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“Fast-growing middle classes in developing countries such as India and China are driving 
demand for more transportation, energy, food and consumer goods—everything from tablet 
computers to cars... with so many more chasing the ‘good life’, there is certain to be greater 
pressure on already stressed natural resources and ecosystems”.  Re-envisioning  Retail.

India’s estimated $450 billion retail industry is yet to view sustainability as a 
necessity.  However, across the global retail segment, companies like Marks & Spencer 
(M&S), Wal-Mart and IKEA have been incorporating sustainability throughout their 
operations and committed to the responsible sourcing of commodities throughout their 
supply chain.  

India must ensure that the drive to sustainability goes beyond a few big players in the 
retail sector.  Large retailers from India are making sustainable development initiatives 
a part of their corporate goals, but there is some distance to go to meet the standards of 
global best practice.

Increasing competition from global players entering the Indian market will increase 
pressure on local companies to actively engage suppliers, customers, associates and the 
government in furthering the sustainability agenda.

This report Global Practices in Promoting Environmental Sustainability: A Roadmap 
for Indian Retail details how sustainability has become a core consideration for global 
retailers. It discusses the in luence of sustainability practices on strategy, operations, 
workforce engagement, and relationship with consumers and communities.  Whilst the 
de inition of sustainability can encapsulate many aspects of a company’s  operations the 
scope of this report focuses on global practices  in environmental sustainability. The report 
goes on to provide a roadmap for the Indian retail industry to improve on the existing 
understanding and expand the scope of the sustainability agenda.

Ravi Singh
Secretary General and CEO 
WWF-India

FOREWORD
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ABBREVIATIONS

BCI –  Better Cotton Initiative 

CDP  –  Carbon Disclosure Project 

CO2  –  Carbon dioxide

FDI  –  Foreign Direct Investment 

FSC  –  Forest Stewardship Council

GM  –  Genetically Modifi ed

GRI  –  Global Reporting Initiative  

HFC  –  Hydrofl uorocarbons 

kg  –  kilogram

kW  –  kilowatt

m3  –  cubic metre 

MCM  –  million cubic metres 

ml  –  millilitre 

MW  –  megawatt

NGO  –  Non-governmental organization 

RSPO  –  Roundtable for Sustainable Palm Oil 

sq.ft.  –  square foot

UNDP  –  United Nations Development Programme
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Humans worldwide are currently using 50 per cent more resources than the Earth’s 
fi nite reserves can provide. This increasing resource scarcity is putting signifi cant 
pressure on business. Rising demand, drives up costs, increases supply chain risks and 
also adversely affects businesses, forcing them to innovate to survive.

The retail industry is highly resource-intensive, drawing heavily on energy, water and 
natural reserves. It is also a major contributor to economic growth and is vital as a 
distribution channel for food, water and lifestyle products. 

The Indian retail market, one of the largest in Asia, is considered potentially lucrative 
for global retail players that are looking to invest. Foreign direct investment (FDI) 
in the Indian retail sector has recently been incentivized to allow 51 per cent FDI in 
multi-brand retail and 100 per cent FDI in single brand retail. In response to this 
development, the country has already seen signifi cant investments from large global 
retailers.

As global retailers expand in India, not only are they likely to transform Indian retail 
economically, but also promote a culture of corporate responsibility. Retailers like Wal-
Mart, Marks & Spencer, Tesco and IKEA have adopted proactive sustainability agendas 
particularly in establishing sustainable supply chains. 

Initiatives taken by some of the largest global retailers are not only cost saving, but also 
enhance their brand image. Companies in India willing to learn from such  practices 
will have a competitive edge, by positioning their businesses for long-term sustainable 
growth.

Consumers in India are becoming progressively aware and therefore more concerned 
about the environmental and social impact of their spending decisions. This concern 
has manifested in an increased demand for environmentally-friendly products and eco-
labelling based on widely recognized standards. 

This report provides contextual insights that traditional perceptions of environmental 
sustainability in India need reconsideration.  The report keeps a strict focus on global 
practices in environmental sustainability and throws light on initiatives undertaken by 
some of the largest retailers around the world.

This report provides examples from nine global retailers that focus on the key areas 
of: energy conservation and emission reduction; green and sustainable products; 
packaging; supply chain; waste reduction and recycling; biodiversity conservation; 

EXECUTIVE 
SUMMARY

“INDIA 
IS AT RISK OF SEVERE 

ENVIRONMENTAL 

PROBLEMS. MANY OF 

ITS CITIES’ AIR AND 

RIVERS ARE HEAVILY 

POLLUTED, RAISING 

QUESTIONS ABOUT THE 

SUSTAINABILITY OF 

THE ECONOMY’S RAPID 

GROWTH”

BMI, APRIL, 2013
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water conservation; presence of environmental policy; green buildings and 
environmental reporting. 

Therefore, while garnering a better understanding among Indian retailers, it also 
enables them to identify areas in environmental sustainability that are easy to address. 
Leading global retailers understand the strategic importance of sustainability and the 
critical link between their core business, supply chain and the natural environment.  

As an intermediary between manufacturers and consumers, retailers are uniquely 
placed to mainstream sustainability. They can infl uence consumer behaviour through 
in-store education and direct marketing. Their close relationship with suppliers also 
means that retailers’ purchasing power can be harnessed to move supply chains to more 
resource-effi cient practices. 

The report, in conclusion, makes recommendations such that Indian retailers may take 
advantage of the changing trends in the retail industry and can be suitably placed to 
meet the challenges of an increasingly globalized and competitive marketplace.
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Humanity’s voracious consumption of fi nite 

natural resources poses a signifi cant chal-

lenge to businesses. Increasing resource 

scarcity and rising demand will drive up costs, increase supply 

chain risk and force businesses to innovate to survive. Higher 

prices of goods and services threaten economic growth and the 

quality of life for many consumers. These threats are highly rel-

evant to the Indian retail sector.

The retail industry is highly resource-intensive, drawing on large amounts of energy, 
water and natural resources to underpin its business model. It is also a major 
contributor to economic growth and plays a key role in the network of modern life as 
a distribution channel of foodstuffs, water and lifestyle products to millions of people. 
With sales of the top 100 global retailers reaching 3.11 trillion dollars in 2012, the stakes 
are signifi cant (Mejri & Wolf, April 2012).

As a result of increasing economic importance, the impact of the sector on society and 
the environment and its infl uence on the lifestyle of consumers (McGoldrick, 2002), has 
increased multifold and will continue to grow. 

A growing awareness of this impact among consumers, investors, fi nanciers, NGOs 
and the sector itself has led to an increased adoption of sustainability initiatives among 
major global retailers.

In India changes to foreign investment laws allowing 51% ownership in multi-brand 
retail and 100% ownership of single brand retail companies means global trends will be 
felt with increasing magnitude in the local market and sustainability measures will be a 
feature of the growing internationalization of the increasingly ‘organized’ Indian retail 
landscape.  

While, sustainability awareness is growing in India, it is still fairly limited. Assessing the 
readiness of Indian retailers to meet the challenges of sustainabilitychallenge is diffi cult, 
given the lack of disclosure and reporting of sustainability initiatives (Sekharan, 2012). 
In most cases, cost competitiveness across the value chain and low levels of concern 
among the average consumer have been perceived to be barriers in the uptake of 
sustainability initiatives. 

However, this report dismantles this perception, by highlighting tangible examples 
where sustainability initiatives undertaken by some of the largest global retailers have 
not only resulted in enhancement of their brands, but also cost savings.

This report highlights environmental sustainability initiatives undertaken by some 
of the largest global retailers around the world and explains how these initiatives 

1. INTRODUCTION
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are readily adaptable to the Indian context, with the potential to give leading Indian 
companies an early-mover advantange.

The report focuses on the environmental aspects of sustainability - actions that are in 
the interests of protecting the natural world, with particular emphasis on preserving the 
capability of the environment to support human life. 

Many retailers considering the integration of sustainability in their organizations face 
the following impediments:

1. Is sustainability cost-effective? 

2. Will sustainability pay off in the near future?

3. Will sustainability provide us a competitive advantage?

4. Will customers appreciate our sustainability efforts?

This report provides examples of how global retailers have addressed these issues and 
provides organized retailers in India guidance on the path to improved sustainability 
and business performance.
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2. RETAIL SECTOR 
OVERVIEW

The global retail industry has 
managed signifi cant growth in recent 
years, $15 trillion (First Research, 
Inc., 2013). Today, the top 100 
retailers, enlisted in Dow Jones 

Factiva database, employ more than 12.5 million people 
and together have a market capitalisation of over $1.79 
trillion (Factiva, 2013).

2.1  Global Retail Sector

The retail industry witnessed a 10.35 per cent growth in sales and a 5.86 per cent 
increase in profi t margin during 2012-13 in spite of challenging economic conditions. 
This was due to rising demand for consumer staples (such as food and beverages) 
offsetting more sensitive retail segments like accessories and apparel (Factiva, 2013).

The global retail market is dominated by large corporations like Wal-Mart, Tesco and 
Carrefour among others. In terms of sales, the top 10 retailers account for nearly 42 per 
cent of the share of revenue of the top 100. Wal-Mart has a 15.1 per cent share of sales 
among this group (Factiva, FactSet Research Systems Inc.).

Increasingly consumers have become more cost-conscious, helping general 
merchandizers (or discounters) increase their presence in the industry. The discounters 
offer an increased range of consumable products and convenience foods at discounted 
rates, which gives them a competitive advantage over supermarkets, drug stores and 
convenience stores (Hermanson, 2013).

A region-wise comparison of detailed annual growth is given by the following graph: 
(The Economist, 2012)
 
It is evident from the above table that the Asian retail industry is going to play an 
important role in the global retail market. India, one of the largest retail markets in 
Asia, is considered a lucrative market for investors globally. As of late 2012, India 
relaxed its policies on FDI in retail, in response to which the country has already seen 
signifi cant investments from large global retailers.

It is evident from the above table that Asian retail industry is going to play an important 
role in the global retail market. India, one of the largest retail markets in Asia, is 
considered a lucrative market for investors globally. India opened up to FDI in retail 
over six months ago; and the country has already seen signifi cant investments from 
large global retailers.
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2.2  Indian Retail Sector

The retail sector in India is viewed as one of the most fast paced commercial sectors in 
the world and is one of the top fi ve retail markets globally in terms of economic value 
(Accha, 2013). The formal sales in this sector account for nearly 25.3% of India’sn 
GDP (Business Monitor International, 16 Apr 2013). The Indian retail market is was 
estimated to be US$ 571.06 billion in 2013 and is expected to grow to US$ 919.74 
billion by 2017 (by market capitalization). (Business Monitor International, 16 Apr 
2013). This growth of the retail sector growth is taking place not just in major cities, but 
also in Tier 2 and Tier 3 cities. 

Retail is the second largest sector in terms of employment after agriculture, providing 
livelihoods for over 40 million people or 3.3 per cent% of the Indian population (Accha, 
2013).

Big unlisted retail chains, such as Reliance Fresh of Reliance Industries, Aditya Birla 
Group’s More, Bharti Retail’s Easyday and Tata-owned Star Bazaar, all posted double-
digit sales growth in the fi rst half of 2013 refl ecting their increasing popularity among 
shoppers despite economic growth slumping to a 10-year low and consumer price 
infl ation not easing appreciably.1

While the retail sector is experiencing exponential growth, the organized retail sector 
in India is still in its nascent stages. However, the market share of organized retail is 
expected to grow to 30 per cent% by 2030 and sales by 61 per cent% between 2013 - 
2017 (BMI, 2013) (The Economic Times, 2012).

1 http://articles.economictimes.indiatimes.com/2013-09-12/news/42011824_1_tata-owned-
star-bazaar-bharti-retail-easyday

Retail Sector - Overview

2012 2030

Unorganized retail Unorganized retail

Organized retail Organized retail

6% 30%

94% 70%

Source: The Economic Times, 2012
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1991: 
Liberalization: 
FDI up to 51 per 
cent allowed 
under the 
automatic route 
in select priority 
sectors

2006: 
FDI up to 51 per 
cent allowed
with prior 
government
approval in 
single-brand
retail

1997: 
FDI up to 100 
per cent 
allowed under 
the automatic 
route in Cash 
& Carry 
(wholesale)

2008: 
Government mulls 
over the idea of 
raising FDI limit in 
multi-brand retail 
(2008); follows up 
in 2012 with a 
detailed plan to 
raise the FDI limit 
to 51 per cent

2012: 
Government 
increases FDI 
limit to 100 per 
cent from 51 per 
cent in single- 
brand retail

Unorganized Retail Organized Retail

In India, unorganized retail refers to general 
stores, pan/beedi shops, convenience stores, 
the local “kirana” store and small family- 
owned stores (IRN, 2007).

These shops are generally small with only 4  
per cent 4% of them larger than 500 sq. feet. 
The shop density of shops in India is very 
high; they typically have at least one store for 
every hundred people.

Organized retail in India includes those retail-
ers who register their business for sales and 
income tax, and have obtained a license to 
carry out their business. Typical examples of 
such retailers are supermarkets, hhypermar-
kets, convenience and specialty stores.

The Indian organized retail sector is domi-
nated by some large Indian business groups 
and by also global retailers (following with the 
opening up of FDI).

Apart from the major factors of economic growth, rapid construction of the organized 
retail infrastructure and a population pool of 1.2 billion, other factors like availability 
of personal credit, increase in vehicles and the expansion of the middle and upper class 
consumer base have also contributed to an increased penetration of organized retail 
in Tier 2 and Tier 3 cities (Business Monitor International, April, 2013). Among the 
different retail segments in the organized sector, groceries and food is considered the 
largest segment, followed by apparel, footwear and consumer electronics (IBEF, 2011).

Source: ASSOCHAM, 
SME Times, 2010

2.2.1  Impact of FDI in the Indian Retail Sector 

The Government of India increased the limit for Foreign Direct Investment (FDI) in 
retail to 100 per cent for single brand retail chains and 51 per cent for multi-brand retail 
chains in September 2012. 

The rules associated with FDI require that global retailers planning to invest in India 
contribute to improving the overall supply chain of the retail industry. This is likely 
to force domestic competitors to further invest in infrastructure and logistics in the 
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country. In India, around 30 per cent of food stocks are wasted every year due to a lack 
of storage facilities, so FDI in retail is expected to help address the problem of food 
shortage and supply in India to some extent (The Economist, 2011).

As the organized retail sector in India expands, so will the infl uence of these global 
players and their approach towards corporate responsibility and sustainability 
practices, i.e. balancing economic factors along with social and environmental factors in 
their decision-making. 

Retail Sector - Overview
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3.1  Overview

Sustainability and the demand for green product lines is also a refl ection of evolving 
consumer awareness and preferences. Consumers have become progressively more 
concerned about the environmental and social impact of their spending decisions. This 
concern has manifested in an increased demand for environmentally-friendly products 
and a trend towards eco-labelling based on widely recognized standards. Consumers 
have expressed real interest in making ‘greener purchases’ in everything from seafood 
to furniture and the business community is responding to this growing market segment.

3.2  Drivers in General

An organization undertakes sustainability projects for various reasons: to reduce 
costs, enhance their reputation, as well as respond to environmental regulations and 
pressures from NGOs and consumers. Sustainability also drives huge benefi ts in 
reduced long and short-term risks around operational security, sourcing reliability and 
mitigating against increasing energy and raw material costs.

According to studies conducted by The Economist Intelligence Unit (The Economist 
Intelligence Unit, 2008), the biggest benefi ts of adopting sustainability initiatives are:

3. SUSTAINABILITY 
IN RETAIL

Sustainability has become a 
core consideration for the global 
retail industry, influencing their 
strategy, operations, workforce 
engagement and relationship with 
consumers and communities. 

7%37

34%

31%

29%

28%

26%

19%

17%

12%

10%

3%

1%

5%

0% 10% 20% 30% 40%

Ability to attract new customer base / retain existing ones

Improved shareholder value

Increased profitability

Ability to identify and manage reputational risks

Better quality products and processes

Ability to attract best quality employees

Improved relations with regulatory / legislations making it easier to operate

Greater attractiveness to investors as a whole

Networking with NGOs, governments, international organizations will…

Reduced exposure to targeted taxes / regulatory load

Ability to be listed on ethical / low carbon indices

Other

No benefit expected beyond compliance with regulation

Source: The Economic 
Intelligence Unit

BIGGEST BENEFITS 

THAT THE 

ORGANIZATION 

EXPECTS TO DERIVE 

FROM ADOPTING 

SUSTAINABLE 

PRACTICES 

BEYOND THOSE OF 

COMPLIANCE
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According to another study conducted by the United Nations Global Compact (UNGC), 
that included diverse industrial sectors, reputation, brand and trust are the biggest 
factors driving sustainability initiatives in most organizations (UNGC, Accenture, 
2010).

In particular, the global retailers surveyed were more concerned with issues related 
to the environment (54%) and human rights (54%) than issues like developing new 
products (35%).

 

3.3  Drivers for Retail Sector

This section describes the sustainability value drivers for global retailers on the basis of 
their corporate responsibility and sustainability reports, as well as media reports and 
various journal articles. The sustainability strategies executed by the global retailers 
selected are aligned with the following value drivers:

1.  Cost Reduction: Global retailers lower their cost base by reducing resource use, 
such as electricity and fuel consumption, eliminating waste, introducing innovative 
ways of supply chain management like Transport Management Systems (TMS) 
(Carrefour, 2011), and improving effi ciency in packaging.

72%

44%

42%

39%

31%

24%

12%

0% 10% 20% 30% 40% 50% 60% 70% 80%

Brand, trust, reputation

Revenue growth or cost reduction

Personal motivation

Consumer demand

Employee engagement/recruiting

Government regulation risk

Investor/shareholder pressure

Factors driving action on sustainability

Source: Accenture/UNGC Survey

"WE'VE SET BOLD 

GOALS FOR OURSELVES, 

AND GOVERNMENT 

LEADERS, NGOs, AND 

OUR CUSTOMERS 

ARE WATCHING OUR 

PROGRESS" 

-ROB WALTON, CHAIRMAN, WAL-

MART, 2012

FACTORS DRIVING 

ACTION ON 

SUSTAINABILITY

M&S launched Plan A in 2007. In the fi rst year, the fi rm spent £40 m on 
the plan, in the second year, it broke even. After that, the fi rm saved £50 m, 
£70 m and £105 m in the third, fourth and fi fth year respectively

(ENDS (Environmental Data Services), 2012)

Sustainability in Retail
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2.  Enhancing Reputation: Addressing sustainability issues has helped retailers 
improve their image among their customers, investors and suppliers. Consumers 
are forcing retailers to assess all aspects of their suppliers’ operations in order 
to make them ‘greener’ (ElAmin, 2007). For example, Wal-Mart has generated 
a signifi cant level of interest by asking 15 simple questions (Wal-Mart, 2009) on 
sustainability to its global suppliers (Stack, 2010). 

3.  Regulatory Pressure: Europe has already implemented laws, such as the 
Restriction of Hazardous Substances Directive and the Electronic Equipment 
Directive to minimize the use of harmful chemicals and electronic hardware, 
respectively (Partridge, 2008). Other global retailers, in whose countries such laws 
are not implemented, are also required to adhere to these for business in Europe. 
Marks & Spencer (M&S) was fi ned £1m for not following guidelines for asbestos 
removal in 2011. Companies are being taxed in London on their electricity bills. 
However, the tax will be returned if they meet carbon reduction targets in the next 
fi ve years (Kuehn, 2010). Recently, Wal-Mart was charged a sum of $110 million by 
the US Department of Justice for mishandling of hazardous waste and pesticides 
(Firstpost, 2013). This could have been avoided had Wal-Mart provided proper 
training to its employees on handling hazardous waste and its disposal.

4.  NGO Pressure: NGOs have come to play a more important role with the 
reduction in the power of national governments, which has come about as a result 
of globalization (Stuart L. Hart, 2003). Reports published by NGOs and campaigns 
on environmental issues have put pressure on companies to take progressive action 
on sustainability (Tesco, 2012). The Environmental Investigation Agency produced 
a report in December 2007, which revealed that some of the wood sourced by Wal-
Mart to produce furniture had been illegally logged from protected habitats for 
Siberian tigers in Russia (Environmental Investigation Agency, December, 2007) 
(Environmental Investigation Agency, December, 2007). This led Wal-Mart to take 
steps to eliminate the products made from illegal timber by 2013 (Holahan, 2009).

5.  Media Pressure: Concerns raised by print and electronic media have also driven 
some of the largest global retailers to adopt sustainability initiatives. For example, 
The New York Times published an article condemning the wasteful disposal of 
unsold clothes by Wal-Mart and H&M in America (dwyer, 2010). In 2007, Wal-
Mart’s procurement practices were also severely criticized for being ‘unsustainable’ 
by a coalition of international and civic organizations (ElAmin, 2007).

6.  Risk Mitigation: Sustainability helps in identifying potential risk, so that 
strategies can be prepared to deal with them (Kuehn, 2010). For example, the 
demand for water in India will exceed supply by 2015 and the gap between demand 
and supply will become 50 per cent by 2030 (WWF, Accenture, 2013). This means 
that companies with supply chains focused in India will need to reassess the issue 
of water stewardship.

“EVERYTHING WE THROW 

AWAY, WE’VE PAID FOR. 

WE’VE PAID FOR THE 

CARDBOARD, WE PAID FOR 

THE PALLETS, AND WE PAID 

FOR THE INNER PACKAGING. 

WAL-MART PAID FOR ALL 

THAT. THE CUSTOMERS PAID 

FOR ALL OF THAT. I THINK 

IT MAKES ALL THE SENSE IN 

THE WORLD TO CREATE ZERO 

WASTE.” 

-LEE SCOTT, CHAIRMAN OF THE 

EXECUTIVE COMMITTEE, WAL-MART 

(SCOTT, 2009)

“IF YOU’RE NOT WILLING 

TO DO SOMETHING 

DIFFERENT AND DO IT 

FIRST, THEN YOU’RE NOT 

LEADING.”  

-DAVID CHEESEWRIGHT, CEO, 

WAL-MART CANADA
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Sustainability is a major focus for 
global retailers. Many of the retailers 
covered in this study have adopted 
sustainability as an integral part of 
their business strategy. This has been 
driven by the aim to reduce expenses 
in their stores, increase sales, 
strengthen brand image and retain 
employees. This section throws 

light on some of these environmental sustainability 
practices undertaken by global retailers and act as a 
guide for Indian retailers in their journey towards better 
environmental practices. 

4.1  Energy Conservation and Emission Reduction

According to the World Energy Council, only 1,004 billion tonnes of coal reserves are 
left, which is equivalent to 130 years of global coal output as per the 2011 level of usage 
(World Coal Association, 2012). According to the Edison Electric Institute, energy 
expense accounts for nearly 3 to 8 per cent of total operating expense for a retailer 
(National Action Plan for Energy Effi ciency, 2008). Energy consumption in a typical 
supermarket or a grocery store is shown in the following fi gure. 

4. KEY 
SUSTAINABILITY 

INITIATIVES BY 
GLOBAL RETAILERS

ENERGY CONSUMPTION 

IN A TYPICAL SUPER-

MARKET

36%
Refrigeration

14%
Offi ce Equipment

11%
Lighting

12%
Cooling

4%
Cooking

4%
Other

3%
Ventilation

3%
Water Heating

13%
Space Heating

Source: E Source 
Companies, 2009
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It is evident from the diagram that refrigeration accounts for the highest energy 
consumption in a typical grocery store. At Wal-Mart, refrigeration accounts for 11 per 
cent of its GHG emissions, which is greater than the contribution by their truck fl eet. 
According to the U.S. Environmental Protection Agency (EPA), the refrigeration system 
in a typical supermarket has a leak rate of 25 per cent (Walmart, 2012). Wal-Mart 
realized this opportunity to come up with an innovative refrigeration system known as 
secondary loop.

The data provided by US Small Business Administration, as shown in the following 
fi gure, clearly shows the importance of energy conservation in retail stores.

WAL-MART EARNED 

$231 MN 

FROM DIVERTING 

80% OF ITS WASTE FROM 

LANDFILL. IT SOLD THE 

MATERIALS WITHIN THIS 

WASTE STREAM TO 

EARN A PROFIT THAT IS 

TYPICALLY ACHIEVED BY 

ITS 50 SUPERSTORES 

-ROTH, 2012

1.55
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4

1716

44

Percentage Increase in Profit ff Margin Increase in Sales (in $) per Square
Foot

Full Line Discount Retailer Limited Service Restaurant

Supermarket
Source: U.S. Small Business 

Administration

EFFECT OF 10% REDUCTION 

IN ENERGY COST

1.55
4

16

25
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44

Walmart is working towards 
100% renewable energy
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Most of the largest global retailers have realized the importance of energy conservation 
and effi cient energy usage. They also try to reduce energy consumption by adopting 
alternative measures and more effi cient technologies. In addition, they use renewable 
sources of energy like solar and wind for electricity.

The table below shows how various retailers are reducing the energy footprint of their 
stores (European Commission, 2012). It should be noted that the column for solar and 
wind energy contains examples of micro-generated renewables as well. In most of these 
cases, global retailers are setting up their own renewable energy generation sites.

CASE EXAMPLE 1: 

Harish Jakhar, a technician from IKEA, made the IKEA’s popular lamp TEXTUR 

34% cheaper than the original one. He eliminated 24 out of 33 components from 

the lamp, which reduced the weight of the lamp by almost 50%. He also reduced the 

packaging weight by 28% and changed its fabric covering. The new lamp ‘VIDJA’ was 

not only cost-effi cient, but also sustainable.

Marks & Spencer powers 
a store in the UK with 

renewable electricity

Key Sustainability Initiatives by Global Retailers
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Solar 
Energy

Wind 
Energy

Using 
LEDs

Non-HFC 
Refrigeration

Carrefour S.A.  

H&M Hennes & Mauritz AB    

The IKEA Group    

Inditex, S.A.   

Marks & Spencer Group Plc  

Tesco PLC    

Wal-Mart Stores, Inc.    

Whole Foods Market    

Woolworths Limited 

Use of LEDs 

Fifty fi ve per cent of the retailers under study use low-energy Light Emitting Diode (LED) 
light systems to reduce their energy usage. These lights do not contain mercury and are 
fully recyclable. Although their initial cost is higher, their effi ciency and longer lifespan 
make them more economical in the long run than other traditional bulbs. A typical LED 
bulb over its lifetime costs approximately $250 whereas an incandescent bulb will cost 
$1100 over the same time (Verdia Technologies, 2010). LED lamps can be designed into 
fl exible shapes, which is not possible with the traditional incandescent bulbs. 

Marks & Spencer has over 40 Lower Energy Stores based on LED technology. Use of 
LEDs in stores has improved the total energy effi ciency across its stores, offi ces and 
warehouses by 28 per cent to 41.5 kWh/sq.ft. (2006/07: 57.4 kWh/sq.ft.) (Marks & 
Spencer, 2012) (Tesco, 2012). Inditex is replacing regular light bulbs with LED bulbs for 
all their stores built before 2005.

1

100

10

2525
15

Lifeff time (in 1000 hours) Power required to produce same
amount of light (in Watts)

Incandescent Bulbs CFL LED

Sources: Verdia Technologies, 
2010, (U.S. Department of 
Energy, 2012, Energy Star

LEDs VS CFLs VS 

INCANDESCENT BULBS

1
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100

25
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Note: Based on publicly 
available information 
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Solar Energy

The use of solar energy is becoming popular and retailers are no exception to this trend. 
Tesco is now using solar panels in 15 of its stores in Hungary. Wal-Mart, however, 
has emerged as the frontrunner in this initiative. It has installed solar devices in 115 
stores across seven countries, which provide 71 million kWh of electricity annually. 
In California alone approximately 75 per cent of all Wal-Mart-owned locations are 
projected to have rooftop solar installations by the end of 2013. Rooftop solar panels 
typically provide up to 30 per cent of the store’s annual electricity requirements (Wal-
Mart, 2012). Following the same line, Carrefour is providing solar chargers for small 
electrical appliances among other things to its customers to reduce overall energy 
consumption. 

The uptake of solar energy has been slow in India. Its future is closely linked to 
improved technology prices, better effi ciency and a supportive policy environment. 

TESCO SAVED OVER 

£270 MN
 A YEAR ON ENERGY 

COSTS BY USING ENERGY 

EFFICIENCY MEASURES 

THAT IT HAS TAKEN 

ACROSS THE GROUP SINCE 

2006 

- TESCO, 2012

CASE EXAMPLE 2: 

Carrefour spends over half a billion Euros per year on its stores’ energy needs. To 

increase the effi ciency and to reduce this expenditure, Carrefour implemented 

an energy effi ciency programme across stores due to which the Group’s energy 

requirement dropped by 22% (compared to 2004 levels) in 2011. This helped 

Carrefour save almost 110 million Euros per year. The cost of this programme was 

some 30 million Euros a year.

Solar panels on the roof of an 
IKEA store in Maryland, USA

Key Sustainability Initiatives by Global Retailers
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Wind Energy

In Mexico, 348 Walmart stores use electricity derived from wind energy. This renewable 
form of energy supplies 17 per cent of the energy needs of Wal-Mart Mexico and has 
helped in reducing its CO2 emissions by 137,240 tonnes annually (Wal-Mart, 2012).

Inditex has also moved towards renewable sources of energy by installing 850 kW wind 
turbines (Inditex, 2011). IKEA bought 2 wind farms in Poland with a total capacity of 28 
MW. It plans to buy one more with a capacity of 26 MW in 2013. In Sweden, it will have 
a 90 MW wind farm by 2014 (IKEA, 2012). Whole Foods Market is following another 
strategy for using wind energy. It purchases renewable energy credits from the wind 
farm to offset its energy usage.

Similar to the slow uptake of solar energy, wind energy has had its challenges in India. 
However, with improvements in distribution and reliability, wind power offers a 
cleaner, viable alternative to conventional sources of electricity for Indian retailers. 

Reducing Green House Gas (GHG) emissions

All of the global retailers reviewed in this study focus on reducing their CO2 emissions. 
As an example of this trend, by 2012 Tesco had halved its greenhouse gas emissions 
per case of goods delivered, compared to its 2007 emissions. It achieved this reduction 
by travelling fewer miles, reducing trips, using fuels with lower carbon emissions and 
alternative modes of transport (Tesco, 2012).

Wal-Mart has eliminated more than 120,000 metric tons of GHG emissions by 
improvements to transport, renewable energy and effi ciency measures. M&S launched 
a range of carbon neutral chocolates with a focus on improving its factory’s carbon 
effi ciency. Since GHG emissions related to store operations are mainly because of energy 

ESTIMATED OPERATIONAL 

COST SAVINGS FOR 

WOOLWORTH AUSTRALIA 

FROM ENERGY WILL BE 

$110.9 MN
 BY 2015. THEIR 

INVESTMENT IN ENERGY 

EFFICIENCY SINCE 2009 IS 

$66.5 MILLION ONLY

Solar panels outside an IKEA 
store, Shanghai, China.
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use, Carrefour has prioritized its efforts on these two sources. Its objective is to reduce 
Scope 1 and 2 GHG emissions by 40 per cent by 2020, compared to 2009 levels. It will 
also eliminate Hydro Fluoro Carbons (HFC) in new refrigeration equipment from 2015.

IKEA has launched a unique initiative to reduce the carbon footprint of its food. Since 
chicken-based products have a lower carbon footprint than meat-based products, IKEA 
has started serving chicken meatballs instead of pork meatballs in two of its stores. 
Although the project was in a testing phase, such kind of initiatives can signifi cantly 
reduce the carbon footprint of a store if taken up on a large scale.

4.2  Packaging

Packaging is necessary for the protection, transmission, marketing and security of any 
product. Packaging constitutes about 10 per cent of the energy and resources required 
to make the products inside it (INCPEN, 2013). Considering the magnitude of products 
being sold or produced by retailers, this 10 per cent is a signifi cant number.

 Reduce Reuse Recycle

Inditex 

H & M   

Marks & Spencer   

Wal-Mart 

Carrefour  

Tesco  

IKEA  

Woolworths   

Whole foods  

WASTE MANAGEMENT BY 

VARIOUS RETAILERS

Whole Foods’ ‘Green Box’ 
is aimed towards bringing 

sustainability in design and 
packaging 
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Typically, retailers try to reduce the size and weight of packages to reduce costs and 
minimize wastage. They also use recyclable resources and recycled materials to produce 
these packages. In addition to this, they encourage their suppliers to shift towards sus-
tainable packaging.

Tesco in Slovakia has introduced Clubcard points for re-using carrier bags. This initiative 
resulted in a 30 per cent reduction in free bag use. Similarly, M&S collected 12,500 

Carbon Footprint of a Retail Organization

The carbon footprint of a store is derived from a number of sources. Often 
the indirect emissions are the largest by a signifi cant margin. ‘Scope 1’ 
emissions are direct GHG emissions from sources that are owned directly by 
the organization. ‘Scope 2’ relates to indirect GHG emissions from operations 
like electricity, heating and cooling. ‘Scope 3’ is related to GHG emissions 
from sources not owned by the organization, such as production of raw 
materials and its transportation, emission from suppliers, transportation of 
customers and employees among other things for a retail organization. 

IKEA’s Scope 1 CO2 emissions were 116,000 tons. Its Scope 2 CO2 emissions 
were 589,000 tons. However, its Scope 3 emissions embedded in its supply 
chain were 32,479,000 tons of CO2 (IKEA, 2012).

Woolworths claims that a quarter of its food products are packaged using 
recycled materials

Tesco’s 100% degradable plastic carry bags help 
reduce waste
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tonnes of packaging materials for recycling by reducing non-glass packaging. It is 
planning to use these materials in manufacturing packages for its private label products.

Whole Foods Market has switched to a 100% post-consumer recycled (PCR) content 
bottle for several store-brand supplements. The Co-operative has redesigned its food 
packaging to optimize the size of the holes in food packages. Hole size is related to the 
moisture content in food products. Therefore, a larger hole size can cause mold in the 
product and a smaller sized hole can make the product dry. It aims to save millions of 
pounds of food wastage through this initiative.

4.3  Waste Reduction and Recycling

Waste management is based on the concept of reduce, reuse and recycle, which 
promotes waste avoidance ahead of recycling and disposal (Lewis, 2003).

As can be seen from the corresponding fi gure, most retailers are focusing on recycling 
the waste they generate. Only three retailers out of the nine studied are trying to reduce 

CASE EXAMPLE 3: 

Forty fi ve leading grocery retailers and manufacturers have joined the third phase 

of the Courtauld Commitment. The programme runs from 2013-15, aiming to save 

nearly 1.1 million tonnes of waste during this period. The programme is expected to 

save £1.6 billion and it will reduce GHG emissions by 2.9 Metric tonnes. The signato-

ries of this programme will have to meet the following targets by 2015 with respect to 

their 2012 levels:

• Reduce wastage in food and drinks at organization level by 5%

• Reduce wastage in grocery supply chain by 3% 

• Improve packaging design and increase use of recycled content so that carbon 

footprint of packages does not increase further. Also, packages should be de-

signed to reduce food wastage (Inglethorpe, May, 2013)

This Waste and Resources Action Programme (WRAP) has saved £3.5 billion and 3 

million tons of grocery waste since its beginning in 2005.

Carrefour found that nearly 25 per cent of its consumers look for products whose 

packages have the lowest possible environmental impact, so it has been following an 

eco-designing and packaging reduction strategy since 1998. It has helped them to save 

20,000 tons of raw material so far.

Key Sustainability Initiatives by Global Retailers
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their generated waste. Woolworths is the only company under the study which has 
followed all three principles for managing its waste.

Instead of wasting, Woolworths donated an excess of 8,390 tonnes of food to food relief 
organizations. Similarly, food not suitable for retail is supplied to farmers to be used 
as feed. It is also a pioneer in the recycling of electronic goods. It recycled 1,528 kg of 
mobile phones, 92,803 printers (including cartridges) and 810 kg of batteries in 2012 
(Woolworths Limited, 2012).

Wal-Mart is reducing its food wastage by tracking food throwaways. H&M and Marks 
& Spencer are encouraging customers to return old clothes for other benefi ts (Siegle, 
2012). Carrefour is offering its customers ECOplanet toys made using wood from 
sustainably managed forests and other recyclable materials. It is also offering other 
products like ECOplanet dishwashing tablets in which the package itself serves as a 
holder for the tablet.

CASE EXAMPLE 4: 

M&S and Oxfam have been running a clothes exchange initiative for the last 4 years. 

They encourage customers to exchange clothes for a ‘£5 off on a £35 purchase’ dis-

count voucher. Since the launch of this programme, more than 11 million garments 

of a total value of £8m have been donated to Oxfam.

CASE EXAMPLE 5: 

H&M encourages its customers to return old clothes from any brand and in any con-

dition to selected H&M stores for some rewards. H&M then recycles these clothes to 

produce new ones.

CASE EXAMPLE 6: 

IKEA sells repaired products returned by the customers or damaged before being 

sold at discounted prices in its stores. It also provides collection points to its 

customers for items like batteries, light bulbs and appliances. These items are then 

recycled or disposed of appropriately.

M&S HAS STARTED 

CHARGING 5P FOR FOOD 

CARRIER BAGS SINCE 2008. 

BECAUSE OF THIS, THEY 

HAVE REDUCED USAGE OF 

CARRIER BAGS BY 

 78%
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Sainsbury’s has plans to divert waste from landfi lls to some positive use. For example, 
instead of sending food waste to landfi lls, where it degrades and produces GHGs like 
methane, it is sent for anaerobic digestion, where the waste is used for generating 
electricity.

4.4 Water Stewardship

Water is a shared resource whose variability in quantity and 
quality, coupled with the rise in demand of water for the 
purposes of food production, energy, industrial supply, urban 
and rural population, has led to an acute shortage of freshwater 
in many parts of the world (WWF, Accenture, 2013).

Water scarcity has become a major problem in India (WWF, 
Accenture, 2013). Given the current usage of water, the demand 
for water is estimated to exceed the supply by 2015 (World Bank, 
2005). Similar trends are observed with other natural resources. 
Thus, in such a scenario, it has become extremely critical to 
conserve these resources.

This section discusses the various measures taken up by retailers 
globally towards the sustainable use of water. Global retailers 
are either reducing water usage across their supply chains or 
using water recycling techniques and rainwater harvesting for 
conserving water at their stores.

For example, Tesco is using rainwater for purposes such as 
fl ushing toilets. Similarly, Marks & Spencer has designed all its 
current generation and future stores to be at least 35 per cent 
more water-effi cient by using waterless urinals and percussion 

or sensor-activated taps. It plans to achieve zero discharge 
of hazardous chemicals from its products. IKEA uses taps fi tted with a pressure 
compensating aerator which adds air to the fl ow, thus reducing water use by 40 per 
cent (IKEA, 2012).

In 2012, Swedspan, a spin-off from IKEA’s in-house furniture maker 
Swedwood, piloted a project to reduce water use from the glue-making 
process in its factory in Lithuania. Glue-making is one of the most water 
consuming processes in Swedspan’s Factory. It collects wastewater from 
glue-making, remove the waste glue and then treats and reuses the water. 
This process has reduced the water usage in the process without affecting 
the quality of glue.

WATER COSTS 

$84 MN
 TO S&P 500 COMPANIES 

(MAKOWER, 2013)

Good water stewardship: 
guidance for agricultural suppliers

‘Good water stewardship: 
guidance for agricultural 

suppliers’ is a guide produced 
by WWF and Marks and 

Spencer.
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Woolworths saved 208 ml of water by using various effi ciency measures. It harvested 
23.2 ml of rainwater at its distribution centers in the last fi scal year (Woolworths 
Limited, 2012). M&S saved 450 ml of water in the production of denim and other 
water-intense products (Marks & Spencer, 2012).

It is important to note that, while initiatives taken to save store water are positive, water 
savings across the supply chain is more important and critical. According to WWF’s 
Living Planet Report (2012), nearly 40 per cent of the world’s population live in river 
basins that experience severe water scarcity for at least one month every year (WWF, 
2012). This has implications not only at the store level for retailers, but also across 
their supply chain. It is, therefore, very important for retailers to reduce their water 
footprint across their supply chain. Fortunately, some of the global retailers are doing 
considerable work on these aspects too.

For example, IKEA has collaborated with its suppliers in India, Pakistan, Bangladesh 
and China to recycle and reduce the usage of water. As a part of its Supplier 
Development Process, it has launched various projects to reduce water consumption. 
For this purpose, it has installed water metres at various locations in its plants to 
understand which sub-process consumes more water. It is also exploring options to use 
rainwater in its production plants.

WWF has created a comprehensive water action plan with H&M covering the 5 steps of 
water stewardship. 

H&M says that its new water strategy will minimize water impacts throughout its 
operations and supply chain, and create a positive change in key river basins with major 
garment production.

ABOUT 

1/6
 PEOPLE WORLDWIDE 

DOES NOT HAVE ACCESS 

TO IMPROVED DRINKING 

WATER SOURCES

Ultimate goals per step for H&M:

H&M’s new water strategy is developed in line with
WWF’s Water Stewardship steps
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Together with other stakeholders, H&M has
engaged with public policy makers to  
manage water basins in a sustainable way

H&M is working together with other 
companies, governments and NGO’s in multi-
stakeholder platforms to take action to
address water issues in their focus regions

H&M has taken action to optimize internal 
water governance, improve water efficiency 
and reduce pollution for own and supplier 
operations

H&M has a detailed understanding of the 
impact they and their suppliers have (incl. 
footprint & risk)

H&M employees, their suppliers and
customers have (high level) understanding
of the global water challenges, and their 
dependence on freshwater

Source: WWF-India

H&M’S NEW WATER STRATEGY IS DEVELOPED IN LINE WITH WWF’S WATER 
STEWARDHIP STEPS
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4.5  Green Buildings

In the United States, buildings account for 39 per cent of the total national energy use, 
12 per cent of the total water consumption, 38 per cent of the total CO2 emissions, 30 
per cent of the landfi ll waste and 68 per cent of the electricity (WNCGBC). 90 per cent 
of new building construction will take place in developing countries, where building 
contributes up to 40 per cent of the GDP (Garrigan, 2011). Given this, green buildings 
have become an unavoidable necessity.

Retailers are undertaking initiatives to reduce greenhouse gas emissions and improve 
the energy effi ciency of their buildings. The typical green retail stores/warehouses 
can be ‘zero carbon’ stores, with natural refrigeration systems and natural lighting for 
illumination, which are certifi ed by leading rating systems like LEED or BREEAM. 

For example, Tesco has over 100 natural refrigeration and 7 zero carbon stores across 
the Group. Its Chinese distribution centre in Jiashan uses 45 per cent less energy than 
traditional distribution centers. Wal-Mart has reduced GHG emissions by 12.74 per 
cent from its stores and distribution centres, as compared to its 2005 levels. M&S has 
opened its fi rst Sustainable Learning Store in Bangalore, India in 2012. This store 
was designed to achieve the silver LEED rating. Its other Sustainable Learning Store 
in Stratford City uses natural sunlight for illumination and non-HFC refrigeration. 
It is rated as excellent under BREEAM. The ECO-STORES designed by Inditex are 
30 per cent more effi cient than the traditional stores, that too without compromising 
the quality and comfort. Carrefour is focusing more on the use of LEDs and natural 
refrigeration in its buildings.

IKEA has committed that every new store/distribution centre/building will be the most 
sustainable at that point of time. It uses a store design tool – the IKEA Energy Model - 
which enables it to simulate the different heating, lighting, cooling and energy systems 
for building more effi cient stores.

Whole Foods has a ‘green mission team’ in every store, which helped them to achieve 
LEED, Green Globes and Green Chill ratings for most of their stores. 

Sainsbury’s has opened a store in King’s Lynn. This store has 1,000 solar panels and uses 
CO2 refrigeration. This refrigeration system reduced GHG emissions by 33 per cent.

Carrefour implemented some innovative solutions to optimize the energy 
effi ciency in these stores. For example, in the Delhi store, the entire 
building, including the refrigeration units, has been equipped with LED 
lights. The store also has high effi ciency glass doors for negative cold units, 
which saves them 30% of the electricity. The gas defrosting system in the 
store saves energy by 10%. It also has next-generation cooling systems and a 
comprehensive centralized technical management (CTM) system. 

Key Sustainability Initiatives by Global Retailers
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4.6 Sustainable Products

Consumers, today, have become concerned with environmental and social issues 
related to their purchasing choices. This concern is manifested through an increased 
demand for environmentally-friendly products and requests for organic and natural 
foods. Consumers express an interest in making ‘greener purchases’ in everything - 
from seafood to furniture - and the business community is taking note and responding 
positively to this increasing consumer demand.

According to a recent survey of 250 executives (from different geographies) by 
Accenture, the demand for ‘green products’ is enormous (BusinessGreen, 2012). 
Around one-third of the respondents believed that the customer demand for 
sustainable products was higher than the supply. The gap was wider in emerging 
economies where 44 per cent of the respondents believed that they are lagging behind 
the supply. The demand for sustainable products is high even though 60 per cent of the 
respondents admitted that they charge up to 5-20 per cent for a green product.

The global retailers considered in this report produce and sell 
a wide variety of products. This makes benchmarking them on 
the same scale a diffi cult task. The sustainable or eco-friendly 
products discussed in this section are those products which help 
them to conserve energy, minimize carbon footprint, are non-
hazardous to the environment, can be biodegradable/recyclable, 
and are made out of recyclable or sustainable materials. 
For food products, the section refers to non-genetically modifi ed 
and/or organic products, or products made from sustainable 
sources. Practices regarding fair trade products are also covered.

Wal-Mart in Brazil added a list of 560 sustainable products on 
its website to help customers become more aware about them. 
Its website also offered more than 400 handcrafted products 
in 12 states of Brazil. These products were made by more than 
2,000 artisans, most of whom were women. 

IKEA is focusing on selling energy-effi cient products through 
its retail shops. Most of its products in Europe have above ‘A’ 
ratings. For example, IKEA’s induction cooker uses magnetic 
fi eld technology for heating, which reduces cooking time by 60 
per cent and energy use by 40 per cent. IKEA has also developed 

‘Sustainability Product Score Card’ for assessing the sustainability of its products. 
Whole Foods uses an Eco-Scale rating system to help customers make informed 
choices.

M&S either banned or phased out about 38 potentially hazardous pesticides from its 
supermarkets in 2011. 

H&M, too, banned perfl uorinated compounds (PFCs) from all its products in 2013. 

WHOLE FOODS ASKED 

RED TRUCK TO OFFER 

ORGANIC WINE. THE 

“GREEN TRUCK” BRAND 

THUS FORMED BECAME SO 

POPULAR THAT MOST OF 

THE VINEYARD SUPPLIERS 

NOW FOLLOW ORGANIC 

FARMING PRINCIPLES.

Amongst the items in this 
shopping trolley are some 

Sainsbury’s breaded fi sh 
sticks - made with both 

sustainably sourced fi sh, 
as certifi ed by the Marine 

Stewardship Council (MSC) 
and sustainably sourced 
palm oil certifi ed by the 

Roundtable on Sustainable 
Palm Oil (RSPO).
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IKEA has set strict standards for using formaldehyde in 
its wood products. Formaldehyde emissions from IKEA’s 
Swedspan boards are just a third of ‘E1’ levels – the 
toughest European standard for these emissions. It has also 
reduced hazardous waste by 15 per cent since 2011-2012.

Inditex is manufacturing its textile products with eco-
friendly fabrics like organic cotton. Since 2003 in 
Columbia, Carrefour has been promoting eco-friendly 
and ‘100% natural’ products without any artifi cial or 
chemical ingredients. Whole Foods sells only those beauty 
and health products which are certifi ed by either the 
Agriculture Department’s National Organic Programme 
(NOP) or NSF International.

Inditex has also developed a tool to assess the environmental impact of greenhouse 
gases from its products. 

Carrefour has been offering more than 300 “Reared without GMOs” labelled products 
in France since 2010. Woolworths sells 99 per cent GM-free food materials.

4.7  Supply Chain

This section covers the environmental sustainability initiatives undertaken across 
supply chain, extending up to stakeholders like suppliers, customers, distributors, 
transportation etc.

Transportation

With the globalization of the retail industry, the contribution of transportation to 
greenhouse gas emission levels has increased multifold. For example, around 11 per 
cent of IKEA’s total carbon footprint is related to the use of transportation of products 
and people. 

Some retailers directly handle the transportation of goods from suppliers to 
distributors, whereas, others employ other companies. Whatever the case may be, the 
goal of the retailers is to reduce the emission of greenhouse gases in transportation, 
improve the effi ciency of their fl eets, use less polluting fuels like biodiesel and take 
advantage of information technology to reduce the use of transportation, by using 
video-conferencing for meetings, for instance. Retailers are not restricted to these 
measures only. Efforts are constantly being made in order to make transportation even 
more sustainable.

IKEA is optimizing the use of equipment to increase the number of products shipped 
per load, increasing the number of rail and sea routes to minimize road transportation, 
and infl uencing suppliers to use modern, fuel-effi cient vehicles with more sustainable 
fuels for reducing the emission of CO2 from transportation. It also encourages 
employees to use video-conferencing to reduce air travel to meetings. The fi lling rate 

CARREFOUR PARTNERED 

WITH LOCAL PRODUCERS 

TO SUBSTITUTE SOME 

ILLEGAL CROPS, WHICH 

HAS LED TO THE 

DEVELOPMENT OF MORE 

THAN 65 PRODUCTS 

TO REPLACE ILLEGAL 

CROPPING OVER A PERIOD 

OF 10 YEARS. THIS 

PROGRAMME HAS ALSO 

CREATED 280 DIRECT 

JOBS AND IMPROVED THE 

QUALITY OF LIFE OF 

3,671 

FAMILIES

Whole Foods’ guide to help 
consumers ‘choose wisely’ 

Carrefour Egypt’s campaign 
to stop sales of shark fi n 
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WATER STEWARDSHIP IN THE SUPPLY CHAIN

CASE EXAMPLE 7:

The area around Lake Naivasha (second largest freshwater lake in Kenya) is a major 

exporter of cut fl owers to Europe. Factors such as population growth and increased 

use of horticulture and agriculture have critically impacted the biodiversity, the 

quality and availability of water in that area. Water level in the area has reduced 

signifi cantly in the last 10-15 years. WWF-UK started giving funds to protect Lake 

Naivasha basis in 2011. This was in addition to the support work already carried out 

by WWF-Netherlands in that basin. The buyers of cut fl owers realized that they would 

not be able to continue their business through such unsustainable practices.

Tesco, one of the major buyers from this basin, has launched various educational 

programmes to promote sustainable water practices in that area. The funding and 

the expertise provided by Tesco have helped to raise the water level and reduce water 

pollution. Sainsbury’s has also supported this project. It has replanted trees near the 

lake to stop soil erosion.

CASE EXAMPLE 8: 

Cotton, a ‘thirsty crop’, is mostly grown in developing countries like India and Pakistan, 

where water scarcity is a common phenomenon. According to an assessment done by 

WWF-India in 2013, water entering into the cotton product cycle in the state of Punjab 

is 11,000 m3/ton and the net water transported out to the textile sector is 380 MCM. 

Being a leading retailer in textiles, IKEA recognizes this water-intensive nature of cotton 

production. Therefore, IKEA, in partnership with WWF and other NGOs, is promoting 

sustainable agricultural practices among cotton farmers in an effort to reduce its water 

footprint. It has reached more than 100,000 farmers, educating them on how to reduce 

the use of water and pesticides and, in turn, save money. In 2012, IKEA invested €1.9 

million for training and involving farmers.

in each shipment has been increased to 65 per cent from 2012. It has started using 
bigger trucks and containers and paper pallets in place of wooden ones to improve 
the effi ciency in transportation. It also encourages customers to shop online to save 
customer travel kilometres.
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Initiatives taken up by Carrefour in Transportation

Initiatives Description Impact

Consolidation 
Centres

The suppliers deliver to the closest point 
from their production plant. After that, 
full multi-supplier lorries supply to Car-
refour’s regional delivery warehouses.

Saved 15% to 20% of the 
distance travelled in 2011

Return Logistics 
System

To reduce empty kilometres in which 
regional centres received returns of 
packaging and media products from 
hypermarkets.

Saved 5.6 million empty 
kilometres and 4,800 tonnes 
of carbon emissions in 
France in 2011

Lorry Loading To increase the number of pallets per 
lorry by using twin deck lorries

Resulted in 9,000 fewer lor-
ries on the roads and 1,330 
fewer tonnes of CO2 emitted 
in France in 2011

Backhauling Lorries that have delivered merchandise 
to stores are loaded at nearby suppliers 
to re-supply Carrefour warehouses.

Saved 50,000 kilometres in 
Italy in 2011

Transport Manage-
ment System (TMS)

A high performance tool to manage data 
and optimize rounds

Aimed to reduce the kilo-
metres travelled by 5% in 
France

Woolworths has converted 99.8 per cent of its Australian fl eet into new diesel and 
hybrid vehicles. Whole Foods uses bio-diesel in nearly one-third of its trucks. Its 
Atlanta-area distribution centre uses the South Region’s spent cooking oil to supply fuel 
for its trucks, thus eliminating more than 250,000 pounds of emissions per year.

Tesco has halved its total emissions by following the F plan: “Fuller cages and pallets; 
Fuller trucks and containers; Fewer miles; and Fuel economy” (Tesco, 2012). Wal-
Mart, too, centred its strategy on similar lines so as to improve fl eet effi ciency by 69 per 
cent in 2011 over the 2005 baseline.

M&S is also using alternate fuels like bio-diesel, hydrogen fuel cells and CNG to reduce 
emissions. It has also stressed on the use of video-conferencing to reduce the distance 
travelled by its employees for meetings.

H&M does not have any transport facilities as such, but it is doing considerable work to 
infl uence its transportation partners to improve their environmental performance. 

Wal-Mart’s Direct Farm program has helped more than 3,700 farmers 
across the states of Uttar Pradesh, Delhi-NCR, Haryana, Karnataka and 
Maharashtra to close the critical gaps in the cultivation and post-harvest 
processes. The farmers earn a better price for their product and receive 
expert advice on crop planning and management, while the customers 
benefi t from fresher, safer and lower-priced produce.

Key Sustainability Initiatives by Global Retailers
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For example in Europe, its minimum requirement 
for transport service providers includes: (H&M)

1. 70% of the drivers carrying freight should be 
trained in fuel-effi cient driving

2. All the trucks carrying H&M goods should be 
less than 10 years old

3. The transport service providers must have a 
strategy to reduce CO2 emissions

Agricultural Suppliers

With proper training and support, sustainability practices can be easily taught to 
farmers, which will help them, not always produce more but produce similar quantities 
with less impact.

As part of WWF’s work on agriculture with companies like IKEA and Marks & Spencer 
in India, WWF has developed Better Management Practices that help farmers produce 
more sustainable cotton that reduce costs, increase crop yields, minimize health risks and 
environmental damage. These practices include reducing the use of chemical fertilizers 
and pesticides (that lead to long-term illness for the farmers and their families) along 
with better and more effi cient use of natural resources, such as water and nutrients.

In Indonesia, Carrefour Foundation, together with WWF, has launched a project to 
help small producers of palm oil. These producers often live below the poverty line. 
Carrefour teaches them how to increase their crop yield and trains them in sustainable 
agricultural practices. These small producers account for 25 per cent of global palm oil 
production. Woolworths is working with Landcare to fund sustainable farming projects 
through a Drought Grants Partnership. It has invested $9 million since 2007 in such 
projects.

In the UK, Sainsbury’s has established 10 development groups with farmers. For 
example, it partnered with 350 dairy farmers. The objective of the partnership was to 

Walmart is continuously 
working to improve its 
trucking fl eet through 

technologies like this hybrid 
assist truck. Since 2007, the 
Walmart fl eet has delivered 

361 million more cases while 
driving 287 million fewer 

miles.

H&M’s Conscious 
Foundation
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improve their performance by raising their standards. It has invested £30 million in 
this programme. So far, its returns have increased by £10.5 million since 2005, with 
opportunities to increase it further in the future. The success of this development group 
encouraged Sainsbury’s to launch similar groups with 2,400 farmers supplying beef, 
pork, lamb and wheat (ENDS Report, 2013).

Inspiring Customers

Tesco partnered with Unilever to launch a campaign called ‘Creating a Better Future 
Starts at Home’. The objective of the campaign was to raise awareness among 
consumers and to reward them for purchasing sustainable products. The campaign 
reached more than 675,000 customers in eight markets and led to an increase in sales 
of greener products. It also launched a Greener Living website for its customers in 
China and Turkey to advise them on how to make their homes ‘green’ and save money 
in the process. It wants to help its customers to reduce their carbon footprint by 50 
per cent by 2020. M&S, too, has involved its customers in a number of initiatives like 
‘shwopping’, which encourages customers to exchange old garments to get discounts 
on newer ones, and ‘Forever Fish’, which involves customers in marine conservation 
programmes. Oysho, a part of Inditex, supports WWF in a campaign to raise awareness 
and for the protection of marine biodiversity. The campaign reaches out to its 
customers specifi cally to save the dolphins and tortoises of the Mediterranean Sea.

Commodities

The growing demand for food, fuel and other resources is a growing strain on the 
availability of global natural resources. Biodiversity is not only affected by overall global 
demand but also by the way companies and their supply chains obtain and process 
these critical resources. For example, the deforestation in the Amazon rainforest is 
closely related to the production of soy (WWF, 2013).

In such a situation, conservation and sustainable use of commodities like timber, paper, 
cotton, palm, soy, aquaculture and leathers/furs has become critically important. 

The table below indicates key commodities that are demanded in large quantities by 
leading global retailers. The commodities have a critical impact on biodiversity in 
regions that have High Conservation Value (HCV).

 Fishing and 
Aquaculture

Furs, Leather 
and Animals

Timber 
/ Paper

Cotton Palm Soy

Carrefour      

H&M      

IKEA      

Inditex      

Marks & Spencer      

Tesco      

Wal-Mart      

Whole Foods      

Woolworths      

Key Sustainability Initiatives by Global Retailers
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Standards and Associations

This section discusses the various initiatives adopted by global retailers, such as 
complying with sustainability standards or becoming members of these initiatives. The 
following list includes retailers sourcing certifi ed sustainable materials for its products 
and/or for its private labels. Even if a retailer is not sourcing 100% certifi ed sustainable 
materials in its private label products but has undertaken the initiative and aims to 
achieve 100% certifi ed product sourcing by 2020, it is included in this list.
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Palm Oil RSPO       

GreenPalm   

Timber/Paper/
Forest

FSC
        

PEFC   

Aquaculture/ 
Fishing

MSC 
    

ASC / BAP   

Cotton BCI      

Soy RTRS  

Fair Trade Fair Trade     

Green Building BREEAM 

LEED  

Timber/Paper

About 50 per cent of the forests that once covered the surface of the earth are destroyed 
now (University of Michigan, 2010). Forests absorb 20 to 50 times more carbon dioxide 
than any other ecosystem. Tropical forests alone store 50 per cent more carbon than 
other wooded surfaces (Source: WWF-Switzerland). Forest conservation, therefore, 
plays a major role in the fi ght against climate change. However, around 13 million 
hectares of forest are destroyed worldwide every year (Sources: WWF, FAO). This 
has made the conservation of forests an important issue in recent years. Most of the 
retailers in this study source their timber from sustainable sources. More emphasis is 
being put on sourcing Forest Stewardship Council (FSC) certifi ed timber. Carrefour, 
Tesco, Inditex, IKEA and Woolworths are pioneers in this initiative. Carrefour uses 
100% FSC certifi ed products in some of its product categories like garden furniture. 
Woolworths, too, is sourcing 100 per cent of some of its brands from sustainable 
sources. IKEA, which uses almost 0.5 per cent of the world’s wood, has increased the 
volume of wood coming from FSC certifi ed forests to 22.6 per cent from 16.2 per cent 
last year. It plans to increase this fi gure to 50 per cent by 2017. It also encourages its 
suppliers to follow its IWAY Forestry Standard, which ensures that the wood does not 
have a negative impact on the environment.

WWF-FRANCE RATED 

CARREFOUR AS THE 

NUMBER ONE FOOD 

RETAILER IN ITS 

SCORECARD, AFTER 

COMPARING THE WOOD 

SOURCING POLICIES OF 

35 COMPANIES
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Wal-Mart eliminated 16 per cent of the paper fi bre used to package its Value brand 
margarine. Pull & Bear, a division of Inditex, has replaced its printed catalogue with an 
online version.

Furs/Leathers and Animals

Leathers and furs are used in a wide variety of products. Most leathers are chrome-
tanned. The chromium generated as a waste product has been declared hazardous 
by the U.S. Environmental Protection Agency. Furthermore, such tanning facilities 
produce nearly 15,000 gallons of wastewater and 2,200 pounds of solid waste per tonne 
of processed hide (Schubert, July 1998). In a similar manner, furs are treated with toxic 
chemicals to make it a durable material.

Inditex only procures leather from animals which were raised on farms to provide food. 
They declare that they never kill animals solely for their skin. They do not use any fur in 
their products.

IKEA has committed that, by 2017, its leather will be fully traceable and produced 
according to credible standards that will protect the environment and respect animal 
welfare. Whole Foods endeavours to provide full transparency to customers about the 
conditions under which the animals from which it sources its animal products were 
raised. Tesco and M&S have abandoned animal testing for their products and have 
implemented animal welfare policies to ensure proper treatment of livestock.

Fishing and Aquaculture

About 200 million direct and indirect jobs depend on the fi shing industry for their 
livelihood. But, unfortunately, 80 per cent of the world’s fi shing stocks are now over-
exploited.

Whole Foods was the fi rst retailer to offer MSC certifi ed seafood in the US. M&S has 
partnered with WWF to achieve 100% sustainable farm fi shing. From 2010 onwards, 
Carrefour withdrew blue lingcod, red tuna and deep-sea perch from its stores in France 
to promote responsible fi shing practices. Waitrose announced that it would source only 
sustainable, certifi ed, own-brand fi sh by 2016. This is important becauses Waitrose sells 
12 per cent of the fi sh bought in the British supermarkets (Richens, May, 2013).

Cotton

The general trend in the retail industry is to partner with the Better Cotton Initiative 
(BCI) and source Fairtrade and organic cotton to achieve cotton sustainability. Some 
retailers like H&M also provide training to farmers in better farming practices through 
the Better Cotton Initiative. IKEA’s target is to only use cotton produced through BCI 
by 2015.

H&M HAS BEEN DECLARED 

AS THE WORLD’S NUMBER 

1 USER OF ORGANIC 

COTTON AS PER TEXTILE 

EXCHANGE’S LATEST 

GLOBAL SUSTAINABLE 

TEXTILES MARKET 

REPORT

Key Sustainability Initiatives by Global Retailers
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Palm Oil

Palm oil is used to make a number of products like candles, cosmetics and food 
products, and is also used directly as cooking oil. The problem is that palm oil use is 
directly related to deforestation and damage to biodiversity in tropical regions.

Many retailers are using the Roundtable on Sustainable Palm Oil (RSPO) certifi ed 
sustainable palm oil to some extent. Their plan is to further increase the use of certifi ed 
palm oil and to eventually use 100% sustainable palm oil.

4.8  Biodiversity/Habitat Conservation

Most of the global retailers studied contribute towards conservation of biodiversity 
through the reinvestment of profi t in environmental programmes. 

The most common practices are implementation of plans and strategies for protecting 
marine resources and wetlands, protecting the biodiversity of the supplying regions, 
and implementing guidelines, such as those of the Forest Stewardship Council and so 
on.

Wal-Mart built a fi sh ladder in the Pequonnock River to provide safe passage to 
river creatures like eel. It was done to mitigate destructive impacts of a construction 
project in the river stream. It also supported the preservation of a 205 acre marsh 
and woodland along Lake Michigan. This area is an important habitat for nesting and 
migrating birds.

Inditex, in agreement with the Galician Regional Government, launched a project to 
create a Seed Bank and improve the forest ecosystem in Spain.

Carrefour implemented two important projects to conserve biodiversity. In the fi rst 
project, it provided guided tours to nearly 300 customers to raise awareness about the 
importance of wetlands. It was launched because 60 per cent of the Spanish wetlands 
have disappeared in recent years. In the second project, Carrefour France has raised 
awareness among its consumers for the protection of marine resources. It ran this 
awareness campaign in all its hypermarkets and supermarkets in France.

Wal-Mart, in partnership with the National Fish and Wildlife Foundation (NFWF), 
launched a unique project ‘Acres for America’ in 2005, in which it committed to 
purchase and preserve 1 acre of wildlife habitat in America for every acre of land it 
develops. Although it invested $35 million in this project, it has been able to conserve 
nearly 690,000 acres of land till date.

Carrefour and Wal-Mart are taking initiatives to conserve the biodiversity of wetlands. 
IKEA has been working with WWF since 2002 to protect virgin forests in Romania. It 
has succeeded in getting a ministerial order passed which will guarantee the protection 
of the habitats of 13,000 species in virgin forests.

IN FEBRUARY 2012, TESCO 

LAUNCHED ‘TOGETHER FOR 

TREES’ IN PARTNERSHIP 

WITH RSPB TO SAVE OVER 

2,38,000 Ha
OF THE WORLD’S 

MOST ENDANGERED 

RAINFORESTS. IT 

HAS ALSO INCLUDED 

CUSTOMERS IN THIS 

INITIATIVE THROUGH 

DONATIONS
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4.9  Presence of Environmental Policy

This section discusses the course of action or principles adopted by global retail 
organizations in aspects like energy conservation, emission reduction, water 
conservation, biodiversity protection, waste reduction and recycling, packaging, green/
sustainable products, green buildings and environmental aspects of the supply chain.

Most of the retailers in this study have detailed environmental policies. The following 
points cover some aspects of their policies:

• Wal-Mart integrated the concept of sustainability into its strategy in 2005. Its 
sustainability goals were to be supplied 100% renewable energy, to create zero 
waste and to sell sustainable products. Its suppliers are also encouraged to 
produce sustainable products, by having to go through Walmart’s self-developed 
sustainability index. M&S covers most of the sustainability aspects through its 
‘Plan A’, which focuses on high-impact, immediate targets such as, reduction in 
energy consumption, improved packaging and more sustainable sourcing.

• Inditex has a comprehensive environmental policy with a ‘Strategic Environmental 
Plan for 2007-2010’. It is now going through its ‘Sustainable Inditex 2011-2015’ 
plan, where it primarily focuses on cutting its ecological footprint across its value 
chain as well as reducing greenhouse gas emissions at the organization level. 

• H&M has defi ned seven ambitious commitments on sustainability for itself. 
Among them, following the ‘3 Rs’, being climate smart and using natural resources 
responsibly are of signifance to the environment. 

• Carrefour has developed a global responsible sourcing policy over 20 years to 
minimize its impact on the environment. It is also targeting zero deforestation in 
its business by 2020. 

• For IKEA, sustainability is one of the four policies of “Growing IKEA – together”. 
Woolworths has identifi ed six environmental issues – water, sourcing, packaging, 
climate change, waste and Green Stores – as key priority areas to work on. These 
are only some examples of what retailers are doing at a strategic level in order to 
incorporate sustainability into their core business.

4.10  Environmental Reporting

This section discusses the disclosures about environmental and sustainability initiatives 
taken by leading global retailers. It also takes into consideration the Global Reporting 
Initiative (GRI), Carbon Disclosure Project (CDP), United Nations Development 
Programme (UNDP) and other such guidelines followed by retailers. The appearance of 
these retail organizations in various indices, like DJSI/FTSE4Good, is an indicator of 
their respective best performances in key areas of environmental reporting. 

Except for Tesco UK and Whole Foods Market, all the other global retail organizations 
in this study follow GRI guidelines for reporting. Although Tesco UK does not follow 
these guidelines, Tesco Hungary does. Some of these global retailers are also listed 
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on major sustainability indices. For example, Tesco is listed on DJSI and FTSE4Good 
Indices. In 2012, it received a rating of 95 out of 100 on the FTSE4Good Index; Inditex 
was added to DJSI in 2001 and to FTSE4Good in 2003. In 2011, Inditex received a 
score of 85% on the DJSI (as compared to the average of 48%) for its comparatively 
better performance. H&M and IKEA, apart from following GRI guidelines, also report 
on the UN Global Compact principles. Carrefour was listed on DJSI World, Ethibel 
Excellence Global and FTSE4 Good Global among others. Woolworths is also listed on 
DJSI, in addition to which it reports on the Carbon Disclosure Project (CDP) and on 
Water Disclosure.



35   

Environmental sustainability practices in 

the Indian retail sector are still in their 

infancy. While some of the large Indian 

retailers recognize the importance of 

sustainability, however, it is not an integral 

part of their corporate strategy, unlike their 

global competitors. 

Disclosure and overall reporting of 

sustainability initiatives is almost non-

existent among Indian retailers. Primary 

research was therefore required to 

understand their levels of awareness and 

focus on these initiatives. This section discusses some of the 

fi ndings from this research. The retailers highlighted in this 

section include the retail arms of Aditya Birla Group, Future 

Group, Reliance Retail and Shoppers Stop. 

Interestingly, most of these retailers have undertaken some form of sustainability 
initiative or the other, ranging from fairly basic efforts initiatied by enterprising 
employees to a more advanced process looking at operational resource effi ciency. 

With the exception of the Aditya Birla Group, sustainability is not a core strategic focus 
for most Indian retailers and the sector in India is at an early stage of defi ning the scope 
and scale of sustainability. 

It is however important to note that even retailers that are not currently focusing on 
sustainability do recognize the gap in their understanding and are willing to address 
this going forward. A signifi cant push to this thought process is being led by the entry 
of global retail giants like Marks and Spencer and IKEA with well-defi ned sustainability 
agendas which resonate through their supply chains. 

For Indian retailers some of the most important drivers for sustainability include:

• Reduction of costs 

• Management of scarce natural resource use

• Regulatory pressure

The respondents interviewed indicated that they had taken initiatives to lower the 
energy consumption of their stores and warehouses, but the degree of implementation 

5. ENVIRONMENTAL 
SUSTAINABILITY 

INITIATIVES 
UNDERTAKEN 

BY THE INDIAN 
RETAILERS
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varied. Use of LED lights in stores, relying on sunlight during the day time and 
installing better refrigeration systems are some of the steps that have been taken by 
Indian retailers to reduce energy consumption in their stores.

Indian retailers are also proactive in minimizing wastage in packaging. For example, 
the retail wing of Aditya Birla Group believes that the overall weight of packaging, 
particularly in the apparel segment, is sometimes greater than the product itself and is, 
therefore, trying to reduce the weight of its packaging. 

Reliance Retail is using handmade recyclable materials as well as recycled paper in 
packaging. 

All the retailers interviewed have priced the consumption of plastic carry bags, as per 
government regulations. This has reduced the consumption of plastic bags by 30-40 per 
cent.

Indian retailers feel that the awareness of sustainable products among customers is low. 
Although customers appreciate sustainability initiatives, they are still not willing to pay 
premium prices for greener products. Raising awareness among consumers about the 
environmental impact of their spending decisions will be key in pushing forward the 
integration of sustainability into the core business strategies of Indian retailers. 

Most retailers do realize that their businesses rely on fi nite natural resources. Increase 
in prices of raw material resources including electricity and water tariffs, will increase 
costs, thereby progressively reducing profi t margins. 

However, the tipping point for the vast majority might come when there are pressures 
from price/supply shocks related to raw material sourcing, regulation, supply chain 
risks or competitive pressures from international retailers to become sustainable.

RELIANCE RETAIL 

REDUCED THE COST OF 

PACKAGES BY 

40% 
IN ITS JEWELLERY 

STORES BY USING 

HANDMADE RECYCLABLE 

MATERIALS 
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Sustainability has become a core 
consideration for global retailers. 
It is infl uencing their strategy, 
operations, workforce engagement, 
and relationship with consumers and 
communities. 

Growing consumer awareness is driving demand for green products - where and how 
companies source their commodities and manufacture their products are emerging as 
key criteria in purchasing decisions.  Consumers increasingly draw a link between their 
buying power and their impact on critical environmental and social issues.  Companies 
themselves have realized both the need to better manage the natural capital that 
underpins their supply chain and the bottom-line benefi t of environmental effi ciency in 
their operations.  

The Indian organized retail sector is expected to grow rapidly in the coming years.  The 
entry of global retail giants like IKEA, Marks & Spencer, Carrefour and others will see 
sustainability move from being perceived as a cost centre to an area driving commercial 
opportunity and long-term business success.

The programmes of nine global retailers detailed in this report provide a roadmap for 
Indian industry and demonstrate that environmental sustainability can lead to long-
term profi tability, improved supply chains and deeper customer relationships.  
The most successful sustainability programmes evolve with a deep understanding 
of the local business contexts. Replicating the success of some of the environmental 
sustainability initiatives from overseas markets will necessitate adaptation of these 
global best practices to suit the Indian market. The goals of being an effi cient and 
profi table business and a good steward of the environment can go hand-in-hand, and 
adopting a business strategy with sustainability at its core has long term commercial 
and environmental benefi ts.

6. CONCLUSION: 
IMPERATIVES FOR 

RETAILERS IN INDIA
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Key takeaways for improved environmental sustainability 

Sustainability has to be an integral part of an organization’s DNA in order for it 
to have the desired social, environmental, and economic outcomes. The following 
are key takeaways for retailers to improve their environmental sustainability 
performance: 

• Integrate sustainability into the core business strategy that encompasses 
business operations and stakeholders.

• Assign senior management resources for setting the sustainability agenda 
and driving change within the organisation.

• Engage customers to increase awareness on sustainability through various 
measures, such as in-store education, labelling and prominent green shelves. 

• Engage employees to help achieve the sustainability agenda, through 
awareness programme and incentives that promote innovation.

• Improve resource effi ciency across various parameters, such as energy, 
water, waste, packaging, transportation. This needs to be backed up with 
a comprehensive environmental management system that sets targets and 
monitoring plans.

• Engage suppliers to drive sustainability across the supply chain, ranging 
from sustainable purchasing practices, product innovation, re-engineering, 
effi cient supply chain management.

• Promote the adoption of leading international certifi cations to position 
products with consumers and help drive sustainable supply chain practices

• Engage suppliers to drive sustainability across the supply chain, ranging 
from education, sustainable purchasing practices, product innovation, re-
engineering, effi cient supply chain management. 

• Increase transparency, through reporting on sustainability that also meets 
increasing investor requirements for disclosure of Environmental, Social and 
Governance parameters. 
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ANNEXURE

Rationale for the Study

The opening of retail to global competition is expected to tranform the landscape of this 
sector in India. This provides an important opportunity for organized Indian retail to 
take a holistic approach to sustainability as a means to leapfrog global players. 

The purpose of this study is to enable a better understanding of environmental 
sustainability among Indian Retailers. In order to catalyze Indian retail towards 
innovative solutions, the study highlights a broad spectrum of tangible global examples, 
where sustainability practices have reslted in positive economic and environmental 
benefi ts. 

Methodology Involved

The report captures some important case studies from the sustainability reports of 
global retailers that will act as a guide for Indian retailers to adopt sustainability 
measures. While sustainability covers economic, social and environmental parameters, 
this study focuses on environmental sustainability. 

The various retailers, whose case studies are highlighted in this report, were selected 
based on parameters such as the size of the organization (in terms of net sales, 
number of employees), public disclosure (availability of sustainability reports), their 
geographical reach (in terms of number of countries in which they operate), regional 
diversity (as consumer awareness, regulations and other such aspects vary with 
regions), retail sector spread (in terms of different segments like apparel, furniture, 
grocery etc.) and their brand recognition in India. The rationale was to showcase 
examples from all parts of the world to Indian retailers.

Examples selected from India are based on primary and secondary research. The global 
examples are based on secondary research and direct interaction with key retailers. This 
report assumes that publicly available information about these retailers is credible. 

The report also highlights recent actions taken by some prominent Indian retailers 
towards environmental sustainability. Since Indian retailers do not usually disclose 
their sustainability initiatives publicly relevant information was collected through 
primary research. The aim was to interview some of the largest retailers in India in their 
respective segments. 

Environmental Parameters

On the basis of the initiatives undertaken by global retailers and publicly available 
sustainability indices/metrics like GRI, Five Winds International, Dow Jones 
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Sustainability Index, OEKOM Research and FTSE4Good, some critical environmental 
parameters were selected to understand and examine environmental sustainability 
initiatives of global retailers. They are: 

1. Energy Conservation and Emission Reduction

2. Packaging

3. Waste Reduction and Recycling

4. Water Stewardship

5. Green Buildings 

6. Sustainable Products 

7. Supply Chain 

8. Biodiversity/Habitat/Wildlife Conservation

9. Presence of Environmental Policy

10. Environmental Reporting

11. Environmental Management System
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