
ABSTRACT 

GRINER, SARAH CAROLINE. Successful Sustainability Integration for the North Carolina 

& South Carolina Textile Complex: Encouraging Competitiveness by Uncovering Best 

Practices. (Under the direction of Dr. Nancy Cassill). 

 

 The purpose of this research was to determine which approaches have enabled North 

Carolina and South Carolina textile companies to successfully incorporate sustainable 

product development and marketing practices into their core business strategies. The 

framework used to evaluate the sustainable initiatives of textile companies was John 

Elkington’s Triple Bottom Line, specifically the eco-efficiency and economic growth areas of 

the Triple Bottom Line (2008). Another purpose of this research was to determine if 

approaches to adopting sustainability vary based on the following three types of companies: 

vertically-integrated, manufacturing, and regional retail. 

 This study used a three-stage methodology. Stage I involved two phases of data 

collection: secondary data collection using relevant literature, and primary data collection 

from interviews with North Carolina- and South Carolina-based sustainable textile 

companies. Stage II used a concurrent triangulation strategy to analyze the secondary and 

primary data to determine if there was convergence. Stage III used the data collected in Stage 

I and the analysis conducted in Stage II to create a resource document for companies that are 

interested in adopting sustainable product development and marketing, entitled 

“Incorporating Sustainability into Your Company’s Core Business Strategy.” 

 The results of Stages I and II revealed that while there is a general framework that can 

be used as a guideline for adopting sustainability, textile companies have been most 

successful when they adapted their sustainability initiatives to fit the individual strengths and 



mission of each company. A customizable framework was created to outline the suggested 

steps for beginning a company-wide sustainability mission, and was used to develop the 

“Incorporating Sustainability into Your Company’s Core Business Strategy” resource 

document. 
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CHAPTER 1 

INTRODUCTION 

 The textile industry has a long history of innovation and technological advances. In 

fact, the root of the word “technology,” from the Greek technē, refers to “weaving” (Hawken, 

P., Lovins, A., & Lovins, L. H., 1999). These innovations have led to groundbreaking 

products that positively influence the day-to-day life of people all over the world. However, 

these advances have also been accompanied by the use of production and business practices 

that are often detrimental to the environment and harmful to its workers. As information 

concerning the inner workings of companies has become more transparent, public demand 

for businesses to become more conscious of their effect on the environment and the welfare 

of their workers has risen tremendously; this is where the case for business sustainability 

begins. 

 Sustainability is generally defined as “development that meets the needs of the 

present without compromising the ability of future generations to meet their own needs” 

(Our Common Future, 1987, website). History has shown that companies tend to believe that 

there is a trade-off between sustainability and profitability (Hart, 2007). Ever since the birth 

of modern production during the industrial revolution, “enterprises [have] relied upon the 

extraction of cheap raw materials, exploitation of factory labor, and production of mass 

quantities of waste and pollution” (Hart, 2007, p. 5). While this type of industrial behavior 

was once possible in a world of two billion consumers, it is clear that as we move beyond a 

global population of seven billion, the limits to growth have been reached with current 

inefficiencies in material production. However, more recent studies (Hart, 2007; Nidumolu, 

R., Prahalad, C., & Rangaswami, M., 2009; Werbach, 2009) have shown that there is actually 
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tremendous profitability to be found when sustainable practices are strategically incorporated 

into the core competencies and everyday activities of a company. 

The textile industry stands poised to play a powerful role in the campaign for 

sustainability. Since textiles are a “widespread, virtually universal product,” (Slater, 2003, p. 

xi) innovations within the textile industry have the potential to positively affect individuals 

all over the world. However, the industry also has several distinctive obstacles to overcome 

in moving toward more sustainable practices. Some of the greatest sustainability challenges 

for the textile industry originate from its uniquely complex and fast moving nature (Divita, 

2005; Slater, 2003). Other challenges include the intensive use of natural resources as well as 

the purveyance of human rights issues within the international labor pool (Park-Poap, 2010). 

Despite these challenges, many textile companies have already discovered that 

sustainability need not be a burden to business, but rather a strategic opportunity (Hart, 2007) 

that allows firms to generate a profit while also improving their treatment of natural capital 

and human beings. Considering the growing need for sustainability in the textile complex, 

this study was designed with the mission of using success stories of sustainable product 

development and marketing strategies from various North Carolina and South Carolina 

textile companies to develop a resource document, entitled “Textile Value Chain 

Sustainability Resource Guide,” to be used by other textiles companies seeking to adopt 

business sustainability in the future. By learning from firms who have successfully integrated 

sustainability into their core competencies, the textile industry has the potential to improve its 

means of producing and conducting business while also lighting the way for other industries. 

For the purposes of this research, sustainability was defined using the triple bottom 

line (TBL) (Elkington, 1998). The TBL serves as a framework for business activities and 
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focuses on the aspects of economic prosperity, social justice, and environmental quality 

(Elkington, 1998), or simply people, planet, and profit. This model is one of the more holistic 

sustainability frameworks because it gives equal importance to each of the three aspects, and 

is set up in such a way that one category cannot, or should not, excel at the expense of any 

other category. “Many businesses…have adopted the TBL sustainability framework to 

evaluate their performance” (Slaper & Hall, 2011, p. 4). This study examined how North 

Carolina and South Carolina textile firms have chosen to approach sustainable product 

development and marketing, as outlined by the eco-efficiency and economic growth areas of 

the TBL framework (see Figure 1). 
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Figure 1.  Framework - The Triple Bottom Line. 

Source: (2008, December 23). Economy. Retrieved from Green City Blue Lake website: 

http://www.gcbl.org/economy. 

 

 In addition to their sustainability efforts, the textiles businesses included in this study 

were selected based on their participation in one of the following three categories: regional 

retail, vertical integration, or manufacturing. A “textile business” or “textile company” refers 

to any company participating in the textile value chain, including agriculture, manufacturing, 

wholesale, services, and retail. Figure 2 shows a visual depiction of the textile value chain, as 

reported by Frederick (2012a). 
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Figure 2. The Textile Value Chain. 

Source: Frederick, S. (2012a). Value chain. Retrieved from NC Textile Connect website: 

http://www.nctextileconnect.com/value_chain.cfm. 
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Purpose of Research 

The purpose of this study was to determine which approaches have enabled North 

Carolina and South Carolina textile businesses to successfully incorporate sustainable 

product development and marketing practices into their core business strategies.  This 

determination was made by answering the following research questions: 

1. What factors have motivated companies to adopt sustainable product development 

and marketing? 

2. Is there one common approach to adopting sustainable product development and 

marketing within the textile industry, or have several different approaches been 

proven successful? 

3. Are there common phases of becoming a more sustainable textile business, regardless 

of approach? 

4. How can the success of North Carolina and South Carolina textile companies be 

documented and visually depicted in reference to their adoption of sustainable 

product development and marketing? 
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Research Objectives 

 The primary objectives were to conduct industry interviews with textiles companies 

who have successfully integrated sustainable product development and marketing into their 

core business strategies, using the collected data to identify any existing patterns in their 

approaches for adopting business sustainability, as detailed by the following: 

RO1: Determine which sustainable product development and marketing approaches have 

been proven to be most successful 

RO2: Determine if there is one or several common approaches to adopting sustainable 

product development and marketing 

RO3: Determine if approaches to sustainable product development and marketing vary 

between the following three types of companies: vertically-integrated, 

manufacturing, regional retail 

RO4: Create a framework to outline the phases of incorporating sustainability into a textile 

firm’s product development and marketing strategies 

RO5: Develop a resource document to address the primary barriers and encourage 

sustainable product development and marketing 
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Significance of Study 

1. This study combined two key assets of business environment analyses and case 

studies by conducting several company case studies within the textile industry and 

comparing their approaches to sustainable product development and marketing. 

2. As the two leading states in the United States for textile production and marketing, 

North Carolina and South Carolina are poised to play a critical role in developing 

more sustainable business and production practices within the textile industry. By 

learning best sustainability practices from successful textile companies within these 

two states, other companies may be able to increase their rate of success as they begin 

to adopt sustainability in the future. Additionally, after experiencing the effects of 

globalization between 1995 and 2005, the surviving companies left in North Carolina 

and South Carolina are more receptive to new technologies and ways of doing 

business in order to remain competitive in the global market. 

3. Providing insight into sustainable development also strengthens the textile industry as 

a whole, improving competitiveness with the potential for creating more research and 

employment opportunities. 

4. This study investigates how approaches to sustainability vary between different 

categories of companies within the textile industry, specifically vertically-integrated, 

manufacturing, and regional retail companies. 
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Limitations of Study 

1. This research defined sustainability in terms of the triple bottom line (TBL), which is 

built on three components: people, planet, and profit. This study focused on textile 

companies whose sustainability efforts were defined by the eco-efficiency and 

economic growth areas of the TBL. 

2. The sample of textile companies was limited to those located in North Carolina and 

South Carolina and represents a convenience sample. The results can be generalized 

to the sample textile companies in North Carolina and South Carolina. 

3. Due to the sensitive nature of the data being collected in this study, companies may 

have been limited in the amount and type of data that companies were willing to 

make public. Companies were not compelled to reveal trade secrets or information 

that could further explain sustainability integration, bad ventures, and/or future 

sustainability efforts. 

4. This research focused on sustainable product development and marketing; there are 

many other areas of sustainable business that do not fall within the parameters of this 

study that may further explain a company’s sustainability integration and encourage 

competitiveness. 
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Nominal Definitions 

○ Approach - A strategy and tactic for addressing the various challenges and 

opportunities that stem from sustainability. 

○ Biomimicry – The conscious imitation of nature’s processes to solve human problems 

in industry, design, and elsewhere (Benyus, 1997). 

○ Business Strategy – “A long term plan of action designed to achieve a particular goal 

or set of goals or objectives” (A Definition, 2008, http://www.rapid-business-

intelligence-success.com/definition-of-business-strategy.html). 

○ Business Sustainability – Frameworks and strategies that seek “to create long-term 

shareholder value by embracing the opportunities and managing the risks that result 

from an organization’s economic, environmental, and social responsibilities” 

(Pojasek, 2007, p. 81). 

○ Competitive Advantage – “An advantage over competitors gained by offering 

consumers greater value, either by means of lower prices or by providing greater 

benefits and service” (Competitive Advantage, 2011, 

http://tutor2u.net/business/strategy/competitive_advantage.htm). 

○ Core Competency – The special knowledge and skills that give a particular company 

competitive advantage while creating and delivering value to its customers in its 

chosen field (Core Competencies, 2011). 

○ Corporate Social Responsibility (CSR) – “Corporate initiative to assess and take 

responsibility for the company’s effects on the environment and impact on social 

welfare” (Corporate Social Responsibility, 2011, 

http://www.investopedia.com/terms/c/corp-social-responsibility.asp). 
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○ Cradle to Cradle – Approach that “mirrors nature’s regenerative cycles so that at the 

end of its useful life, a product and its component materials are used to make equally 

valuable products” (McDonough, 2006, p. 5). 

○ Cradle to Grave – The historical approach to production, which involves using natural 

resources to create products that become useless waste at the end of their useful lives 

(McDonough, 2006). 

○ Eco-effectiveness – Strategy wherein new industrial systems that do not create waste 

or deplete natural resources are created to replace outdated, wasteful technology (Lee 

& Bony, 2009). 

○ Eco-efficiency – Efforts aimed at incrementally improving current systems in order to 

generate less toxic pollution and reduce the overall impact on natural resources (Lee 

& Bony, 2009). 

○ Greenwashing – “A form of corporate misrepresentation where a company will 

present a green public image and publicize green initiatives that are false or 

misleading” (Greenwashing, 2011, http://www.ecomii.com/ecopedia/greenwashing). 

○ Marketing – “Process of planning and executing the conception, pricing, promotion, 

and distribution of ideas, goods, and services to create exchanges that satisfy 

individual and organizational goals” (Kotler & Keller, 2009, p. 5). 

○ Metrics – The means by which a company measures its successes and failures in 

terms of its financial and sustainability goals (Sustainability Metrics, 2012). 

○ Natural Capital – Vital benefits and resources, critical for human survival and 

economic activity, provided by the ecosystem. Can refer to both renewable and non-

renewable resources (Natural Capital, 2011). 
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○ Product Development – “The process of producing product from concept to creation” 

(Conway, 1997, p. 214). 

○ Production – The process and methods used to convert tangible inputs (raw materials, 

etc) and intangible inputs (ideas and information) into goods or services (Production, 

2011). 

○ Retail – “Describes final sales to mostly nonbusiness customers or end-users, often 

called consumers” (Ayers & Odegaard, 2008, p. 3). 

○ Retailer – “A person or group that owns and/or operates a retail store or stores” 

(Conway, 1997, p. 226). 

○ Sustainability – “Development that meets the needs of the present without 

compromising the ability of future generations to meet their own needs” (World 

Commission on the Environment and Development, 1987, http://www.un-

documents.net/ocf-ov.htm#1.2). 

○ Sustainable Design – “…Refers to environmental stewardship, such as products that 

are ecological, organic, or recycled” (Conway, 1997, p. 257). 

○ Sustainable Product – product that provides “environmental, social, and economic 

benefit while protecting public health, welfare, and the environment over their full 

commercial cycle, from extraction…to final disposition” (Conway, 1997, p. 257). 

○ Textile Business/Textile Company – Refers to any company participating in the 

textile value chain, including agriculture, manufacturing, wholesale, and retail 

(Frederick, 2012b). 

○ Textile Complex – “Refers to the industry chain from fiber to fabric, through end uses 

of apparel, interior furnishings, and industrial products” (Dickerson, 1999, p. 35). 
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○ Triple Bottom Line – A framework for business activities and focuses on the aspects 

of economic prosperity, social justice, and environmental quality (Elkington, 1998). 

○ Value Chain – A linked chain of value-creating activities that converts raw materials 

into final products (Porter, 1985). 
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CHAPTER 2 

REVIEW OF LITERATURE 

Defining Sustainability 

 Although there are many opinions as to what sustainability entails, the most 

commonly used and historically significant definition of sustainability is: “development that 

meets the needs of the present without compromising the ability of future generations to meet 

their own needs” (Our Common Future, 1987, website). Sustainability involves going 

beyond the “take, make, waste” (Hart, 2007, p.5) mentality and finding new, creative 

solutions for satisfying needs. 

 Despite the common definition mentioned above, one of the most formidable 

obstacles associated with sustainability is that many find it extremely difficult to define in 

finite terms. Stuart Hart (2007) remarked on this issue, stating that “sustainability is one of 

the most frequently used but least understood terms of our time” (p. 59). Some define 

sustainability narrowly, focusing only on the environment. Others define sustainability very 

broadly, including everything from business practices to bringing the poorest 4 billion 

individuals on Earth out of poverty. Looking toward the future, “it is important to develop a 

common lexicon…for discussing ‘lessons learned’ and for benchmarking common elements 

of achievement” (Pojasek, 2007, p. 81). However, it is the current ambiguity that provides 

some of the greatest opportunities for incorporating sustainable practices. From a strategic 

point of view, it is advantageous to work toward ill-defined and imprecise opportunities 

because once the territory is defined and standards are set, there is little money to be made 

and less competitive edge to be gained (Hart, 2007). For the purposes of this research, 
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sustainability will be defined using the triple bottom line (TBL), which will be explained in 

detail later in this section. 

The need for a more specific definition and framework for sustainability arises from 

two primary issues: the lack of common lexicon for day-to-day use, and the misleading 

nature of eco-friendly marketing. Just as there are common lexicon and practices for 

management and production, a common system for sustainability-related practices is 

becoming necessary as well. Many of those entering the realm of sustainability find that 

“there is commonality around what should be done to achieve…sustainability, [but] there is 

relatively little agreement on the terms to be used” (Pojasek, 2007, p. 81). Table 1 shows the 

vast variety of terms and phrases commonly associated with sustainability. Not being able to 

speak the same language makes communication and cooperation frustrating at best and 

impossible at worst. 

 

Table 1.  Common Sustainability Terms. 

Environmental Management Closed Loops Community Capitalism 

Corporate Social Responsibility Resource Productivity Corporate Citizenship 

Greening Sustainable Technology Voluntary Regulation 

Industrial Ecology Radical Transactiveness Civic Entrepreneurship 

Stakeholder Management Systems Thinking Full Cost Accounting 

Life-Cycle Management Corporate Governance EMS 

Pollution Prevention (P2) Clean Technology Risk Management 

Sustainable Development Eco-Efficiency Leapfrog Technology 

Design for Environment (DfE) Eco-Effectiveness Cradle to Cradle 

Green Design Biomimicry Restorative Technology 

Urban Reinvestment Triple Bottom Line B24B 

Brownsfield Redevelopment Inclusive Capitalism Take-Back 

ISO 14001 Base of the Pyramid Transparency 

Waste Reduction   

Source: Hart, S. L. (2007). Capitalism at the crossroads. New Jersey: Wharton School 

Publishing, 61. 
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Poorly defined terms and standards have also led to the problem of greenwashing – “a 

form of corporate misrepresentation where a company will present a green public image and 

publicize green initiatives that are false or misleading” (Greenwashing, 2011). A number of 

well-known companies have been accused of greenwashing within the last few years, many 

for promoting themselves as “green” in abstract ways, “such as redesigning signage, logos, or 

packaging with the color green while making claims about actions or company 

environmental programs” (Kapalko, 2010, p. 317). Others use vague, non-quantifiable terms 

such as “eco-friendly” or “ethically produced.” Marketers know that these phrases will catch 

the attention of the consumer, but the ambiguity of the terms used means their claims legally 

require no additional explanation. But marketers should be wary of promoting a green image 

“simply to garner positive short-term buzz, and be sure that there are 

substantial…certifications to highlight, so public perception of their company is real” 

(Kapalko, 2010, p. 317). Making use of third-party certifications, such as the Global Organic 

Textile Standard (GOTS) or Energy Star, is a reliable method of communicating to 

consumers that a product or service is environmentally responsible (Kapalko, 2010) and 

provides substantial evidence for sustainability claims. 

For the purposes of this research, sustainability was defined using the triple bottom 

line (TBL). The TBL serves as a framework for business activities and focuses on the aspects 

of economic prosperity, social justice, and environmental quality (Elkington, 1998), 

shortened as people, planet, and profit. This model is one of the more holistic sustainability 

frameworks because it gives equal importance to each of the three aspects and is set up in 
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such a way that one category cannot (or should not) excel at the expense of any other 

category. The TBL will be described in more detail in the next section. 

 

 

Figure 3.  Framework - The Triple Bottom Line (TBL). 

Source: (2008, December 23). Economy. Retrieved from Green City Blue Lake website: 

http://www.gcbl.org/economy. 

 

The Triple Bottom Line 

 As was stated earlier, this study was conducted with sustainability being defined in 

terms of the triple bottom line (TBL), which gives equal attention to people, planet, and 

profit. The integration of these three areas ensures that companies take responsibility for the 

Profit 

Planet People 
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impact of their activities while also addressing the issues of profitability and competitiveness; 

Adam Werbach (2009) comments that “an environmental goal is not enough to manage a 

company’s future successfully…neither is an economic goal” (p. 9). John Elkington (1998) 

further expounds upon the purpose and function of the TBL on his consulting website, 

SustainAbility: 

 

“The triple bottom line (TBL) focuses corporations not just on the economic 

value they add, but also on the environmental and social value they add – and 

destroy. At its narrowest, the term “triple bottom line” is used as a framework 

for measuring and reporting corporate performance against economic, social 

and environmental parameters. At its broadest, the term is used to capture the 

whole set of values, issues and processes that companies must address in order 

to minimize any harm resulting from their activities and to create economic, 

social and environmental value” (as cited in Sheate, 2010, p. 103). 

 

Within the realm of the TBL, the various activities and trends associated with people, 

planet, and profit are constantly changing and evolving. “These changes flow from a 

profound reshaping of society’s expectations and…the local and global markets business 

serves” (Elkington, 1998, p. 2). This section will briefly discuss the latest developments 

within the areas of people, planet, and profit. 

People 

 One of the most pressing issues currently falling under the category of “people” has 

actually been of public concern for more than a decade, and that is the issue of work 
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conditions and the ethical treatment of workers throughout the value chain. As a result of 

competing in a highly fragmented, global industry that allows for limited monitoring, 

clothing and footwear producers “have been the focus of attentions by the government…and 

other institutional sources with special interest regarding allegations of sweat shop conditions 

and labor exploitation” (Park-Poaps, 2010, p. 300). One hears such stories as workers being 

forced to work 14 hour days for just a few cents per hour, or workers being physically abused 

by their employers (Roddick, 2004). Although monitoring is difficult when a company’s 

functions are spread over several continents, increased pressure from the public has led to 

increased monitoring and auditing by non-government organizations (NGOs) (Park-Poaps, 

2010). As monitoring continues to increase, slowly but surely labor standards are beginning 

to be enforced on a more uniform basis worldwide. 

 The second development concerning “people” is using sustainability to create new 

employment opportunities. This issue is more common in developed countries, such as the 

United States or the European Union, where labor-intensive manufacturing has largely been 

outsourced or replaced by automated technology. Sustainability is at the center of the 

employment issue because, in an ideal world, companies should work toward developing 

technology that leads to radical reductions in the use of natural capital while also raising the 

rates of employment (Hawken et al, 1999). For developed countries, “the textile complex 

must deal with the fact that the national economy is undergoing a shift from manufacturing to 

service and information, thereby changing its overall nature” (Hodges & Karpova, 2006). 

Downsizing the labor pool is not the answer to remaining competitive with the lower labor 

costs abroad; the answer is using the people and resources available to promote developing 

technology, which will enable developed nations to be more competitive. 
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Planet 

 The “planet” category of the TBL is currently booming with different strategies for 

rethinking design and production processes. One of the hot topics of the moment is a design 

concept called “Cradle-to-Cradle” (C2C). C2C is an approach to design that “mirrors 

nature’s regenerative cycles so that at the end of its useful life, a product and its component 

materials are used to make equally valuable products” (McDonough, 2006). Simply put, a 

C2C product is one whose production causes minimal environmental impact and can be 

disposed of through natural decomposition or by being recycled into another useful product. 

C2C makes use of the principles of biomimicry as well as design for disassembly, and is 

based on three criteria: waste equals food, use solar-based power, and make use of diversity 

(Bjørn & Hauschild, 2011). 
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Figure 4.  Framework for Cradle-to-Cradle Design. 

Source: Shaw, M. A. (2003). Sustainability principles for product design. Design and 

manufacture for sustainable development (pp. 69-80). Suffolk, United Kingdom: 

Professional Engineering Publishing. 

 

 A second tool of accountability that has developed within the “planet” category is 

Life Cycle Analysis, or LCA. The LCA methodology is used for tracking “all types of 

relevant resource uses and emissions throughout the entire life cycle of a product from [raw 

materials] to [waste management]” (Bjørn & Hauschild, 2011, p. 599). It has proven to be a 

very useful tool for benchmarking and tracking improvements in product design and 

production. LCA has also been standardized, making it widely available to be used by 
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businesses, third party certifications, and governments alike (Bjørn & Hauschild, 2011). LCA 

is a very applicable tool for the textile industry in particular; it enables companies to track the 

use of resources and sources of waste starting with the first step of the value chain and 

following the product through the end of its useful life (Elkington, 1998). 

 The final development concerning “planet” is the shortening of the value chain. This 

refers to the benefits that can be gained by shortening the distance between members of a 

particular value chain. Creating a closer connection between stages of the value chain 

reduces the number of discarded materials (Slater, 2003), while also reducing the amount of 

energy wasted on transportation between production locations. Shortening the value chain 

also helps to address the issues of transparency mentioned concerning “people;” the more 

contained and localized a value chain becomes, the easier it is to monitor. 

Profit 

 The “profit” category of the TBL is developing rapidly as companies are beginning to 

realize the competitive advantages that can be found within the realm of sustainability. By 

analyzing activities that may fall under the “people” or “planet” categories, businesses can 

find ways to make use of these activities in way that also helps the company earn a profit. 

For instance, several carpet companies have launched carpet recycling programs, where they 

remove old carpet for clients and then recycle the used materials into new products (Slater, 

2003). In this instance, carpet companies are serving their customers while also reducing 

landfill waste and procuring materials for future products; it’s a positive situation for 

everyone involved. 

 Transparency tends to apply to all three areas of the TBL, but the area where it is 

causing the most turbulence is “profit.” The demand for transparency is growing (Elkington, 
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1998) as the public and government have realized the extent of harmful activities that can 

occur when companies are able to fly under the radar. “As a result, business will find its 

thinking, priorities, commitments, and activities under increasingly intense scrutiny 

worldwide” (Elkington, 1998, p. 7). This idea of shared information may not seem so 

extreme to younger generations, who have grown up sharing information via Facebook and 

other media networks, but “companies that have previously sought to justify no disclosure or 

low-disclosure policies will find they…are increasingly operating in a global goldfish bowl” 

(Elkington, 1998, p. 8). Transparency is no longer an option; it is something that consumers 

now demand. 

 

Table 2.  Current State of the Triple Bottom Line. 

TBL Category Most Recent developments 

People ● Improving work conditions worldwide 
● Job creation 

Planet ● Cradle-to-cradle 
● Life Cycle Analysis 
● Disassembly and recycling 
● Biomimicry 
● Thinking locally; shortening the value 

chain 

Profit ● Sustainability as a competitive advantage 
● Transparency 

Created by S. Griner, based on Bjørn & Hauschild (2011), Elkington (1998), Hodges & 

Karpova (2006). 

 

 This study focused on the “profit” and “eco-efficiency” categories of the TBL (see 

Figure 1). As mentioned earlier, the “profit” category applies to business that are able to 

make use of activities from the “people” and “planet” in such a way that also helps the 



 

24 

  

company earn a profit. The activities commonly associated with the “profit” category include 

product or technological innovation, efficient use of capital, risk management, and growth 

enhancement (Economy, 2008). “Eco-efficiency” is a subcategory that falls between the 

“profit” and “planet” categories. Several of the activities mentioned in earlier sections fall 

into this subcategory, including C2C and LCA. Other activities associated with “eco-

efficiency” include resource efficiency and product stewardship (Economy, 2008). These two 

categories naturally lend themselves to the areas of product development and marketing, 

which is why they were included in the framework of this study. 

 

The Current State of Sustainability 

Key Players 

 There are three key players in the quest for sustainability: the public sector, 

government, and business. While this research was conducted with a focus on the role of 

business with respect to sustainability, it is important to acknowledge the influence of the 

other key players as well. 

Historically, the public sector has played a significant role in the quest for 

sustainability. Some of the earliest initiatives were begun by individuals who felt convicted 

to call attention to the unacceptable treatment of workers and the environment, such as Upton 

Sinclair’s “The Jungle” (1906) and Rachel Carson’s “Silent Spring” (1962). Even today, 

some of the greatest movements for sustainability are the result of demands from the public 

sector (Park-Poaps, 2010). While the public plays a strong role with respect to sustainability, 

it ultimately lacks the authority to implement widespread change, unlike the next key player. 
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 The second key player in the quest for sustainability is government. Governments 

have an advantage over non-government organizations or public petitions in that they 

actually possess the authority to introduce legislation and enforce regulations concerning 

sustainability and ethical behavior. A picket line of concerned citizens can be ignored, but the 

possibility of fines, lawsuits, or even imprisonment is much more motivating. The U.S. 

government has had a long and complicated relationship with sustainability, but, to its credit, 

it has proven itself to be adaptable as the meaning and importance of sustainability continues 

to be explored (Hart, 2007). Table 3 shows the evolution of government regulation 

concerning pollution and issues of sustainability. 

 

Table 3.  Government and Business’s Evolving Approach to Sustainability. 

Framework Approximate Date of 

Emergence 
Perspective and Approaches 

Pollution Denial 1945-1960s ● Pollution is the accepted price of 

commerce and production 
● Pollution’s stench is the smell of 

money (oblivious) 
Pollution Control (reactive) 1970s-1980s ● Comply with regulations (clean up the 

pollution) using technologies 

specified by government 
● Pay to reduce impact (trade-off) 

Pollution Prevention (proactive) 1990s ● Manage resources so as to minimize 

waste based on better operating 

practices 
● Eco-efficiency (win-win) 

Eco-Effectiveness/Design for 

Environmental and Life Cycle 

Analysis 

2000s ● Maximize the efficiency of inputs, 

processing steps, waste disposal, etc., 

because it reduces costs and boosts 

profits 
● Creating a positive force (government 

incentives)s 

Created by S. Griner, based on Hart (2007) and Larson (2010). 
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While it may seem like government regulation would be the most effective driver of 

sustainability, government regulation is also accompanied by several hindrances. 

Government regulation tends to lag significantly behind the current capabilities of 

environmental and social protection because legislation involves such a long, tedious 

approval and implementation process. Researcher Keith Slater (2003) goes so far to say that 

government regulation “can never be satisfactory in providing environmental protection, 

simply because they are neither effective nor severe enough” (p. 102). Government 

regulation also tends to be so minimal and ill-defined that it rarely causes corporations to 

drastically deviate from their current means of production. “Standards meant to establish a 

‘floor’ have with time come to be interpreted as a ceiling” (Hawken et al, 1999, p. 274); 

instead of inspiring institutions to go above and beyond the enforced minimums, regulation 

establishes exactly how little institutions must do to pass inspection. Government 

interference with business activities also comes with a certain stigma, resulting in the “great 

trade-off illusion.” When restrictions are put on business and production activities, firms 

begin to believe that they must sacrifice financial gains to meet societal obligations (Hart, 

2007). This mindset results in reluctance to comply beyond the minimum requirements. 

The third and final key player concerning sustainability is business. Surprisingly, 

businesses have the potential to be the most powerful champions of the sustainability 

movement (this research was conducted with the assumption that this theory is true). It has 

been suggested that “business-more than either government or civil society-is uniquely 

equipped…to lead us toward a sustainable world” (Hart, 2007, p. 3). Businesses possess 

several of the best qualities found in both the public sector and government, and can use 

these qualities in ways that other key players cannot. 
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 Though business is perhaps the most influential proponent of sustainability, there are 

many challenges that have yet to be overcome in the corporate sector. The great trade-off 

illusion, mentioned earlier, has “trained a generation of corporate, business, and facility-level 

managers to assume that social [and environmental] concerns could only be drags on their 

business” (Hart, 2007, p. 7). It has only been within the last decade that industry leaders have 

begun to realize that sustainability-related efforts, when approached with the right mindset, 

can actually provide a strong competitive advantage. 

 

Table 4.  Strengths and Weaknesses of Key Players. 

 Public Sector Government Business 

Strengths ● Historical influence 
● Vast array of expertise 

and information 

● Ability to pass 

legislation and uphold 

restrictions 
● Enact widespread 

change 
● Financial resources 

● Vast array of expertise 

and information 
● Common goals 

throughout a company 
● Financial resources 

and public influence 

Weaknesses ● Lack of authority ● Often lagging and 

ineffective 
● Regulation leads to 

reluctant and minimal 

compliance 

● Great trade-off illusion 
● Driven by profitability 

Created by S.Griner, based on Hart (2007) and Hawken et al (1999). 

 

The data collected in this study provides examples of how textile businesses have 

seen through the great trade-off illusion to find profitable means of incorporating 

sustainability into their core business strategies. 

Business and Sustainability 

Despite their history of resistance to sustainability, businesses are arguably the most 

valuable players in quest for sustainability. This hypothesis is derived from the theory that 
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businesses have “the incentives, operational know-how, scalability, and ingenuity to 

respond” (Werbach, 2009, p. 3) to challenges posed by all three areas of the TBL. Businesses 

consist of highly skilled workers who have the knowledge and capabilities of developing 

more sustainable business and production practices. When this knowledge is coupled with 

the opportunity to strategically overtake the competition, companies and governments alike 

are much more likely to sit up and take notice. 

Business is also viewed as a great champion of sustainability based on its global 

presence and influence. Businesses “can serve a broader force for positive change, not just 

relative to ecological sustainability by to social and economic as well” (Freese, 2007, p. 30). 

Any entity that can cleverly convince consumers that they need a product that they have 

never even heard of before can potentially use that same influence for winning support for 

their sustainable efforts. However, unlike governments, who are often lagging in their efforts 

to control and promote sustainable practices, businesses have the motivation of competition 

to stay ahead of the curve. “By treating sustainability as a goal today, early movers [can] 

develop competencies that rivals will be hard-pressed to match” (Nidumolu et al, 2009, p. 3). 

Historically, most companies tend to take a reactive approach by cleaning up the 

damage caused by production; however, some businesses are beginning to realize that 

preventing pollution and other negative impacts is actually a much more cost-effective and 

timely solution (Hart, 2007). Taking this proactive approach one step further, when 

companies are required to develop better practices to comply with environmental or 

employee care standards, the result is often innovative technology or practices that give a 

firm competitive advantage over its competition (Nidumolu et al, 2009). 
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 When it comes to business and production practices, industries tend to keep doing 

what they are currently doing until some outside force (competition, government regulation, 

etc) makes it impossible or completely impractical to continue down the current path. Many 

companies have been able to avoid making major changes to their business strategies by 

making incremental improvements to their current systems over time; often times these 

incremental improvements will be enough to keep up with the least stringent compliance 

standards. However, while Company A is devoting time and money to preserving its current 

methods, Company B has been using the same amount of time and money to find new, 

innovative methods that go above and beyond the current standards (Hart, 2007). According 

to a study published in the MIT Sloan Management Review, companies who take a proactive 

approach to developing more sustainable practices and products feel less pressure from 

government regulation than those who attempt to keep using their current methods (Berns, 

M., Townend, A., Khayat, Z., Balagopal, B., Reeves, M., Hopkins, M. S., & Kruschwitz, N., 

2009). Furthermore, companies who have been focusing on going above and beyond the 

current standards will be several competitive steps ahead of their competition when more 

severe restrictions are eventually required by law. 

 Unfortunately, not all companies have been successful with their sustainability 

efforts. There are many reasons for failure, including everything from insufficient knowledge 

to poorly executed ventures (Berns et al, 2009). Table 5 provides a list of what have been 

found to be the most common points of failure for companies attempting to incorporate 

sustainability. One of the goals of this study was to analyze what strategies and factors have 

enabled certain companies within the textile sector to succeed in their sustainability efforts. 
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By understanding the successes of these companies, other companies will be more likely to 

have successful endeavors as well. 

 

Table 5.  Most Common Reasons for Failure in Sustainable Endeavors. 

Planning amidst high uncertainty 

 

Difficulty forecasting and planning beyond 

the typical one-to-five-year time horizon 

Failing to act decisively Failing to gauge the system-wide effects of 

sustainability investments 

Disconnected ventures within a single company A gap exists between intent and action; 

firms fall short on execution 

Source: Berns et al (2009). Sustainability and competitive advantage. MIT Sloan 

Management Review, 51(1), 19-26. 

 

Sustainable Product Development and Marketing 

Product Development 

Product development is defined as “the process of producing product from concept to 

creation” (Conway, 1997, p. 214). Based on a customer need, an idea for a product that 

satisfies that need is brainstormed, developed, tested, improved upon, produced, and 

eventually sold to an end consumer. “New products are crucial to successful growth, 

competitiveness, and increased profits in most textile, apparel, and retail organizations” (as 

cited in Powell & Cassill, 2006). Beyond satisfying consumer needs, product development 

can also be used as a growth strategy (Kotler & Keller, 2009). There are three main growth 

strategies: intensive, integrative, and diversification (Kotler & Keller, 2009). Table 6 

describes each of these three strategies in more detail. 
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Table 6. Three Main Growth Strategies. 

Growth Strategy Characteristics 

Intensive Growth within the current market by encouraging current consumers to 

purchase more frequently or by procuring new customers; focuses on 

existing products 

Integrative Uses backward, forward, or horizontal integration within an industry to 

increase sales and profits; extends product offerings into related product 

categories 

Diversification Increases sales by finding opportunities that exist outside of the present 

business 

Source: Kotler, P., & Keller, K. L. (2009). Marketing management (13th ed.). Upper Saddle 

River, New Jersey: Prentice Hall. 

 

Generally speaking, “once a product design has been set, its sustainability attributes 

are largely fixed” (Ny et al, 2008, p. 601). With this in mind, product developers are 

beginning to focus more on designing their products using eco-friendly materials or other 

popular sustainability frameworks, such as C2C or LCA (McDonough, 2006; Bjørn & 

Hauschild, 2011). Products can be designed in order to satisfy a sustainability-related need, 

such as reusable shopping bags, or to satisfy a more general consumer need using resource 

efficiency or product stewardship constructs (Economy, 2008). 

Marketing 

Marketing is defined as the “process of planning and executing the conception, 

pricing, promotion, and distribution of ideas, goods, and services to create exchanges that 

satisfy individual and organizational goals” (Kotler & Keller, 2009). Marketing comes in all 

forms and usually involves a mix of the following four areas: product, price, place, and 

promotion (Kotler & Keller, 2009). Marketing and product development are often coupled 

together as a single strategic unit because of their many interdependencies and overlapping 
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objectives. Table 7 provides an outline of the many different marketing and product 

development strategies around which companies can orient themselves. 

 

Table 7. Combined Product Development and Marketing Strategies 

Company Orientation Characteristics 

Production Concept Assumes consumers prefer products that are widely available and 

inexpensive 

Product Concept Assumes consumers prefer productions that offer the most quality 

Selling Concept Assumes that consumers, if left alone, will not buy enough of the 

organization’s products 

Marketing Concept Companies strive to find the right products for their consumer, not the 

right consumer for their products 

Holistic Marketing Concept Concept is based on the development, design, and implementation of 

marketing programs, processes, and activities that recognizes their 

breadth and interdependencies 

Relationship Marketing Aims to build mutually satisfying long-term relationships with key 

constituents in order to earn and retain their business 

Source: Created by S. Griner, based on Kotler, P., & Keller, K. L. (2009). Marketing 

management (13th ed.). Upper Saddle River, New Jersey: Prentice Hall. 

 

 Marketing can be used to advertise a company’s sustainable products and efforts, or 

to encourage other parties to adopt more sustainable practices. According to Gordon, 

Carrigan, and Hastings (2011), “marketing has a central role to play in tackling 

[sustainability issues] because it can influence behavior” (p. 144). When used correctly, 

marketing can create a win-win situation by promoting sustainable products and capabilities 

while also increasing the firm’s market share. By using marketing and product development 

strategically, businesses can “further the goals of sustainability and provide ethical products 

and services” (Gordon et al, 2011, p. 144). 
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Sustainability and the Textile Industry 

 Due to its global presence as a provider of a very basic human need, clothing, the 

textile industry stands poised to play a powerful role in the campaign for sustainability. This 

may come as a surprise since the textile industry has a reputation of being a production-

intensive industry. While this claim does have its merits, “the textile industry is often blamed 

(perhaps unfairly) far more than it deserves” (Slater, 2003, p. ix). This reputation has largely 

come into existence because of the universality of textiles - people all over the world need 

clothing - as well as its often tangible effects on the planet, such as dyestuffs coloring local 

rivers (Slater, 2003). Reputation aside, the textile industry is in great need of improvement in 

the area of sustainability. 

 One of the reasons that sustainable initiatives are so greatly needed in the textile 

industry is that textile production involves multiple stages with multiple facilities in multiple 

locations. Table 8 provides a complete list of waste and potentially harmful activities that 

accompany each stage of the textile complex. Keith Slater (2003) comments that “a fabric, no 

matter how high its quality or how well it is finished…is of little or no use unless it is made 

into something” (p. 90). This built-in redundancy in textile production has become the 

industry’s Achilles heel. 
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Table 8.  Environmental Challenges at Each Stage of the Textile Complex. 

Production Stage Environmental Challenges 

Fiber Production Natural fibers: 

 Chemical use (for fertilizer, insecticide, growth control, harvest 

management, and cleaning) 

 Bioengineering (cotton) 

 Irrigation (cotton) 

 Soil erosion 

 Overgrazing and water contamination (wool) 

Manufactured and manufactured cellulosic fibers: 

 Oil consumption 

 Chemical processing 

 Harvesting of raw materials (trees) 

 Recyclability 

Yarn Production Fiber waste – mote (dust) together with short fibers, plant waste, soil, or 

other elements 

Textile Production Weaving: 

 Water diversion rates (to power looms) 

 Energy consumption (to dry fabrics from water-jet looms) 

Finishing: 

 Water diversion rates 

 Energy consumption 

 Chemical processing 

Dyeing and printing: 

 Release of dyes, pigments, and other chemicals containing color, 

salt, acids, and heavy metals into water systems 

Apparel Production Waste production: 

 Textile (from scraps after the pattern is cut out) 

 Paper (discarded patterns) 

 Bobbins (industrial-sized spools of thread) 

Human capital: 

 Sweatshops 

 Community development 

Post-Production Retail: 

 Energy consumption (transportation) 

 Landfill disposal (plastic garment bags and hangers) 

Post-purchase: 

 Laundering (water use and energy consumption) 

 Dry-cleaning (use of perc) 

Post-consumption: 

 Landfill disposal 

 Donation/recycling 

Source: Divita, L. (2005). "And why do you worry about clothes?" environmental ethics and 

the textile complex. Perspectives on Science and Christian Faith, 57(1), 37. 
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 There are several unique qualities that make textile production more prone to 

pollution creation compared to the production of other durable goods, such as refrigerators or 

dishwashers. These unique qualities “include a lack of automation in apparel assembly, large 

water consumption, and a more rapid fashion cycle” (Divita, 2005, p. 36). So not only are the 

production activities themselves more harmful, but product turnover occurs much more 

frequently than almost any other consumer product. 

 Not only is there tremendous waste and pollution created during production, the 

waste does not stop accumulating once a textile product is purchased by a consumer. The 

means by which consumers choose to use, launder, dispose, or reuse their textiles “all 

contribute to the cumulative affect clothing and textiles have on the environment” (Divita, 

2005, p. 38). With so many points of waste creation throughout the lifecycle of a textile 

product (as shown in Figure 5), there is great potential for finding ways to either eliminate 

waste or create methods for turning waste products into raw materials. 
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Figure 5.  Flow of Materials from Creation to Disposal. 

Source: (2011). The process view of business operations. Retrieved from Jorum website: 

http://open.jorum.ac.uk/. 

 

Beyond issues of pollution and environmental impact, the textile industry has also 

become negatively associated with the mistreatment of laborers. Some of the most high-

profile workers’ rights violations, such as Nike’s use of child labor or the Kathy Lee Gifford 

sweatshop scandal, occurred within the textile complex (Park-Poaps, 2010). While several 

positive strives have been made in reference to the textile industry’s care for laborers, several 

investigations (Barnes & Kozar, 2008; Ellis, 2010; Park-Poaps, 2010; Roddick, 2004; 

Seidman, 2011) over the past decade have led to disturbing findings. 
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 Even in developed countries, textile workers have dealt with less than ideal 

circumstances over the past fifteen years. With the final removal of trade quotas for apparel 

in 2005, profits from North Carolina exports of apparel and accessories decreased by 71% 

from the year 2001 to 2009 (Frederick, 2009), leaving many textile workers in the United 

States and Europe without employment. Where manufacturing was once the largest sector in 

North Carolina, “by the end of the century the share of manufacturing jobs in North Carolina 

was reduced by almost half” (Hodges & Karpova, 2006, p. 211) and has continued to 

decrease well into the 21
st
 Century. Textile workers in the U.S. and Europe are faced with the 

frustration of being replaced by cheap foreign labor and automated machinery. With workers 

in both developed and developing countries losing in the current employment environment, 

the need for change in the textile industry could not be more apparent. 

 

Table 9.  Employment (in thousands) in the U.S. Textile and Apparel Industry. 

Industry January 2001 August 2011 Percent Change 

Total 
Manufacturing 

17,114.0 11,757.0 -31.3% 

Textiles & Apparel 
(NAICS 313, 4, 5) 

1,046.2 392.1 -62.5% 

Textile Mills 
(NAICS 314) 

364.7 122.1 -66.5% 

Textile Product Mills 
(NAICS 314) 

224.9 115.6 -48.6% 

Apparel 
(NAICS 315) 

456.6 154.4 -66.2% 

Source: Bureau of Labor Statistics (2011). Retrieved from: http://www.bls.gov/. 

*Note: The textile value chain is much broader than the three NAICS codes included 

 

  



 

38 

  

North Carolina and South Carolina 

 As mentioned before, employment of American textile workers has been in decline 

for over a decade (Guillory et al, 2009). According to Oh et al, “job loss has been 

particularly significant in the textile, apparel, and furniture manufacturing industries as 

production has gone almost entirely off-shore” (as cited in Hodge & Lentz, 2008, p. 21). As 

leaders in the textile and apparel industry, North Carolina and South Carolina have suffered a 

very severe decline in employment as a result of manufacturing’s off-shore migration 

(Hodges & Karpova, as cited in Hodge & Lentz, 2008). However, it is important to look 

beyond the region’s recent job losses and acknowledge North Carolina’s and South 

Carolina’s roles in the global textile industry. 

North Carolina 

  Despite falling employment rates in manufacturing, North Carolina still plays a 

significant role in global textile manufacturing. As of 2010, North Carolina employed 63,164 

workers in the area of textile and apparel manufacturing (North Carolina Manufacturing, 

2011). According to NC Textile Connect, there are currently 1,945 textile-related businesses 

based out of North Carolina (Frederick, 2012a). These businesses cover all areas of the 

textile value chain including production, retail, wholesale, and services, as shown by the 

examples given in Table 10. According to the 2011 North Carolina Economic Index, Retail 

Trade is still one of North Carolina’s four largest industries (Bunn & Ramirez, 2011). 
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Table 10. Number of North Carolina Textile Businesses by Supply Chain Sector 

Value Chain Stage Number of Locations 

Fiber Producers 93 

Yarn and Thread Manufacturers 84 

Fabric Manufacturers 271 

Finishing Companies 81 

Home & Interiors Producers 119 

Apparel, Hosiery, & Accessories Producers 282 

Other Textile Product Manufacturers 54 

Wholesale Apparel & Home Furnishings 68 

Retailers 32 

Source: Frederick, S. (2012a). Value chain. Retrieved from NC Textile Connect website: 

http://www.nctextileconnect.com/value_chain.cfm. 

*Note: some companies participate in more than one sector 

 

 The textile companies that have survived the trials and tribulations of the past 30 

years have learned to adapt to the new threats entering the industry. A study of North 

Carolina textile and apparel companies found the surviving manufacturing plants to have 

several characteristics in common, including (Guillory et al, 2009): 

○ International engagement 

○ Commitment to design and innovation 

○ Investment in new factory technology and skilled workers 

○ Customer-focused quality control and more reliable service 
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○ Supply chain collaboration instead of plants working individuals 

○ Product diversity, branching out into performance textiles 

These characteristics were taken into consideration when creating the research instruments 

later in this study (see Chapter 3). 

 North Carolina is a major exporter of textile and apparel products, especially NAICS 

313, 314, and 315. Currently, the state’s most profitable textile exports are NAICS code 313: 

Yarn, Fabric, and Finishing Mills (Frederick, 2012a). Figure 6 shows North Carolina’s 

exports of NAICS code 313 products from 1999 to 2010. In 2010, North Carolina also 

exported $120,699,024 worth of goods from Textile Product Mills (NAICS code 314) and 

$413,920,064 worth of Apparel and Accessories (NAICS code 315) (Frederick, 2012a).  

 

  



 

41 

  

 

Figure 6. North Carolina’s Exports of NAICS code 313. 

Source: Frederick, S. (2012a). NC Trade Data. Retrieved from NC Textile Connect website: 

http://www.nctextileconnect.com/company_search.cfm. 

 

 North Carolina is also the home of several textile trade associations and other 

supporting organizations. Several textile education programs are offered to members of the 

textile industry through the North Carolina State University College of Textiles as well as 

through organizations like Cotton Incorporated. Table 11 describes these organizations and 

services in more detail. 
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Table 11. North Carolina-Based Trade Associations and Supporting Organizations. 

Organization Description 

American Association of Textile Chemists and 

Colorists 

Provides test method development, quality 

control materials, and professional networking 

for textile chemists and colorists 

Fiber Society Dedicated to the advancement of scientific 

knowledge concerning fibers, fiber based 

products, and fibrous materials 

NCSU College of Textiles Off Campus 

Programs 

Offers online textile courses for degree or non-

degree programs 

Nonwovens Cooperative Research Center Serves the nonwovens and affiliated industries 

research, training, education and extension, 

engagement, and economic development 

North Carolina Textile Foundation Nonprofit organization dedicated to promoting 

the welfare, future development, and reputation 

of the NCSU College of Textiles as the premier 

institution for textile education and research 

Textile Extension Education (TexED) Continuing education program offering 

classroom and hand-on training for all aspects of 

textile processing 

Source: Frederick, S. (2012a). NC Textile Connect. Retrieved from NC Textile Connect 

website: http://www.nctextileconnect.com/company_search.cfm. 

 

South Carolina 

 South Carolina also plays a significant role in the United States’ textile industry. Like 

North Carolina, South Carolina has a long history with the textile industry and still represents 

a large portion of the US industry today (Frederick, 2012b). According to SC Textile 

Connect, South Carolina currently has 854 textile businesses (Frederick, 2012b), as depicted 

in Figure 7. The textile industry in South Carolina also employs approximately 63,000 

workers throughout the value chain (Frederick, 2012b). According to the South Carolina 

Department of Commerce, Retail Trade is one of the top five industries in South Carolina 

based on total number of firms and total number of employees (Clayton, 2010). 
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Figure 7.  Locations of South Carolina Textile Companies. 

Source: Frederick, S. (2012b). Retrieved from SC Textile Connect website: 

http://www.sctextileconnect.com/company_search.cfm. 

 

 Similar to North Carolina, production of NAICS code 313: Yarn, Fabric, and 

Finishing Mills is currently South Carolina’s most profitable textile export. Figure 8 shows 

South Carolina’s export levels of NAICS code 313 over the past several years, which have 

recently begun to rise again after several years of decline. In 2010, South Carolina exported 

$45,172,880 worth of goods from Textile Product Mills (NAICS code 314) and $28,267008 

worth of Apparel and Accessories (NAICS code 315) (Frederick, 2012b). 
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Figure 8. South Carolina’s Exports of NAICS code 313. 

Source: Frederick, S. (2012b). SC Trade Data. Retrieved from SC Textile Connect website: 

http://www.sctextileconnect.com/company_search.cfm. 

 

 South Carolina is also the home of several institutions and organizations that play a 

supporting role in the textile industry. Such institutions include Clemson University, the 

University of South Carolina, the University of South Carolina-Upstate, and The National 

Association for the Sewn Products Industry (SEAMS) (Frederick, 2012b).  
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CHAPTER 3 

RESEARCH METHODOLOGY 

Research Statements 

The purpose of this study was to determine which approaches have enabled 

companies within the North Carolina and South Carolina textile complex to successfully 

incorporate sustainable product development and marketing practices into their core business 

strategies.  This determination was made by answering the following research questions: 

1. What factors have motivated companies to adopt sustainable product development 

and marketing? 

2. Is there one common approach to adopting sustainable product development and 

marketing within the textile industry, or have several different approaches been 

proven successful? 

3. Are there common phases of becoming a more sustainable textile business, regardless 

of approach? 

4. How can the success of North Carolina and South Carolina textile companies be 

documented and visually depicted in reference to their adoption of sustainable 

product development and marketing?  
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Figure 9.  Research Questions. 

 

 Specific research objectives of this study were addressed using a three-stage 

approach. The primary objectives of this study were to conduct industry interviews with 

textiles companies who have successfully integrated sustainable product development and 

marketing into their core business strategies, using the collected data to identify any existing 

patterns in their approaches for adopting business sustainability, as described in Table 12. 
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Table 12.  Research Objectives. 

RO1 Determine which sustainable product development and marketing approaches have 

been proven to be most successful 

RO2 Determine if there is one or several common approaches to adopting sustainable 

product development and marketing 

RO3 Determine if approaches to sustainable product development and marketing vary 

between the following three categories: vertically-integrated, manufacturing, 

regional retail 

RO4 Create a framework to outline the phases of incorporating sustainability into a textile 

firm’s product development and marketing strategies 

RO5 Develop a resource document to address the primary barriers and encourage 

sustainable development 

 

 The research objectives were addressed throughout three stages of research, as shown 

below and in Table 13: 

Stage I: Data Collection 

Addresses Research Questions 1, 2, and 3 

A) Secondary Data – Conduct exploratory research using literature and funded 

research conducted on North Carolina’s and South Carolina’s value chains 

B) Primary Data – Conduct company interviews with representatives from 

North Carolina- and South Carolina-based textile companies to learn about 

their sustainability approaches 

RO1: Determine which product development and marketing approaches have 

been proven to be most successful 

RO2: Determine if there is one or several common approaches to adopting 

sustainable product development and marketing 

RO3: Determine if approaches to sustainable product development vary 

between the following three categories: vertically-integrated, manufacturing, 

regional retail 
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Stage II: Data Analysis 

Addresses Research Questions 3 and 4 

Compare the results of the secondary and primary data collection to 

determine if there is convergence. Based on the conclusions drawn from the 

data analysis, create a visual representation of the phases of incorporating 

sustainability into a textile company’s product development and marketing 

strategies. 

RO1: Determine which product development and marketing approaches have 

been proven to be most successful 

RO2: Determine if there is one or several common approaches to adopting 

sustainable product development and marketing 

RO3: Determine if approaches to sustainable product development vary 

between the following three categories: vertically-integrated, manufacturing, 

regional retail 

RO4: Create a framework to outline the phases of incorporating sustainability 

into a textile firm’s product development and marketing strategies 

Stage III: Resource Document 

Addresses Research Question 4 

RO5: Develop a resource document to address the primary barriers to 

adopting sustainability and encourage sustainable development 
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Table 13. Research Stages and their Corresponding Research Questions and Objectives 

 Tasks Research Questions Research Objectives 

Stage I A) Secondary Data Collection 

B) Primary Data Collection 

RQ1 

RQ2 

RQ3 

RO1 

RO2 

RO3 

Stage II Data Analysis RQ3 

RQ4 

RO1 

RO2 

RO3 

RO4 

Stage 

III 

Resource Document RQ4 RO5 

 

Research Design 

For the purposes of this research, sustainability was defined using the triple bottom 

line (TBL). The TBL serves as a framework for business activities and focuses on the aspects 

of economic prosperity, social justice, and environmental quality (Elkington, 1998), or 

simply people, planet, and profit. This study examined how North Carolina and South 

Carolina textile firms have chosen to approach sustainable product design and marketing, as 

outlined by the eco-efficiency and economic growth areas of the TBL framework. 
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Figure 10.  Framework - The Triple Bottom Line. 

Source: (2008, December 23). Economy. Retrieved from Green City Blue Lake website: 

http://www.gcbl.org/economy. 

 

 As shown in Figure 10, this study investigated how North Carolina and South 

Carolina textile firms have chosen to approach sustainable product development and 

marketing, as outlined by the eco-efficiency and economic growth areas of the triple bottom 

line framework. During the exploratory research (Stage I), companies were chosen partially 

based on their participation in one or both of these triple bottom line areas. 
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 The companies were also chosen based on their participation in one of the following 

three categories: vertically-integrated, manufacturing, and regional retail. A vertically-

integrated company is a firm that has expanded its business into different areas of the same 

value chain (Vertical Integration, 2011). Manufacturing refers to “the process of making 

wares by hand or machinery” (Manufacture, 2011, website); in this case, the wares being 

created are textile and apparel products. Retailers sell goods to end users for the use and 

consumption by the purchaser (Retail Industry, 2012). Regional retail refers to retail 

companies based out of a particular geographic area; in this case, to companies based out of 

North Carolina or South Carolina. Table 13 provides more details on each of these three 

categories. 

 

Table 13.  Classifications for Company Analysis. 

Business Category Characteristics 

Regional Retail  Sells directly to consumer 

 Owns no production 

 Buy and resale 

Vertically-Integrated Companies  Interacts with both manufacturing and consumers 

 Business to Business (B2B) or Business to Consumer 

(B2C) 

 Communication and integration between design, 

production, and sales 

Manufacturing  Solely focused on producing a product 

 Little or no interaction with the end consumer 

Created by S. Griner, based on Dr. Sam Moore, personal communication, 2011. 
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Strategy 

Mixed Methods 

Through the process of gathering both primary and secondary data, this study used a 

mixed methods approach, which makes use of both quantitative methods and qualitative 

methods. Quantitative data collection focuses on using formal questions and predetermined 

metrics to gather a series of numerical data, while qualitative data collection makes use of 

open-ended questions and observations to gather a series of descriptive and casual data (Hair 

et al, 2008). In a mixed methods approach, “the researcher bases the inquiry on the 

assumption that collecting diverse types of data best provides an understanding of a research 

problem” (Creswell, 2003, p. 21). Investigating a question from different points of view can 

provide a more comprehensive overview of the answer. By using mixed methods, certain 

biases that naturally occur in the employment of any one strategy may be avoided by 

providing a balance for the different types of data available (Creswell, 2009). A mixed 

methods approach uses predetermined and emerging methods, multiple forms of data 

collection, and statistical and text analysis (Creswell, 2003). Mixed methods was used for 

data collection in Stage I of this study. 
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Table 15.  Major Differences between Qualitative and Quantitative Research. 

Factor Qualitative Methods Quantitative Methods 
Goals/Objectives Discover/identify new ideas, 

thoughts, and feelings; gain 

preliminary understanding of 

relationships; make predictions; 

gain understanding of hidden 

psychological and social 

processes 

Validation of facts, estimates, and 

relationships 

Type of Research 
Type of Questions 
 
Time of Execution 

Exploratory 
Open-ended, unstructured, 

probing 
Relatively short time frame 

Descriptive and casual 
Mostly structured 
 
Typically significantly longer time 

frame 

Representativeness Small samples, representing only 

the sampled individuals 
Large samples, which can 

represent the population 

Type of Analysis Debriefing, subjective, content 

analysis, interpretative 
Statistical, descriptive, casual 

predictions 
Research Skills Interpersonal communications, 

observation, interpretation of text 

or visual data 

Statistical analysis, interpretation 

of numbers 

Generalizability Limited, cannot necessarily be 

applied to entire population 
Generally very good, can infer 

facts and relationships 

Created by S. Griner, based on table from Hair et al (2008). Essentials of marketing 

research. New York, NY: McGraw-Hill/Irwin, p. 80. 

 

 Quantitative data collection relies very heavily on numeric and categorical 

information. This research method “uses formal questions and predetermined response 

options in questionnaires administered to large numbers of respondents” (Hair et al, 2008, p. 

81). These same questions and predetermined answers can also be used when conducting 

literature-based research of secondary data. One of the most useful aspects of quantitative 

research is its generalizability (Hair et al, 2008), meaning the facts and relationships revealed 

by data collected from a sample can usually be applied to the entire population. 
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 Qualitative data collection relies heavily on descriptive data, which must be analyzed 

and coded before any conclusions can be drawn. The qualitative method is “the collection of 

data in the form of text or images using open-ended questions, observation, or ‘found’ data” 

(Hair et al, 2008, p. 82). Qualitative studies are less structured than quantitative studies, but 

they also provide greater latitude for exploration as needed. One of the benefits of qualitative 

research is that it can probe more deeply into areas that quantitative research may be too 

superficial to access (Hair et al, 2008). Qualitative research is also useful in conducting 

exploratory research, the results of which may be used for future quantitative research 

endeavors. 
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Figure 11.  Decision Criteria for Determining a Mixed Methods Strategy of Inquiry. 

Source: Creswell, J. W. (2003). Research design: Qualitative, Quantitative, and Mixed 

Methods Approaches. Thousand Oaks, California: Sage Publications, Inc. 

 

Concurrent Triangulation 

 A concurrent triangulation strategy was used, as illustrated in Figure 12. This strategy 

involves collecting quantitative and qualitative data simultaneously, then comparing results 

from the analysis of both types of data to determine if there is convergence (Creswell, 2009). 

The concurrent triangulation model was chosen because it offers the opportunity to confirm, 

cross-validate, and corroborate findings within a single study (Creswell, 2003). The 

collection of primary and secondary data occurred in Stage I, while the analysis occurred in 
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Stage II. The results of the concurrent triangulation analysis strategy were presented in the 

resource document in Stage III. 

 

 

Figure 12.  Congruent Triangulation Strategy. 

Source: Creswell, J. W. (2003). Research design: Qualitative, Quantitative, and Mixed 

Methods Approaches. Thousand Oaks, California: Sage Publications. 

 

Stage I 

Data Collection 

 In Stage I, secondary qualitative and quantitative research was conducted 

simultaneously. Secondary data “refers to data gathered for some other purpose than the 

immediate study” (Hair et al, 2008, p. 60). Secondary data research is very useful in that it 

assists with identifying and defining the problem, developing a research approach, answering 

specific research questions, and interpreting primary data (Malhotra, 2004). 
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Secondary Data Collection: Stage I (Step 1) 

 Secondary sources were used to develop a current picture of sustainable textile 

companies in North Carolina and South Carolina. The initial sample of companies included 

in this analysis, approximately n = 20, were compiled based on recommendations from 

credible textile and sustainability sources, as summarized in Table 16. 

 

Table 16. Secondary Sources for Exploratory Research. 

Source Description 

Annual Reports Report on new products, marketing campaigns, and acquisitions made 

during the previous fiscal year 

Interviews Information on relevant companies based on discussions with 

industry and academic experts – Dr. Nancy Cassill, Dr. Samuel 

Moore, Dr. Blanton Godfrey, Dr. Lisa Chapman, Dr. Stacey Frederick 

NC Textile Connect Textile industry website for business-to-business information 

communication on the North Carolina textile industry 

SC Textile Connect Textile industry website for business-to-business information 

communication on the South Carolina textile industry 

Textbooks, Online, and 

Print Resources 

Resource materials regarding the textile industry, suppliers, and 

customers and their relationship to sustainability issues (see Appendix 

B4) 

 

 These sources were used to perform a preliminary analysis of these companies based 

on: their history of sustainability efforts, recent financial performance, and the type of 

product or service provided by each company. These data were then compiled into Excel 

documents, where they were analyzed in preparation for the sample selection. 

Sample Selection: Stage I (Step 2) 

 The sample of textile companies used in this study was selected using the following 

process of elimination: 

1. Identify companies based on their reputation concerning sustainability (n = 20). Sources 

of recommendation include: 
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a. Annual Reports 

b. Interviews 

c. NC Textile Connect 

d. SC Textile Connect 

e. Textbooks, Online, and Print Resources 

2. Narrow companies based on their placement in the following three categories (n = 15): 

a. Regional Retail 

b. Vertically-Integrated Companies 

c. Manufacturing 

3. Further narrow companies based on their participation in sustainable product 

development and marketing (n = 9) 
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Figure 13.  Sample Selection. 

 

Primary Data Collection 

 Selected textile companies were interviewed to gather primary data on their 

sustainable product development and marketing efforts. A mixed-methods approach was 

used, which indicates that interviews included both open- and close-ended questions. 

Instrument Development: Stage I (Step 3) 

 The instrument used for conducting interviews with sample companies (see Appendix 

B3) focused on four key components: Beginning the sustainability mission, Marketing, 

Metrics, and Success Stories. These four key components were used to develop questions 
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that covered all questions posed by the Research Questions (Figure 9) and the Research 

Objectives (Table 12). The purpose of the company interviews was to further investigate the 

past efforts of textile companies in the area of sustainable product development and 

marketing. Interviews consisted of open- and close-ended questions, which allowed for 

apples-to-apples comparisons as well as further elaboration in certain areas. 

 

Table 17. Correlation of Instrument Questions to Research Objectives. 

Research Objective Questions 

RO1 #1-2, 5-8, 10-12, 15 

RO2 #2, 5, 8, 10 

 

RO3 #2-8, 11 

RO4 #3-5, 9, 13, 14 

RO5 #10, 16 

 

The complete interview instrument can be found in Appendix B3. 

Primary Data Collection: Stage I (Step 4) 

 The companies selected in Stage I were contacted by letter, which explained the 

purpose of the study and asked for their participation. The same companies were later 

contacted by phone or email to provide them with additional information and to arrange a 

date for interviews. Semi-structured interviews were conducted at the scheduled times. 

 Companies were sent letters via email asking for their participation. The letter 

described the nature of the study and requested the company’s participation in the form of an 
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interview. Each company then received an email or phone call in order to schedule a meeting 

to conduct the interview either face-to-face or through a phone interview. 

 

Table 18.  Stage I Instrument. 

Step Process Sources Used Activities 

Step 1 Secondary 

Data 

Collection 

 Annuals Reports 

 Interviews 

 NC Textile Connect 

 SC Textile Connect 

 Began with list of sustainable companies 

in North Carolina and South Carolina 

(based on industry and academic 

recommendations) 

 Conducted secondary research on the 

sustainability efforts of each company 

 Used collected secondary data to create 

Excel documents for analysis and 

comparison 

Step 2 Sample 

Selection 
 Excel 

 Data gathered from 

Step 1 

 Using the secondary data collected in Step 

1, the list of companies was narrowed to a 

sample of n = 9 

Step 3 Instrument 

Development 
 Previous findings 

(see Chapter 2) 

 Results from the 

secondary data 

collection 

 Developed an interview instrument to 

further investigate the past, current, and 

future efforts of textile companies in the 

area of sustainable product development 

and marketing 

Step 4 Primary Data 

Collection 
 Executives from 

sample companies 

 Contacted companies via letter 

 Interviewed each sample company 

 

Stage II: Data Analysis 

 Using a concurrent triangulation strategy, the data collected in Stage I was analyzed 

to determine if there was convergence. The qualitative data required preliminary analysis, 

during which the interview data was coded. The data was analyzed based on the criteria 

covered by the research questions (see Figure 9) and the research objectives (see Table 12). 

Analysis was conducted by comparing the secondary and primary data for convergence and 

creating visual depictions of the approaches to sustainability used by each company. 
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Stage III: Resource Document 

 Based on the results of the Stage II data analysis, a resource document was developed 

with best practices recommendations for textile companies who aspire to adopt sustainability 

in the future, entitled “Incorporating Sustainability into Your Company’s Core Business 

Strategy.” The resource document outlines which approaches are most commonly used by 

the sample companies and have enabled textile companies to integrate sustainability 

successfully. 
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Operational Definitions 

○ Approach - A strategy and tactic for addressing the various challenges and 

opportunities that stem from sustainability. 

○ Best Practices – “A method or technique that has consistently shown results superior 

to those achieved with other means, and that is used as a benchmark” (Best Practice, 

2011, http://www.businessdictionary.com/definition/best-practice.html).  

○ Biomimicry – The conscious imitation of nature’s processes to solve human problems 

in industry, design, and elsewhere (Benyus, 1997). #Q7e 

○ Corporate Social Responsibility (CSR) – “Corporate initiative to assess and take 

responsibility for the company’s effects on the environment and impact on social 

welfare” (Corporate Social Responsibility, 2011, 

http://www.investopedia.com/terms/c/corp-social-responsibility.asp). #Q7b 

○ Cradle-to-Cradle – Approach that “mirrors nature’s regenerative cycles so that at the 

end of its useful life, a product and its component materials are used to make equally 

valuable products” (McDonough, 2006, p. 5). #Q7d 

○ Coding – A system of labels or numbers that are used to place qualitative data into 

categories based on their content (Hair et al, 2008). 

○ Life Cycle Analysis - Assesses the environmental impacts associated with all stages 

of a product’s life from raw material extractions to disposal (Life Cycle Assessment, 

2012). #Q7f 

○ Manufacturing – The process of making wares by hand or machinery, or a productive 

industry using mechanical power and machinery (Manufacture, 2011). 
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○ Marketing – The “process of planning and executing the conception, pricing, 

promotion, and distribution of ideas, goods, and services to create exchanges that 

satisfy individual and organizational goals” (Kotler & Keller, 2009, p. 5). #Q2 

○ Minimizing Carbon Footprint or Environmental Impact – Focuses on efforts to reduce 

a company’s total impact on the environment caused by an organization, event, 

product, or person. #Q7g 

○ Product Development - “The process of producing product from concept to creation” 

(Conway, 1997, p. 214). Q#1 

○ Qualitative Method – “The collection of data in the form of text or images using 

open-ended questions, observation, or ‘found’ data” (Hair et al, 2008, p. 82). 

○ Quantitative Method – “Research that places heavy emphasis on using formal 

questions and predetermined response options in questionnaires or surveys 

administered to large numbers of respondents” (Hair et al, 2008, p. 81). 

○ The Natural Step - Using the laws of thermodynamics, products and processes are 

based on utilizing solar energy and minimizing environmental impact (A Brief 

Overview of the Natural Step, 2012). #Q7a 

○ Regional Retail – Retail companies based out of a particular geographic area; in this 

case, it refers to companies based out of North Carolina or South Carolina. 

○ Retailer - Sells goods to end users for the use and consumption by the purchaser 

(Retail Industry, 2012). 

○ Secondary Data – “Refers to data gathered for some other purpose than the immediate 

study” (Hair et al, 2008, p. 60). 
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○ Semi-Structured Interview – Interviews that are conducted with a relatively open 

framework, which allows for focused, conversation, two-way communication (The 

Community’s Toolbox, 1990). 

○ Triple Bottom Line – A framework for business activities and focuses on the aspects 

of economic prosperity, social justice, and environmental quality (Elkington, 1998). 

#Q7c 

○ Vertically-Integrated Company – A company that has expanded its business into 

areas along different points of the same value chain (Vertical Integration, 2011). 
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CHAPTER 4 

RESULTS 

Secondary data collection for Stage I was conducted using exploratory research of the 

sources listed in Table 14. All secondary sources used in the analysis were those discussed in 

the methodologies (Chapter 3). It should be noted that data was not readily available for 

every company in every category in the Stage I secondary data investigation, but the 

available information was used as a lens through which to view the Stage I primary data. 

Primary data collection for Stage I was conducted via interviews with executives from nine 

sustainable textile companies based out of North Carolina and South Carolina. The secondary 

and primary data were analyzed concurrently to determine if there was convergence. The 

sample description is illustrated below, followed by the detailed results from the Stage I data 

collection and the Stage II data analysis (presented together). 

Sample Description 

 Based on the results of the Stage I secondary data, the research sample consisted of 

nine textile complex companies. Each of the sample companies participates in either the 

North Carolina or South Carolina textile complex and has a history with sustainable product 

development or marketing. The sample was chosen based on recommendations from industry 

and academic experts as well as from reputable sources, such as academic journals, annual 

reports, and accredited industry websites (see Table 16). 

 Table 19 summarizes the sample companies used in the study. In total, 13 executives 

from nine different companies were interviewed, representing various management titles 

including Manager of Sustainable Development, Chief Executive Officer, Assistant Vice 

President of Sales, Minister of Culture, and Marketing Associate. For the protection of the 
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companies and individuals involved with this study, the names of the companies and 

executives will not be revealed. 

 

Table 19. Summary of Sample Companies. 

Company Products Category Position(s) Location 

A Home 

Furnishings, 

Industrial 

Fabrics 

Vertically-

Integrated 

Manager of Sustainable 

Development; Marketing 

Associate 

NC, SC 

B Apparel Vertically-

Integrated 

Chief Executive Officer NC 

C Apparel, 

Home 

Furnishings 

Vertically-

Integrated 

Global Director of Corporate 

Sustainability 

NC 

 

D Apparel Vertically-

Integrated 

Executive VP, Chief 

Administrative Officer and 

General Counsel; 

Sustainability and Social 

Media Associate 

NC, SC 

E Spun Cotton 

Yarns 

Manufacturing Assistant VP of Sales NC, SC 

F Floor 

Covering 

Manufacturing VP of Design and Marketing SC 

G Recycled 

Synthetic 

Yarns 

Manufacturing Product Development 

Manager; Creative Manager 

NC 

H Apparel, 

Home 

Furnishings 

Regional Retail VP of Sourcing, Design, and 

Operations; VP of Private 

Brands, Sustainability 

NC 

I Sporting 

Goods, 

Apparel 

Regional Retail Minister of Culture, VP NC 

 

 The sample used for this study represented companies from the vertically-integrated, 

manufacturing, and regional retail sectors. The sample included four vertically-integrated 

companies covering the apparel, home furnishings, and industrial areas; three manufacturing 

companies covering spun cotton yarns, recycled polyester yarns, and carpeting; and two 

regional retail companies covering apparel, home furnishings, and sporting goods. 
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Stage I & II Results 

Stage I Results: Motivations for Adopting Sustainability (Overall) 

After examining the selected companies based on the secondary data, it became 

evident that there were several different factors that initially motivated the sample companies 

to adopt sustainable product development and marketing. The possible motivations for a 

company to adopt sustainability are listed in Table 20. 

 

Table 20. Possible Motivations for Companies to Adopt Sustainability. 

Personal investment from company leadership Response to competition 

New market opportunities Shifting nature of the textile industry 

Technological advances Public demand 

Government regulation Reputation 

Other  

 

Secondary data available for the study’s sample companies (six of the nine 

companies) indicated that only four motivating factors influenced the sample companies to 

adopt sustainable product development and marketing. 
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Figure 14. Motivations for Adopting Sustainability (Secondary Data). 

*Correlates with Research Question 1 and Research Objectives 1 & 2 

 

 As shown in Figure 14, “other” was the most common motivating factor, representing 

three companies. This indicates that there are other motivations for adopting sustainability 

beyond the ones commonly included in sustainability literature (see Table 20). The “other” 

motivating factors were those that were not listed in the secondary literature but  were 

indicated by the sample companies, including: 

○ Being motivated as a company to reduce environmental impact, lower costs, and 

improve efficiencies 

○ Seeking to redefine the nature of the company 

○ Having an innate commitment to the environment from the company’s origins 
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The second most common motivating factor was “personal investment from company 

leadership,” representing two companies. “Response to competition” and “government 

regulation” were the third most common motivations, each representing one company. 

According to the secondary data, “new market opportunities,” “shifting nature of the 

textile industry,” “technological advances,” “public demand,” and “reputation” were not 

motivating factors for the sample companies. The fact that these five motivations were not 

found to be motivations for the sample companies could indicate that they have less influence 

on the sample textile complex companies than previously thought. 

The same question concerning motivations for adopting sustainable product 

development and marketing was also posed during the primary data collection. The possible 

motivations for adopting sustainable product development and marketing were the same as 

those presented during the secondary data collection of Stage I (see Table 20). Based on the 

primary data collected, seven of the nine possible motivations were found to be motivating 

factors for the sample companies. Only “technological advances” and “reputation” were not 

found to be motivating factors. 
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Figure 15. Motivations for Adopting Sustainability (Interview Data). 

*Correlates with Research Question 1 and Research Objectives 1 & 2 

 

 The most common motivation for adopting sustainability was “other,” representing 

six companies. Once again, the fact that “other” was the most common motivation indicates 

that many more motivations exist for textile complex companies than those listed in Table 

20. The “other” motivations presented during the interviews were: 

○ Pressure from the 1970s recession and international markets 

○ Several of the company’s brands had initiated individual sustainability efforts; upper 

management decided to unite their efforts under one corporate approach 

○ Company restructuring 

○ To decrease costs 
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○ An innate respect for nature has been a part of the company’s mission since its 

inception 

○ Being determined to make a difference as a company 

Of the given options, “personal investment from company leadership” was the most common 

motivation for adopting sustainability after “other,” representing five companies. This result 

may be explained by the fact that any major changes in company mission, culture, or product 

offerings must generally be championed and supported by upper management, so it is likely 

that sustainability initiatives fall into a similar pattern. 

 The second most common motivation was “response to competition,” representing 

three companies. “The shifting nature of the textile industry” and “public demand” each 

represented two companies, and “new market opportunities” and “government regulation” 

each represented one company. 

Convergence 

 “Other” and “personal investment from company leadership” were found to be the 

common motivations for adopting sustainability according to both the secondary and primary 

data collected in Stage I. Both data sets also confirmed that “technological advances” and 

“reputation” were not motivating factors for the sample companies. 

Stage I Results: Motivations for Adopting Sustainability (by Category) 

 Motivations for adopting sustainability varied within and between each of the three 

categories. Based on the secondary data, this variety between each of the categories indicates 

that there is no specific relationship between motivation for adopting sustainability and 

category. Additional empirical data is needed to confirm this result. 
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Figure 16. Motivations for Adopting Sustainability by Category (Secondary Data). 

*Correlates with Research Objective 3 

 

Figure 16 displays the secondary data results for the sample companies’ motivations 

for adopting sustainability based on category. The most common response for vertically-

integrated companies was “other,” representing two companies. This could indicate that there 

are several different motivations that exist for this category. Other responses for vertically-

integrated companies were “personal investment from company leadership” and 

“government regulation,” each representing one company. The two motivations listed for 

manufacturing companies were “personal investment from company leadership” and 

“response to competition,” each representing one company. Manufacturing was the only 

category to cite “response to competition” as a motivation for adopting sustainability. The 
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only motivation presented for regional retail companies was “other,” representing one 

company. 

 

 

Figure 17. Motivations for Adopting Sustainability by Category (Interview Data). 

*Correlates with Research Objective 3 

 

Figure 17 displays the primary data results concerning motivations for adopting 

sustainability based on category. The most common motivation for vertically-integrated 

companies was “other,” but this does not indicate a clear pattern since “other” covers several 

different motivations. Vertically-integrated companies were also the only category that 

considered themselves to be motivated by “new market opportunities” or “public demand.” 

Manufacturing companies were motivated by a “personal investment from company 

leadership” and “other,” each representing two companies, and “response to competition,” 

0

1

2

3

4

Vertically

Integrated

Manufacturing Regional Retail

N
u

m
b

er
 o

f 
C

o
m

p
an

ie
s 

Personal Investment from

Company Leadership

Response to Competition

New Market Opportunities

Shifting Nature of the Textile

Industry

Public Demand

Government Regulation

Other



 

75 

  

representing one company. The most common motivation for regional retail companies was a 

“personal investment from company leadership,” representing two companies. Regional 

retail was also the only category that considered themselves to be motivated by “government 

regulation.” It should also be noted that six different motivations were cited for regional 

retail companies even though there were only two companies included in the sample. The 

fact that two regional retail companies had six different motivations for adopting 

sustainability indicates that it is possible to simultaneously have many different motivations 

for adopting sustainability. 

Convergence 

 The primary data revealed far more motivations for adopting sustainable product 

development than the secondary data. Both data sets indicated that “other” was the most 

common motivation for vertically-integrated companies, indicating that there are several 

unknown motivations within this category. However, “government regulation” was a 

motivating factor for vertically-integrated companies according to the secondary data, but not 

according to the primary data. The primary data also included four additional motivations not 

found in the secondary data: “response to competition,” “new market opportunities,” 

“shifting nature of the textile industry,” and “public demand.” 

 For manufacturing companies, both data sets indicated that “personal investment 

from company leadership” and “response to competition” were motivating factors. The 

primary data set also indicated that “other” was a motivating factor, representing two 

companies. 

 The primary data set reveal many more motivations for regional retail companies than 

the secondary data set. Both data sets indicated “other” to be a motivating factor, but the 
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primary data set indicated that “personal investment from company leadership” was the most 

common motivation factor, representing both companies. The other motivations were 

“response to competition,” “shifting nature of the textile industry,” “public demand,” and 

“government regulation.” 

Stage I Results: The Influence of Government Regulation 

As shown in the review of literature, government regulation can potentially play a 

strong role in how a company directs its sustainability efforts. According to the secondary 

data, only one of the sample companies claimed that their sustainability efforts were ever 

influenced by government regulation. The one company influenced by government 

regulation was a vertically-integrated company, who was motivated by government 

regulation to adopt sustainability. 
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Figure 18. The Influence of Government Regulation on Companies’ Sustainability 

Efforts (Secondary Data). 

*Correlates with Research Question 1 

 

During the primary data collection, each company was asked if their efforts were 

influenced or affected by government regulation. Of the nine sample companies, only two 

acknowledged that their sustainability efforts were influenced by government regulation (one 

vertically-integrated company and one regional retail company). The most common reason 

the sample companies gave for this lack of influence is that they strive as a company to go 

above and beyond what is required by law. 
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Figure 19. The Influence of Government Regulation on Companies’ Sustainability 

Efforts (Interview Data). 

*Correlates with Research Question 1 

 

Convergence 

 The secondary and primary data results both indicate that government regulation was 

not and is not an influence for the majority of the sample companies. These findings confirm 

earlier finding (Hart, 2007; Hawken, 1999; Slater, 2003) indicating that government 

regulation tends to lag behind what sustainable companies have already accomplished in 

response to customer demand, competition, supplier involvement, and other drivers of 

sustainability. 
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Stage I Results: Initial Steps Taken (Overall) 

 The secondary data yielded information for seven of the nine companies concerning 

the initial steps taken toward a more sustainable business. The initial steps taken by each of 

the seven companies fell into five categories: 

○ Partnering with and learning from educators, non-government organizations (NGOs), 

and other organizations (Partnering) 

○ Developing a company-wide sustainability plan 

○ Implementing new resource-saving procedures 

○ Conducting research and development and launching new, more sustainable products 

○ Forming a corporate sustainability advisory team (R&D) 
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Figure 20. Initial Steps Taken (Secondary Data). 

*Correlates to Research Questions 2 & 3 and Research Objectives 1 & 2 

 

 As shown in Figure 20, the most common initial step was “Partnering,” which was 

the case for three out of nine companies. This result may be explained by Berns et al, who 

explained that one of the most common reasons that sustainable endeavors fail is having 

insufficient knowledge to undertake sustainability (2009); it is possible that companies have 

become more aware of the need for education on sustainability, making it is necessary to 

involve other parties who are able to educate and inform company members about how to 

address sustainability. 

“Developing a company-wide sustainability plan,” “implementing new resource-

saving procedures,” and “R&D” were the second most common steps taken with two 

companies falling into each of these three categories. Only one company, a vertically-
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integrated company, “formed a corporate sustainability advisory team” as an initial step 

toward a more sustainable company. It should be noted that some companies fell into more 

than one category. 

The primary data yielded information concerning the initial steps taken toward a more 

sustainable business by all nine companies. The initial steps taken by each of the nine 

companies fell into six categories: 

○ Partnering with and learning from educators, NGOs, and other organizations 

(Partnering) 

○ Developing company-wide sustainability policy and metrics for monitoring (Policy & 

Metrics) 

○ Making changes to the office environment and company culture 

○ Conducting R&D and launching new products (R&D) 

○ Investigating lean or sustainable manufacturing 

○ Launching recycling initiatives for office, post-industrial, or post-consumer materials 

(Recycling) 
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Figure 21. Initial Steps Taken (Interview Data). 

*Correlates to Research Questions 2 & 3 and Research Objectives 1 & 2 

 

As shown in Figure 21, the most common initial step taken was “Partnering,” 

representing five companies. This result mirrors the most common initial step taken based on 

the secondary data collected in the Stage I exploratory research, indicating that taking 

advantage of available knowledge is a priority for the majority of the sample companies. The 

second most common initial steps taken were “Policy & Metrics,” “R&D,” and “Recycling,” 

each representing three companies. “Making changes to the office environment and company 

culture,” and “investigating lean or sustainable manufacturing” were the third most common 

initial steps taken, representing two companies each. 
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Convergence 

 The secondary data and primary data converged in two key areas: the most common 

initial step taken and the variety of initial steps taken. The most common initial step taken 

toward adopting sustainability was “partnering with and learning from educators, NGOs, and 

other organizations,” which shows that it is important to become more educated as a 

company when adopting sustainability. The results also showed great variety in the initial 

steps taken, indicating that there are several different means for a company to begin its 

sustainability journey. 

Stage I Results: Initial Steps Taken (by Category) 

 The initial steps taken toward adopting sustainable product development and 

marketing were also analyzed by category, as shown in Figures 22 and 23. 
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Figure 22. Initial Steps Taken by Category (Secondary Data). 

*Correlates to Research Objective 3 

 

 As shown in Figure 22, the initial steps taken by each company varied within and 

between each of the three categories. According to the secondary data, the most common 

initial step taken by vertically-integrated companies was “partnering with and learning from 

educators, NGOs, and other organizations,” representing two companies. Otherwise, 

vertically-integrated companies varied in their initial steps taken toward sustainability. 

Manufacturing companies also varied in their initial steps taken with “developing a 

company-wide sustainability plan,” “implementing new resource saving procedures,” and 

“conducting R&D and launching new products” each representing one company. The only 

initial step listed for regional retail companies was “partnering with and learning from 

educators, NGOs, and other organizations,” representing one company. 
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Figure 23. Initial Steps Taken by Category (Interview Data). 

*Correlates with Research Objective 3 

 

Figure 23 displays the breakdown of initial steps taken by category based on the 

primary data collection. For vertically-integrated companies, the most common initial step 

taken was “Partnering,” representing three companies. According to the interview results, 

vertically-integrated companies put more emphasis on learning about sustainability than 

either manufacturing or regional retail companies. The second most common steps for 

vertically-integrated companies were “Policy & Metrics” and “Recycling.” The large number 

and great variety of initial steps taken by vertically-integrated companies may be explained 

by the fact that they represent several different areas of the textile value chain, which could 
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provide vertically-integrated companies with more locations opportunities to initiate 

sustainability efforts than either manufacturing or regional retail companies. 

The initial steps taken by manufacturing companies were spread across four areas: 

○ Making changes to the office environment and company culture 

○ Research & Development 

○ Beginning to investigate lean or sustainable manufacturing 

○ Recycling 

The most common initial step taken by manufacturing companies was “Research & 

Development,” representing two companies. “Making changes to the office environment and 

company culture,” “beginning to investigate lean or sustainable manufacturing,” and 

“Recycling” were each represented by one company. 

 The most common initial step taken by regional retail companies was “Partnering,” 

representing two companies. The only other initial step taken by the sample regional retail 

companies was Policy & Metrics. 

The variety in the initial steps taken by the sample companies, as well as the many 

possible combinations of initial steps taken, indicates that there are many possible strategies 

for approaching sustainability as a company. However, a greater sample size is needed to 

confirm or disprove any potential relationships between category and initial steps taken. 

Convergence 

 There was convergence for the primary and secondary data concerning vertically-

integrated companies. Both data set revealed “partnering with and learning from educators, 

NGOs, and other organizations” to be the most common initial step taken, while the other 

steps taken by vertically-integrated companies varied across many different areas. The data 
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for manufacturing companies converged with the initial step of “conducting R&D and 

launching new products,” but otherwise the results differed between the secondary and 

primary data sets. According to both secondary and primary data, “partnering with and 

learning from educators, NGOs, and other organizations” was the most common initial step 

taken by regional retail companies. 

Stage I Results: Frameworks Used (Overall) 

 Secondary data concerning the frameworks used for guiding a company’s sustainable 

product development and marketing efforts was available for seven out of nine companies. 

Eight possible choices for frameworks were presented, as shown in Table 21. 

 

Table 21. Possible Frameworks Used. 

The Natural Step (TNS) Corporate Social Responsibility (CSR) 

Triple Bottom Line (TBL) Cradle-to-Cradle (C2C) 

Biomimicry Life Cycle Analysis (LCA) 

Minimizing Carbon Footprint or 

Environmental Impact (Carbon Footprint) 

Other 

*Note: See Operational Definitions (page 62) for a description of each framework 

 

According to the available data, only four of these frameworks were used by the sample 

companies: the Triple Bottom Line, Minimizing Carbon Footprint or Environmental Impact 

(Carbon Footprint), Life Cycle Analysis, and Other. 
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Figure 24. Frameworks Used (Secondary Data). 

*Correlates to Research Questions 2 & 3 and Research Objectives 1 & 2 

 

 As shown in Figure 24, Carbon Footprint was the most common framework used, 

representing four companies. The results may have been the greatest for this framework 

because it is applicable to so many different aspects of a company and its activities. “Other” 

was the second most common framework, whose alternative frameworks included: 

○ Benchmarking with other firms that the company hopes to emulate 

○ Organic 

○ Total Quality Management 

The fact that “other” was the second most common response indicates that there are other 

frameworks being used beyond the more well-known frameworks listed in Table 20. The 

Triple Bottom Line was the third most common framework, representing two companies. 
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The fourth most common framework was Life Cycle Analysis, which was used by one 

company. Based on the secondary data, The Natural Step, Corporate Social Responsibility, 

Cradle-to-Cradle, and Biomimicry were not used as frameworks by any of the sample 

companies. 

 The primary data investigation also presented eight possible choices for frameworks 

used (see Table 20). According to the primary data collected during the company interviews, 

five of these eight frameworks were used by the sample companies. The Natural Step, 

Cradle-to-Cradle, and Biomimicry were not used by any of the sample companies. 

 

 

Figure 25. Frameworks Used (Interview Data). 

*Correlates to Research Questions 2 & 3 and Research Objectives 1 & 2 
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As shown in Figure 25, Carbon Footprint was found to be the most common 

framework used by the sample companies, representing six companies. “Other” was the 

second most common framework used, representing four companies. This confirms the 

earlier findings and further indicates that there are many more frameworks being used than 

those listed in Table 21. The “other” frameworks utilized included: 

○ Sustainable Apparel Coalition 

○ Company’s own personalized Fiber Sourcing Scorecard, based on the metrics of 

several sustainability organizations 

○ Lean manufacturing 

○ Total Quality Management 

The Triple Bottom Line was the third most common framework used, representing three 

companies. Corporate Social Responsibility and Life Cycle Analysis were the fourth most 

common frameworks used, each representing two companies.  

Convergence 

The primary data mirrored the secondary data for the three most common frameworks 

used: Carbon Footprint was the most common, followed by “other” and the TBL. The same 

frameworks were found in both data sets with the exception of Corporate Social 

Responsibility, which was only found in the primary data. 

Stage I Results: Frameworks Used (by Category) 

 The frameworks used were also analyzed by category, as shown in Figures 26 and 27. 

 



 

91 

  

 

Figure 26. Frameworks Used by Category (Secondary Data). 

*Correlates to Research Objective 3 

 

 Figure 26 displays the use of frameworks across three different categories based on 

secondary data available for seven out of nine companies. Carbon Footprint was used by 

companies in all three categories, which indicates that it is a framework that can be adapted 

to work for companies in various areas of the textile complex. The Triple Bottom Line was 

also used in multiple categories, appearing in the vertically-integrated and manufacturing 

categories. Similar to Carbon Footprint, the Triple Bottom Line is a more holistic framework 

that can be adapted to work for several different types of companies. Life Cycle Analysis 

only appeared in one category: manufacturing. 
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Figure 27. Frameworks Used by Category (Interview Data). 

*Correlates with Research Objective 3 

 

Figure 27 shows how the various frameworks were distributed among the three 

categories. Carbon Footprint was the most commonly used framework and was used by two 

companies in each category. The Triple Bottom Line was also used by companies in all three 

categories. The fact that Carbon Footprint and the Triple Bottom Line were used across all 

three categories could indicate that these frameworks are applicable for several different 

areas of the textile complex. Corporate Social Responsibility, Life Cycle Analysis, and 

“other” were each used by companies in two different categories. 

Convergence 

Carbon Footprint was the most commonly used framework according to both the 

secondary and primary data sets. Both data sets also indicated that the Triple Bottom Line 
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was used by companies in all three categories. Finally, both data sets indicated that regional 

retail was the only category that did not make use of “other” frameworks. 

Stage I Results: Third Party Certifications (Overall) 

 Seven of the nine sample companies were found to have at least one third party 

certification. Table 22 gives a description of each of the third party certifications associated 

with the sample companies. There were 15 different certifications between the various 

companies, although one third party certification was associated with more than one 

company; the Oeko-Tex Standard 100 Certification was found to be associated with two 

companies. Some companies were found to have other third party certifications besides those 

listed in Table 22, but it was necessary to limit the inclusion of some third party certifications 

because of their lack of relevance to product development and marketing. Based on the vast 

variety of third party certifications used, it would appear that it is more beneficial to make 

use of certifications that can be tailored to a company’s core business strategy than it is to 

encourage all companies to make use of the same certifications. 
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Table 22. Description of Third Party Certifications (Secondary Data). 

Third Party Certification Description 

BlueSign Independent standard used to assess the textile production chain 

in terms of resource productivity, consumer safety and protection, 

air emissions, water emissions, and occupational 

CarbonNeutral Certification verifying a company’s efforts to reduce their carbon 

footprint in their product lines, business travel, construction and 

use of buildings, and other areas (CarbonNeutral certifications, 

2012) 

Ceres Certification Offers certifications for organic textiles and other organic 

applications, such as food and biofuels (Welcome, 2009) 

Certified B Corporation Certification for corporations that use business to address social 

and environmental issues (What is a B Corp, 2012) 

European Outdoor Group Sponsors of the Sustainability Working Group (SWG), a group of 

outdoor industry representatives who work to promote and adopt 

sustainability among outdoor industry members (Sustainability, 

2012) 

Global Organic Textile Standard 

(GOTS) 

A comprehensive standard that covers all areas of the production 

of natural fibers from processing to manufacturing to distribution 

(Global Organic Textile Standard, 2011) 

Green America Member-supported organization dedicated to promoting 

environmental sustainability and social justice through economic 

action (Support Us, 2009) 

GreenGuard Product certification indicating that the product meets chemical 

and particle emissions standards (Greenguard, 2011) 

Green Label Plus Independent testing program for carpeting and adhesives that 

identifies carpet with very low emissions of VOCs (Carpet and 

Adhesive, 2011) 

Oeko-Tex Standard 100 

Certification 

Dictates the acceptable levels of defined substances in textile 

products know to be a health risk to humans (Glossary of Terms, 

2012) 

Oregon Tilth Certification This standard combines stringent production standards, on-site 

inspections, and legally binding contracts to safeguard the 

producers and buyers of organic products (Oregon Tilth Certified 

Organic, 2012) 

Outdoor Industry Association Trade association for companies in the outdoor and recreation 

business (About Us, 2012) 

SCS Recycled Content 

Certification 

Uses science-based metrics to certify the validity and quality of 

products made from recycled materials (Material Content 

Certification, 2012) 

Sustainable Apparel Coalition 

Index 

An industry-wide tool used to measure the environmental and 

social performance of various apparel products as well as the 

supply chains that produce them (The Sustainable Apparel Index, 

2012) 

Textile Exchange A non-profit organization committed to the responsible growth of 

textile sustainability worldwide (About Us, 2012) 

*Correlates with Research Question 2 and Research Objective 2 
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 The fact that the majority of the sample companies have achieved or been rewarded at 

least one third party certification can be explained by two possibilities. First, companies 

involved with sustainability have become more concerned with metrics, which allow 

sustainable companies to monitor the progress being made with their sustainable efforts 

while avoiding any greenwashing issues (Greenwashing, 2011). Secondly, sustainable 

companies also tend to be proactive and strive to go beyond the standards that are set by law 

(Hart, 2007), whether it is producing a certain percentage of their products sustainably or 

reducing their total carbon footprint by a certain measure. Often, when these lofty goals are 

achieved, they coincidentally result in companies qualify for, or even exceeding, the 

requirements for various third party certifications. 

According to the primary data collection, seven of the nine sample companies were 

found to have at least one third party certification. The two regional retail companies were 

the only companies not to make use of third party certifications. Table 23 below gives a 

description of each of the third party certifications associated with the sample companies. 

There was a total of 14 different certifications between the various companies, although some 

were associated with more than one company; the Oeko-Tex Standard 100 Certification was 

found to be associated with three companies, and two companies currently qualify for or are 

working towards the BlueSign certification. Again, some companies were found to have 

other third party certifications besides those listed in Table 23, but it was necessary to limit 

the inclusion of some certifications because of their lack of relevance to product development 

and marketing. 
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Table 23. Description of Third Party Certifications (Interview Data). 

Third Party Certification Description 

AAFA Restricted Substance 

List 

Provides information related to laws and regulations that restrict or 

ban certain substances in finished textile and apparel products 

(American Apparel & Footwear Association, 2011)  

BlueSign Independent standard used to assess the textile production chain in 

terms of resource productivity, consumer safety and protection, air 

emissions, water emissions, and occupational health and safety 

(BlueSign, 2012) 

Certified Organic Fiber certification indicating that the fiber was grown and 

harvested without using certain toxic insecticides, herbicides, or 

fungicides (Introduction to Organic Fibers, 2012) 

Global Organic Textile 

Standard (GOTS) 

A comprehensive standard that covers all areas of the production 

of natural fibers from processing to manufacturing to distribution 

(Global Organic Textile Standard, 2011) 

Green Label Plus Independent testing program for carpeting and adhesives that 

identifies carpet with very low emissions of VOCs (Carpet and 

Adhesive, 2011) 

GreenGuard Product certification indicating that the product meets chemical 

and particle emissions standards (Greenguard, 2011) 

ISO 14000 Standards covering environmental management systems and 

auditing, environmental performance evaluation and labeling, life 

cycle assessment, and environmental aspects in product standards 

(International Standard ISO 14000, 2005) 

Leonardo Academy Emissions 

Standard 

Provides a system for inventorying, reducing, and documenting 

emissions caused by organizations, families, and individuals (The 

American National Standard, 2011) 

NSF Standard 336 Assessment from the Association for Contract Textiles (ACT) that 

addresses the economic, environmental, and social aspects of 

furnishing products (Furnishing Fabric, 2004) 

NSF/ANSI Standard 140 A system with varying levels of certification to define sustainable 

carpet (NSF/ANSI Standard 140-2007, 2011) 

Oeko-Tex 100 Certification Dictates the acceptable levels of defined substances in textile 

products known to be a health risk to humans (Glossary of Terms, 

2012) 

Oregon Tilth Certified Organic This standard combines stringent production standards, on-site 

inspections, and legally binding contracts to safeguard the 

producers and buyers of organic products (Oregon Tilth Certified 

Organic, 2012) 

SCS Recycled Content 

Certification 

Uses science-based metrics to certify the validity and quality of 

products made from recycled materials (Material Content 

Certification, 2012) 

SMaRT Platinum Certification “Sustainable Materials Rating Technology” is a global 

sustainability product standard that is earned by earning a certain 

number of points across several categories (Go PVC free. Carpet 

SMaRT, 2011) 

*Correlates with Research Question 2 and Research Objective 2 
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Convergence 

 The secondary and primary data sets both revealed that seven out of nine companies 

made use of third party certifications; only the two regional retail companies did not make 

use of third party certifications. Both data sets also revealed Oeko-Tex Standard 100 

Certification to be the most common third party certification used by the sample companies. 

Stage I Results: Third Party Certifications (by Category) 

 After reviewing the different third party certifications held by the sample companies, 

the data was analyzed based on the number of third party certifications held by each 

category. These results are presented in Figures 28 and 29. 

 

 

Figure 28. Number of Third Party Certifications Used by Category (Secondary Data). 

*Correlates with Research Objective 3 

*Note: No third party certifications were used by Regional Retail companies 
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Figure 28 shows how many frameworks were used within each company category 

based on the secondary data collected. Vertically-integrated companies used the largest 

number of frameworks with a total of 10. Even though the vertically-integrated category was 

represented by the most companies (four), it still averages out to have the greatest number of 

frameworks with 2.5 frameworks per company; manufacturing, with a total number of six, 

only averages two frameworks per company. Secondary data was not available for the two 

regional retail companies concerning frameworks used, so it could not yet be determined if 

any frameworks were used or if the data simply was not available. 

 

 

Figure 29. Number of Third Party Certifications Used by Category (Interview Data). 

*Correlates with Research Objective 3 

*Note: No third party certifications were used by Regional Retail companies 
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Figure 29 indicates the usage of third party certifications amongst the three company 

categories based on the primary data collected. Vertically-integrated and manufacturing 

companies each held eight third party certifications. The sample regional retail companies 

confirmed the earlier findings and were again found to have no third party certifications. 

Convergence 

Overall, the results of the secondary data collection reflect the results of the primary 

data collection. Regional retail companies were the only category not to make use of third 

party certifications, which may indicate that regional retail companies are less likely to have 

third party certifications than vertically-integrated or manufacturing companies. A larger 

sample size is needed to confirm this result. According to both data sets, vertically-integrated 

and manufacturing companies were shown to make use of several different third party 

certifications. 

Stage I Results: Growth Strategies 

 As was described in the review of literature, growth strategies are the means by which 

companies can increase their market share through product development or seeking out new 

customers. The three main growth strategies used in this study were Intensive, Integrative, 

and Diversification (see Table 6 on page 31 for growth strategy definitions). 
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Figure 30. Growth Strategies Used by Category (Secondary Data). 

*Correlates with Research Objective 3 

 

 Figure 30 shows the growth strategies used by each category based on the secondary 
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Figure 31. Growth Strategies Used by Category (Interview Data). 

*Correlates with Research Objective 3 

  

Figure 31 shows which growth strategies were used by each company category based 

on the primary data. An Intensive growth strategy was used by all categories, and it was the 
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may signify that regional retail companies have greater ability or freedom to expand their 

product offerings than the other two categories. 

Stage I Results: Keys to Success with Sustainability 

The sample companies were asked what they believed has been the key to their 

company’s success with sustainability. Eight of the nine sample companies were willing to 

share this information. The responses from the executives fell into five general categories: 

○ Support from upper management 

○ Maintaining a long-term, holistic view of sustainability 

○ Developing a company culture of sustainability 

○ Approaching sustainability in a way that makes sense for their brand and their 

company 

○ Other 
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Figure 32. Keys to Success with Sustainability. 

*Correlates with Research Question 2 and Research Objective 2 
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“Support from upper management” and “maintaining a long-term, holistic view of 

sustainability” were the third most common keys to success with sustainability, representing 

three companies each. “Developing a company culture of sustainability” was the fifth most 

common key to success, representing two companies. 

Stage I Results: Advice for Other Companies 

The sample companies were asked what advice they would give to a company that is 

striving to incorporate sustainability into its core business strategy. 

 

 

Figure 33. Advice for Other Companies. 

*Correlates with Research Question 2 and Research Objective 2 
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○ Answer the following three questions and let them guide your efforts: What are your 

passions? What are your skills? Where is your money coming from? 

○ The sustainable products a company sells must be competitive with other products in 

the mass market 

○ No advice: it is too late for any companies that are not yet involved with 

sustainability 

○ Make sustainability a part of the company culture 

○ Know your customer 

The second most common piece of advice given was to “engage with and learn from 

industry members and sustainability experts.” This result was to be expected due to the fact 

that the most common initial step taken by the sample companies was to partner with and 

learn from educators, NGOs, and other organizations (see Figures 20 and 21). The fourth 

most common pieces of advice were to “become educated on all issues” and to “think 

holistically,” meaning that companies have to keep the big picture in mind at all times. 

While there were three consistent categories among the advice given by the sample 

companies, the variety of advice given in the “other” category indicated that there are 

multiple approaches and strategies that can be used when incorporating sustainability into a 

company’s core business strategy. 

Stage III: Resource Document 

 The purpose of the resource document, “Incorporating Sustainability into Your 

Company’s Core Business Strategy,” is to present the strategies and approaches that have 

enabled companies within the textile sector to succeed in their sustainability efforts. By 
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understanding the successes of the sample companies used in this study, other companies 

may be more likely to have successful endeavors as well. 

 The information presented in “Incorporating Sustainability into Your Company’s 

Core Business Strategy” contained four sections (shown below). See Appendix A for the 

resource document in its entirety. 

I. Introduction and Background 

II. Incorporating Sustainability into a Textile Complex Company: Key Insights to 

Consider 

i. Product Development and Marketing Approaches 

ii. Common Approaches by Textile Complex Companies 

iii. Sustainability Approaches: Differences across Company Structure 

iv. Suggested Framework for Adopting Sustainability 

III. Suggested Readings 

IV. Additional Resources 

i. Key Definitions 

ii. Sample List of Third Party Certifications 

iii. References 

Summary of Results 

 Tables 24 and 25 (below) summarize the results that have been presented throughout 

Chapter 4. Table 24 provides an overview of the overall results, and Table 25 summarizes the 

results for each category. 
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Table 24. Overall Results. 

Topic Results 

Motivations for adopting 

sustainability (most 

common) 

 Other 

1. Being motivated as a company to reduce environmental 

impact,  lower costs, and improve efficiencies 

2. Seeking to redefine the nature of the company 

3. Having an innate commitment to the environment from the 

company’s origins 

4. Pressure from the 1970s recession and international markets 

5. Several of the company’s brands had initiated individual 

sustainability efforts 

6. Company restructuring 

7. To decrease costs 

8. An innate respect for nature has been a part of the 

company’s mission since its inception 

 Personal investment from company leadership 

The influence of government 

regulation 
 The majority of the sample companies were not influenced by 

government regulation 

Initial steps taken (most 

common) 
 Partnering with and learning from educators, NGOs, and other 

organizations 

 There was great variety in the initial steps taken 

Frameworks used (most 

common) 
 Minimizing Carbon Footprint or Environmental Impact 

 Other 

 The Triple Bottom Line 

Third party certifications  Seven out of nine sample companies made use of third party 

certifications 

Key to success with 

sustainability (most 

common) 

 Approach sustainability in a way that makes sense for each 

company’s brand, mission, and image 

Advice for other companies  Other 

1. Let the following three questions guide your efforts: What 

are your passions? What are your skills? Where is your 

money coming from? 

2. Sustainable products must be competitive with other 

products in the mass market 

3. No advice: it is too late for any companies that are not yet 

involved with sustainability 

4. Make sustainability a part of your company culture 

5. Know your customer 

 Engage with and learn from industry and sustainability experts 
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Table 25. Results for Each Category. 

Category Results 

Vertically-integrated  Vary in their motivations for adopting sustainability 

 “Partnering with and learning from educators, NGOs, and other 

organizations” was the most common initial step taken 

 “Developing a company-wide sustainability plan” and “creating 

recycling initiatives for office, post-industrial, or post-consumer waste” 

were used more by vertically-integrated companies than by any other 

category 

 Vary in their choice of sustainability frameworks 

 Place great emphasis on third party certifications, but vary in the 

certifications each company chooses to use 

 Intensive growth strategy 

Manufacturing  Most common motivation was “personal investment from company 

leadership” and “response to competition;” “response to competition” 

was more common for manufacturing than in any other category 

 “Conducting R&D and launching new products” was the most common 

initial step taken 

 Several frameworks were used, but they all were related to “minimizing 

carbon footprint or environmental impact” 

 Place great emphasis on third party certifications, but vary in the 

certifications each company chooses to use 

 Intensive growth strategy 

Regional Retail  Motivations for adopting sustainability vary 

 Place special emphasis on education – “partnering with and learning 

from educators, NGOs, and other organizations” was the most common 

initial step taken 

 “Minimizing carbon  footprint or environmental impact” was the only 

framework used 

 The only category not to make use of third party certifications 

 Intensive, integrative, and diversification growth strategies 
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CHAPTER 5 

SUMMARY, CONCLUSIONS, & RECOMMENDATIONS 

 

Summary 

The purpose of this research was to investigate which approaches have enabled North 

Carolina and South Carolina textile companies to successfully incorporate sustainable 

product development and marketing strategies into their core business strategies. The 

conceptual framework used in this study to select the sample and evaluate sustainable efforts 

was John Elkington’s Triple Bottom Line (TBL), specifically the economic growth and eco-

efficiency areas (1998). The other purposes of this research were to examine which factors 

have motivated companies to adopt sustainable product development and marketing, 

determine if there is one or several common approaches to adopting sustainable product 

development and marketing within the textile industry, determine if there are common phases 

of becoming a more sustainable textile business, and investigate how the success of North 

Carolina and South Carolina textile companies can be documented and visually depicted in 

reference to their adoption of sustainable product development and marketing. 

This research study focused on three company categories: vertically-integrated, 

manufacturing, and regional retail. This research used a three-stage methodology. The first 

stage involved an analysis of secondary and primary data concerning sustainable textile 

companies in North Carolina and South Carolina. The secondary data collection was first 

used to select the sample for the company interviews, and was later used to evaluate the 

primary data collected. The interview instrument used to gather primary data focused on 
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sustainability approaches, including motivations for adopting sustainability, initial steps 

taken, frameworks used, third party certifications, and recommendations for other companies. 

Stage II made use of a concurrent triangulation strategy to determine if there was 

convergence in the primary and secondary data. The secondary and primary data were 

compared to determine if there were any significant patterns in the collected data. 

Stage III used the data collected in Stage I and the analysis conducted in Stage II to 

create a resource document on adopting sustainability. The document, entitled “Incorporating 

Sustainability into Your Company’s Core Business Strategy,” presents the strategies and 

approaches that have enabled certain companies within the textile sector to succeed in their 

sustainability efforts. 

Companies included in the sample were chosen based on their presence within the 

North Carolina and South Carolina textile complex; their classification as either a vertically-

integrated, manufacturing, or regional retail company; and their reputation for success with 

sustainable product development and management. A total of nine companies were 

interviewed either in person or via phone, and the aggregate response data can be found in 

Appendix C. 

 

Summary of Results 

RO1: Determine which product development and marketing approaches have been 

proven to be most successful 

Motivations 

The primary and secondary data collected in Stage I indicated that the most common 

motivations for adopting sustainable product development and marketing were “other” and 
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having a “personal investment from company leadership.” Finding “other” to be the most 

common motivation indicates that there are many other elements motivating companies to 

adopt sustainability that have not yet been explored. “Having a personal investment from 

company leadership” as the second most common motivation indicates that it is very 

important to have top executives behind a company’s sustainability endeavors. 

The Influence of Government Regulation 

According to the secondary and primary data collected in Stage I, government 

regulation was not an influence on the sample companies’ sustainability efforts. According to 

the secondary data, only one company was influenced by government regulation, and the 

primary data indicated that only two companies considered government regulation to be an 

influence. This confirms Hart’s theory from Chapter 2: being proactive and going beyond 

what is required by law is more cost-effective, timely, and competitive from a strategic point 

of view (2007). 

Initial Steps Taken 

The secondary and primary data collected in Stage I showed consistent results 

concerning the most common initial steps taken toward adopting sustainable product 

development and marketing. “Partnering with and learning from educators, NGOs, and other 

organizations” was the most common initial step for the sample companies, which indicates 

that it is important to build a strong foundation of knowledge about sustainability before 

introducing any company-wide sustainability initiatives. Learning from others who have 

already gone through the process of adopting sustainability can help companies avoid 

common pitfalls and increases their chances of finding success with sustainability. 



 

112 

  

Two other initial steps were shown to be common options based on both the Stage I 

results: “developing a company-wide sustainability plan,” and “conducting R&D and 

launching new products.” “Developing a company-wide sustainability plan” ensures that the 

entire company understands the mission and knows what is expected in relation to the 

company’s sustainability mission; it is beneficial if everyone in the company begins on the 

same page. “Conducting R&D and launching new products” is what happens when the 

company’s education and sustainability plan are finally put into action. It is likely that many 

companies take this step at some point, especially vertically-integrated and manufacturing 

companies, but not all companies will take this step early enough in the adoption process to 

consider “conducting R&D and launching new products” to be an “initial step.” 

Frameworks Used 

The most common framework used by the sample companies was “Minimizing 

Carbon Footprint or Environmental Impact” (Carbon Footprint), representing six out of nine 

companies. This framework covers a broad spectrum, which allows companies to incorporate 

“Carbon Footprint” into areas that make the most sense for their company. For instance, 

manufacturing companies may focus on reducing costs through reducing the environmental 

impact of manufacturing their products, while vertically-integrated companies may focus on 

minimizing the carbon footprint from transporting raw materials and products throughout the 

supply chain. “Other” was the second most common frame work used, representing four 

companies. This confirms the earlier findings and further indicates that there are many more 

frameworks being used than those presented in the interview instrument (see Appendix B3). 

Further investigation is needed to learn more about the non-typical frameworks being used 

by textile companies. 
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Growth Strategies Used 

The three possible growth strategies used in this study were intensive, integrative, and 

diversification. Seven out of nine companies claimed to use an intensive growth strategy, 

indicating that they choose to focus on developing and promoting a relatively narrow line of 

products and marketing in order to increase their market share. This suggests that sustainable 

companies are currently focusing on producing a smaller variety of products very well before 

expanding into additional product categories. 

 

RO2: Determine if there is one or several common approaches to adopting 

sustainable product development and marketing 

Motivations 

When investigating motivations for adopting sustainable product development and 

marketing, the secondary and primary data both indicated that “other” represented the 

greatest number of sample companies for both the secondary and primary data (three out of 

six companies for secondary data, six out of nine companies for primary data). This indicates 

that a textile company’s motivation for adopting sustainable product development and 

marketing is not an indicating factor for predicting future success. If motivation were an 

indicating factor, the results would have been limited to a small number of motivations (two 

or three total) instead of yielding over 10 different motivations. 

Initial Steps Taken 

As was stated under RO1, the most common initial steps take were: 

● Partnering with and learning from educators, NGOs, and other organizations 

● Developing a company-wide sustainability plan 
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● Conducting R&D and launching new products 

There were four other initial steps used by the sample companies. While “partnering with and 

learning from educators, NGOS, and other organizations” was the most common initial step 

taken (and, therefore, the one this researcher would recommend to other companies), it 

appears that there are many different approaches that can be used when taking initial steps 

toward adopting sustainable product development and marketing. It should be noted that 

while there are many potential first steps that can be taken, including some form of education 

in those first steps may help all other subsequent steps to be executed more successfully. 

Frameworks Used 

According to the secondary and primary data results, “Minimizing Carbon Footprint 

or Environmental Impact” (Carbon Footprint) was the most common framework used by the 

sample companies. However, as was noted in the Chapter 4, “Carbon Footprint” is a very 

broad framework and can be approached by several different means. “Other” was also a 

common result for frameworks used; between the secondary and primary data results, six 

other frameworks were used beyond the eight choices presented in the research instruments. 

In total, 10 different frameworks were used by the sample companies, including: 

● Corporate Social Responsibility 

● Triple Bottom Line 

● Life Cycle Analysis 

● Minimizing Carbon Footprint or Environmental Impact 

● Other: 

○ Benchmarking with other firms that the company hopes to emulate 

○ Organic 
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○ Total Quality Management 

○ Sustainable Apparel Coalition 

○ Company’s own personalized Fiber Sourcing Scorecard, based on the metrics 

of several sustainability organizations 

○ Lean manufacturing 

The variety found within the “Carbon Footprint” framework as well as the variety of 

frameworks used by the sample companies indicates that there are many, not just one, viable 

sustainability frameworks that can be used to guide a company’s sustainability efforts. It 

should also be noted that “Carbon Footprint” and the TBL were the only two frameworks 

used by all three company categories (based on primary data). 

Third Party Certifications 

Seven out of nine sample companies have chosen to make use of third party standards 

in their sustainability efforts. Between the secondary and primary data collected, 22 different 

third party certifications were associated with the sample companies. This variety indicates 

that it is important for textile companies to focus on third party certifications that best fit their 

company’s sustainability mission instead of all companies attempting to use the same 

frameworks. 

Keys to Success with Sustainability 

Five different keys to success were presented from the primary data. The most 

common key to success was “approaching sustainability in a way that makes sense for the 

brand and the company,” representing five companies. This result indicates that companies 

have found the most success by customizing their initial steps taken, frameworks used, and 
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third party certifications to support the overall company mission instead of seeking out a 

cookie-cutter method of adopting sustainability. 

Advice for Other Companies 

The most common piece of advice for other companies was to “engage with and learn 

from industry and sustainability experts,” but this only represented three companies. “Other” 

was selected by five companies, representing five different pieces advice. The variety of the 

advice given in the “other” category signifies that there are many sound methods for adopting 

sustainable product development and marketing. 

 

RO3: Determine if approaches to sustainable product development vary between 

the following three types of companies: vertically-integrated, manufacturing, regional 

retail 

Vertically-Integrated 

Motivations 

Motivations for adopting sustainability varied, with 10 different motivations listed 

between the secondary and primary data collected in Stage I. Of the 10 motivations listed, 

five fell under the category of “other.” This variety would indicate that there are many 

motivations for vertically-integrated companies to adopt sustainability. 

Initial Steps Taken 

The most common initial step taken for vertically-integrated companies was 

“partnering with and learning from educators, NGOs, and other organizations,” representing 

three out of four companies for the primary data and two out of four companies for the 

secondary data. In both the secondary and primary data analyses, vertically-integrated 



 

117 

  

companies had the most diversity in their initial steps taken of the three categories, and in 

both sets of data they had at least one company representing each of the possible initial steps. 

“Developing a company-wide sustainability policy and metrics for monitoring” and “creating 

recycling initiatives” were the second most common initial steps, and were used more within 

the vertically-integrated category than in any other. 

Frameworks Used 

The most common framework used by vertically-integrated companies was 

“minimizing carbon footprint or environmental impact” (Carbon Footprint), representing two 

out of four companies. Two companies also selected “other,” one using the Sustainable 

Apparel Coalition metrics and the other using their own fiber sourcing scorecard. Altogether, 

the vertically-integrated sample companies used six different frameworks, indicating that 

there is little agreement on which framework to use between the four companies. 

Third Party Certifications 

Vertically-integrated companies were shown to use a large number of third party 

certifications. The secondary data associated the four sample companies with 10 third party 

certifications, and the primary data associated them with eight third party certifications. Two 

vertically-integrated companies currently use or are working toward the Oeko-Tex 100 

Certification, otherwise the four companies are all unique in their use of third party 

certifications. The large number of certifications reveals two key points; first,vertically-

integrated companies commonly make use of third party certifications, and secondly, they 

vary greatly in which certifications they choose to use on an individual basis. 
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Growth Strategy 

Three out of four vertically-integrated companies made use of an intensive growth 

strategy, indicating that this category focuses on producing a smaller family of products very 

well instead of diversifying their offerings. 

Manufacturing 

Motivations 

The motivations for adopting sustainability were less varied than the vertically-

integrated or regional retail companies. The two motivations revealed by the primary and 

secondary data were “having a personal investment from company leadership” and 

“responding to competition.” “Personal investment” has been shown to be a common 

motivation for all categories while “responding to competition” may be more common for 

manufacturing companies due to the pressure to compete with international markets. “Other” 

was the third motivation for manufacturing companies, representing two companies. The 

“other” motivations for manufacturing companies were “costs” and “being determined to 

make a different as a company.” The motivations listed under “other” indirectly relate back 

to “personal investment” and “responding to competition,” so it can be concluded that these 

two motivations are the most common motivations for manufacturing companies. 

Initial Steps Taken 

The most common initial step taken by manufacturing companies was “conducting 

R&D and launching new products,” representing two out of three companies. This step was 

used more within the manufacturing category than in any other, which signifies that 

manufacturing companies may place more emphasis on research and development than either 

vertically-integrated or regional retail companies. 
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Frameworks Used 

Based on both the secondary and primary data sets, “Carbon Footprint” and “other” 

were the most common frameworks used by manufacturing companies, each representing 

two out of three companies. The “other” frameworks used by manufacturing companies were 

“lean manufacturing” and “Total Quality Management,” both of which can be used to reduce 

a company’s environmental impact. Both sets of data also confirmed the Triple Bottom Line 

and Life Cycle Analysis as the second most common frameworks used, each representing 

one out of three companies. Based on these results, manufacturing companies tend to use 

frameworks that will help them reduce emissions and environmental impact while also 

reducing production times and costs. 

Third Party Certifications 

Manufacturing companies were found to have six third party certifications based on 

the secondary data, and eight based on the primary data. Similar to vertically-integrated 

companies, manufacturing companies also appear to place great emphasis on third party 

certifications even though each company is unique concerning the certifications they choose 

to use. 

Growth Strategy 

An intensive growth strategy was used by all three manufacturing companies. This 

indicates that manufacturing companies focus on producing a narrow line of product 

offerings instead of a wide variety of products. 
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Regional Retail 

Motivations 

Regional retail companies also showed great variety in their motivations for adopting 

sustainability. The most common motivation was “personal investment from company 

leadership”, representing both companies. The fact there were six different motivations for 

only two companies signifies that there are many possible motivations for regional retail 

companies to adopt sustainable product development and marketing. 

Initial Steps Taken 

The most common initial step for regional retail companies was “partnering with and 

learning from educators, NGOs, and other organizations,” representing both companies in the 

primary data and one out of two for the secondary data. Regional retail companies may focus 

more on education because, unlike the other two categories, they have less involvement with 

manufacturing and R&D. The only other initial step taken by regional retail companies was 

“developing a company-wide sustainability policy and metrics for monitoring,” representing 

one company (primary data). 

Frameworks Used 

“Carbon Footprint” was the most common framework used by regional retail 

companies. It was used by both companies in the primary data, and it was the only 

framework listed in the secondary data. The fact that both companies in the data set use this 

particular framework could indicate that regional retail companies prefer the “Carbon 

Footprint” framework, but a larger sample is needed to confirm this result. 
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Third Party Certifications 

According to both the secondary and primary data sets, the two regional retail 

companies used in this study have zero third party certifications. Unlike the other two 

categories, regional retail companies appear to have little concern for third party 

certifications. 

Growth Strategy 

Regional retail companies made use of all three growth strategies: intensive, 

integrative, and diversification. This indicates that regional retail companies can choose to 

narrow or diversify their sustainable product offerings based on the nature of each company. 

 

RO4: Create a framework to outline the phases of incorporating sustainability into 

a textile firm’s product development and marketing strategies 

The following framework was based on the results of Research Objectives 1 and 2. 

While the results have made it clear that there are several possible approaches to adopting 

sustainable product development and marketing, the following framework provides a 

customizable approach to incorporating sustainability into a textile company’s core business 

strategies. 
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Figure 34. Framework for Adopting Sustainable Product Development and Marketing. 

 

RO5: Develop a resource document to address the primary barriers and encourage 

sustainable development 

A resource document was created based on the results of Research Objectives 1 

through 4, entitled “Incorporating Sustainability into Your Company’s Core Business 

Strategy.” The document covers the following information: 

I. Introduction and Background 

II. Incorporating Sustainability into a Textile Complex Company: Key Insights to 

Consider 

i. Product Development and Marketing Approaches 

ii. Common Approaches by Textile Complex Companies 

Company 
decision to 

adopt 
sustainability 

Partner with NGOs 
and other 

organizations to learn 
more about 

sustainability 
Develop a 

company-wide 
sustainability plan 

Investigate 
sustainability 
frameworks 

Investigate 
third party 

certifications 
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iii. Sustainability Approaches: Differences across Company Structure 

iv. Suggested Framework for Adopting Sustainability 

III. Suggested Readings 

IV. Additional Resources 

i. Key Definitions 

ii. Sample List of Third Party Certifications 

iii. References 

See Appendix A for the full resource document. 

 

Conclusions 

Research Objective 1 

 In general, the most common motivations for adopting sustainability were “other” and 

“personal investment from company leadership,” indicating that there are several possible 

motivations for adopting sustainability product development and marketing. Companies most 

often are not motivated or influenced by government regulation. The most common initial 

step taken was “partnering with and learning from educators, NGOs, and other 

organizations,” indicating that sustainability education is essential in the early stages of 

adopting sustainability. The most common framework used was “minimizing carbon 

footprint or environmental impact,” which may be due to the potential cost-saving benefits of 

reducing energy and other inputs. An intensive growth strategy was used most often, 

signifying that sustainable companies tend to focus on producing a narrower line of products 

instead of diversifying. 
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Research Objective 2 

There are many possible motivations, initial steps, frameworks, and third party 

certifications that can be used to successfully incorporate sustainable product development 

and marketing into a textile company’s core business strategies. It is more important for each 

company to tailor their sustainability plan to address their company’s strengths and mission 

rather than having all companies use the same approach. However, the data concerning keys 

to success with sustainability (see Figure 32) indicates that it is crucial for companies to 

“approach sustainability in a way that make sense for their brands and their company.” This 

result also reiterates the need for each company to create their own customized sustainability 

plan. 
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Research Objective 3 

Table 26. Conclusions for Each Category. 

Category Conclusions 

Vertically-integrated  Vary in their motivations for adopting sustainability 

 “Partnering with and learning from educators, NGOs, and other 

organizations” was the most common initial step taken 

 “Developing a company-wide sustainability plan” and “creating 

recycling initiatives for office, post-industrial, or post-consumer waste” 

were used more by vertically-integrated companies than by any other 

category 

 Vary in their choice of sustainability frameworks 

 Place great emphasis on third party certifications, but vary in the 

certifications each company chooses to use 

 Intensive growth strategy 

Manufacturing  Most common motivation was “personal investment from company 

leadership” and “response to competition;” “response to competition” 

was more common for manufacturing than in any other category 

 “Conducting R&D and launching new products” was the most common 

initial step taken 

 Several frameworks were used, but they all were related to “minimizing 

carbon footprint or environmental impact” 

 Place great emphasis on third party certifications, but vary in their 

certifications each company chooses to use 

 Intensive growth strategy 

Regional Retail  Motivations for adopting sustainability vary 

 Place special emphasis on education – “partnering with and learning 

from educators, NGOs, and other organizations” was the most common 

initial step taken 

 “Minimizing carbon  footprint or environmental impact” was the only 

framework used 

 The only category not to make use of third party certifications 

 Intensive, integrative, and diversification growth strategies 

 

Research Objective 4 

The framework created (see Figure 34) was created based on the most common 

results as well as the results that occurred between multiple company categories. This 

framework is meant to allow enough latitude that companies can modify it to address their 

individual sustainability goals. 
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Research Objective 5 

Please see Appendix A for a copy of “Incorporating Sustainability into Your 

Company’s Core Business Strategy,” which was based on the results of this study. 

 

Limitations of Study 

1. This research defined sustainability in terms of the triple bottom line (TBL), which is 

built on three components: people, planet, and profit. This study focused on textile 

companies whose sustainability efforts were defined by the eco-efficiency and 

economic growth areas of the TBL. 

2. The sample of textile companies was limited to those located in North Carolina and 

South Carolina and represents a convenience sample. The results can be generalized 

to the sample companies in North Carolina and South Carolina. 

3. Due to the sensitive nature of the data being collected in this study, companies may 

have been limited in the amount and type of data that companies were willing to 

make public. Companies were not compelled to reveal trade secrets or information 

that could further explain sustainability integration, bad ventures, and/or future 

sustainability efforts. 

4. This research focused on sustainable product development and marketing; there are 

many other areas of sustainable business that do not fall within the parameters of this 

study that may further explain a company’s sustainability integration and encourage 

competitiveness. 
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Recommendations for Future Research 

1. Future research could include a quantitative investigation based on the results of this 

study, using a larger sample size to validate, extend, or refute the results of this study. 

2. Future research could include replication of this study to investigate the different 

approaches to adopting sustainability used by other industries, which could promote 

sustainable business efforts and encourage competitiveness in other industries as well. 

3. Further investigation is needed concerning each of the three categories used in this 

study (vertically integrated, manufacturing, and regional retail). A larger sample size 

for each of these categories will provide a more thorough investigation of their 

approaches to sustainability. 

4. As indicated by the many motivations and frameworks listed under “other,” 

additional research is needed concerning emerging motivations for adopting 

sustainability as well as frameworks used. 

5. Regional retail companies tended to differ from the results found for vertically-

integrated and manufacturing companies; further investigation with a larger sample 

size is needed to determine how sustainability approaches differ for retail companies. 
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Introduction 

Overview 

 

Purpose of this 

document 

● To present the strategies and approaches that have enabled 

certain companies within the textile sector to succeed in their 

sustainability efforts 

● By understanding the successes of these companies, other 

companies will be more likely to have successful endeavors as 

well 

Basis for the 

information 

presented 

● The information presented is based on a study conducted at 

North Carolina State University’s College of Textiles 

● How have North Carolina- and South Carolina-based textile 

complex companies have successfully incorporated sustainable 

product development and marketing? 

● How do these approaches vary for the following three types of 

companies: Vertically-Integrated, Manufacturing, and Regional 

Retail 

Framework used ● John Elkington’s Triple Bottom Line (TBL) 

● Focused on the economic growth and eco-efficiency areas of the 

TBL 

 

Background 

 

Sustainability is defined as “development that meets the needs of the present without 

compromising the ability of future generations to meet their own needs” 

(Our Common Future, 1987, website) 

 

History has shown that companies tend to believe that there is a trade-off between 

sustainability and profitability (Hart, 2007). Ever since the birth of modern production during 

the industrial revolution, “enterprises [have] relied upon the extraction of cheap raw 

materials, exploitation of factory labor, and production of mass quantities of waste and 

pollution” (Hart, 2007, p. 5). While this type of industrial behavior was once possible in a 
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world of two billion consumers, it is clear that as we move beyond a global population of 

seven billion, the limits to growth have been reached with current inefficiencies in material 

production. However, more recent studies have shown that there is actually tremendous 

profitability to be found when sustainable practices are strategically incorporated into the 

core competencies and everyday activities of a company. 

 

Why Companies are Valuable Players in the Quest for Sustainability 

Businesses have “the incentives, operational know-how, scalability, and 

ingenuity to respond” (Werbach, 2009, p. 3) to challenges posed by all three 

areas of the Triple Bottom Line (TBL) 

Businesses consist of highly skilled workers who have the knowledge and 

capabilities for developing more sustainable business and production practices 

Sustainability can be used strategically to respond to competition 

 

Unfortunately, not all companies have been successful with their sustainability 

efforts. There are many reasons for failure, including everything from insufficient knowledge 

to poorly executed ventures (Berns et al, 2009). The purpose of this document is to present 

the strategies and approaches that have enabled certain companies within the textile sector to 

succeed in their sustainability efforts. By understanding the successes of these companies, 

other companies will be more likely to have successful endeavors as well. 
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Incorporating Sustainability into a Textile Complex Company: Key Insights to 

Consider 

Product Development and Marketing Approaches 

Product development is defined as “the process of producing product from concept to 

creation” (Conway, 1997, p. 214). Based on a customer need, an idea for a product that 

satisfies that need is brainstormed, developed, tested, improved upon, produced, and 

eventually sold to an end consumer. Beyond satisfying consumer needs, product 

development can also be used as a growth strategy (Kotler & Keller, 2009). There are three 

main growth strategies: intensive, integrative, and diversification (Kotler & Keller, 2009). 

 

Three Main Growth Strategies 

 

Growth Strategy Characteristics 

Intensive Growth within the current market by encouraging current consumers 

to purchase more frequently or by procuring new customers; focuses 

on existing products 

Integrative Uses backward, forward, or horizontal integration within an 

industry to increase sales and profits; extends product offerings into 

related product categories 

Diversification Increases sales by finding opportunities that exist outside of the 

present business 

Source: Kotler, P., & Keller, K. L. (2009). Marketing management (13th ed.). Upper Saddle 

River, New Jersey: Prentice Hall. 

 

Marketing is defined as the “process of planning and executing the conception, 

pricing, promotion, and distribution of ideas, goods, and services to create exchanges that 

satisfy individual and organizational goals” (Kotler & Keller, 2009). Marketing comes in all 

forms and usually involves a mix of the following four areas: product, price, place, and 

promotion (Kotler & Keller, 2009). Marketing and product development are often coupled 
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together as a single strategic unit because of their many interdependencies and overlapping 

objectives. 

 Marketing can be used to advertise a company’s sustainable products and efforts, or 

to encourage other parties to adopt more sustainable practices. According to Gordon, 

Carrigan, and Hastings (2011), “marketing has a central role to play in tackling 

[sustainability issues] because it can influence behavior” (p. 144). When used correctly, 

marketing can create a win-win situation by promoting sustainable products and capabilities 

while also increasing the firm’s market share. By using marketing and product development 

strategically, businesses can “further the goals of sustainability and provide ethical products 

and services” (Gordon et al, 2011, p. 144). 

 

Common Approaches by Textile Complex Companies 

 The following chart indicates the most common results concerning approaches to 

sustainability based on the sample companies used in the study. “Other” indicates that sample 

companies gave a response not included on the list of possibilities included. Overall, the 

results indicated that while some approaches that are used more often than others, there are 

many possible approaches that can be used to successfully adopt sustainability. 

 

Most Common Approaches Used 

 

Topic Results 

Motivations for adopting 

sustainability 
 Other 

 Personal investment from company leadership 

The influence of 

government regulation 
 The majority of the sample companies were not influenced 

by government regulation 

Initial steps taken  Partnering with and learning from educators, NGOs, and 
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other organizations 

 There was great variety in the initial steps taken 

Frameworks used  Minimizing Carbon Footprint or Environmental Impact 

 Other 

 The Triple Bottom Line 

Third party certifications  Seven out of nine sample companies made use of third party 

certifications 

Growth strategies used  Seven out of nine companies made use of an intensive 

growth strategy, focusing on a narrow line of products 

Key to success with 

sustainability 
 Approach sustainability in a way that makes sense for each 

company’s brand, mission, and image 

Advice for other 

companies 
 Other 

 Engage with and learn from industry and sustainability 

experts 

 

Sustainability Approaches: Differences across Company Structure 

 Beyond the overall results, the study investigated if approaches to adopting 

sustainability vary based on the type of company. Three types of companies were 

investigated, as outline in the table below. 

 

Company Categories Investigated 

 

Business Category Characteristics 

Regional Retail  Sells directly to consumer 

 Owns no production 

 Buy and resale 

Vertically-Integrated Companies  Interacts with both manufacturing and consumers 

 Business to Business (B2B) or Business to 

Consumer (B2C) 

 Communication and integration between design, 

production, and sales 

Manufacturing  Solely focused on producing a product 

 Little or no interaction with the end consumer 
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The results for each category are summarized in the table on the following page. The most 

notable findings are in bold text. 

 

Results by Company Category 

Category Results 

Vertically-integrated  Vary in their motivations for adopting sustainability 

 “Partnering with and learning from educators, NGOs, and other 

organizations” was the most common initial step taken 

 “Developing a company-wide sustainability plan” and “creating 

recycling initiatives for office, post-industrial, or post-consumer waste” 

were used more by vertically-integrated companies than by any other 

category 

 Vary in their choice of sustainability frameworks 

 Place great emphasis on third party certifications, but vary in the 

certifications each company chooses to use 

 Intensive growth strategy 

Manufacturing  Most common motivation was “personal investment from company 

leadership” and “response to competition;” “response to competition” 

was more common for manufacturing than in any other category 

 “Conducting R&D and launching new products” was the most 

common initial step taken 

 Several frameworks were used, but all were related to “minimizing 

carbon footprint or environmental impact” 

 Place great emphasis on third party certifications, but vary in their 

certifications each company chooses to use 

 Intensive growth strategy 

Regional Retail  Motivations for adopting sustainability vary 

 Place special emphasis on education – “partnering with and learning 

from educators, NGOs, and other organizations” was the most common 

initial step taken 

 “Minimizing carbon  footprint or environmental impact” was the 

only framework used 

 The only category not to make use of third party certifications 

 Intensive, integrative, and diversification growth strategies 

 

Suggested Framework for Adopting Sustainability 

 While this research uncovered certain motivations, initial steps taken, and 

frameworks used that were very common between all of the sample companies or within 

certain categories, the most crucial finding was that there is not a one-size-fits-all approach to 
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adopting sustainability. However, there were still several key steps taken by the sample 

companies in this study, which have been compiled in to the figure below. Keeping in mind 

that it is better for each company to tailor their own sustainability strategy, the following 

framework provides a customizable approach to incorporating sustainability into a textile 

company’s core business strategy. 

 

Suggested Framework for Adopting Sustainability 

 

 

  

Company 
decision to 

adopt 
sustainability 

Partner with NGOs 
and other 

organizations to learn 
more about 

sustainability 
Develop a 

company-wide 
sustainability plan 

Investigate 
sustainability 
frameworks 

Investigate 
third party 

certifications 
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Suggested Readings 

 The following texts have contributed greatly to my knowledge of sustainability and 

have come highly recommended by experts who have spent years studying sustainability. 

Some provide an introduction to the topic of sustainability while others discuss key issues 

and developments. 

 

Suggested Readings 

 

Title Author 

Capitalism at the Crossroads Stuart L. Hart 

Natural Capitalism Paul Hawken, Amory Lovins, L. Hunter 

Lovins 

The Sustainable Enterprise Fieldbook Jeana Wirtenberg, William G. Russell, David 

Lipsky 

Sustainability and Innovation: Frameworks, 

Concepts, and Tools for Product and Strategy 

Redesign 

Andrea Larson 

Why Sustainability is now the Key Driver of 

Innovation 

Ram Nidumolu, C.K. Prahalad, M.R. 

Rangaswami 

Cradle-to-Cradle Design at Herman Miller: 

Moving Toward Environmental 

Sustainability 

Deishin Lee, Lionel Bony 

Sustainability and Competitive Advantage Michael S. Hopkins, Andrew Townend, 

Zayna Khayat, Balu Balagopal, Martin 

Reeves, Maurice Berns, Nina Kruschwitz 

*See References for additional source information 
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Key Terms & Definitions 

○ Approach - a strategy and tactic for addressing the various challenges and 

opportunities that stem from sustainability. 

○ Business Strategy – “a long term plan of action designed to achieve a particular goal 

or set of goals or objectives” (A Definition of Business Strategy, 2008, website). 

○ Business Sustainability – frameworks and strategies that seek “to create long-term 

shareholder value by embracing the opportunities and managing the risks that result 

from an organization’s economic, environmental, and social responsibilities” 

(Pojasek, 2007, p. 81). 

○ Competitive Advantage – “an advantage over competitors gained by offering 

consumers greater value, either by means of lower prices or by providing greater 

benefits and service” (Competitive Advantage, 2011). 

○ Core Competency – the special knowledge and skills that give a particular company 

competitive advantage while creating and delivering value to its customers in its 

chosen field (Core Competencies, 2011). 

○ Greenwashing – “a form of corporate misrepresentation where a company will 

present a green public image and publicize green initiatives that are false or 

misleading” (Greenwashing, 2011, website). 

○ Manufacturing – “the process of making wares by hand or machinery” or “a 

productive industry using mechanical power and machinery” (Manufacture, 2011, 

website). 

○ Marketing – “process of planning and executing the conception, pricing, promotion, 

and distribution of ideas, goods, and services to create exchanges that satisfy 

individual and organizational goals” (Kotler & Keller, 2009, p. 5). 

○ Metrics – the means by which a company measures its successes and failures in terms 

of its financial and sustainability goals. 

○ Product Development – “the process of producing product from concept to creation” 

(Conway, 1997, p. 214). 

○ Production – the process and methods used to convert tangible inputs (raw materials, 

etc) and intangible inputs (ideas and information) into goods or services (Production, 

2011, website). 

○ Regional Retail – retail companies based out of a particular geographic area; in this 

case, it refers to companies based out of North Carolina or South Carolina. 

○ Retail – “describes final sales to mostly non-business customers or end-users, often 

called consumers” (Ayers & Odegaard, 2008, p. 3). 
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○ Sustainability – “development that meets the needs of the present without 

compromising the ability of future generations to meet their own needs” (World 

Commission on the Environment and Development, 1987, website). 

○ Sustainable Design – “…refers to environmental stewardship, such as products that 

are ecological, organic, or recycled” (Conway, 1997, p. 257). 

○ Sustainable Product – product that provides “environmental, social, and economic 

benefit while protecting public health, welfare, and the environment over their full 

commercial cycle, from extraction…to final disposition” (Conway, 1997, p. 257). 

○ Textile Business/Textile Company –refers to any company participating in the textile 

value chain, including agriculture, manufacturing, wholesale, and retail. 

○ Textile Complex – “refers to the industry chain from fiber to fabric, through end uses 

of apparel, interior furnishings, and industrial products” (Dickerson, 1999). 

○ Triple Bottom Line – a framework for business activities and focuses on the aspects 

of economic prosperity, social justice, and environmental quality (Elkington, 1998). 

○ Value Chain – a linked chain of value-creating activities that converts raw materials 

into final products (Porter, 1985). 

○ Vertically-Integrated Company – a company that has expanded its business into areas 

along different points of the same value chain (Vertical Integration, 2011). 
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Sample List of Third Party Certifications 

 Dozens of third party certifications are currently in existence. The following table 

provides a description of each of the third party certifications used by the sample companies 

included in the study. 

 

Third Party Certifications Used by Sample Companies 

 

Third Party Certification Description 

AAFA Restricted Substance 

List 

Provides information related to laws and regulations that 

restrict or ban certain substances in finished textile and 

apparel products (American Apparel & Footwear 

Association, 2011)  

BlueSign Independent standard used to assess the textile production 

chain in terms of resource productivity, consumer safety 

and protection, air emissions, water emissions, and 

occupational 

CarbonNeutral Certification verifying a company’s efforts to reduce their 

carbon footprint in their product lines, business travel, 

construction and use of buildings, and other areas 

(CarbonNeutral certifications, 2012) 

Ceres Certification Offers certifications for organic textiles and other organic 

applications, such as food and biofuels (Welcome, 2009) 

Certified B Corporation Certification for corporations that use business to address 

social and environmental issues (What is a B Corp, 2012) 

Certified Organic Fiber certification indicating that the fiber was grown and 

harvested without using certain toxic insecticides, 

herbicides, or fungicides (Introduction to Organic Fibers, 

2012) 

European Outdoor Group Sponsors of the Sustainability Working Group (SWG), a 

group of outdoor industry representatives who work to 

promote and adopt sustainability among outdoor industry 

members (Sustainability, 2012) 

Global Organic Textile 

Standard (GOTS) 

A comprehensive standard that covers all areas of the 

production of natural fibers from processing to 

manufacturing to distribution (Global Organic Textile 

Standard, 2011) 

Green America Member-supported organization dedicated to promoting 

environmental sustainability and social justice through 

economic action (Support Us, 2009) 



 

150 

  

GreenGuard Product certification indicating that the product meets 

chemical and particle emissions standards (Greenguard, 

2011) 

Green Label Plus Independent testing program for carpeting and adhesives 

that identifies carpet with very low emissions of VOCs 

(Carpet and Adhesive, 2011) 

GreenGuard Product certification indicating that the product meets 

chemical and particle emissions standards (Greenguard, 

2011) 

ISO 14000 Standards covering environmental management systems and 

auditing, environmental performance evaluation and labeling, 

life cycle assessment, and environmental aspects in product 

standards (International Standard ISO 14000, 2005) 

Leonardo Academy Emissions 

Standard 

Provides a system for inventorying, reducing, and 

documenting emissions caused by organizations, families, 

and individuals (The American National Standard, 2011) 

NSF Standard 336 Assessment from the Association for Contract Textiles 

(ACT) that addresses the economic, environmental, and 

social aspects of furnishing products (Furnishing Fabric, 

2004) 

NSF/ANSI Standard 140 A system with varying levels of certification to define 

sustainable carpet (NSF/ANSI Standard 140-2007, 2011) 

Oeko-Tex Standard 100 

Certification 

Dictates the acceptable levels of defined substances in 

textile products know to be a health risk to humans 

(Glossary of Terms, 2012) 

Oregon Tilth Certification This standard combines stringent production standards, on-

site inspections, and legally binding contracts to safeguard 

the producers and buyers of organic products (Oregon Tilth 

Certified Organic, 2012) 

Outdoor Industry Association Trade association for companies in the outdoor and 

recreation business (About Us, 2012) 

SCS Recycled Content 

Certification 

Uses science-based metrics to certify the validity and 

quality of products made from recycled materials (Material 

Content Certification, 2012) 

SMaRT Platinum Certification “Sustainable Materials Rating Technology” is a global 

sustainability product standard that is earned by earning a 

certain number of points across several categories (Go PVC 

free. Carpet SMaRT, 2011) 

Sustainable Apparel Coalition 

Index 

An industry-wide tool used to measure the environmental 

and social performance of various apparel products as well 

as the supply chains that produce them (The Sustainable 

Apparel Index, 2012) 

Textile Exchange A non-profit organization committed to the responsible 

growth of textile sustainability worldwide (About Us, 2012) 
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Appendix B1: IRB Exemption Letter 

 

 

From: Carol Mickelson, IRB Coordinator 

  North Carolina State University 

 Institutional Review Board 

 

Date:  December 19, 2011 

 

Title: Successful Sustainability Integration for North Carolina & South Carolina Textile  

  Companies: Encouraging Competitiveness by Uncovering Best Practices 

 

IRB#: 2419 

 

Dear Ms. Sarah Griner,  

 

The research proposal named above has received administrative review and has been 

approved as exempt from the policy as outlined in the Code of Federal Regulations 

(Exemption: 46.101. b.2). Provided that the only participation of the subjects is as described 

in the proposal narrative, this project is exempt from further review. 

 

  NOTE: 

1. This committee complies with requirements found in Title 45 part 46 of The Code of Federal 

Regulations. For NCSU projects, the Assurance Number is: FWA00003429. 

 

2. Any changes to the research must be submitted and approved by the IRB prior to         

implementation.  

 

3. If any unanticipated problems occur, they must be reported to the IRB office within 5       

business days.  

 

  Please forward a copy of this letter to your faculty sponsor, if applicable. Thank you. 

 

Sincerely, 

 
Carol Mickelson 

 NC State IRB  
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Appendix B2: Initial Contact Letter 

Date 

Contact Name 

Company 

Address 

City, State Zip 

 

Dear Contact Name: 

 

<Reference name, company>, suggested that I contact you regarding my research study. My 

study focuses on textile companies who have successfully incorporated sustainable product 

development or marketing practices into their core business strategies. Your company has 

been selected to participate in this study, and your confidentiality will be secured. 

 Your participation in this study is voluntary. I will be conducting informational 

interviews in your area from January 16
th

 – February 3
rd

, 2012. As the <position/title> of 

<company name>, I would like to set up a time to meet with you to discuss <company 

name>’s history and current standing in the areas of sustainable product development and 

marketing during this week if possible. If an on-site visit is not possible during this time, I 

would like to arrange a conference call when convenient. 

 The questionnaire to be administered during the informational interview is attached 

for your review. Please let me know when you will be available during this time or if there is 

someone else that we should contact. I will follow up with you via phone call during the 

week of January 9
th

. Your cooperation is greatly appreciated, and your expertise would bring 

tremendous insight to this research. If you have questions concerning the study, please 

contact me via email at the address below. 

 

Sincerely, 

 

Sarah Griner 

Graduate Student 

NCSU College of Textiles 

scgriner@ncsu.edu 

 

 

mailto:scgriner@ncsu.edu
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Nancy Cassill, Ph. D A. Blanton Godfrey, Ph. D Lisa Parrillo Chapman, 

Ph. D 

Professor – NCSU Dean – NCSU Professor – NCSU 

Nancy_Cassill@ncsu.edu Blanton_godfrey@ncsu.edu llparril@ncsu.edu 

 

 

  

mailto:Nancy_Cassill@ncsu.edu
mailto:Blanton_godfrey@ncsu.edu
mailto:llparril@ncsu.edu
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Appendix B3: Interview Questionnaire 

 

Interview Instrument 

1. According to my research, your company produces and markets ___________. Please 

provide some more background concerning these products. 

2. Which of the following best describes your company’s approach to product development 

and market growth? 

a. Intensive (growth within the current market by encouraging current 

consumers to purchase more frequently or by procuring new customers using 

existing products) 

b. Integrative (uses integration within an industry to extend product offerings 

into related product categories) 

c. Diversifications (increases sales by seeking opportunities that exist outside of 

the present business) 

3. Which of the following factors originally motivated your company to adopt sustainable 

product development and/or marketing? 

a. Internal/personal investment from company leadership 

b. As a response to competition 

c. New market opportunities 

d. Shifting nature of the textile industry 

e. Technological advances 

f. Public demand 

g. Government regulation 
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h. Reputation 

i. Other:  __________________________ 

4. Please describe your company’s experience with the factors selected in Question 3. 

5. How has government regulation played a role in your company’s history with 

sustainability, specifically in the area of product development and marketing? 

6. According to my research, your company began its sustainability mission by 

________________. Please describe these initial steps in more detail. 

7. Which of the following frameworks, if any, has your company used to guide its 

sustainable efforts? 

a. The Natural Step (based on the laws of thermodynamics, products and 

processes are based on utilizing solar energy and minimizing environmental 

impact) 

b. Corporate Social Responsibility (i.e. corporate conscience, corporate 

citizenship, social performance, or sustainable responsible business) 

c. The Triple Bottom Line (a framework for business activities and focuses on 

the aspects of economic prosperity, social justice, and environmental quality) 

d. Cradle-to-Cradle (an approach that mirrors nature’s regenerative cycles so 

that at the end of its useful life, a product and its component materials are used 

to make equally valuable products) 

e. Biomimicry (the conscious imitation of nature’s processes to solve human 

problems in industry, design, and elsewhere) 

f. Life Cycle Analysis (assesses the environmental impacts associated with all 

stages of a product’s life from raw material extractions to disposal) 
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g. Carbon Footprint or Environmental Impact (total impact on the 

environment caused by an organization, event, product, or person) 

h. Other: __________________________ 

i. None of the above 

8. Does your company currently have or working on any third party certifications (i.e. 

Energy Star, GOTS, etc)? 

9. Below are some of the key milestones your company experienced in the process of 

adopting more sustainable product development and marketing practices (based on 

secondary research). Are there any other milestones that should be included in this 

timeline? 

10. Despite your company’s successes, most companies also have a few bad ventures 

throughout their history as well. Please share when and how any failed sustainability 

ventures have shaped your company’s product development and marketing strategies. 

What lessons did your company learn from these experiences? 

11. How do you market yourselves as a “sustainable company” or as a company that sells 

“sustainable products?” 

12. What are your company’s current projects and goals in the area of sustainable product 

development and/or marketing? 

13. In your opinion, what is your company’s greatest sustainability success story? 

14. What do you believe has been the key to your company’s success with sustainable 

product development and marketing? 

15. Without disclosing any confidential information, what are your company’s future goals 

for its sustainable product development and/or marketing? 
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16. Based on your experience, what advice would you give to a company that produces or 

markets soft goods and is planning to adopt sustainable product development and/or 

marketing in the future? 
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Appendix B4: Sources for Secondary Data Investigation 

 

Sources for Secondary Data Investigation. 

Title Author 

Capitalism at the Crossroads Stuart L. Hart 

Natural Capitalism Paul Hawken, Amory Lovins, L. Hunter 

Lovins 

The Sustainable Enterprise Fieldbook Jeana Wirtenberg, William G. Russell, 

David Lipsky 

Sustainability and Innovation: Frameworks, 

Concepts, and Tools for Product and Strategy 

Redesign 

Andrea Larson 

Why Sustainability is now the Key Driver of 

Innovation 

Ram Nidumolu, C.K. Prahalad, M.R. 

Rangaswami 

Cradle-to-Cradle Design at Herman Miller: 

Moving Toward Environmental Sustainability 

Deishin Lee, Lionel Bony 

Sustainability and Competitive Advantage Michael S. Hopkins et al. 

 

  



 

162 

  

Appendix B5: Dates of Contact with Subject Companies 

 

Dates of Contact with Subject Companies. 

Company Name Interview Date Interview Follow-Up 

Company A January 10, 2012 February 3, 2012 

Company B January 17, 2012 February 3, 2012 

Company C January 17, 2012 February 3, 2012 

Company D January 25, 2012 February 3, 2012 

Company E January 30, 2012 February 3, 2012 

Company F January 31, 2012 February 3, 2012 

Company G February 2, 2012 February 3, 2012 

Company H February 3, 2012 February 8, 2012 

Company I February 9, 2012 February 10, 2012 
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APPENDIX C: SECONDARY & PRIMARY DATA RESULTS 
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Appendix C1: Company A Secondary and Primary Data Results 

 

Company A 

Category: Vertically-Integrated 

Location: North Carolina, South Carolina 

 
Questions Secondary Data Primary Data 

Product Offerings Performance and industrial 

fabrics that minimize impact on 

the community, environment, 

and resource stream 

Home and industrial fabric line 

made from post-industrial fiber 

waste, recycling service for 

post-consumer fabric 

Market Approach Intensive Intensive 

Motivations for adopting 

sustainability 

XXXXX Shifting nature of the textile 

industry, Response to 

competition, Other: Recession, 

Pressure from international 

competition 

Role of government regulation XXXXX Acknowledges government 

regulation, but chooses to go 

above and beyond what is 

required 

Initial Steps Implemented new resource-

saving procedures. Partnered 

with and learned from 

educators, NGOs, and other 

organizations. Conducted R&D 

for products that have a 

minimal impact on the 

environment. 

Began investigating lean or 

sustainable manufacturing, 

Recycling initiatives for office, 

post-industrial, or post-

consumer materials 

Frameworks Used XXXXX Corporate Social 

Responsibility, Life Cycle 

Analysis, Minimizing Carbon 

Footprint or Environmental 

Impact 

Third party certifications Furniture fabrics certified by 

GreenGuard Environmental 

Institute (2007) 

Greenguard (Indoor Air Quality 

Certified) - for product saftey, 

Association for Contract 

Textiles' (ACT) NSF Standard 

336, currently looking into 

Oeko-Tex certification, use 

AAFA's Restricted Substance 

List (RSL) as a guideline 

Key Milestones XXXXX (1970s) Energy crisis inspired 

Company A to adopt a new 
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business philosophy, (1980) 

Built new, energy-efficient 

plant, (1980) Began recycling 

waste and materials, (1980-

1985) Place emphasis on 

employee/plant safety, (2000) 

First company environmental 

statement put into practice 

Unsuccessful ventures and 

lessons learned 

XXXXX Line of recycled fiber fabrics 

not successful 10 years ago; 

now is in high demand. Lessons 

learned - know your customer, 

do not embark on any "single-

purpose" projects 

Current Projects XXXXX Developing meaningful and 

useful sustainability metrics to 

be used by all Company A 

associates 

Greatest success story XXXXX Line of fabrics made from post-

industrial fiber waste 

Keys to company’s success 

with sustainability 

XXXXX Keeping the long-term view in 

mind at all times, support from 

upper management, placing 

safety and environmental 

representatives at each 

Company A location 

Future Goals XXXXX Oeko-Tex certification, 

decrease energy usage by 20% 

by 2020 (based on 2008 

baseline) 

Advice for other companies XXXXX Engage with and learn from 

industry/sustainability experts 

Marketing strategies XXXXX Communicate safety and 

responsibility. The product 

attributes come first, 

sustainability follows. 
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Appendix C2: Company B Secondary and Primary Data Results 

 

Company B 

Category: Vertically-Integrated 

Location: North Carolina 

 
Questions Secondary Data Primary Data 

Product Offerings Screen printed t-shirts. Product 

lines include t-shirts made with 

low-impact dyes, organic cotton 

shirts, and shirts made with 

local cotton 

T-shirts made with 

biodegradable dyes, organic 

cotton shirts, shirts made from 

local cotton 

Market Approach Intensive Intensive 

Motivations for adopting 

sustainability 

Government Regulation: the 

aftermath of NAFTA 

Internal/ personal investment 

from company leadership 

Role of government regulation XXXXX Acknowledges government 

regulation, but chooses to go 

above and beyond what is 

required 

Initial Steps Partnered with and learned from 

educators, NGOs, and other 

organizations 

Made improvements to the 

office environment and 

company culture, Recycling 

initiatives for office, post-

industrial, or post-consumer 

materials, Partnered with and 

learned from educators, NGOs, 

and other organizations 

Frameworks Used Triple Bottom Line Triple Bottom Line 

Third party certifications Certified B Corporation, Green 

America 

Oeko-Tex (not currently 

renewed), uses certified organic 

cotton 

Key Milestones "How a T-shirt can Save the 

World," winner of the NC 

Sustainability Champion Award 

20th anniversary of Earth Day 

inspired Company B's President 

to become more 

environmentally responsible as 

a company (1990). Rehance line 

(1998). Local organic cotton 

initiative (2011). North 

Carolina State University 

College of Textiles - 2011 

Textile Leader of the Year 

(2011). 
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Unsuccessful ventures and 

lessons learned 

XXXXX Many ventures did not go well 

the first time. Lessons learned - 

must be willing to evolve and 

try things more than once 

Current Projects Partnering with local organic 

cotton growers 

NC certified organic cotton - 

connect this crop with 

interested investors, offering a 

menu of options to customers 

with various environmental 

interests 

Greatest success story XXXXX T-shirts mad with low-impact 

dyes, local cotton initiative, 

60% of Company B's t-shirts 

are manufactured in North 

Carolina, public education 

Keys to company’s success 

with sustainability 

XXXXX Holistic thinking, making 

decisions that build up the 

business and the community 

Future Goals XXXXX Building competition - getting 

other t-shirt printers on board 

with sustainability 

Advice for other companies XXXXX Become educated on all issues, 

Think holistically, Other: know 

your customer 

Marketing strategies XXXXX "Making the most sustainable t-

shirt possible" promotional 

campaign. Educating the public 

and sharing the company's 

story. 
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Appendix C3: Company C Secondary and Primary Data Results 

 

Company C 

Category: Vertically-Integrated 

Location: North Carolina, South Carolina 

Questions Secondary Data Primary Data 

Product Offerings Through its various apparel 

brands, Company C strives to 

minimize resources, chemicals, 

and materials used in 

production 

Various lifestyle brands, 

Improving product lifecycle by 

designing products around 

sustainable raw materials 

Market Approach Diversification Integrative 

Motivations for adopting 

sustainability 

Other: Motivated to reduce 

environmental impact, lower 

costs, and improve efficiencies 

Other: several of the company's 

brands had initiated individual 

sustainability efforts; upper 

management decided to unite 

their efforts under one corporate 

approach 

Role of government regulation XXXXX Not influenced by government 

regulation 

Initial Steps Formed a corporate global 

sustainability advisory team 

Developed company-wide 

sustainability policy and metrics 

for monitoring. Partnered with 

and learned from educators, 

NGOs, and other organizations 

Frameworks Used Carbon Footprint or 

Environmental Impact 

Minimizing Carbon Footprint or 

Environmental Impact, Other: 

Sustainable Apparel Coalition 

Third party certifications BlueSign standard, Ceres, 

European Outdoor Group, 

Outdoor Industry Association, 

Sustainable Apparel Coalition 

ISO 14000, working on 

BlueSign certification 

Key Milestones Formed a corporate global 

sustainability advisory team 

(2009) 

"Earth Keepers" line, forming 

global sustainability advisory 

team 

Unsuccessful ventures and 

lessons learned 

XXXXX (No specific instance 

mentioned) Lessons learned - 

most failures were the result of 

too little development and 

planning. Have to engage 

people and gain their support 

Current Projects Global greenhouse gas 

emissions inventory, employee 

Developing products based on 

BlueSign specifications 
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and stakeholder education, 

public education on 

environmental issues 

(working on certification), 

developing universal metrics for 

the entire company 

Greatest success story XXXXX Unifying the sustainability 

efforts of various brands into 

one corporate effort 

Keys to company’s success 

with sustainability 

XXXXX Understand the essence of each 

brand, and understand how each 

brand can be enhanced with its 

own unique sustainability 

mission  

Future Goals Establish long-term greenhouse 

gas reduction targets, achieve 

zero waste, further educate 

employees and other 

stakeholders, develop company-

wide sustainability metrics 

Develop and implement goals 

for reduced energy and waste 

levels throughout the company 

Advice for other companies XXXXX Become educated on all issues, 

Engage with and learn from 

industry/sustainability experts 

Marketing strategies XXXXX Engage with and promote ideals 

that support the image of each 

brand 
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Appendix C4: Company D Secondary and Primary Data Results 

 

Company D 

Category: Vertically-Integrated 

Location: North Carolina, South Carolina 

Questions Secondary Data Primary Data 

Product Offerings Over 70 styles of sportswear, 

including 17 eco-friendly styles. 

Sustainable options include 

organic cotton, transition, and 

recycled polyester 

Organic cotton t-shirts 

Market Approach Intensive Intensive 

Motivations for adopting 

sustainability 

Internal/personal investment 

from company leadership, 

Other: Company sought to 

redefine themselves 

New market opportunities, 

Public demand, Other: 

Company restructuring 

Role of government regulation XXXXX 2009 - Consumer Product 

Safety Improvement Act 

(CPSIA) was passed; Company 

D not only complied with this 

legislation but also used this as 

a framework for becoming a 

more transparent company; 

eventually led to the launch of 

"Track my T" 

Initial Steps Developed company-wide 

sustainability plan 

Partnered with and learned from 

educators, NGOs, and other 

organizations, Developed 

company-wide sustainability 

policy and metrics for 

monitoring, Conducted R&D 

and launched new products 

Frameworks Used Other: Benchmarks with other 

companies they hope to emulate 

Other: Has created own Fiber 

Sourcing Scorecard based on 

the metrics and requirements of 

the following organizations: 

Textile Exchange (product 

development), WRAP (social 

welfare), Oeko-Tex (product 

development) 

Third party certifications Textile Exchange members, 

Oeko-Tex Standard 100 Product 

Certification 

Nearly all products are Oeko-

Tex certified, Working toward 

ISO 2001 
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Key Milestones Online application for tracing 

the manufacturing process of 

each t-shirt 

Became a Ceres-certified 

company (2007), Largest U.S. 

buyer of organic cotton (2009-

present), Best First Time Report 

from ACCA and Ceres (2010), 

Named the Top Leader of 

Change in the sustainability 

category by The Foundation for 

Social Change and the United 

Nations Office for Partnerships 

(UNOP). 

Unsuccessful ventures and 

lessons learned 

XXXXX Experienced initial resistance 

from some employees. Lesson 

learned - need better 

sustainability education 

throughout organization. Failed 

to meet 2009 emissions goal; 

lesson learned - need to 

measure the intensity of 

resourced used per t-shirt 

produced to compensate for 

expansion. Bring entire supply 

chain on board with your 

sustainability mission 

Current Projects XXXXX "Double It" campaign - 

initiative to double the amount 

of U.S. organic cotton acreage. 

Educating others about the 

world of organics. Partnering 

with renowned designer to 

design the "tree-shirt" line using 

Company D's organic and 

recycled t-shirt lines. 

Greatest success story Online application for tracing 

the manufacturing process of 

each t-shirt 

(Doesn't believe they've had 

their greatest success story yet) 

Keys to company’s success 

with sustainability 

XXXXX CEO's full support and the 

leadership of various 

organizations who helped 

develop Company D's 

framework 

Future Goals XXXXX Move away from single 

product/single fiber mindset - 

get the entire supply chain 

involved in sustainability 

mission. Continue to grow 

Company D's market share of 

the organic and transitional 

cotton market and build a 
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scalable supply chain through 

collaborative efforts and 

innovation. Improve the profile 

of the materials used for all 

Company D products. 

Advice for other companies XXXXX Engage with and learn from 

industry/sustainability experts 

Marketing strategies XXXXX "Authentic communication" - 

carefully manage all 

sustainability-related 

communications. Share stories 

about Company D's sustainable 

and charitable efforts. 

Document and share the entire 

journey. 
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Appendix C5: Company E Secondary and Primary Data Results 

 

Company E 

Category: Manufacturing 

Location: North Carolina, South Carolina 

Questions Secondary Data Primary Data 

Product Offerings Spun yarns for woven and knit 

apparel and hosiery 

applications. Fibers include 

cotton, organic cotton, and 

synthetics. Products feature 

Certified U.S. grown organic 

cotton 

"Zero waste" - yarns and other 

products are made from all fiber 

waste 

Market Approach Intensive Intensive 

Motivations for adopting 

sustainability 

XXXXX As a response to competition 

(international markets), Other: 

Cost 

Role of government regulation XXXXX Not influenced by government 

regulation 

Initial Steps Implemented new resource-

saving procedures 

Began investigating lean or 

sustainable manufacturing 

Frameworks Used Other: Organic Other: Lean manufacturing 

Third party certifications Oregon Tilth Certification, 

Global Organic Textile 

Standard (GOTS) 

Oregon Tilth certification, 

Global Organic Textile 

Standard (GOTS) 

Key Milestones XXXXX Partnerships with Nike, 

Hanesbrands, Gildan, Fruit of 

the Loom, Delta, and others. 

Recently expanded business by 

acquiring several plants and 

businesses (since 2008) 

Unsuccessful ventures and 

lessons learned 

XXXXX Some specialty fibers "failed 

miserably." Lessons learned - 

"good manufacturing" means 

good sustainability 

Current Projects XXXXX Developing recycled polyester 

applications, researching new 

uses for fiber by-products 

Greatest success story XXXXX Still being in business when so 

many other U.S.-based textile 

businesses have gone under 
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Keys to company’s success 

with sustainability 

XXXXX Focusing on "good 

manufacturing." Creating a 

culture of sustainability 

throughout the company. Vision 

from the CEO. 

Future Goals XXXXX Continuing to react to the 

market 

Advice for other companies XXXXX Other: it's too late for any 

companies that are not yet 

involved with sustainability 

Marketing strategies XXXXX Communicate sustainability as a 

part of the company's core 

philosophy, and consumers then 

respond and seek out Parkdale's 

expertise 
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Appendix C6: Company F Secondary and Primary Data Results 

 

Company F 

Category: Manufacturing 

Location: South Carolina 

Questions Secondary Data Primary Data 

Product Offerings Carpeting, featuring lines with 

PVC-free carpet backing, 

closed-loop manufacturing 

processes, and zero waste to 

landfill policies 

Designs and produces 

innovative carpet products that 

also minimize environmental 

impact. Also specializes in 

innovative installation methods. 

Market Approach Intensive Intensive 

Motivations for adopting 

sustainability 

Internal/personal investment 

from company leadership 

Internal/personal investment 

from company leadership 

Role of government regulation XXXXX Not influenced by government 

regulation; Company F's actions 

have helped drive government 

regulation 

Initial Steps Conducted R&D and launched 

new products. Developed 

company-wide sustainability 

plan. 

Made changes to the office 

environment and company 

culture, Recycling initiatives for 

office, post-industrial, or post-

consumer materials, Conducted 

R&D and launched new 

products 

Frameworks Used Triple Bottom Line, Carbon 

Footprint or Environmental 

Impact, Other: Total Quality 

Management 

Triple Bottom Line, Minimize 

Carbon Footprint or 

Environmental Impact, Other: 

Total Quality Management 

Third party certifications Green Label Plus, Certified 

carbon neutral 

CRI's Green Label Plus for 

IAQ, Leonardo Academy's 

Carbon Neutral certification, 

NSF 140, SMART Platinum 

Product certification 

Key Milestones Zero waste to landfill initiative 

(1999) 

Company F introduced PVC-

free carpet (1986), Launched 

comfort plush cushion tile - 

extends product life (1989), 

Established formal 

environmental policy (1990), 

Introduced Earth Square - 

closed loop carpet renewal 
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process (1992), Introduced "No 

Carpet to Landfill" (2002), New 

backing material is launched - 

improves indoor air quality 

(2003), Introduced 100% 

recycled nylon content 

Unsuccessful ventures and 

lessons learned 

XXXXX (No specific instance 

mentioned) 

Current Projects XXXXX Experimenting with new fiber 

sources, backing materials, 

composites, and other raw 

materials. Developing more 

rapidly renewable tile from 

wool and other fibers. 

Developing new strategies for 

end-of-life. 

Greatest success story XXXXX Established a long-standing 

commitment to the environment 

and has maintained that core 

value 

Keys to company’s success 

with sustainability 

XXXXX Sustainability has always been a 

part of the Company F's core 

values. Maintaining a long-

term, holistic view of 

sustainability and the activities 

it affects. Making a 

commitment to research new 

materials, products, and 

procedures. 

Future Goals Working with other 

organizations and third party 

certifications 

Begin looking for opportunities 

to extend into other markets and 

product categories. Study other 

industries and learn from their 

sustainability efforts. 

Advice for other companies XXXXX Other: make sustainability a 

part of the company culture, 

Think holistically 

Marketing strategies XXXXX Communicate the mission of 

the company and use third party 

certifications to back up 

sustainability claims 
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Appendix C7: Company G Secondary and Primary Data Results 

 

Company G 

Category: Manufacturing 

Location: North Carolina 

Questions Secondary Data Primary Data 

Product Offerings 

Polyester yarn made from 

recycled materials, pre-

consumer waste, and post-

consumer waste 

Producer of multi-filament 

polyester and nylon textured 

yarns and related raw materials.  

Produces a family of polyester 

fiber made from recycled 

materials, including post-

industrial fiber waste and post-

consumer plastic bottles.   

Market Approach Intensive Intensive 

Motivations for adopting 

sustainability 

Response to competition Personal investment from 

company leadership, Other: 

Determined to make a 

difference as a company 

Role of government regulation XXXXX Not influenced by government 

regulation 

Initial Steps XXXXX Conducting R&D and launching 

new products 

Frameworks Used Life Cycled Analysis, Carbon 

Footprint or Environmental 

Impact 

Life Cycle Analysis, 

Minimizing Carbon Footprint or 

Environmental Impact 

Third party certifications SCS Recycled Content 

certification, Oeko-Text 

Standard 100 certification 

SCS Recycled Content 

certification, Oeko-Tex 

Standard 100 certification 

Key Milestones Recycled polyester line 

launched, Recycled line 

expanded to include post-

consumer PET bottles (2009), 

Opened the company-sponsored 

recycling center (2011) 

Recycled polyester launched 

(2006), Recycled polyester line 

expanded to include post-

consumer PET bottles (2009), 

Opened post-consumer 

recycling center (2011) 

Unsuccessful ventures and 

lessons learned 

XXXXX (No specific instance 

mentioned) 

Current Projects Creating a process for making 

polyester yarns from reclaimed 

fabric and garments 

Textile Takeback program 

Greatest success story XXXXX Recycled polyster yarns can be 

found in many products across 
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many market segments, 

including several popular 

national brands 

Keys to company’s success 

with sustainability 

XXXXX XXXXX 

Future Goals Product takeback program Continue developing the 

recycled polyester yarn family 

of products 

Advice for other companies XXXXX XXXXX 

Marketing strategies XXXXX XXXXX 
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Appendix C8: Company H Secondary and Primary Data Results 

 

Company H 

Category: Regional Retail 

Location: North Carolina 

Questions Secondary Data Primary Data 

Product Offerings Department store featuring 

women's apparel and home 

goods. Also offers sustainable 

packaging options 

Department store chain that 

targets female shoppers whose 

purchases are driven by fashion 

and value 

Market Approach Diversification Intensive, Diversification 

Motivations for adopting 

sustainability 

XXXXX Internal/personal investment 

from company leadership. 

Response to competition. 

Shifting nature of the textile 

industry, Public Demand, 

Government Regulation 

Role of government regulation XXXXX Not as much influence on 

product development or 

marketing, but mostly on 

logistical and emissions issues. 

Initial Steps Partnered with and learned from 

educators, NGOs, and other 

organizations 

Partnered with and learned from 

educators, NGOs, and other 

organizations; Developed 

company-wide sustainability 

policy and metrics for 

monitoring 

Frameworks Used Carbon Footprint and 

Environmental Impact 

Corporate Social 

Responsibility, Triple Bottom 

Line, Minimize Carbon 

Footprint or Environmental 

Impact 

Third party certifications XXXXX None 

Key Milestones XXXXX Converted six of Company G's 

core private brand's labeling 

and packaging to recyclable 

materials; the impact was an 

average improvement of -42% 

to -49% reduction in solid 

wastes CO2, energy, water, and 

wood product reductions 

(2011). 
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Unsuccessful ventures and 

lessons learned 

XXXXX Has experienced mixed results 

from selling organic or recycled 

fibers or materials 

Current Projects XXXXX (All projects are currently under 

consideration until the 2012 

budget is approved) 

Greatest success story XXXXX XXXXX 

Keys to company’s success 

with sustainability 

XXXXX Company G has touched on the 

issue of sustainability, but still 

has a ways to go 

Future Goals XXXXX (All projects are currently under 

consideration until the 2012 

budget is approved) 

Advice for other companies XXXXX Other: the sustainable products 

a company sells must be 

competitive within the mass 

market 

Marketing strategies XXXXX All labels and packaging 

containing recycled materials 

are marked with the recycle 

logo and a printed statement 

that the label/packaging was 

made from recycled materials 
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Appendix C9: Company I Secondary and Primary Data Results 

 

Company I 

Category: Regional Retail 

Location: North Carolina 

Questions Secondary Data Primary Data 

Product Offerings Clothing and gear for outdoor 

activities such as hiking, 

kayaking, and camping 

Clothing and gear for outdoor 

activities such as hiking, 

kayaking, and camping 

Market Approach Integrative Integrative 

Motivations for adopting 

sustainability 

Other: Innate commitment to 

the environment from the 

company's origins 

Internal/personal investment 

from company leadership, 

Other: respect for the outdoors 

is built into the company's 

mission 

Role of government regulation XXXXX Not influenced by government 

regulation 

Initial Steps XXXXX Partnered with and learned from 

educators, NGOs, and other 

organizations 

Frameworks Used XXXXX Minimizing Carbon Footprint or 

Environmental Impact 

Third party certifications XXXXX None 

Key Milestones XXXXX First annual Land Trust Day 

(1992) - business across North 

Carolina donate a percentage of 

their sales to North Carolina 

Land Trusts 

Unsuccessful ventures and 

lessons learned 

XXXXX Unsuccessful mail campaign to 

promote environmental 

awareness, resulting in an 

extremely low response rate. 

Lessons learned - conduct more 

thorough research on the cause 

and the customer before 

undertaking similar ventures in 

the future 

Current Projects XXXXX Working with a local 

sustainable t-shirt printer to 

design a new line of company t-

shirts. Continuing to source 

products that use 
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environmentally responsible 

materials, packaging, etc. 

Greatest success story XXXXX Land Trust Day 

Keys to company’s success 

with sustainability 

XXXXX Every cause is not meant to be 

taken on by a single company - 

remain true to the store's brand 

and focus on causes and 

charities that make sense for the 

business 

Future Goals XXXXX Work with vendors to limit the 

amount of "junk mail" they 

send to the store. Work with 

vendors to make shipping more 

efficient 

Advice for other companies XXXXX Other : answer the following 

three questions about your 

business: What are your 

passions? What are your skills? 

Where is your money coming 

from? - Use the answers to 

these questions to drive your 

sustainability efforts 

Marketing strategies XXXXX Customers return to Company 

H because of their previous 

experiences and the company's 

reputation as an environmental 

and philanthropic business 

 


