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EXECUTIVE SUMMARY

Climate change and scarcity of natural resourcestass growing challenges for the present
world. This results in a greater realization espi§ciamong the business communities to
sustain the environment for future generation. Thacept of sustainability is becoming a
focal point for most of the companies. Organizati@ane more concerned about the ways to
accomplish sustainability criteria but there isklaef commonly acceptable performance
indicators for measuring sustainability which makles situation more complex. Even the
sustainability rating companies have no consensuBow to develop a joint sustainability
measuring mechanism. The rating companies such oagorate knights, Newsweek,
DEFRA(Department of Environment , food and rurdbia$), EFFAS(European Federation
of Financial analysts Societies, Dow Jones Sudtditya Index, CRO, fortune,
IFAC(International Federation of Accountants), @ustbility technologies initiatives, Green
buildings and PERI(Political Economic Research ifut) have identified different
approaches to judge sustainable companies .Sanmap set of key performance indicators
based on the environmental and social issues hesr finalized to benchmark sustainable
companies. These KPIs (key performance indicatmd)other activities have been analyzed
in general sustainable companies such as IKEApGtas, SCA, Nokia, H&M, E-ON and
Adidas. It is concluded that these companies arssidering the social and environmental
aspects of sustainability as a part of their cousirtess strategy. In the same way, the
companies in the same business sector as thatud¢ Bach as Patagonia, Shimano, Giant,
Burton and Naturkompaniet have been explored. Amthegn Patagonia’s performance
regarding sustainability is worth mentioning. Cme tother hand, some companies are
considering quality, durability advocacy etc toaatt sustainability e.g. Burton, Shimano.
Finally Thule’s competitors such as Prorack, Maautisl Atera, Uebler, Lowepro, Samsonite,
Pewag, Yakima, Rud and Westfalia have been evaluatddt is revealed that Yakima is step
ahead of others in dealing with environmental issubile some competitor are curious about

the product innovation, safety recycling and comityunvolvement.
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This thesis has been written as a part of the depgreject course in the Masters program
“Sustainable Business Leadership” at the SchooEabnomics and Management, Lund

University.

The course was based on the methodology of ac@ming and self-managed learning. The
students were all assigned to an in-company prdp@sing a role as consultants. This project
constituted the main part of the course. As a mpemt the students were responsible for
organizing several learning events addressing aekevssues related to the in-company
projects. The students continuously documentedr tlegirning in learning journals and

participated in tutorials on these journals.

The assessments of the students were done partltheorwritten thesis, partly on the
consultancy process and report to the client comppartly on performance in learning
events and partly on ability to document and disdire students’ individual learning and
development.
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1. MOTIVATION

Currently, there is a growing awareness amonggéreeral public about the environmental
and societal issues. This is the reason apart #oanomical sustainability companies in
different sectors of business are equally valuing €nvironmental and social aspects of
sustainability. Some companies are far ahead df gtwmpetitors while considering the

environmental and social responsibilities as a gtfieir core business strategy. Involving in
these activities, companies not only earned gooderfar their brand but also promoted their
products effectively. Realizing that sustainabiltypuld be a source of innovation in the
future, motivated us to explore, how sustainablenganies and Thule’s competitors are

taking measures to become environmentally and kpogsponsible.

2. INTRODUCTION

Climate change is one of the hottest debates Bfc2htury that is compelling the business
world to change its traditional approach and takeasares towards sustainability. A
company is said to be sustainable if it is perfognivell from economical, social and
environmental dimensiohsIn the traditional business approach the focus Wwaw to
increase the economic performance to become mofigime. Now situation is changed and
there is dire need to think about the consumptibmatural resources which wouldn’t be
abundant for future generations. Sustainability msedifferent things for different people.
According to latest Mckinsey survey more than 5@fthe managers consider sustainability
as a management of environmental and social issugsh is important in a wide range of

areas, including product development, reputatiahtarsiness stratedy

At present there is no clear vision about sustdlityalior most of the companies. Even some
companies are going along in the right directidill; they are not fully aware off the entire

sustainable process. Adoption of sustainabilityg Bource of good reputation for most of the
companies and every company is trying to argueitlsinvolved in the sustainable business

practices. Some of the common reasons for conagléhie sustainability are as follovs

= Maintaining or improving corporate reputation
= Improving operational efficiency and lowering cost
= Meeting consumer’s expectation

= New growth opportunities (new markets, products)



= Strengthening competitive position

= Leadership’s personal interest

= Regulatory risk

= Attracting, motivating and retaining talented enygles

= Meeting the expectation of distributors, retailensl others
= Pressure from non government organizations

= Alignment with company’s business goals

2.1 Problem Statement

The quest for sustainability is compelling the camips to change the way they think about
products, processes, technologies and businesssn@isnpanies lagging behind in the race
of sustainability have convinced that it is vitadr ftheir future survival. Sustainability

benchmarking is a broadly used technique to compar®rmances and practices in order to
learn from the best. But, it is difficult to findvho is the best ’, as sustainability ranking
companies don’t have generally acceptable KPIs flaxformance indicators) to benchmark
sustainability. So, benchmarking of sustainable mames and benchmarking of Thule’s
competitors is in itself a problem that we endeavouaddress. For a company, like Thule
which focuses on profitability and growth and natkimg sustainability as a part of its core
business strategy, would face tough time if anytoftompetitors appeared to be the ‘first

mover’ towards sustainability.

2.2 Research Objective

Our aim is to:

1. Identify relevant sustainability benchmarking aiefor companies in general and for

Thule’s competitors
2. lIdentify the level of sustainability in leadingustainable companies and in

companies specifically relevant to Thule



3. METHODOLOGY

While writing this thesis our objective is to benwuk Thule’'s competitors based on
sustainability criteria followed by the most sustdile companies. As we proceed, it is
realized that there is no common mechanism to jlgainability. So, we compelled not
only to look for common KPIs (key performance iratars) used by sustainability rating
companies to rank sustainability but also to explearious sustainable companies’ efforts
towards sustainability. A slight shift in the wankji approach is then carried to ensure that the

work has not gone astray.

The appropriateness of a method depends upon theera the problem being investigated.
The information extracted during the thesis stu@g wot numerical in nature, so the suitable
method was deemed to lpgalitative (facts and claims presented in narrative form). The
sources of information were written documents thatlude articles, research papers,
companies’ websites, annual reports and journaghe basis of whiclgontent analysis is
performed. “It is an approach to the analysis ofwoents and text that seeks to quantify
content in terms of predetermined categories ana systematic and replicated manner. It

can be applied to a wide variety of unstructurddrimation.”®

3.1 The Reliability and Validity of Thesis

In the generic context reliability and validity death issues about the quality of the data and
aptness of the methods used in carrying a reseaajact®. Reliability tells how accurately
research methods and techniques draw conclusiomtfie collected material. In our case we
used inter-observe reliability which is applied @aocess the degree to which different
observers show consistent estimates of same phewom@&his thesis is written by three
authors and it decreases the possibility of migimétation of information and also we tried
to cross check the information from multiple sostc®lajority of the information is taken
from reliable resources, such as Harvard Businessew articles, books from Lund
University library, articles form ELIN database, BE journals, official websites,

sustainability reports from third party and mashesis conducted at Lund University.

Validity deals with the suitability of the methoddhaddresses whether our research measures
what we are suppose to meastréccording to Mason “you should be asking yoursetfv

well matched is the logic of the method to the kindl research questions you are asking and
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the kind of social explanation you are intendinglévelop.”

The information we extracted
is based on general conclusions derived on the dfasgbjective data, so qualitative method
is more relevant for this thesis. At the same titme conclusion of our thesis reflects the
appropriateness of our research method.

3.2 Limitations

= To some extent companies’ information can be biased

= Restricted to the material available on the web

= Lack of information access through personal intivas with the companies

= Lack of numerical data over which quantitative gsesl could be made

= Content analysis approach is inherently reductpeticularly when dealing with

complex texts and can be difficult to automateamputerize

3.3Thesis Work Flow

The following approach is used:

= Analyzing how rating companies ranking sustaingbili

= Setting of most commonly used KPIs by the ratingnpanies to benchmark
sustainability

= Benchmark top sustainable companies regardleseahtlustry based on these KPIs

= Look for the activities on the basis of which comies claim to be sustainable

= Benchmark Thule’s competitors and other companédsnly to same sector around
these KPIs and activities that perform regardirgfegnability



4. CONCEPT OF SUSTAINABILITY & ITS CHALLENGES

The concept of sustainability is both very pop@ad ambiguous. It is considered as a strong
belief of mutual care for the world, excluding umied environmental effects of
development and more responsibility towards fulyeaerations However, this conception
appears to be too vague to provide an adequate tmdiuild generally shared vision of
sustainability®. Defining and achieving sustainability has became of the major policy
debates in recent years. The term ‘sustainablelg@wvent’ first came to public attention
with the publication of the Brundtland Report (@ur Common Future’) in 1987 and it has
been widely discussed by international forums, apads, scientists, public sector
institutions and private businessedHowever, the focal point of the discussion wasthm
concept that has been structured around the Woddhn@lssion on Environment and
Development's'® definition of sustainability as “meeting the neaafsthe present without
compromising the ability of future generations teentheir own needs™. For the WCED,
this process involves a change in which economaspgerity must be included with the
environmental integrity in a way that preservesabkure of a society. Following the above
interpretation, sustainability is a comprehensippraach which stresses the interdependence
of the natural environment with economy and societiie ‘triple-bottom-line’. So, ideally it

is a strategy that supports economic benefits Byngainto account environmental and
societal impacts, as shown in figure 1, but fooiagl time in the past it was believed to be
synonymous to environmental improveménin this thesis, as per our client’s requirement,

we emphasized on the environmental and social espésustainability

Economy

— ——F Sustainability

b y
N /
™ o

-

OoCilely

Figurel: Three pillars of sustainability
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In the existing world order, business corpo?atians making an impact on the society with a

greater reach than ever before. Political leadigratound the globe is convinced that only
the productive economies could have better stasdairtiving. A major thrust is on boosting

economics and commerce. In today’s modern busiwhsse knowledge based industries are
beginning to dominate, it is widely accepted thatrenagile, customer focused, innovative
and dynamic firms will have better future. Corperatorld and academics are much closely
coordinating for fast and systematic commercialraof latest researches. It is therefore
imperative that corporations will have to get marelusive with respect to aspirations of

different stakeholders and more accountable towsodeety at large. These corporations will
need to get integrated with society with an appealeadership. Leadership in sustainability
can be analyzed in detail by understanding the wfoas and levels of sustainability shown
in figure 2.The figure shows dimensions (ecologisakial and economic) in the x-axis and

levels (survival sustainability and maintaining @proving quality of life) in the y-axis.

»

> DIMENSIONS

L Ecological Social Economic
. - e Global
E Survival sustainability
V Protection of life | Capacity to solwe Subsistence
E support systems | serious problems
L Prevention of
Q species extinction Local
Maintaining quality of life Global
Maintenance of Maintenance of Maintenance of
decent decent social decent standard
environmental quality of living
quality (eg. vibrant
community life) Local
Improving quality of life Global
Improving Improving Improving
v environmental social standard
quality quality of living
Local

Figure 2: Dimensions and levelsastainability®

In the survival sustainability some measures aggenative to protect life on planet, while at
the second level, a minimum level of quality of omment and community is preserved. At
third level, not only existing quality of life is antained but also measures are taken to
improve the quality of life.
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For an industrialized nation technological _aavamaehand increase in raw material has been
a vital source for economic growth but in futurengodynamics of production, such as labour
seems declining as compared with rapid growth efghst. This upshot on growth depends
upon the interaction of three factors, declininggiraal productivity, finding alternatives and
technological advancement. Declining marginal potidity favours the above argument but
technological advancement and other alternativesyglay in another way. One way is to
limit the technological advancement is to secureremmesources, whereas modernized
technologies can smoothly lead us to better alteremfor sustainable growth. According to
Tietenberg, 14 environmental controls has not &ftt¢he market economy to a big extent
and environmental policy has promoted a little @a&se in price and minor reductions in
growth but controlling climate change can affecthbprice and growth. At the same time
environmental policies has created more job thanctyst it bears. So, general perception is
that environment will contradict to the economy Iwibt prove right. Economy can be
transformed and current level of welfare can beasusd by two important factors decrease
in population growth and increase in importancanbérmation. There is a need of sound
social behaviour as a stakeholder or social merfirecorporate sustainability to resist if
something posing threat against sustainability. tAeo important question that needs
immediate attention is whether industrialize corstmade their citizen more prosperous and
long lived? If yes, then what about the long lagtinreat for their future survival and what is
expected to happen in near future with conventiarad hazardous pollutants? So, this
growth may benefit a small portion of poor popuatibut not to all. Developed counties
provide equal opportunities in health, nature, eooy social education and in other welfare
areas. The path of exclusive industrial countriasnot be followed blindly as it sets off
brutal global environmental problems. For sustdmatevelopment, there is a need of
common platform both for nations with high and lamcome. Conflicts and clash of
objectives among the market systems (or industt)adind environment protection agencies

also need an immediate attention to meet the cigke of sustainability.



5. BENCHMARKING

Benchmarking is the process of comparing the basiaetivities, techniques and methods to
those that are believed to be the best. It is thetroommon activity that has been practiced
by many organizations around the world. The ainomfanizations to stay ahead of their
competitors by outperforming in processes and badfiggient in terms of using their

resources which further elaborates the importarideenchmarking. New trends have been
adopted by various companies as a result of camtisiengagement in reviewing the outside

environment and taking market changes into accbunt

Benchmarking facilitates to identify the deficieegiin the business activities of the
organization and helps them to proceed with impdoptans that other companies use to
optimize their processes and procedures. It hapaslign the improved activities with the
goals and objectives once being $&f. It acts as a source of creating a learning ceilaund
tells about the change. According to Randall Gray8@we continually seek to improve; we
haven't cornered the market on good ideas; ourtiegissystems, methods, and ideas are
continually open to change; change is good and eleome it; we continually look outside
ourselves for fresh inspiration; we freely adapd adopt the most useful ideas we find; we
want to meet and beat the best known performaneayrprocess®®. The process of bench

marking involves a series of steps that are meatidrelow’.

Identify the processes for doing benchmarking
= Agree on what to benchmark

= Agree who you’'ll benchmark against

= Analyze the chosen processes in your peers
= Develop a gap analysis

= Develop an improvement plan/activity plan

= Review progress and re-benchmark.

5.1 Benchmarking For Competitive Advantage

The start of 21st century triggered the technollgi@advancements, brought new
opportunities and initiated the liberalization obnhd markets. This resulted in demands for
innovation, quality and speed. Different organizasi in such a competitive atmosphere have

to re-adjust and realign their operations to tacklehese challenges. The pace of change has
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increasingly compelled organizations to be morewaud looking, market oriented and
knowledge driven. A useful way to build strong Imesis capabilities facilitate an inward flow
of ideas and establish true competitive gaps istmmarking. A global survey, carried by the
European Centre for Total Quality Management (UK) assess the trends and future
directions of benchmarking and the transfer of Ipeattices. A total of, 227 organizations
from 32 different countries participated in the dstu all have involved in doing
benchmarking. The organizations participated hadide cross-section of sectors, ranging
from private and government agencies to environalenanagement services and auto parts
manufacturers. The survey focused on current tremdseenchmarking and finalized some
aspects that will affect its future; they are mgiinbm the area of information technology and
globalization. These factors were taken an oppdsturather than threat by most study

participants'®.

5.2 Problems With Benchmarking

The following are the problems with benchmarkifig

= Data is not directly accessed for the process beiegsured — and analysis becomes
subjective

= No peer group/best practice is clearly identifiedl(ding data available)

= The gap between prevailing state and best praieezknowledged but nothing is
done about it

= The best practice supposed isn't proved to bedbegdractice

= Benchmarking comes as one of the events and netessed regularly

5.3 Companies Rating Sustainability- An Over view

We are taking the following sustainability ratingnepanies to analyze general sustainability

trends.
Corporate Knights

Corporate Knights is a quarterly Canadian magadewsted to the promotion of responsible
business practices within Canada and the progressio social and environmental
sustainability wide-reaching with mission to britagether all the sectors to recognize ways

to help the market to work for betterment of thevimment, society and economy.



Corporation has good reputation for itg annual irages predominantly ‘the Best 50

Corporate Citizens in Canada’ and ‘the Global 1GfsMsustainable Corporatiors!
Newsweek

It works in partnership with three research grotfldD Research & Analytics (tracks
environmental, social and governance data on compagiobally and served as leading
partner) Trucost (specializes for measuring enwitental performance) and
CorporateRegister.com (the world's biggest onlimectory of CSR, sustainability and
environmental reporting). Their major goal is twess each company's actual resource use
and emissions, policies and strategies, along wathreputation. In the ranking list, 500
largest U.S companies are included which are dividdo fifteen areas, based on the
FTSE/Dow Jones Industry Classification Benchnfirk

EFFAS (European Federation of Financial Analysts Saeties)

EFFAS is a Pan-European alliance of the Nationaiedies of Financial Analysts. EFFAS’s
KPIs for ESG (economic, social and governance)gemeral i.e. can be applicable to all

sectors and sector-specific i.e. applicable toifipesectors?.
Dow Jones Sustainability Indexes

The Dow Jones Sustainability Indexes is a coopmratif Dow Jones Indexes, STOXX
Limited and SAM Group. The DJSI family set foundatifor trustworthy sustainability
benchmarks. SAM Indexes GmbH acts as functional fanithe Dow Jones Sustainability
Indexes (DJSI)*?

DEFRA (Department for Environment, Food and Rural Affairs)

DEFRA serves as public department in the UK. Hgakhvironment is an overarching
challenge for DEFRA to secure future generations. té build a low carbon, resource
efficient economy, DEFRA facilitates individuals tcclimatize to changes, deals with

ecological threats to secure a sustainable sowigtyhealthy environmerff.



CRO

CRO is a Corporate Responsibility Magazine pubdidizs 11th yearly ‘100 Best Corporate
Citizens List’, known as the world’s top corporatsponsibility rating based on widely
available information. PR Week, which is one of Am&'s top three most-important

business rankings, recognised CRO
Fortune

Fortune is a global business magazine that holasl gmme and reliability since 1930.
Fortune magazine is particularly known for trusttkgrannual rankings of companies. The
‘Fortune 500’, and the ‘Best Companies to Work Fbdth have become industry standard.

Fortune is award-winner for its reliable sourcéntégral knowledgé®.
IFAC (International Federation of Accountants)

It is a global organization for the accountancyfession. It is known for developing high-
guality international standards that encouragesngtrmoral values and supports quality

practice in the business word
Sustainability Technologies Initiatives

It provides free web-based service for companieattain sustainability benchmarking.
Companies are assisted how to measure finest ggaatid to get benefit from valuable
management tool. The STI is a programme with oljectf improving UK business in
context of sustainability while focusing economiowth, environmental protection, natural

resources utilizations and betterment of sociéty
Green Buildings

Sustainable design is the prime concern of GrealdiBg Pages, Inc. It provides web based
decision making tool for environmental and sociasponsible building industry. Since
2003, “its mission has been to create a clear, isen@ublic format for communicating

comprehensive, current, and transparent informatmrenable users to make informed



decisions in choosing building materials that céore health and whose production and
manufacture processes promote environmental redpldys social equity and economic

sustainability”?®.

PERI (Political Economic Research Institute)

Research, broadcasting, policy advising, ecology social welfare are focal point for the
Political Economy Research Institute (PERI). PERbIshed a list of most toxic companies
‘THE TOXIC 100’ keeping in view environmental aspet.

5.4 Sustainability Benchmarking KPIs

The following KPIs (Key Performance Indicators) adentified with a main focus on

environment and society.

Energy Efficiency: Energy is an important factor for socio-economiovgh, however
energy generation and its use is also a key elefrmmtan environment perspective. Energy
efficiency, is defined as percentage of total epengut to a machine or equipment that is
consumed in useful work and not wasted as uset=ss 8o, for sustainable development, the
major challenges requires in the world’s energyesysis to bring new technologies to the
market for more efficient use of energy, increasglization of renewable sources of energy,
environment friendly transport mechanisms and tmglémentation of next generation
technologies to use fossil fuéfs

GHG Emission: Green house gases in the atmosphere absorb ahdagimtions within
the thermal infrared range and its contributioreglyeaffects the temperature of earth surface.
Climate change due to green house gases emisswreisf the major issues that affect the
entire planet. According to Stern review, “climatbange will have massive impact on
national economies worldwide if we are not ableuowilling to prevent it”.®' Since the
economic, social and environmental impacts of d@r@ange cannot be precisely measured,;
there is cause to act according to principle oftioay prevention and sustainable
development™.

Waste Efficiency. Waste materials do not add value to the finishredycts and customers

don't want to pay for that. So, the objective is reduce the waste by increasing the
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proportion of value added activities. From this modf view, waste recycling is closely
related to sustainable development and it focuses-misage of used resourées

Water Efficiency: It is an indicator of the relationship between #m@ount of water

required for a particular purpose and the amountvafer used or delivered. Water as a
resource is undergoing stress around the worldtlaaidis a challenge for businesses which
are based on water accessibility. So, as a mattenamaging business it is necessary to

recognize the importance of global water strat&gy

Environmental Goal/Policy: It is a public statement of an organization'sigsophy,
intentions and objectives regarding the environm&atmake aware about the environment,
business processes started managing data relevanvironment. This data is use to monitor
energy consumption and green house gas emissidres.d@ta from the environmental
sustainability dashboard can help businesses tmnbecaware of their impact on
environment, so that they can choose environmgntalktainable business policies and
practices. After these policies and practices anglace, business can use their dashboard to

track and display their effectd

Contribution in Social Activities or Corporate Social Responsibilities (CSR) The
organisations involve in CSR practices are focusinghe societies’ interest by enhancing
community growth and try to eliminate harmful piees despite of legality issues. In today’s
scenario investors, employees, consumers and sthkeholders have become more aware
about the good corporate behaviour. In this newinegs environment a company’s
reputation becomes one of its valuable assets &Rl liecomes one of the key components

of corporate reputatiof.

Employees’ Training/Education (Other Benefits) Employees should have access to
comprehensive employee benefit plans & solutionsilalle in the market through

company’s Employee Benefit Administration progrdike training, education etc. A quality

workforce is an important for business to be susftiésin emerging markets to attract and
retain well qualified and committed workers candignificant. Fair wages, clean and safe
work environment, training opportunities and healtid education benefits can help to make
a company more profitable by increasing produgtjvieducing absences and lowering cost

of recruiting and training staff®
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Unethical Activities: Strong ethical poﬁciés that go beyond upholdihg taw can add
great value to brand, where as failure to do rigifmig can cause social, economic and
environment damage, undermining company’s long teeputation and prospects in the
process. Once they adopted ethical approach, caegpetil often find there are bottom line
benefits from demonstrating high ethical standdfdsThis applies to all aspects of business
conduct and is relevant to the conduct of individwend business organizations as a whole

like child labour, wage equity, transparency etc.



6. STUDY OF SUSTAINABI:ECOI\/IPANIES

6.1 H&M

Hennes and Mauritz AB (H&M) involves in designingdaretailing fashions for women,
men, teens and children. They are taking respditigbiregarding effect on environment and
society through their products. They continuouslgrikvon the quality of products from
design stage to the whole manufacturing procesaslyg sustainable material and always
test the new ones. Right now, for them, the mogtoitant sustainable material is organic
cotton which is extracted without using the cherijmesticides and fertilizer®. Recently
H&M is criticized in the German edition of the fimaal times for using GMO instead of
organic cotton; but the spokesperson from H&M diwgd there is no reason to believe that
organic cotton used in the garments is grown with §@eds, despite APEDA’s criticiSth

The growing demand for green products forced H&Muge sustainable material in their
products which also add more profit for them. Thedpct in the H&M’s collection goes to
number of quality test. H&M believes in open dialegwith customers, stakeholders, media
and stock markets. They faced challenges for maiigi their emissions in transporting
goods. For achieving this goal they are workingpartnerships with environment friendly
transport companies by combining air freight widl freight and optimizing the transport
facilities by using renewable fuel and cleaner gpesolutions. They have also drawn up
environmental guidelines for the purchase of shtiimdgs e.g. PVC material is avoided in
their interior design as much as possible. H&M us#iscommunication channels for
advertising. H&M publishes magazines which offeaders mix of fashion, inspiration and
latest lifestyle trends. It has its own face boalge where they use to communicate with
people. It also has contact with media to providermation about H&M. Their website also
strengthens their brand value and act as a sodroevitation for customers to visit their

stores and shop online or by catalo@’ile

These are the prerequisites for the H&M for canitig their growth and profit. They support
communities at the time of crisis. They make dirsmttribution to emergency relief efforts
and humanitarian aid. H&M always administratessitpport through UNICEF which is one
of long standing community partners. The donatioeciudes samples and those garments
which do not comply with H&M'’s quality standard; Wwever they said they never donated

clothes which don’t meet safety requiremefits
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H&M use to market their products and services throuarious channels but it seems that

they are not showing much transparency about #utivities and criticised about their

production chain and unethical activities like didbour, employee benefits.

6.2 Starbucks

Starbucks cooperation operates retail locationddwdde and sells its own brand of coffee
through its sales group, direct response busiseggrmarkets and on the World Wide Web.
Their main goal is to grow coffee under higheshdtads of quality, using ethical trading and
responsible growing practices. They are practidaig trade coffee purchasing activities.
They are working directly with farmers to develogsponsible growing methods and
investing in their communities for supplying coffekegood quality. They are increasing loan
guarantees for helping the farmers to grow coffea isustainable way. Starbuck is also
giving attention to reduce waste that is mainlyoined in the recycling process. They are
emphasizing simultaneously in two directions iy developing recyclable cup solutions and
encouraging customers for using their own reusabfes by offering them discounts mainly
in the U.S and Canada

They support supplier diversity program through ahhvarious suppliers who are interested
in doing business with Starbucks should meet soredgfined criteria and starts working as
their suppliers. As water is key ingredient in mosttheir beverages, so for using water
efficiently they have started implementing dippe&ilveystems for cleaning utensils. They are
also continuously taking efforts for new water savitechnology in their equipment
specification like mechanical dish washer or bywgsa blast of higher pressure water to clean
blender pitchers instead of an open tap. They aseldping new strategies for energy
conservation process by purchasing renewable erferg20 % of electricity in US and
Canada and also investing in new lighting and imimg the efficiency of heating,
ventilation and cooling systems. With the help ohgerving international relationship they
are facilitating farmers to access carbon markedsaslowing them to earn additional income
while helping to prevent deforestation. They asoatrengthening their coffee supply chain
by collaborating with others in the coffee induessri international parties, NGOs and public
agency to address challenges to coffee farmerstlaeid communities®. They always
conduct surveys to the customers for getting feekiband insights for the further opening of

stores. After listening to their customers theyided to use milk which contains less fat.
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é _é.l”ld Caraathnow they are moving outside of

This change was first implemented in U

North American market¥.

Starbuck recently faced criticism for the fair &amhd large environmental foot print i.e. they
always tell that their all coffee brands are faade certified but in reality only one of coffee
brand is fair trade certified> and secondly that company’s disinterest for theyaking
process by showing the display board for nearesfctimg centre to decompose waste cups
rather than supplying recycling bins on their o#h It seems that at some occasions
Starbucks exaggerate about their environment celatactices which can be considered as
green marketing. For this reason they are criticit® wastage of water, fair trade coffee

practices, recycling process etc.

6.3 Adidas

Adidas AG manufactures and markets sports equipnraitiding footwear, sports apparel,
and golf equipment worldwide. In 2009, Adidas A@lided in the Dow Jones Sustainability
Indexes for 10th consecutive time. It was a thohowgpalysis of corporate economic,
environmental and social performance, governan@ding, climate change improvement,
supply chain management and labour issues. In vidwierbert Hainer, Adidas Group CEO
and Chairman, this achievement was recognitiorheir tefforts to work on making social

and environmental needs an integral part of thesiress”.

Taking into consideration, energy, waste, carbard avater efficiency, Knights ranked
Adidas’ as 28th among the list of most sustainabl@panies 2010. Waste productivity was
the best in the consumer durables and clothingsimdgroup, reporting figure of $5,472,757
in sales per ton of waste produced. It also placedhe 96th percentile for water

productivity *°.

For Adidas green products means that it is notgusaw material from any endangered
animals and the company restricted policy statat ghppliers must avoid using substances
harmful to the human health and environment. Matarsed for green products are hemp
organic cotton and recycled polyester. To get Iéglel of satisfaction it began a project with
five other companies to create a common tool tataugbpliers. It believes that the best way
to influence the environmental impacts is to enagarits suppliers to use environmental

management systems and has made it mandatory fdritsl core suppliers. Adidas develops
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training programs and guidelines for Eh_é suppli¢gnghere 95% of its products are
manufactured) to reduce environmental impactsahafproduced by them. It has vision and
strategy to reduce energy utilization and GHG eimisby minimize usage of VOC (volatile
organic compounds) and PVC along with wastes rémluetnd saving water. SEA (social,
environmental affairs) is a department of the Adidaroup that develops sustainability
policies and promotes social and environmental emess throughout the company and its
supply chain. Company focuses on material selegbiolicy, sustainable cotton research,

recycling rubber, laminating PVC and control andhitaring of restricted substances.

Adidas regulates labour law to provide the workansconditions and also a member of Fair
Labour Association (FLA). Company’s media campaigspecially TV commercial to

market their sustainable brand is highly influeiniad effective to have good market share.
In managing community affairs program, the AdidasoWp has adopted a largely
decentralized and brand-oriented model for commuimivolvement practices, recognizing

that people better understand the needs and duemaitivities of their local communities.

Community involvement, which ranges from convergionommunity projects and cause-
related marketing initiatives to immediate relieffoets for people in need employee
involvement, which supports community affairs goasd objectives by providing
meaningful opportunities for colleagues to engaggh Whe communities, where donations
can take the form of financial contributions, prodaontributions, know-how and services.
Along with other community development programs,idas started ‘Education and
Infrastructure Program’ in Pakistan from where atlects handmade foot balls and health
care project in Vietnarf. At brand level, Adidas Group is intended to suppbildren and
young adults round the world by engaging with lamahmunities?’

Along with good reputation Adidas has been crigdizoy a major reports by Oxfam and
trade unions released in 2004, cited that Adidasilesly violates the rights of workers.
Report highlighted that during peak production pesi workers worked for 16 to 18 hours a
day while female worker faced sexual harassmentfamed to work overtime without pay.
During hearings in 2000 with the European ParliagtseDevelopment Committee, it was
reported that two Indonesian companies that prodooels for Adidas practice child labour.
The Asia Monitor Resource Centre and Hong Kong <Tilan Industrial Committee released a
similar report on Chinese factory conditions of anaggportswear firms. On 23rd November

2000, Adidas boycotts EU (European Parliament isBels) ethics hearing as it was accused



of using sweatshop labour to produce its sportsWéakdidas also lost better ranking by
Knights KPIs as the company does not have a sadfidity committee and does not link the
remuneration of its top officers to sustainabilityiteria, also it has low transparency

(percentage of data point at which company provittetd and level of GRI disclosuf®).

6.4 SCA

SCA (Svenska Cellulosa AB) is an integrated pamer @ackaging company that produces
and markets hygienic products, packaging and fomstucts. It has implemented a
guantified CO2 reduction objective of 20 percentwaen 2005 and 2020. Company
achieved sustainability award 2010 and ranked aar68ng the world’s most sustainable
companies rated by Knight¥. In September 2009, SCA also ranked by Dow Jones
Sustainability Indexes as one of most sustainablapanies. Outstanding performance in
brand management, environmental management andrhgagtal development set high
score for SCA™.

SCA uses Resource Management System (RMS) to andita that describes energy, water,
transport and raw material, waste and emissiorde®®MS is also used for internal auditing,

external benchmarking, and as an evaluation tagdtiechasing>?

SCA taking measures to maintain its reputationhnging carbon footprints, adopting LCA
approach, maintaining clean factories and devetppimovative products. Company’s
environmental agenda is to reduce organic contenivastewater, efficient energy use,
renewable energy production and control of allHrébre based raw material. It has more
than 117 million hectares of forest worldwide in &untries that are FSC-certified (Forest
Stewardship Council). It has great concern of feféiciency; almost 53% of SCA’s fuel
consumption comes from natural gas and 40% froniuab Oil and coal account merely 5%
and 1%, respectively, while majority of SCA'’s eladty: 73% comes from national grids,
27% comes from electricity produced in the Grouptgeneration plants. Company is

investing in wind power as well as increasing thpacity of the Group’s power plants.

In social sector company ensures human rights darmg®, develops policy and associated
documentation for blood borne virus infections, eassent of suppliers, continuous
improvement of health and safety, retains and dg@seclemployees with the right skills.

Company has an active social agenda linked to addeonduct. It conducts business
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practices reviews in different countries, like Rag2008), to review the company business
ethics. Also, it introduced a whistleblower pilot Asia that is a third-party code of conduct

compliance and provides an alternative methoddporting violations.

Company’s awareness campaign is very sound; itskxuwlifferent segments of society at
different time, recently it started a public cangmaiinvolving students to give them

awareness about green products. It was about @nlé@sgpuberty. In January 2010, company
introduced a consumer awareness magazine ‘Sendeptot that SCA’s business vision is to

serve the society’>*

So, when we analyze economic dimension of compewsry action related to sustainability
favours company’s economy on short and long tersisbédts claim of efficient production
and lower costs; good long-term business relatipsstind compete success for orders where
customers require high levels of sustainabilityffds contributes customers’ satisfaction and

company’s future growth and stability.

6.5 Nokia

Nokia is a world leader in mobile communicationts &bility to integrate effectively

innovative features into its products and delivgriof secure solutions made it more
prominent in the world mobile industry. It is amonige world top most sustainable
companies for taking measures to improve enviroriraed corporate social responsibilities.
It is using an Environmental Management Systems §EBhd the ISO 14001 standard to
control and manage the environmental aspects pfdaduction sites and large offices. It has
a corporate level ISO 14001 certificate in placedth manufacturing sites and also made
EMS a prime requirement for all of its supplidtdias an internally verified EMS in its large
offices and R&D sites. The aim of the Nokia’'s EMS to improve the environmental

performance focusing on energy consumption, watgrsemption, air emissions, ozone-
depleting substances, waste management and pagkabiey effectively involved their

employees to share best practices and to followlapal environmental targets. It includes
people responsible for EMS from manufacturing séted a representative from office sites.

In the year 2008, they have made EMS as part ofdlo@lity management system.

PricewaterhouseCoopers (Nokia statutory auditarfppmed a limited assurance engagement

on selected Nokia's 2008 corporate responsibilitiprmation containing environmental
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indicators in the areas of Nokia's own a_cfivitiaeoducts and supply chain. The selected
corporate responsibility information consists oé fiollowing performance indicators in the
areas of Environment, HR and Supply Chain. Therenmental area includes facility related
direct and indirect energy consumption and relaggeenhouse gas emissions, energy
savings, green electrical energy portion of totatticity consumption, status of ISO 14001
certifications for its site. In the area of HR, foemance indicators were employees in
production, total training cost, Injury/iliness eatin production, women in senior
management, non-Finnish nationalities in senioragament and voluntary attrition. In the
area of Supply Chain performance indicators wascgrgage of suppliers having
Environmental Management System (EMS) in placesites serving Nokia, percentage of
suppliers having reduction targets for energy, O@&er and waste in place and monitored,
suppliers’ compliance with Nokia supplier requirertse and supplier satisfaction survey
procedures. It concluded by saying “based on onitdd assurance engagement, nothing has
come to our attention that causes us to believiethieaSelected CR information has not been
prepared, in all material respects, in accordancéh whe Reporting criteria

(PricewaterhouseCoopers OyY’

On the other hand a group of shop stewards at Noklanuary 2005 accused the company
for violating workers’ rights. “They alleged thabkia has adopted such obstructive practices
that it has been impossible for them to performirthele as trade union representatives.
Moreover, they argued that the position of surplusrkers at the company is too
miserable”.>® Nokia has turned down much of the criticism bus hasured to improve the

position of shop stewards.

On the basis of the information provided on the pany website and other resources, it is
revealed that Nokia is trying to devise mechanitoavoid harmful effects on environment.
Its highest market share in the mobile industryifies its claim about the product quality,

durability and low cost.

6.6 lkea

Ikea a Swedish based private owned firm is theessfal mass-market retailer, selling home
furnishings and other house goods in different toes Its aim is to offer good quality
products at a cheap price but not at any pricha#t considered sustainability as part of its

corporate strategy and taken a number of stepghéobetterment of environment and society.
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It has invested a lot of money in the }eﬁewable)uases with a plan to provide with
renewable energy in all buildings it owns. It is@lworking to introduce new bulbs that
would be more energy efficient and in this regdrbas spent huge amount on the research
and development. It is quite innovative in makimgast packaging that benefited them in
terms of fewer shipments and hence low emissionss lalso trying to minimize the
consumption of water both at the suppliers end ainds own production units. For this
reason it is spreading new management practicesoton growing areas in India and
Pakistan, at the same time it is increasing thelability of certified wood, especially in
strategically important wood sourcing regions sasihChina and Russia. It is trying to make
sure that the wood that is used for making prodbets not been harvested illegally and no
harvesting would be done in high conservation vétuests. It has plans not only to reduce
the amount of raw materials required for their jpicid, but also to find alternative materials
to avoid the depletion of valuable resources. intthnsport sector it has actively involved in
projects with Preem, H&M and Volvo Logistics, taciltate the transport service providers
to make the transit from fossil fuels to renewatalsources. As a result of that a number of
Preem fuelling stations were opened in Sweden duhia summer of 2009 and they provide

alternative fuel, Bio30, which contains a 30% blémaf rapeseed of’.

On the other hand it has been criticized for illdgavesting of forests, although it says it has
employed fifteen forestry monitors, and eight afrthwork in China and Russia, but illegal
logging is widespread in those vast countries, n@kiimpossible to guarantee that all wood
is legally harvested. It has declined to ensuré dliaimber is legally harvested, citing costs
that would be passed along to the consumer. Aliscbiamed to transfer transport and energy
costs onto consumers. It is said about its prodiikasbookcases and chairs that once they

break or malfunction it becomes difficult to fi%

6.7 E.ON

E-ON is one of world’s largest investor-owned powgas & heat providers. It is fully

devoted to reduce the environmental impacts ofjltdal operations. It is proceeding with
the environmental policy where it is considerind af the environmental issues. Its
environmental management system (EMS) is certifieder the criteria of ISO 14001 which
is enforced for most of its operational units €lfpe UK, Nordic and Pan-European Gas
market units are certified under ISO 14001 stargldrd addition to that the Central Europe

market unit follows the 1SO 14001 standard as vesllsome EMAS requirements. It is
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continually assessing water pollution, was_t(; hawgdéit the disposal and decommissioning of
operational units especially nuclear wastes. investing a lot of money in the research and
development to improve the environment on reguémish At the same time the use of raw
material and other natural resources are made teule used efficiently. It is trying to
arrange environment friendly training sessionsiferemployees aiming at to promote the
corporate culture. In the supply chain it is consity making efforts to inform suppliers and

contractors to comply with the environmental stadga’®

Its CR reporting is based on the guidelines (G3jhef Global Reporting Initiative (GRI),
including the Electric Utility Sector Supplementd®iVersion 1.0, available in February
2009. Company self assessment revealed that thee@iRting 2008 fulfils application level
‘B+’ of the GRI guidelines. This reflects its comtment that it is reporting on the indicators
required by the GRP’

It announced in the year 2007 climate protectiaategy where it sets target to reduce
specific CO2 emissions (i.e., grams CO2 per geedrkilowatt hour) by at least 50 percent
by the year 2030, compared to 1990 levels. The depn of the strategy was expanding
renewable capacity, enhancing the thermal effigieot conventional power plants, and
deploying CCS technology in coal-fired power plaatsd to increase investments in the
research, development of climate-friendly techn@sgand playing an effective role in

championing nuclear power.

Critics said that E.ON declares that it is invegtnore in the renewable energy sources. But,
renewable resources (excluding hydropower) wouliimased to make up only 7% the
energy mix by 2015, so it is hard to analyze hovgedts for 2030 as renewable are put
together along with nuclear energy and hydropoweulds make up 50% of the estimated
CO2-free energy mix. Secondly it says that new wpadver plants need new coal-fired
power stations as backup which is against the rabhiapolicy. Thirdly biomass and wind
power, the two of renewable energy sources whef@NEis investing have various
environmental impacts; however, no concrete pdiciere devised for avoiding that.
Fourthly it was argued that E.ON buys about halit®flectricity from other suppliers, but
there is lack of information about energy souraasits supplier’'s .Finally no information
was provided on disposal of nuclear waste in Geymnand even no information is available

on the company’s website about planned new nupleaer>®°



6.8 Summary

Sustainable companies are focusing on environmertdl social issues of sustainability.
They are mainly considering energy, water and wafteiency, selection of raw material,
and reduction in GHG emissions to become sustan&#M is giving attention to its basic
raw material i.e. cotton. It has started makingrgants with organic cotton. It is continuously
working on the quality of products from design stag the whole manufacturing process.
H&M is also taking measures for transportation afods; it is in partnership with
environment friendly transport companies by usiraihbair freight and rail freight and
efficiently using renewable fuel resources. It neisk products and services through
publishing magazines and face book. The compamyial®sts in communities at the time of

crisis.

Starbucks mainly focusing on the practices of gngwcoffee in a sustainable way by
providing loan to the farmers and practicing faaeke coffee purchasing activities. It is trying
to improve the recycling process by developingréyclable cup solution and encouraging
customers for using its own reusable cups. Fociefit use of water it makes efforts to
implement new water saving technologies for clegnitensils. The company is developing
strategy for low energy consumption by purchasiegewable energy resources and
improving the efficiency of current electrical appices. E-ON is one of the leading
organizations for generating and distributing epeagources in the form of electricity. Their
main focus is on generating electricity throughesgable sources of energy like wind, solar,

nuclear, biomass.

Both SCA and Adidas not only have clear targets singtegies regarding energy, water,
waste efficiency and GHG emission but also has teng environmental goals and policies.
These companies use Environment management toalk sis EMS (Environment
Management System) or RSM (resource managemergnsy$or organizational structure,
planning and resources for developing, implementeuigd maintaining policies for
environmental protection. They are running stroregdim campaign about green products by
involving and investing in community developmenbgnams. SCA left no room for criticism

but Adidas has been criticized for violating wokeight and practicing child labour.

Nokia practices environmental management systerdstan SO 14001 standard to control

and manage the environmental aspects of its prmtusites and large offices. On the other



hand the growing awareness in the publi; égouteaamtural resources led these companies
to drive effective mechanisms so that there wowt be any abuse of these resources. So
companies like IKEA have developed new managemgstes) in cotton growing areas in
Asia to minimize the usage of water. IKEA is alsakimg efforts to avoid illegal harvesting
of forests, but it has been also criticized for matking sure that all of the wood is legally
harvested. Both the companies Nokia and IKEA areking to be more socially responsible.
They are trying not to involve in the unethical imess practices i.e. they provide proper
wages and facilities to the employees and donatirgharities. To avoid harmful effects as a
result of productions, they are properly disposafigthe waste and using raw material that
can easily be recycled. Nokia has been auditedricgWwaterhouseCoopers Oy based on the
information in the areas environment, HR and supgigain. The audit report affirmed

Nokia's commitment to be a socially and environmaéiptresponsible company.



7. STUDY OF COMPANIES I_5>ELONGS TO SAME SECTOR
OF THULE

7.1 Burton

Burton is one of the first companies that usest&iinology applications with an intention to
gain its snowboards the reputation of having trghést quality in the industry which they
claim as “... an image that has never been [Ustt is actively participating in snowboarding
events for its advertising. The emerging competitiothe snowboard products in the recent
years has made it realize to be more efficienh@irtoperations and innovative in the product

design.

Burton acquired companies and brands in snow /now selated industries such as eyewear,
luggage and even recently, surfboards. Even congpstiowboard manufacturers were also
consulted simply for the use of their technology, €&xample, in patented bindings. A short
list of these companies includes Anon, RED and {Sr&wootwear. None of these made
products carry the Burton label or logo, but theoducts are included prominently in Burton
Snowboards catalogue and WebSiteAlthough product quality and durability is thermpe

focus of Burton yet there seems no strong measakent by the company to handle

environmental and social issues.

7.2 Naturkompaniet

It is a retailing company, trying to emphasize maeut the environmental issues. In making
business decisions, it highly considers the enwiremtal aspects. It is following laws,
regulations and restrictions prescribed by law owirenmental issues not only at the
company’s level but also constantly convincingsitippliers to follow them at their end. It is
also striving to reduce its energy consumptions emcburages the use of renewable energy
®2 It managed to have its own green logo named &eger choice’ that tells that producer
has made the right choice to make the product neorgronmental friendly. It doesn’t
guarantees that the product is entirely environaleniendly but it definitely notifies that
producer has chosen to work with recycled and acgamaterials, the manufacturing process
are free from hazardous chemicals, the produatesgy efficient and recyclable and finally

it has less adverse effects to environnf&nt
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to be mmsustainable but it has not mentioned in

It is trying to introduce innovative ideas
detail about the whole process, especially whesays that it has green logo (which verifies
the product is environmental friendly or not) itddit talk about its main features and

specifications.

7.3 Giant

Giant Bicycle is one of the largest companies ia field of manufacturing bicycles. It is
working with Microsoft Certified Gold Partner Advesd System Integration for
incorporating warehousing, financial and sale manant systems. This helps Giant to
forecast demand and track the delivery of the godtisough this implementation, there is
increase in sales and penetration into professiopeling retailers throughout the United
States and Europe in the past three years. Thiemsyaso facilitates Giant in reducing waste
through less paper consumption. To improve theiogls and communications with bicycle
dealers, Giant U.S. and Giant Europe branch creaméerprise portal based on Microsoft
dynamics AX Enterprise portal modufé By using the portal their distributors can order
directly while they can place order with their sl through web. Due to this integrated
system their stock reduced by 80 percent, labostsds also reduced and there is a 95% in

delivery reliability.®®

Giant bikes introduces a great innovation and rétive for cars Twist Freedom DX an
electric bike which looks like a regular bike arakha torque sensor to monitor pedalling and
control 250 watt DC motor which is located at fraide of wheef®. Giant's aluminium
frames are custom welded by hand and has neverteepthe aluminium failure. Heat
treating is one extra step that Giant takes to renfiame strength and reliability. Giant

produces everything under one roof from drawinfirtal shipping®’.

From above information, it seems that Giant is &deg on integrating its various
departments for better information inflow and owmitfl but not giving attention much on

practices related to environment and social aspewetdved in product life cycle.

7.4 Patagonia

Patagonia designs the outdoor clothing, outdoor, geatwear and luggage. It considers
environmentalism, sustainability and protectingunalt environment as its main strategy to

reduce carbon footprift. For them, quality is the most important factorisvhincludes
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building products and working with the process thate least impact on the environment.

Company evaluates raw materials, invests in inmegirocess and also adopts methods to
reduce waste materials by using fibre to fibre céng system to make new garments from
old and in this way it takes measures for collectiamd storing recyclable&® It is using
recycled polyester in many of clothes and produrgsnic cotton without using artificial
fertilizer ’°. It donates a small portion of sales to the groupieh are working to make a real

difference in terms of environment.

Company used LEED certification (Leadership in Egeand Environmental design) for
expanding its distribution centre in Reno, Nevafta, environmental balance, resource
efficiency, comfort and well being of its workforceEED provides a framework which is
used for assessing performance of buildings pedaooa and meeting environmental goals.
Though LEED focus on many areas, but Patagonialyntikes action for managing storm-
water runoff, intelligent landscape and exteriorsige, water efficient landscaping,
minimizing water use, reducing energy consumptighy-installing photo sensor and motion
detectors on light fixtures, the highest efficieremymmercial boilers drive their radiant heat
system, installedR30 insulation in the roof and Rl insulation on warehouse walls to
retain heat in winter and cool in summer, theyrareusing air conditioning in the warehouse
by employing night flush vent system that replabes air of the day with cool air in the
night, buying carbon offsets from Bonneville envinoental foundation that gives any profit
it makes to support the growth of renewable enengy protected watersheds), all of their
wood products are FSC certified( Forest Steward§lopncil), using as much as possible
little VOC (Volatile organic compound- which reaeatith sunlight and nitrogen in the
atmosphere to form ground level ozone that resaoltsmog) materials in their buildings,
substituting natural lights for electric lights hysing skylights that track the sun and

translucent roof mounted smoke vents to refleatnahtight in to the service centfé

Patagonia uses green seal certified non toxic tsdo clean the service centre and their all
paper products are recyclable. It encourages aligmtransport system, like secure bicycle
storage, hybrid car for business use, additionaeéntives to car-poolers and limited the
service centre’s parking capacity. It also redulegist pollution by installing high cut-off

exterior light fixtures'™,

Patagonia trains its staff to give them knowledged aunderstanding about social

responsibilities issue. It is conducting refresbessions annually for both new and seasoned
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employees. Company hired a manager_ %d monitoriogppany’s social responsibilities
activities. Patagonia’s effort towards corporatgpmnsibility is by making good relationships
with the people who work in the factories that geer work they trying to do and to ensure
that Patagonia’s products are produced under defgl, fair and humane working
condition 2. Patagonia has shared his information about gneechanism of the supply

chain with the Wal-Mart for free. It helps Wal-Mdor developing sustainability ind€%

Although Patagonia is committed to implement envinental friendly strategy for new
distribution centres yet it is not clear what dre plans and strategies it has for its existing
centres. Its monitoring and transparency mechanistosr in a closed system; this leaves

room for corruption and collusion.

7.5 Shimano

Shimano manufactures and sells bicycle compondighjng tackle, and cold-forged
products. Shimano is committed to advocate thegmuckecreational use and conservation of
natural environment keeping in view long term bénef customers and company. It
promotes cycling as an 'environmentally friendlydda of transportation that can help to
reduce urban traffic congestion. Recently, a rete&ffort between industry (Shimano),
university researchers (Arizona State Universityd aviorthern Arizona University) and
government (Bureau of Land Management) was madeitgmvided model for resolving
natural resource use problems. The study addréssesientific understanding of recreation
impacts in the development of sustainable envirarigjeprovides practical advice for

sustainable riding and offers clear advice forgatiakers* ">

Shimano started advocacy program to highlight thpartance of properly designed trails.
This is how the company connects itself closerh® sustainability. Shimano believes the
science of trails that are properly designed anthtaimed. Company cashes the nature of
product as riding a mountain bike is a healthy wayenjoy natural company’s outdoor

heritage.

Shimano’s approach towards sustainability seemis different from other companies, as it
started an advocacy program about environmentadigansible and sustainable use of public

lands but it does not take serious measures toda&mdironmental and social issue through
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its processes. Company has no environmental agesgdading carbon emissions, wastes

handling, recycling and energy efficiency.

7.6 Summary

These companies are manufacturing products reldatedoutdoor activities. Giant

manufactures bicycles and is responsible for thedymtion life cycle activities. It has

integrated all the departments through Microsofttified Gold Partner Advanced System
Integration, so that they can have better foredashand, tracking the delivery of goods,
improving the relations and communication with thstributors. This system also helps to
reduce the paper consumption which intern reduceswaste material for decomposition.
Giant is implying in the production activities oagtra step i.e. heat treating which helps to

ensure the frame strength and reliability.

For Patagonia protecting natural environment isnnsétiategy aimed at to reduce carbon foot
prints. Quality through environment friendly raw texdals is the most important concern for
which it is continuously working. Patagonia followse LEED certification as a guide for

environment balance, resource efficiency, comfod well being of its workforce.

For Shimano, sensible recreational use and cortgamvaf natural environment to promote
cycling as an 'environmentally friendly' mode ddirtsportation can help to reduce urban
traffic congestion. Shimano believes that propel®signed and maintained trails leads to

sustainable use of public lands and in this cortertpany introduced an advocacy program.

Naturkompaniet makes effort for being more envirental friendly. It has managed to have
its own green logo named "A greener choice" thid that the producer has made the right
choice to make the product more environmental @ienlt doesn’t guarantees that the
product is entirely environmental friendly but efahitely tells that producer has chosen to
work with recycled and organic materials, the mantudring process are free from hazardous
chemicals, the product is energy efficient, thedpit is recyclable and finally it has less

adverse effects to environment.
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8. STUDY OF THULE’S CO]\/IdPETITORS

8.1 Yakima

Yakima is a major player in the outdoor industng. products include rack systems, cargo
boxes trailers etc. It has been engaged activelgritee means for the betterment of the
environment. Recently it is executing a plan callddlanet Payback where it has to
compensate for the carbon footprint for all ofaggerations, products and their distribution,
as well as its marketing activity, while compamgmaining corporate activities is expected

to be carbon neutral in the near future.

At the company’s level the Planet Payback initiathot only facilitated to devise an obvious
sustainability strategy but also enables its asses] consumers and channel partners to join
hands to support the very important goals of camealuction and sustainability. It is also in
cooperation with Carbonfund.org, which is a nonfiprorganization, dedicated to reduce
carbon output and supporting renewable energy.dbduind has calculated Yakima's annual
energy usage based on information provided abautpibducts, product weight and
distribution methods. The company is also considebuying carbon fund credits that would
be equal to taking 1,675 passenger cars off the: fiavea year®.

It is also committed to wipe out the unethical pi@s throughout its operations. For
packaging it is using recycled paper and its cdrgges are made of seventy five to eighty
percent (75-80%) recycled material. It is also arguthat its steel and plastic parts are
actually recyclable materials. In marketing progudt is trying to attract eco-conscious
consumers by putting carbon neutral stickers onprtsducts; in addition, the point-of-

purchase materials such as hangtags also act @®rnuwte the company's commitment to
sustainability. All its aim is that the customeh®sld know about their efforts for improving

the environment®.

Yakima is taking significant efforts for the bettegnt of environment by strongly
emphasizing on carbon footprints, energy wateraaste efficiency but on the other hand, it

seems that it is not much involved in communityelepment.



8.2 Rud

Rud is involved in snow chain business. It hasrdarnal production quality system in the
entire manufacturing chain. Later on, it has medifithe quality and environmental
management system according to DIN/ISO 14001 stdeddt is also actively working for
the promotion of education and awarding annuallynsprship prize to young talents. At the
same time, it is donating money to charities angpetting children welfare projects. All of
these activities are funded through the Trude ElpgRieger-Foundatiofy.

It has first-class training and schooling instibatifor all employees of the RUD Group to
keep them update about the technical knowledgeedBas this reason, RUD with skilled and

well trained manpower has managed high level ran&frits brands internationally.

Rud is involved actively in the social activitiegesially donating money to charities and
supporting welfare projects. It has maintained hgghlity standard for its products. However

it is not fully considering the environmental img&of its products.

8.3 Westfalia

It is manufacturing tow bars for use with cars &gkt commercial vehicles. The commercial
success of Westfalia-Automotive depends on prodgetdity, employees’ performance and
its obligation to fulfil the requirements of custers. That is the reason its management
system is certified as per DIN EN ISO 14001:20@mdards. Westfalia is trying to prevent
environmental damages caused by its operationalitees while its aim to strive
continuously towards constant improvement and asxd efficiency in all processes is an

important part of its corporate cultufe

Westfalia is working continuously to improve itoguct quality. It claims that it is trying to
prevent harmful effects on environment but it has clearly identified what mechanisms it
has derived for environmental improvement e.g. g@netrategy, disposing of waste, water

efficiency etc.

8.4 Lowepro

Lowepro produces protective cases and backpacksdreras, notebook computers and
personal electronics. Its designers are very cariquassionate, disciplined and deeply

involved in studying the photographers movementsl ary to invent solutions by
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understanding the challenges faced b\y{photographbes climate conditions, remote

locations etc. According to them, for making loragsting and durable products require
sourcing the toughest fabrics and material whi@ghraostly non-renewable. But now trends
are changing due to the awareness of global warnsagcompany’s effort is to integrate
materials that reduce the negative impact on enmient. In 2007 they produced world’s
first camera backpack with 100 % post consumerdedycyclepet. In this way they are

increasing the environmental friendly product whicimtains 95% of recycled materiaf3.

When the life cycle of products comes to an engly tispose them in the landfills. In case of
fabrics, recycled PET fabrics are now availablessth fabrics are much more costly than
virgin fabrics, though the quality of two fabrics $ame®. Company supports diverse group
of non-profitable organizations whose mission isprotect and create awareness about
creatures and communities. Lowepro also engage drtngrship with Polar Bears
International to raise awareness among the pedyatandangered polar bear habitats and
effects of global warming. It involves and partaigs in many other programs like Amazon
watch, Canadian Parks and Wilderness Society (CARWSaling the Children, Native
Planet, Conservation Alliance etc. Company alsocoerages photographers from Brooks
Institute of Photograph¥. In this way it is supporting photographers toutnent the effects

of climate change having in our planet.

From the above information, it seems that Lowepas imitiated sustainable practices by
using recyclable material but not considering otggects of environment in the value chain

e.g. transportation, efficient use of energy etc.

8.5 Samsonite

Samsonite involves in manufacturing and distribyitinggage products ranges from large
suitcases to small briefcases. Samsonite joinediggolist of companies that are using
SAP’s (System Analysis and Program Development)e Saéssage Program - tailored
package of solutions, technologies and incentitesnigrate to SAP (the world’s efficient
business software solution provider). Samsonité leserage SAP’s industry- leading retalil,
consumer packaged goods manufacturing and finamsdhitions to enhance its critical
business processes, including global sourcingriloligion, transportation/logistics, product
innovation, inventory visibility financial transpancy and complianc€. In this summer

Samsonite has declared that they will release alimewof bags seemingly aimed at on- the-
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go- green techies. For creating this, S‘z\im{sonite widlrk with Ascent Solar, a Colorado
company that has introduced itself in flexible digtit weight thin-film PV technology. The
CIGS (Copper Indium Gallium Diselenide) modulesbi® used in the Samsonite products
which is light in weight and produces enough eleityr to recharge small mobiles devices
like cell phone, GPS navigator and media playecsming to Ascent Solar. The bag will be
an eco friendly in nature not only because of thlarscharging capabilities, but it will also
made up of RPET (Recycled Polyethylene Trephthplatplastic that takes two-third energy
less to utilize, two-third less of sulphur dioxid#)% less of nitrous oxide and almost 90%
less water usage than virgin plastic.[84] Last y&amsonite, the U.S retail sought

bankruptcy protection from creditors, citing a deelin demand for travel due to recession

Samsonite has announced about its upcoming plathddpetterment of the environment e.g.
making solar bags in this summer. But it is noeswhen it will be going to implement it.

Also it is not so much involved in social activgie

8.6 Pewag

Pewag manufactures different kind of chains. Corgpawolves in manufacturing three main
products i.e. industrial chains, traction chaing @ne protection chains. The value of its
demands is due to the good quality, innovations #weit good communication methods.
Company tries to adapt strategies, organizatiodsaations according to market demand and
change in environment. It is also committed towdlgsenvironment by reducing the use of
energy and raw materials, by ensuring the longeeftytheir products and making them
recyclable®. Pewag is very concerned about the quality anetyalt is ISO 9001 certified,
ISO 14001 certified and its products meet all imational standards. Further company uses
an ecological orientation for its product developm@rocesses and distribution channels and

include in their business plannifiy

It is taking measures for reducing emissions, gnea@nsumption during production, low
weight chain which results less to transport t@psl less material to be recycied Thule
was clearly the most active consolidator on harddgside with acquisition deal with
companies like German trailer Rental Company, PeSameeketen group an Austrian snow
chain company, star industries a Swedish trailenufecturer etc. But the company ran into
some road blocks with EU cause Thule to cancel dgieement with Pewag due to trust

concerns”.



Pewag’s winner chain may be combined wﬂﬁ all ot@mmpetitors’ chain and components if
they are according to EN818 and EN167Most of the Pewag’s chains are built with Titan
Grip Technology like ASV truck chains, Brenta-C 4hight truck chains, Sportmatik SMX
car chains etf®. Pewag's Grade 120 chain is an innovative newgdeshain that will likely
revolutionize the industries i.e. 50% higher wodddimits than Grade 80 chain, higher wear
resistance, higher bending resistance, higherysédetors, and corrosion protection. But it
was said that if domestic chain producers begpréaluce Grade 120 chain, they would have
to create new tooling for all various sizes of clsaas well as all the associated hardware. By
investing in the product development and mechargogineering helped Pewag to design a
chain-link with a wave profile. With this tooth efft the chain is more effective in frozen

roads and its life time is also increased whiclegia huge benefit to the custontérs

From the above discussion, it seems that theyraterning to be environmentally conscious
but while looking at the information related to ith@enovative mechanism, it doesn’t convey

that they are actually implementing sustainabletras in their production cycle.

8.7 Atera

Atera is a German based company that deals in naek systems, bicycle carriers, roof
boxes, snowboard carriers and water sports. Atesd®O 9001 certification and claims that
its products are environmentally friendly becauksestc parts are completely recyclable by
the EG-rules DIN ISO 1135 and certified by DIN 136802 and TUV".

Atera doesn't talks about environment and socigliés but it insists that its products are
good in design and quality. It is not clear howratéhinks about the quality, may be in terms
of reliability and warranty but it is difficult teay that it is taking serious measures regarding

sustainability.

8.8 Uebler

Uebler started its business by manufacturing roges later moved to tow bars, guards,
assembling scooters, ramps, and finally ski rackklakes. Today the company is one of the
most innovative companies in Germany and providesoeners the highest quality and 1ISO
9001-2000 certified products. For Uebler, productldy is the main focus as it received
many awards in the recent years. “Most recentlynimg the clutch carrier Uebler P31 major

ADAC comparison test in 2009 and goes against bigers rivals as a test winner in



confidence. In order to guarantee an ekéelie/ntepttoin for years, bicycle rack is the same
Primavelo protected twice: either high-grade aluommwith anodized finish or galvanized
inside and outside and with a powder coating peemty sealed. The powder coating is UV-
resistant and thus retain their natural splenddur’Uebler is focusing on product’s quality

but it is not valuing the social and environmeigaues.

8.9 Prorack

Prorack-Australia mainly deals in roof racks. Compaelieves that it sells worlds quietest
and most fuel-efficient roof racks. Prorack takegimnmental issues seriously. It focuses on
wind science and its engineers are working closeilyh consultants and universities to
develop a technology that reduces noise. That ig ghroof rack systems are extremely
quiet and much better for fuel economy, saving oorey money while protecting

environment”?. On an average, Prorack’s Whispbar produces hess half the drag of its

competitors. Whispbar™ is considered to be the di®jreenest most adaptable roof rack

system. Its aerodynamic design radically reducag dnd improves fuel efficiency.
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Hubco whispbar vs competitoosse reductior’®

Note: Prorack™ and Whispbar™ are trademarks of HuBaitomotive Ltd.

The above figure shows, Hubco’s roof rack crosshame found to perform better than its
competitors in wind drag testing at the UniversifyCanterbury’s engineering school. “The
Hubco Whispbar™ crossbar produced 69% less wing tiran the Thule bar, 62% less than
Rola’s crossbar and 42% less than the precedingdipboduct i.e. the S-Bar”. This result
confirmed the exhaustive research into aerodynairag reductior™™. Another benefit to
Prorack’s carriers is that these systems can sfaaed from vehicle to vehicle with the

purchase of only a kit, rather than an entirely rsmtrup. Prorack’s Smartfoot designs fits
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more than six hundred various kinds of vehicles almvs quick transferring of the entire

system to another c&

So, Prorack’s claim of sustainable roof rack crasstesign is justifiable when it compares
its aerodynamic design with its competitors. Inrtosa product design is a major focus of
company. It is trying to put emphasis on energycigfficy but it is not equally considering

other KPlIs related to environment and society Weahave selected.

8.10 Mont Blanc

Mont Blanc is one of the leading manufacturers iilecent types of load carriers targeting
both the consumer market and the automotive inglu3inese load carriers includes roof
racks, roof boxes, bicycle holders etc. Mont Bldmieves that it has highly motivated
management and well-positioned products featurimgdgdesign, safety and quality. Mont
Blanc is looking for long term reputation and conipeness. It follows environmental

management system. Staffs are educated to incosasestanding in meeting environmental
targets. Company is conscious to make future invest in techniques, products and
processes that have very less impact on environnitenses recyclable raw materials and
products when possible. Mont Blanc is ISO 14001ifeed and SP certified (Technical

Research Institute of Swedefl)

Although Company highlights that it follows the pealures of EMS but there is no
information about environmental targets, stratetpeschieve those targets and how company
thinks about sustainability. It seems Mont Blan@idwes that it is good for the company to
make investments keeping in view future trends@msumer awareness about environment.
We could not get any useful information about conyginvolvement in CSR and measures

for efficiency in energy, waste, water and GHG esiois.

8.11 Summary

Thule’s competitors started thinking about the imoace of environmental and social issues.
In this regard Pewag is adapting strategies to emsdenvironmental concerns. It takes
measures for reducing the use of energy and rawrmaksi by ensuring the longevity of its
products and making them recyclable. It is alsau$ing on retaining employees by giving
them feedbacks and other benefits. It is ISO 908D, 14001 certified and its products meet

all international standards. It is taking measdoeseducing emissions, energy consumption
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rt, lesstenial to be recycled. It is innovating new

during production, low weight to transpo
design chain which comprises of higher workloaditémhigher resistance, safety factors,
corrosion protection. It also uses new welding tetbgy for high strength and high wear

resistant conveyor chains while manufacturing sobains and other technical chains.

Lowepro is trying to make long lasting and durgimeducts. It believes that durability can be
achieved by sourcing the toughest fabrics and nad¢gewhich are mostly non-renewable

resources. It is using recycle PET fabrics whighrapre costly than virgin fabrics though the
guality is same. Lowepro supports non-profitablgaoizations to raise awareness among

people for endangered polar bear habitat and sftéajlobal warming.

Samsonite joined a growing list of companies that @asing SAP’s (System Analysis and
Program Development) safe package program tailpesdkage solutions, technologies and
incentives- to migrate to SAP. It declares that going to produce new line of bags working
with Ascent Solar by using light weight CIGS (Coppredium Gallium Diselenide) modules

in near future which would generate electricity fecharging small electronic devices like
mobile phones. Samsonite’s bag will be eco friendlyature not only because of charging
capabilities but also for having RPET (RecycledyRtilylene Trephthalate), a plastic that

takes less energy, sulphur dioxide, nitrogen oaiue water than virgin plastic.

Atera’s focus is on product design and qualitcldims that it is using sustainable practices
because its products’ plastic parts are completebyclable. Uebler highlights excellent
protection, high-grade aluminium and durabilityr Eéebler environment and CSR seems to
be less imperative. Prorack takes environmentakesseriously and highlights that it sells
quietest and most fuel-efficient roof racks to tustomers. Its aerodynamic design radically
reduces drag and improves fuel efficiency whileitsssbar produced 8% less wind drag than
the Thule bar.

Mont Blanc is looking for long term reputation amdmpetitiveness and follows in
procedures in their Environmental Management Systiknis ISO 14001 certified and
believes in product design, safety and quality. MBlanc believes that it is good for the
company to make investments keeping in view futteads and consumer awareness about

environmental issues.

Yakima is executing a plan where it is supposechtoulate the carbon footprint for all of its
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operations, products and their distribuﬁoﬁ, aslved its marketing activity. It is also

committed to wipe out the unethical practices tgtwmut its operations. For packaging it is
using recycled paper and its cargo boxes are miasieventy five to eighty percent (75-80%)
recycled material. It is also arguing that its btaed plastic parts are actually recyclable
materials. Rud believes that proper training anubslting for employees, working for the

promotion of education and awarding annually spmsigp prize to young talents is the way
to attain sustainability



9. SUSTAINABILITY IN COII\I'EEXT OF LEADERSHIP AND
CHANGE

In the recent years the business world is in ssttian phase where it has been pushed by the
social actors to be more responsible for all of atgions that effect local and global
environment and make greater contribution for tbeiety.To be in a competition, it is
necessary for leaders to meet social and envirotahehallenges that help in business
growth, innovation techniques and change in orgdium. Over the past years it seems that
some companies have made notable progress by ietmgthe importance of environmental
issues. Societies are changing perception abouadheptable practices and now they are
more concern towards the environment and commudédyelopment. There are three
dimensions of business: economics, environmentdl sotietal aspects called the ‘triple
bottom line’ which has set a foundation for a newsibess paradigm. Companies taking
responsibilities for this ‘triple bottom line’ hate commence a process that requires change,
learning and developing a new way of thinkifigThe change is towards sustainability that
can be acquired with people having high qualitylezdership. They are supposed to be
experts in understanding complex systems and freeveision to actualize company’s future

demands.

Leadership is proficiency for getting success im lthusiness by encouraging others who are
planning to pursue their career in this field. Thest important behaviour in good leadership
is the ability to change which is necessary to edhiobjectives. “Being willing to take risks
by trying new ideas and involving others in thega®s of change is a key quality of strong
leaders” *°. Leaders who proceed with organizational changemnuit themselves to a
journey of personal transformation. According to cliRird Barrett (Consultant),
“organizational transformation begins with the pea transformation of leaders because the
culture of an organization reflects leadership galand believes. So, who you are as leader
directly impacts the organizational results. Thadkr’'s development creates employee
fulfilment which creates customer satisfaction whitreates share holder valué?” This

means that leadership is the prime requirementdoged with a change in any organization.

Companies have to go through three phases to atémidership and sustainability

competencies. These phases are learning, alignth@mbedding™



Learning: Competition and internal pressure compel majorifycompanies to draw
attention to sustainability. In the early stageledirning perspective of sustainability is
limited for both executives and organizations tdenstand what sustainability mean for their
company. CEQ'’s talk about sustainability in corperpresentations is a sign showing that
company has started thinking about sustainabikiyrther, CEO’s public statement is an
indicator for employees to be aware of the impeeatess of sustainability. As sustainability
is a cross-functional and cross-organizationallehgk, so creation of ‘eco’ or sustainability
teams across the organization is considered abdstechange. All the business units try to
learn the impact of their actions on other fundioBustainability champions emerge within
business units and savvy leaders motivates emmoyse highlighting the vitality of

sustainability issues for healthier world arouneinth

Aligning: At the end of learning stage not only employeeshmproved their practices but
also programs like wastes reduction and recycliag dimost started. Coordination in action
and alliance to achieve sustainability goals isribet step to follow. Leaders express clear
vision for organization to address social and emrmental impacts created by the company.
Some companies strengthen existing functional gilitieadding specific sustainability roles.
For example “Fargo, created the role of sustaiitgbdfficers in each of its offices and
branches, identifying employees that the compary eeaer to retain®. Some Companies
like McDonald illustrated diplomatic kind of lead&ip by aligning and coordinating with
partners, stakeholders, NGOs, supplier and conopgtibwards common sustainability goal

i.e. protection of Brazilian Amazon rainforests.

Embedding: Rarely companies reach the final stage @mbeddedstage. At this stage

sustainability is embedded in company activitiagture and practices. Sustainability based
product innovation and entire product line desigmm outcome of this stage. Preferably, at
this point, sustainability leadership is entrenclaed mangers mainly focus in customers’

problems and competitive edde

Culture also influences the process of organizatichange. It adds to employee’s creativity
and productivity. It tells about their values, b&i behaviours, way of thinking and

perceiving. For an organization to perform we#, gulture should be able to directly support
its future targets and help to attain its goals abgctives. So, company culture affects its

performance. In some organization culture emergtsthe passage of time, in such a case if
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organizations fail to align their future designghatheir culture, it results in a lot of problems
for them. Again there comes the role of leadersiippse major responsibility is to
constitute, monitor and take care of corporateucelt A company culture helps to move

towards sustainable development and encourageseptedpy their best.

Sustainability is a driving factor for the businegsrid. It demands for change in attitudes
and mindset that has been because of our prevailthgulture. The organizational changes
put greater responsibility on the leadership, whe to start transformation from their own.
According to Capra Fritjof “The great challengetlod twenty-first century will be to change
the value system underlying the global economy,asoto make it compatible with the
demands of human dignity and ecological sustaiitgbi®>. To implement sustainable
practices in the business is sometimes difficufgaDizations that focus on the rising norms
are getting more time for doing experiment in peszeéechnologies as compared to others. In
future, only those companies will able to survivieorare considering sustainability criteria as
a part of their business strategy. “The ultimatg iseto transform the governance system of
an organization so that, it embraces sustainaliiitgadership™®.

If we consider the example of some sustainablenlegsi organizations like H&M, Starbucks,
E-ON etc. they are able to realize the consequeonicgkbal warming, started working for
the raw material requirements like cotton, coffenewable sources respectively in their
production process. They have also comprehendedinipertance of corporate social
responsibility and started working for the socibty participating in various non profitable
organizations (NGOs) and donating some parts aof #aes to charities. Organizations that

have started taking action towards change have thrgugh five stages’

Viewing compliance as an opportunity Compliance with law helps in innovating new
technologies and also for working with other comarfor implementing good solutions.
Making value chain sustainable means to reduce the carbon emissions, improvatgmw
efficiency, waste efficiency etc. All these objees can be achieved by considering the
environment friendly materials and process in thele life cycle of the product.

Designing sustainable products and service®t this stage it is necessary to know
which products or services are not environmennitig and how to adopt new mechanisms
for making them eco friendly. Public encouragentemtards sustainable offering is also one

of the main factors that should also be exploreavtuid the perception of green washing.
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Developing new business modeAt this ;tage knowing the customers’ demands and t
come up with the new plans for meeting those demsudrried out. Designing model that
use to develop new technologies which bring changthe value chain relationships i.e.
related to services rather than products.

Creating next practice platform- Creating business platform in such a way thatip
customers and suppliers to use energy, water effiigi. 1t requires good knowledge about

non-renewable and renewable resources affectingubi@mess and environment.

Setting goals and targets and understanding workietnods are equally important to make a
sustainable change and according to Robert, K.iHc&we have a solid understanding of the
rules of the game and what constitutes a successfubme for that game, we can develop
strategies, evolve processes, take specific actemploy useful tools, set targets and assign
metrics that contribute to achieving our ultimatealy winning the game—creating a

sustainable global society®.



10. ANALYSIS

Keeping in view current sustainability trends, st difficult to answer which is the most
sustainable company because sustainability ratimgnpanies uses a variety of
methodologies. The findings, approach and KPIs usethe most recent sustainability
rankings organisations are 'The Global 100 Mostt&nable Corporations’ by Corporate
Knights, Fortune’s ‘100 Best Companies to Work f@RQO’s ‘100 Best Corporate Citizens
List’ and Political Economy Research Institute’&f) ‘Toxic 100’, show different types of
methodologies to benchmark sustainability. For gdamCorporate Knights used eleven
sustainability benchmarking KPIs(energy, CO2, watevaste productivity, leadership-
diversity, CEO to average worker pay, % of tax paigstainability leadership, pay-link to
sustainability, innovation capacity, and transpaygnwhile the CRO used only eight
(environment, climate change, human rights, em@osaations, philanthropy, financial,

governance and lobbying ).

Selection of the companies varies when we analiysetbre detail, Kevin WilhelnfCEO of
Sustainable Business Consulting and the recentoauth “Return on Sustainabilityjand
Alexia Diorio (a researcher for SBCare expecting that “Fortune will use its ‘Fortus@0’

for rankings, however, the CRO ranked only compankeased on the Russell 1000 index.
Corporate Knights used a list of 100 publicly trddsmpanies listed on the MSCI World
index—which is often used as a benchmark for glsbatk funds—while the 500 companies
analyzed by Newsweek's rankings were included bexathey were the largest U.S.
companies in terms of revenue, market cap and grae#3™*.. In this situation, small private
companies such as Patagonia and Interface whichoateely recognized as some of the

“most sustainable/green” are ignored.

Ranking sustainability, through different approachreay lead to surprising results, e.g.
among the most sustainable companies rated by Gaep&nights and Newsweek Green
Ranking, only nineteen companies are in list ohbtore surprisingly, only five (HP, Dell,
Intel, State Street, Nike) out of top fifteen ammikar in both the lists. It is understood that
PERI's Toxic 100 companies should not be therdénlist of most sustainable companies by
the Newsweek or Corporate Knights, but there ameethcompanies (Alcoa, United

Technologies and Procter & Gamble) appearing onhadle lists. Comparing Fortune with
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Newsweek and Corporate Knights rankir_1g_1, only 28 iactuded in both the Fortune and
Newsweek rankings while only two are part of thetéioe and Corporate Knights IFSt.

So, it is hard to assume ‘what are the exact KRlsle benchmarking general sustainable
companies. At the same time due to lack of numlkedesa, relevant information access
through personal interaction with companies andbleras in evaluating the best practices for
sustainability, increases the complexity and lowéns credibility of benchmarking.
However, it is an endeavour to finalize sustaingblbenchmarking KPIs keeping in view
general sustainability trends. Sustainability enarking criteria of the companies such as
Corporate Knights ‘The Global 100 Most Sustainabteporations'®, CRO’s ‘The Global
100 Most Sustainable Corporatiol?s’, Newsweek ‘Green Rankind®’, Fortune ‘100 best

companies to work for®, EFFAS!®

(European Federation of Financial Analysts Soesfi
Dow Jones ’sustainability Indexes”” DEFRA (Department for Environment, Food and
Rural Affairs) 1 IFAC (international Federation of Accountantsy, Sustainability
Technologies Initiative$'® (a programme of collaborative research and devetop aimed
at improving the sustainability of UK business) aBdeen buildings™ (Green Building
Pages, Inc. is a sustainable design and decisiimmaweb database tool for
environmentally and socially responsible buildimglustry professionals and consumers) is
taken into consideration while finalizing sustaitiéo benchmarking KPlIs. These KPls
would help Thule to analyze its position with resp& the companies in general and
competitors in specific. The rating companies arentributing to sustainability
benchmarking, mainly focusing areas such as sqaetyironment and economics. Some of
the companies also look other areas, for exam@#AS takes long-term viability while
EFFAS and CRO takes governance into considerafidaw KPIs are difficult to categorize
such as leadership diversity sustainability leddprssustainability Pay Link, Innovation

capacity, transparency etc. by Knights corporations

Keeping in view general sustainability trends relgay social and environmental issues, the
following KPIs have been identified that we findeneant to Thule are shown in the table 1

below.



KPIs

Energy efficiency
Waste efficiency Y Y Y Y Y Y Y Y

-----_--

Table 1: KPIs followed by Sustainability rating quamies
[Y- Yes, N-No]

Although, we previously considered some factorssugag economic performance such as
operating costs, return on investment, transporatbst, life time assessment of the product
etc. while setting the KPIs, but realizing Thuleigerest, we have ignored them entirely. The
KPIs finally set are considered by most of then@ttompanies mentioned in the Table 1. We

suggest that Thule must evaluate its activitiegtham these KPIs.

In the next step, we have benchmarked generalisabta companies on the common KPIs
as suggested above. These KPIs are energy effii€idG emissions, waste efficiency,
water efficiency, environmental goal/policy, CSRymoyees’ training and unethical business
practices. As expected, the sustainable compangesoasidering these indicators as a prime
source to survive in the changing global marketth®t same time companies’ business area
matters a lot while weighing these indicators &¢ON puts more emphasis on energy
efficiency to be environmentally responsible, as dompany deals with renewable energy
production. Starbucks, H& M, SCA, and IKEA are maaencerned about selection of eco
friendly raw material and recycling of wastes. Twerview of the activities and KPlIs for the

sustainable companies is shown in table 2,



Table 2: Overview of general sustainable companies

Reduce emissions No significant Transportation, raw Claim to reduce
from fossil fuels. information. material, participated in C02 emissions.
GHG protocol.

Waste water No significant ‘ Class A dishwashers save Claim to use less
treatment plants. information water. water.

Considers: Fair certified coffee, Together with WWF, Support UNICEF
Employee relations practices (C.A.F.E), running Farmer Field through their
Community encourages young Schools. annual Seasons
development. entrepreneurs & ‘ Greetings Cards
investments in NGOs. campaign.

Ethical business Work with FTO, ethics Strict policies to monitor Highest standards
practices. training. child labour. for employees.




Most companies have enforced a prope} én/vironmewlmiagement system to monitor the
factors related to environment e.g. Nokia has arSBEMhere it targets energy consumption,
water consumption, air emissions, ozone-depletingstsnces, waste management and
packaging.SCA is proceeding the same activitiet different name called RMS(Resource

Management System).

Most of the sustainable companies have been eeticifor unethical practices like child
labour, workers’ rights etc. For example, Adidas lgot allegations that it is abusing the
workers’ rights and involved in child labour at gliprs’ factory sites also a group of shop
stewards at Nokia accused the company of abusimgens rights. Some of the sustainable
companies have also been criticized for two reasbas exaggerating their activities while
marketing their products e.g. H & M’s claim of prwing 100% organic cotton and
Starbucks’ claim for fair trade certified coffeedagiving the interpretation of sustainability
for its own benefits. It is difficult to judge tohat extent this criticism is valid but companies’

efforts towards sustainability cannot be neglected.

Among the companies in the same business sectbiatsf Thule especially in the outdoor
activities, Patagonia is considering most of thelsKkRe have set. It is following LEED

(Leadership in Energy and Environmental Design)tiftgation which includes water

efficiency, energy efficiency, raw material qualignd reduction in GHG emissions.
Patagonia is using it as a guide for environmebtdénce along with an active societal
participation. On the other hand some companiesamsidering quality, durability advocacy
etc to attain sustainability e.g. Burton, Shimaniol is predicted clearly in the table 3

below.



Table 3:Overview o Companies within Thule’s sec

Electric bikes No significant
consumes tiny amount information.
of energy as compared

to other 2 wheelers.

Batteries can normally No significant
be recycled when they information.
have expired.

No significant No significant Considers environmental goals and
information. information. policies.

Considers energy efficiency al
renewable resources.

No significant information.

No significant No significant
information. information.

No significant information.

Working with Advocacy
Microsoft Certified program for
Gold Partner Advancec trails design.
System Integration.

Green logo named "A greener
choice" tells the product more
environmental friendly.




important to know what are the KPIs and activitiegy are following to be sustainable.
Yakima is step ahead of others in dealing with emmental issues. Its planet pay back plan
efficiently drives mechanisms to compensate carflootprint for all of its operations. It is
trying to capture more market by putting carbontrastickers on its products. Some of the
competitors are quite curious about product innowa¢.g. Prorack’s aerodynamic design of
roof racks , Samsonite’s green bags and Pewagisl G20 chain may lead them to grow
rapidly. Product design, quality, safety and reicyrlare prime focus of Atera, Uebler and
Lowepro while along with these measures Montblaso amploying EMS (Environmental
Management System). Many of the competitors aresaahuch involved in societal welfare
projects except for Pewag and Rud. All of thesevitieis of Thule’s competitors have shown

in the table 4 below.



Solar
luggage by
using light
weight CIGS
material.

No

significant
information.

Table 4: Overview of Thule's competitors

No significant
information.

Aerodynamic
design
radically
reduces drag
and improves
fuel
efficiency.

No significant
information.

No

significant
information.

SAP's saft
package
program.

Plastic parts are
recyclable by EG
rules DIN ISO
1135, certified
DIN ISO 75302
TOV.

No significant
information.

Recycled PET
fabrics.

ISO 9001
Certified.

No significant
information.

No significant
information.

No significant
information.

No significant
information.

No significant
information.

No significant Smart foo Primus photo ba
information. designs. pack .

No
significant
information.

No

significant
information.

1ISO 14001
certified.

Employees
training
institution.

No

significant
information.




Above study for Thule’s competitors and\;:(;mpaniemng to same sector reveals that most
of them are realizing the importance of sustairntgbidut the interpretation of sustainability
criteria varies among them. Question arises why paomes want to be sustainable? The
reasons behind is to attain leadership positioth& industry and good reputation in the
market. While achieving this objective they havectoss many hurdles mainly financial
instability and lack of investments for long termnlefits. Theory of Sustainability based on
long term business plans that could benefit stakien®, environment and society without
compromising the needs of future generations. Camepgéhave to implement true essence of

sustainability to cope with leadership and change.

Realizing the importance of leadership to bring wbsustainable changes, some of the
companies have put in place sustainability managersIKEA has a sustainability manager
who is responsible to deal with the challenges udtanability specially in dealing with
carbon footprints, energy efficiency etc. On thbeothand, companies like H &M, Nokia,
SCA, Starbucks and E-ON have sustainability conee&t which help in analyzing the
companies’ performance and suggest mechanism#idointprovement of environment and
society. They are also responsible to constitutenitar and take care of corporate culture
because a company’s culture helps to move towarstsisable development and encourages

people to try their best to promote sustainability.

As discussed previously, companies have to go gtrdhree phases i.e. learning, aligning
and embedding, to attain leadership and sustaityalosibmpetencies. Among the general
sustainable companies, almost all of them are ighiab stage. At this stage, not only
programs such as wastes reduction, recycling, GHi3son reduction etc. are started but
also leaders express clear vision for organizatmnaddress social and environmental
impacts. Some companies strengthen existing fumtioduties by adding specific
sustainability roles while other illustrate diploticakind of leadership by aligning and
coordinating with partners, stakeholders, NGOspBepand competitors. In the absence of
generally acceptable KPIs to measure sustainalbééiglership, it is hard to realize which of
the general sustainable companies are at embeddayge. At this stage, sustainability
leadership is ingrained and mangers mainly focusustomers’ problems and competitive
edge. Among Thule’s competitors and companiesersdime sector as that of Thule, Yakima
and Patagonia are in between learning and aligaitage. Companies such as Samsonite,

Lowepro and Prorack seem to be at ‘learning stagethey have taking a few measures to



attain sustainability. Mont Blanc claims tJBe @arhing stage, as it is taking initiatives to
attain sustainability but there seems an exaggeratinen its products and processes are
critically analyzed. In the race of sustainabiliadership, companies should take initiatives
towards change, by viewing compliance as an oppitytudesigning sustainable products

and services and developing new business model.



11. CONCLUSIONS

General sustainable companies are consideringisaisiity as of part of their core business
strategy

For Thule’s competitors, it is hard to realize ttiay are considering sustainability as a core
business strategy

Some of Thule’s competitors are conscious about@mwent friendly products and focusing
on product innovation; Samsonite, Prorack, Yakimea Bewag are good examples of it
Patagonia belongs to same sector as that of Thalérms comparatively better regarding
environmental issues

Yakima outperforms compared to other Thule’s corbqrest

General companies are realizing the role of leaidelnsinging about sustainability

In the context of sustainability leadership, gehemmnpanies are in the ‘aligning stage’ and
none of them seems to be at ‘embedded stage’

Yakima and Patagonia are in between learning agdiat) stage while Samsonite, Lowepro
and Prorack seem to be at ‘learning stage’

Some of Thule’s competitors such as Rud, Pewag faN&sAtera,Uebler and companies
in the same sector like Shimano, Burton etc are fulby aware of about sustainability
leadership and change.

Companies criticized mostly for practicing unethiaets such as child labor, workers rights
etc

Benchmarking is viewed as competitive advantagmbgt companies

It is hard to benchmark sustainability without préded KPIs

There is no set of predefined KPIs to benchmartaguability

Rating companies have different selection criterieank sustainability

Taking advantage of not having commonly agreealfitss Kcompanies interpret sustainability
benchmarking differently

Without commonly agreeable KPIs, companies will agmambiguous about sustainability.
Unlike social sustainability it is hard for critits judge issues regarding internal (processes)
transparency.

Involving in the social and environmental actistieelps companies to promote their product
effectively and it earns good name for their brand.

Companies sometimes exaggerate about activitieghwlgiad them to sustainability i.e.

product marketing



Critical views are more public mostly fér)those ganies who are involving in some
sustainable activity.

Companies would not survive in the long run if tleeyy focus on economic benefits.
Financial stability and long term business plarmslkay to attain sustainability.

Keeping in view general sustainable trends, consuaveareness about green products,
Thule’s competitors’ move to take environmentaliessinto consideration,

Thule has to take sustainability challenge as godpnity to compete in the business market
Without considering sustainability there is podgipithat Thule’s would lose its market
share.

Although none of Thule’s competitors are at googklef sustainability but their continuous

progress toward green products development carttirea for Thule in long term.
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