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ABSTRACT
‘Green’ business is claimed by some South African retailers even though they lack wellfounded and integrated sustainable, social, and environmental commitments. This is
because no standards of greening exist for retail in South Africa. The purpose of this study is
to explore, ‘What constitutes green retail in the South African supermarket sector?’ This
required investigation into the sustainability of the companies’ green business processes,
social component of sustainability, and the existing state of the green retail sector. The five
dominant supermarkets were selected to answer a questionnaire based on different
environmental variables and principles. Interviewee responses were supplemented with
publicly available company reports and these were then critiqued by allocating a level of
commitment to sustainability of companies’ green business processes, social considerations
of sustainability, and establishing the current state of the green retail sector. Results show
that within business processes, sustainable procurement is becoming increasingly
accounted for through eco-labels and enterprise development programs. Distribution
processes assist in verifying green claims and production. Various international and local
sustainability programs are used to validate green efforts in the lack of national standards.
Best practice frameworks are being utilised in the absence of local green standards and
where limited, some are creating their own innovative solutions. Sustainability is a core focus
at an executive level to some to ensure full integration of sustainability. Retailers may not
necessarily pursue trends, but they have similar pressures that are often variably addressed.
Although retailers’ attempts to green their operations may not be standardised, the retail
industry in South African has almost privatised sustainability and socio-economic
development as they have superseded legislation to contribute to society and transform
communities. It is an opportunity for retailers to take responsibility for their operations and in
doing so create innovative solutions that address South Africa’s environmental and social
issues, in spite of the lack of green standards and governmental regulation, and in doing so
become leadership companies that are accountable to their consumer base.
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1. INTRODUCTION
‘Green’ business is a new concept of sustainable business in the South African economy
that has been adopted voluntarily by businesses as an extension of the concept of a green
economy. The transition of an unsustainable ‘brown’ economy to a sustainable ‘green’ one
entails the foundations of the economy to be based on the importance of environmental,
social and natural resources of capital. The ‘green’ economy concept does not replace
sustainable development, but there is increasing recognition that sustainability is mostly
dependent on the economy (UNEP, 2011). Past decades of generating wealth have been
based on a ‘brown’ economy, a model excessively dependent on fossil fuels, resource
depletion, and environmental degradation that has not substantially addressed issues of
social marginalisation, environmental degradation and resource depletion (UNEP, 2011). A
‘green’ economy grows faster than a ‘brown’ economy over time, while maintaining and
restoring natural capital (UNEP, 2011). South Africa’s green economy is new and
underdeveloped, so that the present ‘greening' of the economy in South Africa is being
defined by local business efforts. 'Green’ business in South Africa is claimed by some
companies for their efforts in one or more business processes, when overall well-founded
green practices should constitute sustainable, social, and environmental business with a
bottom line of multiple benefits. As South Africa is a developing country, it would seem
necessary to ensure sustainable and responsible development that accounts for the
environmental impacts of industry and the economy. For this reason, there are various local
sectors that have initiated a transition to the formation of a green economy in order to
ameliorate the state of the economy through improved environmental and social measures.
One of these sectors is retail.

Retail is a linking component between industry and

consumerism and thereby has a valuable role in the relationship and feedback between
industrial development and production, and consumption and consumer behaviour. For this
reason, it has the potential for creating environmental responsibility within industry and
consumerism. Supermarket retailers, specifically, have the highest patronage, since these
are stores that are most frequented and therefore ‘everyday’ stores, and can thus be
perceived to offer the most effective influence.

This potential for greening is difficult to actualize because there are no hard rules or
guidelines for becoming green. Businesses work off of their own definitions of what "being
green" means, while neglecting the fundamental and integrated social and environmental
sustainability in business. Differences in definition and practice have created many
discrepancies. This issue established the foundations of this study. How do retailers claim,
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and validate, their business processes to be green, in addition to what they choose to
encompass as green business in retail or how they choose to define its components?

As retailers attempt to address this question and transition to a green economy, there are
various challenges and factors for consideration. Most of these are founded in the
accounting of resource use and environmental impact in light of environmental and social
issues, and climate change, in addition to the simultaneous challenges of creating green
business in a ‘greening’ South African economy. Some of the challenges and factors that
need to be discussed and considered are environmental issues and climate change, defining
what it is to be a green economy or a green business, and understanding the role of retail in
a green economy.

The purpose of this study is to answer the research question, ‘What constitutes green retail
in the South African supermarket sector?’. The aims and objectives are to 1) investigate the
sustainability of the companies green business processes, 2) assess how much the social
component of sustainability is incorporated into business processes, and 3) identify the
existing state of the green retail sector.

2. LITERATURE REVIEW
2.1 Environmental Issues and Climate Change
Anthropogenic impacts on the environment are being increasingly noticed, as natural
resources are diminishing, species of animals and plants are threatened or face extinction,
weather patterns, climate, ecosystem conditions and habitats are changing, and the
environmental quality of life is decreasing. Resources are deteriorating while the demand for
them, the human population, is increasing at an unprecedented rate in history (Botkin and
Keller, 2005). In 1960, 3 billion people walked the Earth, and in 2005 6.3 billion, with
predictions of 10 billion before 2040 (Botkin and Keller, 2005). The Earth is finite in space
and resources, and the human population is currently outgrowing its resource base, where
all anthropogenic activity is interconnected and thus all sectors and systems of society are
affected by such a future prospect.
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Global warming and climate change is attributed to increasing carbon dioxide and global
average temperatures, with other factors, threatening all resources of human systems (food
security, health, socio-economic development, markets and economies), and natural system
services (ecosystems, species and climate) as climate, natural disasters, and resources
become highly variable and altered (Botkin and Keller, 2005; Parry et al., 2007). Clean
water and air, biodiversity and endemic plant and animal species, landscapes and habitats,
natural services, energy, geochemical cycles and processes are not sustainably harvested
or utilised at current rates of anthropogenic demand and consumption. Specifically, natural
resources and services (e.g. natural geochemical cycling of carbon in forests) that are
invaluable environmental systems cannot be replaced or substituted for, once present
consumption exceeds future reserves and creates long-term or permanent consequences.

Old industrial convention and the design and use of many natural resources are being
questioned and revised against the possibility of a new type of industrialism that differs from
that of the Industrial Period in its objectives, philosophies, fundamentals, and processes
(Hawken et al., 1999). This new industrialism is based on natural capital. Natural capital is all
natural resources used by humans (water, air, minerals, trees, soil, et cetera) as well as the
living systems and services of such resources (i.e. ecosystems) (Hawken et al., 1999). At
present, natural capital is deteriorating and decreasing at an unprecedented rate, and as
more people and businesses place increasing demands on living systems and resources,
the limits to prosperity and sustainability become determined by natural capital over
industrial force (Hawken et al., 1999). Sustainability and corporate responsibility have thus
become the most prevalent themes to have emerged in the last decade internationally, as
they offer perspectives on ensuring provisions for future generations particularly with the rise
of social, environmental, and economic inequality and adversity (Petrini and Pozzebon,
2009).

Consequently, companies worldwide have engaged in necessary efforts to integrate
sustainability into business practices (Jones, 2003). Companies have an important role for
efficiency and innovation in market economy and are capable of generating value from
limited resources (Figge and Hahn, 2012). Furthermore, according to Bansal (2002), it is
generally accepted that without corporate support, society will not be capable of
environmental sustainability, as companies represent the productive resources of the
economy. From this perspective, the green business case appears as the obvious response
of private sector companies to environmental challenges and pressures.
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In order to create environmentally sustainable solutions, the contributing factors need to be
identified for effective intervention. The unprecedented human population growth rate of the
twentieth century is considered the underlying environmental problem creating such
demanding interactions, consumption, and use of environmental systems and resources
(Botkin and Keller, 2005). Combined with impacts of technology, environmental impacts are
multiplied, and in an increasingly urban world, focus needs to be placed on the environments
of cities and on the effects of these cities on the surrounding environment.
In order to link climate change to green business solutions, Alcamo (2009) asks what
emissions need to be reduced and from where. As world energy system refineries and
power plants account for approximately 1.25 of every 5 tons of global greenhouse gas
emissions- industry is accountable for 1 of 5 tons, and transport and building account for
another 1 out of the 5 tons (Alcamo, 2009). Combined these sectors account for two-thirds of
all emissions and these are the sectors where green business can impact climate change
through renewable energy, low-carbon industries, energy-efficient buildings, low-carbon
vehicles and the like (Alcamo, 2009). This relationship is considered real and specific in its
capability of lowering climate change risks with every ton of emissions reduced (Alcamo,
2009).
2.2 What is a Green Economy?
With climate change, emission reduction, and environmental issues becoming a central
focus of business plans, businesses around the world have been "going green".

The

concept of a “green economy” is not a replacement for sustainable development, but there is
increasing recognition that achieving sustainability is dependent on the economy. Previous
decades of creating wealth through a 'brown' economy model has not addressed issues of
social marginalisation and resource depletion. Sustainability is still a long-term objective, but
according to the UNEP (2011) greening the economy is a prerequisite of it. A transition to a
green economy requires specific enabling conditions of the background of national
regulations, policies, subsidies and incentives, and international market and legal
infrastructure and trade and aid protocols (UNEP, 2011). At present however, enabling
conditions are still based predominantly on a brown economy which depends on fossil fuel
energy (UNEP, 2011).
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The UNEP (2011) defines a green economy as one that creates improved human well-being
and social equity, while reducing or minimising environmental risk and ecological impacts - a
low carbon, resource-efficient and socially inclusive economy. Specifically, the components
of a green economy should include the creation or investment in: the value, investment, and
restoration of natural capital; poverty alleviation; job creation and social equity enhancement;
the substitution of fossil fuels with renewable energy and low-carbon technologies; the
promotion of enhanced resources and energy efficiency; and more sustainable urban living
and low-carbon mobility. The UNEP specifically emphasises a green economy as a socially centred approach and the elements thereof to address social equity, thereby emphasising
the social importance and responsibility of ‘green’ that might often be neglected or
overlooked (UNEP, 2011). Public and private investments that reduce emissions and
pollution, optimise energy and resource efficiency and use, and prevent biodiversity and
ecosystem service losses, should drive growth in income and employment. Public
expenditure and consumerism, policy reform, and changes to regulation should drive these
investments. Development should protect, enhance, and rehabilitate natural capital and
value it as a vital economic asset and source of public benefit- particularly for marginal
communities who are more dependent on climate and the environment (UNEP, 2011).

Green businesses create a green economy as there are many technologies, work and
business processes, products and services within the different sectors (as specified above)
that can reduce humanity’s environmental impact and create a more sustainable economy.
Achieving long-term sustainability of the environment requires greening the economy
through green business practices (UNEP, 2011). It is important to note that many definitions
of green business exist, but all are said to, at their common core, utilise suitable strategies
for sustainable business to exploit win-win situations that reconcile environmental protection
and financial services (Figge and Hahn, 2012). However, for purposes of this study green
business is defined in line with UNEP principles, as business that supports the generation of
a green economy and therefore founded on improving social well-being and equity while
minimising environmental and ecological impacts through low-carbon, resource-efficient and
socially inclusive measures.

Evidence shows that greening economies does not inhibit the generation of wealth and jobs,
but offers opportunity, in most sectors, for investment and growth (UNEP, 2011). A green
economy conceptually refers to improved human well-being and social equity, and the
protection of future generations from environmental risks and scarcities (UNEP, 2011; Cai et
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al., 2011). For this reason, many developed countries view it as an extremely effective
solution to restore environmental prospects, employment and economic growth (Cai et al.,
2011). For example, Da Graҫa Carvalho et al. (2011) summarized numerous studies to find
that the main elements of a post carbon society (i.e. renewable energy, energy storage and
smart grids) in Europe would create a significant leap in global investment and create
millions of new jobs. However, as mentioned previously, enabling conditions to promote the
transition to a green economy need to be established, and this requires urgent action
(UNEP, 2011). A green economy are assumed to be affordable only by wealthy or
developed countries or an imposition of these countries to restrain developing countries,
where in actual fact, successful examples of greening economies are found in the
developing world (UNEP, 2011). Furthermore, there are a few initiatives underway that
support a transition to a green economy. For example the World Wildlife Fund (WWF) has
various programmes to innovate business and create cleaner economies- programmes that
have specific objectives that are in line with environmental protection. The WWF Climate
Savers Programme is an initiative to ‘Let the Clean Economy Begin’ by targeting
predominantly carbon reduction solutions, in addition to the following: energy efficiency of
products; energy efficiency in processes or facilities; energy-saving products; transport
efficiency; fuel switching to natural gas or increased use of co-generation; conversion to
renewable energy; develop and implement carbon analysis tools for business decisions
(Dickie and Hiller, 2007). Greening an economy is therefore not seen as a limit to growth but
instead a new engine of growth as a net generator of jobs and a strategy for poverty
alleviation (UNEP, 2011).

The UNEP has developed a Green Economy Initiative that is currently underway, with a few
successful examples of projects that are encouraging results of initiatives around the world
(UNEP, 2010). The specific projects are: Renewable Energy in China; Feed-in tariffs in
Kenya; Organic Agriculture in Uganda; Sustainable Urban Planning in Brazil; Rural
Ecological Infrastructure in India; Forest Management in Nepal;

Ecosystem Services in

Ecuador; and Solar Energy in Tunisia (UNEP, 2010). Some of the examples are from
developing countries and emerging economies and show benefits from green investments
and policies that if, scaled up, are said to provide an alternative path of development that
aids growth, employment, and poverty (UNEP, 2010).

Of the benefits of a green economy, some of those that pertain to the retail sector include:
staying ahead of regulation through environmentally conscientious product and process
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design (Burdick, 2010); and creating a competitive advantage as carbon and environmental
footprints will continue to affect supply chains, thereby allowing for green products to have
comparable or lower prices (Branker et al., 2011). According to Guziana (2011) three main
motivations exist: creating a competitive advantage as competition in these sectors
intensifies- the environmental profile of a company will gain more importance and weighting;
the environmental responsibility of activities as environmental impacts are expected to grow
accordingly; and environmental leadership by obliging companies to engage with the
environmental aspects of their activities and production processes.

2.3. What is Green Business?
Green business is an all-encompassing responsibility. It requires greening on all levels of
management, product and process. Those of particular importance are corporate social
responsibility, corporate environmental responsibility, the adoption of natural capitalism, and
the end goal of sustainability.

2.3.1 Corporate Social Responsibility
In order for a green economy to exist, the corporate world needs to take responsibility for the
greening of their companies. Corporate Social Responsibility (CSR) refers to the responsible
behaviour of corporations within society by minimising their negative impacts and
maximising their benefits (Berry and Rondinelli, 2000). However, there have been many
contested definitions of the term (Gladwell, 2000). Although the actual components of CSR
are essentially contested, there has been a recent turning point as the concept of CSR has
become an integral part of organisations (Ciliberti et al., 2009). Hamann (2003), for example,
defines CSR as a phenomenon that goes beyond voluntary business initiatives and market
drivers and is influenced by diverging conceptions of the function of business in sustainable
development.

In spite of the numerous efforts to produce a clear and unbiased definition of CSR, there is
still confusion as to how CSR should be defined. According to Dahlsrud (2008), however,
analysis shows how existing definitions are congruent to a large degree and therefore the
confusion is not so much about how CSR is defined, as to how CSR is socially constructed
in a specific context. Furthermore, according to Marrewijk (2003), conclusions on the various
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definitions of CSR show that based on historical perspectives, philosophical analyses,
impact of changing contexts and situations and practical considerations, a "one solution fits
all"-definition should be abandoned, and that various and more specific definitions that
match the development, awareness and ambition levels of organisations, should be
accepted. However, for purpose of this study, the following definition from the Commission of
the European Communities (2001, p. 7) which is “the voluntary integration, by companies, of
social and environmental concerns in their commercial operations and in their relationships
with interested parties”.

CSR is considered the dominant business framework for policy and strategy in minimising
social and environmental risks and impacts (Dummett, 2008; Vogel, 2005). CSR activities
are voluntary so that environmental efforts are often not verifiable (Das, 2006). In order to
address this, companies carry out individual components or use a combination of selected
initiatives and thereby neglect issues of transparent monitoring mechanisms (Das, 2006).
Therefore the concern is that CSR, in spite of a large amount of initiatives, has no framework
to cover issues of government standards, management systems, codes of conduct,
performance standards and reporting, and assurance standards (Das, 2006). The business
case for CSR and voluntary business initiatives should however, be inclusive in the
extensive impacts of business on society, particularly in discourse and state policymaking
(Hamann, 2003). Additionally, CSR should, in theory, regard private companies as
development agents, particularly in the partnership with government and civil society groups
(Hamann and Acutt, 2003). Partnerships with business can be beneficial to civil society
groups, but positions within these partnerships should be maintained- namely ‘critical
cooperation’ – in which government is said to be able to play an important role in facilitating
effective partnerships (Hamann and Acutt, 2003).

Hamann (2009), argues that South Africa’s history has implications for CSR whereby the
apartheid era led to the abuse of human rights by businesses as well as it having given rise
to voluntary initiatives to contribute to social development and governmental policy changes.
The historical progression of CSR in the country has developed from the emphasis of
corporate social investment, specifically philanthropic initiatives in health and education, to
one of an integrated approach prioritising sustainable development and linked to
collaborative governance initiatives and partnerships (Hamann, 2009). Furthermore, of the
emerging market-based drivers, Black Economic Empowerment (BEE) policies form part of
the key role played by government in CSR developments (Hamann, 2009).

However,
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government should also function to raise social standards in business practices, as
legislative pressures are a primary cause for changes in company strategy and management
though they may be complemented by market-driven incentives – particularly resultant of
national governmental focus on extending economy access (Hamann, 2003).

As the

intervention of the state and the voluntarism of business are both linked to this, CSR may be
defined and determined by the interplay of both of these (Hamann, 2003). Both business and
new governance tools (e.g. multi-stakeholder negotiation) are capable of contributing to the
development of an effective government that directs CSR for social and business
sustainability (Hamann, 2003). Locally, CSR is based on a need to improve social
engagement and local development, where the future potential of CSR lies in the collective
negotiated support for stronger government (Hamann, 2003).

Furthermore, Hamann (2009) states that CSR within South Africa cannot be defined as
easily as voluntary initiatives as in Europe, for example, and there are no set distinctions
between voluntary business actions and interventions led by the state. Although CSR-related
performance assessments and rankings have a role, they often use a superficial perspective
on the interactions between companies and their socio-economic and natural environment
(Hamann, 2009). For this reason, more context-specific assessments are needed to
consider all components and dynamics of local sustainable development (Hamann, 2009).
According to Fig (2005), CSR has been abandoned by most firms in South Africa, for the
term Corporate Social Investment to detract attention from calls on business to redress the
results of the apartheid systems contributions, past corporate behaviour, and mask any
continuing inequalities and unsustainable practices. Business has been claimed to have
responded weakly to pressures for CSR and voluntary initiatives have not succeeded, and
BEE compliance and environmental standards have to be legislated and regulated (Fig,
2005). Unless companies re-evaluate their legacies with more honesty, CSR contributions
may be regarded as cosmetic and self-serving (Fig, 2005).

Although environmental responsibility has high priority as a dimension of CSR, there are
weaknesses with the management of environmental risks as emphasis is often placed on
labour standards with environmental management receiving less attention (Vogel, 2005).
The most serious weaknesses in CSR are seen in developing countries, as far fewer
industry and company codes govern environmental practices than labour standards (Vogel,
2005). Despite how environmental problems may be more severe in developing countries,
far fewer voluntary corporate programs exist for environmental protection and minimised
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impacts (Vogel, 2005). Developed countries offer more extensive legislation which in turn
determines environmental business practices (Vogel, 2005). Furthermore, CSR is perceived
by some to be a form of ‘green-washing’ by corporate industries, as many companies that
emphasise their responsible citizen credentials are often caught breaching their standardsparticularly within their developing country operations (Bruno and Karliner, 2002; Beder,
1997).

According to Hamann and Kapelus (2004), at a practical level the key demand of CSR critics
is that for CSR to be anything other than green-wash, it has to guarantee that companies are
accountable for the direct and indirect impacts of their activities. Not many companies
participate in this standard. There are however, a few leadership companies that view CSR
as more than a collection of discrete practices or initiatives motivated by marketing, public
relations or other business benefits (Das, 2006). Rather, their efforts are viewed as a
comprehensive set of policies, practices and programs that have been fully- integrated into
business operations, and decision-making processes that are supported by top management
(Das, 2006).

2.3.2 Corporate Environmental Responsibility
Not only must corporations act in a socially responsible manner to accomplish a green
business, they must also act in an environmentally responsible manner. Corporate
Environmental Responsibility (CER) is a concept linking environmental and business ethics,
whereby it is argued that CSR should be consistent with sustainable economics for
sustainable development (DesJardins, 1998). CER should account for all environmental and
ecological issues affected by business decisions so as to minimise negative impacts, in
addition to it influencing business policy (DesJardins, 1998). The concept is aimed at
addressing the limitations of business in environmental considerations, and the
shortcomings of environmental science in business applications (DesJardins, 1998). This is
considered particularly relevant as economics and environmental fields become more
integrated. A significant percentage of the global population live below a minimal level of
subsistence, with only a small portion of the population living in industrialised countries. In
order for these groups to meet the living standard, significant economic activity is needed
over the next few decades (DesJardins, 1998). Coupled with estimates of a doubling of the
world’s population in the next fifty years, securing provisions for the demands of future
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populations necessitate the recognition that the only source for this economic activity will be
natural resources (DesJardins, 1998).

The three standard factors of production (natural resources, capital, and labour) are all
derivations of the planet’s productive capacity so that raw materials, food, and energy are
the fundamental elements of all economic activity (DesJardins, 1998). The three factors of
global poverty(a rapidly increasing human population, limited resources, and a stressed
and threatened environment) will require significant economic activity to accomplish
alleviation, yet economic growth itself has led to the current state of such environmental
deterioration (DesJardins, 1998). According to DesJardins (1998), responsible business
activity of firms and industries are society’s tools for achieving ethical and social goals in a
market-driven economy (DesJardins, 1998).

The role of private sector is changing from being a contributor to environmental degradation,
to one of increasingly becoming an active partner in environmental protection (Das, 2006).
Many governments and businesses are acknowledging that economic growth and the
protection of the environment and natural resources are not necessarily in conflict with one
another (Das, 2006). The trend of proactive environmental management is becoming
increasingly accelerated by pressure on companies by the government to ensure
environmental quality (Berry and Rondinelli, 1998). Government regulations are more rigid
and strict, legal liabilities for environmental degradation are becoming increasingly severe,
and green consumer pressures are increasing (Berry and Rondinelli, 1998). Moreover, of the
benefits of environmental responsibility in business decisions, there is increasing evidence of
firms adopting proactive environmental strategies in order to become more efficient and
competitive (Berry and Rondinelli, 1998).

2.3.3 Natural Capitalism
In spite of businesses being lethargic about social and environmental responsibility, many
companies have taken corporate responsibility on board. This has brought about a new
business driver called natural capitalism. Natural capitalism is a new type of industrialism,
the fundamental assumptions of which are based on a different mind-set and values to
conventional capitalism. In this model, the environment sustains and provides for the entire
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economy so that the availability and functionality of natural capital (particularly life-supporting
services) is the limiting factor to future economic development (Hawken et al., 1999).

Poorly designed business systems, population growth, and wasteful consumption primarily
cause the loss of natural capital and addressing these is necessary in order to create a
sustainable economy (Hawken et al., 1999). Future economic progress will rely on placing
value on all forms of capital (human or social, manufactured, financial, and natural) and
radical increases in resource productivity will create significant benefits (Hawken et al.,
1999). Improvements to quality and the flow of services will secure human welfare, and
economic and environmental sustainability requires redressing global inequities of social
income and material consumption (Hawken et al., 1999).

Natural capitalism has several strategies that are applicable to retail: radical resource
productivity; creating a service and flow economy (a shift in value from the acquisition of
goods to one of quality and utility); and investing in natural capital (reinvestments in
restoring, sustaining, and expanding natural capital resources). These all have the potential
to generate multiple benefits and opportunities including the reduction of negative
environmental impacts, the creation of economic growth, and alleviation of poverty through
the creation of jobs (Hawken et al., 1999). An approach of natural capitalism is seen as a
necessary opportunity to radically use less resources, materials and energy and promote
sustainability for the purposes of supporting economic efficiency, ecological conservation,
and social equity (Hawken et al., 1999).

2.3.4 Sustainability
An important aspect of Natural Capitalism is sustainability. Sustainability is a concept
defined as a characteristic or state whereby the needs and requirements of the present and
local population can be met without compromise to the ability of future generations or
populations in other locations to meet their needs (UNEP, 2011). Sustainability is the
management of natural resources and the environment with the objectives of allowing for
resource use to remain at or above a level (carrying capacity) while the ecosystem retains its
function and structure (Botkin and Keller, 2005). The sustainable development of a society is
the ability to develop an economy and social institutions while maintaining its environment
and resources indefinitely (Botkin and Keller, 2005). A sustainable economy is thus defined
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as an economy that maintains its level of activities over time in spite of environmental
resource use (Botkin and Keller, 2005).

Sustainability and the promotion of the concept of natural capital are emerging marketdrivers that are becoming increasingly influential with major implications for corporate
strategy in both the financial and energy sectors (Leggett, 1996). Effective environmental
strategy, principles of natural capitalism, and sustainable business development practices
will become more fundamental in core business processes as financial markets will become
affected by climate change, limited resources, and a degradation of the environment and its
living systems.

Focusing on long-term strategy and core principles of sustainability and natural capitalism
has the potential to create multiple benefits, increased and optimised productivity and
efficiency of resources, long-term security and provisions of these resources, and other cobeneficial environmental consequences and effects (Hawken et al., 1999). Sustainability has
principles applicable to many disciplines, as the principles are holistic and are aimed at
including all components of a process or system when analysed. Sustainability has been
found to be applicable in the structure of businesses and economies and has resulted in
sustainability and CSR becoming the most prevalent themes to have emerged in the last
decade internationally (Petrini and Pozzebon, 2009). Both offer long-term perspectives on
requirements for ensuring provisions for needs without compromising those of future
generations – particularly as social, environmental, and economic inequalities and
adversities are increasing (Petrini and Pozzebon, 2009). Consequently, companies
worldwide have engaged in necessary efforts to integrate sustainability into business
practices (Jones, 2003). A sustainable company is thus defined as one that contributes to
sustainable

development

through

economic,

social

and

environmental

benefits

simultaneously – the so-called "triple bottom line" (Elkington, 1998).

The evolution of sustainability includes the development of principles, certifications, and
norms for global guidance and strategy (Petrini and Pozzebon, 2009). More prominent
examples include the Millennium Development Goals and Agenda 21 (global pacts with
socially responsible and sustainable business directed actions) (Petrini and Pozzebon,
2009). ISO 14001 and SA 8000, 2 are norms and certifications for processes and provide
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monitoring tools for sustainability (Petrini and Pozzebon, 2009). The Global Report Initiative
began as project information templates with benefits and social actions for sustainability
transparency (Petrini and Pozzebon, 2009). Indexes, such as the Dow Jones Sustainability
Indexes, valorise to seek balance between financial performance and socially and
environmentally concerned business practices, in addition to tracking their performance to
provide for benchmarks in managing sustainability portfolios (Petrini and Pozzebon, 2009).
Sustainability is thus an important corporate strategy with an increasing global collaboration
of firms in their attempts to determine and monitor social and environmental operational
impacts (Neto and Froes, 2001; Zadek, 2005; Petrini and Pozzebon, 2009).

Although sustainability is a goal of development and environmental management, the term
itself has been used in numerous disciplines and in a variety of contexts, from the concept of
maximum sustainable yield in forestry and fisheries management to the concept of a
sustainable economy and society (Brown et al., 1987). According to Brown et al., (1987) the
meaning is dependent on the context in which it is applied and on whether used in a social,
economic, or ecological perspective, as it may be defined broadly or narrowly and in terms of
temporal and spatial scale (Brown et al., 1987). For this reason, there should be context to
its definition to make it useful, and although conceptualisations of sustainability may differ in
societies, the concept of indefinite global human survival requires basic support systems
maintained by a healthy environment and stable human population (Brown et al., 1987).
Moreover, a clear understanding of global sustainability and the development of indicators of
the state of basic support systems would allow for a useful framework in policy (Brown et al.,
1987).

2.4 Corporate and public responses to green efforts
All of these concepts (CSR, CER, natural capitalism, and sustainability) add up to a relatively
new, but rather vague business ideal: being green. Analogously, as with the definition of
sustainability, the term ‘green’ has many discussed meanings and definitions (Dangelico and
Pontrandolfo, 2010). McDonagh and Prothero (1996) specifically identify several dimensions
of the term ‘green’: ecologically-affected, political, corporate social responsiveness, fair
trade, conservation, non-profit, new-consumerism, sustainability, and equality. Each concept
is vast and focused on different elements and aspects, thereby creating confusion and
providing unclear specifications and requirements for companies willing to become green
(Dangelico and Pontrandolfo, 2010).
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Company initiatives with objectives to reduce environmental impacts, at levels beyond
compliance and regulation, are categorised under an umbrella of concepts including
‘environmental

management’,

‘greening

of

industry’,

‘ecological

or

environmental

responsibility’, ‘environmental stewardship’, ‘industrial ecology’, ‘sustainable production’,
‘clean or cleaner production or technology’, ‘CSR’, ‘eco- or environmental innovations’,
‘ecopreneurship’ and ‘sustainability entrepreneurs’ (Guziana, 2011). ‘Greenness’ and to ‘be
green’ is an overall term for being more environmentally friendly – applicable across the
board in business, products, and lifestyle (Guziana, 2011). According to Walley and Taylor
(2002) however, when used in a sustainability context, greening refers to turning focus
towards ecological sustainability. However, as discussed previously, a green economy is
defined by the UNEP as one that necessitates fundamental focus to be placed on social
issues in addition to environmental and ecological ones. It is thus evident that the definition
of greening business and what it means is apparently unclear (Guziana, 2011), and this lack
of fundamental understanding has led to imprecise terms in the degrees of what constitutes
a green business or what is a genuine green business(Shrivastava, 1995).

Even between industries and sectors, the definitions of green business vary due to the
different components and business processes of a sector. In Information Technology (IT),
green IT is defined by Molla (2008, p. 757) as “A systematic application of ecologicalsustainability criteria (such as pollution prevention, product stewardship, use of clean
technologies) to the design,
infrastructure, as well

production, sourcing, use and disposal of the IT technical

as within the human and managerial components of the IT

infrastructure, in order to reduce IT, business process and supply-chain related emissions,
waste and

water use; improved energy efficiency and generate Green economic rent.”

Molla’s definition clearly illustrates that green IT considers a holistic approach for its
implementation. In practice however, major contributions of IT to sustainability have centred
on reducing carbon footprints via reductions in energy consumption of companies’ technical
IT infrastructure thereby highlighting how green business in one sector may predominantly
only address one aspect or process in greening business compared to another sector.

‘It isn’t easy being green’ is a Kermit the Frog (from ‘’the Muppet Show’’) one-liner that is
being co-opted by business writers in their description of the challenges involved in
achieving and maintaining green business practice for consumers and corporations (Amine,
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2003). Disillusionment exists as these different definitions of ‘green’ require different
components for inclusion, for example Zimmer et al.,’s (2004) waste, wildlife, biosphere,
population, health, energy, awareness, and environmental technology. Likewise in business
processes, there are different components applicable in one sector more than another.
Concerns about the response of corporations to these concerns have equally grown over the
last two decades over companies making empty, questionable claims of green practices
(Amine and Arnold, 1999). Green-washing is a term used to describe the act of misleading
consumers in the environmental and green practices and benefits of a company, product, or
service (The Green Business Guide, 2010). Some green initiatives are even used as a
camouflage for environmental abuse (Westra, 1995; Schorsch, 1990). Green business
practices are often not adopted, however, due to concerns of increased costs and reduced
operational flexibility (Chau, 1990). Furthermore, there is consumer dismay and a
recognition that environmental problems are more complex and require more than individual
efforts of typical ‘4R’ advice to redesign, reduce, reuse, and recycle (Amine, 2003). In spite
of this, there are no set criteria across the board for what constitutes green business practice
in South Africa. According to Amine (2003), greening should be a collaborative effort by
corporations, governments, activist organisations, consumers, and individuals as sporadic
efforts have limited geographical impact in their opportunity to resolve national green
challenges.

A big part of the green movement has been driven by the consumer. Green business and
marketing has been driven by the 1970’s Green Movement, environmental and social
pressures (Lampe and Gazda, 1995). Social concerns and pressures ultimately created
effective forces for the environment including green political power and consumerism in
conjunction with pressures from investors and employees (including management) having
catalysed green business (Lampe and Gazda, 1995).

Research shows that society is

concerned with the environmental impacts of products they purchase (Schorsch, 1990) and
that a company’s environmental reputation determines purchases (Kirkpatrick, 1990).
Therefore a definite relationship exists of environmental concerns influencing consumerism
and thus consumers have the ability to pose social pressures on companies to improve
environmental performance; retail can be considered an indirect mechanism for greening
industry and a component of creating a green economy.
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2.5 South Africa’s developing Green Economy
2.5.1 Sustainable and green initiatives
Although a developing country, South Africa is the 12th biggest greenhouse gas emitter
globally and the largest on the continent (Greenpeace Africa, 2011), and it is acknowledged
by government that should climate change fail to be mitigated it could potentially undo
advances in South Africa’s development goals and Millennium Development Goals (GCX,
2011). One of the key strategies is prioritising mitigation in the energy, transport, and
industrial sectors – the largest contributors of emissions, specifically by stimulating new or
more efficient industrial activities (GCX, 2011). Other strategies include: including climate
change response into all planning; incentives and disincentives (e.g. carbon tax), regulation
and measures to behaviourally encourage transition to a low carbon society and economy
(GCX, 2011). Trade measures from developed countries could apply to the trade of high
carbon goods, and thus sectors will be given time and support to change to lower carbon
production (GCX, 2011).

In South Africa, the Johannesburg Stock Exchange (JSE) – listed companies are required to
produce an integrated report for all inclusive details of a company by including social,
environmental, and economic performance in conjunction with financial performance
(SAICA, 2008). There are however, no set standards on integrated reporting, which has led
to the formation of the Integrated Reporting Committee (IRC) with the aim to provide
guidelines on good practice in integrated reporting (SAICA, 2008). The IRC will collaborate
with the International Integrated Reporting Committee (IIRC), which in itself is an
international collaboration of organisations including IFAC (International Federation of
Accountants), the Global Reporting Initiative (GRI), and The Prince’s Accounting for
Sustainability Project (SAICA, 2008).

The JSE’s Socially Responsible Investment (SRI) Index for sustainability performance is a
driver for increased attention to sustainable investment into the South African market (JSE,
2011). The Index recognises listed companies that incorporate sustainability principles into
business practices and serve as a tool for investors to assess this, thereby promoting
sustainable business practices in South Africa (JSE, 2011).
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Further adoption of green principles is evident on a national level in the New Growth Path
government policy (IDC, 2010). Along with key drivers in the policy, specific focus is placed
on sectors in order to generate an inclusive green economy (IDC, 2010). A green economy
in the policy is targeted at a potential 300 000 in direct jobs by 2020 to over 400 000 by 2030
(South African Government, 2011). The policy’s main changes are energy efficiency support
and renewable energy use with strategies to encourage domestic production of inputs (e.g.
solar water heaters initially) (South African Government, 2011). Core actions are geared
towards renewable energy generation; development of green industrial measures;
reductions in building energy and waste; social support in greening the economy; targeted
skills development; driving environmental programmes (includes recycling and community
cleaning);

policy to support green technologies for households and enterprises (South

African Government, 2011).

In May 2010, a Green Economy Summit was held by the South African government to
formulate a Green Economy Plan that was aimed at building on its National Strategic Plan,
National Framework for Sustainable Development, and other national strategies (UNEP,
2011). The country’s 2010 budget emphasised that Green Economy initiatives create
opportunities for enterprise development, job creation and commercial and residential
environments (UNEP 2011).

In 2011, the National Climate Change Response Green Paper was released with the
following business-related objectives: 34% reductions in greenhouse gases by 2020 and
42% by 2025; the use of incentives and disincentives (e.g. a carbon tax) for a transition to a
low carbon economy and society; time-based action plans for commerce and manufacturing
industries that will be measured, reported, and verified; mandatory greenhouse gas
emissions annual submissions, by significant perpetrators, to the National Atmospheric
Emission Inventory by 2012; energy efficiency and electricity demand management schemes
and initiatives (GCX, 2011).

As shown in the evidence above, green business in South Africa is becoming more accepted
and coordinated. In 2010, of the 100 top companies on the JSE 94% of 74 companies were
considered ‘green’ for the voluntary submission of carbon emissions reports to the Carbon
Disclosure Project (CDP) (The Green Business Guide, 2010). Questionnaires to 4 500
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corporations in 2010 were sent that requested information on emissions, potential climate
related risks and opportunities, and management strategies (The Green Business Guide,
2010). CDP is a global project supported by 534 institutional investors with trillions of US
dollars in assets management (The Green Business Guide, 2010). A similar initiative run by
the Green Building Council of South Africa (GBCSA) has a Green Star SA certification as a
best practice requirement and guideline scheme for public and private sector buildings
(CIBD, 2011). Clients are encouraged or required (if mandatory) to renovate, design, or
construct according to the rating tools for certification of a green building (CIBD, 2011). At
present, rating tools for an Office, Retail Centre, and Multi Unit Residential (Pilot Stage) exist
(The Green Building Council of South Africa, 2011). The objectives of the rating tools are to
establish a standard for green building, promote whole-building design, increase green
building benefit awareness, recognise environmental leadership and reduce developmental
environmental impacts within a number categories (The Green Building Council of South
Africa, 2008). The nine categories of which are Management, Indoor Environment Quality,
Energy, Transport, Water, Materials, Land Use & Ecology, Emissions, and Innovation (The
Green Building Council of South Africa, 2008).

2.5.2 Green Business Sectors in South Africa
Many business sectors within South Africa are becoming green. The automotive component
sector at a recent conference focused its aim of the global green economy on automotive
component

manufacturing

(MediaClubSouthAfrica.com,

2011).

Manufacturers

were

encouraged to diversity as components manufactured for vehicles can also be used in the
renewable energy sector, as they were informed they needed to prepare themselves for
change (MediaClubSouthAfrica.com, 2011). It is understood that greening of the industry
needs to occur, and keep up with international pace, in order to ensure business for
example;

Mercedes-Benz

South

Africa

is

an

exporter

to

the

United

States

(MediaClubSouthAfrica.com, 2011). In order to also not rely on international technologies,
investment in skills and technology was encouraged (MediaClubSouthAfrica.com, 2011).
The component industry is potentially at risk of being left behind as imported complex
manufacturing processes would take over (MediaClubSouthAfrica.com, 2011). In addition to
the development of green cars, new models and technologies on original models will also
develop to meet requirements and maintain production (MediaClubSouthAfrica.com, 2011).
Greening of the sector is acknowledged to bring opportunity for growth and competition
nationally and internationally (MediaClubSouthAfrica.com, 2011).
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As previously mentioned, the Built Environment Sector is becoming more green through the
hard work of the Green Building Council of South Africa (GBCSA); an independent, nonprofit, membership-based organisation of leaders from all sectors of the commercial property
industry (GBCSA, 2011). The GBSCA is a full member of the World Green Building Council
and is the official certification body of buildings under a Green Star Rating System for South
Africa (GBCSA, 2011). The organisation aims to ensure environmentally sustainable green
practices and buildings in the sector through National Standards and Building Regulations,
e.g. (SANS) 10400- XA, with specific requirements (GBCSA, 2011). This is being further
supported by other rebate schemes, e.g. Eskom’s Heat Pump Rebate scheme (SESSA,
2011).

In the Energy Sector, South Africa needs renewable energy to meet demands and to
diversify its energy sources (energy mix) in order to increase clean energy production to 42
percent, by 2030 as planned for in the country’s Integrated Resource Plan for energy
resource provisions (AfDB, 2011). This sector is becomingly increasingly green after a
recent USD 365 million financial package from the African Development Bank (AfDB) (AfDB,
2011). This project is aimed at supporting national electricity through renewable energy
projects in the country along with a transfer of knowledge to local experts (AfDB, 2011). In
2010, Eskom emitted roughly 224.7 million tons of CO2, with approximately 90 percent of
electrical energy produced in 2010 from fossil fuels, thereby making the economy one of the
more carbon intensive globally (AfDB, 2011).

Within the Information, Communication and Technology (ICT) sector in South Africa,
becoming green is inevitable as energy demands increase and overall plans of energy
conservation, efficiency, and renewable generation necessitate that technology adapts and
solves environmental resource use and waste generation accordingly. The Information
Technology Association of South Africa (ITA), along with industry partners and organisations
endeavour to guide industry to address environmental and electronic waste (e-waste)
problems in South Africa (ITA, 2011).

Outside of specific business sectors, there are many organisation with the goal of assisting
companies to meet the green demands. Cleaner Production in South Africa, is led by the
National Cleaner Production Centre of South Africa (NCPC- SA) launched at the World
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Summit for Sustainable Development in 2002, and is a collaboration program between the
South African Department of Trade and Industry (DTI) and the Swiss and Austrian
governments (NCPC, 2008). The Centre is implementing projects to support a sustainable
competitive green industry and serves as the DTI’s key environmental programme
(Odendaal, 2011). Through Cleaner Production techniques the Centre aims to create
competition and productivity nationally, with preventative techniques and measures for
processes, services, and products aimed at minimising or eliminating waste and pollution
production, resource optimisation and efficiency (Odendaal, 2011). In all the objectives of the
NCPC-SA, it is aimed at creating sustainable value chains (Odendaal, 2011).

There has been huge pressure for the retail sector to join the green economy. The entry of
international players into the market has helped retailers gain entry into the green economy
(PWC, 2012). For many South African retailers, major investments are being made in their
supply chains, such as centralised distribution and more advanced IT systems, for purposes
of greater efficiency and increased pressures and competition (PWC, 2012). In this regard,
there are a few green retail initiatives underway, aimed at reducing the environmental
impacts of the retail industry (POPAI, 2011 (b)). Some of these have consequently led to a
few of the South African retailers having received awards for social and/or green business
practices.

2.6 The Role of Green Retail in a Green Economy
Retail plays a fundamental role in a Green Economy, particularly in the development and
transition to one as the component in the supply chain that links consumerism, the
consumption and demands on resources, with industry and green sustainable products,
services, and processes. It also allows for sustainability in a green value chain, as retailers
are decision-makers in the products in which they choose to offer for consumption, and can
thus choose credible, verified green products and services for their consumers and
ultimately influence consumption. According to McDonagh and Prothero (1996), newconsumerism is a specific dimension of green along with the other components of what
constitutes green (conservation sustainability, corporate social responsiveness etc.), and as
mentioned previously public expenditure and consumerism should drive public and private
investments for a green economy. The relationship therefore does exist between
environmental impact and consumerism so that consumers can apply social pressures on
companies to improve their sustainable performance and this can be used conversely so
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that retail may be seen as an indirect mechanism able to change consumer behaviour in
favour of greening industry and the economy.

Retailers are seen as an essential component of the distribution process for green products
as they sell to the consumers, and share the responsibility of claims made by green product
manufacturers (Lampe and Gazda, 1995). Retailers are thus able to assist in verifying such
claims as an aid to consumers (Supermarket News, 1992). Additionally, the retail sector has
the potential to create significant change in society like no other industry, because retail is
possibly the biggest source or purveyor of culture (Evans and Denney, 2009). Retailers are
capable of defining environmental purchasing requirements, educating consumers at store
level, and controlling goods and services offered to consumers, thus making this sector
capable of influencing behaviour and consumption (Evans and Denney, 2009). Retail is the
most extensive network in society, as they communicate through the cultural channels of
internet, television, newspapers, social media, magazines, radio, shop windows and word-ofmouth (Evans and Denney, 2009). It is thus evident that the retail sector can play a pivotal
role in the transformation of our communities and in the creation of a sustainable and green
economy (Evans and Denney, 2009). Furthermore, retail can be utilised as a valuable
indicator of the environmental performance or state of retail, in addition to indicating the
progress of retail to more sustainable, green practices and the environmental demand or
pressure of communities.

As existing industrialism uses high-quality natural capital or resources from nature (woods,
minerals, etc), most products become waste so that the flow of materials increase and
landfills continue to grow (Hawken et al., 1999). According to Hawken et al., (1999), of the
solutions that exist in addressing this, one includes increasing the productivity of existing
waste. Retail and consumerism has the potential to enforce the use of more biodegradable
and environmental materials, selecting for products designed for the environment, and in
possession of an eco-label or green-label on products. Retailers have the opportunity to
educate, publicly disclose, and make consumers responsible for the environmental
resources used and created in the production of a product (Hawken et al., 1999).

According to the UNEP Division of Technology, Industry and Economics, the retail industry is
able to influence producers, suppliers, consumers and address internal operations (UNEP
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DTIE, 2002). The retail sector can change society unlike any other industry due to its broad
reach globally and in consumerism as retailers communicate consumer demand upstream to
suppliers and deliver products and services downstream to customers (UNEP, 2007(b)). As
an international business, retail connects producers and manufacturers in separate
continents (UNEP, 2007(b)). Within the supply chain, retailers can define environmental
purchasing requirements (UNEP, 2007(b)). At store levels they are able to educate
consumers on sustainability and environmental issues (UNEP, 2007(b)). Retailers control
goods and services offered to consumers and thus influence global behaviour and
consumption (UNEP, 2007(b)). For sustainable consumption, the retail industry is important
for the two principal reasons: the main link between the consumer and the producer; and for
changing current behaviour to sustainable behaviour by improving the market for sustainable
products and increasing responsible use of products (UNEP, 2007(a)).
Within a green economy, Burdick (2010) states that staying ahead of regulation through
environmentally conscientious product and process design is particularly applicable in the
retail sector. A competitive advantage will be created as carbon and environmental footprints
will continue to affect supply chains thereby allowing for green products to have comparable
or lower prices (Branker et al., 2011). Three main motivations and advantages are: creating
a competitive advantage as competition in these sectors intensify so that the environmental
profile of a company will gain more importance and weighting; the environmental
responsibility of activities as environmental impacts are expected to grow accordingly; and
environmental leadership is promoted by obliging companies to engage with the
environmental aspects of their activities and production processes (Guziana, 2011).

2.6.1 The Retail Sector in South Africa
In Africa, the retail sector is dominated by the South African industry (UNEP DTIE, 2003).
Within retail, supermarkets are the ‘everyday’ stores with the highest patronage, and hence
must be considered to have the most potential for effective intervention in green retail and
consumerism. Supermarkets are defined as those stores that sell a range of food and
grocery products, with some selling a larger variety of products e.g., clothing etc.
South Africa has an expanding retail market with modern infrastructure supporting the
relatively efficient distribution of goods to urban centres, townships and rural areas
nationwide and within Southern Africa (GAIN, 2011). Since the end of 1994, and apartheid,
there has been rapid growth in the food retail sector (GAIN, 2011). In spite of the global
recession, South African retail sales grew by approximately five percent in 2009 (GAIN,
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2011). Convenience has driven the growth is sales, as convenience stores, food court
vendors, and street stalls/ kiosks have increased in sales (GAIN, 2011). This growing
demand for convenience has resulted in the expansion of the supermarket retail sector and
according to GAIN (2011), has presented U.S food producers with opportunities. The food
and beverage market is becoming increasingly sophisticated, particularly in the supplying of
local and imported products (GAIN, 2011). Retail outlets also offer the full spectrum of
formats available, with a range of retail outlets including convenience drugstores (called
cafés), small general-dealers, specialty stores handling a single product line (for example,
clothing, electronics, furniture), exclusive boutiques, chain stores (groceries, clothing,
toiletries, household goods), department stores, cash and carry wholesale-retail outlets, and
co-operative stores serving rural areas (GAIN, 2011). Approximately 90 percent of
inventories of consumer-ready products in these different stores are sourced locally (GAIN,
2011). According to GAIN (2011), the evolution of hypermarkets, or supermarkets (as
termed locally), in South Africa, has been referred to as a phenomenon, selling large
quantities of almost all consumer goods on a self-serve basis. These are located in
suburban shopping centres and malls, and have placed pricing pressures on local retailers
by purchasing directly from manufacturers and bypassing the wholesaler, typically with lower
margins and higher turnover (GAIN, 2011). Retail chains also use their in-house import
departments or third party distributors/importers to facilitate the purchase and delivery of
imported goods (GAIN, 2011).

Retailers establish their own specific appeal as some target a particular shopper segment,
such as upper-income groups (GAIN, 2011). Others however, are said to compete more so
on price and a “shopping experience” (GAIN, 2011). Furthermore, these retail groups have
significant bargaining power as they are able to dictate their buying terms to suppliers who
are expected to deliver products to central depots or warehouses, where products are then
distributed to supermarkets and retail outlet stores using their own transportation trucking
system (GAIN, 2011). Some companies are favourable in township areas, whereas others
are stronger in the smaller “up-market” segments (GAIN, 2011). Major supermarkets retail
chains have a presence in both urban and rural areas and continue to open new stores, with
most selling their own-label products as well as manufacturer’s brands (GAIN, 2011). The
retail industry prefers to buy directly from local manufacturers, and for imported products
they may deal directly with oversees manufacturers as an import agent or a distributor such
as a ‘middleman’ can add up to 30 percent to the cost of the product, resulting in lower
margins for the supermarket (GAIN, 2011). Retail supermarket chains predominantly
maintain their own distribution systems, by using modern warehouses to allocate goods to
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supermarket branches (GAIN, 2011). They also convert or revamp their less successful
store brands to a more targeted consumer base to boost sales (GAIN, 2011). Supermarket
chains are also buying back their franchised outlets to improve quality control (GAIN, 2011).
Supermarkets recognise the growing demand for prepared food, and compete with
convenience stores or quick service stores in addition to having increased fresh, prepared
foods, and ready-to-eat meals (GAIN, 2011).

Food retailers in South Africa range from highly sophisticated supermarkets to street corner
stalls. Previously, townships were unserved by large-scale food retailers, which created the
growth of informal market retailers who catered to the needs of the residents via
independent grocery stores such as cafes, general dealer stores and informal South African
retail concepts (tuck shops, shebeens, taverns and spazas) including hawkers (street
vendors), kiosks, take-aways and fast foods (GAIN, 2011). At the end of the apartheid era,
major retailers expanded their stores to these townships (GAIN, 2011). The spaza shop was
seen as the beginning of a new form of township convenience retailing because it was
convenient and close to consumers with extended trading hours. These were usually run by
informal traders. Informal traders are generally defined as retailers that are not registered
for Value Added Tax (VAT) (GAIN, 2011). The informal retail market is an important channel
of goods to customers; however, this sector may have peaked as more formal shopping
centres are being developed in previously disadvantaged areas and townships (GAIN,
2011). According to PWC (2012), to secure future growth, these retailers are encroaching
into the country’s large informal food trade, from street hawkers through to spaza in
townships and informal settlements. More stores are conveniently trading seven days a
week (GAIN, 2011). Moreover, the major retailers and consumer goods companies have
started to expand into the rest of Africa, along with continuous efforts to expand locally
(PWC, 2012).

The rise of supermarkets in South Africa has occurred over the past decade as the
dismantling of the state-supported marketing boards led to significant reductions in the
farmers’ collective bargaining powers, in addition to foreign competition as domestic markets
opened to imports (Kirsten and Abdulrahman, 2009). Major supermarket chains’ market
share increased drastically as the share of small retailers decreased (Kirsten and
Abdulrahman, 2009). Retail supermarket chains now control an ever-increasing market
share of the food retail sector. This has led to farmers and food processors becoming more
concerned with the competitiveness of the food marketing chain (Kirsten and Abdulrahman,
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2009). Although market share is a good indication of possible market power, it does not
provide full insight into market dynamics and thus recommended to be used with other
methods and study for market conduct at the various levels of the supply chain (Kirsten and
Abdulrahman, 2009). In addition to this, it is questioned as to whether the increasing market
share of the large supermarkets creates barriers to entry by smaller chains or retailers
(Kirsten and Abdulrahman, 2009). In a competitive environment where retailers want to
maintain or increase their customers and market share, it is expected that in light of
competition they may have to achieve competitive prices while still meeting consumer
demands- including those of green and environmental issue and pressure.

With an entry of a global leader into the market, local retailers have to be efficient and
effective in order to maintain competition (PWC, 2012). Nevertheless, few experts are
forecasting merger and acquisition from foreign entrants as few major international food
retailers appear to be quickly entering the African market, while fashion brands and other
retailers are likely to expand organically, rather than via acquisition (PWC, 2012). According
to PWC (2012) however, given the limited availability of free retail space, this growth will
necessarily happen gradually. In spite of this, green retail in South Africa is looking to
implement Best Practices internationally, some of which involve collaborations with
organisations abroad for effective action in greening retail. For example, UN and other
initiatives (e.g. the GBCSA’s Retail and Shopping Centre Rating Tool) are in place.
Specifically, the not-for-profit global association for marketing at retail, Point of Purchase
Advertising International (POPAI) in South Africa has developed a Green Project Initiative
that aims to lead the industry to a position of effective self regulation for sustainability
improvements by addressing the areas of design, plant and premises, materials and
processes, supply chain and logistics with self-set key performance indicators (POPAI,
2011(a)). The project is aimed at reducing the environmental impacts of Point of Purchase
across the retail industry as a collaboration with members of the Association (e.g. Edcon,
Company E) (POPAI, 2011 (b)).

Since the late 1990s, the number of supermarket stores in South Africa has increased
steadily due to the basis that effective management and procurement systems create
benefits of relatively low food prices (Weatherspoon and Reardon, 2003; Haese and Van
Huylenbroeck, 2005). Even in poor rural communities, the majority of households buy food
items from supermarkets rather than from local shops or farmers due to lower food prices
and variety (for those with higher income) (Haese and Van Huylenbroeck, 2005). Although
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supermarkets offer food security and improved livelihood development for communities, they
are strong competitors for local shops and farmers and it is argued that local growers should
have access to supermarket procurement systems (Haese and Van Huylenbroeck, 2005).
According to Reardon et al. (2003a, b), in sales, in 2003 the 1700 supermarkets in South
Africa were comparable to 350,000 small local shops This would be socially sustainable as it
would value local production and thereby support local markets and communities, and thus
deemed green, sustainable action by supermarket retailers. In this way, it is evident that
there is opportunity in the greening of supermarket retail, as greening and sustainability
should include and provide for social (socio-economic) sustainability, and this is a theme that
is fundamental in the creation of a socially-centred green economy.

In 2011, the Ogilvy Earth South Africa Sustainability Survey studied the relationship in South
Africa between consumer attitude towards sustainability and environmental issues. Results
showed that 85% of study respondents would boycott a company or brand if suspected of
irresponsible

or

harmful

action

towards

its

people,

community,

or

environment

(Bizcommunity.com, 2011 (c)). Results showed that 76% are prepared to spend more for an
ethical, socially and environmental responsible product or service and general business
practices (Bizcommunity.com, 2011(c)). A further 92.1% of respondents acknowledged
climate change threats thereby proving that respondents are environmentally aware
(Bizcommunity.com, 2011 (c)). Other outcomes showed that: 87.9% felt water conservation
is inadequately addressed; 78% would recycle if it were easier to do; 84% consider the
sustainable and renewable production of products to be important; 84% want companies to
inform consumers about where food is sourced; 90% want simple education for reducing
water and electricity consumption; 91% want news from big brands on positive contributions
to society; 60.9% will select products according to CSR initiatives (Bizcommunity.com,
2011(c)). Of the respondents, 82% felt that CSR efforts should include: cleaning the
environment; planting trees; providing food gardens and other community and environment
projects; production pollution control from factories; social development e.g. schools and
literacy programmes; and job creation for poverty alleviation (Bizcommunity.com, 2011(c)).
Overall results on green-washing were that respondents were distrusting of green
credentials (Bizcommunity.com, 2011(c)). Results showed that 76% feel all members of
society have a role in these actions (Bizcommunity.com, 2011(c)). It is thus evident that
South African consumers are willing to support a transition to, and are also driving a green
economy.
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We can see from this that consumers are interested in how green their products are. The
amount of caring depends on the Living Standards Measure (LSM). LSM is a widely used
marketing tool used to segment the population into 10 LSM groups with the highest living
standard being 10 and the lowest living standard being 1, using criteria such as degree of
urbanisation and ownership of cars etc (SAARF, 2012). Identifying the Living Standards
Measure (LSM) will allow for the needs of the consumers to be met and will give clues to
retailers on how to best influence consumer behaviour for greening objectives and purposes.
Particularly as with increased LSM, there is an increased likelihood of education or
awareness of green issues and thus increased pressure on retailers to become green. In a
study by Vermeulen and Biénabe (2010) it was found that only a small share of households
considered themselves as sensitive to environmental issues (LSM 9 and 10 consumers),
and that about a third of consumers (LSM 7 to 10) consumed more expensive or alternative
quality products (organic and free-range) (products associated with price premiums) despite
a lack of knowledge or trust about it. For this reason, in cases of a lower LSM, retailers
should still undertake the role of educating and informing consumers of green and
environmental issues, and carry the responsibility of creating green awareness.

2.6.2 Retail Business Process Components for Greening
Because of international pressures, local competitive pressures, and consumer pressures,
retail has had to change their Business Process Management (BPM) to encourage
'greening'. BMP is defined as all efforts in an organization for analysis and improvement in
the fundamental activities such as manufacturing, marketing, communications and other
major elements of a company’s operations (adapted from Zairi, 1997)(Trkman, 2010). A
business process is defined as a complete, dynamically coordinated or logically-related set
of activities necessary to deliver value to customers or to fulfil other objectives (Guha and
Kettinger, 1993; Strnadl, 2006; Trkman, 2010). BPM is one of the management and
engineering techniques currently used as a mechanism to improve organisations. Although
business processes are a series of interrelated activities linked together to produce customer
value, they are said to form the integrative component of the organisation and this requires a
holistic study of all organisation relationships and elements (jobs, competencies, measures,
policies, etc.) (Van Rensburg, 1998).

BPM can be used as a tool for greening supermarkets by analysing the components within
the business for more sustainable practices with minimal environmental impacts. For
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example, distribution systems in supermarket chains need to channel fresh and frozen foods
that require temperature-controlled warehouses and vehicles and many of these early
facilities contained chlorofluorocarbon (CFC) refrigerants (that contribute to climate change
and ozone depletion) (McKinnon and Woodburn, 1994). Consequently retailers are replacing
these CFC’s with others that are less harmful to the environment (McKinnon and Woodburn,
1994). As a component or element in the retailers operations, the distribution systems can
be greened individually but the benefits of this contribute to the entire system of operations
and create a more sustainable business and green value chain.

An example of best practice of one such approach is the case of Madagascar where
procurement, as a business process, has attained a sustainable state. Roughly 10,000
small-scale farmers produce vegetables for supermarkets in Europe (Minten et al., 2009). As
a component of this global supply chain, small farmers’ micro-contracts are coupled with
intensive farm assistance and supervision programs to meet European supermarket
requirements and standards (Minten et al., 2009). This creates higher welfare and more
income stability for those farmers with contracts (Minten et al., 2009), and ultimately an
improved quality of life and positive social development.

A similar practice exists in Southern Africa, where over 80% of all processed food products
in Botswana, Namibia and Zambia are imported from South Africa, and supermarkets use a
mixture of procurement systems for fruit, vegetable, and fruit products (Emongor and
Kirsten, 2009). Participation in the supermarkets channel has a positive social impact as
small-scale farmers have higher incomes than those who supply to traditional markets in
Zambia (Emongor and Kirsten, 2009). It is therefore argued by Emongor and Kirsten (2009),
that South African supermarket expansion into neighbouring countries may be beneficial to
small-scale farmers and they should be included in the supply chain (Emongor and Kirsten,
2009).

According to Jim Sullivan (2010), retailers should study business processes in order to
achieve corporate sustainability. Specifically, firstly the common area of improving the
bottom line from cost savings from business process efficiencies as 30% or more can be
saved by benchmarking operations around energy and climate change (particularly fuel use
in warehouses, stores, fleets, lift trucks, logistic operations, refrigerant and cooling, etc).
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Secondly, increasing market share (by increasing customer loyalty and product
differentiation), new market entry (introduce new eco-friendly products), or margin
improvement (with higher brand values). After improvements to a retailer’s internal
operations, collaboration with the value chain (suppliers or customers) will allow for
increased opportunities for innovation, efficiency and cost-savings.

3. SUMMARY AND RESEARCH QUESTION
Many South African business sectors are entering the green economy due to international
expectations, local competition, consumer demand, and, hopefully, wanting to do the right
thing. Although there is much attention to becoming green within each business sector, the
definitions and standards are changing and evolving. This study will capture a snapshot of
current green retail in the South African supermarket sector.
The purpose of this study is to answer the research question, ‘What constitutes green retail
in the South African supermarket sector?’. The aims and objectives are to 1) investigate the
sustainability of the companies green business processes, 2) assess how much the social
component of sustainability is incorporated into business processes, and 3) identify the
existing state of the green retail sector.

4. METHODOLOGY
4.1 Retail Selection
Companies within the retail sector were selected according to the following criteria. The
companies needed to be supermarket retail stores that 1) were dominant retailers in terms of
market share in South Africa, 2) had operations/ stores nationwide, 3) were similar in
business process components for purposes of comparisons in greening of those business
processes and 4) were considered as ‘everyday’ stores by consumers, with a high
patronage. As part of the ethics procedure and conditions for participation in this study, and
as agreed upon by the retailers as a condition of participation, the companies in this study
were anonymously referred to and thus have been renamed Company A-E.
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4.1.1 Company Description
Company A:
Company A holds 38% of the market share (Mail and Guardian, 2011). The retailer operates
nationwide and has 1421 corporate and 400 franchise outlets in 17 countries across Africa
and the Indian Ocean Islands (Company A, 2013). The company is listed as a public
company on the JSE Limited (Company A, 2013).

Company B:
Company B holds 28% of market share in South Africa (Mail and Guardian, 2011). The
retailer operates nationwide and has a total of 775 stores, some of which are franchise
stores (The Company B Group, 2013). The company is listed on The JSE Limited Securities
Exchange (The Company B Group, 2013).

Company C:
Company C holds 28% of the market share in South Africa (Mail and Guardian, 2011). The
retailer has over 1000 stores across Southern Africa (Company C, 2013). The company is
listed on the JSE since 2004 (Company C, 2013).

Company D:
Company D holds 8% of the market share (Mail and Guardian, 2011). The retailer operates
throughout Africa and into the Middle East, with more than 400 stores (Company D,
2013).The company is an investment holding company and listed on the JSE (Company D,
2013).

Company E:
Company E holds 8% of the market share (Mail and Guardian, 2011).The retailer operates in
12 countries in sub-Saharan Africa through 330 stores (Company E, 2012). The company is
listed on the JSE Limited (Company E, 2012).
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4.2 Questionnaire Generation
A questionnaire was generated to ask these companies questions based on the three aims
of the study.

International and national criteria, practices, objectives (UNEP’s Green Economy, WWF, The
Global Reporting Initiative, The Green Building Council of South Africa, etc) and other
interdisciplinary principles (natural capitalism, industrial ecology, vulnerability science,
sustainability etc), were reviewed to create an initial list based on different environmental
variables and principles that required a presence in the questionnaire. This list was then
narrowed down and focused to portions that were applicable to, and within the scope of,
retail and the aims of the study. Business processes were selected for their potential as a
greening component of overall business, and were added to the list of topics.

The questionnaire was then created with a focus and direction on the aims of the study, and
was inclusive of business process management, international and local criteria, principles of
environmental, social, ecological and business concepts applicable to the retailers in
question.

Consultants in various fields, including green business, were approached for expertise and
insight into the topic, and assisted with changing and verifying the questionnaire. Business
processes suggested for including were Procurement Policy; Distribution Network and
Systems, Store Operations, Human Resource Practices, Consumer Education, Technology
and Management Practice. Research into the common business process for greening was
also carried out to establish which processes should be included in the study.

4.3 Questionnaire distribution, collection, and supplementation
Questionnaires were either completed in person in an interview, via email or a telephone
call, depending on the preference of the interviewee based on their availability and time. In
all instances, the background information for this study and its aims were explained to
interviewees in person or via telephone call.
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The responses from the questionnaires were supplemented with the most recent, publicly
available Company Sustainability and/or Annual Integrated Reports. This was a necessary
step for purposes of ascertaining data that may have been overlooked by interviewees, or in
a case of non-participation. Company A did not submit a questionnaire and thus only their
publicly available reports were utilised in the study.

4.4 Analysis
Once the questionnaires were completed, the qualitative answers to the questionnaire and
company reports were then used to assign levels based on the commitment to sustainability
of a company process or component. This analysis allowed for the integration and
comparison results. Green retailers were assigned levels for the following categories: green
business processes of procurement policies, distribution networks, store operations,
technology and management, marketing, the credibility of sustainability, and the
mechanisms of sustainability, the social commitments and aspects of sustainability through
their human resource management, consumer education, and social environmental
practices.

The current state of green retail in South Africa was assessed through the

differences in the definitions of green retail, sustainability objectives, drivers of sustainability,
JSE CDP participation, industry or public recognition of best practice frameworks,
environmental or socio-economic principles, management and value systems, current
sectoral trends, the influence of green trends, and future trends in green retail.

A five-level scale has been used to allocate different levels to the qualitative answers of the
questionnaire from 1 to 5 to reflect a perceived level of commitment in terms of sustainability
of company processes or components on a scale. The levels are as follows:
1- Absent or vague plans to investigate such a commitment
2- Plans and investigations to commitment are underway
3- Commitments are undergoing development or construction
4- Commitments operational but with challenges or not fully developed
5- Fully operational and developed commitments
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5. RESULTS
5.1 The Level of Company Commitment to Sustainability in Green Business Processes
The commitments of green business processes in effect or in planning between the retailers
are fairly similar, except for Company A which fell far behind on all commitment levels (Table
1). Select details from the questionnaire have been used to provide more information of the
similarities and differences. The full answers to the questionnaire can be found in Appendix
1. Components addressed under Green Business Processes were procurement policies,
distribution network, store operations, technology and management, marketing, the
credibility of sustainability, and the mechanisms of sustainability.

5.1.1 Procurement Policies
Three of the five companies had full commitment levels to a green procurement policy (Table
1). Most of the retailers work closely with their suppliers to become sustainable, with some
having specific programs for their development e.g. Company B’s Small Business Incubator
and Company D’s Enterprise Development Program. These efforts aim to provide social
value to the communities in which they operate, in addition to securing a resilient supply
base for the retailers, as they remove supply chain entry barriers into the supermarket retail
industry for small-scale farmers.

A ‘dirty’ supply chain, as pointed out by Company E, is where most impacts can seemingly
be found and thus retailers are focusing on this area, and Company E addresses this by
having a global ethical sourcing program. Improvements also include increased resource
productivity developments in energy, greener water and packaging, as well as efforts in
green building design. Many stores are being retrofitted and new stores will be built
according to a green model (e.g. Company B and Company D’s have new green store
models that are planned for expansion). Furthermore, there is increasing interest in the
potential and responsibility of business to contribute to food security, specifically in crosssector collaboration, as this can also improve value chain efficiency.
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Table 1. Level of Company Commitment to Sustainability in Green Business Processes
Company Commitment Level
Process/ Component

Procurement Policy

Description

The acquisition of economically, environmentally,
and socially sustainable goods and services

A

B

C

D

E

1

5

4

5

5

1

4

4

4

4

2

4

4

4

4

1

4

4

4

4

1

4

4

5

4

1

4

3

4

4

1

4

3

5

4

The sustainable distribution of goods and services
Distribution Network

from producer to consumer through a system of
people, storage facilities and transportation

Store Operations

Sustainable or green features implemented in-store
of retailer operations.
Green components and developments in

Technology and Management

technology and management or information
systems
The communication of the value of green products,

Marketing

services and value to customers through various
media.

The Credibility of Sustainability

Mechanisms of Sustainability

The adoption of external sustainability standards
and measures in the absence of national ones
The adoption of mechanisms or tools that facilitate
sustainability within processes

5.1.2 Distribution Network
Company A’s green distribution commitments are limited to the packaging and waste
initiative of re-usable roll-tainers that replace wooden pallets. All other green process
commitments are fairly similar between the other retailers (Table 1). Similar green business
process advancements in distribution networks include sustainable transport strategies with
route optimisation, optimised logistics, Euro 5 technology fleet vehicles, and the initiation of
fuel projects underway by Company D and Company C that utilise biodiesel blends as fuel.
Furthermore, a centralised distribution model is favoured by some of the retailers. Company
B is superiorly effective in creating reductions in most of the resources associated with
logistics and the distribution of resources in retailing, in comparison to a decentralised
system of distribution. A common retailer distribution process that has improved is the use of
less harmful refrigerant gases in refrigeration. Packaging initiatives are also being addressed
specifically by Company B and D.
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Within distribution centres, green business processes underway/planned, include distribution
centre resource management initiatives using technology and smart systems, concepts and
modifications in the environmental design of distribution centres that account for all water
and waste management, energy efficiency, secondary packaging recycling initiatives
(Company E), and other green parameter considerations. Company E specifically draws on
expertise from their international group’s expertise in their green business processes within
their distribution network in dealing with the supply chain and regional distribution centre
developments.

5.1.3 Store Operations
In-store green business processes are fairly similar between most retailers, although
Company A has these commitments only under investigation at this stage compared to the
other retailers who have many of these processes operational or under construction (Table
1). These similar in-store operation processes include energy and water-conservation
initiatives, in-store waste, lighting, packaging, efficient refrigeration, sustainable building
strategies, in-store awareness campaigns, education, and communication. Post consumer
waste and consumption is addressed with recycling facilities at some of the retailers, a
process that is becoming increasingly important to a portion of South African consumers. In
spite of this, Company E have stated that one of their challenges was consumer indifference
to in-store recycling stations installed at selected stores.

Some retailers have allocated committees to arrange and prioritise awareness and initiatives
for specific education in sustainability, healthcare, or other issues. Employee programmes
also function to grow sustainability across store network and encourage support in local
projects.

Company B and D have recently developed green store models based on green building
design and innovation that are planned for expansion to new stores, and for the retrofit of
existing ones, where feasible. These stores will have more green business processes and
features in comparison to previous store models, and for competitive purposes in the sector,
this may lead to the other retailers redesigning their store models so as to also include green
building principles for the resulting cost and sustainability benefits. Of the more exciting
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developments, Company D has developed their own green building rating model that guides
the building of new stores or the retrofitting of old stores.

5.1.4 Technology and Management
There is a general investment and commitment by most of the retailers into efficient
technology for monitoring environmental data purposes in order to make reductions and
improvements (Table 1). At present, this includes a focus in technology that allows for
innovative projects to materialise, as they offer radical resource productivity. An example of
this is the integrated solution of condensate harvesting for improved refrigeration at certain
stores of Company E and D. Other processes and improvements include the use of a coldchain ‘best practice’ in refrigeration for food safety, energy efficiency vehicles and other
distribution technological advancements, lighting and energy efficient monitoring and
monitoring technology, waste management initiatives and other developments in the
technical, supervisory, and management competencies that support sustainability. These
technological improvements are all planned to either retrofit existing systems or become
standard in any new stores because of the multiple benefits of their use as integrated
technologies. Technology and management advancements will also be present and
operational in green store models by those retailers who have invested in their design.
Furthermore, as stipulated by Company D, technology and management practice is
investment specifically into efficient and green technology in real estate, logistics and
supplier networks as part of green economy contributions. Company D has specifically
motivated the economical benefits of green technological innovation and resource efficiency
in real estate, logistics, and products groups or supplier networks.

5.1.5 Marketing
Most of the marketing of the retailers is integrated into the marketing of all business
operations, unlike Company D that has allocated green marketing employees for the
communication of their sustainability program (Table 1). Company D has claimed this to be
beneficial in creating a feedback mechanism in environmental awareness, sales, and
demand between the retailer and consumers. Other than reinforcing consumer trust and
credibility of the retailers’ efforts, it has opened the channels of communication between
consumers in environmental issues as a mechanism to overall company sustainability

44
objectives. Other forms of marketing by the retailers involve TV program sponsorships,
initiatives and other forms of marketing.

All companies had something to say about green-washing. This heightened awareness is
probably due to the recently passed Consumer Protection Act No. 68 of 2008 which prohibits
misrepresentation and false advertising in retail. This brings into question how the green
marketing of these retailers is being verified in accordance with what standards, which is
difficult to assess since there are no set standards for greening at present, as previously
mentioned. Company C has pointed out their awareness of green-washing and the
temptation to create impressions of responsible environmental performance, and thus
companies should only be involved in initiatives that make business sense instead of the
advertisement of green. Furthermore, within the reports used for Company C in this study,
there is no use of the word ‘green’ at all. The term sustainability is fully integrated into the
text and thus there is a clear sense of it being integrated into the business strategy. This was
further emphasised in the questionnaire as sustainability was justified as ‘simply making
business sense’ in all motivations and explanations for its integration and undertaking. A
direct approach such as this eliminates any misconceptions of green-washing- of which was
discussed and recounted in the questionnaire as to how companies should acknowledge the
business case of sustainability, as opposed to advertising green and creating a
misrepresentation of sustainability efforts.

5.1.6 The Credibility of Sustainability
Green business processes or components utilised for measuring the credibility of
sustainability in operations are underway with Companies B, D, and E, with Company C
having initiated their efforts in this area. Company A has not yet investigated this area of
sustainability (Table 1).

Retailers are validating green practices or processes as sustainable predominantly through
indirect and direct affiliations, partnerships in programs, or as retail membership in initiatives.
They do this because there are no set green standards available at present in South Africa.
Retailers are drawing on a number of, and thereby a combination of, frameworks,
sustainability mechanisms (like eco-labels), principles, and organisational standards to
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create an overall internal sustainability policy and green accreditation for company
operations.

Due to the lack of standards and frameworks available locally, green practices are mostly
validated internally with little external validation. Eco-labelling programmes and schemes are
considered accreditation programs and a measure of credible sustainable programs such as
MSC, FSC, and SASSI. Of the programs, memberships, or mechanisms for validating green
practices, some include international NGO’s or organisations of authority in the field, for
example UNGC, WWF and Global Farming Practices. Codes of Practice include NSPCAapproved Animal Welfare Code of Practice and social, regulatory codes e.g. BEE Codes of
Good Practice, and Employment Equity committees. There is also participation in local
projects or initiatives e.g. CDP, NBI.

Internal objectives and Key Performance Indicators measurement systems are also used to
measure their performance internally.

The industry is becoming self-regulating through

competition, trends, and the creation of their own Codes of Best Practice, eco-labels, and
innovative methods of ensuring sustainability, currently with specific focus in procurement
business processes. Company D specifically uses a Sustainability Scorecard, in addition to
an internal system that allows for the sustainability of operations to be measured and
validated by specific business units responsible for ensuring that targets are met and
measured twice a year. Company E utilises the labelling programs, as do other retailers, as
well as the JSE CDP report and internal auditing. Company E also stipulates that there are
issues with verification that product life cycle analysis. There is difficulty in determining
whether a sustainable option is significantly better than an unsustainable option.
Furthermore, there are no standards to be measured against locally and no body for
accreditation or measuring. Eco-labels themselves have many benefits, but may not
necessarily cover all areas where needed- requiring an approach by the company to
acknowledge that there is no substitute for being involved in the supply chain and identifying
pragmatic opportunity to promote significant change.

5.1.7 Mechanisms of Sustainability
Sustainability mechanisms, such as eco-labels, are in use by most of the companies in the
study with the exception of Company A (Table 1). Company C has just initiated partnership
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with an eco-label organisation. Mechanisms of sustainability have mostly been answered by
the interviewees and companies in terms eco-labelling programs based on those which are
available to the South African industry. These pertain mostly to the sustainable procurement
of seafood, sustainable product lines, ethically-sourced products (Fairtrade), reducedchemical or organic labels, and sustainable farming practices. There are however, some that
support social community upliftment initiatives.

Eco-labels are predominantly used as sustainability mechanisms by the retailers and
generally are viewed as providing benefits of credibility and allowing for the traceability and
transparency of a product to its source- thereby educating consumers on environmental and
social resource use and issues. Most of the retailers have stated that there will be an
increased use of these eco-labels, as well as a variety and combination of these used on
products according to the environmental parameters affected. Company D specifically state
that eco-labels are regarded as credible ‘stamps of approval’ for consumers who recognise
the credibility of the organisations behind these eco-labels. Company D, also has in-house
eco-labelling in line with their socio-economic and environmental initiatives as well as labels
and logos, not certified, but used for awareness and education.

Other retailers do use eco-labels but may choose to not specifically enforce eco-labels as a
procurement screen, but rather work with suppliers when pragmatic opportunity is available
or when eco-labels are unavailable or limited (Company E). A limitation with eco-labels is
that while there are numerous benefits, they may not necessarily cover all interlinked
components - for example some eco-labels may neglect or place less priority on social
issues. According to some of the retailers, a solution to this limitation is the approach that
there is no substitute for being involved in smaller processes, and identifying pragmatic
opportunity to promote significant change by developing and integrating sustainability into
the operations of those who fall within the scope of a company’s operations (i.e. measuring
and developing sustainability within the supply base by working with suppliers to become
more sustainable-as a component of overall company operations).

5.2 The Levels of Company Commitment to the Social Component of Sustainability
The levels of company commitment to the social component of sustainability were the same
across the categories of human resource management, consumer education, and social
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environmental practices (Table 2). Again, Company A fell behind in all categories with the
exception of human resource management, where they were nearly on par with the other
companies.

5.2.1 Human Resources Management
Most retailers’ BEE and transformation strategies go further than regulatory requirements, so
as to offer employee development and training, in addition to employee benefits. All retailers
understand their responsibility in creating social upliftment and value to society and to their
communities in which they operate. This is evident in the sustainability commitments of all
the retailers in terms of their social commitments (Table 2), as their business processes that
support this are established over years of development. Employee initiatives, programs, and
recognition are part of all of the companies’ objectives and operations. Healthcare,
HIV/AIDs, HIV/ AIDS antiretroviral treatment (Company E), counselling and support, as well
as other community initiatives assist in the support and growth of company employee and
talent bases.

Human resource practices also see a valuing of human capital by all of the retailers, as
talent and employee development is integrated and streamlined, focusing on training,
bursaries and education (including tertiary university level and adult education), and skill
development initiatives, some of which even extend to children or dependants of employees.
This is carried out for the social empowerment of communities, in addition to its securing of
future productivity and talent within the companies. Human resources processes are

Table 2. Level of Commitment to the Social Component of Sustainability
Company Commitment Level
Process/ Component

Description

Human Resource

The value of human capital and sustainability in the

Management

management and responsibility of the workforce,

Consumer Education

The responsibility of the retailer in the provision of
consumer education on sustainability and green issues.

Social Environmental

Social environmental practices that address the

Practices

relationship between LSM and green consumerism

A

B

C

D

E

4

5

5

5

5

1

4

4

4

4

1

4

4

4

4
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as part of the business case for sustainability, as explained by Company D that the value
that their human resource programmes brings for employee retention, innovation and
enthusiasm.

5.2.2 Consumer Education
Consumer education by the retailers generally extends to different forms of media used by
the retailers in their efforts to educate consumers on issues of sustainability and health. For
most retailers, these systems for consumer education are in place but still in the process of
being improved (Table 2).Consumers are educated on issues of social, environmental, and
general topics through various forms of communication, in-store media, social media, instore decor and radio, eco-labels and through environmental and social campaigns and
initiatives. It is an area that is seen as important by most of the retailers- as a responsibility
to sustainability, but also as it further drives the demand and sale of green products. It
provides for accountability and transparency, particularly in light of the recently effective
Consumer Protection Act No. 68 of 2008 in which consumers are aware of their rights in the
issue of misrepresentation in consumerism, applicable equally to false claims of green
performance by retailers. Consumer education is seen as a particular responsibility of
retailers as 90% of local consumers have claimed that they anticipate simple education in
the environmental efforts of reducing water and electricity consumption. Good examples of
some of the retailers’ efforts to address this include Company C’s Children Conference on
sustainability and environmental issues, as well as Company E’s Green Buyer’s Guide.

5.2.3 Social-environmental practices
Trends in LSM regarding environmental demand and awareness are acknowledged by most
of the retailers (with exception of Company A). Company B and D noticed that higher LSM
groups are well-informed, with a demand for transparency in sustainability of products and a
demand for customer feedback in this regard. Company C however, observed a general
increase in environmental query and demand in all groups. Company E has found that there
was a general misconception that higher LSM groups are more willing to pay for
environmental products. Although higher LSM groups are more educated in environmental
issues, Company E found they are not willing to pay more for environmental products. In this
regard, there is a real reluctance to pay more for sustainable goods and Company E feels
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that a consumer should not have to, as sustainable products can be produced and retailed
for the same amount or less than that of a ‘non-sustainable’ product.

Engagement in different LSM groups and the education of lower LSM levels is addressed
through feedback, engagement and accountability by some of the retailers. Despite efforts,
Company E find there are still many uninformed or uninterested customers in the LSM target
market. There are many programs and initiatives by some of the retailers that aim to educate
school children, communities, and some lower LSM groups on sustainability issues using
initiatives, promotions, and different forms of consumer education. Examples of such
initiatives by the retailers include Company C’s Children Conference on Sustainability and
Company D’s Making the Difference program that educates lower LSM school children.

Of the socio-economic, or socio-environmental initiatives underway that aim to address LSM
target groups and social, environmental issues, efforts include the development of small-tomedium farmers in the supply chains, community-based projects that address food
insecurity, programs that offer care and support to vulnerable children and adults, programs
for education, and sustainable agriculture. Investment goes further to the provision of
support for communities in need of HIV/AIDS care and free antiretroviral treatments
(Company E). Companies are committed similarly (Table 2) in their aim to contribute and
intervene where needed and in accordance with the different needs of each area. For
example each one of Company C’s regional distribution centres differs in the social support
provided to the communities based on the needs of the region.

5.3 The Current State of Green Retail in South Africa
The state of green retail in South Africa was assessed in terms of the retailers definitions of
green retail, sustainability objectives, drivers of sustainability, participation in the JSE CDP,
industry or public recognition of practices or awards, the adoption and creation of best
practice frameworks, incorporation of environmental and socio-economic principles,
management and value systems, current sectoral trends, the influence of green trends, and
future trends in the pipeline of green retail (Appendix 1). Retailers that showed a high level of
commitment to social and sustainable green business processes had similar ideas,
motivations and commitments to the above ideas.
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5.3.1 The Definitions of Green Retail
The definitions of green retail between the retailers are all fairly similar (Appendix 1) in those
companies that have a high level of commitment to green processes and overall
sustainability of their operations. Green retail is defined by Company D as continued
responsibility in creating social and environmental shared value across all operations,
whereas Company C goes on to include specific processes that define green retailing.
Company E’s broad focus includes as many aspects as possible, with most impacts
identifiable within the supply chain. Company B similarly views green as more than ecofriendly; a wider context of a company creating societal value. Company A’s sustainability
efforts (and overall commitment to the green process) are early in the development stages,
and their definition of sustainability is described as ‘forward-looking’ in essence.

5.3.2 Sustainability Objectives
The overall objectives of sustainability are fairly similar between the companies – in their
shared processes and initiatives of sustainable farming, water, energy, waste, social
development, and transformation (inclusive of BEE requirements). General aims involve:
reductions in environmental footprint impacts; operational impacts; the life cycle impacts of
products; packaging and recycling facilities through the engagement of suppliers and
consumers, and technological advancements. Further objectives include recognition as
sustainability leaders in the industry, innovation in business, cost-savings and increased
profits, the positive contribution to society and the environment, and the full integration and
benefits of sustainability. Objectives are also defined as, and set in accordance with, the
specific processes that compose the operations and scope of the retailer. The sustainability
of the retailers’ green practices and business processes are thus defined according to the
specific processes required for their specific operations and most with a long-term
perspective and responsibility as retailers that account for their operations, stakeholders and
communities, and the environment in which they operate in order to address social and
environmental sustainability issues.

5.3.3 Drivers of Sustainability
Most retailers agree that sustainability is predominantly driven and motivated by a sense of
environmental and social responsibility, company value, culture and brand reputation, green
consumer demand, and the business case of sustainability. Global, local and sector priorities
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and pressures affect all retailers to create a benchmarking of trends and competition
between them.

Sustainability is further driven by the benefits of cost savings and the

financial benefits of innovation, and, for some, the fact that sustainability makes business
sense. The risks of climate change, food insecurity, a limited environmental resource base,
in addition to developing national legislation in climate change and green economy ambitions
are also drivers, particularly in compliance considerations. Social transformation is seen to
be well established in regulatory compliance within all retailers of the study (as they are
predominantly governed by BEE legal requirements), and this valuing of human capital as a
resource is a long-term social criterion of sustainability principles.

5.3.4 JSE CDP Participation
All retailers in the study, with the exception of Company A, have participated in the JSE CDP
study. Company A has not completed a full assessment yet but has plans for full disclosure
and the setting of targets. In 2011, their first carbon footprint assessment was said to be
initiated following CDP protocols with limited Scope 1 emissions and with an ability to report
on Scope 2 emissions (electricity consumption) more accurately.
Of the benefits and outcomes of project participation, some retailers benefit from
understanding and addressing their carbon footprint, while others acknowledge the project
as a robust system of data collection used for footprint reductions to optimise and identify
further reduction opportunities and establish focused key performance indicators. Some
companies participate in the project but have specifically said they are not limited to the
study, and choose to pursue efforts further than those included in the scope of the project.
Furthermore, as specified by one of the retailers, electricity is said to be the most important
scope. But as South Africa is still reliant on the fossil fuels and consumption of coal, the
group is investigating the development of renewable energy projects as they attempt to
source cleaner energy alternatives.
In spite of this, benefits of project participation also include increased transparency within the
industry and the development and structure of company climate change strategies. Although
carbon is measured as its own footprint and in accordance with its own scope and impacts in
a project like the CDP, it is not the sole focus of the retailers- possibly due to the feasibility
and potential of green operations that is becoming increasingly known. Carbon-related
processes are not being isolated by any one of the retailers and retailers acknowledge that is
only a component of their efforts and not sufficient alone in the greening of their businesses.
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Some businesses have taken it a step further by investigating water impacts and the
feasibility of water footprint accounting.

5.3.5 Industry or Public Recognition of Practices, Green or Social Awards
As the general public and industry become more informed in environmental and social
issues, and business operations globally become more transparent and reported on, so do
the comparisons of operations with standards and efforts available locally and abroad. South
African green retailers have been awarded locally, and internationally (for example,
Company D), for their leadership in specific categories or aspects of green issues e.g.
consumer education. Green retailers are also becoming increasingly recognised through
their inclusion in local and international recognised indices of sustainability, so that the
environmental credentials and recognition of best practices seem to influence the preference
for sustainable products.

5.3.6 The Adoption and Creation of Best Practice Frameworks
Best practice frameworks are not being solely adopted in isolation by retailers but, as
previously mentioned, rather as a combination of principles or models e.g. SASSI
procurement program, and Globalgap farming. There are also best practice guidelines in
ethical, environmental, social aspects from either NGO’s, international organisations or
programmes, or local ones. Companies have selected these for their specific applicability or
feasibility to local conditions or in line with company objectives. Where they are not met, it
seems that the local retail industry is creating their own; eco-labels, criteria, procurement
screens, and surveys. There are definite efforts to go above that which is required by
regulation. These voluntary objectives and efforts are creating innovative, location-specific,
solutions where eco-labels, programmes, and other mechanisms of sustainability may limit
them or may not be feasible.

5.3.7 Environmental or Socio-Economic Principles
Environmental, social, and engineering design principles of Natural Capitalism, Vulnerability
Science, Industrial Ecology, and Innovation were not familiar to all interviewees in the study,
and it became evident that these principles may not be specifically implemented in the
design of sustainability within the companies. If they are implemented, it is not in these terms
or they are indirect benefits of green processes in company operations e.g. sustainable
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farming practices, training of employees, packaging (resource productivity). Company B
however, specifically uses a model that focuses on different forms of capital. Human capital
was a consistent focus by all retailers, particularly in employee development and social
efforts, etc. Elements of vulnerability science was also detected in Company B’s mentioning
of increasing ‘resilience’ - in securing their supply base for food insecurity- and this was
mentioned by some of the other retailers in the study too. Company D also specifically have
a program that aims to address the vulnerability of children. The innovation and development
of unique processes (e.g. industrial or other) is a shared objective of most of the retailers in
the study.

5.3.8 Management and Value Systems
Sustainability is a core drive or internal cause for top management in most of the companies
of the study. Company D and B have specific multidisciplinary, steering committees for the
prioritisation and direction of sustainability at an executive level. Sustainability issues at
Company A are said to fall under senior management.

5.3.9 Current Sectoral Trends
The current trends observed by retailers in the study include the management, reduction,
and improved efficiency in waste, water, energy, and carbon. A particular focus at present
exists in packaging, specifically recyclable and recycled content inclusive packaging, and
waste-packaging rationalisation. Sustainable and ethical procurement is also evident in most
retailers’ operations, and the sustainability of products through eco-labels and procurement
processes that look to reduce impacts of the supply chain and create resilient, sustainable
supply bases for the company business through sustainable agriculture and small farmer
development. Focus at present also sees a shared emphasis on consumer initiative
information and the green marketing of these initiatives, with increased transparency and
accountability for organisations that make public commitments to green retail.

5.3.10 The Influence of Green Trends
Trends do seem to influence the companies’ practices and competition as sustainability
credentials add brand value for some retailers and are part of business strategy. Some of
the retailers, like Company C and D, underpin that the business case for sustainability is an
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overriding factor, while the approach of others requires a balance of stakeholder expectation
with commerciality, business relevance and materiality in practices. One of the retailers in
the study reiterated that retailers may not necessarily pursue trends, but rather that retailers
have the same pressures and how these are addressed is often varied.

5.3.11 Future Trends in Green Retail
In common view by most of the retailers in the study, future trends anticipated for by local
industry include: water security in the supply chain and the calculation of water footprints;
waste (specifically e-waste); consumer education and awareness; sustainable agriculture
and a wider supply chain; the identification of opportunities to improve the sustainability of
products; and an increased focus on adaptation activities as climate change impacts
increase.

Of the future plans and trends in the pipeline of South Africa’s green retail industry, green
store models are being expanded to new store installations or the possible retrofitting of
existing ones. These changes to operations will be a drastic transformation in operation
costs and business processes. Of the more unique projects to retail in planning, the
feasibility of a Clean Development Mechanism (CDM) project is currently under investigation
by one of the retailers that may create a secondary industry of operations and benefits within
their existing system.

6. DISCUSSION
Green retail in the South African supermarket sector has broad, all encompassing, flexible,
changing methods for making their companies green. The vast majority (in this case study,
four out of five) incorporate environmental sustainability and the social component of
sustainability into their business practices. The existing state of green retail is one of
constant change and improvement.
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6.1 The Level of Company Commitment to Sustainability in Green Business Processes
6.1.1 Procurement policies
Cleaning up supply chains and the insurance of sustainable and ethically-sourced products
is a focus of the retailers. However in order for it to be effective and credible it will need to be
extensive and thorough, and also subject to standards and criteria locally and internationally.
Even so, retailers are abiding to the responsibilities as stipulated by the UNEP (2007, b), that
within the supply chain retailers are able to define environmental purchasing requirements
and change current behaviour to sustainable behaviour by improving the market for
sustainable products and increasing the responsible use of products (UNEP, 2007(a)).
6.1.2 Distribution Network
As previously mentioned by Lampe and Gazda (1995), retailers are considered essential in
the distribution process for green products as they sell to the consumers, and share the
responsibility of claims made by green products. Retailers are thus able to assist in verifying
such claims as an aid to consumers and are in a position to verify green production.
Particularly as the retail sector has the potential to significantly change society like no other
industry, as possibly one of the biggest sources of purveyors of culture (Evans and Denney,
2009). Distribution processes are seeing some of the measures explained by Evans and
Denney (2009) capable of influencing consumption and behaviour, specifically those of:
defining environmental purchasing requirements, educating consumers in-store, and
controlling goods and services. Distribution measures will also look to improve operations in
terms of sustainable transport strategies and in the storage and centralised distribution of
local goods as these have been found to be more sustainable options by some of the
retailers.

6.1.3 Technology and Management
Company D has specifically motivated the economical benefits of green technological
innovation and resource efficiency in real estate, logistics, and products groups or supplier
networks. National legislative development around climate change and the green economy
in the last few years has impacted their operations and their objectives. By focusing on
technology innovation and resource efficiency in real estate, logistics and the product
groups, the Company has established their business case for sustainability and have
developed their business model suitably, having saved over R105 million in the last five
years. Improvements in technology may be where initial costs in green business processes
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seemingly lie, but these investments become cost-saving processes, and this is particularly
evident in resource productivity and optimisation measures- specifically the reuse of wasted
heat energy in green store models etc. If these are designed for customised solutions- they
may even provide for innovation in technology for the retailer, which would further add to the
development of relevant technological advancements in this field.

6.1.4 Marketing
Research shows that society is concerned with the environmental impacts of products they
purchase (Schorsch, 1990) and that a company’s environmental reputation determines
purchases (Kirkpatrick, 1990). In comparison to some of the other retailers in the study,
Company D has specific allocated employees for green marketing, and the company has
claimed that their marketing on green issues has increased the communication and trust
between retailer and consumer. This could be a possible avenue for some of the other
retailers, as if the marketing information is sustainably verifiable it cannot be deemed as
green-washing. Furthermore, Company C previously was concerned with green-washing
being a real temptation for some retailers to make false-claims of green processes, and
therefore advised the adoption of sustainability for its business profitability. Some of the
retailers see green marketing as a tool for marketing of their green reputation and green
products, whereas some of the retailers have not adopted any green marketing as they
perceive it to be a possible show of green-washing, this discrepancy between how valid
green marketing is as a tool for consumer education should be made verifiable and
accountable so as to remove green-washing as a practice.
6.1.5 The Credibility of Sustainability
As explained by Das (2006), environmental activities under CSR are voluntary so that
environmental efforts are often not verifiable. The concern is that with CSR, in spite of a
large amount of initiatives implemented by retailers in their sustainability efforts, no
framework covers the issues of government standards, management systems, codes of
conduct, performance standards and reporting, and assurance standards (Das, 2006).
Instead, companies carry out individual components or use a combination of selected
initiatives and thereby neglect issues such as the use of transparent monitoring mechanisms
(Das, 2006). The retailers of the study are not subjected to any national green standards,
and their efforts are voluntary even though the public may consider them to be accountable
for environmental impacts. In this context, they have utilised various sustainability
mechanisms, procedures, programs from international and local organisations and
authorities on sustainability to create sustainable retail operations. How credible these
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cumulative efforts are is difficult to answer as although there is credibility and validity behind
the well-known organisations that provide the partnerships and eco-labels, there is no set
board or body in South Africa to assess them or create more locally and condition specific
criteria and standards.

In the discussion of Company E becoming part of one of the world’s largest retailer groups
(PWC, 2012), there is a transfer of technology and expertise taking place. Company E is
specifically tapping into Company E’s international group distribution expertise as part of its
expansion of its distribution centres (PWC, 2012). The international group as the
international group has highly efficient distribution systems and operational efficiency in
terms of sustainability (PWC, 2012), in addition to their overall operations. South African
retailer companies in competition have responded saying that these increased competitive
pressures from the entry of the international group into the market also drives local retailers
to invest heavily in operational efficiency (PWC, 2012). Further pressure is expected to be
added to already thin profit margins (PWC, 2012). Although Company E is now part of the
international group, they are transferring expertise from abroad and applying it locally.
However, there will be a transitional period to achieve this, which is coupled with Company
E’s original efforts and company talent who are modifying advice to local conditions and
specifics as is noticeable in some of their responses in the study. Although Company E has
many sustainability commitments underway, there are more in development from the
international group that will increase the local Company E’s sustainability credibility.

At a practical level, the key demand of CSR critics is that for CSR to be anything other than
green-wash, it has to guarantee that companies are accountable for the direct and indirect
impacts of their activities (Hamann and Kapelus, 2004). The same could be applied to green
practices so that for green practices to be considered anything other than green-wash
companies could maybe guarantee accountability.

6.2 The Level of Company Commitment to the Social Component of Sustainability
The results suggest that the social component of sustainability is even more engrained than
environmental sustainability into retail business practice.
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As stated by the UNEP (2007,b), consumer education is one of the roles of green retailers,
that retailers should educate consumers on sustainability and environmental issues. Some of
the retailers go further to assume responsibility of national issues in agriculture and the
provision of sustainable resources, with a specific focus of national food security. This is in
line with local South African consumer expectations, whereby 82% respondents felt that
CSR efforts should include cleaning the environment, planting trees, food gardens and other
community and environment projects, production pollution control from factories, social
development, and job creation for poverty alleviation (Bizcommunity.com, 2011(c)).
Desjardins (1998) believes that in order to meet the living standard needs, minimum
demands, and secure provisions for the demands of future populations, significant economic
activity is needed that recognises the only source for this economic activity to be natural
resources.

Responsible CSR should go beyond voluntary business initiatives and market drivers to
include the impacts of business on society (Hamann, 2003). Private companies should be
regarded as development agents, particularly in partnership with government and civil
society groups (Hamann and Acutt, 2003). Of the retailers in South Africa, the retailers that
have fully integrated sustainability into their practices and business strategy have seemingly
developed as leadership companies as they fulfil Das’ (2006) specifications that leadership
companies view CSR as more than a collection of discrete practices or initiatives motivated
by marketing, public relations or other business benefits.

In the transition from CSR responsibilities to integrated sustainability in company strategy
and operations, leadership companies view CSR as more than a collection of discrete
practise or initiatives motivated by marketing, public relations or other business benefits
(Das, 2006). Rather, their efforts are viewed as a comprehensive set of policies, practices
and programs that have been fully- integrated into business operations, and decision-making
processes that are supported by top management (Das, 2006). Although the retailers in the
study face challenges and are in the process of integrating sustainability into their
operations, many commitments are underway and in effect. Most of these efforts have
materialised without regulation and standards but are nonetheless business commitments
and a shift of from the conventions of brown economy industry to sustainable industry for a
green economy.
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6.3 The Current State of Green Retail in South Africa
6.3.1 The Definitions of Green Retail
Although the retailers define green retail similarly, there are still variations to a specific
defined outline of what it should compose of. As specified previously, disillusionment exists
as these different definitions may have varied components for inclusion, for example Zimmer
et al.,’s (2004) waste, wildlife, biosphere, population, health, energy, awareness, and
environmental technology. Likewise in business processes, there are different components
applicable in one sector more than in another that creates confusion and unclear
specifications and requirements for companies willing to pursue a greening of their business
(Dangelico and Pontrandolfo, 2010). The lack of green standards on a national scale
contribute to this problem in the specifications and definition of green, and therefore the
provision of a clear and standard definition would eliminate variability between green
retailers. However, in the absence of a uniting definition, Companies have come up with
varied, business specific definitions that often include more than a government regulation
could demand.

6.3.2 Drivers of Sustainability
Company C, although just having initiated some of their developments, has been
conservative not to overshoot their claims and professions of green, for fear of falsifying
claims and green-washing. They specifically justify however, that sustainability should be
adopted, not based on any other motivation, other than for the fact that is just ‘makes
business sense’ – having conveyed how they have established the profitability and benefits
of integrated sustainable business.
Company D, also has proven their business case for sustainability as the company has
stated that national legislative development around climate change and the green economy
in the last few years has impacted their operations and their objectives. By focusing on
technology innovation and resource efficiency in real estate, logistics and the product
groups, the Company has established their business case for sustainability and have
developed their business model suitably, having saved over R105 million in the last five
years.
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6.3.3 JSE CDP Participation
Although carbon is measured as its own footprint and in accordance with its own scope and
impacts in a project like the JSE Carbon Disclosure Project, it is not the sole focus of the
retailers- possibly due to the feasibility and potential of green operations that is becoming
increasingly known. Carbon-related processes are not being isolated by any of the retailers,
and it is seemingly only one of the areas of overall sustainability endeavours.
In spite of this, benefits of project participation also include increased transparency within the
industry and the development and structure of company climate change strategies.
Furthermore, the concept of carbon foot printing has initiated the expansion of the
accounting of a particular resource to other such that retailers have begun investigating their
water impacts and the feasibility of water footprint accounting. This would be well worth
pursuing, for business process purposes and resource use impacts- in the efforts of water
conservation on a local and global scale.

6.3.4 Industry or Public Recognition of Practices, Green or Social Awards
As the general public and industry become more informed in environmental and social
issues, and business operations globally become more transparent and reported on, so do
the comparisons of operations with standards and efforts available locally and abroad.
Although green retailers have been awarded locally, and internationally, for their green
business processes e.g. consumer education, there is still a need for green standards and a
local measure of sustainable retail as these environmental credentials influence green
consumerism. In spite of a lack of standards available nationally, these can be valuable
validations of their work depending on from where the recognition is received. Furthermore,
there are local awards of recognition for good practice, and the criteria for how these are
justified could be further area of research in this area.

6.3.5 The Adoption and Creation of Best Practice Frameworks
Best practice frameworks are being utilised in a combination of principles or models e.g.
SASSI procurement program, and Globalgap farming, in the absence of sustainability
standards or measures available nationally. Das (2006), shows how CSR activities are
voluntary so that environmental efforts are often not verifiable. In order to address this,
companies carry out individual components or use a combination of selected initiatives and
thereby neglect issues of transparent monitoring mechanisms (Das, 2006). Therefore the
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concern is that, in spite of a large amount of initiatives, no framework covers issues of
government standards, management systems, codes of conduct, performance standards
and reporting, and assurance standards (Das, 2006). In sustainability and green efforts,
there is the possibility that retailers are addressing their green efforts in the same way as
Das explains CSR efforts in the context of a lack of standards. In line with the progression of
CSR in South Africa, CSR is at a stage of an integrated approach, by most of the retailers in
the South African sector, that prioritises sustainable development and is linked to
collaborative governance initiatives and partnerships (Hamann, 2009).

Where best practices or frameworks are limited or lacking, some retailers are creating their
own; eco-labels, criteria, procurement screens, and surveys. These are definite efforts to go
above that is which is required by regulation, so that these voluntary efforts are creating
innovative, location-specific, solutions. This may lead to the creation of South African
condition-specific sustainable foundations, so that innovative models and best practice
mechanisms developed locally will be recognised for their efficacy and innovation.

6.3.6 Environmental or Socio-Economic Principles
Although these fundamental principles were not familiar to all interviewees in the study, now
that companies have been made aware of these terms, they now have an opportunity to
familiarise and establish the concepts of sustainability for employees in the company.
Whether they take this opportunity or not is still to be seen.

6.3.7 Management and Value Systems
By placing sustainability at the top of management operations, sustainability retains its
emphasis and priority in the lower levels and becomes a part of organisational culture. This
is a defining feature between companies that are leaders in sustainability as they go above
minimum regulatory requirements and reporting standards to become companies with an
organisational culture that integrates sustainability into all elements of business operations.
This is evident in the commitment of some of the more sustainable green retailers of the
study, as it has ensured an oversight and prioritisation of sustainability from the highest level
of decision-making in the business to all levels of a company’s structure. This would
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therefore, be advisable and applicable to other retailers as a factor to commitment in their
sustainability efforts.

6.3.8 Current Sectoral Trends
There are shared and common developments between the retailers at present, with a
particular focus in the management, reduction, and improved efficiency in waste, water,
energy, and carbon. Additional ones include recyclable and recycled content inclusive
packaging, waste-packaging rationalisation, sustainable and ethical procurement using ecolabels and procurement processes to make all components of the supply chain sustainable
and further create resilient, sustainable supply bases through sustainable agriculture and
small farmer development. Consumer education has created an increased awareness in the
issues of transparency and the accountability of organisations in their public commitments to
green retail.

6.3.9 The Influence of Green Trends
Trends influence some of the retailers who see sustainability practices as sustainability
credentials that can add brand value. Some retailers emphasise the business case for
sustainability, while others require a balance of stakeholder expectation with commerciality,
business relevance and materiality in practices. Although retailers may not necessarily
pursue trends, they have similar pressures that are often variably addressed.

6.3.10 Future Trends in Green Retail
Future trends anticipated for include water security in the supply chain and the calculation of
water footprints, waste (specifically e-waste), consumer education and awareness,
sustainable agriculture and a wider supply chain, the identification of opportunities to
improve the sustainability of products, and an increased focus on adaptation activities and
climate change impact. Other plans include the expansion and retrofitting of green store
models, further improvements in green business processes, and the possibility of a CDM
project for one of the retailers.

Although retailers are often faced by the same pressures, some retailers may face different
scenarios in accordance with their business model and type of operation. Company C for
example, has a particular model to franchise operations and for this reason may emphasise
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different green processes (e.g. distribution) in comparison to other retailers. It may provide
for a different approach and the possibility of innovative ways to operate sustainably through
their distribution centres to influence and train their franchises. As new franchises are an
important part of their strategy, they have offered environmental leadership to their
franchised stores and in order to facilitate sustainability objectives. For this reason, their
results and business model in the next few years may develop differently to others due to
differences in their original business model.

The green retail sector is one of concentrated competition as there are a small number of
major retailers who dominate the market. Furthermore, there is a transparency and
collaboration between the groups that will drive the development of green retail within the
country- to some of the best practices seen internationally. An example of this is Company
D, which was recently placed in the top three for responsible retail internationally. Moreover,
established companies are transforming their operations under new models that are efficient
in the value of the different forms of natural capital, innovation, and industrial process design
so as to ensure long-term sustainability of business in an environment where resources are
valuable and limited.

However, there are retailers who may not choose to adopt green business practices due to
concerns of increased costs and reduced operational flexibility (Chau, 1990). Retailers like
Company A would benefit from further investigation into the cost benefits of sustainable
business processes.

Company A is the only retailer investigated that hasn't seemed to

understand the benefit of sustainability and thereby accomplish a pragmatic approach to
efficiency. For retailers still unsure of green business, the pragmatic approach to costs and
resource use makes sound business sense as these are revised to radically optimise
resource use and productivity for long-term provisions. An example from Company D clearly
shows that by focusing on technology innovation and resource efficiency in real estate,
logistics and the product groups, over R105 million can be saved while reducing energy and
fuel usage, packaging, and increasing the use of recycled materials in operations and
products. Furthermore, retailers need to acknowledge their responsibility and accountability
as they may be most likely held accountable in the future, even possibly for previous impacts
on society and the environment.
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6.3.11The value of Natural Capitalism
The companies in this survey recognise the value of natural capital. They know that the
environment sustains and provides for the entire economy so that the availability and
functionality of natural capital (particularly life-supporting services) is the limiting factor to
future economic development. They recognise that poorly designed business systems,
population growth, and wasteful consumption primarily cause the loss of natural capital and
that addressing these issues are necessary in order to create a sustainable economy. Future
economic progress will rely on placing value on all forms of capital (human or social,
manufactured, financial, and natural) (Hawken et al., 1999).

Of those applicable to retail, radical resource productivity, creating a service and flow
economy, and investing in natural capital have the potential to generate multiple benefits and
opportunities and reduce negative environmental impact to create economic growth and
alleviate poverty through the creation of jobs (Hawken et al., 1999). An approach of natural
capitalism is an opportunity to radically use less resources, materials and energy and
promote sustainability for the purposes of supporting economic efficiency, ecological
conservation, and social equity (Hawken et al., 1999). Some of these principles and
strategies are being implemented and utilised in the green business processes of the
retailers at present, and future operations could include more innovative solutions, as
retailers analyse their system processes without being limited to certifications and
accreditations, and create solutions specific to their resources and systems.

6.4 Limitations
A limitation of the study is that there could have been a technique or method to measure the
real progress of these companies relative to their level of commitments and information
accessed in public company reports. This would have created an measure of accountability
for the study so as to measure their genuine commitments to their objectives. This could
have been implemented by site visits to the retailers’ stores that could include the
comparison of products in-store with regard to their eco-labels and in-house brand labels.
This would also have been valuable in the verification of in-store consumer education and
other processes that would have applied in-store operations. A further limitation is there
could have been a method to measure the role of CSR in sustainability and green efforts so
as to determine how integrated the two concepts are, and therefore, how the social value
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and component of sustainability should be linked, integrated, or conceptualised with CSR
efforts. This could also be an area of future research.

7. CONCLUSION
Resources are deteriorating while the demand for them, the human population, is increasing
at an unprecedented rate in history. All anthropogenic activity is interconnected and thus all
sectors and systems of society are affected by such a future prospect. The limits to
prosperity and sustainability are becoming increasingly determined by natural capital over
industrial force (Hawken et al., 1999). Alcamo (2009) states that the ability of industry and
sectors to lower climate change risks with every ton of emissions reduced – is considered
real and specific. Consequently, as advocated by the UNEP, a green economy is an
inevitable solution as climate change is attributable to anthropogenic activity resultant in
greenhouse gas emissions.

Greening the economy is a strategy many nations have adopted to correct environmental
and social degradation. This process of greening is a recent national government strategy.
The transition to one necessitates a revision of existing ‘brown economy’ principles of
business and industry for the adoption of new principles of sustainability. At this point in the
transition, there are no set national standards or practices in sustainable business applicable
to the retail sector so that the voluntary green claims of businesses are lacking in
fundamental and integrated social, environmental and business sustainability. This creates
variability and discrepancies across the industry as to what constitutes green business.

This perceived discrepancy formed the basis of this study. We wanted to know how retailers
claim and validate their business processes as green, in addition to what they choose to
encompass as green business in retail or how they choose to define its components. The
purpose of this study was to answer the research question, ‘What constitutes green retail in
the South African supermarket sector?’. The aims and objectives were to 1) investigate the
sustainability of the companies green business processes, 2) assess how much the social
component of sustainability is incorporated into business processes, and 3) identify the
existing state of the green retail sector.
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In order to answer the main question, a group of supermarket retail companies were
selected for based on the criteria that they were dominant supermarket retailers in terms of
market share in South Africa, had operations/ stores nation-wide, had similar business
process components for purposes of comparisons in greening of those business processes,
and were considered as ‘everyday’ stores by consumers, with a high patronage. A
questionnaire was generated to survey the companies’ activities in green business. The
questionnaire was generated based on different environmental variables and principles, and
was supplemented with information and insight from industry consultants and expertise.
Publicly available company reports were used to supplement the answers from the
questionnaire with additional unaccounted for information. These qualitative answers from
the questionnaire and supplemented report information were then used to critique and
assign a level of commitment to the sustainability of companies’ green business processes
and social considerations of sustainability and to establish the current state of the green
retail sector.

The main findings on the level of company commitment to the sustainability in green
business show how the sustainable procurement of products and services is becoming
increasingly accountable to green consumerism and to the sustainable operations of the
retailers. Although used by most of the retailers, there are limitations with eco-labels and
other sustainability mechanisms. Some retailers innovatively create their own or choose to
be pragmatic and work with suppliers. Enterprise development and the support of smallmedium farmers by the retailers is used to secure their supply base and create social
upliftment in communities in the attempts to break down entry-level barriers into the
supermarket retail industry for small farmers.

Distribution processes are allowing for retailers are to assist in verifying such claims to
consumers and retailers are in a position to verify green production. Measures will also look
to improve operations in terms of sustainable transport strategies and in the storage and
centralised distribution of local goods. Innovation in technology and resource efficiency in
real estate, logistics and the product groups, retailers can prove the business case for
sustainability and assist to develop business models for cost benefits. There is variability and
controversy surrounding green marketing as some of the retailers see it as a marketing tool
of their green reputation and product lines, whereas some retailers have not adopted any
green marketing as they perceive it to be a possible show of green-washing. Various
sustainability mechanisms, procedures, programs from international and local organisations
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and authorities on sustainability are being used to validate green efforts. How credible these
cumulative efforts are is based on the credibility and validity of the well-known organisations
who provide the partnerships and eco-labels, despite the fact that there is no set board or
body in South Africa to assess them or create more locally and condition specific criteria and
standards.

Company commitments to the social component of sustainability are varied. There is a
general misconception that higher LSM groups are more willing to pay for environmental
products. Companies noted that although higher LSM groups are more educated in
environmental issues they are not willing to pay for environmental products. In spite of this,
some of the retailers have made commitments to educate all LSM groups and have this
responsibility. There are many socio-environmental practices underway, and the social
aspect of many of these are more development that the environmental components based
on the social transformation requirements and possible CSR history of South Africa.

Findings on the current state of green retail in South Africa show that although the retailers
define green retail similarly, there are still variations to a specific outline of what it should
compose of. The lack of green standards on a national scale contribute to this problem in the
specifications and definition of green, and therefore the provision of a clear and standard
definition would eliminate variability between green retailers. Sustainability ‘just makes
business sense’ for some retailers, because they see the profitability and benefits of
integrated sustainable business. However, companies like Company A do still need to
discover the business, social, and environmental benefits of sustainability.

Participation in the JSE CDP is not the sole focus of the retailers, but there are benefits of
increased transparency within the industry and the development and structure of company
climate change strategies. Furthermore, the concept of carbon foot printing has initiated the
expansion of accounting for other resources, such as water footprint accounting. As
consumers become more informed, so do the comparisons of operations with standards and
efforts available locally and abroad.
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Current trends in green retail have a particular focus in the management, reduction, and
improved efficiency in waste, water, energy, and carbon. Retailers may not necessarily
pursue trends, but they have similar pressures that are often variably addressed. Some
retailers regard sustainability practices as sustainability credentials that can add brand value.
Others emphasise the business case for sustainability, while others balance stakeholder
expectation with commerciality, business relevance and materiality in practices. Although
retailers are often faced by the same pressures and thus trends emerge, some retailers may
face different scenarios in accordance with their business model and type of operation.

Future areas of research could include the consideration of as how some retailers utilise
green marketing as a tool for marketing of their green reputation and products, whereas
some have not adopted any green marketing as they perceive it to be a possible show of
green-washing. This discrepancy between how valid green marketing is as a tool for
consumer education would be a possible future area of study and research. Another area of
possible study is based on how although BPM is a tool useful to achieve corporate
sustainability in retail (Sullivan, 2010), a possible integration and use of natural capitalism
principles of industrial ecology and resource productivity etc. as specified by Hawken et al.,
(1999), may be a future area of research in the greening of retail and corporate
sustainability. There needs to be a more integrated and established technique to assess and
measure green business in terms of sustainability principles of natural capitalism.

The retail industry in South African has almost privatised sustainability and socio-economic
development as they have superseded legislation to contribute to society and transform
communities and create empowerment over the years. Although South Africa is not a failing
state, governance is not being relied upon within this industry and most of these major
retailers are addressing sustainability nationally. This is an opportunity for them, in the early
stages of green business in the country, to address their impacts, and in doing so- will be
doing the environment, and society, service as they take responsibility in the conservation
and consideration of natural resources. Particularly through their innovative, locally-specific
solutions, these companies have an important role for efficiency and innovation in market
economy and are capable of generating value from limited resources. Furthermore, these
foundations are not only a must for future climate change and environmental mitigation or
adaptation, but for the creation of a company that can function almost independently in its
system by using its resources sustainably.

69

8. REFERENCES

The African Development Bank Group 2011: African Development Bank Extends USD 365
Million to Help South Africa Green its Energy Sector, The African Development Bank Group
(AfDB)

2011,

accessed

17

October

2011,

http://www.afdb.org/en/news-and-

events/article/african-development-bank-extends-usd-365-million-to-help-south-africa-greenits-energy-sector-8073

Alcamo J. 2009: Climate: The Next Generation Updated title: Green Business: A Key to
Protecting Climate, United Nations Environment Programme, accessed 07 September 2011,
http://www.unep.org/pdf/JosephAlcamo_B4E.pdf

Amine L.S. 2003: An integrated micro- and macro level discussion of global green issues: ‘‘It
isn’t easy being green’’. Journal of International Management, 9, 373–393.

Amine L.S. and Arnold M.J. 1999: Reflections on the future of green marketing: an essay.
Paper presented at the Annual Conference of the International Trade and Finance
Association (IT & FA), Casablanca, Morocco.

Bansal P. 2002: The Corporate Challenges of Sustainable Development. Academy of
Management Executive, 16,122–131.

Beder S. 1997: Global Spin. Scribe Publication, Melbourne

Berry M. A. and Rondinelli D. A. 1998: Proactive corporate environmental management: A
new industrial revolution. The Academy of Management Executive, 12(2), 38-50.

70
Bruno K. and Karliner J. 2002: Earthsummit.biz: The Corporate Takeover of Sustainable
Development. Food First Books, Oakland California

Bizcommunity.com 2011(a)): Unilever wins award for CSR, sustainability practices.
Bizcommunity.com, accessed 5 October 2011,
http://www.bizcommunity.com/Article/196/457/64614.html
Bizcommunity.com

2011(b):

Company

D'

sustainability

programmes

recognised

internationally. Bizcommunity.com, accessed 15 October 2011,
http://www.bizcommunity.com/Article/196/457/64368.html
Bizcommunity.com

2011(c):

Sustainability

awareness

grows

amongst

consumers.

Bizcommunity.com, accessed 5 October 2011,
http://www.bizcommunity.com/Article/196/457/65178.html
Botkin D.B. and Keller E.A. 2005: Environmental Science: Earth as a living planet. Fifth
Edition. John Wiley and Sons, Inc: USA.

Branker K., Jeswiet J. and Kim I.Y. 2011: Greenhouse gases emitted in manufacturing a
product—A new economic model. CIRP Annals - Manufacturing Technology, 60, 53–56

Brown B.J., Hanson M.E, Liverman D.M. and Merideth R.W. Jr. 1987: Global sustainability:
Toward definition. Environmental Management, 11, 6, 713-719

Burdick D. 2010: Book review: The Truth About Green Business, Gil Friend with Nicholas
Kordesch and Benjamin Privitt. Journal of Cleaner Production, 18, 29.

Chau S.S.C. 1990: The environment. The Other Hong Kong Report, 7990, 492-511, Chinese
University Press, Hong Kong.

71
Ciliberti F., Baden D. and Harwood I. A. 2009: Insights into Corporate Social Responsibility
Practices in Supply Chains: A Multiple Case Study of SMEs in the UK. Operations and
Supply Chain Management, 2, No. 3, 154-166

Commission of the European Communities 2001: Green Paper. Promoting a European
Framework for Corporate Social Responsibility (COM) 366 final, Brussels.

Company A Holdings Limited 2012: Integrated Report. Company A Holdings Limited,
accessed 20 October 2012,
http://www.CompanyAholdings.co.za/files/1019812640/Investor_Centre_Files/Annual_Repor
ts/Annual-Report-2012/4521_Company A%20WEB%20Integrated%20Report%20E.pdf

Company A Holdings Limited 2013, About our Company Overview, Company A Holdings
Limited, accessed 4 January 2013,
http://www.shopriteholdings.co.za/pages/1019812640/about-our-company/overview.asp

Company B 2010: PnP scoops another green award! Company B (PnP), accessed 17
October 2011,
http://www.picknpay.co.za/picknpay/content/en/news?oid=75716&sn=Detail&pid=10563

Company B Group 2011: Sustainable Living Report. The Company B Group, accessed 20
October 2012, http://www.picknpay-ir.co.za/downloads/2012/pick_n_pay_report.pdf

Company B Group 2012: Integrated Annual Report. The Company B Group, accessed 20
October 2012, http://www.pads.eezeepage.co.za/i/65854

Company B Group 2013: About Us. The Company B Group, accessed 4 January 2013,
http://www.picknpay.co.za/picknpay/content/en/about-us-introduction

72
Company C Group Limited 2011: Integrated Annual Report. The Company C Group Limited,
accessed 20 October 2012, http://www.Company C.co.za/Uploads/dea8cc16-9904-47c7a08f-372368348220/2011_Anual_Report_TWO.pdf

Company C Group Limited 2013: Our Business. The Company C Group Limited, accessed 4
January 2013, http://www.spar.co.za/About-SPAR/Company

Company D Holdings Limited 2012: Good Business Journey 2012. Company D Holdings
Limited, accessed 20 October,
http://www.woolworthsholdings.co.za/downloads/2012/good_business_journey_report_2012.
pdf

Company D Holdings Limited 2013: Corporate Profile Overview. Company D Holdings
Limited, accessed 4 January 2013,
http://www.woolworthsholdings.co.za/corporate/profile_overview.asp).

Company E Group 2012: Integrated Annual Report. Company E Group, accessed 20
October 2011,
http://www.massmart.co.za/invest_profile/financial_results/2012/massmart_ar2012/downloads/m
assmart_ar2012.pdf

Da Graҫa Carvalho M., Bonifacio M. and Dechamps P. 2011: Building a low carbon society.
Energy 2011; 36, 1842-7.

Dahlsrud A: 2008. How corporate social responsibility is defined: an analysis of 37
definitions. Environmental Management, 15, 1–13

Dangelico R.M. and Pontrandolfo P. 2010: From green product definitions and classifications
to the Green Option Matrix. Journal of Cleaner Production, 18, 1608 – 1628.

73
Das T. K. 2006: Corporate Environmental Responsibility. Excellence: Special issue on CSR,
3, 166-174.

DesJardins J. 1998: Corporate environmental responsibility. Journal of Business Ethics,
17(8), 825-838.

Dickie P. and Hiller M. 2007: The Climate Savers Programme: How Corporations Can Save
the

Environment.

The

World

Wildlife

Fund,

accessed

07

September

2011,

<http://test.worldwildlife.org/climate/WWFBinaryitem8752.pdf>.

Dummett K. 2008: Corporate environmental responsibility, PhD Thesis, School of
Architecture and Design, RMIT University.

Emongor R. and Kirsten J. 2009: The impact of South African supermarkets on agricultural
development in the SADC: a case study in Zambia, Namibia and Botswana. Agrekon, 48(1).

Evans W. and Denney M. 2009: Best Environmental Practices of Leading Retailers from
Around

the

World,

accessed

on

17

October

2011,

http://www.greeningretail.ca/Research/1526-GreeningRetailSummary-Oct21_SM.pdf

Fig D. 2005: Manufacturing amnesia: Corporate Social Responsibility in South Africa.
International Affairs, 81: 599–617

Figge F. and Hahn T. 2012: Is Green and Profit Sustainable? Assessing the trade-off
between Economic and Environmental Aspects. International Journal of Production
Economics, article in press

74
Gladwell M. 2000. The Tipping Point: How Little Things Can Make a Big Difference, Little,
Brown and Company, New York.

Global Agricultural Information Network 2010: 2010 Annual Retail Food Sector Report.
United States Department of Agriculture

The Global Association for Marketing at Retail 2011(a): Green Project, The Global
Association for Marketing at Retail (POPAI), accessed 15 October 2011,
http://www.popai.co.za/green-project
The Global Association for Marketing at Retail 2011(b): Promoting Marketing Retail, The
Global Association for Marketing at Retail (POPAI), accessed 15 October 2011,
http://www.popai.co.za/wp-content/uploads/2011/02/What-is-POPAI-SA-20111.pdf

The Global Carbon Exchange Carbon Footprint Assessment and Energy Services 2011: The
implications of South Africa's Green Paper for businesses. The Global Carbon Exchange
(GCX), accessed 16 October 2011, http://www.globalcarbonexchange.com/the-implicationsof-south-africa-s-green-paper-for-businesses.html

The Green Building Council of South Africa 2008, The Insider Guide to Green Star SA. The
Green Building Council of South Africa (GBCSA), accessed 15 October 2011,
<http://www.gbcsa.org.za/docs/FACT%20SHEET%20Green%20Star%20SA%20%20Oct%202008.pdf>

The Green Building Council of South Africa 2011, Green Star SA Rating Tools, accessed 15
October 2011, http://www.gbcsa.org.za/greenstar/ratingtools.php.

The Green Business Guide Web Services 2010, Green Standards and Laws, The Green
Guide,

accessed

07

September

standards-laws/carbon-footprinting-2

2011,

http://www.greenbusinessguide.co.za/green-

75

Greenpeace Africa 2011: Greenpeace Africa submission on the draft National Climate
Change Response Green Paper – February 2011. Greenpeace Africa, accessed 15 May
2012,
http://d2zmx6mlqh7g3a.cloudfront.net/cdn/farfuture/mtime:1299832726/files/docs/110309gre
enpeace_0.pdf

Guha S. and Kettinger W.J. 1993: Business Process Reengineering. Information Systems
Management, 10 (3), 13-22.

Guziana B. 2011: Is the Swedish environmental technology sector ‘green’? Journal of
Cleaner Production, 19, 827 - 835.

Haese M. and Van Huylenbroeck G. 2005: The rise of supermarkets and changing
expenditure patterns of poor rural households’ case study in the Transkei area, South Africa.
Food Policy, 30, 97-113.

Hamann R. 2003: Corporate Social Responsibility and Its Implications for Governance: The
Case of Mining in South Africa. Paper submitted to, 212.

Hamann R. and Acutt N. 2003: How should civil society (and the government) respond to
‘corporate social responsibility'? A critique of business motivations and the potential for
partnerships. Development Southern Africa, 20(2), 255-270.

Hamann R. 2009: South Africa: The Role of History, Government, and Local Context. Global
Practices of Corporate Social Responsibility 2009, 435-460.

76
Hamann R. and Kapelus P. 2004: Corporate Social Responsibility in Mining in Southern
Africa: Fair accountability or just green-wash? Society for International Development, 47(3),
85–92

Hamann R., Giamporcaro S., Johnston D. and Yachkaschi S. 2011: The role of business
and cross-sector collaboration in addressing the ‘wicked problem ‘of food insecurity.
Development Southern Africa, 28(4), 579-594.

Hawken P., Lovins A.B. and Lovins H. 1999: Natural Capitalism: Creating the Next Industrial
Revolution. Little Brown and Co. USA.

Healey M. 2009: Analytics report: the eco-enterprise and the reality of green IT. Information
Week

Industrial Development Corporation 2011: Key Government Policies. Industrial Development
Corporation 2010, accessed 16 October 2011, http://www.idc.co.za/policies/policiesplans.asp

The Information Technology Association of South Africa 2011: Waste not, wants not, want
not... the e-waste situation in South Africa, The Information Technology Association of South
Africa (ITA), accessed 17 October 2011, http://www.ita.org.za/EnvironmentalProgramme.htm

The Johannesburg Stock Exchange 2011: Introduction to SRI Index. The Johannesburg
Stock

Exchange,

accessed

15

October

2011,

http://www.jse.co.za/About-

Us/SRI/Introduction_to_SRI_Index.aspx

Kirkpatrick D. 1990: Environmentalism: The New Crusade. Fortune, 44-52

77
Kirsten J. and Abdulrahman A. 2009: The Impact of Market Power and Dominance of
Supermarkets on Agricultural Producers in South Africa: A Case Study of the South African
Dairy Industry. A Report Commissioned by the National Agricultural Marketing Council.
Accessed 15 May 2012,
http://www.namc.co.za/ASSETS/NEWpdf_18_05_09/THE%20IMPACT%20OF%20MARKET
%20POWER%20AND%20DOMINANCE%20OF%20SUPERMARKET%20finalZ_09_05_15.
pdf

Lampe M. and Gazdat G.M. 1995: Green Marketing in Europe and the United States: an
Evolving Business and Society Interface. International Business Review, 4, 295 – 312.

Leggett J. 1996: The Emerging Global-warming Market-Driver in the Energy Sector: A Status
Report. WREC 1996. Green College Centre for Environmental Policy and Understanding.
University of Oxford and Director, Solar Initiative, Greenpeace International.

Mail and Guardian 2011: Big five fight for food market share. The Mail and Guardian Online,
accessed 16 May 2012, http://mg.co.za/article/2011-11-04-big-five-fight-for-food-marketshare

MediaClubSouthAfrica.com 2011: South Africa's auto industry to turn green. The
International Marketing Council of South Africa (IMC), accessed 16 October 2011,
http://www.mediaclubsouthafrica.com/index.php?option=com_content&view=article&id=2557
:auto-industry-130911&catid=45:economynews&Itemid=114

McDonagh P. and Prothero A. 1996: Green Management: a Reader. The Dryden Press,
Harcourt Brace & Company Limited, London, UK.

McKinnon A.C. and Woodburn A. 1994: The Consolidation of Retail Deliveries: its effect on
CO2 emissions. Transport Policy, 1(2), 125- 136

78
Mine C. 2007: IT’S thinking but not yet acting green. ComputerWorld.

Minten B., Randrianariso L. and Swinnen J.F.M. 2009: Global Retail Chains and Poor
Farmers: Evidence from Madagascar. World Development, 37 (11), 1728–41.

Molla A. 2008: GITAM: A Model for the Adoption of Green IT. 19th Australasian Conference
on Information Systems, 658 − 668. Christchurch.

The National Cleaner Production Centre of South Africa 2008: The National Cleaner
Production Centre of South Africa, accessed 17 October 2011, http://www.ncpc.co.za/

Neto F.P.M. and Froes C. 2001: Gestão da Responsabilidade Social Corporativa: Um Caso
Brasileiro. Qualitymark, Rio de Janeiro.

Odendaal N. 2011: Programme aims to create competitive green industry in SA. Engineering
News. Creamer Media, accessed 17 October 2011,
http://www.engineeringnews.co.za/article/sustainable-transformation-is-sa-hopes-2011-0812

Petrini M. and Pozzebon M. 2009: Managing sustainability with the support of business
intelligence: Integrating socio-environmental indicators and organisational context. Journal of
Strategic Information Systems, 18, 178–191

PriceWaterhouseCooper 2012: South African retail and consumer products outlook.
PriceWaterhouseCooper, accessed 21 July 2013,
http://www.pwc.co.za/en_ZA/za/assets/pdf/retail-and-consumer-products-outlook-20122016.pdf

79
Reardon T., Timmer C. P., Barrett C. and Berdegue´ J. 2003: The rise of supermarkets in
Africa, Asia and Latin America. American Journal of Agricultural Economics, 85(5), 1140–
1146.

Rondinelli D.A. and Berry M.A. 2000: Environmental citizenship in multinational corporations:
Social responsibility and sustainable development. European Management Journal, 18(1),
70-84.

The South African Advertising Research Foundation 2012: Living Standards Measure,
accessed 17 May 2012, http://www.saarf.co.za/LSM/lsms.asp

The South African Institute of Chartered Accountants 2008, An integrated report is a new
requirement for listed companies, The South African Institute of Chartered Accountants,
accessed 15 October 2011, https://www.saica.co.za/tabid/695/itemid/2344/language/enZA/An-integrated-report-is-a-new-requirement-for-list.aspx

The South African Institute for Chartered Accountants 2010: The King Report on Corporate
Governance. The South African Institute for Chartered Accountants 2010, accessed 15
October 2011,
https://www.saica.co.za/TechnicalInformation/LegalandGovernance/King/tabid/626/language
/en-ZA/Default.aspx
Schorsch J. 1990: Are Corporations Playing Clean with Green? Business and Society
Review, 75, 6 - 9.

Shrivastava P. 1995: Environmental technologies and competitive advantage. Strategic
Management Journal, 16, 183 - 200.

Sorescu A., Frambach R.T., Singh J., Rangaswamyd A. and Bridges C. 2011: Innovations in
Retail Business Models. Journal of Retailing, 87S, S3-S16

80

Strnadl C.F. 2006: Aligning business and it: The process-driven architecture model.
Information Systems Management, 23(4), 67–77.

Supermarket News 1992: Retailers Urged Not to Use "Green Marketing" as Gimmick. 23
March, p. 12

Trkman P. 2010: The critical success factors of business process management. International
Journal of Information Management, 30, 125–134

The Sustainable Energy Society of South Africa 2011: Heat Pumps, The Sustainable Energy
Society of South Africa (SESSA), accessed 16 October 2011,
http://www.sessa.org.za/divisions/heat-pumps/heat-pumps-a-swh-acomparison/item/heating-geyser-water-a-comparison-between-an-electrical-resistanceelement-and-a-heat-pump

United Nations Environment Program and the Wuppertal Institute Collaborating Centre on
Sustainable Consumption and Production 2007(a): Communicating Sustainability Aspects of
Products Using Modern Information Technologies: The Case of the Retailer Sector. The
United Nations, accessed 17 October 2011,
http://www.unep.fr/shared/publications/pdf/WEBx0007xPA-ComSustMIT.pdf
United Nations Environment Program and the Wuppertal Institute Collaborating Centre on
Sustainable Consumption and Production 2007(b): Retailers Calendar Exploring New
Horizons in 12 Steps towards Long-term Market Success. A Guidelines Manual for Retailers
towards Sustainable Consumption & Production The United Nations, accessed 17 October
2011, http://www.unep.fr/shared/publications/pdf/WEBx0006xPA-RetailersCal.pdf

United Nations Environment Program 2010: Green Economy: Developing Success Stories,
The United Nations, accessed 15 May 2012,
http://www.unep.org/pdf/GreenEconomy_SuccessStories.pdf

81
United Nations Environment Program 2011: Towards a Green Economy: Pathways to
Sustainable Development and Poverty Eradication - A Synthesis for Policy Makers, The
United Nations, accessed 07 September 2011, www.unep.org/greeneconomy

United Nations Environment Program 2011: South Africa’s Pathway to a Green Economy,
The United Nations, accessed 16 October 2011,
http://www.unep.org/greeneconomy/portals/88/documents/advisory_services/South%20Afric
a.pdf

United Nations Framework Convention on Climate Change Web Services 2011: UNFCCC
and Kyoto Protocol Fact Sheet, The United Nations, accessed 23 May 2011,
<http://unfccc.int/kyoto_protocol/items/2830.php/>

United Nations Environment Program Division of Technology, Industry and Economics 2002:
Meeting of the Retail Industry on Sustainable Development, United Nations Environment
Program Division of Technology, Industry and Economics (UNEP DTIE) accessed 17
October 2011, http://www.unep.fr/shared/uploads/events/docs/419_03.pdf

United Nations Environment Program Division of Technology, Industry and Economics 2003:
Shopping for a Better World: Sustainability and Retailing. United Nations Environment
Program Division of Technology, Industry and Economics (UNEP DTIE). Industry and
Environment Volume 26 No. 1, accessed 15 May 2012,
http://www.uneptie.org/media/review/vol26no1/unep0103.pdf

Van Marrewijk M. 2003: Concepts and Definitions of CSR and Corporate Sustainability:
Between Agency and Communion. Journal of Business Ethics, 44, 2-3, 95-105

Van Rensburg A. 1998: A Framework for Business Process Management. Computers &
Industrial Engineering, 35, Issues 1–2, 217-220

82
Vogel D. 2005: The Market for Virtue: The Potential and Limits of CSR. Brookings,
Washington

Wagner, Hespenheide and Pavlovsky 2009: The responsible and sustainable board. Deloitte
Review 4, 60–71.

Walley E.E. and Taylor D.W. 2002: Opportunists, champions, mavericks? A typology of
green entrepreneurs. Greener Management International, 38, 31 - 43.

Weatherspoon D.D. and Reardon T. 2003: The rise of supermarkets in Africa: Implications
for agrifood systems and the rural poor. Development Policy Review, 21(3), 333–355.

Westra L. 1995: The corporation and the environment. Business Ethics Quarterly, 4, 661673.

Zadek S. 2005: Doing good by doing well: making the business case for corporate
citizenship. New York. http://www.conference-board.org

Zairi M. 1997: Business process management: A boundary less approach to modern
competitiveness. Business Process Management Journal, 3(1), 64–80.

Zimmer M.R., Stafford T.F. and Stafford M.R. 1994: Green issues: dimensions of
environmental concern. J. Bus. Res. 30, 63–74.

