

pressure and social welfare. Market pressures were divided into eight factors: pressures such 

as competitive advantage, competitor’s pressure, shareholders or investors pressure, 

institutional pressure, suppliers’ pressure, customers pressure, reputation, and 

globalization. 

 

Internal factors are matters related to the company that support the company's efficiency, 

values, and corporate sustainability goals. (Saeed & Kersten 2019). Like external factors, 

internal factors have been classified in the literature in many ways. According to Narimissa 

et al. (2019), there are five main internal factors: 1) the use of warehousing and control 

systems, 2) the strengthening of shopping centers and domestic manufacturing, 3) the 

support of senior management and leadership, 4) the implementation of three-dimensional 

sustainable development, 5) including economic, environmental, and social importance of 

employment. Also, internal factors can be divided into three sections. The first of these is 1) 

people, who refers to the commitment of senior management, culture, and employee 

involvement. The second is 2) strategic matters and the third is 3) operational matters. 

Strategic issues include company strategies, competitive advantage, risk management, and 

organizational size. Operational matters include purchasing and delivery functions. (Tay et 

al., 2014) Abdul-Rashid et al. (2017) found four internal factors in their study, 1) namely 

competitiveness, 2) customer awareness, 3) cost savings, and 4) corporate. According to 

Hulzman (2021) internal factors can be divided for example in management changes, 

employee morale, culture is changing and financial changes and problems. Another way to 

share internal factors is to break them down by the characteristics of green supply 

management, the strategic level of the procurement department, the level of environmental 

commitment, the degree of green supplier evaluation, and the degree of green cooperation 

with suppliers. According to Large & Gimenez Thomsen (2011), green collaboration and 
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green supplier evaluation have an impact on environmental protection. Green collaboration 

and green supplier evaluation are guided by a commitment to the purchasing department and 

the company’s environment. Protecting the environment has a positive effect on a company's 

purchasing power. 

Saeed & Kersten (2019) classified internal factors into four: 1) corporate strategy, 2) 

organizational culture, 3) organizational resources, and 4) organizational characteristics. The 

cluster of corporate strategy includes four factors: top management’s commitment, 

organization’s strategy, cost-related pressure, and operational performance. Organizational 

culture cluster found five factors: sosio-cultural sustainability, innovativeness, code of 

business conduct, information dissemination and health and safety. The cluster of 

organizational resources found six factors: organizational resources, resource depletion, 

human capital, employees’ pressure or involvement, physical capital (technology and 

equipment) and development. Organizational characteristics include six factors: the size of 

the company, industrial secto, position in supply chain, geographical location, degree of 

internationalization and current level of sustainability actions. 

2.5.2 Factors from stakeholder environment 

 

Not all internal and external factors have the same level of access to company information 

or value input. According to stakeholder theory, the implementation of sustainable 

development initiatives may be different for different stakeholders. (Saeed & Kersten 2019) 

Stakeholder theory has been given different definitions by different researchers. According 

to the Stanford Reseach Institute (SRI) (1963), stakeholder theory is the groups that support 

a company and without the support of those groups, the company would not exist. According 

to Freeman, Andrew & Parmar (2004), stakeholder theory is one of the groups that are vital 

to a company’s survival and success. The concept of a stakeholder refers to a group or 

individual that contributes to the achievement of an organization’s goals or vice versa. Figure 

8 shows the stakeholder theory. 



 38 

 
Figure 8 Stakeholder theory 

 

Figure 8 shows that, according to stakeholder theory, stakeholders have a right to be 

informed about which company affects them. (Craig, 2010) Stakeholder theory is considered 

one of the most important studies in sustainable management. Stakeholders have a 

significant impact on a company's desire to implement sustainable practices. 

(Mathiyazhagan, Diabat, Al-Refaie & Xu, 2015) It has traditionally been thought that the 

advantage of a firm is a profit assumption. According to Freeman et al. (2004), the company 

is seen as part of the social system. Stakeholders include shareholders, employees, 

customers, lenders, suppliers, local charities, various stakeholders, and governments. 

 

Organizations need to continually develop their capabilities and adopt strategies to meet the 

requirements of key stakeholders. According to Gray, Owen & Adams (1996), stakeholder 

theory helps companies achieve their goals, including increasing profitability. The more 

important the stakeholders, the more likely they are to adapt to the expectations of a 

particular stakeholder. The sustainable development of a company will not be achieved if 

the requirements of the stakeholders are not met. (Garvare & Johansson, 2010) Companies 

leverage relationships with their stakeholders, such as their suppliers, to invest in sustainable 

development. (Claro et al., 2013). This perspective includes various functions such as public 
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reporting. (Ullmann, 1985) In addition, organizations have an incentive to disclose 

information about their various programs and initiatives to relevant stakeholders to clearly 

demonstrate that they meet the expectations of those stakeholders, as organizations need to 

balance the expectations of different stakeholders. Some companies conduct their business 

in accordance with stakeholder theory. According to Freeman et al. (2004), shareholders are 

one of the stakeholders and therefore stakeholder theory can help companies achieve 

organizational goals that result from shareholder satisfaction. The stakeholder theory gives 

managers more resources and a better ability to deal with internal problems in companies. 

 

2.5.3 Factors of sustainable product development 

 

Factors affecting the sustainable development of the grocery trade can also be found in 

product development. Sustainable product development can be divided into six parts 

according to corporate social responsibility. These include: (1) factors of the purpose of 

sustainable development; (2) factors affecting the development of the company; (3) factors 

for the sustainable development of enterprises; (4) factors worthy of sustainable 

development; (5) factors of sustainable development activities; and (6) Sustainable Product 

Quality Factors. (Tu, Chiu, Huang & Hsu, 2013) 

 



 40 

 
 
Figure 9. Sustainability factors classified according to CSR 
 
Figure 9 above shows all six factors classified according to CSR. According to the Tu, Chiu, 

Huang & Hsu (2013), the purpose of sustainable development is a key factor in sustainable 

product development. This means value-added services, revenue, and product image under 

development. Competition also affects a company's willingness to invest in sustainability 

activities. (Claro et al., 2013) Another factor is development factors. This refers to the 

company’s focus on development strategies, government regulations and international law. 

According to Tu et al. (2013), the third factor is the company's sustainable development 

factors, i.e., companies invest in the value of sustainable design and give priority to 

sustainable development. With companies that offer more durability products to their 

customers, there is a greater chance of success. (Luqmani, Leach & Jesson, 2016) 

 

The fourth factor is the value factors of sustainable development. This means that companies 

consider the value of sustainable product development to be significant, especially in an era 

of corporate social responsibility. Sustainable product development makes products 

different. (Tu et al., 2013) Large quantities of produced packaging materials are used every 

year and discarded. Indeed, the sustainability of packaging is a growing concern for both 
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policy makers and businesses. (Vila-Lopez & Küster-Boluda, 2020) The European 

Commission has set a target to replace all plastic packaging with recyclable material by 2030 

(European Comission, 2022)  

 

The fifth point is the factors of sustainable development, i.e., companies are concerned about 

professional competence, sustainable development and increasing competence (Tu et al., 

2013) Claro et al. (2013) study found that one of the key factors in the sustainable 

development of companies is personnel. The more processes and human resources are 

developed, the more investment can be made in sustainable development. According to 

Szczepa´nska-Woszczyna & Kurowska Pysz (2016), employee development and dignity: 

supporting development, ensuring the health and safety of employees, and treating 

employees with dignity as a company norm is a factor influencing sustainable business. 

Lastly, there are the factors of sustainable product quality, which means that companies see 

sustainable products as guarantors of quality (Tu et al., 2013). Donato et al. (2020), 

companies have begun to realize that the ability to meet the demands of stakeholders and 

communities cannot ignore sustainable development. 

 

2.6 The impact of functions and practices on sustainability  
 

This section discusses the functions and practices and their impact on the sustainability of 

the company. This section also deals with the classification of functions and practices, which 

can be done in different ways according to the literature. Finally, this section discusses the 

company’s environmental and social practices and their impact on the company’s 

sustainability. 

 

According to a survey commissioned by Zboraj (2022), more than half of consumers who 

responded to the survey believe that the sustainability for implementing sustainable practices 

lies with the grocery trade. Through practices, a company can improve the sustainability of 

its products and related processes. Practices play an important role in developing and 

maintaining a company’s environmental, economic, and social performance. (Narimissa et 

al. 2020) Consumers are investing in sustainable shopping because they want the money 

spent to go to companies that care about sustainability. Companies, in turn, respond by 

adopting sustainability standards and obtaining certificates for their products or 
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manufacturing and sourcing processes. Companies also invest in sustainability by focusing 

on, for example, LED lighting, recycled building materials and solar panels. (Zboraj, 2022) 

The reason why companies follow sustainable practices varies greatly. The company’s own 

goals, such as motives, guide the company to this. Environmental and social practices can 

improve a company’s performance, but it is unclear what kind of results economic practices 

produce, in other words, there are conflicting results about the links between sustainable 

practices and financial performance. (Kitsis & Chen 2019) For this reason, this master´s 

thesis focuses on environmental and social practices. 

 

2.6.1 Categorization of functions and practices  

 

Much remains to be done about the sustainable development practices of the grocery trade. 

The company must ensure that sustainable development is part of the company's business 

model. In addition, consumers increasingly want companies to adopt environmental and 

social practices. (Revionics, 2022) Company policies can be divided into three different 

ways. The first is 1) internal and external practices, depending on their nature. Another way 

is to 2) share practices based on the sustainable development dimension, i.e., environmental, 

or social practices. The third way is to divide practices 3) based on their importance into 

either reactive or proactive practices. (Kähkönen, Lintukangas & Hallikas, 2018) Companies 

need to define their own approaches to their practices. In the grocery trade, it is worth 

considering sustainably sourced food or, for example, fair trade products. In addition, you 

should pay attention to your own brand, how to integrate it into sustainable development. 

The promotion of, for example, employment practices and sustainable development must 

also be considered. This also includes an energy-intensive store and, of course, packaging 

and delivery. The company should consider staff training and services provided to 

consumers. (Revionics, 2022) 

 

According to Kähkönen et al. (2018, 526), sustainable supply chain practices can be 

classified into four main groups. In this work, these are commonly utilized as practices in 

the sustainability of the grocery trade. These four main groups are 1) Sustainability 

Guidelines, 2) Reporting and Formalizing the Visibility of Sustainability through External 

Evaluators, 3) Initial Management Measures, and 4) Final Actions. Sustainability guidelines 

include standardization, certification, and labeling to ensure regulation of operations. 
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Reporting and formalizing the visibility of sustainability also includes writing CSR reports 

and incorporating CSR indicators to measure supplier performance and using lists of 

sustainable suppliers. Initial management measures include auditing the sustainability of 

suppliers and investing in the traceability of the origin of the materials and products 

purchased. Downstream activities in this case refer to activities aimed at increasing the 

transparency of the supply chain to the final customer. 
 

2.6.2 Environmental and social practices 

 

Concerns about environmental issues and regulations are increasing all the time. As a result, 

companies are under increasing pressure to integrate sustainability into their business 

operations. Stakeholders evaluate a company’s success in addition to its financial 

perspective based on its environmental and social performance. (Li & Huang 2017) Social 

practices are attempts to bring about socially responsible behavior. This includes good 

working conditions, the avoidance of child labor, appropriate and fair wages, and high safety 

standards. (Hollos et al., 2012) Social practices are often associated with CSR. 

Environmental issues are often associated with sustainable development, but it is worth 

remembering that social practices are equally important. (Collins et al. 2010) Corporate 

social responsibility is strongly reflected in the social sustainability of a company. Socially 

responsible practices strengthen the company's sustainability and ethics and are in the 

interests of the stakeholder. (Dahlsrud, 2008) Table 4 below summarizes environmental 

practices. 
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Table 4. Environmental practices  

 

Environmental practices 
 

• certifications 

• collaboration 

• eco-design 

• environmental and life cycle analysis 

• environmental management systems 

• environmental requirements 

• green sourcing 

• investments (recycling and relocation) 
 

 

As shown in Table 4 above, environmental practices can be divided into two parts. These 

are internal practices and external practices. For example, internal environmental practices 

allow a company to promote technology to minimize emissions and waste. Certifications, 

environmental management systems and environmental and life cycle analyzes can be 

considered as internal environmental practices. External practices are developed to assess 

and improve, for example, cooperation between the company and suppliers in terms of 

environmental and social performance. External practices include green sourcing, 

environmental requirements, eco-design, various investments, and collaboration with the 

company’s stakeholders (Gualandris, Golini, & Kalchschmidt, 2014) Investments may 

include, for example, recycling and relocation. Ecodesign refers to technical improvements 

in product processes that reduce environmental risk. (Li & Huang, 2017) Environmental 

requirements aim to reduce water, energy, and fuel consumption. In addition, they aim to 

reduce overall waste and packaging use. (Gualandris, Golini, & Kalchschmidt, 2014) 

 

Social practices are often associated with CSR. Environmental issues are often associated 

with sustainable development, but it is worth remembering that social practices are equally 

important. (Collins et al. 2010) Corporate social responsibility is strongly reflected in the 

social sustainability of a company. Socially responsible practices strengthen the company's 

sustainability and ethics and are in the interests of the stakeholder. (Dahlsrud, 2008) Social 

practices are attempts to bring about socially responsible behavior. This includes good 
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working conditions, the avoidance of child labor, appropriate and fair wages, and high safety 

standards. (Hollos et al., 2012) Social practices can be divided into basic and advanced 

practices. Basic practices refer to the monitoring and coordination of already established 

processes, practices, and performances. They allow companies to monitor social 

sustainability practices. Advanced social practices refer to innovative practices that create 

new markets for supply chains. These are intentionally used to deviate from previous 

functions. (Marshall et al. 2015) Table 5 below. summarized social practices. 

 

Table 5. Social practices 

 

Social practices 

 
• auditing 
• avoidance of child labor 
• appropriate and fair wages  
• certifications 
• code of conduct 
• corporate social sustainability 
• education 
• ensuring human rights and working conditions 
• fair trade agreements 
• fight against corruption 
• good working conditions 
• health and safety of workers 
• high safety standards 
• non-discrimination and diversity 
• risk minimization 
• reporting 
• social responsibility 
• suppliers' social sustainability regulations 
• sustainable development practices 

 

 

As shown in Table 5 above, there are many social practices. Basic practices include the 

health and safety of workers at work. This includes staff training and various codes of 

conduct for staff, for example. Basic practices also include ensuring that human rights and 

working conditions are as they should be and that the conditions of workers are good and 

humane. In addition, non-discrimination and diversity, the fight against corruption and social 

responsibility can be classified as basic practices. (Bai & Sarkis 2010; Li et al. 2019; 

Marshall et al. 2015) These practices can also be classified as regulating the social 
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sustainability of suppliers and monitoring the company's compliance with social 

sustainability rules. Risk minimization plays a big role at this point. Basic social practices 

also include reporting on the safety of products, materials, components, or processes. In 

addition, this includes evaluating and auditing regulatory and sustainable development 

practices, for example through the Code of Conduct. In addition to these, safety management 

systems can help companies improve their performance. Certificates obtained by companies 

have a positive impact on stakeholders such as customers. (Marshall et al. 2015) Social 

sustainability supply chain practices typically include new products and processes. These 

are often fair-trade agreements that bind the supply chain with non-traditional partners. They 

can be used for education, health care and other social programs. These practices are 

significant changes in the supply chain in addition to controls and requirements. (Marshall 

et al. 2015) 

 

2.7 The role of strategies in sustainability 
 

This section discusses company strategies and their implications for company sustainability. 

This section reviews the importance of building a sustainable organizational culture for 

companies and the importance of company motivation in relation to sustainable development 

activities. In addition, the importance of Porter’s generic strategies to companies is discussed 

at the end of the section.  

 

Grocery trade companies are a major player in the Finnish economy, but as individual 

players they are small, and their resources are limited. Sustainability is often viewed from 

an industry-wide perspective, for example. (Kaskinen, 2013) Strategies vary widely in 

companies, and when thinking about them, experts should consider the dimensions of 

sustainable development: environmental, social, and economic, in terms of the organization's 

value chain. The company should start by first linking the sustainability strategy as part of 

the business plan. In this way, sustainability is considered throughout the value chain. 

(Narimissa et al. 2019) Utilizing the principles of sustainable development, the company's 

business strategy was originally intended to achieve a competitive advantage. As society 

evolves, retailers have realized the need to incorporate sustainability principles into their 

business strategies through social responsibility. (Dabija & Bejan, 2018) Alam et al. (2021) 

suggests that firms also have the potential to achieve a green competitive advantage (GCA). 



 47 

This refers to the circumstances of the company that others cannot imitate. The company 

thus has a leading position in ecological management or sustainable innovation. Smart 

companies seek to leverage ecological strategies to shape their green competitiveness. 

 

2.7.1 The impact of organizational culture on sustainable development 

 

A culture of sustainable development is important for the food trade. This is reflected in the 

fact that grocery trades tend to be proactive about sustainability. Companies should invest 

in building a sustainable organizational culture so that companies can achieve their 

sustainability goals. (Macchion, Giau, Caniato, Caridi, Denmark, Rinaldi & Vinelli 2018) 

Galpin et al. (2015) propose a multidisciplinary framework for building a sustainable 

organizational culture. The purpose of the framework is to help build a sustainable culture 

that promotes sustainable operations in all activities of the company. Figure 10 shows the 

reference framework for sustainable development. 

 

 
 
Figure 10. Culture of sustainability model (Galpin et al., 2015)  

 

It is important for the company that there is a department or person in the organization that 

oversees the implementation of sustainable practices (Macchion, Giau, Caniato, Caridi, 
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Denmark, Rinaldi & Vinelli 2018). According to the literature, identifying an employee 

responsible for sustainable practices is a critical point. In sustainable projects, it is very 

important that the company succeeds. Companies that develop their key performance 

indicators (KPIs) through environmental and social practices are taking the lead in a 

sustainable approach. So, to speak, the best sustainable companies, that is, value-added 

companies, are taking things forward. They have integrated sustainability into their business 

and created a competitive advantage through their sustainable image. These companies 

always take sustainability into account, for example by optimizing their logistics flow, 

designing sustainable products, and thus adding value to their products responsibly. 

(Macchion et al., 2018) 

 

2.7.2 Motivation strategies  

 

In addition to a sustainable organizational culture, the company's motivation for sustainable 

development is important. According to the study, the motivation of companies to take 

sustainability measures is divided into three main groups, i.e., strategy. These are 1) risk 

management strategy, 2) cost-efficiency strategy, and 3) differentiation strategy. (Kaskinen, 

2013) Risks and other potential business losses are one of the main reasons why a company 

should adopt a sustainability strategy as part of its business (Saijjad, Eweje & Tappin, 2015). 

Consumers, investors, or buyers want companies to act responsibly and avoid negative 

effects on the surrounding society. Figure 11 below shows these three main groups, i.e., 

company motivation strategies. 
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Figure 11. Three main motivation strategies (Kaskinen, 2013) 

 

At the top in figure 11. see a risk management strategy. One of the main reasons why a 

company should adopt sustainability strategy is the risks or other potential business losses 

that result from unethical supply chain practices. (Saijjad, Eweje & Tappin, 2015) 

Consumers, investors or buyers want companies to act responsibly and avoid negative 

impacts on the surrounding society. Companies typically use risk management strategy when 

there is criticism or threat of criticism from outside the company. The importance of a risk 

management strategy has grown recently as more and more consumers are considering 

ethical choices related to consumption. (Kaskinen, 2013) A company should consider both 

environmental and social impacts and risks. The use and creation of management and 

standards systems and supplier evaluation systems, as well as performance measurement 

systems and business-to-business communication and training platforms, is important in a 

sustainable development strategy. (Deutch & Rideg, 2013, 658) Companies need to identify 

their sustainability factors and assess the risks associated with them. If managed properly, 
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the risks should reduce the impact of new decisions on the company’s environment and 

financial performance. (López & Ruiz-Benítez 2020) 

 

According to Kaskinen (2013), the second main group can be considered cost-efficiency 

strategy, which is seen on the left in Figure 11. This means that companies will achieve cost 

savings through more efficient production due to the rational use of natural and human 

resources. Another way to use a cost-effective strategy is to invest in human resources. 

Companies pay attention to the well-being and commitment of employees. By investing in 

employees, companies get more motivated employees who stay in the company for a long 

time. 

 

In Figure 11. on the right side, the third is the differentiation strategy, i.e., the company's 

need to differentiate itself with its products. The differentiation strategy is one of the most 

important business strategies. Distinction refers to the development of a unique product or 

service that helps a company differentiate itself from its competitors. (Islami, Mustafa & 

Latkovikj, 2020) The diversification of supply is based on sustainable development and 

comes from megatrends that shape demand. (Kaskinen, 2013) This strategy achieves a high 

level of customer loyalty if the product or service is unique. In this case, customers are 

willing to pay a higher price for the product. However, differentiation does not guarantee a 

competitive advantage, especially if standard products adequately meet customer needs and 

rapid imitation of competitors is possible. Successful differentiation can mean better service, 

less maintenance, better usability, or more features. (Islami et al. 2020) Companies are 

struggling to meet challenges such as climate change, population aging, digitalization, etc. 

and these are helping companies find their business. These challenges are changing the needs 

of consumers and thus the business environment. The company responds to this change by 

offering something that the company or its competitors have not been able to offer in the 

past. (Kaskinen, 2013) A successful differentiation strategy enables a company to charge a 

higher price for its product and achieve customer loyalty, as consumers can become attached 

to highly distinctive features. To the extent that it is difficult for competitors to copy 

distinctive features, a differentiation strategy is particularly effective, but sources of 

uniqueness must be time-consuming, costly, and simply overly burdensome for competitors. 

Therefore, a company should pay attention when deciding to follow a differentiation 

strategy. (Islami et al. 2020) 
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2.7.3 Porter´s general strategies  

According to Porter (1980), the importance of generic strategies has also been studied for 

firms in a competitive environment. These strategies can be integrated into sustainable 

development. Porter's general strategies can be 1) low-cost strategy, 2) differentiation 

strategy, and 3) focus strategy. (David, 2011) These strategies are tied to firm performance, 

and according to Porter (1985), strategies enable a firm to gain a competitive advantage in 

three different ways: through cost leadership, differentiation, and focus. Figure 12 shows the 

integration of Porter’s overall strategies into the sustainability of the company. 

	

 

Figure 12. Porter´s general strategies integrated of company´s sustainability (Islami et al. 

2020) 

The study concludes that each of Porter's overall strategies is effective: 

 

1. Low-cost strategy is effective when there is intense price competition 

between competing firms. In this case, the products are identical, and the 

supplies are readily available. Product differentiation can be achieved at low 

cost to the buyer when switching from one seller to another when buyers are 
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large and have significant bargaining power. Or alternatively prices down; 

when new entrants to the industry use introductory low prices to attract buyers 

and build customer base. 

2. Differentiation strategy can be effective when there are many ways to 

differentiate a product or service and many buyers find these differences 

valuable. Or when buyers have different needs and usage patterns, there are 

few competing firms that follow a similar differentiation approach, or when 

technological change is fast-paced, and competition revolves around rapidly 

evolving product features. 

3. Focus strategy can be particularly attractive when the target niche is large, 

profitable, and growing. It can also be attractive when industry leaders do not 

see a niche market as crucial to their own success, or when industry leaders 

find it too expensive or difficult to meet the special needs of their target 

markets while caring for their mainstream customers. A focus strategy can also 

attract a company when the industry has many different niches and segments, 

allowing concentrators to choose a competitively attractive niche that fits their 

own resources when few other competitors are trying to specialize in the same 

target segment. 

 

Islami et al. (2020) study, adherence to Porter’s differentiation strategy improves the 

company’s performance compared to Porter’s other two general strategies, the low-cost 

strategy, and the focus strategy. However, the low-cost strategy and focus strategy also have 

a positive effect. 

 

3. METHODOLOGY 
 

After the theory section and the related sustainability discussion, we move on to the 

empirical section. This section discusses the research methodology and stages of the research 

process. In addition, this section discusses the collection and analysis of research data. The 

reliability and validity of the study are also reviewed. 
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Following the description of sustainable grocery trade and the related theoretical discussion, 

the study focuses on the empirical part. The aim is to gain an in-depth understanding of how 

factors, strategies and functions and practices improve the sustainability of the grocery trade. 

In other words, the purpose is to answer the research questions of the work. The aim of this 

section is to bring an in-depth understanding of the role of sustainable development on a 

practical level. The section focuses on the research methods originally used during the study. 

Due to the nature of the research, the research method used is qualitative and is discussed in 

more detail in this chapter. This is followed by an introduction to the research methodology 

and data collection methods used. At the end of this section, the focus is on the reliability 

and validity of the study, which are an important part of the study. 

 

3.1 Research methodology and process 
 

The research methodology used in this study is a qualitative method. According to Saunders 

(2016), the first methodological choice for the research process is whether to use a 

quantitative or a qualitative method. Qualitative research is based on separate 

methodological traditions of research. These investigate a social or human problem. The 

researcher compiles a comprehensive picture, analyses, and reports detailed information 

when conducting research in a natural environment. (Creswell, 1998, 15). The qualitative 

research method is qualitative and strives to address this issue as comprehensively as 

possible (Hirsjärvi, Remes, Sajavaara & Sinivuori, 2009). The qualitative method is not 

based on measurement and does not seek to use numerical data. The purpose of this study 

and the format of the research questions have been considered in the selection of the research 

methodology. 

 

A qualitative method for finding deeper processes was chosen as the methodology for this 

study. The qualitative method also could address questions of description, interpretation, and 

explanation. (Bluhm, Harman, Lee, and Mitchell, 2011). In practice, this study is based on a 

case study, which is one of the most used qualitative research methods in business 

economics. Koskinen et al. (2005) case study is a study looking at a consciously selected 

case. Sometimes there may be several cases under investigation. This study examines the 

two largest grocery trades in Finland. Case studies are an appropriate way to gain a broad 

and in-depth understanding of the topic under study (Yin, 2009, 4). 
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According to Hirsjärvi & Hurme (2001), research has a certain process model. The first step 

in the model is to define the research problem. In the second stage, it will be dealt with at a 

more detailed level. The most important thing for research is the definition of the research 

problem and research questions. These have far-reaching consequences as they affect data 

collection and research method decisions. The third stage of the model involves data 

collection and analysis. And the final step includes reporting and conclusions. The steps of 

the process model are described below in Figure 13. 

 

 
Figure 13. Process model (Hirsjärvi & Hurme, 2001) 

 

The process model of the empirical study is illustrated in Figure 13. It also shows the steps 

of the empirical section used in this study. The research is started by creating a foundation 

with the help of a theoretical background, i.e., previous literature reviews and research. 

Much previous literature was found on the sustainability of the grocery trade, and research 

questions were easy to form based on this information. The research material was collected 

through semi-structured interviews and the answers were analyzed to be able to answer the 

research questions. Data collection is described in more detail in the following subsection. 

In the final stage, the material analyzed, and previous scientific studies and literature were 

put into discussion with each other. 
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3.2 Data collection 

 

The primary data used in the study are collected using a semi-structured interview and the 

empirical section is based on these. The semi-structured interviews were flexible, so for this 

reason it was chosen as the interview type. The nature of the research questions also 

influenced the choice of interview type. According to Hirsjärvi et al. (2009), in topic 

interviews, topics and perspectives are planned, but the interviewee is not tied to any answer 

option. The order and format of the questions may vary. A semi-structured interview gives 

the interviewee more freedom and can, for example, take part in the conversation without 

having complete control over it. (Koskinen et al., 2005) 

 

In this study, Finland's two largest grocery trade chains were interviewed. Two 

representatives from both companies were interviewed, which is a sufficient sample in this 

case. The responses to the interviews with the two companies interviewed did not differ 

much, so the additional interviews would not have provided any new information on the 

subject. The anonymity of the interviewees will be maintained at all stages of this study, and 

in addition, the identities and organizations of the interviewees will be kept confidential. 

Table 6 below summarizes the issues relevant to the interviews. 

 

Table 6. Interviews 

 

Company Interviewee Position 

Company A Interviewee A Enviromental manager 

Company A  Interviewee B Development manager 

Company B Interviewee C Director of Public Relations 

Company B  Interviewee D Sustainability Manager 

 

Interviews were conducted in February and March 2022. The duration of the interviews was 

about 45min-90 min. Interviewees were contacted by first sending an e-mail inquiring about 
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their willingness to be interviewed. This email introduced the subject of the study as well as 

the main question of the study. After this, a time for an interview was agreed with the 

interviewees, and at the same time the interviewees got acquainted with the interview 

questions in advance. The interviews were via Teams.  

 

The aim of the interview is an open discussion between the interviewee and the researcher. 

The interviews were based on the theme of sustainable development and the interview 

questions have been formulated in advance based on a frame of reference and research 

questions. The interviews were conducted in Finnish and recorded so that they could be 

transcribed for later analysis. The interview questions can be found at the end of the work in 

Appendix 1. 

 

3.3 Data analyzing 

 

Empiric’s data were collected mainly in semi-structured interviews with two large Finnish 

grocery trades. Secondary data collection was from case study reports, annual reports, and 

websites. Secondary data were collected to support primary data. After primary data 

collection, the data were processed and analyzed. Figure 14 show how the data collection 

process is progressing. 
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Figure 14. Model of qualitative data analysis (Creswell, 2009) 

 

The collected data were organized and prepared for analysis. The interviews were 

transcribed, and the material was scanned optically. In practice, this means writing memory 

entries as well as sorting and organizing the data into different partitions. The data should 

then be reviewed, and a general picture of the data collected should be considered. (Creswell, 

2009) The interviews were recorded and listened to and typed open on a computer. The open-

written text was read through and then moved on to a detailed coding process. The coding 

process means that the different themes of the data are classified and given some code. 

(Eriksson & Kovalainen, 2008) By acting in this way, we can create themes or categories 

that are utilized in research. Usually, the number of these themes or categories ranges from 

five to seven. (Creswell, 2009) Text written open to a computer is divided into groups, and 

each group is given its own color coding. The groups are factors, functions and practices and 

strategies. The analysis process then involves the interpretation of data themes. Interpretation 

can mean the researcher’s own interpretation or, alternatively, the meaning found in previous 

literature and research. (Creswell, 2009)  
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3.4 Reliability and validity 

 

This section discusses the reliability and validity of the study. According to Yin (2014), the 

reliability of a study means that the case study can be repeated using the same methods and 

achieve the same results as before. Reliability thus indicates the extent to which the measure 

in question produces the same result when repeated (Eriksson & Kovanen, 2008). Qualitative 

validity indicates that a researcher uses certain methods to ensure the accuracy of 

observations (Creswell 2009). Validity, on the other hand, refers to the ability of those 

measured by the research method. In practice, it means what is to be measured. Reliability 

and validity are key concepts in improving the quality of research (Koskinen, 2005, 253). 

They need to be considered and evaluated in all case studies, as the greatest criticism in such 

studies relates to how disciplined they have been (Stuart, I. McCutheon, D., Handfield, R. 

McLachlin, R. & Samson, D, 2002). According to. Eriksson & Kovanen (2008), reliability 

and validity are classic evaluation criteria when it comes to evaluating business research or 

social science research. 

 

According to Eskola & Suoranta (2008), in qualitative research, the researcher himself plays 

a major role in the reliability of the research. A reliability assessment should therefore be 

carried out throughout the process. According to Hirsjärvi & Hurme (2001), the preparation 

of the interview and questions well in advance and the spelling of the interview as soon as 

possible after the interview are critical for reliability. In addition, the reliability of the study 

is enhanced by the creation of a case study database, which means full documentation of the 

process, interview, etc. (Kähkönen, 2011) This study is qualitative, and the research material 

has been collected through interviews that are semi-structured. As a result, the probability 

of obtaining the same results is small. The aim was to increase the reliability of the study by 

interviewing two different companies and all of them were in different positions. The 

number of four interviews is relatively small, as the case companies are large companies. 

Results may vary for companies of different sizes. 
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4. EMPIRICAL RESULTS 
 

This section presents the empirical analysis and results of the study. These are based on 

interviews conducted in two large Finnish grocery trades, a total of four. In addition to the 

interviews, the analysis is assisted by corporate sustainability reports, annual reports, and 

other websites. The analysis considers the role of sustainable development in companies, 

considering factors, functions, and practices as well as strategies. The endings are analyzed 

in terms of future perspectives, opportunities, and challenges, in terms of sustainable 

development. The results and analysis focus on the sustainability of the grocery trade and 

what factors contribute to it. 

 

4.1 Sustainability in case companies 

 
Sustainability plays a major role in case companies and is seen as a very important issue in 

the future when its importance will only be emphasized. As an industry, the grocery trade is 

one of the pioneers of sustainability. "The operating environment is changing all the time 

and sustainability is one of the priorities, so the pace will definitely only accelerate," says 

interviewee B. Both case companies believe that sustainability is one of the most important 

factors for a company. Interviewee C says that "Sustainability is strongly linked to strategic 

making and is an important part of a company's value base." The mindset of sustainability 

has changed in the last few years from a societal perspective and companies are increasingly 

expected to do so. "Pioneering is no longer achieved through basic action but requires 

strong strategic commitment to sustainability." says interviewee C. Sustainability is 

reflected more strongly in the companies' operations year by year, and interviewee D says 

that cooperation between different positions within the company has increased. 

Sustainability activities are reflected in companies' values, practical actions, and goals. 

Interviewee A says that "It takes consistent work to stay high on sustainability listings." Both 

case companies want to be pioneers in sustainability. 

 

Sustainability is reflected in the annual reports of both case companies. Company B 

encourages its customers to make healthy and responsible choices, and Company A says it 

strives to promote sustainability from production to customer choices. The priorities for 
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Company A's sustainability are climate change mitigation, summer sourcing and 

sustainability for people. Similarly, nature and climate are high on Company B's choices. 

Company B wants to help preserve habitats and species through its choices and decisions. 

Company B's focus is on reducing food waste and promoting a circular economy. Business 

sustainability programs guide the way businesses do business. Company B's sustainability 

program wants to shift the focus more towards customers. The construction of Company A 

is guided by a materiality assessment, which is used to determine the company's key 

sustainability issues. Both case companies aim to be at the forefront of the industry in terms 

of sustainability, and both companies have ambitious climate targets, even in the inter-

candidate context. 

 

The sustainability reports of both case companies see the strategic goals of sustainable 

development. More specifically, the Sustainable Development Goals are the United Nations 

Sustainable Development Goals (SDGs). They are known worldwide. (United Nations 

2022). Table 7 presents the United Nations Sustainable Development Goals, which raised 

from corporate sustainability reports, or the sustainability program targets based on them. 

Companies have identified these as key objectives for their own operations as well as for 

stakeholders. However, both companies are committed to all 17 UN Sustainable 

Development Goals. 

 

Table 7. SDGs of case companies 

 
Company A Company B  

 

• (12) responsible consumption and 

production 

• (8) decent work and economic growth 

• (13) climate action 

 

 

• towards a new normal for sustainable 

consumption by one step at a time 

• towards sustainable growth by respecting 

natural resources 

• towards an equal world by eliminating 

inequality 
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Company A identified three key objectives for itself and its stakeholders. These are 

responsible consumption, decent work and economic growth, and climate action. Company 

B's sustainability program includes both long-term and short-term goals, and its policies are 

based on the UN Principles for Sustainable Development and the UN Principles on Business 

and Human Rights. Company A says it is committed to supporting the UN Sustainable 

Development Goals and participating in the global Agenda 2030 program. It aims to 

eradicate poverty, protect our planet, and ensure that all people can live in peace and prosper. 

(Company A, 2021)  

 

4.2 Sustainability factors 

 

Interviews with case companies revealed that factors are driving companies towards 

sustainable development goals. Sustainable development is based on factors from three 

different aspects. These are economic, environmental, and social factors. In the interviews, 

a few clear key factors emerged as key factors in the case studies. They are summarized in 

table 8 below. 

 

Table 8. Factors that emerged from the interviews 

 

External factors Internal factors 

 
• competitors 
• customers 
• NGOs 
• public awareness 
• regulation 
• suppliers 

 
• corporate 
• competitiveness 
• culture 
• customer awareness 
• implementing sustainable development 
• people 
• support from managers 

 

 

The factors that emerged from the interviews can be divided into external and internal 

factors. The most important external factors were laws, regulations, ordinances, and 

stakeholders. The most important internal factors were the company's internal culture, the 

integration of sustainable development into everything and competition. 
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4.2.1 External and internal factors of case companies 

 

During the interviews, laws and regulations emerged as important external factors. They can 

therefore be raised as key factors in terms of externalities in both companies. In both cases, 

they were considered very important and clearly wanted to be followed. There is a lot of 

regulation in the grocery trade and companies need to be aware of these things. Indeed, both 

case companies want to be at the forefront of long-term development, and all interviewees 

felt that their companies were doing more than required by regulation. "We want to be a 

pioneer in sustainable development, and we strive to go beyond what is required of us." 

interviewee B. Companies can achieve different certifications or alternatively get included 

in different ranking lists. Interviewee A says that “staying high on the list requires constant 

work.” Achieving these goals requires meeting specific requirements for a company to 

achieve the desired position. "There are a lot of quality and sustainability requirements," 

says interviewee D, "in the future, the number of requirements will only increase as 

knowledge increases." “The sustainable development program is constantly being updated 

and if something is achieved, the goals will have to be raised higher,” says interviewee C. 

 

In connection with the interview, the company's internal culture and desire for sustainable 

development became the most important internal drivers. "We strive to carry out 

sustainability activities." say interviewee C “This is one of the main priorities we are trying 

to pass,” says interviewee A. Sustainability is a strong part of the values of case companies. 

Both case companies clearly seek to implement actions that steer the company towards 

sustainability. "Sustainability drives our business," says interviewee B. Companies wants 

consumers' perceptions of the business to be sustainable and sustainability to be seen as a 

competitive advantage. Today, consumer awareness is so high that sustainability can be 

thought of as a kind of compulsion for businesses. “We have customers question and give 

direct feedback,” says interviewee C. Sustainability is taken seriously in both case 

companies and interviewees are proud that sustainable development is considered a high 

priority. Case companies report that one of their most important factors in sustainability is 

to achieve zero carbon emissions. Companies are committed to working towards this goal, 

and the CO2 targets are set out in the corporate sustainability report. 
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4.2.2 Stakeholder factors in sustainability 

 

Stakeholders emerged as one of the key factors in case studies. Interviewee C says that 

"stakeholder work is very important for the development of sustainable development". Both 

companies believe that customers are an important stakeholder for them. Case companies 

report that consumers receive sustainability suggestions, such as product wishes. “It is 

extremely important for consumers today that the company from which we purchase services 

is sustainable,” says interviewee B. Consumers also demand sustainability throughout the 

product supply chain. Interviewee B says that sustainability and the benefits it brings guide 

consumer and business customer choices. Companies engage in an active dialogue with their 

stakeholders and attach great importance to it. 

 

In addition to customers, other stakeholders are also important to companies. "Investors also 

value a responsible company as an investment target," says Interviewee D. The pressure 

from the media is also perceived as an influential factor in terms of sustainability. 

"Sustainable development is implemented together with stakeholders and for stakeholders," 

says interviewee A. Employees prefer to be employed in a company where sustainability has 

been raised as an important value. Stakeholders are one reason why casual companies want 

to be the most sustainable company in their industry. 

 

4.2.3. Factors of sustainable product development in case companies 

 

Competition affects a company's willingness to invest in sustainability activities. The focus 

is on regulations and legislation. Both case companies claim to be at the forefront of 

sustainable development, or at least would like to be, so there is clear competition for 

sustainability in the industry. Factors influencing this include, for example, the company's 

ability to prioritize sustainable development and the fact that companies value the value of 

sustainable product development in an era of corporate social sustainability. Sustainable 

product development also plays an important role in this, for example, packaging materials 

are used in large quantities and discarded. “The development of packaging in us aims to 

promote a circular economy,” says interviewee A. Both case companies say they are actively 

working for the sustainability of packaging materials. “Own-brand packaging focuses on 

reducing plastics and changes are made to packaging in line with the packaging and plastics 
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policy,” says interviewee B. Companies invest in process development and professional 

expertise is valued in both companies. 

 

4.3 Sustainability functions and practices 

 

Interviews highlighted practices related to the sustainability of case companies. The 

practices that companies follow are divided into environmental and social practices. Some 

of the practices have emerged from corporate websites or sustainability reports. In table 9 

below the main practices of the case companies are listed. 

 

Table 9. Functions and practices 

 
Environmental practices Social practices 

 

• environmental requirements 
• investments (recycling and relocation) 

 

 
• auditing 
• appropriate and fair wages  
• certifications 
• code of conduct 
• ensuring human rights and working conditions 
• fair trade agreements 
• fight against corruption 
• good working conditions 
• suppliers' social sustainability regulations 

 

 

The practices that emerged from the interviews and from the companies’ websites or 

sustainability reports can be divided into environmental and social practices. The most 

important environmental practices are environmental requirements and investments. The 

main social practices are auditing, appropriate and fair wages, certifications, code of 

conduct, ensuring human rights and working conditions, fair trade agreements, fight against 

corruption, good working conditions and suppliers' social sustainability regulations 

 

4.3.1 Environmental practices  

 

Case companies have certain environmental practices that they follow. In both cases, 

emission reductions were strongly present. Carbon neutrality and zero emissions are goals 
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that both case companies are striving for. Company A aims to be carbon neutral by 2025. 

Emissions will be systematically reduced so that our own operations and transportation are 

zero by 2030. (Company A, 2021) "We want to take the environment and sustainability into 

account in everything we do," says Interviewer A. Company B says it aims to be carbon-

efficient by 2025. Our goal is to reduce our own operations' climate emissions by 90 percent. 

All the electricity we use has been produced from renewable energy sources by the end of 

2030 at the latest, and we are also investing in a wide range of energy efficiency. The rest of 

the emissions are offset by carbon sequestration. (Company B, 2021) "When the targets are 

met, new targets are created," says C interviewee. The new emission targets are set in line 

with the most ambitious target of the Paris Agreement on Climate Change, which will 

increase global average temperatures to a maximum of 1.5 degrees, thus avoiding the most 

serious effects of climate change. (Company A, 2021) Company B says we take nature and 

climate into account in our choices. Our decisions help different habitats and species survive. 

In 2025, we will remove more carbon from the atmosphere than we produce. We are moving 

towards halving food waste and promoting a circular economy. (Company B, 2021) It goes 

without saying that both case companies are very committed to sustainable development 

practices. 

 

4.3.2 Social practices 

 

Both case companies report using audits and certifications. These can be divided into internal 

audits and certifications of the company and external audits of the company, such as 

suppliers. Company A says it utilizes international social sustainability audit and 

certification systems to assess suppliers in high-risk countries. The primary system is the 

amphora BSCI audit. The company will also approve other social sustainability assessment 

systems if their criteria correspond to the level of the amphora BSCI audit, and the audit has 

been performed by an independent party. (Company A, 2021) Company B, for its part, states 

that direct risk purchases of own-brand and self-imported products are made only from 

suppliers audited by a third party. Audits refer to factory inspections, such as an amphora 

BSCI audit or similar third-party inspection. In audits, independent auditors inspect 

production facilities and ensure that the criteria of the system are met in practice. The audits 

cover, among other things, working time practices, occupational safety practices and the 

payment of the statutory minimum wage. (Company B, 2021) Traceability and transparency 
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of products also became an important issue. “Ensuring transparency in sourcing is 

important to us,” says interviewee A. Consumer awareness increases the company’s 

pressure on the traceability and transparency of product raw materials and product origin. 

 

Both case companies have integrated sustainability into their business model. One of the 

most common practices in both companies is the Code of Conduct. Company A uses the 

Code of Conduct to ensure that everyone in the company has the same view of the company’s 

values and principles. The practices are the same for everyone and these guide the day-to-

day work. A sustainable approach is also required of the company's partners. (Company A, 

2021) Interviewee B states that "In addition to the Code of Conduct, the company has various 

energy guides" Company B uses the Code of Conduct with its suppliers and has "ethical 

principles" for its personnel. The company identifies and monitors the environmental impact 

of its operations. They strive to prevent potential adverse effects and adopt best 

environmental practices. (Company B, 2021) Both case companies report that their practices 

include: we act openly, we compete fairly, we respect human rights, we act responsibly and 

care for the environment, we do not offer or accept bribes, we treat each other equally, we 

value and respect each other good governance. (Company A, 2021; Company B, 2021) Case 

companies raise the training of their own personnel as an important issue. In addition to 

suppliers, company personnel must review the Code of Conduct or Code of Ethics. Both 

companies report that employees are educated annually. 

 

4.4 Strategies in case companies 

 

Sustainability is reflected in the strategies of both case companies. Respondents were asked 

whether the case companies had their own sustainability strategy or whether the strategy was 

part of the company's strategy. Interviewee A says that "Sustainability is at an extremely 

high level in strategy." Interviewee B, for his part, says that "We want to be at the forefront 

of circular economy solutions and strengthen sustainability in supply chains, for example." 

Interviewee D, for his part, says that "The company's strategy is well written on the website. 

In addition to this, the company also has a separate sustainability program." 

 

Sustainability is a key part of Company A's strategy. Company A states on its website that 

sustainability is promoted throughout the value chain from production to customers. The 
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priorities of Company A's corporate sustainability work are climate change mitigation, 

sustainable sourcing, and sustainability for people. Company A aims to reduce transport 

emissions to zero in less than ten years. Both companies are aiming for carbon neutrality 

soon. Company B's strategy states that meeting the challenges of the future requires the entire 

trade group to be more competitive, cost-effective, competent, and responsible. We want to 

be a pioneer in sustainability. The corporate sustainability program fulfils the company's 

mission, where sustainability is one of the key themes.  

 

Both case companies are motivated to be sustainable, but according to interviewee C, there 

are many challenges. Companies also seek to address potential challenges in their strategy. 

The greatest risks to sustainability regulations can be found for suppliers. “Ensuring 

transparency in sourcing is very important to us,” says interviewee B. “Supply chains must 

be transparent and adhere to ethical practices set by the company,” says interviewee D. 

Today, consumers are considering ethical choices related to consumption. precisely. “In 

practice, stakeholders demand the company’s commitment to sustainability,” says 

interviewee C. This, of course, motivates the company to invest in sustainability. Both case 

companies say they invest in employees and engage employees in sustainability activities. 

“All employees complete the company’s internal Code of Conduct,” says interviewee A. 

Both companies value the commitment of all employees to achieving sustainability goals. 

"Efforts are made to motivate employees in terms of sustainability," says interviewee C. Case 

companies also pay attention to employee well-being and commitment. Investing in 

employees, for example through various trainings, results in more motivated employees who 

stay in the company for a long time. Businesses are working to respond to climate change 

and, at the same time, to the needs of consumers. Both companies seek high customer loyalty 

and want to offer their customers the best. For example, both case companies want to be 

ahead of their competitors in terms of sustainability and offer their stakeholders something 

they have not been able to offer before. 

 

4.5 Future of sustainable grocery trade 

 

The interviews covered the future of the sustainability of the grocery trade. Both case studies 

strongly pointed out that the role of sustainability will certainly increase. According to 

Interviewee B, issues related to biodiversity are difficult to link to commerce or trade. This 
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can be thought of as a kind of challenge. Biodiversity poses challenges to the availability 

and price of raw materials. Also, for the price of energy. “The loss of nature poses 

challenges, but it is hoped that a certain opportunity will be seized so that we can develop 

our own business and improve biodiversity”, says interviewee A. In the future, it will be 

seen that personnel will play a very important role in terms of sustainability. Respondent D, 

on the other hand, says that “there are a lot of challenges related to sustainability”. In 

addition, consumer perceptions are polarized, which is in a way a challenge but also an 

opportunity. Interviewee C, for his part, points out: "How to get suppliers and consumers 

into our value chain. So that they are being steered in a sustainable way. This can be seen 

as both a challenge and an opportunity." On a global scale, however, the Finnish grocery 

trade plays a very small role in terms of sustainability, and it would be important to be able 

to co-operate with various actors. 

 

5. CONCLUSIONS 
 

This chapter presents solutions to how the grocery trade can be sustainable. These solutions 

are based on previous literature and a case study of two companies. Sustainability is 

addressed through three different aspects. These are factors, functions and practices as well 

as strategies. These were chosen because they enable the company to make changes in the 

organization by adopting and adopting more sustainable and conscious habits. 

 

5.1 Discussion of the research question 

 

The aim of this study was to understand what makes the grocery trade sustainable. The aim 

was to find out which factors, functions and practices and strategies affect the sustainability 

of the Finnish grocery trade. For example, previous research on the topic focused on the 

sustainability of supply chain management rather than the grocery trade. The triple bottom 

line´s environmental and social perspectives are used as the basis for research on sustainable 

development. However, the scope of the empirical part of this study has been limited so that 

the economic aspect is not addressed. The study used a qualitative research method, and the 

analysis and results are based on data collected through four semi-structured interviews. 
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First, the sub-questions are answered one by one and then, based on the results of these sub-

questions, the question of the main study is addressed. 

“What are company ́s strategic guidelines for sustainability?” 

Consumers, investors, or buyers want companies to act responsibly and avoid negative 

effects on the society around them. To build a strategy for a sustainable business model, the 

company must commit to developing a strategy that takes sustainable development into 

account. The main tasks of corporate management are making significant business decisions 

and managing the company's resources. In large companies, the CEO is involved in making 

strategically important decisions that affect the company's development. According to 

research, building an organizational culture and strategy always starts with top management 

and the CEO, who play a significant role in making strategic decisions toward more 

sustainable practices. The use and creation of management and standards systems and 

supplier evaluation systems, as well as performance measurement systems and business-to-

business communication and training platforms, is important in a sustainable development 

strategy. (Deutch & Rideg, 2013, 658) 

In strategies, for example, the importance of a risk management strategy has grown in recent 

years as more and more consumers are considering ethical choices related to consumption. 

(Kaskinen, 2013) When a company builds a strategy, its vision, values, mission, and goals 

are set at an early stage. At this stage, management should prioritize the sustainable 

development strategy. The company should consider both environmental and social impacts 

and risks. It has been shown that companies that embark on a sustainability mission and base 

its core values on success in sustainability projects (Macchion et al. 2018). Therefore, 

companies must take responsibility into account in all their activities. This can be done by 

embracing a sustainability culture in the organization that drives toward better sustainability 

performance (Galpin et al. 2015). 

It is important for companies to identify their responsibility factors and assess the risks 

associated with them. Properly managed, risks should reduce the impact of new decisions 

on a company’s environment and financial performance. (López & Ruiz-Benítez, 2020) The 

company should therefore appoint a responsibility department to take a position on 

responsibility issues. This department should be involved in creating guidelines for a 
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sustainable corporate culture. The company should also consider things that make it easier 

to measure sustainability. The Key Performance Indicator (KPI) system measures metrics 

such as carbon dioxide emissions, recycling rates, and product lifecycle management metrics 

(Macchion et al. 2018). Indicators make it easier to monitor sustainable development and 

address shortcomings or take concrete action. 

“What have been company ́s success factors in sustainability?” 

Companies are paying more and more attention to sustainability issues in their own 

operations because they want to be a pioneer in sustainability in their own business area. 

Regulations and laws determine what companies must consider in their own business. The 

literature has shown that key factors influencing sustainability help companies reach a higher 

level of sustainability. (Tay et al. 2015) Through regulation and law, it is clear to companies 

what minimum features are expected of them. However, companies that want sustainable 

development are usually willing to do more than is required. The study shows that the desire 

for sustainable development is one of the key factors in sustainable development, as is the 

company's internal culture. The commitment of top management to sustainable development 

flows throughout the organization, making employees committed to and working towards 

sustainable development goals. 

Factors related to environmental sustainability include, for example, zero emissions and the 

goal of achieving zero emissions. In pursuing these, the company's desire for sustainable 

development and an understanding of its importance are clearly visible. Of course, there are 

also external pressures to implement these things. For example, actions and regulations 

related to global warming contribute to this. By promoting these, companies could gain a 

competitive advantage from sustainability. 

Stakeholders are one of the keys to sustainability. As has been pointed out in the literature 

in the past, stakeholders have a strong influence on the company and make the company 

operate in a sustainable way. (Saeed & Kersten 2019) One important stakeholder is 

customers. Other stakeholders include investors and the media. Stakeholder expectations and 

perceptions push the company towards sustainable business. Customers take it almost for 

granted that the company invests in sustainability. Investors, on the other hand, want to 
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invest in companies that have invested in sustainable development. Stakeholders are one of 

the reasons why case companies want to be the most sustainable company in their field. 

Companies have a desire to be at the forefront of sustainable development. In the grocery 

trade in particular, competition for sustainability is fierce and this affects the company's 

willingness to invest more in corporate sustainability than is necessary. Sustainability is a 

priority in the company and sustainable product development is valued. The more processes 

and human resources were developed, the more companies invested in sustainable 

development. 

“What kind of functions or practices has the company implemented?” 

The sustainability functions and practices of the grocery trade focus on environmental and 

social practices. The main environmental practices are environmental requirements and 

investment, and the main social practices are auditing, appropriate and fair wages, 

certification, codes of conduct, ensuring human rights and working conditions, fair trade 

agreements, anti-corruption, good working conditions and suppliers' social Sustainability 

regulations. The most important environmental practices in the grocery trade are related to 

emission reductions in the operations of companies. Carbon neutrality and zero emissions 

are goals that both cases companies are striving for. According to Li & Huang (2017), 

environmentally friendly and green practices are important to a company. Companies are 

focusing on finding new ways to reduce emissions and meet set climate targets. In this 

respect, the grocery trade is an agile industry, as research shows that companies are ready to 

set new, higher sustainability targets as soon as one of the previous targets is met. 

According to the literature, sustainability practices can be divided in many ways. According 

to Kähkönen et al. (2018), a distinction can be made between internal and external, 

environmental, and social or reactive and proactive practices. Regarding the grocery trade, 

companies are trying to define their own approaches to these. For example, companies invest 

in sustainably produced commodities and the sustainability of their own brand. In the 

grocery trade, companies use audits and certifications both internally and externally. Grocery 

trades utilize international social sustainability audit and certification schemes to assess 

suppliers in high-risk countries and environmental sustainability in high-risk countries. The 

audit is always carried out by an independent body to be considered reliable. Companies 
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conduct audits of their suppliers. These ensure that the supplier meets the requirements set 

for them. Other emerging practices from the literature include investing in employee 

training, surveys, and product traceability. (Kähkönen et al. 2018) 

Ethical rules are also seen as one of the most important practices of companies. Companies 

use them to communicate their own expectations and company standards externally or 

internally. According to the study, it is widely used in the grocery industry and ensures the 

sustainable and compliant operation of both suppliers and their own personnel. This same 

issue has been raised in the literature in the past. 

“What makes grocery trade sustainable?” 

Building a sustainable grocery business model is not easy. It costs money and it is not risk 

free. The argument for sustainable development is fundamentally based on the need: to 

survive in a world of limited resources and increasingly drastic trade-offs. (Revionics, 2022) 

Sustainability applies to all three areas of a company: economic, environmental, and social. 

However, according to Carter & Easton (2011) the related literature focuses on the 

environmental sustainability and social sustainability of a company.  

Investing in sustainable development is extremely important for a company's success. The 

foundations of a sustainable business are long-term. Investing in sustainability offers the 

company the opportunity to accelerate growth while reducing costs. (Revionics, 2022) In the 

grocery trade, savings can be made, for example, by reducing the amount of packaging, 

reducing landfill waste, and improving transport efficiency. At the same time, this drives 

companies to save energy and take advantage of lower-emission transport options. These 

and other things show that sustainability is the key to a company’s profitability. 

In the past, companies have paid attention to environmental aspects, but now the importance 

of social sustainability has also increased. It is increasingly being reported and has risen 

alongside environmental sustainability. In the coming years, those companies that have 

integrated advanced sustainability into their business and are paying attention to climate 

issues will succeed. 
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5.2 Suggestions for future research 

 

The topics selected for this study cover only a small part of sustainable development and the 

factors, activities and practices and strategies that contribute to it. Sustainability was studied 

using the Triple Bottom Line environment and social considerations, and the economic side, 

for example, was left out. The economic aspect could be interesting to study in the future. 

 

The study was conducted with a qualitatively limited number of semi-structured interviews. 

This, of course, affects the generalizability of research results. Due to the different limiting 

factors present in the study, such as the research method and the number of interviews, it 

would make sense to look at a larger sample to confirm the results of the study. The following 

study could be done, for example, using a quantitative method that could produce 

generalizable results. Future research could use a wider sample or, for example, different 

industries. 

 

On the flip side of sustainability, we can think of green washing, which would be interesting 

to study in the future. Corporate greenwashing has accelerated in recent years, bringing with 

it growing skepticism about companies ’green claims. The theory of greenwashing 

promoters and deterrents is beginning to emerge, but it does not include all the ways in which 

companies can misrepresent the level of environmental protection. About green washing, it 

would be interesting to study the effects of green washing practices on the grocery trade. 

 

It would also be interesting to look at how digitalization has affected the operation of grocery 

trades. What effects does it have, for example, in terms of loss management and what new 

services does it enable. Does digitalization affect the management of orders, deliveries, and 

transports, for example? And how it affects the sustainability of the grocery trade in terms 

of optimizing energy consumption and developing digital services. 

 

 

 

 

 

 



 74 

References 
 

Abdul-Rashid, S.H., Sakundarini, N., Ariffin, R. & Ramayah, T. (2017), "Drivers for the 

adoption of sustainable manufacturing practices: A Malaysia perspective", International 

Journal of Precision Engineering and Manufacturing, vol. 18, no. 11, pp. 1619-1631.  

Ajayi, O.A & Mmutle, T. (2020),” Corporate reputation through strategic communication of 

corporate social responsibility”, World Journal of Entrepreneurship, Management and 

Sustainable Development, vol. 26, no. 5, pp.1-15. 

Alam, S.M & Islam, K.M. (2021), “Examining the role of environmental corporate social 

responsibility in building green corporate image and green competitive advantage”, 

International Journal of Corporate Social Responsibility, vol 6, no. 8, pp. 1-16. 

Alhaddi, H. (2015), "Triple bottom line and sustainability: A literature review", Business 

and Management Studies, vol. 1, no. 2, pp. 6-10.  

Azevedo, S. & Barros, M. (2017), “The application of the triple bottom line approach to 

sustainability assessment: The case study of the UK automotive supply chain.” Journal of 

Industrial Engineering and Management; Barcelona, vol. 10, no. 2, pp. 286-322.  

Bai, C. & Sarkis, J. (2010), "Integrating sustainability into supplier selection with grey 

system and rough set methodologies", International Journal of Production Economics, vol. 

124, no. 1, pp. 252-264.  

Bansal, P, and Roth K. (2000), “Why Companies Go Green: A Model of Ecological 

Responsiveness.” Academy of Management journal, vol. 43, no. 4, pp. 717–736.  

Barauskaite, G. & Streimikiene, D. (2021), “Corporate Social Responsibility and Financial 

Performance of Companies: The Puzzle of Concepts, Definitions and Assessment Methods.” 

Corporate social-responsibility and environmental management, vol.28, no.1, pp. 278–287.  

Bluhm, D. J., Harman, W., Lee, T.W. & Mitchell, T.R. (2011), Qualitative Research in 

Management: A Decade of Progress. Journal of Management Studies, vol. 48, no. 8, pp. 

1866-1891. 



 75 

Cao, F. Ye, K. & Wang, X. (2016), “Mandatory Corporate Social Responsibility (CSR) 

Reporting and Financial Reporting Quality: Evidence from a Quasi-Natural Experiment”, 

Journal of Business Ethics, vol. 152, no. 1, p.253-274.  

Caniato, F., Caridi, M., Crippa, L. & Moretto, A. (2012), "Environmental sustainability in 

fashion supply chains: An exploratory case-based research", International Journal of 

Production Economics, vol. 135, no. 2, pp. 659-670.  

Carter, C.R. & Liane Easton, P. (2011), "Sustainable supply chain management: evolution 

and future directions", International journal of physical distribution & logistics management, 

vol. 41, no. 1, pp. 46-62.  

Claro, D.P., Laban Neto, S.A. & de Olivera Claro, P.B. (2013), “Sustainability drivers in 

food retail”, Journal of Retailing and Consumer Services, vol. 20, no. 3, p. 365-371. 

Collins, E., Roper, J. & Lawrence, S. (2010), "Sustainability practices: trends in New 

Zealand businesses", Business strategy and the environment, vol. 19, no. 8, pp. 479-494.  

Craig, D. (2010), “Australian Financial Accounting,” 6th edition, McGraw-Hill, New York.  

Creswell, J.W. (1998), Qualitative inquiry and research design: choosing among five 

traditions, Sage Publications, Thousand Oaks (Calif.).  

Creswell, J.W. (2009), Research design: qualitative, quantitative, and mixed methods 

approach, 3rd edition, Sage, Los Angeles.  

Dabija, D-C. & Bejan, B.M. (2018),” Green DIY store choice among socially responsible 

consumer generations”. International Journal of Corporate Social Responsibility, vol. 3, no. 

1, pp. 1-15. 

Dahlsrud, A. (2008), "How corporate social responsibility is defined: an analysis of 37 

definitions", Corporate Social Responsibility and Environmental Management; 

Corp.Soc.Responsib.Environ.Mgmt, vol. 15, no. 4, pp. 1-13.  

David, F.R. (2011), “Strategic management: concepts and cases”. Pearson Prentice Hall, 

Upper Saddle River.  



 76 

Del Baldo, M. & Baldarelli, M-G. (2017), “Renewing and improving the business model 

toward sustainability in theory and practice”. International Journal of Corporate Social 

Responsibility, vol. 2, no. 3, pp. 1-13. 

Deutsch, N., Drávavölgyi, T. & Rideg, A. (2013), "Note on the development of sustainable 

supply chain strategy", Chemical Engineering Transactions, vol. 35, no.1, pp. 655-660.  

Donato, C., Barone, A.M. & Romani, S. (2020), “The satiating power of sustainability: the 

effect of package sustainability on perceived satiation of healthy food”. World Journal of 

Entrepreneurship, Management and Sustainable Development, vol. 123, no.13, p.162-177. 

Dobbelt, B & McDonough, W. (2010), “Leading Change Toward Sustainability”, 2nd 

edition, London, Routledge. 

Edwards, A. R. (2005),” The sustainability revolution: portrait of a paradigm shift”. 8th 

edition, Gabriola Island, New Society.  

Elliot, S. (2005), “Sustainability: an economic perspective. Resources, Conservation and 

Recycling”. Department of Economics and Center for Sustainable Systems Studies, vol.44, 

no. 3, pp. 263-277.  

Elkington, J. (1994), "Towards the Sustainable Corporation: Win-Win-Win Business 

Strategies for Sustainable Development", California management review, vol. 36, no. 2, pp. 

90-100.  

Elkington, J. (1998), “Partnerships from cannibals with forks: The triple bottom line of 21st- 

century business”. Environmental Quality Management, vol. 8, no. 1, pp. 37–51.  

Eriksson, P. & Kovalainen, A. (2008), “Qualitative methods in business research”, Sage, 

London.  

Eskola J. & Suoranta J. (2008), ”Johdatus laadulliseen tutkimukseen”, 8th edition, Tampere, 

Vasta- paino.  



 77 

European Comission. (2022), “Packaging Waste”. Available: 

https://ec.europa.eu/environment/topics/waste-and-recycling/packaging-waste_en Referred 

to: 13.4.2022. 

Farache, F. Grigore, G. Stancu, A. & McQueen, D. (2020), Values and Corporate 

Responsibility: Csr and Sustainable Development, 1st edition, Cham, Switzerland. 

Freeman, E. (2010), Managing for stakeholders: Trade-offs or value creation. Journal of 

Business Ethics, vol. 96, no. 1, pp. 7–9. 

Freeman, R.E., Andrew, C.W. and B. Parmar. (2004), “Stakeholder Theory and The 

Corporate Objective Revisited,” Organization Science, vol. 15, no. 3, pp. 256-265.  

Gale, B. T. (1994), Managing customer value: Creating quality and service that customers 

can see. New York, Ny: Simon & Schuster.  

Galpin, T., Whittington, J. & Bell, G. (2015), “Is your sustainability strategy sustainable? 

Creating a culture of sustainability”. Corporate governance, Bradford, vol. 15, no. 1, pp. 1–

17.  

Garvare, R. & Johansson, P. (2010), "Management for sustainability - A stakeholder theory", 

Total quality management & business excellence, vol. 21, no. 7, pp. 737-744.  

George, G., Howard-Grenville, J., Joshi, A., & Tihanyi, L. (2016), “Understanding and 

tackling grand challenges through management research.” Academy of Management 

Journal, vol. 59, no. 6, pp. 1734-1756. 

Goel, P. (2010), "Triple Bottom Line Reporting: An Analytical Approach for Corporate 

Sustainability.", Journal of Finance, Accounting & Management, vol. 1, no. 1, pp. 1-16. 

Govindan, K., Khodaverdi, R. & Jafarian, A. (2013), "A fuzzy multi criteria approach for 

measuring sustainability performance of a supplier based on triple bottom line approach", 

Journal of Cleaner Production, vol. 47, no. 2, pp. 345-354.  



 78 

Granados, A. & Gámez, G. (2010), “Sustainability and Triple Bottom Line: Key Issues for 

Successful Spanish School Principals.” International journal of educational management, 

vol. 24, no. 6, p 467–477.  

Gray, R., Owen, D. & Adams, C. (1996), “Accounting and Ac- countability,” Prectice Hall, 

Upper Saddle River.  

Gualandris, J., Golini, R. & Kalchschmidt, M. (2014), "Do supply management and global 

sourcing matter for firm sustainability performance?", Supply chain management, vol. 19, 

no. 3, pp. 258-274.  

Hahn, T., & Figge, F. (2011), Beyond the Bounded Instrumentality in Current Corporate 

Sustainability Research: Toward an Inclusive Notion of Profitability. J Bus Ethics, vol. 104, 

no. 1, pp.325–345.  

Hanss, D. & Böhm, G. (2012), “Sustainability seen from the perspective of consumers”, 

Internation Journal of Consumer Studies 2012-11, vol.36, no. 6, pp.678-687.  

Hirsjärvi, S. & Hurme, H. (2001), Tutkimushaastattelu: Teemahaastattelun teoria ja 

käytäntö. Helsinki: Yliopistopaino. 

Hirsjärvi, S., Remes, P., Sajavaara, P. & Sinivuori, E. (2009), Tutki ja kirjoita. 15th edition. 

Helsinki: Tammi. 

Hollos, D., Blome, C. & Foerstl, K. (2012), "Does sustainable supplier co-operation affect 

performance? Examining implications for the triple bottom line", International Journal of 

Production Research, vol. 50, no. 11, pp. 2968-2986.  

Horneaux, JR, F. (2021), “The research impact in management through the UN´s sustainable 

development goals”, RAUSP Management Journal, vol. 56, no. 2. pp. 150-155. 

Hultzman, R. (2021), “Internal and External Environments of Business”, Available: 

https://study.com/academy/lesson/internal-and-external-environments-of-business-lesson-

quiz.html Referred to: 12.4.2022. 



 79 

Hörisch, J., Freeman, R.E. & Schaltegger, S. (2014), "Applying Stakeholder Theory in 

Sustainability Management: Links, Similarities, Dissimilarities, and a Conceptual 

Framework", Organization & Environment, vol. 27, no. 4, pp. 328-346.  

Islami, X., Mustafa, N. & Latkovikj M-T. (2020),” Linking Porter´s generic strategies to 

firm performance”, Future Business Journal, vol 6, no. 3, pp. 1-15. 

Jamīlah, A. & Crowther, A. (2013), Education and Corporate Social Responsibility 

International Perspectives, 1st edition, Bingley, England: Emerald.  

Jensen, L. K, DeLong, K.L, Gill M.K. & Hughes, D.W. (2020), “Consumer willingness to 

pay for locally produced hard cider in the USA.” Department of Agricultural and Resource 

Economics, vol.1, no.1, pp.1-29. 

Kannan, D. (2018), “Role of Multiple Stakeholders and the Critical Success Factor Theory 

for the Sustainable Supplier Selection Process.” International journal of production 

economics, vol. 195, no.1, pp 391–418.  

Kaupan liitto. (2021), “Vastuullisuus, Kauppa osana kestävää arkea”, Available: 

https://kauppa.fi/kaupan-ala/vastuullisuus/, Referred to 7.12.2021.  

Kaskinen, T. (2013), “Kolme kestävän kehityksen polkua yrityksen menestykseen”, Sitra 

article. Available: https://www.sitra.fi/artikkelit/kolme-kestavan-kehityksen-polkua-

yrityksen-menestykseen/ Referred to: 11.4.2022. 

Kitsis, A.M. & Chen, I.J. (2019), "Do motives matter? Examining the relationships between 

motives, SSCM practices and TBL performance", Supply chain management, vol. 25, no. 3, 

pp. 325-341.  

Koskinen, I., Alasuutari, P. & Peltonen, T. (2005) ”Laadulliset menetelmät kauppatieteissä”. 

Vastapaino, Tampere. 

Kotler, P. & Lee, N. (2004), “Corporate Social Responsibility: Doing the Most Good for 

Your Company and Your Cause”, Wiley & Sons, Inc, Hoboken, NJ. 



 80 

Kähkönen, A. K. (2011), “Conducting a case study in supply management”. Operations and 

Supply Chain Management vol. 4, no. 1, pp. 31-41.  

Kähkönen, A., Lintukangas, K. & Hallikas, J. (2018), "Sustainable supply management 

practices: making a difference in a firm’s sustainability performance", vol. 23, no.6, pp. 518-

530. 

Kähkönen, A.K. & Lintukangas, K. (2021),” Towards sustainable supply strategy in the food 

industry: the case Finland”, World Journal of Entrepreneurship, Management and 

Sustainable Development, vol. 124, no. 13, pp. 144-164. 

Köksal, D., Strähle, J., Müller, M. & Freise, M. (2017), "Social Sustainable Supply Chain 

Management in the Textile and Apparel Industry—A Literature Review", Sustainability 

Basel, Switzerland, vol. 9, no. 1, pp. 100.  

Lanning, M. & Michaels, E. (1988), “A business is a value delivery system.” McKinsey 

Staff Paper 41.  

Large, R.O. & Gimenez Thomsen, C. (2011), "Drivers of green supply management 

performance: Evidence from Germany", Journal of Purchasing and Supply Management, 

vol. 17, no. 3, pp. 176-184.  

Landeche, D. (2017), “The Importance of Sustainability in Food Retailing”, Progressive 

Grocer. Available: https://emersonclimateconversations.com/2017/03/16/the-importance-

of-sustainability-in-food-retailing/ Referred to 10.4.2022.  

Lieb, K., & Lieb, R. (2010), “Environmental Sustainability in the Third-Party Logistics 

(3PL) Industry.” International journal of physical distribution & logistics management, vol 

40, no. 7, pp. 524–533.  

Li, Y. & Huang, J. (2017), "The moderating role of relational bonding in green supply chain 

practices and performance", Journal of purchasing and supply management, vol. 23, no. 4, 

pp. 290-299.  



 81 

Longoni A. (2014), “Sustainable Operations Strategies the Impact of Human Resource 

Management and Organisational Practices on the Triple Bottom Line”, vol. 39, no. 1, pp. 1-

49.  

López, C. & Ruiz-Benítez, R. (2020), "Multilayer analysis of supply chain strategies’ impact 

on sustainability", Journal of purchasing and supply management, vol. 26, no. 2, pp. 100-

535.  

Lorek, S. & Spangenberg J. (2014), “Sustainable Consumption Within a Sustainable 

Economy - Beyond Green Growth and Green Economies”, Journal of cleaner production, 

vol. 63, no. 1, pp. 33-44. 

Luthra, S. Govindan, K. Devika, K. Kumar, M. & Prakash, G. (2017), “An Integrated 

Framework for Sustainable Supplier Selection and Evaluation in Supply Chains”, Journal of 

cleaner production, vol. 140, no.4, pp.1686–1698.  

Luqmani, Leach &Jesson, D. (2016), “Factors behind sustainable business innovation: The 

case of a global carpet manufacturing company”, Journal of Environmental Innovation and 

Societal Transitions, vol. 24, no. 3, pp. 94-105. 

 

Macchion, L., Giau, A., Caniato, F., Caridi, M., Danese, P., Rinaldi, R & Vinelli, A. (2018) 

“Strategic approaches to sustainability in fashion supply chain management”, Production 

planning & control, vol. 29, no. 1, pp. 9–28.  

Martin, G. (2019),” Assessing and managing sustainability in international perspective: 

corporate sustainability across cultures – towards a strategic framework implementation 

approach. “International Journal Corporate Social Responsibility, vol 4, no. 5, pp.1–34.  

Matula, A. (2019), “Kansainvälinen kuluttajatutkimus: suomalaiset kierrättävät ahkerasti 

ruokapakkauskartonkia ja toivovat uusiutuvia materiaaleja”, Available: 

https://news.cision.com/fi/miltton/r/kansainvalinen-kuluttajatutkimus--suomalaiset- 

kierrattavat-ahkerasti-ruokapakkauskartonkia-ja-toivov, c2878110, Referred to 14.12.2021.  



 82 

Macchion, L., Giau, A., Caniato, F., Caridi, M., Danese, P., Rinaldi, R., & Vinelli A. (2018), 

“Strategic approaches to sustainability in fashion supply chain management.” Production 

planning & control, vol. 29, no. 1, pp. 9–28.  

Mathiyazhagan, K., Diabat, A., Al-Refaie, A. & Xu, L. (2015), "Application of analytical 

hierarchy process to evaluate pressures to implement green supply chain management", 

Journal of Cleaner Production, vol. 107, no. 1, pp. 229-236.  

Marshall, D., McCarthy, L., McGrath, P. & Claudy, M. (2015), "Going above and beyond: 

how sustainability culture and entrepreneurial orientation drive social sustainability supply 

chain practice adoption", Supply chain management, vol. 20, no. 4, pp. 434-454.  

McKinsey & company. (2006),” McKinsey on Finance”, Available: 

https://www.mckinsey.com/Client_Service/Corporate_Finance/Latest_thinking/McKinsey

_on_Finance/~/media/McKinsey/dotcom/client_service/Corporate%20Finance/MoF/PDF

%20issues/MoF_Issue_19_Spring%2006.ashx , Referred to 1.3.2022. 

Miller, T. R., Wiek, A., Sarewitz, D., Robinson, J., Olsson, L., Kriebel, D., & Loorbach, D. 

(2014), “The future of sustainability science: A solutions-oriented research agenda”, 

Sustainability Science, vol. 9, no. 2, pp. 239–246.  

Moldan, B., Janousková, S. & Hák, T. (2011), How to understand and measure 

environmental sustainability: Indicators and targets. Ecological Indicators. Vol. 17, no. 1, 

pp. 4-13.  

Morelli, J. (2011), “Environmental Sustainability: A Definition for Environmental 

Professionals”, Journal of Environmental Sustainability, vol. 1, no. 1, pp. 1–9. 

Narimissa, O., Kangarani‐Farahani, A. & Molla‐Alizadeh‐Zavardehi, S. (2020), "Drivers 

and barriers for implementation and improvement of Sustainable Supply Chain 

Management", Sustainable development, vol. 28, no. 1, pp. 247-258. 

Nykänen, M. (2019), “Vastuullisuus vie menestykseen”, Profiitti 1/2019, Available: 

https://tilintarkastajat.fi/wp-content/uploads/2020/02/profiitti-1_2019.pdf, Referred to 

7.12.2021.  



 83 

Padilla-Lozano, C.P. & Collazzo, P. (2020), “Corporate social responsibility, green 

innovation and competitiveness – causality in manufacturing”, World Journal of 

Entrepreneurship, Management and Sustainable Development, vol.32, no. 7, pp. 22-28. 

Peters, N.J., Hofstetter, J.S & Hoffmann, V.H. (2011), “Institutional entrepreneurship 

capabilities for interorganizational sustainable supply chain strategies”, The International 

Journal of Logistics Management, vol. 1, no. 1, pp. 52-86. 

Porter, M.E. (1980), “Competitive strategy: techniques for analyzing industries and 

competitors”, Free Press, New York. 

Porter, M.E. (1985), “Competitive advantage and sustaining superior performance”, Free 

Press New York. 

Portney, K. (2015), “Sustainability”, Cambridge, Massachusetts: The MIT Press, Print.  

Prime Minister’s Office. (2020), “Voluntary National Review 2020”, Finland. Report on the 

Implementation of the 2030 Agenda for Sustainable Development. Publications of The 

Prime Minister’s Office.  

Päivittäistavarakauppa ry. (2021), “Vastuullista liiketoimintaa”, Available: 

https://www.pty.fi/kaupan-toiminta/vastuullisuus/, Referred to 10.12.2021. 

Revionics. (2022), “Approaching Grocery Sustainability practices the Right Way”, 

Availabe: https://revionics.com/article/approaching-grocery-sustainability-practices-the-

right-way/ Referred to 4.4.2022.  

Rintamäki, T. (2016), “Managing customer value in retailing. An integrative perspective”. 

Academic Dissertation. University of Tampere. Tampere University Press.  

Rogers, K. & Hudson, B. (2011), “The Triple Bottom Line the Synergies of Transformative 

Perceptions and Practices for Sustainability”, OD practitioner.  

Saeed, M. & Kersten, W. (2019), "Drivers of Sustainable Supply Chain Management: 

Identification and Classification", Sustainability, Basel, Switzerland, vol. 11, no. 4, pp. 11-

37.  



 84 

Sajjad, A., Eweje, G. & Tappin, D. (2015), "Sustainable Supply Chain Management: 

Motivators and Barriers", Business strategy and the environment; Bus.Strat.Env, vol. 24, no. 

7, pp. 643-655.  

Salonen, A., Fredriksson, L., Järvinen, S., Korteniemi, P & Danielsson J. (2014), 

“Sustainable consumption in Finland – The phenomenon, consumer, profiles, and future 

scenarios”, International Journal of Marketing Studies, vol. 6, no. 4, pp. 59–82.  

Saunders, M., Lewis, P. & Thornhill, A. (2016), “Research methods for business students”, 

7th edition. Harlow, Essex: Pearson Education. 

SDG Compass. (2016), ”The guide for business action on the SDGs”, Geneva: World 

Business Council for Sustainable Development, WBCSD.  

Shim, J. Lee, W. Moon, J. & Song, M. (2021), “Coffee Shop Corporate Social Responsibility 

(CSR) and Reuse Intention Using Triple Bottom Line Theory.”  British food journal, vol. 

123, no. 12, pp. 4421-4435.  

Singh, A. & Trivedi, A. (2016), "Sustainable green supply chain management: trends and 

current practices", Competitiveness review, vol. 26, no. 3, pp. 265-288.  

Stuart, I. McCutheon, D., Handfield, R. McLachlin, R. & Samson, D. (2002), “Effective case 

research in operations management: A process perspective”, Journal of Operations 

Management, vol. 20, no. 5, pp. 419-433.  

Szczepa´nska-Woszczyna, K. & Kurowska Pysz, J. (2016), “Sustainable Business 

Development Through Leadership in SMEs”, Ekonomia i Zarzadzanie, vol. 8, no. 1, pp. 57-

69. 

 

Tanskanen,E.(2022),”ESG-raportointi”,Available: 

https://greenstep.fi/vastuullisuuspalvelut/esgraportointi?gclid=EAIaIQobChMI4O_dos6V9

gIVQemyCh3ypQKSEAAYASAAEgL3_PD_BwE, Referred to 23.2.2022. 

Tay, M.Y., Abd Rahman, A., Aziz, Y.A. & Sidek, S. (2015), "A review on drivers and 

barriers towards sustainable supply chain practices", International Journal of Social Science 

and Humanity, vol. 5, no. 10, pp. 892.  



 85 

Terveyden ja hyvinvoinnin laitos. (2021), “Sosiaalisesti kestävä kehitys”, Available: 

https://thl.fi/fi/web/hyvinvointi-ja-terveyserot/tavoitteet/sosiaalisesti-kestava- kehitys, 

Referred to 15.12.2021. 

Tsai, F.M., Bui, T., Tseng, M., Ali, M.H., Lim, M.K. & Chiu, A.S.F. (2021), "Sustainable 

supply chain management trends in world regions: A data-driven analysis", Resources, 

Conservation and Recycling, vol. 167, no. 1, pp. 105-421.  

Tu, J-C., Chiu, P-L., Huang Y-C. & Hsu, C-Y. (2013), ”Influential Factors and Strategy of 

Sustainable Product Development under Corporate Social Responsibility in Taiwan”, 

Mathematical Problems in Engineering, vol. 2013, no. 1, pp. 1-15. 

Ullmann, A. (1985), “Data in Search of a Theory: A Critical Ex-amination of the 

Relationships among Social Performance view”, vol. 20, no. 3, pp. 571-610.  

UN – United Nations. (2015), “Transforming our world: the 2030 agenda for sustainable 

development”, Available: 

www.un.org/ga/search/view_doc.asp?symbol=A/RES/70/1&Lang=E, Referred to 

11.4.2022. 

United Nations. (2022), “The 17 Goals”, Available: https://sdgs.un.org/goals, Referred to 

11.3.2022. 

Vila-Lopez, N & Küster-Boluda, I. (2020), “A bibliometric analysis on packaging research: 

towards sustainable and healthy packages”, British Food Journal, vol. 123 no. 2, pp. 684-

701.  

Webster, F. E. (1994), “Defining the new marketing concept”, Marketing Management, 

vol. 2, no. 4, pp. 22–31.  

Wirtz, B. W., Pistoia, A., Ullrich, S., & Göttel, V. (2016), “Business models: Origin, 

development, and future research perspectives”, Long Range Planning, vol. 49, no. 1, pp. 

36–54. 

Yin, R. (2014), “Case Study Research: Design and Methods”, 5th Edition. Sage Publications. 



 86 

Zboraj, M. (2022), “Retailers Need to Lead Charge Toward Sustainable Practices: Survey”, 

Progressive Grocer, Available: https://progressivegrocer.com/retailers-need-lead-charge-

toward-sustainable-practices-survey , Referred to: 19.4.2022. 

 

Company A, 2021, Sustainability report 

Company B, 2021, Sustainability report  

 
 

 

 

 

 

 
 

 

 

 

 

 

 

 

 

 

 

 



 87 

Appendices 
 

Appendix 1. Interview questions 

 

• What is your position in the company?  

• Does sustainability have a big role in your company, how it appears there? 

• How has the role of sustainability changed in recent years? 

 

• What are the key factors for sustainability in your company?  

• What sustainability practices do you have in your company?  

• Environmental practices  

• Social practices  

 

• How is sustainability reflected in a company´s strategy? 

• Do you have a separate sustainability strategy or is it into corporate strategy? 

 

• How is sustainability ensured in the company? 

• What criteria do you have for the suppliers or products? 

• What will be the challenges and opportunities for sustainability in the future? 

 

 

 


