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Chapter 1: Introduction

Nowadays sustainability is one of the most spoken topics in the developed countries. It is however not a new notion; it already started in 400BC, pointed out by Plato in a discussion with one of his pupils about the role of men in the depletion of the natural system
. The term sustainability was first used in Germany in the discussion regarding wood consumption (1713) and later in the discussion on the search for new energy supplies instead of fossil fuel
. The Club of Rome again pointed to this in 1972 in their article ‘The Limits to Growth’.
In 1989, the world commission on environment and development (Brundtland commission) articulated what has now become a widely accepted definition of sustainability: “(to meet) the needs of the present without compromising the ability of future generations to meet their own needs” (lit Our Common Future)
From other resource:
Sustainable 

Adjective

1. capable of being sustained 

2. (of economic development or energy sources) capable of being maintained at a steady level without exhausting natural resources or causing ecological damage: sustainable development 

(Collins Essential English Dictionary 2nd Edition 2006 © HarperCollins Publishers 2004, 2006)

The definition of sustainability already makes it easy for various interpretations (lit of Jaap Kleinjan about Different Interpretation) but the current fashionability of the subject make matters even more diffuse. Durability, depletion, environmental pollution, ecology and the greenhouse gas effect are al put beneath a proverbial green umbrella. For companies it is nowadays desirable to proof their commitment to a form of sustainability. Proving their sustainability can give the companies many advantages. From governmental side, being sustainable will give the companies easier access for permits and subsidy. Many governments have developed regulations on the environment issue, i.e. emission regulations. Being sustainable will also give them a good name branding and diversification from the competitors. This in return will attract more customers and people to work with them and support them
. 


But of course, different companies, by their different natures, will give rise to different meaning of sustainability. For example; Production companies can be sustainable by using sustainable material for their products, using cradle-to-cradle design, and producing less or no waste on the production process.  Energy companies on the other side can be sustainable by using more durable resources than fossil fuel. Service companies, as banking, can call itself sustainable by supporting and doing investment exclusively on sustainable companies or fair trade initiatives. Supermarkets are a good example of a combination of goods and services. For them to be sustainable will be more complicated and demanding than changing their product's materials. Supermarkets are starting to become sustainable as well, but as they are new in sustainability issues, many are still trying to find a way to be sustainable. Supermarkets are different than other business forms. There is no specific customer’s target. The employees' existence is dynamic and more than the half are part-timers.  They have more than one supplier. Because of these and many more reasons, it is not easy for a supermarket to become sustainable. There are many aspects to consider. However, in the end, the development of the sustainability in the supermarket sector is driven by the various stakeholders.
Since there are many different stakeholders with different amount of influences, knowing each of the stakeholder's influence will allow the supermarkets to focus on the group that can help them grow to be sustainable. Their suppliers for example, might have more influence than their customers. The question is, what kind of influences do suppliers have on the sustainability of supermarket? And do they really have more influence than the customers?

The goal of this thesis is to analyze and evaluate the stakeholders and their influences on the sustainability in the supermarket sector. The result of this evaluation can help supermarkets to become (more) sustainable. 
The main question of this thesis is:

“How do stakeholders contribute on the sustainability and the sustainable development in the supermarket sector?”
The main problem will be answered by answering the sub questions below:

1. What is sustainability and what does being sustainable for a supermarket means?

2. What is a stakeholder and who are the main stakeholders in the supermarket sector?

3. What influences do stakeholders have on the sustainability of a supermarket?


The first chapter is the introduction of this thesis. The second chapter will focus on the sustainability itself. The history and the development of sustainability will be presented. In the third chapter, the definitions and theories of stakeholder will be discussed. After understanding the theories on stakeholders, an analysis on supermarket based on these theories will be made. Understanding the roles of stakeholders in the supermarket sector will give answer to the third sub question. For the case study, a Dutch supermarket (Albert Heijn) and Gimsel, a biologic supermarket will be analyzed and compared. The data for the case study will be gained through interview, examination, and publications. The other data are collected through literature research.
Chapter 2: Sustainability in the Modern World

2.1. The Definition of Sustainability


Sustainability problems have already been acknowledged by Plato, when he discussed the problem of the depletion of nature and the role of human herein. Since the industrial revolution began, there are more growth and progress for the humankind, but in exchange, the nature lost many of its capacity. When in 1910 the oil consumption began to increase, the concerns for oil supply began to increase as well.
  The club of Rome
 in 1972 made the world aware that this infinite growth of material consumption cannot continue. Their report “The Limits to Growth” shown different scenarios with one clear message; this growth must stop, and economy must reach a steady level.
The problem stated is that developed countries need to grow and therefore they cannot afford to stop using earth natural resources. The club of Rome pointed out the problem, but they did not give any solution. The answer was given in 1980 and in 1987
. In 1980, the International Union for the Conservation of Nature (IUCN), worked together with the UN environment Program and the World Wildlife Fund to produce a report, called “The World Conservation Strategy”.  In this report, the first interpretation of sustainable development was born. The report encourages environment protection for the sake of the future generation. 
In the beginning, sustainability focused more on the environment problem itself, but later the understanding of sustainability has grown into a more general issue that can be adapted in many ways. A widely accepted description of sustainable development was given by the UN-sponsored Brundtland Commision (1987) in their report “Our Common Future” as “development that meets the needs of the present without compromising the ability of future generations to meet their own needs.” This report presented the different environmental en poverty issues all over the world. From this report, there are three aspects of sustainable organization that can be traced out; Profit, People, and Planet. This means that the company has to think about the welfare of the people they are working with and the social surrounding where the company is working, keeping the nature and environment at balance and yet make a profit for the company itself.  In contrast with The Club of Rome, this new definition recognizes that we cannot stop growth and development; but as long as nature has time to recover and is not wildly exploited, it is acceptable. This is the first time that policy-makers started to put social, ecological, and economic factors into account in their development decision.  


In 1992, 172 heads of state or government and 2400 representatives of non-governmental organizations came to the UN conference on Environment and Development in Rio de Janeiro, Brazil. This meeting is widely known as the Earth Summit. The main goals of the summit were as they said it, “to come to an understanding of “development” that would support socio-economic development and prevent the continued deterioration of the environment, and to lay a foundation for a global partnership between the developing and the more industrialized countries, based on mutual needs and common interests, that would ensure a healthy future for the planet.
”

From this summit, there are three significant sustainable development agreements approved by the 108 heads of government; Agenda 21, The Rio Declaration on Environment and Development, and The Statement of Forest Principles. Agenda 21 is an extensively list of programs for action in social and economic areas, i.e. changing consumption patterns, protecting and promoting human health conditions, etc
. It also gives proposals for conserving and managing the natural resources, such as protecting the atmosphere, oceans and biodiversity. The purpose of Agenda 21 is to be a global action plan for sustainable development. 

In the Rio Declaration on Environment and Development, countries can find their rights and responsibilities regarding sustainable development. These rights and responsibilities are made to support Agenda 21. 

The next agreement is The Statement of Forest Principles, with the goal to contribute to the sustainable management of forests to all types of forest, in all geographical regions and climatic zones. The responsibility of states does not stop at the managing of the forest, but also includes protecting the forest from any possible threats such as the pest, fires, diseases, and harmful effects of pollution.

Ten years later, a Commission on Sustainable Development (CSD) was created at the World Summit on Sustainable Development (WSSD) in Johannesburg, South Africa. The purpose of CSD is to guarantee successful follow-up of the Earth Summit. Besides WSSD, there are many other smaller scale conferences regarding the follow-up of Earth Summit.


The CSD International Work Program defines sustainable consumption in 1995 as “Sustainable consumption is the use of goods and services that respond to basic needs and bring a better quality of life, while minimizing the use of natural resources, toxic materials and emissions of waste and pollutants over the life cycle, so as not to jeopardize the needs of future generations”.

Looking up the word sustainability in the internet, yield many forms of the description given by the Brundtland Commision. Different organizations and individuals adapt the definition and give the description a personal touch that suites them better. However, there is one thing they agree on. Sustainability aims to maintain the resources of the present for the sake of the future while keeping the environment and profit at balance. 
2.2. Sustainable Theory

After the World Commission on Environment and Development gave their definition on sustainable development in 1987
, many have given their own interpretation. Different kinds of business sectors use the definition as a guideline in the operational level in a way that is suitable for them. This means that theories about sustainability are usually fit only for certain target. It is difficult to make a general rules that will fit every company, organization, or business sector. For example, a theory about sustainable banking will only fit for the banking sector. However, in the many discussion regarding sustainability, there is agreement that there are three main aspects regarding sustainable development; Economic, Environmental, and Social
. 
The economic aspect require that “An economically sustainable system must be able to produce goods and services on a continuing basis, to maintain manageable levels of government and external debt, and to avoid extreme sectoral imbalances which damage agricultural or industrial production.
”
The Environmental aspect of sustainable development gives guidelines in exploiting natural resources. The description according to them, “An environmentally sustainable system must maintain a stable resource base, avoiding over-exploitation of renewable resource systems or environmental sink function, and depleting non-renewable resources only to the extent that investment is made in adequate substitutes…
.”
The last aspect is the social aspect. It stresses on the equal treatment between all human races, gender, and other.
Many business sectors are already dealing with sustainability, but are not fully sustainable yet. Being sustainable usually also means extra costs in the short term. It also means more risk. People are skeptical and it will take time before change is accepted.
The first business sector dealing with sustainable issue is the industrial sector. This sector uses the products of nature for their production material and produce vast amounts of (industrial) waste. This means that many of the first theories of sustainability were written from the eye of the production industry. Analyzing work process and waste production, many environmental scientists tried to write guidance for the industrial business in being more sustainable. One of the results is “cradle to cradle”; this is where the product designers put the whole life circle of the product into their design, beginning from the material choices, until the end of life of the product. It means that at the time the product becomes waste, they have already thought about the destination of the waste. Using a recyclable material is one of the common solutions.
Other sectors followed the industrial sector in the sustainable development, like the banking sector. This is a different story since banks do not interact with nature directly. Implementing sustainability in the banking sector calls for the need to put a new definition to sustainability. In the banking industry, being sustainable does not only mean that the banks have to reduce their CO2 output. It takes a step further; it also means that they have to think with whom they want to do business with. One of the characteristic for a sustainable bank is to give credits/loans only to sustainable companies. In this respect a sustainable company does not employ under aged workers, does not deal in weapons and war, and their business do not endanger the environment. Many sustainable banks support and stimulate small business of local people. They also have many projects to help people in poor countries.
Another business area that deals with sustainability is the retail sector. There are many different retailers. There are direct retailers that sell directly from the producer, and there are secondary retailers. Retailers, as the intermediate between the producer and the consumer, can affect both parties. Deciding only to sell sustainable products, will force producers to be sustainable, whether in process, or in materials used. Having only sustainable products will also forced consumer to consume more of sustainable product. Sustainable product usually means being healthier for the consumers and also having less impact on the environment. 

In the retail industry, there are many names to show that a product a sustainable product that good for the environment and people. For example, one can find on packaging the word “biologic, ecologic, fair-trade, pure, etc”.
Being sustainable can result in financial savings on energy costs, waste, and compliance with regulations. More than financial savings, being sustainable is also good for the reputation and brand value of the company, resulting in higher consumer and staff loyalty. It can also be use to encourage innovation and attract investments. However, this positive result can only happen when sustainable development is managed effectively
.
Chapter 3: Stakeholder theory

3.1. The Definition of Stakeholder

The term stakeholder was introduced in 1963, but people hardly use this term until 1984 when R.E. Freeman published his book, Strategic Management: A Stakeholder Approach. In this book, he gives definition to stakeholder as “A stakeholder is any individual or group who can affect or is affected by the actions, decisions, policies, practices, or goals of the organization.” The word ‘stake’ in this context, means ‘an interest in’ or ‘claim on’ – a business enterprise. With other word, stakeholder is individual or group that has any interest, share, of claim in the outcome of a corporation’s policies, procedures, or actions toward others
.  

The corporation in doing its business has to working together with many participants in huge networks. This relationship has many diverse ways as it differ with various stakeholders. There are individual or groups that have a direct relationship and engage in economic transaction with the company as it does its work. This group called ‘Market stakeholder’
. Market stakeholder is also called primary stakeholder because their existence is primary important to a firm’s survival. Market stakeholders consist of employees, stockholders, creditors, suppliers, customers, and distributors. Their relationship with the business firm is based on two-way exchange. There is a discussion of whether manager (top-level executives) should also be considered as stakeholder. However, in the stakeholder analysis, they are generally considered as actors and representatives of the firm.

Another kind of stakeholder is ‘Non-market stakeholder’ or also called the ‘secondary stakeholder’
. These are people and groups who are affected by or can affect the firm’s action. However, contrasted with the previous category, these kinds of stakeholders do not engage in direct economic exchange with the firm. Examples of these groups are the community, various levels of government, activist groups and nongovernmental organizations, the media, business support groups, and the general public. Just because non-market stakeholders do not engage in direct economic change with the firm, it does not mean that this group is less important than the market stakeholder. In contrast, they can be crucial for the success and failure of the company. 
Another discussion within this classification is whether the government is part of market-stakeholder. The argument to put government in the non-market stakeholder is that government does not perform any direct market exchanges with the firm. But the firm does pay fees and taxes to the government, and sometimes the firm received subsidies from the government. Some theorists agree that the governments and communities could be considered as primary stakeholders when they provide necessary infrastructure for the company
. 

3.2. The Theories of Stakeholder

3.2.1. Stakeholder Theory of the Firm

The term stakeholder was born in 1960s, but the theoretical approach was begun to develop in the 1980s with the work of E. Freeman in the 1984. The focus of his approach is on stating that the corporation has more responsibility than to its shareholder only. There are many various group (the stakeholder) with many different interest which the corporation should also take into account. Evan and Freeman (1993) gave a more precise definition, using two simple principles; the principle of corporate rights and the principle of corporate effect. The first principle demands that the corporation has the obligation not to violate the rights of others, while the second principle says that companies are responsible for the effects of their actions on others. Using this two principles, a stakeholder of a corporation is an individual or group which is harmed by, or benefits from, or whose rights can be violated, or have to be respected – by the corporation.

According to the arguments of Milton Friedman (1970), corporation does not have any other responsibility than to their own shareholders. This is the traditional stockholder approach of the corporation. Then why does stakeholder theory exist and become popular? Freeman gives two main arguments to the importance of stakeholder approach for the corporation. The first argument is based on the legal perspective. In doing his daily business, corporation has not only binding legally contracts with their employees or customers, but there are many laws and regulations enforced by society which make different stakeholders have certain rights and claims on the corporation. Therefore, the corporation still has an obligation towards its shareholder, but it also has obligation towards the other stakeholder.

The second argument comes from the economic perspective. In the old perspective of shareholder approach, the shareholders are seen as the owner of the firm, and that is why the main obligation of the firm is to the shareholders
. But nowadays, when people buy share of a company, and become their shareholder, it is just temporarily. They often buy shares only when the share price has a good development, they are not deeply interested in the company itself. Therefore, it is better to pay attention to the long-term interests of other groups (the stakeholders), than to the highly speculative and mostly short-term interests of shareholders.

The main impact of the stakeholder theory of the firm is the new managerial system in a corporation
. With this approach, the manager is no longer being simply the agent of shareholders. They are now expected to take into account the interests of all legitimate stakeholders. It is no longer their duty to only maximizing the profit for one group (the shareholders) but it is their duty to think about all interests of all the stakeholders. This is important for the long-term survival of the firm. Freeman has even argued that every corporation should have a stakeholder board of directors. This stakeholder democracy is the possibility of stakeholders to control and influenced the decision of the corporation since the decision will also affect their welfare. This can also be seen as the legally binding code of corporate governance, which codifies and regulates the various rights of the stakeholder groups.

3.2.2. Stewardship Theory

Stewardship theory is a total opposite of the Agency theory. To understand and in their attempt to managing people, they use the concept of Theory Y approach. Theory Y approach believes that every human being is good in nature, unlike the Theory X approach.  While Agency theory believes that everybody is individualistic, opportunistic and self-serving, in Stewardship theory they believe that man is a social person, and so their behavior is aimed for the collective serving. Man is also pro-organizational and trustworthy. The Theory Y and Theory X models were proposed by Douglas McGregor in his book ‘The Human Side of Enterprise’ in 1960.
 

Below is the comparison of agency theory and stewardship theory:

	Characteristic
	Agency theory
	Stewardship theory

	Model of man
	Economic man
	Self-actualizing man

	Behavior
	Self-serving
	Collective serving

	Psychological mechanism
	Lower order needs 
	Higher order needs 

	Motivation
	Psychological, security
	Achievement, growth

	Situation mechanisms
	Control oriented
	Involvement oriented

	Management philosophy
	Control mechanism
	Trust

	Objective
	Individualism
	Collectivism

	Risk orientation
	Short term
	Long term


Source: Saltman and Davis
, adapted from Davis, Donaldson and Schoorman
.

The root of Stewardship theory itself, begin from the first story of the creation of human being. In the bible, in the book of Genesis, man is seeing as the steward of all God’s other creation. God Himself appoints the human as the steward. Other bible story is the story of Joseph that sold by his brothers, and later became Pharaoh’s steward. From that story, people come with the definition of a steward as a person who manages assets of other people without (want to) owning them. Other story in the bible is the story of a master and his three servants. And the lesson from this story is that men have the obligation to improve the value of something they entrusted with. From the bible stories, the conclusion that will become the base of Stewardship theory is that as a steward, man has the responsibility to manage, protect and develop the resources of his superior which man entrusted with
.    

Other definition of Stewardship is given by Peter Block (1993), ‘the willingness … to be accountable for the well-being of the larger organization by operating in service rather than in control of those around us’. Putting service first then the self-interest is the basis for men in using and holding their power. In his book ‘Choosing service over self-interest’, he argues that in a company, the leaders are the stewards of their own visions. They have to manage it, and in order to do that, they need to listen to others visions as well. With allowing others to be involved, they can develop a better individual vision and shared one. And with commitment to these visions, the organization will be able to grow.

In the paper by the Business Executives for Economic Justice (1992), five different areas for managers in where they should exercising stewardship are given. The different areas are;

1. Stewardship of people – within this area, the interests of other people are above our own interest. This means, when the managers need to take a decision, they should take the welfare of others into consideration and especially for the people they have the most responsibilities. Moreover, it is also their duty to encouraging good stewardship in others. 
2. Stewardship of products and services – in this area, the managers have responsibilities in production and the market distribution of their products and services. It is necessary to control and ensure that their products and services have good quality and the market distribution is fair for everybody.

3. Stewardship of community – In this paper, they also mentioned three models of how stewardships gain their power. One of it is because the community creates opportunity and indirectly gives the managers the possibilities to sit in their position. To show the gratitude, the managers are expected to be active in using their business resources to maintain and improve the community in which they operate. It also means to be active in finding solution for community problems instead of ignoring them.

4. Stewardship of environment – businesses often see their responsibilities for the environment as a necessary obligation from legal law. If the managers or businesses accept their stewardship of the environment, then they will accept the fact that the cost in protecting the environment is part of the business. When they are not considering this cost as a waste or extra money, it is also expected from the business to do more than the minimal requirements from the government.

5. Stewardship of social fabric – this means that the responsibility of the manager is to spread out the stewardship concept in the society. One example of spreading the stewardship concept is when the managers using their business skills and organization experience in order to solve social problems. The goal of spreading this stewardship concept is to make the recipients of the charity into stewards themselves, which in return will use their resources in helping other people. 

This article gives the possibility to see the connection between stewardship theory and stakeholders management approach. The areas in which stewards must take into consideration are comparable with the responsibilities of a company towards their stakeholders; the employees, consumers, distributors, environment, etc.

3.2.3. Corporate Social Responsibility

This subject used to be part of the business ethics studies, but now CSR is an independent subject that talking about the responsibility of corporation. In the 1950s, the American company grew very fast is size and power. This fact leads to different social problem i.e. poverty, unemployment, pollution in the 1960s and 1970s. This subject became popular in 1970 when economist Milton Friedman published an article with the title ‘The social responsibility of business is to increase its profits’. He did not agree that corporations have social responsibilities. Other economists believe that manager’s job is not only to make profit for the owner, but they also need to manage social resources. Before the manager takes any decision, they need to think about the consequences of their action for those who are affected by them. The basic of the CSR theories is the ‘charity principle’ and the ‘stewardship theory’
. There are many different concepts and principles have been argued in relation to CSR since then. The debates within this subject are the question whether corporation has indeed social responsibility, and what is the character of these responsibilities? The answers of these two questions will give answer to the central problem of CSR, the responsibilities of the corporation i.e. what should the corporation do and not do? What is the best way of visualizing the corporation?

The answer of the first question was given by Davis (1973) and Mintzberg (1983).  Many arguments are derived from their work. All these related arguments are talking in the terms of enlightened self-interest. They believe that the only reason corporations doing their social responsibilities is only because they want to promotes its own self-interest. Corporations which are visibly being social responsible will receive a good name in return. They will gain many advantages. They will have more satisfied customers, which can lead to more customers for the corporation. Because they have a good name, people are attracted to work for them, and the employees will be more committed as well. Being active in social actions and programs may forestall legislation and ensure greater corporate independence from government. Their contribution to the society can also be seen as long-term investment. When the company being social responsible, the community will become safer and better educated.

All the arguments finally lead back to the profit maximization of the corporation, and this is the reason why Friedman believes that corporation does not have pure social responsibilities. Since it is very difficult, and most of the time, impossible to find out the main reason behind corporations’ activities and decision, it is possible that the companies, who implement CSR as their corporate strategy, aim not only for higher profit. Those corporations are the ones who understand that all corporations’ activities have social impacts. Corporations also cause social problems, and they cannot ignore their responsibilities for those social problems and social impacts. And since corporations need its stakeholders in society (such as suppliers, local community, customers) in order to survive in the business; the corporations have to consider the needs and interests of their stakeholders instead of giving attention only to their shareholders. However, surviving the business also means attracting more shareholders. 

The second question in CSR is the characters of corporate social responsibilities. What kind of responsibilities does a corporation has? According to Archie Carroll (1974, 1991, 2000) with his ‘Four-Part Model of Corporate Social Responsibility’ (see appendix 1), corporation has four basic responsibilities. In his work together with Buchholtz in 2000, he said, “Corporate social responsibility encompasses the economic, legal, ethical, and philanthropic expectations placed on organizations by society at a given point in time.”

In this Pyramid model, the economic responsibilities placed at the first layer, followed by the legal responsibilities, ethical responsibilities, and at the very top, philanthropic responsibilities
. 

The economic responsibility is the basic requirement from the society and required for all corporations. Examples of these responsibilities are safe and fairly paid jobs, good quality products for their customers, and good return on investment for their shareholders. It can also be seen as the main reason of people doing business, to be a good functioning economic unit. If companies failed in fulfilling their economic responsibility, they would not be able to survive in the society. 
The second responsibility is the legal responsibility, which is also required by the society. The companies have to do all their business legally. They have to follow all the rules and regulations made by the society and legal department.

Ethical responsibility is the third responsibility. This responsibility is what the society expected from the companies, even though legally they are not obligated to do so. They can act according the law, but if the society thinks that it is not ethical, they are expected not to do it. 

At the very top of the pyramid, as the desired act by the society, is the philanthropic responsibility. Philanthropic is a Greek word and it means ‘the love of fellow human’. In this subject, the responsibility of the corporation is to improve the life quality of its employees, local community and society in general. Examples of this are charitable donation, sponsoring of local events, and the building of many facilities for employees.

Practically, these four responsibilities are different in importance for every company. And since every company has different view about their responsibility, this makes CSR quite unclear. This requires CSR to be put in a more strategic concept as corporate social responsiveness. Frederick (1994) defines corporate social responsiveness as ‘…the capacity of a corporation to respond to social pressures’. The mostly used model is the four strategies of social responsiveness by Archie Carroll. This model, which derived from the work of Ian Wilson, showed the corporation’s reaction to their responsibility. These are:

1. Reaction: the corporation denies any responsibility for social issue.

2. Defence: the corporation does nothing with their responsibility, although they do admit it. They just simply ignore their responsibilities.

3. Accommodation: the corporations accept and do their responsibility.

4. Proaction: this is when the corporations do more that what people expected from them. They anticipate the future and go further than their industry norms.

The outcome of CSR is what we know as corporate social performance (CSP). This part is the only part that can be measured and analyzed. There are three dimensions in the model of CSP
 according to Steg et al. (2003); economic, social, and environmental corporate performance.

In the economic performance, the profitability and growth in market value are the main issues. Relationship between the company and their stakeholders are analyzed within the social dimension. Since every firm has different main stakeholders, Steg et al. standardized the stakeholders into five most popular; employees, customers, community, suppliers, and competitors. The last one, the environmental corporate performance, looks at the effects of the firm’s activities on the present and future environmental capital stocks. The natural capital has three functions that can be affected by the company; the source function, the sink function, and the life support function. Steg et al. defines natural capital as “the stock of environmental assets (such as soil, water, wetlands, atmosphere, flora, and fauna) that provide a useful flow of renewable and non-renewable goods and services”. 

CSP, in short, is about the ultimate outcomes of the company policy to handle social issues and stakeholder interests.
3.3. Main Stakeholder in the supermarket sector
From the theories above, we can conclude that there are five main stakeholders for supermarket, i.e. supplier, employee, distributors, customers, and competitors. Besides these five main stakeholders, there are other stakeholders that will still have influences, but these influences are not as big as the main stakeholders. The shareholders represent and refer to the company in whole. Since there are many different shareholders in a supermarket chain, they do not really have influence in the operational and decision level of the company. That is the reason they are not included in this stakeholder list. However, their representatives, the people in the management function, are the one that do make policies in the company. 
Suppliers are the most important factor in being sustainable for the supermarket. Right now, sustainability is measured by the variety number of sustainable products that the supermarket has in their assortments. The more sustainable products the suppliers offer, the more sustainable the supermarket become. To be qualified as sustainable product, there are sustainable certificate that the suppliers need to have. The suppliers also have the responsibility to control the product quality. Being sustainable for the suppliers does not only means that the material used is environmental friendly, or that they do not produce hazardous waste, but it also means having a good product that can last long and thus being sustainable. 
Employees are the heart of the supermarket and part of their job is to ensure the right follow-up of the sustainable policy of the supermarket.  Waste and energy problem are the most important problem in the supermarket. When all employees understand the importance of the waste management and energy saving, they can reduce the unnecessary waste and energy usage. It is also important for the employees to know the differences between normal product and sustainable products. With this knowledge, they will be able to give the right advice to the consumers, and even persuading them to buy and use sustainable products. 
Distributors can contribute in sustainability by reducing their CO2 output and by using more sustainable transport fuels, including using less energy consuming transportation. Many of the distributors carry the name of the retailers. Being connected to each other, the behavior of the distributor will be reflected on the retailer. To enhance their sustainability, the retailers can choose to work together with a sustainable distributor.  
The next stakeholder is the customer. There are many options and ways to become sustainable, but only with the support of customers. If there is no demand, then there will be no supply. A number of retailers in the UK have begun to introduce recycling units at their stores for customer use. The customers are able to recycle plastic bottles and jars, cardboard, textiles, CD’s, etc
. Customer behavior and type of customer are important for the image of the company.
Policies are usually made in response to the competitors. A very clear example is the so-called price war, which happened when Albert Heijn lowered their prices (for example in 2004), and many of their competitors were forced to do the same. Being the supermarket with the biggest market value in the Netherlands, Albert Heijn is the biggest competitor to other supermarkets. Being a leader, Albert Heijn’s engagement in sustainability will soon be followed by many other supermarkets.
Chapter 4: Sustainable Supermarkets
4.1. How can supermarket be sustainable?

Supermarket or grocery store is a retail sector that sells different kinds of foods and households necessity. Many started as a small shop that grew to a big supermarket, like Ahold in the Netherlands, but nowadays supermarkets are usually build directly as a big company that sells more than 15000 kinds of product lines. Because of the modern consumption patterns, supermarkets have to provide the consumers with many different kinds of products and brands. Some of their products are even imported from other countries. 
This happened weekly, or even daily. This means that supermarket has a strong connection with their supplier and consumers. Supermarket, as an intermediate between the producer or supplier and the consumer, has the ability to influence both sides. 

With the modern world consumption pattern, the nature has been exploited more than ever. This situation cannot endure indefinitely. That is why it is important to think about the future and implement sustainable principles in every way possible. There are many ways to be sustainable, and it will involve all stakeholders of the supermarket. 

Being sustainable brings many tangible and intangible benefits for the supermarket. One of the sustainability programs is to reduce the use of energy and water. Reducing energy usage will also reduce energy costs. The same goes for waste management. Recycling waste and reducing the waste production will not only reduce the cost but will also give the supermarket good name in the community. 
There are five indicators used by “The Greening Supermarket report” to rate the sustainability of the supermarket, i.e. food transport, waste, nature (fish), nature (trees), and sustainable farming
. These indicators are not complete, but they give a good idea of how sustainable a supermarket is. These indicators will also be used further in this thesis to see how sustainable the supermarket in the Netherlands is. 
Some of fresh fruits and vegetables are flown from other countries. This air-freighted fruits and vegetables bring with them a lot of carbon emissions. This makes them non-sustainable fruits and vegetables. Therefore, the more local and seasoned vegetables and fruits a supermarket offered, the more sustainable they become. This is reflected in the indicator on food transport.
Waste is about how recyclable they are. How dangerous is the waste for the environment? There are big differences in the recycle policy of each company. Sometimes they only recycle thirty percent of their total waste, but there are some with much more waste, and recycle sixty percent of their waste. 
It is well recognized that unrestricted and nature unfriendly fishing method have damaged the ocean. Many of the fishes do not have time to grow properly and normally, and if this continues, soon there will not be any fishes left. The wrong method of fishing has killed many fishes in the ocean for nothing. Sustainable fishing is when the wild fishes are not exploited wildly.
The fourth indicator is the nature, especially wood. Sustainable supermarkets are the one that sell wood products with FSC-certificates. This certificate ensures that the forest is not exploited and damaged in order to produce the wood products.

To feed the farm animals, most people use soy beans. The problem here is that they have to cut forest to create land for the soy beans. The same goes for palm oil. Many products use palm oil because they are healthy, and they are perfect for bio fuel. But in order to create palm oil plantation, they have to burn the tropic forest. Sustainable farming also means that the food products they sell are free from pesticides and other chemicals. 
In the Netherlands, the sustainability of the supermarket measured by the number of biologic and fair trade products they sell. Milieu Defensie (Environment defense organization) is one of the most active organizations in the Netherlands concerning sustainability. Internationally they are member of Friends of the Earth International. Their mission is to help looking for an answer concerning sustainability and thereby helping companies that want to become more sustainable. One of their projects is to control the number of fruits and vegetables contaminated with pesticide in the supermarket. Having less contaminated products will earn the supermarket the name, sustainable supermarket. Another way to measure the sustainability of supermarket is by the number of certificates they have. The more certificates they have, the more sustainable they are.
There are many other indicators and criteria’s that can be use to define the level of sustainability of supermarket. Usually energy and water also put in the list. However, in this thesis only the indicators mentioned above will be used in determining the influence of the stakeholder in the sustainability matter. From each indicator, a connection with the stakeholder will be made. The first indicator is ‘Food Transport’. The connection of this indicator and the supplier is whether the suppliers come from local area or operate internationally. Providing the supermarket with seasonal vegetable or products from the local area also means that the products do not need to travel far away to get into the shelf. The influence of the employee in this first indicator, and the other four is by providing information to the customers, promoting the products for a higher sale rate. (See Appendix 2) 
4.2. Influences of (the shareholders) and the stakeholders 
4.2.1. The shareholders management


Most of big companies have their shares not only in one hand, but in many hands. Since everybody can have share in the company, it is difficult to say who has the power to make the decision. This is when the board of director comes. It is their job to make sure that the best interests of the shareholders are served. This best interest is to gain maximum profit. From the theories above it is already clear that the focus has already changes from the shareholder to the stakeholder. However, along with the principles of sustainability, the company has to make profit while caring the environment and his employees. 

The decision regarding the company will be taken by the board of directors. It means that if the supermarket decided to be sustainable, then it is all depend on their decision. The shareholders will not object to the decision as long as it is legal and profitable. Considering sustainability in the decision making will help them to make decision with whom will they work together, and how to shape the supermarket. Working together with a sustainable supplier will give them good name. Environmental friendly products are not just better for the environment; they are usually healthier for the consumers as well. As how to shape the supermarket, the principles of sustainable have to be implement from the top level of the organization to the operational level, in the supermarket itself.


It is difficult to change the interior of the supermarket that already existed for a long time. It is usually also costly. But since sustainable means reducing the energy use, this change can be considered as a profitable investment in the long term. One simple example is the cooling. Some of the cooling systems have no door, and therefore they use more energy to stay in the right temperature. It would be wise to change them, but the cost will be much. It thus depends on the top management team whether they are willing to invest in sustainable energy or not. 

Another decision regarding sustainability is the waste management. The top management team has to decide what and how will they dispose of the waste from the supermarket. There are many different kinds of waste; paper, plastic, food, etc. For every kind of waste, there are different regulations as how to dispose it. Another measurement that can be taken to reduce paper waste is by reducing the unnecessary. For example with little adjustment, a customer can choose to have their receipt or not. So instead of having automatically printed, the receipt will only be printed when the customers want to have it. This method will reduce paper cost and paper waste.

4.2.2. Employees


The policy to reduce energy usage and for the waste management will become a success when the employees able to implement it correctly. This is where the influence of the employees became clear. It is important that the employee execute the policy correctly and support the efforts to be sustainable.
Another important role of the employees is to be an advisor. With enough knowledge, they can give advice and tips to the customers about sustainable product. They can help and convince the customer to choose a better product for the environment. They can also actively promoting the product instead of passively waiting.

4.2.3. Suppliers


The supplier is considered one of the most important stakeholders when it comes to the sustainable supermarket. A supermarket is the mediator between suppliers and consumers
. Therefore the supermarket can be sustainable when their suppliers are sustainable as well. The supermarket, as a buyer, can adjust their purchasing policy to the one that are in line with their sustainability goals.

In setting the standard for such policy, the companies can simply ask their suppliers to certificate themselves with existing standards such as HACCP, International Standards Organization (ISO), Food and Agriculture Organization (FAO), etc, or the companies may develop their own purchasing standards and criteria.
  However, there are some standards that every company can use in selecting their suppliers. One of the best ways for the company is to make a list of the things they definitely do not want to have in their products. A similar way is to create lists of ingredients they do approve.
There are many different kinds of suppliers, with different kind impacts on the environment. Therefore, we will evaluate the suppliers based on their area of expertise. 

The first supplier to evaluate is the non-food supplier. In judging the sustainability of non-food supplier, there are some criteria that can be used. First, the raw material used. What material does the supplier use? How did the suppliers get the material? How much damage did it do on the environment? The next criterion is the end product itself. If the product is dangerous for the environment, for example certain kind of soap and non-recyclable product, then it is not a sustainable product. The other criterion is the packaging. Reducing the packaging to a minimum is considered sustainable. Packaging waste is one of the major environment problems on many countries. Therefore, it will help the environment when the packaging is recyclable, and free from PVC. 
The second supplier is the meat and poultry supplier. The meat and poultry supplier make their products sustainable by treating their workers fairly, giving them a fair wage, having a high standards of animal warfare, and using less antibiotics and no artificial growth hormones on their animals
, a.k.a. sustainable farming. 
Meat and dairy production is a huge industry. Even though there are some small farms left, but the industry is dominated by a few big company. They see the animals as commodities instead of living beings. To gain more profit, they give the animals growth hormones to make the animals grow faster and thicker. The most controversial hormone is the recombinant bovine growth hormone (rBGH), produced by the Monsanto Corporation. This growth hormone believes to increase milk production by ten to fifteen percent, and sometimes even forty percent. rBGH is still used by many big farmer, despite the negative advice of many scientists. People are still discussing whether rBGH is dangerous for cows and humans or not. 
To reduce the death rate, they inject many antibiotics into the animals. This causes the disease to mutate and become more aggressive than before. When the disease gets into the human body, it will become fatal because the body does not have immunity against it. 

The third is fruit and vegetables. For a supermarket to be sustainable, their fruit and vegetable has to be coming from companies that meet the standard for biologic, fair trade, and eco food. There are different kinds of certificate and standard they can choose from. Having more certificates mean that they are more sustainable. In the Netherlands, there is the “Barometer Duurzame Groenten en Fruit” (Barometer sustainable fruit and vegetables)
. This is an instrument for the supermarket to show how sustainable their fruit and vegetables department is. The sustainability of the department is determined by the amount of certificates the products have, and the quantity of these product sold. ‘The Barometer’ also looked at the packaging, waste (separate waste for fruit and vegetable), risk management, energy, and projects aimed at greening the assortment. 
4.2.4. Customers


When the customers are sustainable, then they will support the supermarket and in return will make the supermarket become more sustainable. Sustainable customers mean that they will choose sustainable and biologic products above other products. Supporting these products by buying it will create demand, and the supermarket will expand their sustainable assortment. The problem is that customers are not ready to pay more for the sustainable products. When the suppliers able to combine price, quality, and sustainability, it is the moment when customers will choose sustainable above the non sustainable products.

Many retailers and suppliers are redesigning their packaging to improve the reusable of their product. Many retailers and supermarket in the UK have begun to introduce recycling units in their store where the customers will be able to dispose their plastic bottles, jars, glass, textiles, and many more. (Jones, 2005, p.211) It may take some time, but when all the customers start to use the recycling units, it will make the supermarket become more sustainable. 

How the customers handling the product in the supermarket can also help the supermarket reducing their waste. When a customer takes chilled products from the shelf and put it somewhere else, at the end of the day, the supermarket has to throw it away. In a day, more than a crate of products is wasted because of the careless handling of some of the customers.

Plastic grocery bags are one of the biggest problems in the developed countries. Using a good quality plastic bag can stimulate the customers to reuse the bag. Reusing the bag will lower the production on plastic bag. Producing a plastic bag is a complicated process and in all stages of a plastic bag’s life, there are many evident of negative social and environmental impacts. Most of the plastic bags are produced in China; where the environmental law is almost none exist
. Transporting the plastic bag from China to the rest of the world also contribute significantly to the environmental footprint of this product. Every plastic has a different structure, making recycling the plastic bag not as easy as many thought. It costs more than producing a new one. This is the reason why there are not many recycle point for plastic. The paper bag is also not a solution. Paper bags are made from tree, and they also use many resources and energy. In the end, a paper bag is even worse than plastic bag. Many think that reusable canvas bag is the best solution. It can be used up to five hundred times during its life cycle, it makes them fourteen times better than plastic bag, and thirty nine times better tan paper bag
. 

4.2.5. Distributors / logistic


The products to sell in the store are usually put in the distribution center before they are divided and send to the shop. When it is about the distributor, then it is about how the products transported to the shop, or supermarket. Sustainable supermarket will have to demand that their distributors are sustainable as well. Sustainable distributors mean that their transportation supports economic growth, yet does not damage the environment. 
There are some criteria’s en aspects that the distributor can use in determining their sustainability, i.e. environmental aspect. In order to become sustainable, the distributor can reduce CO2 emissions, and develop environmentally friendly transportation. An example of environmentally friendly transportation is electric trucks. Instead of fossil fuel, they use electricity as their source of fuel. Alternative energy has long been a subject, there are many attempts to find a replacement for fossil fuel, and the electric car is one of the solutions.

Ahold use silent truck to deliver products from the central distribution to the shop. Because of this silent truck, they can drive late at night, or early in the morning, avoiding the traffic jam. The truck produces less CO2 and because they do not get caught in the traffic jam, they are more efficient and reduced time and energy loss significantly. 
Carbon measurement is one of the many ways to determine the CO2 emissions. The problem however is, there is no standard methodology for carbon foot printing. This makes it difficult to compare the result with other companies. 
4.2.6. Competitors


Supermarket has many competitors. The big supermarkets are not just competing with each other, but also with smaller, usually more specific, local shops. People believe that these shops are better in their area of expertise. In order to attract more customers, supermarkets have to offer good quality product, similar, or even better than the products sold in the smaller shops. Many supermarkets started to offer products under the name of sustainability. These products can be recognized under the name Fair Trade, Puur en Eerlijk, Biologic, Ecologic, and many more. Fair Trade logo comes from Max Havelaar foundation, and it guarantees that the farmers are not exploited. Biologic means that there are no chemicals involved and used in the product. Ecologic is about the packaging, whether it is biodegradable or not. There are also logos for fish and animals that are not exploited and had a good life. 

These sustainable logos are good for the publicity. But whether the products are really sustainable, are sometimes still questionable. However, with the good publicity, it will raise their sales, and this in return will become a good example for other retailers. Other retailers will be attracted to put more sustainable logos in their assortment. Stronger, they need to have sustainable products in their assortment in order to stay in the competition. Because of the competition, supermarkets have to become more sustainable to survive.  They have to offer more sustainable products to appear good in the eye of the public, and they have to be innovative in sustainable area. 
Chapter 5: Case study on Dutch supermarket
In order to see whether there is influence of the stakeholders on the sustainability on the supermarket, two supermarkets were studied. The first supermarket is Gimsel, the biggest biologic supermarket in the Netherlands. The other supermarket is a regular supermarket, but with the biggest market value in the Netherlands, Albert Heijn, own by Ahold.
Gimsel is an independent company, and that means that all the decisions are made by themselves. Eighty five percent of their fruit and vegetables come from the Netherlands. They claim that most come from the region. The other fruit and vegetables are coming from different countries. Mostly inside Europe, but they also have kiwis from New Zealand. Only to sell seasoned vegetables is not possible because of the market demand. They do promote the seasonal vegetables more. Their distributors do not use a special vehicle, or special fuel, but they do try to avoid the rush hours of the day. 

All of the product packaging is free of PVC, and almost all are recyclable. If a small brand name does not have the capability in providing recyclable packaging, Gimsel still allows it to sell their products because they still want to help small producers. As for their waste, Gimsel only separate paper and other waste. According to them, Rotterdam does not separate all waste. There are also no special recycle points for the customers. There are enough places where the customers can bring their waste to, and Gimsel does not have the space for. They do have planned to put one, but it is something for the future. 
Gimsel does not provide the customer a normal plastic bag. They sell only soya based bag, linen bag, and a strong canvas bag. This way, the customers are pushed to reuse the bag. 
Any foods that cannot be sold are given free to the employee. They are free to take all the food waste. Gimsel has even tried to donate the food waste to the zoo. 
Their fish assortments are not much, but all fish they have are MSC certified, and even their salmons are biological farmed. Biological farmed means that their habitat are made to look like as close as possible to their natural habitat. They do not have much wooden articles, but there are some products with FSC certificate on their packaging. FSC certificate are usually hidden and not many customers are aware of this certificate. 
One of their minimum standard requirements for the products is that they all being biologic. This means that there are no preservatives, pesticides and other chemicals in the products. More than that, sometimes, the products are even biologic dynamic. This is one step further than normal biologic. Biological dynamic agriculture use an astronomical sowing and planting calendar, using the power of nature as their power
. Their biodynamic agriculture products are verified with the Demeter certification
. All the certificates from the supplier are checked by the wholesaler whom they do business with. Gimsel does not controlled and have contact with the suppliers by itself.
Gimsel do not have special certificates than what their supplier offer, they are not familiar with Barometer Duurzaam AGF as well. They trust the wholesaler for the quality of the products. Since they are biologic supermarket, their products are guaranteed biologic and free from chemicals. They use green energy, and they only use led light. Once a year they hold biologic market, where they give people information about biologic food. But more than that, they do not do much for the environment. There are no recycle point for the customers, and they only recycle their paper waste. At this moment, the cooling for the vegetables are not provided with door, but according to the management, within four weeks they will have a brand new cooling with door and more efficient with the energy.  
It is clear that their supplier and distributors (wholesaler) are the most important part for Gimsel in being sustainable. Their employee part in being sustainable is by providing the customer with information, and by guiding the customers to consume responsibly. The consumers and the competitors do not have much influence on the sustainability. The consumers of Gimsel are not a regular people; they are the kind of person that cares for health and environment. It means that they behave responsible with the products in the shelf. As a supermarket, Gimsel do have lots of concurrent, but as a biologic supermarket, there are not much concurrent they have. 
It is not possible to compare a biologic supermarket with a supermarket like Albert Heijn. Albert Heijn is a supermarket under Ahold. They cannot act on their own, and they cannot even decide which products they will have in the assortment. 

Albert Heijn does have biologic products, but only a small percentage of the total products they sell. There are not many other biologic products than their own brand. Many of the vegetables and fruits are coming from outside Europe. There are fruits and vegetables from Chili, Peru, South Africa, and many more. The total of fruits coming from inside the Netherlands holds only for ten percent of the total fruits they sold. For the distribution from the distribution central, they cooperated with Simon Loos, a company that use silent truck. With this truck, they can drive very early in the morning without disturbing the neighborhood. 
The amounts of toilet paper that are made of recycled paper are not much, there is only one or two. In a smaller venture, there is only one of ten toilet papers made of recycle paper. There is no product with FSC certificate to be found. Many of the packaging is recyclable, but whether they are all free of PVC is unclear. They do separate the waste into three categories; paper, plastic, and the rest. In order to reduce their paper waste, they give the customers their receipt only when they asked for it. At night, they collected the leftover bread and send it back to be used as animal food. As for the recycle points for the consumers, there is one for the battery, one for lamp, and for old bottles.  

There are some fishes with MSC certificate, and they do support sustainable fishing. This means than on certain months, they do not sell a certain kind of fish. They also have some biologic products, but not much. Albert Heijn does not have any certificate, but some of their products are certificated. For example, they do sell some fair trade products. 
Not all of their cooling systems have doors. Only the new renewed shops have doors for the cooling. They do cover the cooling system at night.  
From the analysis above, it becomes clear that the suppliers and distributors have more important role than the employee and customers for Albert Heijn. The competitors have quite role in the sustainability, however, the competitors of Albert Heijn have bigger influence than the competitors of the biologic supermarket. 
There are many employees in the Albert Heijn, and mostly are part timers. Therefore, it is difficult to educate them all. The information that the employee can give to the customer is only the one that can be found on the product itself. As a biologic supermarket, Gimsel is more sustainable than Albert Heijn. However, there are still much that Gimsel can do to become even more sustainable. 

Albert Heijn on the other hand, has started to become sustainable. They have their own biologic brand name, they separate their waste, and they use sustainable truck for the distribution. However, it is still too soon to call it a sustainable supermarket. They are on the good track, but there are still much more to do. Green energy and using LED light, better grocery bag, and more certificated products are some example that the supermarket can adapt to become more sustainable.
From both cases it becomes clear that the supplier and the distributors have the biggest contribution in being sustainable, followed by the competitors as a motivator. Both can learn from their competitors, and being an example for one. Employee and customers have less influence. Being sustainable, the supermarket can reeducated their customers in becoming more sustainable. Only when the customers become more of a responsible customer, then the supermarket can become more sustainable as well. The same goes for the employee.  
The supplier (the producer) is the most important stakeholder for the company to become sustainable. Therefore it is important to choose the right supplier, the one that already started to become sustainable itself. 
Chapter 6: Conclusion and further recommendation
There are many theories on how to be sustainable, but for the supermarket, they are still on the early stage. Many supermarkets in the UK are already competing to be sustainable, but not in the Netherlands. Ten years ago, the governments demand an energy savings from the supermarkets, but until now, there are not many supermarkets that have fulfilled this demand
. They have agreed to reduce their energy usage by covering the cooling systems. However, ten years after, many have not fulfilled this demand. 

This showed that the supermarkets in the Netherlands are still left behind in the sustainable area. There are many ways to determine the sustainability of the supermarket. Man can compare their energy usage, co2 emission, numbers of their sustainable products, and lots more. In this thesis, the same criteria’s used by the ‘Greening Supermarket Report’ are adapted. Combining these criteria’s with the stakeholders of the supermarket, their influences become clear.

From the case study, it become clear that the most influences stakeholder is the supplier. Especially when the sustainability is measured by the number of sustainable product the supermarket sold. To become more sustainable, the supermarket has to choose the most sustainable supplier, preferable with the most green certificates. Sustainable suppliers are the one with the most biologic, organic, or ecologic products. It is also important to control the packaging. Packaging without PVC is better, and when it is recyclable, it become more sustainable. 

The second is the distributor. When a supermarket use a lot of air fright for their product, then they are not sustainable. What kind of vehicles does the distributors use have a significant influence on their sustainability. Nowadays, there are different kinds of logistic transportation. The most sustainable is the electric one. The technology is still new, but in the future, electric vehicles are the future. 
The competitors have an influence as a motivator. Supermarkets are sensitive to their competitors. It is a never ending competition to have the biggest market share. If one of the supermarkets can show the other supermarkets that being sustainable can have many positive effects, it will lead the other supermarkets to become (more) sustainable as well. The supermarkets can also learn from each others, and become more sustainable together.
Employees are the heart of the supermarket. All the decisions from the board of management will become useless if the employees do not execute them properly into action. It is also important that the employees can give the customers necessary information regarding biologic or sustainable products. 

The influences of the customers are less than the influence of the supermarket to the customers. Instead of being sustainable because of the customers’ demand, it rather likely that the supermarket will make the customers become sustainable because they do.  Therefore, the influence of the customers to the sustainability of the supermarket is the least. 
In conclusion, to become sustainable, it is important to have sustainable suppliers. To have more local and season products is also better than the import products. However, because of consumers demand, it is not possible to sell only local products. To have green distributors will also give the supermarket good name in sustainability world. It is not only better for the environment, but it is also better socially.

There are two other criteria’s that have not been used in this thesis, energy usage and water usage. The reason for this is because it is difficult to combine these two indicators with the stakeholders. They are nonetheless good indicators to determine whether the supermarket is sustainable or not. But in determining the influence of the stakeholders, they are not the right indicators. That is why they are not included in the question list.

More research on other Dutch supermarkets will strengthen the theory that supplier is the most important part in becoming sustainable. 
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Appendix 1: Carroll’s four-part model of CSR

The Pyramid of Corporate Social Responsibility (Carroll, 1991)
 SHAPE  \* MERGEFORMAT 
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Appendix 2: Scheme indicators and stakeholders:

	Stakeholders:
	Supplier
	Employee
	Distributors
	Customer
	Competitors

	Indicators
	 
	 
	 
	 
	 

	Food transport
	Local
	promotion
	vehicle used
	demand
	better products

	 
	season vegetable
	information
	 
	 
	better promotions

	 
	 
	 
	 
	 
	more information

	Waste
	Packaging
	separate waste
	 
	recycle
	recycle point

	 
	recycle material
	 
	 
	Reuse 

(shoping bag)
	separate waste

	 
	 Closed cooling
	 
	 
	 
	recycle and reuse

	Nature Fish
	MSC certified
	information
	 
	demand
	information

	 
	ASC certified
	 
	 
	 
	MSC fish

	 
	 
	 
	 
	 
	 

	Nature Wood
	FSC certified
	information
	 
	demand
	better products

	 
	no forest harmed
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 

	Sustainable farming
	Biologic
	information
	 
	demand
	better products

	 
	Ecologic
	 
	 
	 
	pesticides free

	 
	Organic
	 
	 
	 
	 

	certificates
	ISO
	information
	 
	 
	more certificates

	 
	Haccp
	 
	 
	 
	 

	 
	fair trade
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 

	 
	 
	 
	 
	 
	 


By M.A.C. Tatang, 2010; Indicators adapted from ‘Greening Supermarket Report’ (2006)
Appendix 3: The Questionnaire for the Dutch supermarket (in Dutch)
Vragen lijst voor de case study “Influence of stakeholder on the Supermarket’s Sustainability”
Algemene vragen:

1. Naam van het bedrijf
2. Locatie en contact informatie

3. Hoe groot is het bedrijf?

4. Hoe ziet de organogram/organisatiestructuur van het bedrijf eruit?

5. Wie maakt het beleid voor de winkel?

Duurzaamheid vragen:

1. Voedsel transport:

a. Hoeveel lokale producten zijn er in het assortiment? (lokaal: regio zuid Holland)

b. Hoe groot is het aanbod op seizoen groenten en fruit?

c. Hoe worden de locale en seizoen producten gepromoot? (externe communicatie)

d. Kan de werknemer hierover informatie geven? (interne communicatie)

e. Met welke vervoer worden de meeste producten bezorgd? 

f. Hoeveel producten zijn er afkomstig uit het buitenland?

g. Welke producten worden het meest verkocht aan de consumenten? (lokaal vs buitenland)

2. Afval:

a. Zijn alle verpakkingen vrij van PVC of andere gehalogeneerde kunststoffen?

b. Zijn er verpakkingen die gemaakt van hergebruikte materialen?

c. Welke en hoeveel producten zijn gemaakt van hergebruikte materialen?

d. Hoeveel afval wordt er per jaar geproduceerd, en hoeveel procent wordt er gerecycled?

e. Vindt er afvalscheiding plaats?

f. Welke recycle units zijn er voor de klanten? (glas, plastic, batterij, gloeilamp, papier, enz)

g. Worden deze recycle units actief gebruikt door de klanten?

h. Wat voor boodschaptassen worden het meest gebruikt door de klanten? Worden duurzame, sterke tassen gepromoot?

i. Hoeveel procent van alle afgeboekte producten worden afgeboekt vanwege: 

i. Expiratie datum

ii. Slecht handeling door de klanten

j. Worden de koeling voor AGF overdag afgeschermd? 

3. Natuur: vis

a. Hoeveel vissen in assortiment hebben het MSC of ASC certificaat?

b. Hoe worden deze vissen in de aandacht gebracht?

c. Hoe groot is het omzet percentage van deze duurzame vissen?

4. Natuur: hout

a. Hoeveel hout producten zijn voorzien van FSC certificaat?

b. Weten de medewerkers over de afkomst van de hout producten?

5. Duurzame landbouw:

a. Hoeveel procent van de hieronder genoemde producten zijn vrij van pesticide en of toevoegingen?

i. Groenten

ii. Fruit

iii. Vlees

iv. Kip

v. Zuivel producten

vi. Eieren

b. Hoe groot is omzet percentage op biologische producten?

6. Certificaten:

a. Heeft deze supermarkt een certificaat van barometer duurzame AGF? (indien niet; waarom, en is er wel een plan om dit alsnog te behalen?)

b. Hoe groot is het aantal producten met duurzaamheidkeurmerken?

c. Wat is het omzet percentage van producten met duurzaamheidkeurmerken?

d. Hoe worden de producten met duurzaamheidkeurmerken gecommuniceerd aan de klanten?

e. Worden er projecten uitgevoerd die zijn gericht op de verduurzaming van het assortiment?
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