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The retail sector can play a key 

role in facilitating a shift towards 

sustainable consumption and 

production patterns, by adopting 

environmental management 

schemes for its internal 

operations, greening its supply 

chain and inform customers 

about sustainable products and 

services.

“Greening Shops and Saving 

Costs” explains in a simple step-

by-step approach how to 

successfully implement 

sustainability strategies in shops 

and therefore lead to cost-

savings and new business 

opportunities. 

The accompanying resource CD-

ROM contains additional useful 

information, including numerous 

retail case studies from all 

continents, training material, 

technical documents and web 

links for further reading.

“Greening Shops and Saving 

Costs” has been produced by the 

United Nations Environment 
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The retail sector - which in this publication 
designates all types of shops - has 
become the heartbeat of modern 
lifestyles around the world. Due to their 
unique position in the supply chain -   
being the hubs for consumers and 
producers - shops play a very important 
role in facilitating a shift towards 
s u s t a i n a b l e  c o n s u m p t i o n  a n d  
production patterns (SCP). 

At the World Summit on Sustainable 
Development held in Johannesburg in 
2002, the Heads of State and 
Governments recognized SCP as one of the overarching objectives of and 
essential requirements for sustainable development. 

Increasingly retail companies are implementing sustainability strategies or 
adopting environmental management schemes for their own internal 
operations. Many of them also green their supply chain and inform 
customers about what they do in this field.

As this publication shows, there is important good news for these retailers, 
but more in particular for those who have not yet taken action. First of all: 
being environment-friendly or sustainable does not have to be costly! 
“Greening shops” can result in substantial savings and benefits for 
retailers. Examples that going green can make an excellent business 
proposition are being highlighted in this guide and in the enclosed CD-
ROM.

“Greening Shops and Saving Costs” also explains in a simple step-by-step 
approach how to implement sustainability strategies. The CD-ROM 
contains additional information, like retail case studies from all continents, 
training material, technical documents and numerous web links for further 
reading.

I would like to express my gratitude to the German Federal Ministry for the 
Environment, Nature Conservation and Nuclear Safety for its support in the 
development of this publication.

I expect that this guide will be a useful companion for retailers who intend to 
explore and implement sustainability strategies and will help contribute to 
bring about sustainable consumption and production patterns. 

Monique Barbut

Director, United Nations Environment Programme
Division of Technology, Industry and Economics

FOREWORD
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INTRODUCTION

Retail Sector and Sustainability 

Modern lifestyles have radically changed consumption patterns over the 
past decades, which has resulted in unprecedented impact on the 
environment. Shifting to a more sustainable consumption and production 
(SCP) was therefore adopted as the cornerstone of sustainable 
development during the World Summit of Sustainable Development. 

The retail sector is a very important link between the production and 
consumption sides. Hence, it can play a crucial role in realizing the shift 
towards SCP leading to sustainability - comprising of economic, 
environmental and social aspects.

Moreover, sustainability thinking and practices result in many tangible and 
intangible benefits for the retailers, notably through cost savings and 
increased profits. This is possible through enhanced resource 
management (e.g. savings in energy, water and waste management costs) 
as well as providing a unique value-added shopping experience to the 
consumers (by sourcing and offering eco-friendly products and services 
thus cashing on the growing trend for “green” shopping). The improved 
corporate image and thus related customer loyalty can further add up to the 
brand value of the store leading to long-term business prospects. 
Needless to say, all this can provide the much-needed competitive edge for 
any store in the market, over the ones that are not implementing 
sustainability practices yet. 

About this Guide

This is a simple step-by-step practical guide for all types of retailers to help 
in planning, launching, implementing and managing sustainability 
programs in their stores. As the title suggests, the emphasis is really on how 
retailers can proactively manage their operations in line with the notion of 
sustainability, thus saving costs and enhancing the profitability of their 
stores. 

Chapter 1 “Retail Sector and Sustainability” sets the context with a 
selection of statistics and information about the latest global trends and 
developments. It highlights the effects of changing lifestyles and over-
consumption, and underlines the importance of SCP for sustainability in the 
retail sector. 

Chapter 2 “Managing Sustainability in Retail Operations” provides a 
step-by-step approach for implementing Cleaner Production (CP) and 
Environmental Management Systems (EMS) in retail stores. Here, the 
methodological framework based on Plan-Do-Check-Act (PDCA) cycle is 
supplemented by simple tools and techniques to help the stores in 
minimizing the environmental impacts of their operations and realize cost 
savings.

Chapter 3 “Suppliers and Sustainability” highlights interesting tips on how 
the stores can work with their suppliers for sourcing environment-friendly 
products and for “greening the supply chain”.

Chapter 4 “Consumers and Sustainability” features some inspiring ideas 
and case studies on how to involve customers through effective 
communication and advertising campaigns to ensure the recognition and 
success of retailers' sustainability practices.
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About the CD-ROM

This guide comes with a companion resource CD-ROM. This CD-ROM 
includes tons of additional information that could be useful for retail 
companies in implementing sustainability projects in the stores as 
suggested in this practical guide. The CD-ROM notably includes:

An illustrative and interactive animation capturing the core content of this 
guidance manual.

This guidance manual in PDF format for easy download and printing.

A large number of retail case studies from all around the world, which 
illustrate in practice how retail companies have successfully 
incorporated sustainability practices in their daily operations.

A set of training modules in PowerPoint on various aspects of 
sustainability practices in the retail sector.

A number of documents, guidance manuals, information resources to 
supplement the topics discussed in the guidance manual.

A compilation of useful weblinks indexed and catalogued for easy 
search and retrieval.

A powerful search feature allowing the users to search the documents, 
case studies and weblinks based on keywords.

Who should use this guide and CD-ROM?

This guide and CD-ROM are primarily designed for retail companies who 
want to implement sustainability projects in their stores. 

The top management could use these resources to get a thorough 
understanding of the basic concepts and then be able to lead the 
projects and get the desired results.

The senior/middle management and technical staff from retail 
organizations (especially those responsible for environmental 
management and/or managing utilities such as engineering, 
housekeeping, air-conditioning, etc.) could  plan and implement 
CP/EMS programs in stores.

The purchase managers and all relevant staff could refer to UNEP 
material to work with suppliers in order to source green products and 
establish a green supply chain program for the store.

The marketing, communications and public relations department staff 
could get inspiration from this publication and related CD-ROM to plan 
and manage marketing strategies and communication campaigns for 
customers.

In addition, this guide is expected to provide useful insight for suppliers of 
retail stores, consumer associations, relevant government agencies, 
academia (notably business schools) and the general public, i.e. end-
consumers.

We hope that both tools will efficiently accompany every retail company 
who wishes to put sustainability principles into practice. 

!

!

!

!

!

!

!

!

!

!

!
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CHANGING  LIFESTYLES:
SHOPPING TODAY!

Comparing with a few decades ago, our lifestyle has 
drastically changed in today's fast paced world. Today, 
more and more people are caught up in an endless 
cycle of buying and throwing away, seeing consumption 
as a means of self-fulfillment. Society tends to judge a 
person's success by his/her possessions, creating a 
context in which the notions of equitable sharing are 
increasingly dismissed.

The spread of such lifestyles encourages the 
manufacturers to produce more and more - thus 
exerting an unprecedented stress on the earth's natural 
resources and environment. Limited water supplies, 
energy shortage and severe shortfall of waste handling 
and management capacities, all this is being further 
aggravated by these modern consumption-oriented 
lifestyles.

The middle- to higher-middle income population is 
expanding across the world - particularly in Asia and 
South America - as is growing their average income 
(and hence the purchasing power) year by year. On the 
other hand globalization is giving access to goods from 
all over the world, making them available right in the 
neighborhood shops. Recent technological 
breakthroughs, such as the internet and mobile phones 
just make this shopping experience complete with a few 
simple mouse clicks.

RETAIL SECTOR
AND

SUSTAINABILITY
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European Lifestyle: Some Facts and Figures

Four major categories whose environmental effects are either great or increasing rapidly 
form a major part of Europe's total consumption expenditure: consumption of food and drink; 
housing; personal travel and mobility; and tourism

On average, a person in the European Union (EU) eats around 91 kg of meat, 26 kg of fish and 
seafood, more than 300 kg of cereals, vegetables and fruit and 80 kg of potatoes each year 

In the 1960s an average European grocery had 2,000 product lines. A modern supermarket 
has more than 15,000 product lines today

According to OECD, food-related activities such as refrigeration, cooking and cleaning 
account for 71.2 % of household energy use 

The European market for organic food in 2003 is estimated at 10 to 11 billion Euros. While this 
is less than 2 % of the overall EU food market, it accounts for almost half of the global organic 
food market

Packaging waste in the EU-15 amounts to more than 160 kg per person per year. More than 
two thirds of packaging waste is related to the consumption of food

>

>

>

>

>

>

EARTH AT STAKE:
WHAT ABOUT TOMORROW?

The impact of modern lifestyles on the earth's 
environment is enormous and household consumption 
is a major cause of increased environmental pressures. 

Although the environmental impact of each household 
is relatively small compared with that of industrial 
activities, millions of households across the world are 
major contributors to global environmental problems 
such as climate change, air pollution, water pollution, 
land use and waste. 

If everyone in the world were to live like 
an average person in the high income 
countries, we would need 2.6 
additional planets to support us all, 
according to the Ecological Footprint 
S u s t a i n a b i l i t y  M e a s u r e ,  a n  
independent measurement based on  
UN statistics. 

Current consumption and production 
levels are 25 per cent higher than the 
earth's ecological capacity. This 
means that even at current levels, 
humanity is eroding the planet's 
natural capital at a significant rate.

Moreover, according to some 
demographic studies the world's 
population could grow by 50% 
between now and 2050 - meaning 9 
billion people would be living on our 
planet. 

The earth's l imited resources                      
cannot keep pace!

Source: Household consumption and the Environment; European Environment Agency Report No. 11/2005

Facts about Consumption and Production,
UN Factsheets prepared for WSSD 2002 -
http://www.johannesburgsummit.org/html/media_info/
factsheets.html

This is mainly because, ultimately, it is the individual 
consumer who makes the final choice about which (and 
how much?) goods and services s/he consumes. 

Moreover, the household consumption and changing 
lifestyles also have a profound impact on the social 
conditions  in today's globalized population. 

Race for Resources

In response to the never-ending quest of consumables, 
newer products are introduced in the marketplace 
everyday. Each product requires substantial amount of 
natural resources such as minerals, water and energy  
not only for its manufacture but also for its packaging, 
transport and handling, distribution and even disposal. 

With very limited non-renewable resources at hand on 
one side and the ever-growing demand for goods on the 
other, indeed the race for resources is going to get 
severe day by day  if the current trends continue.

Greenhouse Gases

In today's global economy, companies are relocating 
production bases, importing raw materials and 
exporting finished products. Basic consumer goods 
cross national boarders, sail the oceans and are carried 
over thousands of kilometers before ending up on 
supermarket shelves. Whether by boat, plane or truck, 
transporting these goods consumes a lot of energy and 
adds to the problem of greenhouse gas (GHG) 
emissions that are responsible for climate change.

Mountains of Waste

As consumption of disposable products, individual 
portions and over-wrapped goods grows, so does the 
amount of waste they produce. In developed countries, 
the average individual throws away 1 kg of rubbish a day. 

Each year the United States discard 39 billion knives 
and forks and 29 billion plates - half of them plastic. India 
produces 4.5 million tons of plastic waste each year 
among which polyethylene - a component of plastic 
bags in particular - takes over 100 years to decompose.
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ECOLOGICAL FOOTPRINT
Ecological Footprint is one of the new indicators to evaluate the impact of our lifestyle on the limited 

natural resources available on the earth. It converts the products and services we use into global hectares 
and measures the pressure we exert on nature to satisfy our lifestyle demands.

Source: http://www.worldcentric.org/stateworld/footprint.htm

USA
Fra

nce

Germ
any

Ja
pan

M
alays

ia

W
orld

 A
ve

ra
ge

China

Philip
pines

Indonesia

India

Ecological Footprint of some countries across the globe:

9.57

0.760.981.111.36
2.18

2.99
3.914.26

5.74

4 more earths
would be needed

if everyone consumed
like Americans.

20% of the
global population

consumes 75% of the
natural resources.

Packaging waste

GHG emissions
other air emissions

Solid waste

Packaging

Distribution

Consumption

Resources:

Paper,
plastics,
glass,
metals,
energy

Transport
fuels

Energy

Source: Household consumption and the Environment;
European Environment Agency Report No. 11/2005)
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What's Your Taste? GHG Emissions of Different Meals

A Swedish study (Carlsson-Kanyama et al., 2003) compared four different  meals with the 
same energy and protein content in terms of their GHG emissions. It found life-cycle 
emissions ranging from 190 g CO  equivalent for a vegetarian meal with local ingredients, to 2

1,800 g for a meal containing meat with most ingredients imported.  However, some vegetarian 
meals may have higher life-cycle GHG emissions than meals including meat  if the vegetarian 
ingredients are transported over long distances or include high emissions in production.

Source: Household consumption and the Environment; European Environment Agency Report No. 11/2005

Source: Survey on Solid Waste Management,
Asian Productivity Organization (www.apo-tokyo.org)

City, Country Generation rate
(kg/capita/day)

New Delhi, India

Dhaka, Bangladesh

Penang, Malaysia

Kathmandu, Nepal

Manila, The Philippines

Singapore

Colombo, Sri Lanka

Bangkok, Thailand

Hanoi, Vietnam

0.47

0.50

0.98

0.30

0.66

0.94

0.62

0.88

0.63

The waste discharges due to the individual 
consumption are distributed all over as non-point 
sources and hence are often overlooked in comparison 
with industrial waste discharges. Indeed, however, 
these non-point source waste discharges are very 
difficult to manage.

Electronic Waste

Stereos, VCRs, kitchen appliances - our homes are filled 
with these electronic goods, designed to be replaced 
every few years in keeping with new trends, tastes and 
technologies. Manufacturing these increasingly 
sophisticated appliances demands huge quantities of 
raw materials, energy and water (30,000 liters of water to 
make a computer screen). 

They also generate huge amounts of waste in various 
forms which are very difficult to handle and dispose off. 
The diversity of materials used and the presence of 
heavy metals make these electronics - or e-waste as it is 
often termed - hard to treat and/or recycle. 

Social Aspects

It's not only the environment or the resource base that is 
endangered by changing consumption patterns, the 
social situation is affected as well.

At macro level, it is a well documented fact that lifestyles 
and consumption patterns are highly disparate between 
the North and South, i.e. industrialized and developed 
countries versus the developing countries. 

However, this is not simply a North-South polarization 
issue. Even within any country - especially developing 

ones - one can see huge disparities between rich and 
poor and these definitely affect the harmony and 
balance in any society.

Another serious social issue related to the consumption 
oriented lifestyles concerns the child labor and 
exploitation of unskilled women labor force in 
sweatshops. In order to meet the growing demands for 
goods, an increasing number of companies are moving 
their production lines to developing countries where the 
socio-political systems have not yet been able to 
completely prevent child labor as well as the meager 
pay and lack of labor welfare benefits to semi-skilled or 
unskilled workers - especially women. 

Globalized Problems

The negative environmental effects of the household 
consumption not only occur locally, but also in other 
regions of the world, in this age of globalization. This is 
mainly as a result of resource extraction, production, 
processing and transportation in other regions where 
the goods are manufactured. 

On one hand, there are nearly 1.1 
billion people living in the developing 
world without access to safe water, 
and 2.4 billion people without access 
to adequate sanitation. The average 
distance that women in Africa and Asia 
walk to collect water is 6 km and the 
weight of water that they carry on their 
heads is the equivalent to the airport 
check-in luggage allowance (20kg). 
Some 6,000 children die everyday 
from diseases associated with lack of 
access to safe drinking water, 
inadequate sanitation & poor hygiene - 
equivalent to 20 jumbo jets crashing 
everyday. 

On the other hand, in Europe US$11 
billion/year are spent on ice cream and 
US$105 billion on alcoholic drinks 
annually. In USA & Europe, US$17 
billion/year are spent on pet food.

In comparison, the estimated 
funding required for addressing 
t h e  w a t e r  a n d  s a n i t a t i o n  
challenges ranges between 
US$110-170 billion.
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SUSTAINABLE CONSUMPTION
& PRODUCTION 

Continuing to live beyond the earth's means 
is not a viable option in the long term. The 
issue is how to change consumption and 
production patterns fast enough to keep 
pace with economic growth. This cannot be 
achieved simply through technological 
change. Moreover, businesses are unlikely 
to take up sustainability initiatives voluntarily 
if they are costly. 

People need to understand that increasing material 
consumption does not necessarily constitute progress 
or success. A more fair and equitable use of resources 
will also help reduce social conflicts.

Shifting to more sustainable consumption and 
production (SCP) patterns was therefore adopted as 
one of the overarching objectives of sustainable 
development by the 2002 World Summit on Sustainable 
Development (WSSD) in Johannesburg.  

SCP does not necessarily imply drastic reduction in 
consumption by individuals, nor is implied going back to 

ththe 18  century lifestyle. SCP is about achieving 
economic growth whilst respecting environmental 
limits, finding ways to minimize damage to the 
environment and making use of the earth's resources in 
a sustainable and most efficient manner. It is therefore 
not a challenge restricted just to a few countries or areas 
of the world, but one which must engage the entire 
global community.

To realize this objective, it was decided at WSSD to 
develop a 10-year framework of programs on SCP. 
Accordingly the international process was started in 
Marrakech, Morocco in summer 2003, followed by an 
international conference in San Jose, Costa Rica, in 
September 2005. Regional consultations have also 
started all around the world.

The world’s 200
largest retailers

account for 30% of
worldwide demand.

Wal-Mart is the
world's largest retailer

and the world's
largest company

with more than 
US$256 billion 

in annual sales.
Wal-Mart employs

more than 1 million
associates in the US 

and more than
300,000 internationally.

The second largest
retailer in the world is 

France's Carrefour
followed by

Home Depot of USA
at third place and 
Germany’s Metro

on the fourth place.

Source: UN CSD International Work Programme adopted in 1995

Defining Sustainable Consumption

Sustainable consumption is the use of goods and 
services that respond to basic needs and bring a 
better quality of life, while minimising the use of 
natural resources, toxic materials and emissions of 
waste and pollutants over the life cycle, so as not to 
jeopardise the needs of future generations. 



10 Year Framework on SCP

UNEP is pursuing the development of a 10-year Framework of Programmes on 
Sustainable Consumption and Production (Marrakech process), in support of regional 
and national initiatives.

A series of regional consultations and international meetings have been organised by 
UNEP and UN Department of Economic and Social Affairs (DESA). Task Forces have 
been created to support the implementation of specific themes. Co-operation Dialogue 
Sessions ensure the involvement of development agencies and development banks 
into the Marrakech Process.

The development of the framework consists of the following phases:
a) Organizing regional consultations to promote awareness and identify priorities and 

needs for sustainable consumption and production
b) Building regional strategies and implementation mechanisms with regional and 

national ownership
c) Implementing concrete projects and programs on the regional,                         

national and local levels
d) Monitoring and evaluating progress

For more information: http://www.uneptie.org/pc/sustain/10year/home.htm

RETAIL SECTOR: LINKING 
PRODUCTION AND CONSUMPTION

The retail sector is the most vital link between  
production and consumption, i.e. manufacturers and 
consumers. The retail sector also plays a very important 
role as a major driver for global economy and 
employment. 

The composition of the retail sector is rather diverse. 
From door to door push-cart retailers to modern plush 
boutiques; from innumerable roadside kiosks to 
departmental stores; and from neighborhood mom-
and-pop shops to gigantic hypermarkets and mega-
malls - anything and anybody that sells individual units 
directly to the end-user is a retailer as per the broad and 
generally accepted definition.

The retail sector also includes major manufacturers that 
sell directly to end-customers via retail outlets (often 
franchised, like car dealerships), mail order or direct 
sale companies, TV channel shopping, multilevel 
marketing and also over the Internet which is a fast 
growing trend.

Due to its unique position linking production and 
consumption sides (also implying its direct or indirect 
ability to influence both sides), the retail sector plays a 
very important role in the context of sustainability in 
general and facilitating a shift towards SCP in particular. 

The Business Case for Sustainability

The changing socio-economic as well as environmental 
trends in the modern world require the companies to 
manage their operations in a manner which will enhance 
economic prosperity, ensure environmental protection 
and promote social justice, popularly referred to as the 
“triple bottom line”. 

The triple bottom line or the sustainability thinking is fast 
moving into the mainstream of corporate strategy, 
resulting in a major paradigm shift from “business as 

usual” to the “sustainable enterprise”. It is well 
recognized that success in today's globalizing economy 
is determined not only by the efficient use of economic 
capital, but also the ability to build, sustain, and 
effectively deploy human, social and natural capital.

Thus a shift towards SCP is not only beneficial for the 
society or global environment, but can also make an 
excellent business case for the retail sector. 

Firstly, the retailers can realize substantial cost savings 
by improved environmental and resource management 
of the retail operations. For instance, this can be 
achieved through energy, water saving, reduced waste 
management costs and potential liabilities. 

Secondly, by collaborating with upstream suppliers, 
retailers can increasingly source environment-friendly 
products for their consumers and distribution channels. 
With this, the environmental impacts at the production 
side are minimized by adopting cleaner production 
practices; at the same time, the consumers get cleaner, 
healthier and higher quality products, which have less 
impact on the environment throughout their life cycle.

Importantly, this can enrich the existing relationships 
with the suppliers and/or develop new ones and can 
contribute in establishing reliable supply chains.

Ae dul da eV d latne
mnoriv n E

Social Val du ee A dd

Econom
ic Value Added

Sustainability 
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Promoting                                          
Sustainable Consumption                   
through Christmas Gifts        

Nuremberg, a German city 
of Northern Bavaria, counts 
about 500,000 inhabitants, 
w i t h  s o m e  2 6 8 , 0 0 0  
households. The City uses the 
example of Christmas gifts to 
p r o m o t e  s u s t a i n a b l e  
consumption. 

For Christmas 1999, the city published a leaflet aiming 
to promote low-waste and low-pollution products. In 
this leaflet, the city encourages creativity in choosing 
the gifts and wrapping them. It also advices on how to 
choose the Christmas tree and decorations, and gives 
tips to reduce food wastage and promotes 
consumption of local products.

Different approaches are suggested for choosing 
presents: gifts with reduced environmental impacts, 
with a longer lifespan, such as  battery-free watch, 
recycled letter paper, organic products e.g. wine, 
homemade presents such as personal cookbook, 
jam, vouchers for drawing lessons, a visit to the 
hairdresser, a massage, useful gifts such as a 
telephone card or a public transport pass. 

A list of 99 presents following these alternative 
approaches complements the brochure. They are 
very practical examples of what one can choose to 
celebrate Christmas “sustainably”. Useful contact 
details are even provided for theatre, language 
courses, etc. 

Also related to Christmas gifts, the City organises 
each year the market of the “long faces” in 
cooperation with the second-hand store “Mach mit”. 
There, citizens can put Christmas presents that they 
didn't really want on auction; 10% of the benefits are 
donated for an ecological project.
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Source: Retail Marketing (2002) - Peter McGoldrick,
McGraw-Hill Education, New York

Portugal
Hong Kong
South Korea
Czech Republic
Poland
Mexico
Hungary
Saudi Arabia
Chile
Turkey
South Africa
Russia
Malaysia
Argentina
Venezuela
Brazil
Thailand
Indonesia
Philippines
Egypt
China
India 

$3,463
$3,230
$2,989
$2,135
$1,128
$1,896
$1,786
$1,538
$1,415
$1,398
$1,229
$1,053
$1,024
$1,009

$975
$920
$779
$471
$448
$440
$411
$267

Japan
Switzerland
United States
Norway
France
Denmark
Ireland
United Kingdom
Belgium
Austria
Sweden
New Zealand
Netherlands
Australia
Finland
Canada
Spain
Greece
Italy
Germany
Israel
Singapore

$9,309
$8,628
$8,542
$7,949
$6,501
$6,296
$6,142
$5,924
$5,699
$5,465
$5,289
$5,273
$5,256
$5,224
$5,159
$4,700
$4,613
$4,481
$4,415
$4,366
$3,761
$3,638

Source: 2005, Global Powers of Retaining
Stores, January 2005, Section 2 - www.stores.org
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Lastly, by demonstrating such consistent and 
transparent efforts, the retail company can also ensure 
an enhanced corporate image, improved consumer 
trust and loyalty and thus increased profits in the long 
run.

Indeed, sustainability efforts in the retail sector is a win-
win proposition for all the stakeholders - retail 
organizations themselves, suppliers, consumers, and 
ultimately the society at large.

Current Situation

Generally speaking, sustainability issues are not 
amongst the top priority issues for most of the global 
retail sector, with some exceptions  notably in Europe.

This is even more pertinent for the millions of individual 
stores, and neighborhood shops across the world (i.e. 
“unorganized retail sector”).

However, when it comes to the three main aspects of 
sustainability (viz. economical, environmental and 
social), the “organized retail sector” comprising chains 
of department stores, discount stores, super- and 
hypermarkets, convenience stores and the like arguably 
account for most of the industry's economic and 
environmental impact if not most of its social dimension.

This group is also probably better geared to tackle the 
sustainability issues, than the unorganized retail sector. 
In fact, a number of major retailers worldwide have 
started voluntary sustainability initiatives and are 
reporting on their economic, environmental and social 
policies, practices and performance. In most cases, this 
is being done under the framework of Corporate Social 
Responsibility (CSR).

The Road Ahead

The challenge of sustainable retailing is twofold: 

1. To ensure that internal operations are sustainable

2. To influence suppliers to produce and customers to 
consume sustainably

As such, the retail sector can contribute to SCP, in the 
following three main areas:

1. Environmental Management Systems: 
The retail sector should first control and manage its 
own environmental and social impacts through 
implementing environmental management systems 
for initiatives such as energy/water conservation, 
waste management, recycling programs, etc. 

2. Supply Chain Management: 
Retailers should co-operate with their suppliers and 
favor the development of products featuring 
environmental and/or social attributes. They could 
also encourage them to develop appropriate 
information on the green aspects of their products 
and apply for eco-labels. 

3. Education and Information of Customers: 
Retailers increasingly develop their own branded 
products to compete with traditional brands and 
improve their margins. For these specific products, 
retailers should develop relevant information about 
their sustainability aspects should they exist and 
ensure the development of products that take into 
account those aspects (organic products for 
example). Retail companies could also encourage 
and provide advice to consumers on the use and 
disposal of the products and offer facilities and 
services such as take-back systems for batteries, 
reusable bags, etc.

The subsequent chapters in this manual provide an 
illustrative step by step guide for embarking on a journey 
towards sustainability.
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“Charity begins at home”, it is said! Naturally, the first 
step for any retail organization in its journey towards 
sustainability would be to manage the environmental 
and social aspects of its own operations.

Managing sustainability is a complex process involving 
various issues such as resource management, waste 
minimization, 3R (Reduce, Reuse and Recycle), 
managing supply chains, consumer awareness, 
management systems, staff training, etc. It requires a 
holistic team-based management approach.

UNEP's Cleaner Production (CP) concept provides a 
practical “process” to systematically identify and 
address the environmental and resource management 
issues. CP describes a preventative approach to 
environmental management. It is a broad term that 
encompasses what some countries/institutions call 
eco-efficiency, waste minimization, pollution 
prevention, or green productivity. 

ISO 14001 based Environmental Management System 
(EMS) can provide an excellent “management 
framework” to ensure a sustainable effort for resources 
and environmental management of the retail facilities. 

CP and EMS are complementary and hence perfect 
tools to ensure that the retail organizations' internal 
operations are sustainable. Moreover implementing 
sustainability can directly result in cost savings and 
increased profits for the store.

MANAGING
SUSTAINABILITY

IN RETAIL
OPERATIONS
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GREEN PRODUCTIVITY

Synonymous to CP, Green Productivity (GP) is the term coined by 
Asian Productivity Organization (APO) a regional inter-
governmental organization representing the national productivity 
organizations across the Asia Pacific.

GP is a strategy for productivity enhancement while protecting the 
environment for overall sustainable socio-economic 
development. APO has successfully demonstrated the 
application of GP in industries, service sector as well as 
communities across the Asia-Pacific region.

Source: http://www.apo-tokyo.org/gp 

 ENY HTI AV NIT CC E

U M

D EO NR TP

ALT  PN RE OM TN EO C

R TI IOV NNE

GP

SUSTAINABLE
DEVELOPMENT

CONTINUOUS
IMPROVEMENT

ENVIRONMENTAL IMPACTS OF
RETAIL OPERATIONS 

Retail operations result in substantial environmental 
impacts. They use a great deal of resources such as 
water and energy and also give out emissions to the 
environment such as solid waste, wastewater and air 
emissions - both direct (from boilers, vehicles of people 
visiting the stores) and indirect (vehicular emissions by 
transportation fleet of suppliers). 

Before and even after a product is purchased and used, 
the product has environmental impacts as the 
manufacture, distribution, use and eventual disposal of 
the product will create a variety of burdens on the 
environment. In other words, at every stage of the life 
cycle there are emissions and consumption of 
resources. Therefore environmental impacts from the 
entire life cycle of products and services need to be 
addressed.

Raw material extraction Transport Production Packaging

TransportInventoryTransport

Retail Store

Transport by
individual consumer

Product used by
individual consumer

Disposal by
individual consumer

Final disposal of product
(landfill, incineration etc.)
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CP ASSESSMENT OF
RETAIL OPERATIONS

UNEP has developed the methodology for systematic 
CP assessment of any organization to systematically 
identify the opportunities for improving its 
environmental performance. This in turn also enhances 
the bottom-line benefits resulting in a win-win situation.

This methodology is based on the Deming's classic 
PDCA Cycle (Plan-Do-Check-Act) for continual 
improvement. 

As this is a classic problem-solving approach, CP 
methodology, in fact, can be used for any type of 
sustainability project, not necessarily restricting to the 
environment related activities. This may include 
projects related to energy efficiency, green supply chain 
management or creating consumer awareness on 
sustainability efforts.

Overall, CP enhances the bottom-line benefits resulting 
in a win-win situation.

CP assessment is most often divided in five phases 
described below. Moreover the same methodology can 
be applied to reduce risks and energy consumption. 

Planning and Organization Phase 

Pre-Assessment Phase

Assessment Procedure 

Feasibility Analysis Phase 

Implementation and Continuation Phase 

Continuous
Improvement

Standardization

ACTION PLAN

DOCHECK

UNEP
CP methodology

is the classic
problem-solving

approach based on
Deming's PDCA cycle

for continuous
improvement.

CP enhances
the bottom-line

benefits
resulting in a

win-win situation.



Planning and Organization

Top management commitment is a very important pre-
requisite for launching a CP program in a retail 
organization. This commitment needs to be reflected in 
environmental policy statements, internal memos, and 
instructions to employees through other channels. 

Management should set the stage, but whether or not 
good CP opportunities are found is largely dependent 
on the collaboration of employees. Employees - in 
particular those involved in the daily operations and 
maintenance - have often key understanding of day-to-
day operational issues/problem areas and are often 
able to come up with solutions. Hence, the top 
management needs to create awareness among the 
employees about sustainability initiatives in general and 
CP assessment process in particular.

While raising awareness among all staff is important, a 
dedicated CP assessment team should be established 
within the organization. This CP team initiates, co-
ordinates and supervises the assessment activities. 

Top Management 
Contribution in the CP 
Assessment Process

[ Formulate a CP team in the 
organization

[ Appoint a team leader

[ Review objectives and targets

[ Review and approve the 
implementation plan

[ I d e n t i f y  b a r r i e r s  f o r  
implementation and means to 
overcome 

[ Provide necessary financial 
resources 

[ Incorporate appropr ia te 
changes in management 
s y s t e m  f o r  c o n t i n u o u s  
improvement

Team Formation

[ The team should be dynamic and evolving in nature

[ Members should be drawn as per need analysis

[ There can be a core team and departmental sub-teams in large organizations. The core 
team supervises the overall CP program & sub teams assist the core team on specific tasks

[ A dynamic, open minded and versatile person should be the team leader

[ The team should have operational knowledge to analyze and review the present practices; 
creativity to develop and evaluate changes for the current practices, and authority to 
implement and maintain the proposed changes in the operational practices

Pre-Assessment Phase

The pre-assessment phase is important in setting the 
direction and laying the foundation for a successful CP 
assessment. Here the CP team understands the 
baseline situation and zeroes in on the problem areas to 
work on during the later steps.

The first important step during the pre-assessment is to 
collect the baseline information about the operations of 
the retail organization. This can be done through 
document review as well as a detailed walk-through of 
the facility.

The CP team should familiarize itself with the retail 
operations including utilities, waste treatment and 
disposal facilities. A walk-through survey would allow 
the team to identify and list all the operational steps.  
Following that, a flowchart, process flow diagram, initial 
layout should be produced, highlighting drainage 
system, vents and other material/energy loss areas. 

The findings made in the walk-through survey will be 
used to identify problems and their causes. Tools like 
Eco-Maps, Benchmarking, Flow Diagram and Process 
Flow Diagram will be used to identify problems and their 
causes. These are discussed in details in subsequent 
sections (see page nos. 24 to 26).

In general, problems could occur with the operational 
practices, water, energy, labor, operating costs, waste 
generation, housekeeping, capacity utilization, product 
quality and market demand.

Subsequently, a Cause-and-Effect Diagram (Ishikawa 
Diagram) can be used to give a complete picture on the 
relationship between the problems and their causes or 
potential causes.  

In order to achieve a thorough analysis, brainstorming 
sessions should be held. These brainstorming sessions 
should not be limited only to the people belonging to the 
area of concern. This is important as one can get a third-
party opinion and also because there is always the 
possibility that some causes may be originating  
beyond the area of concern. 

After achieving a comprehensive understanding of the 
problems and their causes, objectives and targets 
should be set.  This is critical because firstly, objectives 
provide guidance to the CP team in choosing the 
appropriate focus areas for detailed assessment. 
Secondly, targets act as performance indicators to 
prevent the CP team from deviating from the objectives. 
Targets should be decided with an anticipatory 
perspective.
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Store Walk-through:                  
Eyes Wide Open!

The CP team should pay careful 
attention to the following points 
during the walk-through:

[ Transportation practices for 
materials/ products 

[ Material handling and storage 
losses 

[ Working conditions, ambient 
temperature levels, noise levels 
etc. in the storage / utilities areas

[ L e a k s / o v e r f l o w s  i n  t h e  
storage/utilities area

[ Safety issues such as fire exits, 
extinguishers, smoke detectors, 
emergency procedures and 
escape paths

[ Disposal practices for wastes, 
packaging materials 

[ Optimum (as per design) versus 
actual operating conditions 
(such as indoor temperature, 
lighting) 

[ Possible internal recycle and 
reuse opportunities 

Objectives & Targets

Objectives and targets            
should be SMART:

Specific 

Measurable 

Attainable 

Relevant and 

Traceable
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Assessment Phase

During the assessment phase the material balance is 
studied, and appropriate measures are proposed to 
accomplish the objectives and targets spelled out 
during the pre-assessment phase in order to address 
the problem areas and root causes. 

During this phase the CP team uses all possible means 
to identify CP options. The ideas for options may come 
from a literature search, personal knowledge, 
discussions with suppliers, examples in other 
companies, specialized databases, or research & 
development (R&D). Brainstorming is an indispensable 
tool to ensure creative intellectual environment to think 
of all possibilities.

PRE ASSESSMENT

   
STORE WALK-THROUGH

PROBLEM IDENTIFICATION

SETTING OBJECTIVES & TARGETS

FEASIBILITY STUDIES

PRELIMINARY EVALUATION

TECHNICAL EVALUATION

ENVIRONMENTAL EVALUATION

ECONOMIC EVALUATION

SELECTION OF FEASIBLE OPTIONS

    TOP MANAGEMENT COMMITMENT

    TEAM FORMATION

PLANNING

IMPLEMENTATION & CONTINUATION

PREPARE & IMPLEMENT PLAN

IMPLEMENT FEASIBLE CP MEASURES

MONITOR PROGRESS

SUSTAIN CP

ASSESSMENT

DETAILED SITE ASSESSMENT

MATERIAL BALANCE

OPTION GENERATION



Generating options is a creative process that relies 
more on inspiration than on logical deduction (although 
logic remains important). The brainstorming session is 
a combination of creativity and 'common sense'. 

During a CP assessment a number of obvious 
possibilities for immediate improvements may already 
have been identified. In order to go further, it is often 
helpful to conceptually divide the process into three 
essential elements: source identification followed by 
cause diagnosis, and option generation.

The purpose of the next logical step (option generation) 
is to create a vision on how to eliminate or control each 
of the causes of waste and emission generation. The 
generic prevention practices specified before are used 
to develop appropriate CP options. The option 
generation consists of several elements, such as: 
improved housekeeping, resource optimization (water 
and energy), waste reduction, etc. After CP options 
have been identified, they are evaluated following the 
same procedure used for evaluation of other 
investments or technical innovation options. 

Feasibility Studies 

The feasibility studies have to prove whether each of the 
(not obviously feasible) options are technically and 
economically feasible and whether they contribute to 
the environmental improvement. 

The feasibility studies can be divided into five tasks:  

1. Preliminary Evaluation: The options are sorted in 
order to identify additional evaluation needs. 
Managerial options do not always require a 
technical evaluation, while equipment-based 
options do. Similarly, simple options normally do not 
require an environmental evaluation, while complex 
options do. Finally, cheap options do not require a 
detailed economic evaluation - expensive options 
may.

2. Technical Evaluation: The technical evaluation 
evaluates whether the option can be put in practice 
or not. This requires a check on the availability and 
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reliability of space, equipment, the effect on quality 
and productivity, the expected maintenance and 
utility requirements and the necessary operating 
and supervising skills. The options that do not need 
capital expenditure, e.g. housekeeping measures, 
can often be implemented quickly. It is a typical fast-
track approach. If capital investment is needed for 
the chosen option, it is advisable to appoint an ad-
hoc group of experts, to make a technical evaluation 
based on selected evaluation criteria. Therefore, 
technical evaluation of such option requires more 
complex investigation. 

3. Environmental Evaluation: The objective of 
environmental evaluation is to determine the 
positive and negative impacts of the option for the 
environment. An environmental evaluation must 
take into account the whole life-cycle of a product or 
service. This step is important to ensure that the 
proposed changes in the current scenario in order to 
address certain problem areas do not result into 
other type of environmental problems.

4. Economic Evaluation: The economic evaluation 
consists of data collection (regarding investments 
and operational costs, and benefits), choice 
between evaluation criteria (pay back period, Net 
Present Value or Internal Rate of Return) and 
feasibility calculations. The economic data 
collection builds upon the results of the technical 
evaluation. In order to properly incorporate the long- 
term economic advantages of CP, it is highly 
recommended to apply Total Cost Assessment 
principles to the economic evaluation especially for 
high cost options (see the box next page).

5. Selection of Feasible Options: First, the technically 
non-feasible options and the options without a 
significant environmental benefit can be eliminated. 
All remaining options can in principle be 
implemented. However, a selection is required in 
case of competing options or in case of limited 
funds.



Economic Analysis of Sustainability Options

A number of tools are available to conduct such a systematic financial and economic feasibility analysis of 
sustainability projects. These include:

1. Traditional Profitability Analyses including Payback Period, Net Present Value (NPV) and Internal Rate of 
Returns (IRR)

2. Environmental Management Accounting or Total Cost Accounting

Profitability Analysis of Sustainability Initiatives

The profitability analysis is a quantitative method that uses money as an indicator. The profitability analysis 
forms the basis of the prioritization and implementation of the selected options. It is most commonly used by 
companies. The techniques for profitability analysis are: Payback Period, NPV and IRR. These methods can 
be used to evaluate and select the most economically feasible CP options. 

Payback Period

The payback period is a method used to measure the time taken to fully recover the initial outlay of investment. 
Other things being equal, the shorter the payback period, the smaller the risk for the company. This concept is 
used only as a rough assessment because it ignores depreciation and the time value of money.  

Payback = Capital Investment  / Annual Savings

Net Present Value

The NPV is the discounted present value of all future cash flows generated by the investment minus the initial 
cost of the investment. The decision rule is that if the NPV is positive, the investment is accepted. However, if 
the NPV is negative, the investment will be rejected.

NPV = Present value of cash inflow - (Total Investment + Operating Costs)

Where CF = Cash Flow, t= year 1, 2, 3 …n, n = number of interest period, I = capital investment and                
i = interest rate.

Internal Rate of Return

The IRR is the rate of interest (in %) that a project is expected to earn over its lifetime. If the IRR is used as the 
cost of capital for discounting project cash flows, the net present value of the project would be zero. Thus, the 
IRR is the rate that makes the present value of the project cash outflow equal to the present value of the project 
cash inflow. This method is generally considered inferior to the NPV method because of its built-in assumption 
that the net cash inflows are reinvested at the project's internal rate of return. 

Environmental Management Accounting: Calculating Total Environmental Costs and Benefits

Environmental Management Accounting (EMA - sometimes also known as Total Cost Accounting) is a 
combination of life cycle analysis and activity based costing approaches. It helps in systematically calculating 
the total (internal) costs associated with environmental activities to make apparent the financial burden 
created by material, energy, inventory and other operational inefficiencies. As the analysis is based on the 
“true” operational costs, it provides unique additional inputs for business decisions, which sometimes might 
get overlooked otherwise.

If one tries to look at the environmental cost as per the current accounting practices, most environmental/ 
occupational health safety (OHS) costs are often treated as fixed and unavoidable. Moreover, these costs are 
not directly allocated to activity or process generating wastes and emissions and 50 to 70 % of these costs for 
a typical facility are hidden in general overhead accounts under various headings such as: 

l l l l lAdministration  Legal  Facilities  Maintenance  Transportation

According to one management principle: “What gets measured gets managed!”. Thus, it is important to 
systematically understand the “hidden” environmental costs to get a clear understanding and total picture. 
Simply quantifying the total costs will lead to questions which in turn can realize some potential savings. Of 
course, at times, the distinction between some “environmental” and “operating” costs may not be obvious but 
costs are costs and need to be managed anyway!

NPV  = ∑
n

t = 1

CF 
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Implementation & Continuation

In the last phase, the feasible CP options are 
implemented and provisions made to ensure the 
ongoing application of CP. The development of such an 
ongoing program requires monitoring and evaluation of 
the results achieved by the implementation of the first 
group of CP options. 

The expected result of this phase is threefold: 

1. Implementation of the feasible CP measures 

2. Monitoring and evaluation of the progress achieved 
by the implementation of the feasible options 

3. Initiation of ongoing CP activities 

To achieve this result, the following tasks should be 
implemented:

Prepare CP Implementation Plan: The measures are 
organized according to the expected date of 
implementation. Additionally, the person or department 
with the prime responsibility for the implementation 
should be identified.

Implement Feasible CP Measures: The effort needed 
to implement CP measures can differ substantially. 
Simple measures (like good housekeeping) are easier 
for implementation. Implementation of options 
requiring high investment will require a detailed 
preparation such as planning for the installation and 
funding requirements.

Monitor Progress: Simple indicators should be used to 
monitor progress and to keep the management as well 
as other interested parties frequently informed. The 
choice of the measurement method is crucial. It can be 
based on changes in waste (and/or emission) 
quantities, changes in resource consumption 
(including energy) or changes in profitability. The 
evaluation of the monitoring data should include 
changes in the production output and/or changes in the 
product mix. 

Sustain CP: The ongoing application of the CP concept 
may require structural changes in the organization and 
management system of the company. ISO14001 based 
EMS is an excellent framework to ensure the 
sustainability of the CP process in a retail organization. 

IMPLEMENTATION PLAN

[ Develop the plan by answering 
5W1H: Why, What, When, 
Where, Who, How?

[ Allocate resources and schedule 
the pilot implementation

[ S t a r t  w i t h  s m a l l  s c a l e  
implementation

[ Organize regular meetings and 
trouble- shooting sessions 

[ Develop monitoring plan

[ Secure management support 
and  review

Tools for CP Assessment

Brainstorming is a tool commonly used for 
generating ideas. Its primary objective is to generate 
as many ideas as possible for the intended purpose. 
This tool is used by teams in instances like 
identifying possible root causes or seeking solutions 
to a problem. Brainstorming can also be used in the 
development of the implementation plan especially 
in identifying the various tasks or activities that may 
form part of the plan. Below are steps used in 
conducting a brainstorming exercise:

1. Define the topic clearly
2. Keep the meeting in a relaxed setting
3. Set a time limit
4. Go round and take turns
5. Record all ideas, do not evaluate ideas
6. Let the team leader facilitate session
7. Generate new ideas from suggested ideas 

The Flowchart is a graphical method used in 
organizing the sequence of work activities or 
decision processes.  It explains pictorially how work 
activities are linked together by a series of steps.  In 
this way, each step of the process can be reviewed 
and gaps for improvement can be identified. Steps 
used in creating the flowchart include:

1. Identify the first step of the process
2. Draw the first step in a rectangular box
3. Identify subsequent steps 
4. Connect all steps with arrows pointing in the 

direction of the workflow
5.  Use a diamond box is used when a decision (Yes 

or No) is required
6. Review the entire flowchart and check for 

accuracy

The Process Flow Diagram (PFD) is a special 
flowchart that organizes the sequence of work 
activities along with their respective materials and/or 
energy flows in a particular process after a walk-
through survey. The PFD can be constructed using 
the following steps:

1. Draw the flow chart of the process. This flowchart 
must start with raw materials at the top of the 
diagram and end with the final product at the 
bottom

2. Identify the inputs and outputs for each work 
activity. Indicate them clearly on the sides of 
each step. Releases or emissions in all 
applicable forms, such as air, water, solids 
should be clearly shown

3. Identify the indicators and the points of 
measurement

4. Collect the data
5. Complete the PFD by inserting the input and 

output measurements

24



OfficeStorage Area

F
ro

ze
n

  
F

o
o

d

Cold
Storage

Food
Section

Non-food Section

Priority
areas

Water
wastage

Solid
waste

Energy
consumption

A Layout Map when combined with other tools like 
the Process Flow Diagram provides a complete 
understanding of the current situation and 
characteristics of the process. This tool is 
particularly useful in developing hypotheses to 
determine the locations where improvement is 
required.  The layout map should be drawn to scale 
indicating the important information like the north 
direction, existing facilities, operations, machines, 
furniture, utilities, passageways, entrances, exit 
gates, contours, etc.

Another tool in this same family is the Eco-map.  
This is a simple and practical visual tool used to 
identify present environment and productivity 
related problems. The Eco-map provides a bird's 
eye view of the company's operations and gives a 
quick orientation to the various types of problems 
faced by the company.  Eco-maps are drawn for 
various themes such as: water, solid waste, energy, 
and wastewater. The drawing procedure is relatively 
simple.  The first step is to produce a simple plant 
layout and then copies of the various themes are  
produced for overlay.  Any problem spotted should 
be indicated briefly on the Eco-map. (More 
information: http://www.ecomapping.org) 

The Material Balance is a basic inventory tool that 
allows quantitative assessment of material inputs, 
outputs and wastes. A Process Flow Diagram (PFD) 
is required as a basis for the development of the 
material and energy balance.  Inputs to a process or 
a unit operation may include raw materials, 
chemicals, water, air and energy.  Outputs include 
the primary product, by-products, rejects, 
wastewater, gaseous wastes, liquid and solid 
wastes.

In its simplest form, a material balance for any 
system is drawn up according to the following steps:

1. Finalize the PFD and check it for accuracy 

2. Install the equipment to record and measure 
parameters 

3. Determine inputs, quantify outputs and select tie 
compounds 

4. Do a preliminary material balance based on the 
inputs and the outputs 

5. Ca lcu la te  d isc repanc ies  and repeat   
measurements if required

6. Refine by verification during site inspections and 
by brainstorming

Tie compound is the parameter or substance for 
which material balance is established around a unit 
operation or process. Examples of tie compounds 
are: water, chemicals, suspended solids.

CP methodology
makes use of
various tools

such as
Brainstorming,

Flowchart,
Process Flow Diagram,

Layout Map,
Eco-map,

Material Balance,
Energy Balance,

Ishikawa Diagram, etc.
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CP TECHNIQUES FOR
RETAIL OPERATIONS

Good Operating Practices

Improved operating procedures can be implemented in 
all areas - production, maintenance, raw material, 
product, waste handling as well as storage. Since good 
operating procedures can often be implemented at a 
low cost, they usually have a higher return on 
investment. Procedural aspects of a manufacturing 
operation include the management, organizational, and 
personnel functions of production. Efforts in improving 
operating procedures could be: scheduling 
improvements, material handling and storage, spill and 
leak prevention, or personnel practices.

Good housekeeping is not limited to keeping the work 
place clean and eliminating leaks and spills. It also 
includes improving operational procedures and 
systems to make them more efficient. 

Energy Conservation in Retail Outlets

Typically in a retail store or a supermarket the energy 
usages are prominently for space lighting, air 
conditioning and refrigeration, escalators, lifts, and 
electricity usage in various accessories like computers, 
closed circuit TVs, etc. The percentage of energy 
consumption in the various areas depends on climatic 
conditions of the area.

Refrigeration and Air-Conditioning: Refrigeration and 
air conditioning systems cover a wide variety of cooling 
applications, using both standard and custom-made 
equipments. Some commonly used applications are 
process cooling by chilled water or brine, ice plants, 
cold stores, freeze drying, air-conditioning systems, 
etc. 

An Energy Balance gives a quantitative account of 
the input and output of energy in different forms in a 
production process.  In addition to water and raw 
materials, energy is an important tie compound 
particularly for a retail store. The development of the 
energy balance is similar to the material balance 
except that energy comes in many forms like fuel, 
steam, hot water and electricity. The output to be 
measured may be products, by-products, hot or 
cold wastewater, solid waste, etc. energy losses 
may be steam leakage, low yield of electricity, etc.

The Ishikawa Diagram is one of the quality control 
tools and is also known as the Cause-and-Effect 
Diagram or the Fishbone Diagram. This tool is 
widely used in identifying the root causes of 
problems. It helps in guiding group discussions and 
all the information gathered is displayed in an 
organized manner.  The completed diagram is a 
useful training aid as it allows junior employees to 
see the problems and their causes as a complete 
picture. Hence, they can take the necessary 
precautions to prevent the problems from recurring.

The simplest way of constructing the Ishikawa 
Diagram is to use the 4M1E method to categorize 
causes. The 4M1E method basically involves 
categorizing all the causes and sub-causes of 
problems into these categories: Man, Machine, 
Material, Method and Environment. However, 
experienced users may create their own tailored 
categories of causes. Steps for construction of this 
tool are:

1. Define the problem effect and put it on the right 
side of the diagram

2. Identify main causes, use 4M1E or others and 
draw in the horizontal and sloping lines

3. Brainstorm on subordinate causes and attach to 
main cause 

4. Identify and attach as many causes as possible

5. Identify and circle the root or critical cause(s)

6. Verify the root cause(s) 



Good Operating Practices

[ Management and personnel practices include employee training, 
incentives and bonuses, and other programs that encourage 
employees to consciously strive to reduce wastes and emissions

[ Material handling and inventory practices include programs to 
reduce loss of input materials due to mishandling, expired shelf life 
of time-sensitive materials, and proper storage conditions

[ Loss prevention minimizes wastes and emissions by avoiding leaks 
from equipment and spills

[ Waste segregation practices reduce the volume of hazardous 
wastes by preventing the mixing of hazardous and non-hazardous 
wastes

[ Cost accounting practices include programs to allocate waste 
treatment and disposal costs directly to the department or groups 
that generate wastes and emissions, rather than charging these 
costs to general company overhead accounts

Good Housekeeping

One way of practicing good housekeeping is by using the Japanese 5S 
approach. 5S is a set of workplace management techniques that 
focuses on improving and maintaining processes, equipment, 
workplaces and people. 5S stands for the following Japanese words:

1. Seiri means sorting out what items are necessary and dispose of 
those that are unnecessary

2. Seiton means arranging the necessary items in a systematic 
manner. This means having items in the right places or the right 
layout, so that the items can be retrieved when needed. It is a way of 
eliminating unnecessary searches

3. Seiso means cleaning and inspection. This step ensures that items 
can be kept clean and in good functional condition

4. Seiketsu means improvement and standardization. This process 
is continually repeated until the required standard is achieved

5. Shitsuke means self-discipline and doing what has been decided 
as a habit. By teaching everyone what needs to be done and having 
everyone practice 5S, bad habits are got rid off and good habits are 
cultivated
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Chillers: Some Tips

! Ensure that all chillers 
are in good working 
order through regular 
maintenance, including 
annual machine overhaul 
and c lean ing  o f  hea t  
exchange surfaces

! Check for any leakage of refrigerant 
and water (chillers and pumps)

! Check the accuracy of built-in instruments, and take 
corrective measures if there are problems

! Record all operating parameters and ensure that plant 
operators understand their interpretation in terms of safe and 
efficient operation for the plant

! Ensure that chilled water flow rate through each chiller is as 
specified by the chiller manufacturer, because lower water 
flow rate could result in a poorer operating efficiency. 
Improper setting of butterfly valve in the chilled water exit 
may also lead to lower efficiency

! A water flow meter is required to measure water flow rate, if in 
case water flow meter is not present or is malfunctioning, 
flow rate can be estimated using water pump pressure head 
and characteristic curves of the pump

! Ensure that chilled water bypass valves are fully closed when 
pressure difference does not exceed the preset value

! The chilled water supply temperature should not be set too 
0low. A supply temperature of 7 C with a temperature rise of 

05 C is the normal practice. However, in case it can be set 
higher, use this possibility. This is particularly useful when 
chillers are operated in mild seasons when cooling load for 
the store is reduced

! Delay the starting of a chiller if it is feasible and consider 
installing extra cooling distribution equipment to avoid 
running more chillers than necessary

! For plant with multiple chillers and without automatic chiller 
sequencing control, always ensure that an additional chiller 
is only turned on when the capacity of operating chiller(s) is 
not sufficient. Endeavor to avoid chillers operating under 
light load conditions

! Stop all associated water pumps when a chiller is shut off 
except for the safe operation of a chiller, i.e., to remove 
residual cooling from an evaporator to avoid freezing of heat 
exchange tubes

! For a direct sea water cooled chiller plant where sea water 
pumps are designed for at least two chillers, consider retrofit 
to two speed sea water pumps

! For plant still operated with CFCs, due consideration should 
be given to the time frame for CFC phase out set by the 
Government. CFC retrofit also provides a good opportunity 
for plant to replace any other existing design problems
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Air Conditioning System: The air conditioning and 
ventilation systems combine to provide a thermally 
comfortable environment and good indoor air quality. 
There is a trade-off between energy use and indoor 
environmental quality. Comfortable cooling and fresh 
air must be provided to the customers and staff in the 
store. 

Comfort air-conditioning generally implies cooling of 
room air to about 24°C and relative humidity of 50% to 
60%. Proper sensors and controls are essential to good 
operation. In many stores this key feature is the one 
most often neglected.

Improvements can be derived from simply putting 
equipment into the best operating mode possible. This 
may involve better on/off control, or finer tuning of 
controllers. However, in the absence of measuring 
equipment this is almost impossible. Expert advice and 
equipment will be needed if significant performance 
gains are to be achieved.    

Chillers: It is expected that the electricity consumed by 
the central chiller plant will account for around half of the 
total electricity used for air conditioning. Therefore, the 
central chiller plant deserves more attention than any 
other part of an air conditioning system.

Lighting: Lighting usually represents about 30-40% of 
the total energy consumption in a store and is usually 
the best opportunity to improve efficiency, while 
increasing the quality and productivity in most facilities. 
Lighting energy can be generally reduced by 20-50% by 
installing more efficient lighting fixtures, improved 
lighting controls and taking advantage of day light 
where available. Paybacks for lighting projects are 
usually quick because of the long run hours, much of it 
during the utility's peak period. Moreover the newest 
lighting technology often provides higher quality of 
lighting, which benefits both workers and consumers. 

Many retail locations still use metal halide, high 
pressure sodium or mercury vapor lighting. This type of 
lighting is less efficient, more expensive to operate, less 
flexible (on instant on/re-strike) and overall, not as 
appealing to eye. Fluorescent lighting has improved 
dramatically over the past decade. High intensity 
fluorescent (HIF) lighting, on the other hand, provides a 
brighter, more natural light and is more energy efficient. 
HIF lights also allow for instant-on/re-strike.



Air Conditioning: Some Tips

! Never over cool the store / building to an unnecessary low 
level, bearing in mind that for summer air conditioning, the 

0recommended comfort temperature and humidity are 24 C 
and 50% respectively

! For all public areas, air temperature should be closely 
monitored by engineering staff and necessary actions taken to 
avoid too low a temperature

! Original design specification should be checked and 
complied with respect to designed door parameters 
(temperatures and humidity)

! Ensure that the store building maintains positive internal 
pressure relative to atmospheric pressure and minimize 
infiltration of untreated outdoor air. If positive pressure is 
seldom maintained, make sure that air exhaust volume is less 
than the fresh air make-up volume

! The fresh air supply in the store is normally designed based on 
maximum occupancy, but during off-peak hours the store 
occupancy is significantly lower, therefore, fresh air supply 
can also be reduced 

Lighting: Some Tips

! Reduce excessive illumination levels to standard levels using 
switching, delamping, etc. (check the electrical effects before 
doing delamping)

! Actively control lighting with clock timers, delay timers, 
photocells, and/or occupancy sensors

! Install efficient alternatives to incandescent lighting, mercury 
vapor lighting, etc. Efficiency (lumens/watt) of various 
technologies range from best to worst approximately as 
follows: low pressure sodium, high pressure sodium, metal 
halide, fluorescent, mercury vapor, incandescent

! Select ballasts and lamps carefully with high power factor and 
long-term efficiency in mind. Changeover from obsolete 
fluorescent systems to compact fluorescents and electronic 
ballasts 

TESCO's Energy Efficient Stores
in Thailand

In Thailand, Tesco Lotus has spent £3.1 million on 
energy conservation at 49 stores over the last three 
years, which has resulted in energy savings of 
approximately £2 million so far. At its new flagship 
'green' store in Bangkok, solar panels of the area of 
three football pitches cover more than half of the roof. 
These provide 12.5% of the store's energy 
consumption and reduce 400 tonnes of carbon 
dioxide emissions. It is the largest rooftop solar energy 
system in the region. Even the benches at the front of 
the store are made of photo-voltaic panels. Tesco 
Lotus is evaluating the success of this scheme and 
hopes to introduce similar measures in new stores.

For more information, please refer to the training module on
Energy Efficiency in Retail Operations in the enclosed CD-ROM.

! Fine tune the pneumatic 
control so that air 
handl ing uni ts  can 
ensure proper distribution 
of cooling requirements

! Carefully examine the cooling 
distribution within the store as 
unbalanced distribution of cooling 
calls for early start of additional 
chillers. In particular areas with heat 
generating machine (such as refrigerators/ 
coolers, very bright illumination) or with unfavorable 
orientation (east, north-west) are more prone to such 
problems. Installing additional cooling distributing apparatus 
might be necessary to satisfy local cooling requirement

! When permitted by local weather conditions (air temperature 
is sufficiently low) and by duct system design (with 
appropriate filtration), use as much outdoor air as possible to 
maximize free cooling effect

! Consider lowering the 
fixtures to enable using 
less of them

! Consider day lighting, 
skylights, etc.

! Consider painting the walls 
in a lighter color and using less 
lighting fixtures or lower wattage

! Use task lighting and reduce background 
illumination

! Re-evaluate exterior lighting strategy, type, and control. 
Control it actively

! Change exit signs from incandescent to LED type
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3Rs: Reduce, Reuse, Recycle

Retail stores generate large amounts of highly 
recyclable materials, such as office paper and 
corrugated cardboard. They also throw away plastics, 
such as plastic films (shrink wraps and bags) and 
polystyrene packing materials, newspapers, and 
beverage containers. Retailers can educate customers 
and employees about waste reduction by promoting 
waste prevention through advertising campaigns and 
putting out recycling containers. Moreover retailers can 
save money by observing the 3Rs: reduce, reuse, 
recycle. 

Reduce:
The largest component of waste at retail stores is 
packaging. It is possible to reduce packaging by 
working with the vendors and suppliers and asking 
them to provide items without excess packaging. 

Reuse:
There are a number of opportunities to reuse various 
materials or “wastes”. For instance, it is possible to 
donate old and outdated merchandise to charities 
rather than throwing it in the bin. Store remodeling 
produces construction and demolition debris in large 
amounts from time to time. Many of these materials can 
be reused by other stores, schools, churches, or 
community organizations. Similarly seasonal 
decorations can be reused instead of being discarded 
as waste.

Recycle:
Retail stores can reduce disposal costs and sometimes 
even earn revenue from the sale of separated 
recyclables. It is important to carefully select the buyer 
of such recyclables. For a successful recycling 
program, it is essential to locate the recycling bins 
strategically and label them clearly. Place recycling bins 
in all heavy traffic areas, common work areas, and most 
importantly, in locations where recyclables are typically 
generated. 

Ask these questions when selecting a vendor to pick up your 
recyclables: 

[ Does the vendor have references from other retail stores / 
companies? 

[ What materials does the vendor accept for recycling? 

[ How should the materials be separated? 

[ Is there a minimum amount required for pickup? 

[ Do they charge for pickup? 

[ Will the vendor pay for the recyclables? 

[ Will the vendor supply recycling containers to use 
throughout the store and large bins for the main storage 
area? 

[ How will pickups be arranged? Scheduled? On-call? 

[ Does the vendor offer shredding services for confidential 
materials? 

IMPLEMENTING EMS
IN RETAIL OUTLETS

Management System Approach

In order to systematically institutionalize any new 
initiative and to ensure its sustainability, there has been 
a growing trend to go for management systems. This 
ensures that sustainability efforts, championed by a few 
persons in the organization, become a part of the day-
to-day activities in the company and do not die down in 
due course. 

Organizations all over the world have been 
implementing a number of management systems 
commensurate with the scope of their operations and 
specific needs. Typically, organizations have been 
going for:

[ ISO 9001: Quality Management Systems

[ ISO 14001: Environmental Management Systems

[ OHSAS 18001: Occupation Health and Safety 
Assessment Series 

[ SA 8000: Social Accountability Standard

There is also a growing trend for integrated 
management systems, which incorporate all the above 
management systems under one umbrella.

ISO 14001 Environmental Management System

In the context of sustainability, ISO 14001 Environmental 
Management System (EMS) can provide an excellent 
framework for managing sustainability initiatives. Like 
the CP assessment methodology, ISO 14001 EMS is 
also based on the Deming's Plan-Do-Check-Act cycle.

ISO 14001 EMS is completely voluntary and it helps 
business manage environmental aspects and impacts. 
It is applicable to any sized business/operation. There 
are no start-up and final performance checks; however 
the implementation provides evidence of:

[ Commitment to comply with relevant laws

[ Commitment to prevention of pollution 

[ Continual improvement

Another important aspect of ISO 14001 EMS is the 
interaction with stakeholders - especially the suppliers 
and contractors. In the context of green supply chain in 
the retail sector, therefore, EMS can be a valuable tool. 
Similarly communication/reporting also form important 
aspects of EMS.
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Retailers have a tremendous opportunity to save money and reduce waste by following these 
packaging guidelines: 

[ Give customers the choice of whether or not they want their purchase bagged, or offer a 
discount to customers who bring their own bag

[ Ask suppliers to eliminate packaging altogether, if possible

[ Minimize the amount of packaging used

[ Ask suppliers to provide packaging materials that are either refillable or reusable. For 
example, retail stores can reuse certain packaging materials such as cardboard and 
polystyrene

[ Use packaging that is recyclable and is made with recycled materials. To the greatest 
extent possible, recycled content should be composed of post-consumer recycled waste 
material, that is, material which has served its intended end use and has been discarded 
by companies or consumers

- Implemented environment-friendly methods of car 
park degreasing and de-icing to ensure the local 
river only receives clean water

- Introduced a Disaster and Scenario Testing 
Programme to ensure staff know how to handle any 
emergency. This is carried out in conjunction with 
the London Ambulance Service, Metropolitan 
Police, Redbridge Borough Council and the British 
Transport Police

- Reviewed suppliers who did not meet the Exchange 
Mall standards. This has focused suppliers to deliver 
best performance through supplier performance 
appraisals

The Benefits

Matthew Fletcher, Environmental Systems Manager, 
The Exchange Mall, says “Our ability to be legally 
compliant is much easier as we now monitor all 
legislation relating to the shopping centre and the 
environment. Trend analysis has led to problem 
solving in advance of issues becoming critical. 
Additionally, as part of a large property fund we are 
able to demonstrate our environmental pedigree to 
ethical investors, which will open up new funding 
opportunities.”

“By implementing ISO 14001, we are delivering a 
better business for our retailers, property owners and 
general public as we now work to a high standard of 
environmental performance. The community we work 
in can be confident that its shopping centre cares 
about the local environment. Through ISO 14001, we 
are ensuring that the children of Ilford and Redbridge 
will inherit a shopping experience that will benefit their 
future well-being.”

Source: http://www.bsi-emea.com/Environment/CaseStudies/ ExchangeMall.pdf

The Organization

The Exchange Mall (www.themall.co.uk/exchange) is 
the first town centre retail-shopping complex in the UK 
to become registered with British Standards 
Institution (BSI) to the Environmental Management 
Standard, ISO 14001. Based in Ilford, the Exchange 
Mall has 85 retail units and employs over 65 staff 
members and has over 13 million visitors per year. ISO 
14001 has been implemented across all of its 
business functions including food outlets, security, 
maintenance and cleaning.

The Issue

There were two key reasons why the Exchange Mall 
took the decision to implement and become 
registered to ISO 14001:

- To reduce any negative impacts the business has on 
the environment and future community that 
surrounds it

- To highlight opportunities to deliver best business 
practice to ensure their retailers operate in a 
dynamic forward thinking environment

ISO 14001 was implemented across the entire 
business to ensure customer, building and retailer 
issues alike are monitored closely to deliver the 
demanding environmental targets set each year.

Since implementing ISO 14001, the Exchange Mall has:

- Reduced electricity costs by 25% through the 
introduction of monitoring systems such as light 
meters to ensure that the 20,000 lights in the centre 
are only on when required to substitute natural light

- Increased waste recycling from 18% to 28%. For every 
tonne of general waste produced, 91.5% is ash, which 
is recycled and used in aggregate, the remaining 
8.5% is raw metal, which is refined and reused. 120 
tonnes of cardboard was recycled last year

ISO 14001 EMS at The Exchange Mall, Ilford, UK
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Key Elements of EMS:  A Snapshot

[ Environmental policy - Develop a statement of your 
organization's commitment to environmental 
management. Use this policy as a framework for 
planning and action

[ Environmental aspects - Identify environmental 
attributes of your products, activities and services.  
Determine those that could have significant impacts 
on the environment

[ Legal and other requirements - Identify and ensure 
access to relevant laws and regulations, as well as 
other requirements to which your organization 
adheres

[ Objectives and targets - Establish environmental 
goals for your organization, in line with your policy, 
environmental impacts, the views of interested 
parties and other factors

[ Environmental management program - Plan  
necessary actions to achieve your objectives and 
targets

[ Structure and responsibility - Establish roles and 
responsibilities for environmental management and 
provide appropriate resources

[ Training, awareness and competence - Ensure that 
your employees are trained and are capable of 
carrying out their environmental responsibilities

[ Communication - Establish processes for internal 
and external communications on environmental 
management issues

[ EMS documentation - Maintain information on your 
EMS and related documents

[ Document control - Ensure effective management of 
procedures and other system documents

[ Operational control - Identify, plan and manage your 
operations and activities in line with your policy, 
objectives and targets

[ Emergency preparedness and response - Identify 
potential emergencies and develop procedures for 
preventing and responding to them

[ Monitoring and measurement - Monitor key 
activities and track performance.  Conduct periodic 
assessments of compliance with legal requirements

[ Non-conformance and corrective and preventive 
action - Identify non-coformance, correct problems 
and prevent their recurrence

[ Records - Maintain and manage records of EMS 
performance

[ EMS audit - Periodically verify that your EMS is 
operating as intended

[ Management review - Periodically review your EMS 
with an eye to continual improvement

Continual
Improvement! 

Start

Environmental PolicyManagement Review

[ Checking / 
Corrective Action

[ Monitoring & Measurement
[ Nonconformance & Corrective 

& Preventive
[ Action
[ Records
[ EMS Audits

[ Planning
[ Environmental Aspects
[ Legal & Other 

Requirements
[ Objectives & Targets
[ Environmental 

Management Programs

[ Implementation
[ Structure & Responsibility
[ Training, Awareness, 

Competence
[ Communication
[ EMS Documentation
[ Document Control
[ Operational Control
[ Emergency Preparedness 
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Refrigerants, Naturally!
- Clever cooling vs. global warming

Context

Hydrofluorocarbons (HFCs) are widely used as an 
alternative solution to replace ozone depleting 
chlorofluorocarbons (CFCs) in many commercial 
refrigeration applications, such as beverage coolers, 
vending machines, ice cream freezers, and open deck 
coolers and freezers used in supermarkets. HFCs are safe 
for the ozone layer but have a high global warming 
potential (GWP) and are controlled under the Kyoto 
Protocol. With HFC production increasing as CFCs are 
successfully replaced under the Montreal Protocol, 
concerned companies are seeking long-term solutions to 
address both of these global environmental issues. Part of 
the answer lies in the development and commercialization 
of alternative refrigeration and cooling technologies, e.g. 
hydrocarbons, CO , Stirling cycle, thermoacoustic, and 2

solar cooling.

In 2000, at the request of The Coca Cola Company and Mc 
Donald's, the United Nations Environment Programme 
(UNEP) along with the US Environmental Protection 
Agency (US EPA) convened an experts group to review 
the options and inform the process of technology choice 
at the company level.

Objectives

After 4 years of work on different options by the 
enterprises, Refrigerants, Naturally! was launched in 2004 
as a voluntary corporate initiative by The Coca Cola 
Company, Unilever and McDonald´s, and supported by 
UNEP and Greenpeace. Its objective is to promote a shift 
in the point-of-sale cooling technology towards alternative 
refrigeration technology that protects the Earth's climate 
and ozone layer. The initiative encourages the 
development of HFC-free technologies for point-of-sale 
commercial refrigeration.

Summary 

The initiative's members are companies that have point-of-sale 
cooling applications in the food and drink, food service and retail 
sectors. Members must show commitment to:

! Eliminating HFCs in point-of-sale cooling applications

! Developing a timetable for doing so

! Making a substantial resource commitment to achieve 
fluorocarbon elimination, including R&D, testing, financial 
investment, staff time or political energy

! Sharing information between members via regular meetings, special events/workshops, and bilateral 
exchanges

! Sharing data and results with other companies, government decision makers and the public

Refrigerants, Naturally! provides members with a working group and a supportive environment where 
information is shared to encourage and spread excellence for those committed to eliminating HFCs in point-of-
sale refrigeration. The partnership also provides a platform and a critical mass in communicating with the 
refrigeration technology supply chain, with other users, governmental, political and public institutions about the 
feasibility and environmental gain of non-HFC-cooling. The partners are seeking other major companies in the 
concerned business sector to join the initiative and adopt similar technology. 
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Results

Within the Refrigerants, Naturally! framework, results to date include:

! The Coca-Cola Company has launched a US$ 10 million R&D program that has allowed it to identify, develop 
and test CO -based cooling applications designed to efficiently chill products while reducing greenhouse gas 2

emissions. Initial field tests performed during 2004 indicated that CO  equipment in real-life conditions was 2

between 17% and 35% more energy efficient than the equivalent units using standard refrigerants. Today, the 
Coca-Cola System has deployed over 2,000 coolers and venders using CO  refrigeration technology. This 2

number will grow to over 4,500 by mid-2006 as pre-commercial market tests continue. HFC-free insulation has 
been implemented for the majority of Coca-Cola new sales equipment purchases and work is in process to 
substantially reduce the energy consumption of equipment, targeting a 40-50% reduction over a 2000 
baseline by the end of the decade.   

! Tests in the first McDonald´s HFC-free pilot restaurant in Vejle, Denmark showed encouraging results. The 
restaurant used approximately 12% less energy than a conventional McDonald's restaurant and its emissions 
according to the Total Equivalent Warming Impact calculation are 27% lower. Based on these results, 
McDonald´s is focusing the development plans with their suppliers on the 3 (of 10) equipment items (HVAC, 
walk-in freezer and ice cream/shake machines) that account for 97% of the total impact.

! Unilever owns about 1.8 million branded ice 
cream freezers for its out-of-home sales. In 2000, it 
made a commitment to buy HFC-free ice cream 
freezers by 2005 and to meet that commitment, 
Unilever has worked closely with its suppliers and 
industry experts to introduce ice cream freezers 
using hydrocarbon refrigerants. The first public 
test of the hydrocarbon freezers was with 50 units 
at the 2000 Sydney Olympics followed by long 
scale trials in Sydney and Brisbane. Independent 
studies showed that these hydrocarbon freezers 
were 10% more energy efficient than the 
equivalent HFC freezers.  Unilever moved to large 
scale trials in Denmark in 2003 and a Europe wide 
roll out in 2004.  By 2006, Unilever will have 
100,000 hydrocarbon refrigerated ice cream 
cabinets on the market in Europe. Hydrocarbon 
freezers will be in the market in Latin America in 
2006 and in Asia in 2007.  

US EPA awarded the companies with its Climate Protection Award 2005 in recognition for their leadership in 
developing innovative ways to combat global warming by promoting the development of environmentally-
friendly refrigeration technology. Refrigerants, Naturally! is recognised as a "Partnership for Sustainable 
Development" by the UN Commission on Sustainable Development as a voluntary, multi-stakeholder initiative 
that contributes to the implementation of Agenda 21.  For more information, visit  www.refrigerantsnaturally.com
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SUPPLIERS FOR SUSTAINABILITY

In today's business environment, the supplier-buyer 
relationships have graduated from a simple once-
through purchase transaction to that of a solid long-
term partnership. Buyers are increasingly dependent on 
their suppliers for meeting customer demands on 
quality, cost, delivery as well as environmental & social 
aspects. 

Consequently, buyers (who could themselves be 
suppliers in some other company's supply chain) and 
their suppliers have to work closely together right from 
the product design to manufacture, packaging and 
even the transportation for delivery. 

In the case of retailers, suppliers also play a key role in 
their sustainability efforts. Unless the suppliers provide 
environment-friendly products and environment-
friendly packaging, retailers cannot offer such  
products and services to their customers and achieve 
their own objectives for sustainability.

A close working relationship between the retailer and its 
suppliers based on trust and transparency, leading to a 
mutually beneficial partnership, is thus the key to  
successful sustainability initiatives in the retail sector. 

Greening Supply Chain (GSC) is the popular approach 
for engaging suppliers in such a partnership towards 
sustainability and ensure mutual benefits.

SUPPLIERS
AND

SUSTAINABILITY
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Source: http://www.pprc.org/pubs/grnchain/intro.cfm 

Why Greening your Supply Chain?

General Motors (GM) sums it up well: "Working together with our suppliers, we can 
accomplish much more to improve the environment than GM can alone".

"GSC" refers to buyer companies requiring a certain level of environmental responsibility 
in core business practices of their suppliers and vendors. Many businesses have 
internal standards, policies, and/or environmental management systems that govern 
their own environmental performance and efficiency. If suppliers do not abide by these 
same standards, the buyer company may be buying and using products that do not 
meet its own standards.

According to a US EPA study, the reasons why 
private sector companies adopted environmental 
purchasing practices included:

- Responding to customer interest in 
“environment-friendly” products and practices

- Distinguishing a company and Its products  
from competitors

- Pursuing cost savings

- Joining an industry trend

Greening the Retail Supply Chain

Any supply chain is a coordinated system of entities, 
activities, information and resources involved in moving 
a product from manufacturer/supplier through retailer to 
the customer or end user. 

As discussed earlier (Page 18) the typical life cycle of a 
retail product comprises of: the product design, raw 
materials acquisition, transportation, product 
manufacturing, packaging, transportation to the retail 
store, where it is purchased by the customer for its use 
and then ultimate disposal at the end of the useful life of 
the product. 
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In accordance with the product's life cycle, the retail 
supply chain typically consists of manufacturers, 
service providers, distributors (including transporters), 
retail outlets and customers / end-users. 

It is essential to consider the entire life cycle of the 
products and accordingly include all these players in the 
efforts for GSC. The subsequent sections describe a 
step-by-step approach for establishing a GSC program 
for retail stores.

A GSC program for a retail organization can very well be 
implemented as a part of the CP or EMS program. For 
example, the retail store can choose the specific 
objectives and targets - that would lead to GSC - under 
the CP assessment methodology or as a part of 
establishing an EMS. 

A GSC program for any retail store includes the following 
elements:

Setting up purchasing criteria

Supplier awareness and training

Monitoring and traceability audits

Eco-labeling 

The GSC program can include both existing suppliers 
as well as new suppliers. With the existing suppliers, it 
could be somewhat easier to launch the GSC program 
as both the retailers and their suppliers know each other 
for quite some time and better understand each others' 
organizational cultures. The GSC program can further 
strengthen and add a new dimension to this existing 
relationship.

Setting up Purchasing Criteria  

In efforts to green their supply chain, retailers can 
require their suppliers to meet standards equivalent to 
their internal standards. Some may request that their 
suppliers implement an environmental management 
system (EMS) or become certified to other standards 
such as ISO 9001, HACCP, SA 8000, etc., while others 
can impose some very specific product requirements 
such as certification for organic farming, sustainable 
forestry certifications, use (or prevention to use) certain 
types of raw materials, chemicals, etc.

ESTABLISHING A GSC PROGRAM

[

[

[

[

Source: http://www.epa.gov/oppt/epp/pubs/privsect.pdf 



In order to implement the
GSC program, retail stores
(the buyers) need to do a
substantial amount of
preparatory work:

1. Prepare a green purchasing policy for the 
retail organization endorsed by the top 
management

2. Develop and/or adopt existing criteria, 
standards, or management systems:

- Decide whether to develop your own standards 
and criteria or adopt more generic criteria, for 
instance those developed by International 
Standards Organization (ISO), Food and 
Agriculture Organization (FAO), International 
Labour  Organ i za t ion  ( I LO) ,  na t iona l  
governments, industry bodies, etc.

- Choose what environmental criteria, standards, 
management systems will apply to which 
suppliers considering the environmental impacts 
related to product's life cycle

- Determine whether the criteria apply to suppliers' 
practices and operations and their products

- Consider whether to use more rigorous 
standards for certain suppliers

3. Prepare an evaluation, monitoring and 
certification plan and schedule:

- Decide on how you would monitor and evaluate 
the compliance of the suppliers with the new 
purchasing criteria

- Decide on the monitoring, auditing methodology 
and schedule

- Decide whether you would certify the supplier or 
you would go for an ongoing monitoring and 
evaluation of the production process and/or 
product

- Develop a product information disclosure system 
for the suppliers 

4. Develop a communication and awareness 
plan for suppliers:

- Produce a communication and awareness plan 
to notify suppliers of the new purchasing criteria, 
evaluation protocols and schedules, including 
milestone dates for partial and/or full compliance

- Plan for supplier training sessions and technical 
assistance programs

- Develop brochures, leaflets, website to inform 
the suppliers of the new purchasing policy

5. Develop policy for suppliers and contractors 
who cannot meet the new purchasing 
criteria

A close
working relationship
between the retailer

and its suppliers
based on trust

and transparency,
leading to a

mutually beneficial
partnership 

is thus the key
to successful
sustainability

initiatives
in the retail sector.

 

GSC program
for a retail organization

can very well be 
implemented as a 

part of the 
CP or EMS program.
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Some Questions to Ask Suppliers 

Here are some factors to consider when evaluating suppliers on their environmental 
performance: 

What are the supplier's environmental values and commitments? How are they stated, 
measured, and enforced? 

How does the company express its environmental values or commitment to employees, 
customers, and others? 

Does the supplier have an environmental management system? 

Who is accountable for environmental performance - environmental staff only or all 
employees? 

Is the supplier in compliance with all applicable federal, state, and local environmental laws? 

How willing is the supplier to understand and work to meet the retail company's 
environmental specifications? 

What efforts has the supplier undertaken to design products with the environmental impacts 
in mind? 

What efforts have been made to efficiently use resources, materials, and energy, as well as 
recycle and prevent pollution, in the production and distribution of products? 

Does the supplier do anything to reclaim its products or packaging at the end of their useful 
lives, or encourage customers to recycle or reuse products?

[

[

[

[

[

[

[

[

[

Source: http://www.greenbiz.com/toolbox/Howto_third.cfm?LinkAdvID=4206&CFID=1518862&CFTOKEN=68191433

Typically, as the companies incorporate environmental 
preferences in their purchasing policies, the following 
components are generally included:

- Developing lists of chemicals to avoid

- Creating lists of approved ingredients

- Establishing single environmental attribute 
purchasing programs

- Considering multiple environmental attributes when 
making purchasing decisions

- Working closely with suppliers to enhance 
environmental performance

In addition, companies are making efforts to better track 
chemical and waste streams and to define the total cost 
and environmental impact of materials, processes and 
products. These measures significantly aid company's 
efforts to buy and manufacture environmentally 
preferable products.

In essence, in establishing purchasing criteria for the 
suppliers under the GSC program, the environmental 
and social considerations become part of purchasing 
decisions, in addition to traditional factors as product 
safety, price, performance and availability. In doing so, 
the product cumulative environmental impact 
throughout its life cycle should be considered with 
emphasis on eliminating or reducing, upfront, potential 
risks to human health and the environment.

Awareness and Assistance Programs                   
for Suppliers

Many suppliers and contractors are willing to work with 
retailers, and meet their environmental standards or 
requirements. After all, good environmental practices 
increase efficiency and competitiveness, and save 

money for suppliers in the long run. Furthermore, 
meeting retailers' requirements usually means long-
term business relationships.

However, GSC projects usually involve substantial work 
on the part of suppliers including major changes in their 
day-to-day operations. As such, it is essential that the 
retailers' procurement policy, product specifications 
and other relevant information be carefully, clearly and 
consistently introduced to suppliers well in advance. 
This is to give suppliers ample lead-time to achieve 
compliance with the specified requirements.

Moreover, retailers interested in GSC must actively 
participate in the supplier's efforts by investing time, 
resources, and other assistance. Examples of 
assistance to suppliers include providing access to 
tools, information, or programs that the retail company 
has had success with, offering training and mentorship 
from the retail staff or through third-party consultants, 
and being an available resource to key suppliers when 
needed.
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Source: http://www.woolworths.co.za/caissa2asp.asp?Page=ITB_ConText&Post=WW_OurCommunity

Green Purchasing Network in Japan

The Green Purchasing Network (GPN), established in February 1996, promotes the ideas and practices of green 
purchasing in Japan. The 2,876 member organization (as in January 2005) includes corporations, local 
autonomous bodies, consumer groups, environmental NGOs, and cooperative associations. Among GPN 
activities, the organization draws up purchasing guidelines for various products and maintains an extensive 
product database, as well as holding seminars and study meetings, and awards commendations to 
organizations that have excellent performance in implementing green purchasing. 

Currently, GPN Japan has developed purchasing guidelines for more than 15 product categories including 
Printing/Copying Papers, Copiers, Printers and Facsimile Machines,Toilet Paper, Tissue Paper, Personal 
Computers, Refrigerators, Stationery and Office Supplies, Washing Machines, Lighting 
Apparatus/Lamps, Air Conditioners, Office Furniture, TV Sets, Uniforms and Work Wear, 
Offset Printing Services and Hotels and Inns. These are available on the GPN website at 
http://www.gpn.jp.

GPN Japan also co-ordinates the International Green Purchasing Network (www.igpn.org), 
which promotes green purchasing around the globe.
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This South-Africa retail group (food, clothing and homeware) has 200 stores 
nationwide and an annual turnover of US$ 2 billion.

Woolworths' four aims for sustainable development are to invest, support, care for 
and develop both its environment and its communities in a variety of ways.

In the environmental field, the company strives to protect biodiversity with the 
elimination of GMO ingredients, the use of certified sustainable managed forest's 
wood, fish sourcing from the Marine Stewardship Council, and a growing choice of 
organic products in stores. As regards waste, Woolsworths promotes reusable 
crates, paper separation and collection, as well as eco-friendly and reusable 
shopping bags which portray South African works of art. Energy efficiency is 
enhanced through constant monitoring on fuel usage and reduction of ozone 
depleting gases.

In terms of social measures, Woolworths is committed to local manufacturing and 
production and privilege South-Africa suppliers. The company has also trained some 
previously disadvantaged farmers in the Western Cape in the theory and practice of 
organic farming. 

In the framework of “My School” programme, donations to schools in South Africa are 
ensured as a percentage of each purchase done with a special credit card in 
Woolworths' stores. 

“Woolworths Trust” supports education in nutrition and environmental care as well as 
community development. “Woolworths Trust Team” contributes to worthy causes and 
provides assistance in event of natural disasters. Furthermore, Woolworths organizes 
the distribution of surplus food and clothing to charitable organisations.

Through the Woolworths Trust EduPlant programme, schools develop food gardens 
using permaculture techniques. In harmony with nature, EduPlant schools grow 
vegetables, fruit, herbs and medicinal plants. These schools provide food for hungry 
school children and their families and teach them how to grow food for themselves in 
order to help alleviate poverty in the country. Through EduPlant, educators and 
learners also gain important nutrition education. They understand the role that fresh 
fruit and vegetables play in a balanced, healthy diet. 

Moreover, they become aware of the impact of good nutrition in dealing with the 
challenges of HIV/AIDS.

Since 1993, Woolworths has contributed to the NGO Food & Trees for Africa through 
an in-house project that recycles paper at its head office. The substantial income this 
has generated has been used to support tree-planting projects throughout South 
Africa and is being used to develop food gardens.

Woolworths' commitment towards its communities, South Africa



Suggestions on Supplier Awareness and 
Assistance Programs

- Publish your environmental criteria 

- Put yourself in your supplier's shoes to better 
understand how they will accept and meet the 
new requirements 

- Send advanced notification explaining 
expectations for their level of participation 
and commitment, timelines, benefits, and 
compensation (if applicable)

- Offer education, assistance, and/or training 
to suppliers on how to meet your 
environmental standards

- Review supplier and contractor facilities, 
operations, and policies; provide specific 
recommendat ions on improvement  
opportunities and ways to help meet your 
environmental requirements 

- Assess the products or services you 
purchase from the supplier or contractor. In 
the case of product assessments, additional 
information from second or third-tier 
suppliers may be necessary

- Provide recommendations for greening 
suppliers' products, or processes used to 
manufacture the product

1. Make suppliers or contractors aware of 
your requirements well in advance of 
the effective date

2. Conduct assessments and provide 
recommendations

3. Offer training and technical support 
through for instance supplier 
environmental advisory council, web 
help screens, e-mail, hotline and/or 
other direct methods of communication

Monitoring and Verification 

Monitoring and verification of the compliance by the 
suppliers to purchasing requirements is a key issue in 
implementing the GSC program. This becomes even 
more critical for the retailers when they use the “green” 
or “environment-friendly” aspects as the salient 
marketing point. Naturally, the consumers will scrutinize 
these elements even more and hence the retailers need 
to be absolutely sure about the “green” or “environment-
friendliness” of the products sourced from the suppliers 
in the “green supply chain”. Indeed, the stakes are high 
here due to potential liability issues.

There are two aspects of monitoring and verification of 
compliance with (green) purchasing requirements:

1. Verification and monitoring of the efforts by the 
suppl iers for compl iance to purchasing 
requirements

2. Information disclosure, declarations, reporting on 
the products about its environment-friendliness 
(notably through eco-labels)

Retailers can determine conformance with the various 
green purchasing requirements by the suppliers by 
using one of the following:

- Documented confirmation/declaration from 
suppliers, such as a license or certificate of 
compliance to an eco-labeling program, ISO, or 
other national/international environmental standards 
(e.g. Global Reporting Initiative - GRI -
http://www.globalreporting.org)

- Se l f -assessments  resu l ts  or  comple ted 
environmental questionnaires from suppliers 

- Onsite audits or assessments conducted by the 
retailer's staff 

- Onsite audits conducted by third-party auditors

In order to optimize the resources, it is possible to 
evaluate only the strategic suppliers or sole source 
suppliers. It is also possible to develop other criteria to 
trigger evaluation of a supplier (such as when the volume 
of purchases exceeds a certain threshold or each time a 
new or upgraded product line starts up, etc.).

It is also essential to develop an evaluation or 
certification schedule. For instance, it could involve just 
one initial evaluation, or an annual evaluation or an ad-
hoc evaluation based on risk, etc. 
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Sources: Patagonia, Enviro Action www.patagonia.com
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Patagonia's work
with its supply chain
has been a positive

experience for
both the company
and its suppliers;

 rather than
being prescriptive,

Patagonia calls it
“co-venturing.”

Patagonia's “Co-venturing” Approach 
Patagonia is a California-based company that 
manufactures outdoor sports clothing. In the early 
1990s, Patagonia studied the impacts of four types of 
fibres used in its products: polyester, nylon, cotton 
and wool. Somewhat surprisingly, it was discovered 
that cotton had the greatest environmental impacts 
throughout its life cycle largely due to the extensive 
use of chemicals in conventionally farmed cotton. This 
led the board of directors to a decision in 1994 to 
switch to 100 % organically grown cotton by 1996. 

Patagonia had 18 months to make the switch for 66 
products  and only four months to line up the fabric. 
The company found out that there simply was not 
enough organic cotton commercially available to buy 
through brokers, so it had to go directly to the few 
farmers who had gone back to organic methods. And 
then the company also had to go to the ginners and 
spinners and persuade them to clean their equipment. 
Certifiers also had to be involved, so that all the fibre 
could be traced back to the bale. 

In 1996, Patagonia held a three-day supplier 
conference. The company invited suppliers from 
around the world, involved in making Patagonia's 
products. The conference was modeled on an earlier 
supplier conference focusing on quality. This time the 
focus was on opportunities to reduce environmental 
impact, and one of the major topics was organic 
cotton. 

Patagonia used a persuasive presentation to 
demonstrate reasons for switching to organic cotton. 
Photographs of suppliers' children were also used 
while showing the effects of conventional cotton 
production.

The company then asked its suppliers to work with it to  
follow through on the decision to use organic cotton. 
The appeal was successful, and cotton is now the 
least damaging fibre used in Patagonia's products. 

Patagonia's work with its supply chain has been a 
positive experience for both the company and its 
suppliers; rather than being prescriptive, Patagonia 
calls it “co-venturing.” It has allowed Patagonia to 
advance its environmental vision.



Environmental Labeling

There are many different voluntary (and mandatory) 
environmental performance labels and declarations. 
The International Organization for Standardization (ISO) 
has identified three broad types of voluntary labels:

Type I (the official eco-labels - ISO 14024): A voluntary, 
multiple-criteria based, third party program that awards 
a license, which authorizes the use of environmental 
labels indicating overall environmental preferability of a 
product within a particular product category based on 
life cycle considerations.

Type II (ISO 14021): Informative environmental self-
declaration claims from producers and retailers.

Type III (environmental product declaration- ISO TR 
14025) : Voluntary programs that provide quantified 
environmental data of a product, under pre-set 
categories of parameters set by a qualified third party 
based on life cycle assessment, and verified by that or 
another qualified third party.

Furthermore, ISO has identified that these labels share a 
common goal, which is: "...through communication of 
verifiable and accurate information, that is not 
misleading, on environmental aspects of products and 
services, to encourage the demand for and supply of 
those products and services that cause less stress on 
the environment, thereby stimulating the potential for 
market-driven continuous environmental improvement." 
"Eco-labeling" is a voluntary method of environmental 
performance certification and labeling that is practiced 
around the world. An "eco-label" is a label which 
identifies a product or service within a specific 
product/service category as the one with better 
environmental performance based on life cycle 
considerations. 

In contrast to "green" symbols or claims developed by 
manufacturers and service providers (type II), an eco-
label is awarded by an impartial third-party in relation to 
certain products or services that are independently 
determined to meet certain environmental criteria (type I). 

Many types of products, ranging from paint to paper 
and computers, are evaluated by eco-labeling 
organizations worldwide. Many countries have their own 
eco-label (type I) whereas manufacturers often use self-
declarations. 

Generally speaking, eco-labels awarded by third-party 
programs through a transparent evaluation scheme 
(type I) are the most reliable for consumers compared to 
self-declared labels (type II).

Germany's Blue Angel

The German Blue Angel is the oldest eco-labeling scheme worldwide now in operation for 
more than 25 years. Though it is a national program, it has wide international acceptance 
through cooperation with other countries. It started as a purely environmental label and has 
evolved into a sustainability label over the time with wide acceptance. Currently, this eco-label 
is used by 600 user companies for 4,000 products. The Blue Angel Scheme is managed by an 

independent advisory board including members of all relevant societal groups. One indicator for the success of 
the Blue Angel is the fact that this label is known to more than 50% of German people, as revealed by the surveys.

ISSUES IN GREEN SUPPLY
CHAIN MANAGEMENT

Financial / Cost Issues

Rigorous environment requirements, or a different set of 
requirements from each major retailer, may prove 
unattractive or overwhelming to suppliers. Smaller 
suppliers especially may not be able to devote the 
necessary resources on their own, to implement all 
these necessary changes and comply with the GSC 
requirements.

Therefore, suppliers as well as retailers need to conduct 
a detailed analysis on the economic viability of 
implementing GSC requirements. Issues such as 
potential profit sharing, or the willingness of the retailer 
to help bear the cost should be taken into account.

Moreover, it is possible that some retailers or their 
suppliers will be biased against the GSC program as it is 
deemed to cost more for the same level of purchase. 
However, does it really cost more? 

The cost may be higher and some “green” products 
may be costly for now, but the stance to support it may 
be necessary in consideration of the social significance 
of green purchasing, i.e. the 'social costs' will weigh 
heavily for those organizations pursuing good or 
responsible business practices. 

Liabilities and Responsibilities

Many national and local governments have enacted 
extended product responsibility legislation that places 
the burden of products' final disposal on the 
manufacturer. As a result of these requirements, many 
companies are working closely with their suppliers to 
explore “design-for-disassembly” or “design-for-
environment" (DfE) to help eliminate or reduce the costs 
associated with disposal of their products or packaging. 

Similarly, many retailers are offering organic or fair-trade 
food products in their stores (e.g. Starbucks Coffee - 
one of the major global player in coffee shop business) 
or wooden products sourced from “sustainable forests” 
(e.g. Swedish home decor retailer IKEA) due to either 
national / international requirements or simply the 
market demand. This too needs a close collaboration 
with suppliers.

Therefore, although manufacturers / retailers can  have 
a considerable influence in reducing the environmental 
impacts throughout their product life cycle, a close 
cooperation with other actors in the supply chain is often 
required as well. 
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Global Eco-Labeling Network

The Global Eco-labeling Network (GEN) is a non-profit 
association of third-party, environmental performance 
labeling organizations founded in 1994 to improve, 
promote, and develop the "eco-labeling" of products 
and services. More than 25 eco-labeling programs 
from across the world are the members of the GEN. 
The detailed list of more than 50 product categories 
and respective criteria documents for these programs 
are available in English on the GEN website at: 
http://www.gen.gr.jp

Moreover, it is important to note that the retailer 
becomes responsible - even liable for compensation - in 
case of non-compliance vis-à-vis the claims made with 
regard to the products sold. 

This is even more valid for the “unbranded” products  
such as organic food products, or eco-friendly textiles 
sold by the retailers under their own banner. In case of 
non-compliance, the retailers are responsible and liable 
for any corrective action that may be necessary.

A transparent and effective monitoring and evaluation 
mechanism for the suppliers, is therefore a very 
important requirement for the successful GSC program.

Groupe Casino France

Groupe Casino is the fourth largest retailer in France, with 
annual sales of 23 billion Euros and 8,160 stores in 
France. Groupe Casino has been implementing a 
number of sustainability initiatives on its own  including 
those related to GSC.

Groupe Casino believes that suppliers need to become 
long-term partners. They need to share the same vision 
and have assurance of ongoing business, since their 
business will be affected by Casino's move towards 
ethical trade. Accordingly, the company has introduced 
an “ethical charter” for vendors to sign  which is a kind of 
certification of vendors to show Casino's commitment. 

On the other hand certain suppliers have their own ethical 
trade commitment, e.g. Max Havelaar for fair-trade coffee, 
like Alter Eco and Artisans du Monde. These suppliers are 
very desirable for Casino, since their practices are 
already in line with its vision of SCP.

However, the company believes that there should be 
humility in communication about sustainability/ ethical 
issues, so Casino favors selective communication as the 
policy develops steadily. In addition, Casino is reluctant 
to make a major story of this issue before they are the 
leader in sustainable consumption.

Moreover, the group has been cautious about promoting 
some of its efforts for fear of stirring up NGO/private 
business tensions, attracting unreasonable scrutiny. 
These programs are trust-based and a single violation 
publicized can undermine the effect of the whole 
agreement.

"Eco-labeling" is a
voluntary method
of environmental

performance
certification
and labeling

that is practiced
around the world.
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Transparency versus Confidentiality

At times, there exist a number of conflicting 
transparency and confidentiality issues in implementing 
the GSC program.

In line with transparency requirement, certain 
information need to be made accessible to retailers and 
end-consumers, to enable them to make meaningful 
purchasing decisions. Thus, suppliers are often 
required by retailers to disclose information about 
product ingredients, raw materials used, production 
processes/practices/technologies adopted, etc. 

Some of this information can be proprietary and 
confidential, commonly known as “trade secrets”. On 
one hand it can be extremely sensitive/difficult for the 
suppliers to divulge such information, while on the other 
hand, the retailers need to get and even disclose some 
of the information to ensure its transparency.

In such a situation, it is essential that the retailer and 
supplier find together an appropriate solution that is 
acceptable for both parties. Indeed, there are no golden 
rules for addressing such a tight-spot situation.

The use of information technologies and the 
Internet/web-based tools can play some facilitating role 
in such a situation and can help in synchronizing the 
GSC process in an efficient yet transparent and effective 
manner. 

Cooperation and Business “Partnerships”

As mentioned earlier, GSC initiative is about building 
long term partnerships. It is about cooperation for 
mutual benefits and also for corporate social 
responsibility. There are numerous examples where the 
supplier-purchaser (retailer) relationships have evolved 
into a strong partnership using innovative business 
models.

Trust and cooperation for a long-term business 
relationship between retailers and suppliers, is the 
cornerstone for a successful GSC program.

Ultimately, both retail companies and their suppliers 
down the supply chain can foster a win-win partnership 
by collaborating on environmental and efficiency 
improvements. Mutual economic benefits make such 
efforts even more worthwhile! 

From Suppliers to Service 
Providers

Several electronics companies, 
including Nortel and Intel, have 
moved away from purchasing 
materials towards receiving 
chemical services via chemical 
management programs. These 
services can include procurement, 
inventory management, data 
tracking, and waste management.

By providing incentives for 
suppliers to reduce material 
quantities and by leveraging the 
suppl ie rs '  exper t ise ,  these 
compan ies  have  ach ieved  
substantial savings and reduced 
wastes. Chemical management 
p r o v i d e r s  a r e  n o  l o n g e r  
compensated based on the 
volume of chemicals they sell to 
their customers, but on value-
added services they offer. With 
appropriate incentives, providers 
are rewarded for  reducing 
chemical usage (and costs), 
inc reas ing  product i v i t y ,  o r  
decreasing waste.



CONSUMERS
AND

SUSTAINABILITY

It won't be an exaggeration to say that consumers are 
probably the most important stakeholders for the retail 
sector. They are the most crucial element not only in the 
distribution chain (thus responsible for the profitability 
of the retail sector) but also for the efforts to promote 
sustainability in the retail sector. 

On the other hand, retailers greatly influence the 
purchasing decisions of the consumers by what they 
make available in their stores. Thus, retail companies 
are potentially a major force in influencing the market for 
greener and socially sustainable goods. 

The success of any program to promote sustainability in 
the retail sector hinges greatly on the response and 
participation of the consumers. For this, an extensive 
effort for creating consumer awareness is a very 
important component of sustainability programs in the 
retail organization and effective communication 
strategies on sustainability initiatives is the key.

A communication campaign in any retail organization is 
to be planned and implemented with one or more of the 
following objectives:

[ Raise Awareness

[ Change Attitudes

[ Change Behavior

COMMUNICATION CAMPAIGNS
FOR SUSTAINABILITY
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With these objectives in mind, the following steps are  
important to develop a communication strategy and 
plan:

[ Understand the situation before starting (e.g. lack of 
awareness amongst the consumers on some issues, 
misconception about certain products, etc.)

[ Conduct audience research

[ Set clear and achievable objectives

[ Define message(s) and channel(s)

[ Plan how you will manage the campaign as it 
progresses

[ Measure and evaluate the communication 
effectiveness

Towards Effective Sustainability Communication 

A number of tips below can help in planning and 
implementing an effective communication strategy for 
retail store:

Medium: There is not a best communication 
medium/channel specifically for this field. It is 
necessary to find an adequate combination of more 
than one media, depending on the target and the 
objective of the communication. 

Content of the message: Define the messages 
considering the average customer awareness on 
sustainability issues. The message should convey a 
feeling of direct “usefulness” and “advantage” provided 
to the consumers by sustainable products compared to 
unsustainable ones. Sometimes, it is essential that the 
content focuses on the education about new or 
confusing issues (e.g. climate change). This can be 
essential as many concepts are still unclear to the 
consumer.

For Sustainable/Eco-friendly Products: Target very 
precisely the information you want to provide to the right 
group of consumers. Ensure that products and 
communications are placed in visible spots, easily 
accessible and available. Change routine to capture 

Communication Channels in Retailing

[ Advertising campaigns

[ Publications (Brochures, Leaflets, Posters)

[ Websites, CD-ROMs

[ Eco-labels

[ Take-back schemes in store (e.g. glass bottles, empty containers, used books, batteries 
etc. for reuse / recycling)

[ Recycling booths in store to facilitate recycling of certain products 

[ Promotional events (Green week, organic products' day, etc.)

[ Concerts, speeches in the store on sustainability themes

[ Competitions, lucky draws/lotteries for consumers participating in sustainability initiatives

[ Exhibitions

[ Special membership clubs for consumers who purchase eco-friendly products

[ Loyalty / recognition programs for consumers who select green products and services

attention, as changing message and novelty will ensure 
more attention.

Communication campaigns, which explain the 
importance of individual actions in a positive way and 
reduce consumer skepticism would also increase the 
general level of awareness among customers and 
educate them towards a more engaged behavior.

Concrete programs that allow customers to 
“experience” sustainable choices are generally among 
the most successful initiatives (e.g. recyclable bags). 
Organizing meeting with producers (e.g. farmers of 
organic food) can also provide useful experience to the 
consumers.

The retail outlets can facilitate sustainability practices 
among consumers by providing post-consumer 
facilities such as collection points for recycling and 
repairing services for goods such as used bottles, 
empty crates, used books, old electrical appliances, 
etc.

If such facilities and services are conveniently available 
to the consumers, then it is much likely that they would 
practice recycling or reuse. Retail outlets are in this 
respect the most convenient place to locate those 
facilities.

Practical Barriers

Based on the past experiences from a number of 
retailers as depicted in numerous surveys, many 
practical difficulties and barriers in implementing and 
communicating sustainability initiatives can be 
identified:

[ Lack of explicit consumer demand for more 
environmentally and socially sound products. In fact, 
at times there is a negative consumer perception that 
'green products' are inferior in quality, performance or 
value for money

[ Lack of a robust business case, often arising from 
conflicting business priorities between procurement, 
marketing and environment teams within a company
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Eco-Products International Fair

Since 2000, Eco-Products International Fair (EPIF) is organized every 
December in Tokyo, which is one of the biggest exhibitions of its kind 
showcasing various environment-friendly products. Along the same lines 
the Asian Productivity Organization (APO) has organized similar 
exhibitions in South-East Asia since 2004. After the EPIF 2004 in Malaysia, 
the EPIF 2005 held in Bangkok, Thailand had a total of 226 
booths showcasing eco-friendly products and services 
covering items ranging from consumer goods to 
materials for manufacturing set up by exhibitors from 
Japan, Hong Kong, Malaysia, and Thailand. 

More than 22,000 people visited the 3-days  
exhibition. The main attraction of the fair was an 
“Eco-wish Tree” that drew crowds of all ages, who 
made an eco-wish each on a “(paper) leaf” of the 
tree. 

An Eco-Products directory featuring more than 500 eco-products from Japan was 
published during the event. It is available for download from the APO website 
http://www.apo-tokyo.org/gp

Spanish Retailer Eroski's Comercio justo Campaign
With 1,790 outlets in Spain, Eroski have 30,101 employees with 5.5 billion Euros of 
revenues in 2004.

Grupo Eroski's “Comercio Justo” campaign is conducted every year since 2001 during 
the Spanish “fairtrade fortnight”, which takes place in March. This business to 
consumers (B2C) social marketing campaign aims at raising consumer awareness on 
fairtrade and providing information on fairtrade products on offer at Eroski retail 
locations. These consist of seven references, which include coffee, chocolate, cocoa 
and tea products, and are sourced from Oxfam-Intermon's fairtrade networks.

Eroski is a consumer cooperative operating both as a retailer and a consumer 
association, hence incorporating social responsibility and the protection of consumer 
interests in its mission since its inception in 1969. 10% of the cooperative's profits are 
donated to the Eroski Foundation, which is entirely dedicated to consumer 
empowerment through information campaigns (mostly related to  nutrition and health) 
and initiatives allowing customers to contribute to social and environmental progress. 
Therefore, the “Comercio Justo” campaign fits naturally into Grupo Eroski's 
communications culture and goals. 

Furthermore, as one of Spanish largest retailers, Eroski seeks to take advantage of the 
growing interest of Spanish consumers for fairtrade products, which have seen a 
twofold increase in nationwide sales since 1999. Eroski's customer surveys reveal that 
80% of consumers prefer sustainable products (though only 6% actually buy such 
products).

Various communication channels are utilized for this campaign, spanning from in-store 
promotion, to customer awareness-raising sessions, loyalty customer mailings and 
adverts in Eroski's free “Idea Sana“ magazine (200,000 copies). 

For the fourth edition of this campaign, which was held in 2004, a specific fairtrade       
T-shirt sourced from Bangladesh with the help of Oxfam-Intermon was on offer at 
“Comercio Justo” campaign's information stands.

As a result, Eroski has witnessed significant increases in sales of fairtrade products over 
the last 3 years in the group's supermarkets and hypermarkets : they have more than 
quadrupled. As a means of comparison, fairtrade sales in Spanish supermarkets have 
increased an average of 81% over the same period, and only 59% in hypermarkets, 
while sales of fairtrade products in Spain have increased more than twofold over this 
period, due to dramatic increases in sales through e-commerce and specialized shops.

Sources: Profile submitted by Eroski, complementary questionnaire and publicly available information
- UNEP/Global Compact/Utopies "Talk the Walk" publication, 2005
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[ Absence of support from top management, although  
it is most crucial for establishing sustainability 
initiatives as a core value in the corporate culture

[ Lack of a clear consensus about the environmental 
issues at stake, with a tendency to defer action until 
scientific opinion and consumer views are 
completely clear

Companies can be worried about the potential risks if 
some of the company's practices are not in line with 
their advertised commitment on sustainable 
development. In fact, some companies believe that 
promoting and publicizing the sustainability initiatives, 
can attract unwarranted attention and scrutiny by the 
NGOs and consumer organizations and possible 
criticism from these groups.

Green/responsible advertising is an important and 
effective component for running a successful green 
marketing/communication campaign. Advertising can 
help improve quality of life around the world by 
communicating messages to a wide range of 
audiences about products, services, companies, 
consumer behavior or government priorities.

Advertising plays a variety of general 
and specific roles in the marketplace. 
Firstly it is an extremely effective 
means for public information and 
educat ion .  Fur thermore ,  fo r  
achieving sustainability through 
market mechanisms, effective 
competition is essential to promote 
innovation and efficiency. 

Thus, through competition and the 
development of mass markets, 
advertising helps bring down the 
price of goods and services that can 
i m p r o v e  c o n s u m e r s '  l i v e s .  
Competition promotes innovation 
which leads to better products, and 
more variety and choice for 
consumers. Advertising thus can 

GREEN ADVERTISING

Green Marketing

One means for creating awareness is to make necessary adjustments in the marketing 
strategy of retail outlets and put more emphasis on “green marketing”. 

As per common perception, green marketing refers solely to the promotion or advertising of 
products with environmental characteristics. Terms like Lead-free, Recyclable, Refillable, 
Ozone-friendly, and Environment-friendly are some of the things consumers most often 
associate with green marketing. 

While these terms are green marketing “claims”, in general green marketing is a much 
broader concept, one that can be applied to consumer goods, industrial goods and even 
services. It incorporates a broad range of activities, including product modification, changes 
to the production process, packaging changes, as well as new communication strategies 
and advertising campaigns. 

Source: An Introduction to Green Marketing, Michael Jay Polonsky, Department of Management, University of Newcastle, Newcastle,, Australia
Available online at: http://egj.lib.uidaho.edu/egj02/polon01.html

lead to more power and choice for consumers.

Advertising in the context of sustainability initiatives in 
the retail sector does not only mean advertising in print 
and electronic media to increase sales, it also includes 
in-store advertising, promotion and awareness-raising 
campaigns. This can also consist of organizing special 
store-wide promotions for environment-friendly 
products or special events to educate consumers 
about sustainability issues.

The importance of in-store campaigns is underlined by 
the fact that most of the modern retail outlets (such as 
malls and departmental stores) are the places for week-
end family outing and “hanging out”. As such, the large 
number of visitors is an excellent target group for such 
awareness and information campaigns. 

Lastly, the success of all such initiatives to involve and 
prompt consumers to adopt sustainability practices in 
their daily lives cannot be successful without the strong 
support from retail staff.

The staff needs to be made aware and trained about the 
various sustainability initiatives being implemented by 
the store, so that they can advice customers on green 
products, services and various campaigns being 
organized by the retail outlet.
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UNEP and the Advertising Industry

UNEP has been closely working with the 
advertising industry since 1999 as one of several 
focus areas in the context of SCP. 

Several publications and information resources 
have been published targeting notably 
companies, communication experts, public 
authorities and other interested stakeholders to 
facilitate sustainability communications.

More information on: www.unep.fr/sustain/ 
advertising/advertising.htm

Source: http://duns100.dundb.co.il/600374987/index.html

Advertising
can help

improve quality
of life around the

world by 
communicating
messages to a
wide range of

audiences about
products,
services,

companies,
consumer

behavior or
government

priorities.

Blue Square's involvement with 
customers, Israel

Blue Square Israel is the country's leading 
supermarket chain. The company serves a wide 
range of food, fresh produce, beverages, and other 
household and consumer products in its 164 
supermarkets. Sales totalled US$ 5.4 billion in 2004. 

2Blue Square has approximately 300,000 m  of selling 
space and constitutes about 25% of Israel's 
supermarket sector.

As of 2005, Blue Square is operating through different 
marketing brands, each providing solutions for 
different population sectors and their variety of 
needs.

Blue Square actively participates in community 
involvement through philanthropy, environmental 
initiatives and grass roots efforts. A flagship program 
is “Smart Shoppers”, which imparts consumer 
concepts and behavior to students aged 13-16, 
making them more knowledgeable and responsible 
citizens.  

In 2005, 10,000 students from 15 disadvantaged 
cities in peripheral regions were taking part in the 
program. As a result of “Smart Shoppers”, Blue 
Square has been listed on the new Tel Aviv Stock 
Exchange index among companies assuming 
“social responsibilities”.

Blue Square was the first retail business in Israel to 
receive ISO 9002 certification for quality in customer 
service, personnel training and health and safety 
standards.
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UK's Marks and Spencer                        
Supports the Farmers 

Research showed that Marks & Spencer's (M&S) 
customers want to know more about where their food 
comes from, and they request closer links to the 
farmers who produce it. So M&S strives to bridge the 
gap between farmers and customers, by running the 
following schemes: 

Named Farmer: 

M&S includes the name of the farmer or grower on a 
range of food labels, and the name of the county the 
food was produced in. As the farmers are an important 
stakeholder in the food chain, the company wanted to 
let the customers know who they are. This makes the 
M&S products more interesting and assures 
customers that the food is fresh, safe and produced 
from a known source.

Meet the Farmer: 

Over the summer, M&S customers can meet many of 
the farmers and growers and sample the fresh food 
range at M&S stands during agricultural shows across 
the country. Moreover, M&S gives its customers the 
chance to meet the farmers who produce the food, in 
some of its bigger stores. Customers can find out 
more about their farming methods, and let them know 
how they value traditional farming skills. 

Farm Badges: 

Proud of their role as a supplier to M&S, the producers 
have asked for farm badges to put on their farm gates, 
advertising their farm as a M&S producer. 

Fairtrade

M&S's commitment to selling Fairtrade coffee started 
in 2004 when M&S introduced only Fairtrade-certified 
coffee and tea in its Café Revive. It took three years' 
hard work to ensure consistent quality and value was 
achieved and M&S was the first high street café chain 
to do this. Since then, Café Revive has sold over 35 
million cups of Fairtrade coffee.

M&S believes that it is important to guarantee farmers 
in developing countries fair terms and a fair price so 
they can enjoy a better standard of living. Hence, as of 
March 2006, M&S is converting all the coffee sold to 
Fairtrade. M&S is the only major retailer to do this, with 
tea to follow later this year. M&S is also extending its 
commitment further through areas such as cotton, 
honey, chocolate, avocados, pineapples, mangoes 
and bananas.

Source: http://www2.marksandspencer.com/foodmagazine/

The Fairtrade Mark is an independent consumer 
label which appears on products as a guarantee 
that disadvantaged producers in the developing 
world are getting a better deal. For a product to 
display the Fairtrade Mark it must meet 
international fairtrade standards. These standards 
are set by the international certification body 
Fairtrade Labelling Organisations International 
(FLO). Producer organisations that supply 
Fairtrade products are inspected and certified by 
FLO. They receive a minimum price that covers the 
cost of sustainable production and an extra 
premium that is invested in social or economic 
development projects. For more information 
http://www.fairtrade.org.uk/.



RESOURCESSustainability: A global challenge

WHAT IT MEANS

THE BUSINESS CASE

Resource Kit on Sustainable Consumption and 
Production

UNEP (2004)

Gives an overview of production and consumption 
problems and indications for possible solutions in areas 
of important environmental impact, including: energy, 
water, food, tourism, mobility, housing, and advertising 
activities.

http://www.unep.fr/pc/sustain/10year/SCP_Resource_
Kit.htm

The Journal of Industrial Ecology: Special Issue 
on Sustainable Production and Consumption

MIT Press (Winter / Spring 2005)

Features a selection of free articles from scientists, 
sociologists, and environmental experts on societal 
change and consumption patterns.

http://mitpress.mit.edu/jie/consumption

Can Sustainability Sell?

McCann-Erickson Worldgroup / UNEP (2002)

Explains why marketers must not ignore sustainability 
as a convincing sales argument. Provides a number of 
case studies of past successful sustainability 
campaigns.

http://www.unep.fr/pc/sustain/reports/advertising/can-
sustainability-Sell%20.pdf

Just Values: Beyond the Business Case for 
Sustainable Development

Forum for the Future (2003)

The business case for sustainable development is 
motivated by both profit and principle. It is not only 
morally good, but makes good financial sense for 
companies to proactively manage their social, 
environmental and wider economic impacts.

http://www.forumforthefuture.org.uk/Justvalues_pdf_m
edia_public.aspx

Sustainability Pays

Forum for the Future (2002)

Poor performance in the areas of sustainability can have 
a substantially adverse effect on a company's value. 
This guide shows the way to socially responsible 
investment and clarifies the need to highlight potential 
issues before they become serious problems. 

http://www.forumforthefuture.org.uk/Sustainabilitypays
LongVersion_pdf_media_public.aspx
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Talk the Walk  Advancing Sustainable Lifestyles 
through Marketing and Communications

UNEP/ Global Compact / Utopies (2005)

Based on business case studies notably taken from the 
retail sector, this publication proposes key tips to 
develop appropriate marketing strategies and efficient 
communication campaigns on sustainable goods and 
services. 

http://www.unep.fr/pc/sustain/reports/advertising/Talk_
the_Walk.pdf

The Sustainability Advantage: Seven Business 
Case Benefits of a Triple Bottom Line

Bob Willard, New Society Publishers (2002)

Corporations are under increasing pressure from 
customers, investors, employees, legislators, banks, 
and insurance companies to embrace social and 
environmental responsibility. This book shows how the 
triple bottom line, i.e. economic, social, and 
environmental sustainability, has become a relevant 
factor for management planning on both short and long-
term business development.

Walking the Talk: The Business Case for 
Sustainable Development 

Chad Holliday, Berrett-Koehler Publishers (2002)

Written by the CEOs of Shell, DuPont, and Anova, this 
book explores the opportunities and challenges 
inherent in economic and environmental efficiency, 
corporate social responsibility, and a transparent 
business environment where brand images can both 
fêted and annihilated within moments.

Corporate Brand and Corporate Responsibility

Market and Opinion Research International MORI (2003)

Reveals the connection between brands, sales, and 
corporate responsibility. Brands are an increasingly 
important factor for consumer decision-making. 
Because brands are about trust, and responsible 
actions are the only way to build up trust, sustainability 
issues have an important role in communications 
strategy and brand management.

http://www.mori.com/pubinfo/sl/corporate-brand.pdf

Greener Patios, Better Neighbours, and Homes 
to be Proud of

Alan Knight, European Retail Digest, Issue 27 
(September 2000)

Details the positive experiences of the UK's B&Q do-it-
yourself stores with efforts to extend CSR 
neighbourhood activities and harness them for 
consumer communication.

Sustainability: a retail opportunity

BRANDS, RESPONSIBILITY, AND TRUST

Reinventing Supermarkets

Tracy Mullin, Chain Store Age (July 2005)

Discusses how the rising issues of sustainability are 
forcing established US supermarket chains to reinvent 
their brands and adopt social and environmental 
responsibility as guiding concepts in order not to be 
outplayed by competitors with better CSR performance.

Doing Good Is More Than a Feel-Good Option

Marianne Wilson, Chain Store Age (October 2005)

Argues that corporate social responsibility can find 
immediate application in the retail sector. Gives the 
example of dedicated programmes by US food and do-
it-yourself retailers that have established foundations for 
children and education.

Retailers and Sustainable Development in the UK

Peter Jones, International Journal of Retail & Distribution 
Management, Volume 33, Issue 3 (2005)

The top 20 retailers in the UK all recognize the impacts 
their businesses have on the environment, the economy 
and society. This article gives an exploratory review of 
the different strategies they use to tackle the growing 
issues of sustainable development and corporate social 
responsibility.

Shopping for a better world: Sustainability and 
Retailing

UNEP Magazine Industry and Environment, Volume 26, 
Issue 1 (January/March 2003)

Features a selection of articles by retail professionals 
detailing their positive experiences regarding the 
economic, social, and environmental impact of shifting 
to a more sustainable business model, both by working 
with suppliers and improving in-house efficiency.

http://www.unep.fr/media/review/vol26no1/UNEP0103.
PDF

Advanced Energy Efficiency Design Strategies in 
Retail Buildings

Sheila Hayter, National Renewable Energy Laboratory 
(2000)

Presents two US retail store buildings completed in 
2000 that were designed and constructed adhering to 
energy-efficient processes, yielding substantially 
increased cost-effectiveness.

http://www.nrel.gov/docs/fy00osti/28557.pdf

SEIZE THE MOMENT

ENERGY EFFICIENCY

Sustainability: the tools
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Report of the European GreenLight Programme

Paolo Bertoldi, European Commission Joint Research 
Centre (2005)

Provides examples from the field showing that between 
30% and 50% of electricity used for lighting could be 
saved by investing in energy-efficient systems that are 
both profitable and maintain or even improve lighting 
quality.

http://www.eu-greenlight.org/GL%20Catalogue.htm

Retailers: Save Energy, Save Money!

Action Energy (2002)

Saving energy increases profits. This booklet gives very 
concise and highly practicable tips that can be used by 
both the local corner shop owner and the manager of a 
multiple retail outlet, requiring minimal investment and 
offering immediate cash returns.

http://www.actionenergy.org.uk/Action+Energy/Downl
oadPDF.asp?ID=GIL069

Savings in Store

Envirowise (2001)

Gives a concise overview of how shopping centre 
managers can achieve greater benefits by improving 
the environmental aspects of their business. Includes 
successful examples and a top 10 of simple, instant 
measures that cost nothing and can be put into action 
straight away.

http://www.envirowise.gov.uk/admin/page.aspx?o=11
7381

Shopping for Sustainability

Ronald Altoon, Contract Magazine, Volume 45, Issue 11 
(November 2003)

US Green Building Council guidelines (LEED) are 
transforming retail centres by encouraging architects 
and engineers to come up with solutions that increase 
the retails sector's energy efficiency and recycling rate, 
and reduce waste output and material consumption.

Sustainability or Bust

Regina Raiford, Buildings Magazine, Volume 94, Issue 2 
(February 2000)

A US architect rescues and redevelops retail facilities 
through environmentally conscious design, thereby 
making them more attractive for shoppers and bringing 
back sales figures to local businesses.

Wal-Mart Experimental Store in McKinney Texas

Tara Stewart, Wal-Mart (2005)

This field example shows how Wal-Mart and the entire 
retail industry can enhance their environmental 
sustainability by using advanced materials, technology, 
and processes that reduce energy and resource 
consumption in the construction and operation of retail 
stores.

http://www.walmartfacts.com/docs/McKinney_Press_
Kit.pdf

GREEN MARKETING

Green Claims: Environmental Claims on 
Products and Packaging in the shops

Consumers International (1999)

This survey investigates the environmental claims made 
by manufacturers on products and packaging in 10 
countries. 

www.consumersinternational.org

Green Food Claims: A Comparative Survey

Consumers International (2004)

Food labels can be misleading or confusing for 
consumers. This eight country survey on self-declared 
green claims demonstrates the need for clear and 
unambiguous labelling and verified claims on food. 

www.consumersinternational.org

Green Marketing: Opportunities for Innovation

Jacquelyn Ottman, Ottman Consulting (1998)

Written by a pioneer in the field, this book gives a 
workable overview of the motivators and methods for 
green marketing, illustrated by highly usable practical 
examples.

http://www.greenmarketing.com/Green_Marketing_Bo
ok/Contents.html

Retailers' communication strategies to promote 
sustainable consumption

UNEP/HEC (2004)

Through various case studies from European retailers, 
this discussion paper introduces the strategies 
employed by retail companies to promote green and 
organic products in shops, to ensure their employees' 
training in this field and to inform their customers on their 
sustainability initiatives.

http://www.unep.fr/pc/sustain/reports/advertising/Rep
ort_UNEP_HEC_LATEST.pdf

The Role of Marketing at the Business/Consumer 
Interface 

MPG International (2005)

The report evaluates the role of marketers in 
encouraging cultural change within their own 
organizations in order to help build an image of 
corporate responsibility which can then be used to 
compete successfully.

http://www.mpgintl.com/sustain/english/MarketingRol
e_Sustain.pdf

53



GREEN PURCHASING

Design Supply Chain Strategy and Evaluation - 
Case Studies

Professor Martin Charter, Aleksandra Kielkiewicz-Young, 
Alex Young and Andrew Hughes; The Centre for 
Sustainable  The Sigma Project  (2001)

This report gathers six case studies on how 
organizations have implemented supply chain 
management. It also highlights relevant tools and 
management approaches in this field.

http://www.projectsigma.com/RnDStreams/RD_supply
_chain_case.pdf

Supply Chain Management for Environmental 
Improvement-  Why Green Your Supply Chain?

Pacific Northwest Pollution Prevention Resource Center 
(2004)

This document gives an overview of greening supply 
chain concept highlighting its benefits. This together 
with other sections on this website provide excellent 
resources such as questionnaires, checklists and case 
studies for implementing greening supply chain 
program.

http://www.pprc.org/pubs/grnchain/intro.cfm 

Survey of Green Purchasing and Procurement 

Asian Productivity Organization (2003)

A detailed survey of Green Purchasing and Procuring 
activities in selected Asian countries.

http://www.apo-tokyo.org/gp/51_11grnpurchasing.htm

 

Increasing Profits by Reducing Waste in 
Managed Shopping Centres

Envirowise (2004)

A good practice guide intended to help operations 
managers, facilities managers, and property owners of 
shopping centres to achieve cost benefits by taking a 
systematic approach to waste minimisation. The guide 
covers all types of retail facility, including out-of-town 
developments, retail parks, community shopping 
centres and department stores, and addresses: 
packaging and other solid wastes, water use, energy 
efficiency, waste management and handling time.

http://www.envirowise.gov.uk/admin/page.aspx?o=11
7594

Unpack Those Hidden Savings: 120 Tips on 
Reducing Packaging Use and Costs

Envirowise (2000)

This publication provides 120 tips to help companies 
reduce their packaging costs and optimise their 
packaging use. It provides a useful starting point for 
companies new to packaging waste minimisation, and 
encourages companies to adopt a systematic 
approach to cut their packaging costs.

http://www.envirowise.gov.uk/admin/page.aspx?o=11
8471

PACKAGING AND WASTE REDUCTION

SUSTAINABLE SUPPLY CHAINS

Cost and Environmental Benefits from Supply 
Chain Partnerships: Mentor Guide 

Envirowise (2002)

Supply chain partnerships bring benefits to retailers and 
suppliers alike as cost savings are shared and the 
environment is preserved for present and future 
generations. Such collaboration also helps the 
suppliers to develop the capacity for environmental 
innovation, from which all parties can again benefit.

http://www.envirowise.gov.uk/admin/page.aspx?o=11
7588

Food Supply Chain Management:                       
Issues for the Hospitality and Retail Sectors 

Jane Eastham, Butterworth Heinemann (2001)

Supply Chain Management is of growing importance in 
the food and drink sector. This book takes a look at 
current issues like just in time delivery and food safety, 
shareholder/stakeholder responsibility, and supply 
chain internationalization. Good and bad practices from 
a selection of companies are also highlighted.

Greening Supply Chain: Enhancing 
Competitiveness through Green Productivity 

Asian Productivity Organization (2001)

This book give an account of the proceedings of the Top 
Forum on Enhancing Competitiveness through Green 
Productivity in May, 2000

http://www.apo-tokyo.org/gp/51_4gscmain.htm 

Sustainable Supply Network Management

Alex Young, Corporate Environmental Strategy, Volume 8, 
Issue 3 (September 2001)

Provides an overview of current practices in the 
management of social and environmental sustainability 
of supply networks, including examples form the 
European and North American retail sector.

The Validity of Food Miles as an Indicator of 
Sustainable Development

UK Department for Environment, Food and Agricultural 
Affairs (2005)

Food is travelling longer and longer distances before it 
ends up on dinner plates. This has led to an increasing 
environmental, social, and economic burden 
associated with food logistics. Besides causing carbon 
dioxide emissions, air pollution, congestion, accidents 
and noise, congestion and traffic accidents cost 
businesses time and money. A weighted food mile 
system would be a valid indicator by which eco-
efficiency could be measured and developed.

http://statistics.defra.gov.uk/esg/reports/foodmiles/fina
l.pdf
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The UNEP Division of Technology, Industry and Economics (DTIE) helps 

governments, local authorities and decision-makers in business and 

industry to develop and implement policies and practices focusing on 

sustainable development.

The Division works to promote: 

   >  sustainable consumption and production, 

   > the  efficient use of renewable energy, 

   > adequate management of chemicals,

   > the integration of environmental costs in development policies.

 

 

UNEP DTIE activities focus on raising awareness, improving 

the transfer of knowledge and information, fostering 

technological cooperation and partnerships, and 

implementing international conventions and agreements. 

 
see 

For more information,
www.unep.fr

  

The Office of the Director, located in Paris, coordinates activities

through:

 The International Environmental Technology Centre - IETC (Osaka, Shiga),

which implements integrated waste, water and disaster management programmes,

focusing in particular on Asia.

 Production and Consumption (Paris), which promotes sustainable consumption

and production patterns as a contribution to human development through global

markets.

 Chemicals (Geneva), which catalyzes global actions to bring about the sound

management of chemicals and the improvement of chemical safety worldwide.

 Energy (Paris), which fosters energy and transport policies for sustainable

development and encourages investment in renewable energy and energy efficiency.

 OzonAction (Paris), which supports the phase-out of ozone depleting substances

in developing countries and countries with economies in transition to ensure

implementation of the Montreal Protocol.

 Economics and Trade (Geneva), which helps countries to integrate environmental

considerations into economic and trade policies, and works with the finance sector

to incorporate sustainable development policies.

>

>

>

>

>

>

About the UNEP Division of Technology,
                                 Industry and Economics



For more information, contact:
UNEP DTIE
Production and Consumption Branch 
Tour Mirabeau
39-43 quai André Citroën
75739 Paris Cedex 15, France
Tel.: +33 1 44 37 14 50
Fax: +33 1 44 37 14 74
E-mail: unep.tie@unep.fr 
www.unep.fr/pc

www.unep.org
United Nations Environment Programme

P.O. Box 30552 Nairobi, Kenya
Tel.: ++254-(0)20-762 1234 
Fax: ++254-(0)20-762 3927
E-mail: uneppub@unep.org

DTI/0818/PA

The retail sector can play a key 

role in facilitating a shift towards 

sustainable consumption and 

production patterns, by adopting 

environmental management 

schemes for its internal 

operations, greening its supply 

chain and inform customers 

about sustainable products and 

services.

“Greening Shops and Saving 

Costs” explains in a simple step-

by-step approach how to 

successfully implement 

sustainability strategies in shops 

and therefore lead to cost-

savings and new business 

opportunities. 

The accompanying resource CD-

ROM contains additional useful 

information, including numerous 

retail case studies from all 

continents, training material, 

technical documents and web 

links for further reading.

“Greening Shops and Saving 

Costs” has been produced by the 

United Nations Environment 

Programme (UNEP) with the 

support of the German Federal 

Ministry for the Environment, 

Nature Conservation and Nuclear 

Safety.


