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Abstract
Earth’s carrying capacity is overstepped and the current planetary boundaries do not facilitate infinite economic
growth as is intended in the neo-liberalist structure of society. The state, market and civil society are jointly
responsible for a sustainable natural resource management which is ‘’meeting the needs of the present without
compromising the ability of future generations to meet their own needs’’ (Brundtland, 1987, p.292). The role of the
market cannot be ignored in this case, and therefore the rise of the concept of corporate social responsibility.
This research focuses on CSR policies in the textile- and garment industry by conducting a case study of Prénatal
and its suppliers. Whereas private brand supply chains of First Case Suppliers are completely managed by
Prénatal, this case study focuses on Second Case Suppliers and A-brands, which have separate stand-alone
supply chains without interference of Prénatal. To achieve its sustainability goals and targets, Prénatal wants to
have those external supply chains transparent. If they happen to perform below the normative standards, the
suppliers should be triggered to increase their CSR policies and strategies to a more ambitious level. The
research question therefore is: ‘’How can Prénatal motivate its Second Case Suppliers and A-brands to equalize
their corporate social responsibility policies and strategies with those of Prénatal, and in what way can these
motivations be influenced?’’
A mixed-method research approach is used, whereas the CSR gap between the suppliers and Prénatal is
determined through a questionnaire (N = 163), and underlying rationale and hidden meanings ought to be
discovered through semi-structured one-on-one interviews (N = 7). There appears to be a considerable
sustainability gap between Prénatal and the average of the suppliers, whereas Prénatal scores better on 21 out
of the 24 different indicators. Chances are present that sustainability is perceived differently by different actors,
inasmuch as suppliers favour economic sustainability most, followed by respectively social sustainability and
environmental sustainability. Furthermore it turns out that suppliers have different motivations whether or not
to be actively engaged with CSR in their supply chain, whereas a dichotomy is observed between ethical and
economic motivations. Practicing influence by a corporate buyer (retailer) has limited effect on the motivations:
bottom-line is that retailers need to draw their wallets in order to let suppliers produce more sustainably.
Another influencing strategy is to clarify preferences, discuss wishes and jointly determine what a suitable
solution is.
Prénatal needs to decide the amount of time and resources it is willing to invest in order to establish an as
sustainable as possible supply chain. It is recommended that they adjust the monitoring system of their
sustainable supplier mapping and to see what role the Category Managers can play when negotiating with
suppliers. Perhaps most important: they ought to give the right example and communicate clearly about it. This
paper functions as a guidance for sustainable supplier motivations and since one answer raises multiple new
questions, further research can be conducted to see which supplier categories are leaders, which are laggards
and where is most to gain. Furthermore one could look into strategies of suppliers which pave the way for the
EU 2050 circularity and climate neutrality goals and see what barriers need to be addressed for suppliers to shift
their production process from the Global South closer to home, to the EU or even the Netherlands.

Key words: corporate social responsibility (CSR), sustainable suppliers, incentives, motivations, textile- and
garment industry
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1. Introduction
Ever since the Anthropocene and the Great Acceleration, the world, its natural environment and non-human
animals have faced the most challenging times in modern history. Deforestation rates, ocean acidification and
levels of stratospheric ozone grew exponentially ever since (Steffen, Broadgate, Deutsch, Gaffney & Ludwig,
2015). In order to make these problems comprehensible, nine planetary boundaries were proposed in which
societies can develop and thrive for an innumerable amount of generations (Stockholm Resilience Centre,
2019). When exceeding these boundaries, society critically jeopardises the state of the earth. According to
Rockström et al. (2009) the boundaries for both the nitrogen cycle and climate change are already exceeded
considerably, and the rate of biodiversity loss has taken extreme forms in terms of extinction rates. Taken into
account the Treadmill of Production theory of Schnaiberg (1980), the growing world population up to 9.7 billion
in 2050 (UN, 2019), and the increasing prosperity in newly-industrialized countries (Narula & Dunning, 2000)
one is inclined to expect that the planetary boundaries will rather exceed further than that the boundaries which
are already exceeded will be mitigated.
One approach to establish a future-proof society within the planetary boundaries is through the principles
of sustainable development. The publication of Our Common Future in 1987 by the Brundtland Commission
(WCED) is considered a key point in this environmental protectionism and sustainable development discourse.
From that moment on, sustainable development is generally accepted as the dominant discourse by politicians,
practitioners and planners (Sneddon, Howarth & Norgaard, 2006). Suddenly a wicked problem was identified
which had to be governed jointly by the state, market and civil society (van Zeijl‐Rozema, Cörvers, Kemp &
Martens, 2008). A concept which already existed but got a boost from the governance view on sustainable
development is corporate social responsibility (CSR), which is nowadays widespread being integrated and
implemented in corporate governance and the strategic management (Carroll, 2008). A company that practices
CSR and communicates on this is more likely to get positive associations in the general public opinion (Jurišová
& Ďurková, 2012; Pfau, Haigh, Sims & Wigley, 2008) and has the ability to have a positive impact on its profits
(Wang, 2014). Whether it's the image or a (monetary) incentive, fact is that the amount of companies which
practice and communicate about their CSR policies has been on the rise for decades (Vartiak, 2016).
One of the many sectors where an increase of CSR policies is visible is the textile and garment industry (TGI).
With its major fresh water usage, the amount of greenhouse gas emissions (GHGs) it produces, and the fact that
this industry is responsible for up to 10% of the environmental impact of EU consumption, shows that there’s a
lot of environmental profit to gain (European Parliament, 2019; UN, 2019a). Multiple NGOs have targeted the
TGI with campaigns advocating their responsibility, their ecological footprint and other issues such as the
working conditions in the garment factories in the Global South (CCC, n.d.; FWF, n.d.; Greenpeace, n.d.). As a
result of the persistent attention towards the industry, multiple agreements and covenants are signed and
ratified with stakeholders from all components of the governance triangle. An example is the Agreement on
Sustainable Garment and Textile (AGT), which is based on the Responsible Business Conduct (RBC) Guidelines
of the Organization for Economic Cooperation and Development (OECD) (OECD, 2011). Companies which take
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part in the agreement have to guarantee that they do not implicate
human rights, environmental or animal violations. They have to be
completely transparent on their supply chain through due diligence
(DD) (SER, n.d.).

Supplier distinction
Prénatal has almost 50 First

Establishing a transparent supply chain can be a real challenge for

Case Suppliers, of which the

companies. Especially if supply chains cross borders and continents.

vast majority is located in

Prénatal roughly has three different suppliers (see Table 1): First Case

China, India and Bangladesh.

Suppliers (FCS), Second Case Suppliers (SCS) and A-brands. Whilst it is

Prénatal has spent several

a doable challenge for a company to identify the supply chain from

years to map and monitor the

knitting facility to retailers for the brands they own and manage

impact of their private label

themselves (FCS), it is even more difficult for SCS and A-brands from
which companies buy completely fabricated ready-to-sell products
(Wilhelm, Blome, Bhakoo & Paulraj, 2016). Supply chains of products
which are being made through SCS are more challenging to identify

which is mainly produced by
these FCS. Through this
mapping process, one is able
to identify what the
sustainability challenges are,

since orders are being placed by an intermediate, which then handles

and where most impact can be

the rest and is in contact with the production facility. The same goes for

made. SCS and A-brands are

orders being placed by an individual A-brand, which delivers the finished

not monitored yet, and

goods. Without transparency in the supply chains, companies cannot

besides signing the Code of

guarantee to comply with the norms of the agreements and covenants.

Conduct for ethical business

Individual CSR policy goals nor solutions for making the supply chain
more sustainable can be achieved. The matter of concern therefore is
the gap of knowledge and the lack of transparency with regards to
Second Case Suppliers and A-brands. Only with complete transparency

practices, there is no insight in
the level of sustainability of
these suppliers. In order to
achieve own sustainability
targets, it is important to have

of every aspect of the supply chain, one can truly address the

knowledge about the

sustainability issues. Therefore step one is to determine the

sustainability policies for all

sustainability policy gap between Prénatal as a corporate buyer and the

suppliers: FCS, SCS and A-

suppliers, through a questionnaire including different quantifiable

brands.

indicators. When the overview of the supply chain and the CSR policies
of suppliers are identified the next problem emerges, namely how to get everyone on the same page to equalize
their CSR policies in the most efficient and effective way.

Type 1

Direct business relationship with Factory tier 1 for Prénatal label and private brand

First Case Supplier (FCS)

production, or through a (Far East) agent or exporter

Type 2

Indirect business relationship with Factory for Prénatal label and private brand

Second Case Supplier (SCS)

production, through a (European) importer

Type 3

No business relationship with Factory, production of non-Prénatal label and private

A-brand Supplier (A-brand

brands

Table 1: Distinction between the three types of suppliers
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1.1 Research Aim and Questions
The research has an exploratory character and aims to give a descriptive overview on how Type 2 and Type 3
suppliers and their corporate buyer (Prénatal) can equalize their CSR policy standards and strategies. This is
intended to be achieved through a case study research of the company Prénatal Moeder en Kind B.V. and their
Second Case Suppliers and A-brands from which they import and resell products in their stores and online shop.
As such, the main research question is:

How can Prénatal motivate its Second Case Suppliers and A-brands to equalize their corporate social responsibility
policies and strategies with those of Prénatal, and in what way can these motivations be influenced?

In order to answer this question in a pragmatic and constructive way, it is split up in four sub questions.

1.

How do the Second Case Suppliers and A-brands perceive sustainability and corporate social
responsibility?

2.

What is currently the gap between the corporate social responsibility policies and strategies of the
Second Case Suppliers, the A-brands and Prénatal?

3.

What are the motivations of the Second Case Suppliers and A-brands whether or not to be actively
engaged with corporate social responsibility within their supply chain?

4.

In what ways can Prénatal influence and/or incentivize the Second Case Suppliers and A-brands to
comply with its corporate social responsibility policies and standards?

The questions are formulated with help of the criteria from Van Thiel (2014), whereas they are: relevant, precise,
purposeful, congruent with the theory and methods (chapter 3) and internally consistent and logical.

1.2 Societal and Scientific Relevance
The relationship between a consumer and retailer has changed significantly over the last decades. Was it once
mainly the price that would determine whether a consumer would buy a certain product or not, nowadays more
factors play a role: is the product environmentally friendly, slave free, and/or ecologically sound? (Boström &
Klintman, 2008). Companies are expected to guarantee and where able prove that they operate in an ethical
and sustainable way. In order to do so, their CSR targets have to be achieved. These targets cannot easily be
achieved if all stakeholders in the supply chain operate on different CSR levels, or if they are untransparent about
it. This research therefore has relevance for society: it identifies the CSR levels of suppliers, and determines
whether parties can be motivated to get on the same page and equalize their goals and policies. The research
paper could thus be used by other parties as an example on how to tackle their sustainable supplier selection.
And perhaps it can stimulate the transition towards a more sustainable industry.
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From a scientific point of view, this research will especially contribute knowledge with regards to the
sustainable supplier selection debate. There has been an extensive amount of research conducted into the topic
sustainability in supply chains (Ageron, Gunasekaran & Spalanzani, 2012; Van Bommel, 2011; Linton, Klassen &
Jayaraman, 2007), sustainable supplier selection (Amindoust, Ahmed, Saghafinia, & Bahreininejad, 2012;
Zimmer, Fröling & Schultmann, 2016), the options to reward or penalise suppliers for sustainable or
unsustainable behaviour (Porteous, Rammohan & Lee, 2015), governance mechanisms to let suppliers produce
more sustainable (Gimenez & Sierra, 2013) and motivations of garment factories to produce in a more
environmentally conscious way (Sharma & Narula, 2020). The existing literature however is mainly written from
the perspective of (multinational) retailers. During the literature search (through Google Scholar, RuQuest and
ResearchGate) there are no usable articles found with regards to motivations of suppliers to equalize their CSR
goals with the ones of their corporate buyer. Moreover, there has not been any published usable research found
which focused specifically on CSR in the baby product industry. Therefore this research can help fill this small
gap within the existing literature and perhaps function as a starting point for other follow-up research in order
to construct it as a research theme. Another relevant aspect of the research is to see whether the different
theories (chapter 2) can be combined, e.g. motivations to practice CSR could directly be linked with the theory
of deploying (negative) incentives, or if a new theory could be formulated. Lastly this research has its relevance
for sustainable supply chain management, by identifying ways in which sustainability of suppliers can be made
visible and be assessed. This is especially relevant for non-private label products which are bought from
suppliers where the influence on their production process is limited. There has been conducted a considerable
amount of research into the concept of sustainable supply chain management, and due to its descriptive and
exploratory character, this paper can be a valuable addition to this list.

1.3 Structure of the Report
Now that the problem statement, the research aim and questions are evident, the concepts will be elaborated
on further in chapter 2 by means of an extensive literature review and theoretical framework. The chapter will
conclude with a conceptual framework which is derived from the theoretical insights. Hereafter, in chapter 3,
the methodological aspects are addressed, including a reflection of the philosophical perspective and alleged
bias of the researcher. In the most important part of the research, chapter 4, the results from both the
quantitative and qualitative analysis will be discussed and each paragraph will end with a sub conclusion. This
information will be addressed further in chapter 5, where the four different research questions are answered
and pave the way for answering the main research question. Afterwards the results and conclusions are
interpreted, followed by a critical reflection on the research process, and recommendations for practical
application of theoretical findings, the governance actors and for further research.
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2. Literature Review and Theoretical Framework
In order to navigate through the extensive amount of literature and available scientific theories and models, the
choice has been made to identify several of the most important key concepts and to take those as a base to
outline the literature review and the theoretical framework. The concepts are: (1) sustainability, both in general
terms as within the baby product industry and the textile- and garment industry; (2) corporate social
responsibility, and how it could be assessed; (3) covenants and sectoral agreements; and (4) motivations to
engage in CSR activities and incentives to influence the level of CSR engagement.

2.1

Sustainability

‘Sustainability’ will be the first section of the theoretical framework, which aims to identify the overall themes
and indicators that can be allocated to the concepts of sustainability. These aspects will be based on existing
academic literature, policy documents by international institutions and relevant theories. The framework will
help in the process of establishing CSR profiles for both suppliers and Prénatal. If the indicators are clear, it might
be easier to determine whether an actor is among the sustainable leaders or laggards. This sustainability
framework will be combined with current debates and developments in the Textile and Garment Industry.
Therefore it will serve as an accurate and reliable base for the research.

2.1.1

Definition

The definition of sustainability is debatable and until this day there is no scientific consensus about what it
exactly means. Therefore it is unknown if true sustainability can be achieved, or whether it will remain as an
utopian ideal. The meaning is very much context dependent, and is determined through a social, economic or
ecological point of view (Brown, Hanson, Liverman & Merideth, 1987). A definition derived from the Oxford
English Dictionary (2009, p.1452) is to ‘’keep (something) going over time or continuously’’ and ‘’conserving an
ecological balance by avoiding depletion of natural resources’’. The former does not really apply to the
environment, due to the fact that ecological harmful activities can be going on for a relatively long time in
comparison with human life-spawn (Johnston, Everard, Santillo & Robèrt, 2007). The latter definition focuses
merely on the availability of natural resources, whereas activities can be resource efficient and still not be
sustainable on a social or economic level. The Natural Step Network (n.d. p.1) seeks to define a sustainable
society according to four science-based, universal and comprehensive principles: ‘’In a sustainable society,
nature is not subject to systematically increasing (1) concentrations of substances from the earth’s crust, (2)
concentrations of substances produced by society, (3) degradation by physical means, and (4) in that society there
are no structural obstacles to people’s health, influence, competence, impartiality and meaning.’’ Which captures
both the ecological and social component of sustainability, but forsake to include the importance of a
sustainable economy. Sustainability is not unique to development and environmental issues, and is used in
different contexts (Freilich & Popowitz, 2010). To make it more tangible, the term sustainability can be
combined with a component of society: sustainable agriculture, sustainable energy supply, sustainable resource
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use. These concepts each have been explored and analysed many times
separately (Bringezu & Bleischwitz, 2017; Brodt, Six, Feenstra, Ingels &
Campbell, 2011; Harwood, 1990; Hussain, Arif & Aslam, 2017; Jacobson &

Policies of Prénatal

Delucchi, 2009) or combined (Chel & Kaushik, 2011; Dincer, 2000). Perhaps
the definition that comes closest to the sustainability is the one of
sustainable development, which was introduced in 1987 by the Brundtland

Prénatal chose to focus on
three sustainability pillars
being:

Commission (WCED): ‘’meeting the needs and aspirations of the present
generation without compromising the ability of future generations to meet
their needs’’ (Brundtland, 1987, p.292). The United Nations and other

1. Social responsible
production;

supranational organisations adopted this definition and linked it to social,

2. Environmental friendly

physical, environmental and economic implications (Freilich & Popowitz,

production;

2010). These implications can be applied to many different industries, both

3. Engaged organization

local and global. A common way to define and divide sustainability is to
refer to three pillars: environment, economic and social (Purvis, Mao &
Robinson, 2019).

These pillars are the basis of
the entire sustainability vision
and strategy. Prénatal
assigned 2 FTE to shape and

2.1.2 The Three Pillars

execute the sustainability
strategy. (Prénatal, 2019)

The integrative characteristics of the concept sustainability requires it to
be distinguished into different components. Standard practice is to make
use of the three interconnected and interdependent pillar principle of

Once determined, the buyers
take the CSR advise into
account when negotiating and
bargaining with their suppliers.

environment, social and economic sustainability (Hansmann, Mieg &
Frischknecht, 2012). Another often heard one is PPP, being People, Planet and Prosperity (Zimmerman, 2005).
Or the more specific pillars of economic growth, environmental protection and social progress (Arcidiacono,
Causone, Grosso, Masera, Tadi & Zadeh, 2017). There are scholars who extend the amount of pillars from three
to five so it also includes also a cultural pillar and security pillar (Bervar & Bertoncelj, 2016), or reduce it to a two
pillar model with just society and environment (Pauliuk, 2018), or another variation (Gibson, 2001).
Perhaps most well-known and comprehensible is the Triple Bottom Line (Figure 1), a concept derived from
Elkington (1998) which indicates that the evaluation of a company’s performance should not merely include
financial gains but should also include their environmental and social performance (Elkington, 1999). The most
obvious pillar is perhaps the economic one, which can be assessed through conventional economic performance
indicators such as gross profit margin, financial leverage and investments (Stoddard, Pollard & Evans, 2012).
The environmental pillar can be assessed through indicators which directly or indirectly harm the natural
environment such as waste disposal, water consumption and land use systems (Slaper & Hall, 2011). Another
way to approach this pillar is through the availability and quality of natural capital (Stoddard, Pollard & Evans,
2012). The remaining pillar is referring to the social aspect of sustainability, which could be measured through
unemployment rate, relative poverty and access to sanitation in production facilities (Slaper & Hall, 2011). As
stated before, these pillars are interconnected and interdependent. Without availability of natural resources one
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cannot operate a viable business, without proper revenues one cannot address social and communal issues, and
without a healthy natural environment the social well-being will reduce as well (Murray, Dey & Lenzen, 2007).
One can touch upon the different pillars, or combine them by means of adjusting their supply chain on the
economic and environmental field to make it more eco-efficient, or one can increase the minimum wages of the
lowest paid employees.
Shevchenko, Lévesque & Pagell (2016, p.915) state that: ‘’True sustainability requires firms to eliminate
unsustainable practices, such as relying on non-renewable natural resources, creating significant pollution, and/or
sourcing from countries known for poor safety practices, frequent violations
of human rights, and a lack of attention to surrounding communities.’’ It goes
without saying that this includes a viable economic model with prosperity

Living Wage

for all. Whether or not true sustainability can be achieved, stakeholders
The majority of the garment

should do their best to pursue it.

workers in South and East Asia
do not earn the local minimum
wage. Most of them are being
paid a few cents per garment
piece

(Business

&

Human

Rights Resource Centre, 2017).
To increase the quality of life
for garment workers, Prénatal
is involved in a pilot of paying a
‘living wage’ to workers in a
garment factory in India. A
living wage is a calculated per
region and it should be able to
support a family by having
enough to pay for food,
housing, school and medical
costs amongst others. Since

Figure 1: The Triple Bottom Line of Sustainability (derived from Liu, Rasul, Amanullah &
Khan, 2010)

corruption lies in the wait,
paying a higher price to a

2.1.3 Sustainability in the Textile and Garment Industry

production facility does not
guarantee

that

this

extra

money will end up at the
garment workers. The project
is therefore in collaboration
with local NGOs. If the pilot

The Textile and Garment Industry is one of the most harmful and polluting
industries in the world (Boström & Micheletti, 2016). Was it once commonly
accepted that a garment was worn until the very end and repaired when
necessary, since the introduction of fast fashion the way people buy and

appears to be successful and

dispose clothes changed drastically. Fast fashion is referred to as: ‘’the

improves the quality of life of

readily available, inexpensively made fashion of today’’ (Bick, Halsey &

garment workers, it will most

Ekenga, 2018, p.1) or the ‘’ low-cost clothing collection that mimic current

likely be incorporated on a

luxury fashion trends’’ (Joy, Sherry, Venkatesh, Wang & Chan, 2012, p. 273).

wider scale.

16

Fast fashion has short-term advantages for consumers, while it has a disproportionate burden on both the
natural environment and the health of the people working in or near manufacturing facilities, which are mostly
located in low and middle income countries in the Global South (Bick, Halsey & Ekenga, 2018). Shen, Dong &
Perry (2017) analysed fifteen articles on the subject of sustainability issues in the TGI. From the moment cotton
arrives in a factory until the moment the garment is shipped to the retailer, there are roughly fifteen stages in
which environmental damage can be done, from emissions to waste water and solid waste (Mukherjee, 2015).
This excludes seeding and harvesting the cotton, and the disposal at the end of the chain, which would be added
up by the fifteen stages. The sustainability issues which are most associated with the TGI are: resource
consumption (Abbas, Hsieh, Techato & Taweekun, 2020; Kiran-Ciliz, 2003), GHGs emissions (Huang, Zhao,
Geng, Tian & Jiang, 2017; Rana, Pichandi, Karunamoorthy, Bhattacharyya, Parveen & Fangueiro, 2015), land use
(Sandin, Peters & Svanström, 2013), chemical use (Grappi, Romani & Barbarossa, 2017; Khan & Malik, 2014;
Muthu, 2018) and landfill (Bick, Halsey & Ekenga, 2018). See Figure 2 for environmental and social impacts per
phase in the supply chain. Although the figure gives an accurate representation of the environmental issues, the
social issues stay fairly underexposed. Whereas child labour is not uncommon during the fibre production
process, or worker exploitation during the fabric production process (Skrivankova, 2015). Furthermore, the
figure does not include the negative externalities of the extensive transportation process. Cotton is usually
shipped from plantation to spinning mill, to printing facility, to dyeing facility, to clothing production facilities
and eventually to retailers in (amongst other) Europe. A piece of clothing can easily travel thousands of miles
before being sold (Fabric of the World, 2020).

Figure 2: Environmental (and social) impact of textile manufacturing processes (derived from Karthik & Gopalakrishnan, 2014)

Furthermore, there are several social sustainability related issues in the TGI. Child labour happens regularly,
and the International Labour Organisation (ILO) (2018) states that there are currently around 152 million
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children involved in child labour, of which 71% in agriculture. Moreover, child labour is most common on cotton
fields. Although there is no empirical evidence that trade exposure increases the chances on child labour (Cigno,
Rosati & Guarcello, 1992), it is well-known that cotton originating from plantations which utilize child labour are
processed and eventually sold at Western retailers (Moulds, 2012). Furthermore, forced labour happens
regularly on cotton field in – for example – Uzbekistan (McGuire & Laaser, 2018), Azerbaijan (Taghiyeva, 2018),
the Xinjiang region in China (Zenz, 2020), or in Syria and Iraq where cotton production even contributed to the
economy of Islamic State (ISIS). (Jaafar & Woertz, 2016).
Another issue that got rapidly increasing international attention after several tragedies is the safety of
factory workers. The fire in the Karachi clothing factory in 2012 in Pakistan which killed 289 mainly due to the
absence of sprinklers and the metal grills in front of the windows; the
fire in the Tazreen factory in Bangladesh also in 2012 which killed 112
factory workers mainly to the lack of a proper fire exit, and the Rana

Materials

Plaza collapse in 2013, which killed 1134 garment factory workers and
injured thousands (Demkes, 2018; SOMO & CCC, 2013). In the

Cotton is the most used

aftermath of the disasters, several (multinational) clothing brands and

material for Prénatal private

retailers took the initiative to establish the Bangladesh Accord, an

label

agreement on fire and building safety to provide the workers a safe
working environment (Accord, 2013). Even though the number of
these sectoral agreements has increased (see paragraph 2.3), the
industry has a long way to go before it operates an ethical supply chain

(77%),

followed

by

polyester (12%), and rest (11%).
The material composition of Abrand products at Prénatal
differs: 48% of the total
material composition is cotton,

(Thomas, 2017). It shouldn’t take too long, since the EU is determined

8% is polyester, 9% is rest and

to be both climate neutral and completely circular by 2050 (European

35% is unknown. This last

Parliament, 2021). This includes new sustainable product frameworks,

number shows the remaining

where products will be designed for recycling, remanufacturing and

transparency deficit Prénatal

repurposing (European Commission, 2020). Besides incentives,

faces with its brands. Without

retailers will be encouraged to change their business models more
towards products-as-a-service, use responsible materials and increase
transparency. There will be a separate collection of textile waste,

knowledge about the material
composition,

improvements

are not likely to be easily made.

which helps the value preservation of material streams, and reusing products will be encouraged (European
Commission, 2020).

2.1.4 Sustainability in the Baby Product Industry
Being a multi-billion dollar global industry and with a compound annual growth rate (CAGR) of 3.9% for the
period 2020-2027, the baby product industry has a considerable effect on both the economy and the
environment (ReportLinker, 2020). The industry has the opportunity to profile itself as a sustainable pioneer,
since they are literally selling products for the next generations. The baby product industry is on average heavily
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regulated due to the quality demands and safety requirements for products. Besides standards from the general
product safety (2001/95/EC), there is the directive on dangerous imitations (87/357/EEC) which sets
requirements for the appearance of products so children cannot mistake them
for real foods, safety requirements for window blinds (2001/95/EC) and
Recycling

coverings so children cannot suffocate themselves, and other standardization

The industry cannot make

mandates for strollers, changing units and bunk beds for example (European

quality clothing from recycled

Commission, n.d.). There are also sectoral standards and quality marks such as

cotton, since the techniques

Oeko-tex, which sets high standards for baby products and tests them on

are not yet innovative enough.

chemicals and other harmful substances (Oeko-tex, n.d.).

Especially textiles that are

Besides product standards and regulations, there are more trends visible

mixed with other materials

within the sector which are an appropriate fit for the economy of the future.

such as elastane are extremely
difficult to recycle. Most of the
downcycled cotton currently
ends up as cleaning rags or
stuffing

for

toys.

This

Circular toys are currently on the rise (Ellen McArthur Foundation, 2020). There
are possibilities to rent baby products where one pays a monthly fee and the
product can be returned whenever you please so it can find its next destination
(Räubersachen, n.d.). There is BabyBundle, a website which functions as a

developed

marketplace for both sellers as buyers of baby products and which touches

techniques does slow down

upon the collaborative economy (Babybundle, n.d.). One is able to lease

progress. As for polyester and

certain baby related products such as strollers and accessories (GoWheely,

other synthetic materials, the

n.d.), furniture and wooden toys (MrBeetle, n.d.), or a wide range of products

techniques are available to

(BabyLoop, n.d.). Furthermore there are bio-based products like bio-

deficiency

make

of

them

recycled

from

materials

100%
(Farias

Iribarren, 2018). Prénatal is
currently setting ambitions for
increasing

the

amount

of

degradable diapers (European Bioplastics, 2019) and non-disposable washable
cotton diapers (GroVia, n.d.). Brands are currently replacing plastic in products
like pacifiers with more natural friendly materials (Ecopiggy, n.d.), and creating
modular strollers with the aim of being circular (Joolz, n.d.). Although these are

(certified) recycled materials in

promising ideas and innovations, there has not yet been a sustainability

their collection.

gamechanger which would transform the sector as a whole.

2.2

Corporate Social Responsibility

2.2.1 Definition
The European Commission recommends the following definition of CSR: ‘’the responsibility of enterprises for
their impacts on society’’ in terms of ‘’a process to integrate social, environmental, ethical, human rights and
consumer concerns into their business operations and core strategy in close collaboration with their stakeholders’’
(European Commission, 2011, p.6). Although CSR resulted from the increasing globalisation and international
trade, and once was mainly founded on philanthropic grounds, nowadays whole business models are fabricated
around the concept (Calabrese, Costa, Menichini & Rosati, 2013; Jamali & Mirshak, 2007). With a louder and
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more discerning civil society, companies cannot ignore the critics on their business models (Burchell & Cook,
2013). CSR is therefore likely to stay, but the exact form it will develop into is uncertain (White, 2005). Slaper
and Hall (2011) state that a business operates in a sustainable, i.e. CSR way if it creates profit for its shareholders,
while at the same time improving the lives of the human and non-human life it interacts with and while
protecting the (natural) environment. Carroll (1991) created a pyramid for CSR, in which he diffused the concept
of CSR into four broad themes, being: (1) economic interests, (2) legal obligations, (3) ethical considerations and
(4) philanthropic considerations. The former two are essential to keep a business going and the latter two are to
decide whether a business operates in a responsible manner.

2.2.2 The Pyramid of Corporate Social Responsibility
As CSR serves as a base for this research it is of great importance to specify and frame this concept in a clear
and comprehensible way. As it is with sustainability, CSR can be interpreted in many different ways. As a
postulate for defining CSR the Pyramid of Corporate Social Responsibility from Carroll (1991) (Figure 3) will be
used as a guiding principle, where it makes a clear distinction between the required economic and legal
requirements for a business to operate, the expected ethics and the desired philanthropic aspects (Carroll,
1991). The framework resembles a neo-liberalist perspective through the fact that the economic layer is seen as
the base. One could argue that in order to reach transformative change, the pyramid should be transformed to
a form in which the components are more equally distributed. Ethical business practices could be (at least) as
important as economic ones, or even more important as is an often heard critique on the pyramid (Janse, 2020).
But since Prénatal is a for-profit company and aims to maintain business-as-usual but with more eco-efficiency
and a more sustainable supply chain, the pyramid reflects the current division and priorities accurately. This
pyramid will function as a frame for the CSR mapping of both suppliers and Prénatal.

Figure 3: Pyramid of Corporate Social Responsibility (derived from Carroll, 1991)
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The foundation of the pyramid upon which the others rest represents the economic requirements, i.e.
maintaining a profitable business model. Without profit a business cannot guarantee a viable future for itself
and its employees, let alone engage in costly CSR activities (Thacker, 2019). Schwartz and Carroll (2003, p.508)
state that ‘’the economic domain captures those activities which are intended to have either a direct or indirect
positive economic impact on the corporation in question’’ and ‘’this impact is based on the maximization of profits
and/or the maximization of shared value.’’ The second layer of the pyramid refers to the legal requirements, i.e.
the rules of the game. What are the (local) rules a company has to comply with in order to produce in a legal
manner, what are the minimal legal standards and requirements for products. Broadly there are three categories
which can be categorised in this layer: (1) compliance, (2) avoidance of civil litigation, and (3) anticipation of the
law (Schwartz & Carroll, 2003). One could debate whether CSR related adjustments here are seen through a
sustainability perspective, or if it’s merely an additional benefit of the legislative obligations.
The vagueness perhaps starts at the ethical layer in which a company should do what is right according to
normative societal views. The rules, standards and practices which are components of the ethical layer are not
necessarily written down, although society expects a business to comply with them either way (Janse, 2020).
Operating in an ethical way can be anything from treating suppliers with respect to producing in a way that
minimises harm to the natural environment (Thacker, 2019). The last component of the pyramid is the
philanthropic layer, i.e. being a good corporate citizen. This layer includes the voluntary action a business takes
to take responsibility for its possible negative externalities and to support the (local) community. Examples can
be to plant trees for each item sold, donate products that are not sold to charity and other discretionary
contributions to communities (Janse, 2020). Nowadays the fine line between the ethical layer and the
philanthropic layer fades away since society expects more responsible ethical business operations (Willard,
2019). Overlap of the different layers also occurs, where businesses operate under the pretext of good ethics
can mean good business, and their ethical behaviour is a cause of their economic profits. An economic legal
overlap could be to remove business operations to the Global South where labour is cheaper and there are lower
environmental and safety standards for workers. A business can thus also comply with economical and legal
requirements, and at the same time ignoring their ethical and philanthropic responsibilities (Schwartz & Carroll,
2003).

2.2.3 Assessing Corporate Social Responsibility
In order to evaluate a company’s CSR policies and to what extent these are integrated in their business practices,
one needs a proper CSR assessment tool which measures both the environmental and social aspects of the
supply chain and the social procurement (Ecovadis, n.d.). The list of CSR, CSR profiling and CSR assessment
research is extensive. Serafimova (2016) developed a model for the assessment of CSR for both small and
medium enterprises as large companies. The model consists of several areas (e.g. ecology, working conditions,
social accountability) which are split up in multiple criteria and indicators. When completing the assessment
model, a score can be assigned to a company. Whether there’s a minimum score in order to be sufficient on CSR,
can be determined by the individual organisation doing the assessment (Serafimova, 2016). In their research
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paper about a feedback model for CSR assessment, Calabrese, Costa & Rosati (2015) use similar indicators which
jointly determine the CSR profile of a company. The CSR dimensions here are the three earlier mentioned pillars:
economic, environmental and social which are split up into 41 indicators. Furthermore, Wood (1991) established
a CSR framework which does not include the environmental pillar as such, but makes the distinction between
economic, legal, ethical and discretionary. Whereas the environmental aspect would be expressed in the latter
two. Alle these assessment forms are however steered by normative considerations, since the importance of
the indicators are chosen by (biased) researchers. A neutral, arbitrary-free assessment form which everyone
automatically agrees with is therefore not a realistic option.

2.3

Covenants and Sectoral Agreements

Since society started to shift from hierarchical government to a governance approach (Lo, 2017), the amount of
voluntary approach program types gained considerable ground. There are roughly four main types of these
programs, being: (1) public voluntary programs, (2) negotiated agreements and bilateral agreements, (3)
unilateral commitments, and (4) private agreements (Chittock & Hughey, 2011). Hereafter these four types will
be addressed as ‘’covenants and agreements’’. These agreements can best be defined as: ‘’an individual, a firm
or a group of individuals or firms pledge to achieve a particular goal and government in return commits itself to a
related objective’’ (Van der Heijden, 2014, p. 64). There has been a reasonable amount of criticism concerning
these agreements and their intended effects. Their goals are not always tangible, there is not always credible
enforcement and frequently there’s a lack of transparency from stakeholders. This jointly prevents the
agreements for achieving desired results (Chittock & Hughey, 2011).
Notwithstanding criticism, there are multiple covenants and agreements in the Textile and Garment
Industry which focus on different sustainability issues throughout the supply chain. There are the agreements
which purely focus on environmental standards (Sustainable Apparel Coalition; Partnership for Sustainable
Textiles), those which focus more towards the social aspect of sustainability and the workers in the garment
factories and on the cotton fields (Action Coalition Transformation; Fair Labour Association), those which focus
primarily on the building safety of factories (Bangladesh Accord), on the trading standards (Ethical Trading
Initiative), on supply chain disclosure (Transparency Pledge) and those which focus on multiple sustainability
aspects within the supply chain (Fair Wear Foundation; Amfori; MVO Nederland; Agreement on Sustainable
Garment & Textiles). Agreements with regards to supply chain disclosure which require full transparency often
clash with commercial interests. For brands it is often favourable to keep their production facilities private, since
competitors could start sourcing from the same facilities. This is one of the reasons why Prénatal is not a
signatory of the Transparency Pledge (Dwars, L, personal communication, June 16, 2021). Furthermore there
are guidelines from supranational actors which companies can choose voluntarily to comply with or take as a
base for their CSR policies. Examples are the Guiding Principles on Business and Human Rights from the UN
(UN, 2011), and the OECD Due Diligence Guidance for Responsible Supply Chains in the Garment and Footwear
Sector (OECD, 2018).
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Prénatal is a member or signatory to three different sectoral agreements. The first one is the Agreement on
Sustainable Garments and Textile (AGT), an interdisciplinary Dutch
based sectoral agreement within the Textile and Garment Industry.
Multiple actors are represented in the AGT, which include the
Dutch government, branch organisations and NGOs. The AGT

AGT renewal

focuses on due diligence and identifies itself as an addition to the

Since 2016 Prénatal is a

principles of the OECD, the UN and the ILO (SER, n.d.). The social

signatory of the Agreement on

emphasis mainly lies on issues such as fighting discrimination,

Sustainable Garments and

child- and forced labour. The environmental emphasis lies primarily

Textile (AGT). This agreement

on the prevention of animal abuse, reducing the amount of water,

will end in December 2021 and

and producing less (toxic) waste (SER, n.d.). In 2019 the AGT
represented 50% of the Dutch market share in the TGI (SER, 2019).
Prénatal is also a member of Amfori. A global fair trade

be evaluated. The SER has the
intention of drawing up a new
agreement (Dwars, L, personal
communication, June 10 2021).

organisation which aims for responsible trade to improve resilience
and sustainability of different sectors (Amfori, n.d.). Amfori currently has 2400 members (brands, retailers,
trade associations) which make use of a total of 27.000 producers, mainly in the Global South. Amfori started
the Business Social Compliance Initiative (BSCI) in which they set standards and principles for production
processes. Amfori executes audits in factories to evaluate whether they comply with their standards and
principles (Amfori, 2017). In theory, membership of Amfori secures a responsible production and trading process
for retailers. The final signature of Prénatal is under the Bangladesh Accord. As previously mentioned, the
Bangladesh Accord was a reaction to the Rana Plaza collapse. The agreement is legally binding and
independent, where brands, retailers and trade unions are involved (Accord, n.d.). The Accord primarily focuses
on factories in the TGI which produce completely fabricated products or components of these. The Accord is
restricted to Bengali factories so far and has close to 200 members which utilise over 1600 factories with a total
of 2 million Bengali workers (Accord, n.d.).

2.4

Motivations and Incentives

According to Hald & Olsen (2010) the corporate buyer can practice its influence on sustainable supply chains in
multiple phases. At (1) securing contractual compliance, (2) selecting suppliers for audit, (3) auditing suppliers
and (4) reacting to suppliers audits. In each phase the corporate buyer has the opportunity to exercise pressure
on the supplier and propose its sustainability criteria. Even though suppliers are willing to adjust their production
process towards sustainability, studies show that they face multiple risks and barriers which prevent them to
make the change: ‘’sustainable entrepreneurs indeed perceive more institutional barriers in terms of lack of
financial, administrative, and informational support at business start-up than regular entrepreneurs’’
(Hoogendoorn, Van der Zwan & Thurik, 2019, p.1133).
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2.4.1 CSR Motivations
As for the motivations of suppliers to change to a more sustainable production process, a lot of it depends on
the willingness of the individual supply managers. Whereas managers in the same place could respond in a
different way to sustainability and environmental issues (Swaim, Maloni, Henley & Campbell, 2016). More
generally do Lion, Macchion, Danese & Vinelli (2016) make the distinction between four intrinsic motivations of
suppliers to engage in sustainable production, being: under-exploited, not-interested, collaborative and
developing. Scholars also make the distinction between true believers in sustainability and organisations which
engage in the act of greenwashing. Brockhaus, Fawcett, Knemeyer & Fawcett (2017) distinguish four corporate
motivations to engage in sustainability: the image enhancers, the efficiency maximisers, the resource acquirers
and the true believers. In which each motivation adheres to different goals, and has different outcomes and
limitations. There is no consensus among scholars with regard to intrinsic motivations to engage in CSR
activities. Davis (1973) looks at it from an individualistic point of view by stating that CSR is mainly a
consequence of self-interest, socio-cultural norms and pressure from legal systems. While others argue that
there are on average merely economic motivations, altruistic reasons and external pressure avoidance (Baron,
2004), or that it can be divided between moral motivations on the one hand, and more pragmatic motivations
on the other (Buehler & Shetty, 1974).
To subsequently determine what the motivations of stakeholders to engage in CSR operations would be,
the framework of Campopiano, De Massis & Cassia (2012) will be used (Figure 4). This framework has a similar
structure as the Pyramid of Corporate Social Responsibility from Carroll (1991) and makes a clear distinction
between economic or ethical motivations to ensure a responsible business standard. Whereas economic
motivations lean towards increasing profit, reputation or image, the ethical motivations relate more towards
contribution to the communities and protection of the environment. Engaging in CSR activities could thus be
driven by monetary motivations, since CSR can have a positive impact on the profits of a business (Wang, 2014).
It also could be motivated by image recovery, a point of criticism for e.g. the Bangladesh Accord where brands
are accused of reputational damage control by signing the Accord (Salminen, 2018). The ethical motivations are
not monetary driven but are primarily related to being a good citizen/company, i.e. Carroll’s top two pyramid
layers. These motivations can refer to either the social or the environmental aspects of sustainability. Whereas
paying visits to production locations, self-sourcing and paying a living wage to factory workers has to do with
the social side, and the responsible management of waste streams, the eco-efficiency of the products and the
energy savings has to do with the environmental aspects.
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Figure 4: Breakdown of CSR motivations for suppliers (derived from Campopiano, De Massis & Cassia, 2012)

2.4.2 Incentives and Penalties
The role of incentives have been studied thoroughly in recent years as well. Whereas the effects of the incentives
are dependent on its properties, but not really seem to be consistent. Ashraf, Bandiera & Jack (2014) conducted
a research in which they concluded that non-monetary incentives work better than monetary incentives. While
both Olken. Onishi & Wong (2014) and Miller et al. (2012) concluded that they couldn't identify significant
differences between multiple incentives from different natures. Overall Huber, Sloof & Van Praag (2017) argue
that: ‘’[…] incentives - both monetary and non-monetary alike - may be useful tools to increase pro-social behaviour.
However, predicting the (size of the) treatment effect between the non-incentivized and the incentivized CSR
treatments is more difficult’’ (Huber, Sloof & Van Praag, 2017, p.94). Goetz (2010) conducted a study regarding
the incentivization of businesses to make them produce in a more sustainable way. She made a distinction
between several different incentives, being: economic, regulatory, social, technical and other (the latter one not
fitting in the earlier ones, such as free advertising or participating in advisory boards). The research also showed
some issues as legal restrictions, unnecessarily rewarding good behaviour and funding. Goetz states that
businesses are not always conscious about their unsustainable business models, but that it's rather a negative
externality. Incentives and their goals should be communicated clear and understandable in order for them to
start off right (Goetz, 2010).
For this component of the framework the model of Porteous, Rammohan & Lee (2015) will be used (Figure
5). Through the interviews, the aim is to see whether suppliers are more responsive to negative or positive
incentives. The incentives could be negative, such as reduced business, termination of contract; or more positive
as better terms and conditions or price premiums. This framework can accurately be applied to the case. The
incentives are relatively easy to implement in collaboration with the Category Managers (CM) of Prénatal. The
penalties are a realistic alternative whenever a supplier continues to refuse to comply with the COC, or produces
with standards which are far below the normative expectations of Prénatal. Needless to say, fines are not an
option in the framework, since Prénatal does not have any legislative authority.
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Figure 5: Incentives and penalties which affect the performance measures of suppliers (derived from Porteous, Rammohan & Lee, 2015)
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2.5 Conceptual Framework
In order to make the research questions more tangible and comprehensible, the key concepts are defined and
compartmentalized in different measurable indicators. For readability reasons the table is attached in Appendix
I & II. The concepts are broken-down to dimensions, sub dimensions and formulated into interview questions.
The concepts are displayed in Figure 6 where insight is provided in the different relationships and proportions
of the concepts. Achieving the abstract concept of CSR is the eventual goal as seen in the figure. Prénatal wants
its suppliers to reach at least the same level of CSR as themselves, but at the same time there’s an alignment
and interplay between CSR policies of suppliers and Prénatal. The motivations and incentives are reflected in
the process of increasing suppliers’ sustainability policies.

Figure 6: Conceptual Framework of incentives, penalties and motivations which influence CSR policies of suppliers in order to reach a
particular sustainability level
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3. Research Design
In this chapter the methodological considerations and choices will be discussed which can be seen as the mould
for the research execution. At first the research design will be elaborated on, followed by the research methods,
techniques and the sample. Thereafter the philosophical perspective of the researcher will be extensively
discussed and the ethical considerations which have been taken into account. At the closure of the chapter the
reliability and validity of the research will be analysed at a level which shows how trustworthy and replicable the
results are.

3.1 Research Strategy
For this research a case study is conducted where Prénatal and its SCS and A-brands suppliers are the object,
and aims to identify motivations for suppliers to be actively engaged with CSR and explores the role incentives
can play as a trigger for increasing their sustainability policies. As there are many different definitions of a case
study (Merriam, 2009; Mitchell, 1983; Stake, 1995), for convenience and the fact that I personally feel most
connected with a post-positivist view on science, the choice has been made to use the definition of Yin (1994):
‘’an empirical inquiry that investigates a contemporary phenomenon within its real-life context, especially when the
boundaries between phenomenon and context are not clearly evident…[and] relies on multiple sources of evidence’’
(Yin, 1994, p.13). The aim is to reflect objectivity and generalizability of the results (Ellingson, 2011), and the
selected case checks the boxes which are proposed by Harrison, Birks, Franklin & Mills (2017): the case is
identified as a group and a process, whereas the group consist of the SCS and A-brands and the process is an
active business relationship between SCS, A-brands and Prénatal as the corporate buyer. The case is a bounded
system, whereas it is restricted to one buyer and 137 active suppliers. The case is bounded by both time (active
suppliers) and activity (engaged in a sales contract with the corporate buyer). The case is studied in context, so
in its real life setting without interference of the researcher. The researcher in this case takes the role of
complete observer with regards to the questionnaires and emphasizes in the interviews that the results are
merely used for the research paper and will not have any effect on the business relationship between supplier
and buyer. The study is in-depth by means of first establishing a CSR profile for all parties, and subsequently
conducting semi-structured interviews (Appendix I) to identify hidden meanings and the underlying rationale
of the given answers in the questionnaire. The selection of the case is based on the purpose and the conditions
of the study, with a single scope merely focusing on the situation of Prénatal and its SCS and A-brands.
Furthermore, multiple sources of evidence are used, starting with quantifiable questionnaires (Appendix III)
which requires descriptive answers about individual CSR policies with regards to – amongst others – internal
sustainability, responsibility of the supply chain and sustainable material use. Based on these questionnaires
and the CSR profiles a selection of suppliers is made to approach for an in-depth interview about their given
answers, their motivations and considerations to practice CSR, and to explore whether and how they could be
influenced and incentivized to raise their CSR standards. The design of the case study is mainly exploratory and
to a lesser extent explanatory. As for the definition, here also the approach of Yin (2014) will be used as a guiding
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principle for the case study, since the case will be approached in a holistic manner, i.e. ‘’[the] research is reflexive
and process driven, ultimately producing culturally situated and theory-enmeshed knowledge through an ongoing
interplay between theory and methods’’ (Hesse-Biber & Leavy, 2006 p.5). Which means that methods, theories
and assumptions get (slightly) adjusted during the research execution in a post-positivist manner (see
paragraph 3.5).

3.2 Research Methods
The research utilizes a mixed-methods approach and combines both qualitative and quantitative research
methods, i.e. triangulation. The quantitative part of the research contains questionnaires with 23 questions
which focus on the suppliers’ sustainable vision and strategy, responsible business internally, responsible supply
chain, sustainable material use, and transparency. These questionnaires were sent out in September 2020,
which – after multiple reminders – resulted in 112 completed questionnaires. The majority of this raw pile of
data was already available at the start of the research phase. Most of the questions are multiple choice, several
yes/no and a few where open answers were required. Besides the answers, respondents had the opportunity to
comment on several questions. A critical remark has to be made that the questionnaire didn’t fulfil all the exact
theoretical requirements (Lavrakas, 2008), which can have its effect on the constructed CSR profile of the
suppliers (see 5.2.3). The questions are based on internal needs for information, characteristics of the suppliers,
and questionnaires from businesses operating in the same field such as Zeeman and De Bijenkorf.
For the qualitative section of the research, semi-structured one-on-one interviews are utilized as the main
research method. Since through the interviews underlying rationale, meanings and experiences are aimed to be
identified and mapped, they come closest to phenomenological interviews (Flick, 2018). The researcher
determines the phenomenon (CSR), and the respondents have the opportunity to determine the characteristics
of the phenomenon (what are their associations with it, what are their definitions, etc.) (Guerrero-Castañeda,
Menezes & Ojeda-Vargas, 2017). The interviews cover three main subjects: a deepening of the questionnaire,
the motivations of suppliers to engage in CSR activities, and how the CSR policy of suppliers can be motivated
or influenced by (negative) incentives. The choice for semi-structured interviews has been made for preferences
of the researcher, whereas they allow for a (more spontaneous) conversation rather than sum up a list of
prefabricated interview questions, and at the same time provide more structure than a topic list.
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Figure 7: Steps in the research phase
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16 suppliers have been contacted for an interview, of which 7 eventually participated. The suppliers are
selected based on their performance at the CSR-profiling, their product category, and diversity in the research
population. See Figure 7 for the steps in this phase of the research.
Lastly, to obtain a broad view and approach the research question in a holistic manner, the two main data
collection methods are supplemented with participant observation. The aim of this is to understand the
relationships and interplay through conversations, discussion and meetings between the CSR department and
the Sales department (Category Managers). As Schensul, Schensul & LeCompte (1999 p.91) say it is: ‘’the process
of learning through exposure to or involvement in the day-to-day or routine activities of participants in the
researcher setting.’’ This information is taken into account when formulating the recommendations (paragraph
5.3), since merely focusing on CSR without commercial interests is not really an option for a for-profit company
as Prénatal.

3.3 Research Techniques
In order to transform the data into new axioms, multiple analysis methods are used. The answers of the
questionnaires were assessed through a score form based on Serafimova (2016). Whereas a normative rating
scheme was made which made it possible to assign points to certain answers. Where Serafimova only used
yes/no questions with a rating of 1/0, this questionnaire also has questions with multiple hierarchical answer
possibilities. A respondent therefore can score 0, 0.5, 1, 2 points. To avoid an arbitrary impression, there are no
normative interpreted weighted values attached to the different categories. The eventual score for each
supplier could theoretically lie between 0 and 29 points. These scores do not define whether a supplier is
sustainable or not, but they are merely used for comparison between the different suppliers and Prénatal. In
broad terms one could argue that suppliers with a total amount of 3 points are considerably less active with CSR
than suppliers which score 24 points in total. When taking the average amount of points and comparing it with
the amount of points Prénatal scored through the questionnaire, the gap can be determined.
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Figure 8: Steps of coding process (derived and adjusted from Chandra & Shang, 2019)
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Since the highest possible score for some questions is 1 and for others 2, the scale has to be equalized to x = 1
for all questions in order to compare the results. Through an adjustment in weights in order to equalize the
scales of all the different components, the gap can be determined between Prénatal and the average of the
suppliers for each individual component of the questionnaire. Furthermore, the answers can be analysed as
detailed as each individual answer by each individual supplier. For organizing the data and creating an
acceptable overview, Microsoft Excel is mostly used. In addition SPSS is used to test whether the data is
normally distributed and to map the average differences.
The semi-structured interviews are subsequently held through phone or Zoom. All respondents gave
permission for the interview to be recorded and transcribed afterwards. The transcripts are imported into
Atlas.ti through which the data is thoroughly read and interpreted with the eventual goal of developing
concepts and axioms (Chandra & Shang, 2019), i.e. inductive coding. The steps which are taken in this process
are shown in Figure 8.
The inductive coding process consists of two main coding cycles. In the first cycle everything remotely
interesting and considered to be a contribution to answering the research questions is highlighted and coded.
After reviewing these codes the second cycle begins where higher levels of codes are created, some are merged
and others are separated. Eventually the codes can form an aggregate overview (Chandra & Shang, 2019). The
codes are only exhaustive when saturation is reached, and when arrived at this point the codes can form a
network where relationships and subcategories can be identified easily.

3.4 Research Sample
Prénatal has 137 A-brand and SCS representing >175 brands. All these suppliers have been sent a questionnaire
in the period between September and December 2020, with various reminders and emails for answer
clarifications. This resulted in 112 completed questionnaires representing 163 brands. This research sample is
representative for the total number of suppliers with a confidence level of 95% and an error of 5%. After the
analysis of the completed questionnaires they were assessed through the score form which resulted in a list of
suppliers with their performance score. This list formed the base of the next research phase, whereas suppliers
were selected to be contacted for an interview through non-probability sampling in terms of quota sampling
(Van Thiel, 2014). To include a wide variety of suppliers, both sustainable leaders, laggards and average assessed
suppliers were contacted. To meet additional requests of Prénatal, the suppliers were also selected based on
their product category supply, e.g. garments & accessories, strollers and toys. These suppliers can be compared
afterwards to determine whether particular product categories are pioneers or laggards, and in which category
there is most to gain.
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3.5 Research Philosophy
Research design, strategies and even conclusions are all dependent on the researchers’ philosophy of science.
Which could either be ‘’an exposition of the presuppositions and predispositions of scientists.’’ Or ‘’[a] formulation
of worldviews that are consistent with, and is in some sense based on, important scientific theories’’ (Losee, 2001
p.1). These philosophical perspectives, which are very much related to a person’s paradigm and worldviews can
be divided in ontology, epistemology and methodology (Guba & Lincoln, 1994). Ontology refers to the question
of what exists in the human world, and about what knowledge can be acquired. Epistemology refers to the way
in which knowledge is created (Moon & Blackman, 2014). Methodology refers to the manner in which the
researcher can acquire knowledge consistent with the way in which the researcher believes it can be known
(Guba and Lincoln, 1994).
A characteristic of ontology is that reality can be seen through many different perspectives (Creswell & Poth,
2018). Is – for example – a company able to produce in a climate-neutral way? Ontological realists could argue
that a company is able to do so since climate-neutrality can be measured through a range of operationalizable
indicators. Ontological relativists could argue that climate-neutrality cannot be achieved since it is a social
construct and can have a wide variety of meanings to a number of individuals. I personally feel most connected
with ontological (critical) realism, whereas I believe in a distinction between the real world and the world that
lets itself be observed (Gorski, 2013). The real world being a collective space which can be observed and thus be
interpreted in many different ways. The relation between the subject and the object is central in epistemology,
and emphasis lies on the way in which knowledge is created (Guba & Lincoln, 1994; Moon & Blackman, 2014).
To stay close to the conceptualizations of Moon & Blackman (2014), objectivist epistemologists argue that the
meaning of an object can be found within the object, whereas subjectivist epistemologists state that the subject
imposes a meaning on the object. Construction epistemologists argue that the meaning of an object is a result
of an interplay between the subject and the object, and that the subject constructs the reality of the object. The
methodology refers to the approach of data collection (Ellen, 1984), or more specifically as it is a ‘’strategy, plan
of action, process or design’’ of a research (Crotty, 1998 p.3). The methodology also covers the tools that are most
appropriate for acquiring the data, such as discourse analysis, surveys or experiments (Rehman & Alharthi,
2016).
According to Guba & Lincoln (1994) there are four major research paradigms: positivism, post-positivism,
critical theory and constructivism. Whereas positivism is derived from the natural sciences and tries to formulate
universal truths (Turner, 2001), post-positivism acknowledges that there is an independent reality, but
measurement comes with its flaws due to the assumption that ‘’all observations are theory-laden.’’ (Trochim,
2020 p.1). Research approached from a critical theory point of view challenges relationships between different
groups and individuals in society, such as gender, race and identity. Constructivism seeks to understand the
world in which we live and thrive (Creswell & Poth, 2018).
As an aspirant researcher I personally feel most connected with both constructivism and post-positivism. I
genuinely believe that individuals can project and experience multiple truths for the same object. I also believe
there is an independent truth. The latter however not so much as a measurable variable, but rather a range in
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which these constructivism truths fall. In my opinion science can prove almost anything, depending on what the
researcher wants to prove and what its scientific point of view is. This particular research however, is mainly
approached from a post-positivist point of view. The quantitative part of the research gives room for own
interpretations of the questions and the level of the adjustments to for example the suppliers’ internal processes
to make them more sustainable. An umbrella term as sustainability triggers its own interpretations of the
concept and thus a more constructivist way of thinking. During the qualitative part of the research, the aim is to
find the underlying rationale and try to capture these different realities within the same concept. The research
is primarily post-positivist since the aim is to see how sustainable suppliers are, and even though sustainability
is a socially constructed concept, Prénatal wants to know what the difference between them and the suppliers
is, so they have a rough measurable context created around the concept of sustainability
Last philosophical aspect worth addressing is the difference between critical epistemology research and
managerial epistemology research. While in heart I am a critical epistemologist, I am also a realist. True
ecological wellbeing and environmental justice is non-achievable in the current neo-liberalist setup of society
where unlimited growth is still the goal. This research, however, approaches the problem from a managerial
epistemologist point of view: ‘’while environmental and social issues are important, firms must focus on their
profitability and shareholder wealth to be able to address those issues.’’ (Ergene, Banerjee & Hoffman, 2020 p.33).
Furthermore, I firmly believe that reforming society is not enough, but transformation is required for a
sustainable future. This however is a long shot and will probably happen over a period of decades. In the
meantime it is of great importance that the environmental crisis is managed, and corporate sustainability,
ecological modernization and clean technologies can reform society (Ergene, 2020), until the majority is ready
for true transformation.

3.6 Ethical Considerations
The list of publications of ethics in social science research is endless, with mostly an indispensable list of
principles of varying length. Diener & Crandall (1978) have broken down the entire range of ethical
considerations into four tangible and concrete categories: (1) harm to participants, (2) lack of informed consent,
(3) invasion of privacy and (4) deception. Firstly, harm to participants is under no circumstances acceptable,
whether it concerns physical or mental harm. During the research process there has not been anything that
comes remotely close to harming the participants. Whether a supplier is qualified as a sustainability laggard will
not be communicated to anyone except the researcher and the CSR department of Prénatal. Secondly, there is
no lack of informed consent. All interviewees know what the research is about and what will happen with their
answers and the results. All suppliers that filled in the questionnaire can reasonably assume that their answers
are analysed and used for varying purposes. Thirdly, there is no invasion of privacy whatsoever. The data from
the questionnaires where answers can be traced back to the individual suppliers are merely available to the
researcher, the Radboud University supervisor and the Prénatal supervisor. In the report no individual answers
will be discussed. As for the interviews, all respondents are made anonymous. It is not possible to trace back
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quotes to individual respondents. Only the researcher and the Radboud University supervisor have access to the
non-anonymized transcript. These transcripts and the recordings are stored at a safe password protected place
and it goes without saying that they will be deleted once the research paper has been approved. Lastly, there
will be no deception by either of the actors involved. The research purpose, aim and method have been
communicated from the beginning of the research phase with great transparency to Prénatal, the Radboud
University supervisor and the respondents.

3.7 Validity and Reliability
The most important aspect of reliability is ‘’to ensure that data collection is undertaken in a consistent manner
free from undue variation which unknowingly exerts an effect on the nature of the data’’ (Long & Johnson, 2000,
p.31). For validity goes that, according to Hammersley (1992, p.69): ‘’An account is valid or true if it represents
accurately those features of the phenomena that it is intended to describe, explain or theorise.’’ Both concepts are
of great importance for a solid and trustworthy research project.
In order to ensure a valid and accurate research project, considerable attention goes towards the validity,
i.e. the appropriateness of the tools, process and data (Leung, 2015). For construct validity it is important to
realize that the indicators which are being measured correspond with the actual research aim. Therefore the
key concepts are defined and are linked to multiple indicators (Annex I & II) which are fundamental components
of the data collection methods. The indicators are defined through consultation of existing theories and
knowledge. Internal validity is important to identify a cause-and-effect relationship. In this case the subject
relates to the effect of the motivations of suppliers on their CSR policies on the one hand, and effects of
(negative) incentives on their motivations/policies on the other hand. The validity for the quantitative
component will be guaranteed through the sample size. With a total population of 137, a confidence level of
95% and a 5% error N should be >102 suppliers. For reliability, i.e. the replicability of the process and results
(Leung, 2015) goes that the research should have a certain level of consistency and neutrality, whereas for this
project a reached diary will be maintained and regular meetings will be planned between researcher and host
organization, and occasionally with the thesis supervisor from Radboud University. If necessary, emerging
themes will be discussed here. The aim is to be as transparent as possible with regards to the interviews, since
they are – from a constructivism point of view – not replicable. The full transcripts, recordings and guides will
therefore be uploaded separately. Furthermore, the representativeness of the findings have to be in line with
the phenomena, which will be assured by audio recording the interviews and give room to interviewees for
commenting on the interview itself, which both can be used for process analysis.
Finally, I am fully aware that suppliers and buyers have a fragile and hierarchical relationship and that
suppliers can give socially desirable answers (SDAs) in order not to jeopardize this relationship. Nevertheless I
aim to reduce the amount of SDAs given during the research by (amongst others): avoid too much eye contact
to make interviewee uncomfortable, use euphemisms, minimize deviance, lower psychological immediacy and
formulate interview questions in a non-controversial way (Kaufman, M., personal communication, January 21,
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2021). If available, Business Social Compliance Initiatives (BSCI) factory audits will be used as a reference to the
interviews. Furthermore, the effect of COVID-19 on the process will be limited to a minimum. In ideal
circumstances the interviews would be held face-to-face, to stimulate a conversation in a more informal setting
then through Skype or Zoom. The fact that the interviews are relocated from real-life to online is considered
only a minor inconvenience.

4. Results
In the upcoming paragraphs the most important part of the paper will be discussed: the findings. The chapter
starts with some general descriptive characteristics of the research population: Who are they? What kind of
goods do they produce? Where are their production facilities? Etc. Hereafter, there will be elaborated on the
answers of the questionnaires to get an accurate view on how the suppliers were assessed. This information will
function as the base for the gap determination between the suppliers and Prénatal. Furthermore, the interviews
with several suppliers which also filled out the questionnaire will be discussed. Through assessing answers and
extensively using quotations, the base will be formed to answer three out of five sub questions: how CSR and
sustainability are perceived by the suppliers, what suppliers’ motivations are to practice CSR, and how their CSR
policies and strategies can be influenced by Prénatal. Relationships and overview ought to be presented through
coding scheme networks. Each of the paragraphs will end with a minor conclusion with the most important
information, which also will be used as a base for the final conclusion in chapter 5.

4.1 The Responsible Business Survey (questionnaire)
4.1.1 Characteristics of the Respondents
Overall a total of 112 suppliers – which is 81,75% of the total number of suppliers – filled out the questionnaire.
Since some suppliers sell multiple brands, these 112 suppliers represent 163 unique brand/supplier
combinations. The 37 SCS which all deliver the Prénatal label, but are stand-alone companies with their own
unique supply chain are considered to be 37 separate brands/labels. The respondents collectively represent the
total supplier base of Prénatal with a confidence level of 98% and an error margin of 5%. The respondents are
rather diverse as for their size, their product category and the locations of their production facilities. Products
whereof the producers are represented in the research population are, amongst others: strollers, pregnancy
clothing, diaper bags, pacifiers, nightlights, bath seats, safety gates, mattresses, breast pumps, sleeping bags,
home decoration, bottles, toys, bathing accessories, swaddles, travel cots, toilet seats and inflatable articles.
Several relevant characteristics which are split into a number of suppliers are presented in Table 2.
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(N = 163)
BRAND

EMPLOYEES

CATEGORY II

CATEGORY III

PRODUCTION

Frequency

Percent

Cumulative percent

126

77,3

77,3

SCS

37

22,7

100

0-19

85

52,1

52,1

20-99

51

31,3

83,4

100-499

13

8,0

91,4

500+

14

8,6

100

Car/bike seats & accessories

4

2,5

2,5

Garments & fashion
accessories
Home & bats textiles

24

14,7

17,2

12

7,4

24,5

Home furniture & accessories

17

10,4

35,0

Strollers/buggies & accessories

11

6,7

41,7

Toys

24

14,7

56,4

Multiple/other

71

43,6

100

A-brand

Hardware

67

41,1

41,1

Hardware/Textile

66

40,5

81,6

Textile

30

18,4

100

Global South

138

84,66

84,66

Global North

18

11,04

95,71

Unknown

7

4,29

100

Table 2: Characteristics of respondents questionnaire

4.1.2 General Sustainability Policies and Strategies
As mentioned in the introduction (chapter 1): sustainability is gaining cross-sectoral grounds and it is shifting
from a nice to have to a must have. Sustainability as an official branch which is integrated in the daily business
operations is visible through the fact that 68 (41,7%) respondents indicate to either have an internal
sustainability manager or department, or they make use of an external CSR advisor or consultant. This internal
sustainability advisor could either be a whole FTE or partial, or combined with product quality management for
example. The trend that sustainability and CSR are gaining ground can once more be seen through the amount
of suppliers which are either a member of a Responsible Business Initiative (47,2%) and/or are certified by a
Responsible Business Standard (35,6%). When taking a closer look to the initiatives, one can see that BSCI from
Amfori is by far the most used by the respondents (59 times), followed by International Council on Toy Industries
(ICTI) (11) and several smaller ones such as MVO NL (6), the Bangladesh Accord (3), and the Agreement on
Sustainable Garment and Textile (AGT) (3). As for the 35,6% of the suppliers which have said to be certified by
a Responsible Business Standard, the Global Organic Textile Standard (GOTS) is most mentioned (20 times),
followed by ISO 9000 (17 times), Oeko-tex (6) and Supplier Ethical Data Exchange (SEDEX) (3). Furthermore, a
majority of 64,4% of the suppliers indicated to have a sustainability commitment or vision, of which 42,9% have
set time-restricted and evaluable targets for those commitments. See Figure 9 for the visualisation of these
percentages.
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Figure 9: Percentages of general sustainability policies and strategies of respondents

The way production facilities are sourced, is an important indicator for determining the sustainability level
of a particular company. Sustainable sourcing takes into account the social, ethical and environmental aspects
of production facilities. When sourcing directly from production locations, a corporate buyer can take into
account these aspects and can self-audit the production facility, discuss the emergent themes with the local
manager, or go over a CSR checklist. When sourcing is subcontracted to intermediaries, the corporate buyer
loses the overview and responsibility is relocated to other actors. If not addressed in advance, there is the
probability that a buyer uses production facilities which do not meet the norms and ethical standards they
normally require. A vast majority of the respondents (59,5%) claim that they source directly from production
facilities themselves. 6,1% of the respondents say that they fully relocate responsibility for sourcing to
intermediaries, and the remaining 31,3% combine direct sourcing with indirect – through intermediaries –
sourcing.
Since it is common for companies which produce in the Global South to visit their production facilities
periodically, the respondents were asked for the frequency and the reasons for their visits. 18 respondents (11%)
argued to never visit their production facilities. 61 respondents (31,4%) said they either let their intermediaries
visit the production facilities, or they visit themselves merely for buying activities, i.e. meeting the suppliers and
negotiating business contracts for the next term/season. A close majority of 51,5% indicated that they visit the
production facilities themselves and that CSR is a prominent subject to discuss when they are at the facility. On
the one hand buyers and suppliers can discuss CSR related trends and wishes, on the other hand buyers can do
an audit, take a look at the workstations or have a conversation with employees to determine whether the
working conditions are at the same level as the norms, standards and wishes of the buyer.

4.1.3 Responsible Business Internally
Internal sustainability has to do with the direct choices a supplier makes: every aspect of sustainability that can
be reasonably expected to lie within the direct responsibility of the supplier. It refers to internal business
operations rather than – for example – working conditions in production facilities elsewhere. There have been
uncovered large differences between the suppliers when it comes to internal sustainability. Where a small
number of respondents have an active plan which is already partly executed with regards to sustainable
transport, energy use and recycling, others have yet to start from scratch. A small majority of 53% has improved,
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or is currently improving their responsible purchasing practices. This means that they look for ways to purchase
products from trustful sub-suppliers and that they do not force production facilities to produce with the lowest
possible margins so they have to cut back on – for example – working conditions and/or environmental
protection measures. Responsible purchasing practices leads to a sustainable business relationship where fair
prices for products are being paid. A small majority of 55% of the respondents indicate to work on their
responsible waste management. This covers a wide range, from separating paper from general waste, to
completely recycling all waste streams and preserving the value of natural resources. Whether a supplier takes
the former or latter measurements, all aim for both to reduce the amount of natural resources that they use. A
vast majority of 69% has policies in place with regards to a more sustainable way of packaging their products.
This could be either excluding certain materials from the packaging, like glue or plastics, it could mean that they
replace regular materials with more sustainable ones, for example the replacement of conventional plastics with
biodegradable plastics, or the replacement of regular non-certified cardboard with FSC certified cardboard.
Furthermore, measurements for using sustainable energy are less common for the respondents: a minority of
36% says to have policies in place for a more sustainable energy supply. This can either be a switch from
conventional lighting to LED-lightning, better isolation, or generating own renewable energy by means of solar
panels on the roof of offices and warehouses. The amount of respondents that claim to be engaged in a more
sustainable transport fleet (58%) is not that far apart from the amount who claim to not be engaged in this area
(42%). More sustainable transport could refer to more efficient loading of trucks, more eco-friendlier ways of
shipping or reducing the amount of kilometres a product has to make from raw material until retailers.
Responsible catering is not common among the respondents, with just 17% saying to provide a more
sustainable menu for their workers, which could refer to a more healthy, nutritious and plant-based meal.
Finally, 11% of the respondents have indicated to be involved with other, not mentioned above activities to
improve the sustainability of their brand and reduce their ecological and carbon footprint. Examples given by
respondents are: self-produced giveaways of materials with production errors, planting trees for CO2
compensation, designing more innovative and eco-friendly products, and collaboration with social working
spaces for people with a handicap or distance to the job market. The information given above is also made visibly
in Figure 10.
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Figure 10: Percentages of internal sustainability factors by suppliers

4.1.4 Responsibility Within the Supply Chain
The level of sustainability and responsibility within the supply chain can be measured through multiple
indicators. In the questionnaire the following themes emerge which jointly try to catch the concept: whether
the supplier has a corporate responsibility policy (could both be ethical and environmental), whether compliance
is monitored further down the supply chain, if there are consequences when non-compliance occurs, till what
level a supplier has insight in the supply chain, if they maintain long-term relationships with sub-suppliers, and
if they have objectives to mitigate social and/or environmental risks.
A minority of 33,1% say they have a CSR policy in place, whereas only 27% of the total number of suppliers
have objectives in place to mitigate social and/or environmental risks in the supply chain, such as air pollution,
water contamination and working conditions in production facilities. Nearly all suppliers (96,9%) argue that they
maintain long-term business relationships with their sub-suppliers, which increases the chances of a sustainable
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and fair cooperation. Whether this relationship is affected by compliance of the CSR policies – when in place –
is the case at 39,3% of the suppliers. 42,9% argue that they aim for compliance at their sub-suppliers, but that it
is not yet formalized in their business plan or code of conduct. A majority of 85,5% indicate to be monitoring
compliance at their sub suppliers, either by themselves, through intermediaries or through certified auditing
organisations as BSCI. Lastly, if suppliers want to guarantee a more sustainable product, transparency and
insight in the supply chain are key. 16% of the suppliers have indicated that they do not have insight in their
supply chain, 56,4% have insight in their finished products and subcontractors, and the remaining 27,6% have
insight all the way into the raw material flows. So all the way to – for example – the cotton before it arrives at
the spinning-mills. See Figure 11 for a visualisation of these above mentioned percentages.
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Figure 11: Percentages of responsible supply chain indicators

4.1.5 Sustainable Material Use and Transparency
One of the most pragmatic ways to design a more sustainable and responsible product is to replace conventional
materials with materials that are certified by reliable sustainability certification schemes, which – for example –
guarantees that the product is organic or that employees in production facilities work under decent
circumstances. 19% of the respondents say they are able to deliver a wide range of products which contain one
or more sustainability certifications, whereas 50,9% can do so for a limited number of products, and the
remaining 30,1% say they are not able to deliver products with any sustainability certifications. Oeko-tex is most
mentioned (49 times), followed by FSC (48), GOTS (41), BCI (15), and several smaller ones such as Lenzing (11),
Fairtrade (4) and PEFC (1). When asked if respondents have plans and/or objectives for increasing the amount
of sustainable certified products, 35,6% of them are planning on doing so in the coming years.
The closure of the questionnaire focuses on transparency of the suppliers, which is once more an indicator
of the level of sustainability within the supply chain. One can reasonably assume that the more transparency in
the supply chain, the less irregularities occur, since civil society actors – amongst others – have the possibility to
be informed. 20,2% of the suppliers indicate that they actively report their CSR goals, targets and achievements.
The range for this however is rather large, from several sentences on the respondent’s website to completely
comprehensive annual CSR reports. To be as transparent about the supply chain as possible, respondents
occasionally publish their production factories online. This can be done for multiple reasons as demands from
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sectoral agreements and covenants, or just the objective to be as
transparent as possible towards retailers and consumers. 16,6% of

Transparency deficit

the respondents publish their production locations online. The
remaining 83,4% does not do so, of which several committed to
publish them in the (near) future. These percentages are once more
visualised in Figure 12.

It is a challenge to obtain
complete transparency from
retailers. Publishing production
facilities online can harm the
competitiveness of retailers
since other parties can use this
information to source directly
from these same locations.
Larger competitors can take
advantage of this by placing
larger orders which is preferred
by most production facilities.
Smaller orders can be denied
and this could result in the fact
that smaller retailers are forced
to

take

their

business

elsewhere. This is a typical
example on how CSR interests
can conflict with economic
interests (Dwars, L, personal
communication,

June

10,

2021).
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Figure 12: Percentages of sustainable material use and transparency

4.1.6 The Sustainability Gap
Prior to the gap analysis it is important to check whether the data is reliable through assessing if it is normally
distributed. As is visualised in Figure 13 the total scores of the suppliers are distributed in a way which roughly
complies with the indicated Bell curve. With no extreme outliers, one can assume that the data is reliable to
work with. The respondents scored between 3 and 25 points, with an average of 14,463. Not one respondent
scored the lowest possible score of 0, and neither the highest possible score of 29 points (See Table 3).
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Figure 13: Distribution of the data with the Bell curve
N

Range

Minimum

Maximum

Mean

Std. Deviation

Variance

163

22

3

25

14,463

5,2103

27,147

Table 3: Statistical characteristics of the data

In accordance with the assessment form in Annex III each supplier has received a certain amount of points.
The average score of each component is shown in Table 4. As mentioned before the assessment form is based
on Serafimova (2016), but due to the fact that the scale for some questions differs, with options as 0 and 1 but
also 0, 0,5, 1 and 2, the averages need to be adjusted to a 0 – 1 scale to be able to compare them in a relevant
and reliable manner. Therefore the calculation Y = ((X – Xmin) / Xrange)n is used. Where Y is the ‘new score’, X is
the original score (the difference between Prénatal and the average of the suppliers for each indicator), Xmin is
the lowest possible value for the variable (so 0), Xrange is the difference between the lowest possible score and
the highest possible score (so either 1 or 2), and n is the new scale (0 – 1).
Category

Average suppliers

Prénatal

Difference

Adj. difference

CSR department

0,417

1

-0,583

-0,583

RBI membership

0,472

1

-0,582

-0,582

RBS certification

0,356

0

0,356

0,356

Sourcing

0,775

1

-0,225

-0,225

Visit prod. loc.

1,405

2

-0,595

-0,298

CSR commitment

0,644

1

-0,356

-0,356

CSR strategy

0,429

1

-0,571

-0,571

Sust. transport

0,423

0

0,423

0,423

Sust. energy

0,362

1

-0,638

-0,638

Sust. packaging

0,687

1

-0,313

-0,313
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Resp. waste management

0,546

1

-0,454

-0,454

Resp. purchasing

0,534

1

-0,466

-0,466

Resp. catering

0,166

1

-0,834

-0,834

Resp. Sust. other

0,110

1

-0,890

-0,890

CSR policies

0,331

1

-0,669

-0,669

Compliance methods

0,864

1

-0,136

-0,068

Compliance CoC

1,222

2

-0,778

-0,778

Supp. Relationship

1,765

2

-0,235

-0,118

Insight supply chain

1,130

1

0,130

0,650

Objectives mitigating risks

0,272

1

-0,728

-0,728

CSR certifications

0,895

2

-1,105

-0,553

Objectives sust. Materials

0,358

1

-0,642

-0,642

Sust. Reporting

0,204

1

-0,796

-0,796

Transparency

0,166

1

-0,834

-0,834

14,463

26

-11,537

-11,537

Total

Table 4: Assessed scores reflected in the average of suppliers, Prénatal and the differences between the two

Figure 14 shows in one glance what the tenor of the comparison is. The X-axis represents the categories
from the questionnaire, and the y-axis the average differences between suppliers’ scores and Prénatal its
assessed score on a scale from -1 to 1. Prénatal can be placed on the 0 in the figure, if a bar is below 0, it means
that the average of suppliers for that specific category is below the score of Prénatal. When a bar is above 0, it
means that the average of the suppliers is higher (= better) than the score of Prénatal. In all but three categories,
the suppliers score lower than Prénatal. This largest differences appear at ‘sustainable responsible other’ (0,890), ‘responsible catering’ (-0,834), ‘transparency’ (-0,834), ‘sustainability reporting’ (-0,796), and
‘compliance with the Code of Conduct’ (-0,778).

Figure 14: Differences per category between the averages of the suppliers and Prénatal on a scale from -1 to 1
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Although, on average the suppliers are assessed with a lower score than Prénatal on 21 of the 24 different
categories, the suppliers – on average – score better on ‘sustainable transport’ (0,423), ‘insight in the supply
chain (0,650) and ‘RBS certification’ (0,356). The total average of the suppliers is set at 14,463, and that of
Prénatal is 26. The sustainability gap in this case is thus (26 – 14,436) = 11,537.

4.1.7 The Difference
Since the questionnaire is filled in by a representative group of suppliers, the conclusion can be generalized for
the entire SCS and A-brand supplier base of Prénatal. So as for the sub question: ‘’What is currently the gap
between the corporate social responsibility policies and strategies of the Second Case Suppliers, the A-brands and
Prénatal?’’ The answer is rather clear: There is a considerable gap between
the average of the suppliers and Prénatal. There are gaps with regards to
Textile vs Hardware

each individual indicator of the questionnaire. On 21 of the 24 indicators
from the questionnaire, Prénatal scored better than the suppliers. The

On average textile (related)

largest gaps are visible at (1) the internal responsible sustainable other

suppliers score higher on the

measurements, such as CO2 compensation, innovative product design and

questionnaire than suppliers of
hardware (strollers, car seats,
etc.). Suppliers of ‘’garments
and fashion accessories’’ score

philanthropic activities; (2) responsible catering, thus if one offers a more
sustainable menu for themselves and their employees, which could be a
wide range of actions as more nutritious meals, more plant-based options

highest and suppliers of ‘’home

or offer foods that are grown locally; (3) transparency and (4) sustainable

furniture

accessories’’

reporting, which indicates that the amount of suppliers that publish either

score lowest. This can (partly)

their production facilities or CSR reports online is rather low; and (5)

be explained by the availability

compliance with the code of conduct, which indicates that on average

of more sustainable materials

suppliers do not monitor whether their sub suppliers produce according to

in the textile industry, and the

their code of conduct, if available. On the other hand, the suppliers are

and

strict quality assurance for
hardware baby products.

assessed higher than Prénatal on (1) sustainable transport, (2),
Responsible Business Certifications, and (3) insight in the supply chain.
When expressed in a number, the sustainability gap between Prénatal, the
SCS and A-brand is 11,537. When this number is interpreted by pragmatic

terminology, one can conclude that there is a significant gap and that suppliers need to make an effort to attain
the sustainability level of Prénatal. As emphasized in the methods, the gap is based on the indicators that
Prénatal determined to be a catch-all concept of sustainability, and it does not necessarily mean that suppliers
with 20 points are less sustainable than suppliers with 25 points. See paragraph 5.2 for a critical reflection on
the data interpretation.
Besides the trend that textile suppliers seem to score better than hardware suppliers (see box) there
are more remarks that could be made. The size of the company does not seem to influence the CSR policies,
there is no significant difference between companies with 500+ employees and companies with 10 – 20
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employees. Furthermore a cautious remark can be made that brands which are signatory or member of a
Responsible Business Initiative are further with implementing CSR in their supply chain than brands which did
not participate in any. This could possibly be explained by the fact that these initiatives often set strict targets
and compliance with these is very much stimulated.

4.2 The Interviews
The second part of the results focuses on the interviews with several different suppliers (N = 7) that were
contacted in response to their answers on the questionnaire. To get a diverse as possible interview population,
the suppliers are selected based on their score (see paragraph 4.1), the products that they sell and whether they
are SCS or A-brand.

4.2.1 The Warming-Up
In the introductory part of the interview the respondents were asked what their associations were with CSR, and
if they could notice and identify any sustainability trends within either the textile and garment industry or the
baby product industry. The majority of the respondents have positive associations with the terms CSR and
sustainability, such as indispensable, making the world a better place, taking care of the planet, positive
development, but also rather negative associations were mentioned, such as complexity, greenwashing and
fraud. Multiple CSR trends were enumerated by the respondents, such as plastic reduction, better working
conditions in production facilities in the Global South, and more affordable prices for fabrics affiliated with
sustainable certification schemes, so they are able to be considered as a realistic alternative to less sustainable
conventional fabrics. A remarkable proposition by several respondents is that it should be self-evident for
companies which operate in the baby product industry to produce their products in a sustainable manner, since
they are literally selling products for the future generations.
‘’It [CSR] cannot be applied at any company as good as with us. It’s about the future, so if we’re not going to do it, who
will?’’ (Respondent 1)

One of the respondents argues that the baby product industry is already a frontrunner when it comes to CSR,
as it is a side effect of the high safety and quality standards of infant products. A great deal of chemicals is
already excluded by legislation, and products have a relatively long lifespan due to the required material quality
standards.

4.2.2 Sustainability Engagement
Although hard to define, most respondents have a realistic and accurate impression of what sustainability is and
how it relates to the concept of CSR. Environmental and social sustainability are not approached as equals by
the respondents: some argue that they tend to lean more towards the social aspect of sustainability, while
others argue that social sustainability came first, and since that is heading in the right direction it is time to shift
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the focus more towards the environmental aspect. Bottom line is that several suppliers argue that excluding
forced labour in production facilities has priority over the size of their environmental footprint. One respondent
mentioned that they were so busy with the improvement of their product quality, that they considered
environmental sustainability as an additional advantage, whereas lifespan of their products equals less materials
use, which in turn equals a more sustainable product. Another respondent said that they merely focus on the
environmental part of sustainability because the concept and the issues are less abstract and more tangible than
– for example – working conditions in a production facility in the Global South:
‘’So indeed there are so many PET bottles in the flap of a stroller, everyone can understand that. It is easier to explain
than when you argue that you have a great working environment, and a whole story about [the responsibility of] your
sub-suppliers.’’ (Respondent 4)

All respondents argue that they want to have their supply chain in order, which means that there is no abuse,
oppression or exploitation of workers within their production facilities. Workers are there voluntarily and they
should be able to leave whenever they want to. One or two respondents say that they are really strict when it
comes to production facilities which insist on confiscating the passports of their employees. If they find out a
sub supplier would require the employees’ passports, respondents argue that a business relation will end on
short notice if a dialogue between the parties doesn’t result in change of policies. As an additional check and to
guarantee a certain norm, all but one respondent are either a member of a responsible business initiative, or are
certified by a responsible business standard. The only respondent who is not either one of those argued that
they really want to, but are not able to pay the membership fees or pay contribution to a certification scheme
to label their products.
‘’So with GOTS for example, we can never say that our product is fully certified from A to Z, because we don’t have the
full certification scheme. That is just unaffordable for us, they are eventually also just commercial parties. What we can
do is search for certified materials, and make our products with those. That is in between our possibilities.’’ (Respondent
6)

As it corresponds to the result of the questionnaire, Amfori BSCI is most mentioned by the respondents of
the interviews when it comes to RBI, and is considered to be a reliable organization which utilizes and certifies
production facilities based on their social compliance performance. When discussing the social aspects of
sustainability, the respondents associate the concept with several specific and sometimes directly measurable
indicators such as the use of child labour, the minimum wage of employees and philanthropical activities.
Furthermore several abstract terms are used, such as the general working conditions in a production facility or
whether suppliers are taking care of their community, which could either be employees but also their families
and people living nearby production facilities who are affected by production processes that can cause air
pollution or water contamination. Several respondents argue that this is often a grey area where they do not
always have enough overview since they consider complete transparency in the supply chain basically
impossible and therefore it is sometimes necessary to relocate responsibility to other actors in the supply chain.
‘’Prénatal is also just a large retailer, and they have of course so many suppliers. And those suppliers are brands like us,
and those brands have their own suppliers, of which they sometimes do not know where they’re actually at, or where it
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[their products] come from. So you have so many small steps that arise. It is of course pretty hard to identify and check
it.’’ (Respondent 4)

Other recurrent social sustainability related concepts are gender equality, worker abuse and the aim of
respondents to use small scale production facilities, which are not always the cheapest option, but easier to
build a reliable business relation with. Moreover, all respondents acknowledged the importance of the
environmental aspects within their CSR policies. The most often mentioned measure is the reduction of the
amount of plastics used in their supply chain. Respondents either try to exclude it completely from the process,
exchange it with a biodegradable variant, or innovate their product so the plastic can be upcycled later on in the
process. This partly overlaps with the aspiration of multiple suppliers to create a more close loop system in order
to prepare for the EU 2050 circularity goals.
‘’The environmental aspect weighs heavily and probably costs the most time, and the most money from us because we
really want to reduce our carbon footprint, so we really have to use different materials, because that simply has the most
impact. And primarily for our plastics, our PSS, our aluminium, and our fibres indeed. So we have to make it from a
biobased or recycled version.’’ (Respondent 4)

The majority of the respondents say that they are actively trying to be more sustainable with regards to
chemicals and other harmful substances. Almost all respondents are Oeko-tex certified or are able to deliver
products with the Oeko-tex certification scheme. One of the respondents however said that their Oeko-tex
certification was not so much based on sustainability grounds, but rather to ensure compliance with the EUlegislation for chemical use in products that are used for infants. Since Oeko-tex also tests and excludes
substances which are legal but can harm the natural environment, the elimination of certain substances can be
seen as another additional benefit for environmental sustainability. Other fields of improvement with regards
to the environment mentioned by the respondents are the ecological footprint, a long lasting lifecycle, pollution
during the dying process, and reducing the amount of GHGs.
‘’I think they [Indians] really have seen mismanagement. The industry is really old in India, all those chemicals were
allowed to just go down the drain. That went horribly wrong. I think suppliers also saw that the rivers over there went
pink, green and orange.’’ (Respondent 1)

Most interviewees argued that generating profit is still core business, and that it should be in balance with
social and environmental CSR aspects. One of the respondents says that you cannot pass on all the costs for a
more sustainable product to consumers, and that it is partly at the expense of the revenue of the retailer by
receiving a lower margin per product. The price of certified raw materials will most likely stay higher than the
price of non-certified materials. Respondents also say that they have trouble creating a sustainable business
model which meets PPP requirements. One argued that the organization of a circular business model is too
complex to handle at the moment. If the costs are divided fair between multiple actors, respondents are more
likely to invest in sustainable materials.
‘’Currently we see at other retailers that their preference goes towards recycled materials, but when they see the prices
they – on average – say: well, maybe next season then.’’ (Respondent 7)
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None of the respondents think that a more sustainable business model eventually has an unbridgeable
negative effect on the revenue. Although widely recognized that the cost price increases a little bit when
changing from conventional cotton to organic cotton or from virgin polyester to recycled polyester, all
respondents see it as an investment for the future and one respondent even argues that it is a prerequisite for
the business models of the coming decades.
‘’It surely has a small negative effect on the result of the company, because – as you said – fabrics are more expensive
and you cannot always pass on the extra costs to the consumers, because most of the time you have a determined price
for your product. But in my opinion it will pay out in our own story and quality.’’ (Respondent 6)

Another view on the relationship between a (more) sustainable production process and revenues can be seen
in the following quote:
‘’And eventually we are of course commercial, and if we don’t have any water to sail on, we don’t need kayak carriers
anymore. If we don’t have any forests to cycle in, we don’t need any bicycles and bicycle carriers anymore. So it’s not
that we do it merely for societal reasons.’’ (Respondent 5)

All the associations which respondents had with the three pillars of sustainability are presented in the coding
network in Figure 15.
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Figure 15: Coding network of the three sustainability pillars

4.2.3 Perceiving sustainability
The research sub question for this paragraph is: ‘’How do the Second Case Suppliers and A-brands perceive
sustainability and corporate social responsibility?’’ Firstly it is important to emphasize that multiple suppliers
agree that an environmental and socially responsible business model does fit the baby product industry like no
other industry. Although respondents argue that they tend to incline more towards the social aspect of
sustainability and CSR, their associations are mostly with environmental aspects of sustainability. The
respondents recognize the different market trends, and acknowledge that the customers nowadays are more
critical. CSR and a sustainable business model is therefore seen as inevitable for the future. The SCS and Abrands perceive sustainability and CSR as complex and costly, yet unavoidable and an ethical obligation to
future generations. It should therefore be an integrated part of a business model, whereas social and
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environmental benefits should be in balance with the economic aspects which are necessary to maintain a vital
business.

4.2.4 Motivations for CSR
There are various reasons for suppliers to be actively involved in CSR, whereas the majority can be divided
between ethical and economic considerations. The ethical motivations given by the respondents all refer to the
environmental aspect of sustainability. The respondents practice CSR because they see it as an obligation to the
future generations, they realize that nature is vital for humans to thrive on a healthy planet, or it is part of the
intrinsic value of the company. As one respondent claims:
‘’I think it’s important that we take the environmental aspects into consideration. You know, so much water is used for
cotton, that’s of course a ridiculous story. If we can fit it in another way, then please. Not just the water, but also the
pesticides and those kinds of things. We just have to reduce it collectively.’’ (Respondent 3)

Multiple respondents argue that they want to produce in an ethically acceptable way, and that they can look
back at their production process without the feeling that they force their sub suppliers to produce for such low
prices that they have to cut back on quality, working conditions and/or environmental protection
measurements. Several respondents mentioned that they are willing to pay their suppliers more, if
measurements to meet ethical standards are taken into account throughout the supply chain.
‘’We are not going to hop from A to B in order to get the lowest possible prices. We do not purchase from the cheapest
producers, but that comes with other positive things.’’ (Respondent 6)

Perhaps more concrete and tangible are the economic and mostly monetary driven motivations to be
actively engaged in CSR practices. Multiple respondents argue that societal image is an important reason to
walk the extra mile with their sustainability policies. For example a threat with lawsuits or publication of delicate
and possibly harmful information for companies are reasons to prioritize specific CSR measurements. One of
the respondents says that they sporadically get messages from individuals who see or experience misconduct
in a production facility where they produce. Whether this particular respondent does or does not know about
this misconduct does not matter, they have received threats that that information would be published if it
wasn’t taken care of within 24 hours or so. To avoid any image damage for the brands the respondent sells, they
were from that moment extra cautious and strict with CSR related policies and activities. Establishing a
sustainable image is also a reason why respondents choose for certain specific adjustments in their production
process and aim for the low hanging fruits, while at the other hand minimize their investment costs. Another
clear economic motivation is the argument of two respondents that they see a sustainable – and eventually also
circular – business model as unavoidable for future revenues. The time, money and resources you spend now –
they argue – can be considered an investment for the coming decades. Until this will be a widely acceptable
trend, there need to be made considerations to choose for certain specific measures. Most often mentioned
economic motivation is the dilemma whether CSR investments are doable when compared to the revenue of a
company.
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‘’Yes, but again we meet the demand of our customers. So we can be Goody Two-Shoes, but if the customer doesn’t buy
it I have nothing at the end of the year. And I have to tell my boss: yes sorry, but I had no luck this year. So we really have
to go along with the demands of the customer.’’ (Respondent 3)

Even though respondents see the trend that customers are getting more critical, cautious and demand
products that are more sustainable and with a transparent supply chain, they also notice that price remains one
of the most important reasons to buy a certain product. All respondents acknowledge that customers look more
critical to packaging, what the material composition is, which certification schemes are endorsing the products,
and whether those certification schemes are reliable or not. Especially Millennials and Generation Z 1 are named
regularly by respondents when it comes to being critical consumers.
‘’You see it happening right now, these millennials want to know all the ins and outs before they buy something. There is
– luckily – a whole bunch of young people who are aware, and who ask if it [the product] is in order? You of course always
have these people who buy industrial meat, they will always be there and they are of course allowed to do so. But I’m
very happy that the group which is more aware and makes other choices is growing. In the food industry we are much
further, but in the textile I can see it now also, people who ask more critical questions.’’ (Respondent 1)

In the long run the economic aspects overrule the ethical ones. Multiple respondents argue that they want
to make their supply chain more sustainable as it currently is, but they are drawn back due to financial reasons.
Lastly respondents have given other motivations to participate in CSR which could not easily be placed under
the scope of ethical or economic. One respondent says that they have really progressive employees, who all
have a heart for the good cause and that’s why they integrated CSR to the level it currently has. Another
respondent said that their CSR policies got a boost the moment they got a new progressive CEO. There also is
a respondent who really aimed high with CSR policies because they want to be as transparent as possible and
be an example for similar companies which struggle with implementing their own CSR policies. The reason to
do so was partly ethical, partly philanthropic and partly economical as they also labelled it to be an investment
for the future. A motivation that stands out is the fact that one of the respondent has seen with its own eyes
how bad the working conditions in production facilities could be, and therefore aimed for more sustainability in
its supply chain:
‘’Personally it cannot go far enough because I have seen the other side. In the beginning of the nineties. [There was] child
labour, but also zero facilities for employees, and when they had to go to the bathroom they had to do so in their breaks,
they weren’t allowed to do it in working hours. For safety, if material needed to be cut they put it on a long table and a
machine cut it with a super sharp knife. […] back in the day there were accidents every single day, and there was zero
respect towards employees. […] it basically was work, sleep and shut your mouth.’’ (Respondent 7)

Besides motivations to participate in CSR, respondents give multiple reasons why they would not improve
their CSR policies or set more ambitious targets. Most suppliers do not have a FTE who completely focuses on
CSR, sustainability or ESG. Most of the time it is a project manager, sales representative, or category manager
who has CSR within their portfolio. The respondents say that they often do not have the knowledge and
expertise, and that the subject matter on average is really complex and takes a lot of time. The other motivations

1

Millennials are born between 1981 – 1996; Generation Z born between 1997 – 2012 (PEW Research Center, 2019)

51

to not do more with CSR can be distinguished between ‘cannot’ and ‘rather not’. The cannot reasons mainly
relate to the legislation and the quality standards for infant products. These standards are often so high that
recycled materials cannot match the quality of virgin materials, and therefore have the possibility to be
excluded.
‘’We chose to use plastic bottles, so we did a whole research around the material because we obviously do not want to
reduce the quality, but we do want to use recycled materials. At a certain point we said: we’re going to stop with it. We
couldn’t ensure the quality anymore, so we said that’s weird if you have to throw half of your fabrics away because it
doesn’t comply with the quality standards, then you’re still producing waste and can better just use the virgin material.’’
(Respondent 4)

As stated earlier in this chapter, quality assurance legislation does have its influence on the sustainability of
a product since quality materials last longer and do not have to be replaced often which means less resources in
total are needed. However, the opposite side of the coin is that current domestic and EU legislation to secure
the safety of products also interfere with increasing sustainability policies. Multiple respondents who deliver
hardware (wood, plastics, etc.) products mention that the current legislation prevents them from being more
sustainable and using more sustainable materials. Several respondents say that production processes take
years, and that legislation is changing so fast that it’s not reliable to fully focus on the current situation.
Investments in new resources are not made because it is too insecure, and respondents do not want to spend
too much money on things that are possibly not even going to be used in the coming years.
‘’The other thing is that EU legislation is much more strict for children’s articles. You have to watch out with migration,
eventually certain materials are not yet available for children’s products. […] If a material gets approved within the EU,
a mix of PP or some other plastic with a sustainable component, you know that are processes which take years. That’s
the thing that makes it difficult, we can go and experiment with materials, but if it gets rejected at a certain time, then it
has to be removed from the market, and you don’t want that. […] Unless legislation changes, I’m afraid there is not so
much possible at the moment.’’ (Respondent 2)

Other reasons why CSR policies cannot be improved is the fact that the recycling industry has its limitations.
Respondents argue that silicone cannot be recycled yet, so you’re appointed to the virgin materials or other
materials which possibly have less quality and need to be replaced much sooner. Other respondents are
currently looking for ways to make a circular and 100% post-consumer product. Recycled materials do not
always match the quality of the virgin alternative. One respondent which uses recycled polyamide says that
there is less of it available, that it’s much more expensive and that it has a lower quality than the conventional
virgin material. Besides these impossibilities that the respondents identified, there are also several motivations
for respondents where they deliberately choose to continue with business as usual. One of these reasons is that
several respondents are convinced that price is the main consideration to buy a certain product. Whereas some
are willing to calculate a proportion of the extra investment on to their customers, others are afraid they will
lose customers who will look for an alternative competitor which can offer a better price.
‘’We get an order for – for example – the Primark, only due to the price, I have to buy it from a factory where I don’t want
to have any production [due to inadequate working conditions]. So then I just don’t do it. But it happens you know, others
will take the order.’’ (Respondent 7)
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Multiple respondents argue that this is a dilemma that is commonly recurring. Another bottleneck is the
cultural differences. Several respondents say that it’s hard to reflect norms of the Global North to factory
workers in the Global South. Just giving more money per product will not do the trick, a respondent argues, that
money will end up everywhere except where it belongs: at the family of
the workers. The BSCI authority monitors the amount of hours factory
Organic cotton

workers are in service in a certain production facility. When it happens
that a factory worker works 40 hours + more than 8 hours overtime per

Prénatal aims to increase its

week, the rating of the factory, and therefore the brand which produces

organic cotton supply. Currently

their products there, goes down. One respondent says about this:

this ambition is threatened due
to limited availability. Only 1%
of the cotton worldwide is
certified organic. Since the US
stopped importing organic
cotton from China, the Indian
market is overheated,
availability drops and prices

‘’And they [Chinese factory workers] work sometimes 6 days per week.
Because, yes, at this one point there was the tendency that we as importers,
which buy their products, started to impose our wishes on them that they could
work a maximum of 50 hours including overtime. And then several of these
employees started to work as self-employed workers, working 20 hours in one
factory, 25 hours in another factory, and in another one 15 hours per week.
Than they worked 60 hours a week […] but according to the rules.’’
(Respondent 7)

increase. Furthermore cotton
producers need to be convinced

The final argument stated by respondents is that there is a lack of

to make the switch to organic,

transparency and therefore too much greenwashing within the supply

and if successful it can take up

chain. With the current organization of the supply chain, lots of

to three years to be able and

irregularities can be filtered out, but the respondents argue that they

allowed to sell cotton as organic

are never 100% sure. Several respondents acknowledge that there is a

(Dwars, L, personal
communication, June 15 2021).
Even though the intentions and
motivations are present to
increase the amount of organic

lot of fraud within the supply chain, especially with certified organic
cotton. Respondents do not want to be accused by others of
greenwashing, therefore one of the respondents said they are really
careful of what information they publish, while another respondent

cotton, there are real life

said that they deliberately put CSR on the background of their business

barriers which slow down the

model. The complete graph with motivations and their subcategories

progress.

is displayed in Figure 16.
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Figure 16: Coding network of supplier motivations
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4.2.5 The motivations
In this paragraph the answer is sought for the question: ‘’What are the motivations of the Second Case Suppliers
and A-brands whether or not to be actively engaged with corporate social responsibility within their supply chain?’’
For a start, the list of motivations for suppliers to engage in CSR is long. Whether it is monetary driven economic
motivations, or intrinsic ethical motivations, fact is that all CSR and sustainability related choices are made
consciously, and multiple considerations are carefully weighed against one another. The motivations to be
involved with CSR can be categorized in economic motivations, ethical motivations and other motivations. The
former one really takes into account the market trends and aligns their products and production processes with
these trends. If the market asks for more GOTS cotton, they will deliver more GOTS cotton, if the market asks
for less chemicals in their clothing, they will get the Oeko-tex certification. Furthermore, CSR is seen as an
investment for the future, since it will be inevitable to establish an economically viable business model which
includes a certain level of sustainability. The suppliers which practice CSR from ethical motivations think it’s
important to take care of the natural environment, and argue that one should be careful with the amount of
natural resources used. The latter, other motivations are all that cannot be categorized in the former two, such
as: progressive employees, wanting to serve as an example for others, or picking the low hanging fruits.
Furthermore there are motivations to not be actively engaged in CSR and sustainability. The ‘cannot’
motivations are nearly impossible for suppliers since legislation prevents them from going forward, the quality
cannot be guaranteed when using recycled materials, or there are no sustainable alternatives for certain
materials. The ‘rather not’ motivations relate to the cultural differences, the idea that the end customer only
values a cheap and affordable product, and the fear of being labelled as a greenwashing company. Lastly, CSR
is complex, it costs lots of time and is a relatively new field of practice. Since most respondents do not have a
FTE dedicated to CSR and sustainability, it prevents it from being integrated as a business aspect with equal
importance as other interests.

4.2.6 Influencing and Incentivizing
When looking into ways of influencing and incentivizing suppliers to improve their CSR policies, the respondents
can be divided into three different categories, being: (1) ‘responsive to influencing’, (2) ‘non-responsive to
influencing’, and (3) ‘influencing depends on situation’. The first group are the ones which say that their supply
chain can be influenced by retailers and whose behaviour is monetary driven. They would adjust their production
process or change their fabrics stock to a more sustainable alternative, if the retailer is willing to pay extra for
the product or if the retailer buys more of the products so the production costs per piece gets lower.
‘’Yes, if it’s achievable within the range of production and the sales price on the other side, and if she [retailer] is willing
to pay that amount for it [organic cotton], than sure why not.’’ (Respondent 6)

The second group of suppliers which indicate that their production processes can be influenced, argue that
it can be done in a non-specified manner by just asking it or discussing the options. Most suppliers want to sell

55

products of which both supplier and retailer agree that they are produced in an ethical and environmentally
conscious way. Several suppliers say that Prénatal can just ask what they want to have changed or otherwise
adjusted in the supply chain, and that they can discuss jointly what the possibilities are. Whether this would be
monetary driven or not is left in the middle. The majority of the suppliers say that they will take the demands of
retailers in consideration, but that they will not be guided by them.
‘’Because indeed, if an end customer or a retailer asks to not have something, there is often a reason for it. […] if they
come with such a demand or question, yes it doesn’t come out of the blue. Something probably happened or it is a thing
on a wider scale already, so 9 out of 10 times we want it also. And if not, then we’re indeed going to look: you are right,
let’s phase it out. We always try to accommodate that.’’ (Respondent 4)

Furthermore there are multiple suppliers which have said that they will not let their production processes be
influenced by demands of retailers, at all (category 2 ‘non-responsive to influencing’). It turned out to be a
hypothetical question, since most respondents say that no Dutch retailer has ever asked them something CSR
related. The responsible business survey (the questionnaire) was the first ever poll by Dutch retailers which
assessed their CSR policies and strategies, they argue. The suppliers which say that they are not influenceable,
argue that they do their own thing and that they feel their CSR standards are already more progressive and
ambitious than average. Another supplier argues that it is not doable for a multinational organization to meet
demands of individual retailers.
‘’It is basically two things: it doesn’t really happen nowadays because we already have these [more sustainable] products.
We don’t need to change our strategy because when a customer asks something, we basically already have it. But when
I think about it again, if I would not have it and a customer asks for it, would I do it? It doesn’t really sound like you’re
behind the idea.’’ (Respondent 1)

The final group (‘influencing depends on situation’) of respondents argues that it would really depend on the
situation: would it be slightly adjusting the supply chain or a complete reorganization? What are the costs? What
are the revenues, both monetary and non-monetary? Does it come from an individual retailer, or is it a collective
and a visible trend? The answers to all these questions have influence on whether a supplier is able to be
influenced and incentivized by retailers. Furthermore the size of the retailer does matter for suppliers. Large
brands such as a H&M, Primark and HEMA, or a platform such as Zalando have more influence than a relatively
small retailer such as Prénatal, which only sells to the domestic market.
‘’There is a price tag involved, so it can only be interesting if multiple customers go along with it, and not just 1 or 2. And
of course if you have a large brand such as Primark or Action which says: we want clothing made from recycled polyester,
a total of 100.000 pieces. Yes, then it is all a bit easier. […] if you buy 100.000 pieces instead of 5000 pieces, the fabric
prices go down so then a lot more is possible’’ (Respondent 7)

Several suppliers have indicated to be open for conversation about CSR, to learn from each other and to find
out how to help each other, since brands and retailers eventually have a mutual goal of creating a more
sustainable sector.
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4.2.7 Possible influences
The results in the previous paragraph ought to answer the following question: ‘’In what ways can Prénatal
influence and/or incentivize the Second Case Suppliers and A-brands to comply with its corporate social
responsibility policies and standards?’’ The answer to this question can be formulated rather short: Prénatal can
discuss their wishes and CSR policies with suppliers, it can buy more of the same products so the production
price per article decreases, or it can (partly) pay the difference between the conventional product and the more
sustainable alternative. Although not all suppliers are open to interference of Prénatal in their supply chain.
There are respondents who have said that they cannot be influenced or incentivized to adjust their production
process, while others have indicated that this is only the case when they agree with the suggestions. Lastly there
are suppliers which are not sure yet, but are open to the idea of having a discussion about adjustment of the
supply chain. In that case it is situation dependent whether influencing has an effect or not.

4.2.8 Future Supply Chain Preferences
All respondents have their own views on sustainability, CSR and what they think will happen with sustainability
in the supply chain in the coming decades as preparatory work for EU 2050 climate neutrality and circularity
goals. One respondent says that they make practical adjustments to their products for recycling and therefore
circularity goals by not gluing product parts on each other, replacing nails with screws so disassembling will go
easier and products can better be used again afterwards. An argument that is often heard during the interviews
is the expectation that automation and digitalization will take a more prominent role in the supply chain. One
of the respondents is looking for innovative ways on how they could create some kind of base product which
could be adjusted through a DTG printer to make unique products that fulfil the needs of individual customers.
‘’I hope that things are more automated in the future, so you have less stock and you can produce more on request. And
so manage your materials more consciously, I hope. But that’s a challenge though.’’ (Respondent 6)

Yet one respondent so far has set concrete circularity targets, whereas in 2023 it wants 25% of their revenues
originating from circular business. At the closure of the interview the respondents were asked what they hoped
or expected that would change in their supply chain in the coming decades. All but one respondent said that
they hoped they could produce closer to home, in the EU or even in the Netherlands. Although – according to a
respondent which already produces partly in the EU – it is a challenge to find personnel which are able and willing
to do production work. Reasons for desires to produce closer to home are shipping costs, container crises,
vulnerabilities when something happens on the routes as is seen with the Ever Given container ship in the Suez
Canal, dependence on the far east, emissions through vessels and transparency. Even though the majority of
the respondents have expressed the desire to produce closer to home, all of them produced (at least partly) in
Asia. Respondents are hesitant to start with the transition to a complete European supply chain. They don’t
want to be affected by first mover disadvantages where their production costs will go up and they are forced to
pass it (partly) on to their customers, making their products more expensive than the Asian-produced ones, and
so pave the way for the possibility to push itself from the market.
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5. Conclusion and Discussion
5.1 Conclusions
The results which are outlined in the previous chapter will serve as the subject matter for the subsequent
conclusions. The first four sub questions shall be answered individually, which will jointly form the answer to the
main research question: How can second-case suppliers and A-brands equalize their corporate social responsibility
policies with Prénatal, and what are their motivations to do so? The chapter will conclude with the research
interpretations, implications, limitations, reflection on the researcher and recommendations for specifically
Prénatal and on a different level for the three governance actors. Lastly, suggestions are given for further
research on the topic(s).

5.1.1 Answering the Sub Research Questions
‘’How do the Second Case Suppliers and A-brands perceive sustainability and corporate social responsibility?’’
The SCS and A-brands perceive sustainability and CSR in multiple different ways, whereas a rough dichotomy
can be observed between ethical and economic interests. Notwithstanding the fact that the trend of increasing
the importance of CSR is irreversible, and every member of the research population has taken steps to hop on
this train, it cannot go unnoticed that economic interests get the upper hand more frequently. CSR and
sustainability ought to be an integrated concept in a business model, but – according to the suppliers – it should
be in balance with other interests which are considered at least with equal importance. More specifically, it can
be concluded that the baby product industry is considered a predecessor when it comes to responsible business
ethics, since it’s literally selling products to the future generations. Another difference can be observed between
the balance of both the environmental and social aspects of CSR. On average social sustainability is more
prioritized by respondents for no obvious reasons, but when asked for CSR associations, all listed primarily
subjects that indicate environmental aspects of CSR. Lastly sustainability and CSR are perceived as components
of future business models, whereas market trends are noticed and a more critical and environmentally conscious
consumer population are taken into account. Sustainability and CSR are thus perceived as complex and costly,
yet unavoidable and an ethical obligation to future generations. Having a sustainable business should not be a
prevailing goal in itself, but it should be in balance with the economic aspects a company has, i.e. generating
revenue still has the upper hand.

‘’What is currently the gap between the corporate social responsibility policies and strategies of the Second Case
Suppliers, the A-brands and Prénatal?’’
There is a considerable gap between the CSR policies and strategies of the suppliers and Prénatal. Based on the
questionnaire, Prénatal is assessed higher on 21 out of the 24 indicators which collectively contribute to (more)
sustainable daily business operations. Derived from the assessment form in Annex III, Prénatal is assessed with
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26 points, whereas the average number of points for suppliers is 14,463. This results in a theoretical numerical
gap of 11,537. The interpretation of this number is discussed in paragraph 5.2. The largest differences are
observed in the following categories: (1) the internal responsible sustainable other measurements, (2)
responsible catering, (3) transparency, (4) sustainable reporting, and (5) compliance with the code of conduct.
Prénatal is assessed higher on these categories than the average of the suppliers. There are however indicators
which assessed Prénatal lower than the average of the suppliers, being: (1) sustainable transport, (2),
Responsible Business Certifications, and (3) insight in the supply chain. The gap therefore is considerable, and
there are zero indicators observed without a gap between Prénatal and the average of the suppliers.
‘’What are the motivations of the Second Case Suppliers and A-brands whether or not to be actively engaged with
corporate social responsibility within their supply chain?’’
The most obvious dichotomy that can be observed is between economic and ethical motivations of suppliers.
Economic motivations which are valued when approaching CSR take into account the market trends and the
willingness of consumers to pay a certain price. If a corporate buyer, retailer or consumer is not willing to pay
extra or the difference with a cheaper, conventional, and/or less sustainable product, the economically
motivated suppliers are less likely to be actively engaged with CSR in their supply chain. Exception is when
suppliers are fully aware that a shift in their business operations can be seen as an investment – or even a
prerequisite – for profitable future business models. Some have accepted that more strict regulation is coming
their way, and that they have to comply with the ambitious targets in 2050 in order to maintain a vital business.
The other more ethical driven suppliers are motivated by their belief that they partly carry responsibility for
planet earth’s wellbeing. Operating a business should feel right, it has an ethical obligation to the future
generations and therefore it has to limit its environmental footprint until it is adjusted to fit within the planetary
boundaries. The remaining motivations are not categorizable in economic or ethical, but relate to internal affairs
such as the level of progressiveness of employees and the CEO. They are led by example or they want to be an
example for other similar companies by working their way to a sustainable company and be as transparent as
possible.
Motivations for suppliers to not engage themselves in CSR, or to not take it to the next level have to do with
strict law- and legislation requirements which products for infants have to go through, a product’s quality
reduction when replacing virgin material with a more sustainable variant, or the fact that there is not yet a
sustainable alternative for certain materials. These reasons are considered barriers to be more actively engaged
with sustainability within supply chains. On the other hand there are barriers that can be overcome, but where
some suppliers deliberately choose to not do so, such as: cultural differences, the notion that consumers value
price as a decisive factor when purchasing a product, and the fear of being labelled as a company which practices
greenwashing and therefore being extra reluctant with taking CSR policies to a next level. Lastly, through the
lack of adequate ESG FTEs there is a lack of knowledge and establishing a more sustainable business is not to
be considered as a priority.
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‘’In what ways can Prénatal influence and/or incentivize the Second Case Suppliers and A-brands to comply with its
corporate social responsibility policies and standards?’’

Suppliers cannot be influenced or incentivized easily in order to create a more sustainable supply chain which
equals the CSR level of the corporate buyer. Most suppliers are open to discussing emerging themes related to
CSR, and are willing to learn from one another. Whereas some argue that Prénatal can just ask and they will
look for ways to make it happen, others are non-influenceable at all. The most obvious manner to influence
policies and more sustainable products is to make new price arrangements. If Prénatal (partly) pays the
difference between a conventional fabric and a more sustainable variant, it can be arranged. The same goes for
the amount of products that would be bought from the suppliers. The more products per batch, the less it costs
per product to make since material prices drop. If Prénatal decides to buy more of the same product, their
influence on the production process, material composition and overall sustainability will increase.

5.1.2 Answering the Main Research Question
‘’How can Prénatal motivate its Second Case Suppliers and A-brands to equalize their corporate social responsibility
policies and strategies with those of Prénatal, and in what way can these motivations be influenced’’
The CSR policies and sustainability levels differ considerably between the suppliers and Prénatal. In order to
equalize policies and strategies, suppliers can use the Responsible Business Survey whereof the results are
analysed and used in this paper. The survey is based on prior knowledge, individual desires of Prénatal and on
similar questionnaires from different companies in the same sector, such as Zeeman and de Bijenkorf. When a
supplier is assessed with an equal score as Prénatal and obtains the same amount of points per category, one
could say that the CSR policies are equalized with those of Prénatal. This can be achieved in many different
ways, by trying to influence behaviour, discussing price premiums or address wishes in a non-obligatory and
informal setting.
However, the answer above is not as easily achieved as it implies at first sight. Bottom line is that the
suppliers often need to be motivated to do so. Some are motivated on ethical grounds and others on economic
grounds. There is a consensus that things have to change in the cross-border, multi-sector, multi-actor supply
chains. There are suppliers which are heading in the right direction by means of intrinsic ethical motivations to
be the change they want to see, due to their obligations to future generations and their environmentally
consciousness. Others are closely monitoring market trends and intent to jump in at the right moment with a
more sustainable supply chain, which can be classified as economic motivations. With the idea that a sustainable
supply chain is a prerequisite for future profitable business models, it meets both the aspects of ethical and
economic motivations. Whereas the ethical motivations are rather firm, the economic ones can be influenced
and accelerated by an increment of the amount of money one is willing to pay. Bottom line is that the
motivations differ per supplier, the ethical ones are most anchored in the identity of a company and the largest
difference can be made at companies which can be monetary incentivized.
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5.2 Discussion
5.2.1 Interpretations
That money would be a key component for increasing CSR policies does not come as a surprise. Since more
sustainable products are practically always more expensive than the less sustainable alternative, a rise of
production costs seems to be unavoidable. Suppliers which are mainly monetary driven are not to blame,
inasmuch as preserving a vital company remains core business. In the current neo-liberal setup of society,
revenue still is one of the most important aspects of doing business. The current urge to consume remains the
status quo, notwithstanding the fact that it exceeds earth’s carrying
capacity. Even though almost all suppliers want to produce closer to home,
Production countries

everyone involved in the research sample has supply chains that (partly) go
through countries in the Global South, which comes with its generally

Prénatal produces its products
mainly in the Global South.
The majority in China (36%),
followed by India (28%),
Bangladesh (14%), and the
remaining in Indonesia,

known sustainability issues (Ashworth, 2020). Production costs are much
cheaper there, and even the container fees and the shipment across
continents does not increase costs that much that they are forced to
reorganize supply chains. All suppliers are afraid of first-mover investments
which would force them to make their product more expensive, and

Pakistan, Turkey and Europe.

therefore increase the chance of pushing itself from the market if they

The countries where A-brands

cannot access the higher segment. First mover advantages like brand

produce are unknown, only

recognition do not seem to be considered. The question whether true

whether the countries are

sustainability can be achieved in a supply chain which hypothetically uses

labeled as ‘’high risk’’ or ‘’low

cotton which is grown in India, the yarn spinning happens in Myanmar and

risk’’ countries. Based on
Amfori criteria, Prénatal
considers the following
countries to be high risk:
Bangladesh, Bulgaria, China,
India, Indonesia, Mexico,

the sewing in Bangladesh can be ever classified as sustainable is debatable.
The ethical motivations for suppliers however are promising, whereas all
suppliers acknowledge that earth’s carrying capacity is reached and agree
that change has to happen one way or another.
The ‘sustainability gap’ of -11,537 perhaps looks positivistic on first

North Macedonia, Pakistan,

glance, however this number can be interpreted in many different ways and

Thailand, Turkey and

is therefore certainly a constructivist concept. The score is based on the

Vietnam. The vast majority of

indicators chosen by Prénatal (Annex III). Therefore the assessment score

products from Prénatal finds

can be biased since it is understandable that Prénatal chooses indicators

its origin in one of these high

they believe to be important, whereas suppliers can have other priorities

risk countries.

and can therefore be wrongfully labelled as laggards. One can roughly say
that suppliers who score < 5 points lag behind, and suppliers which score 20

> points are pioneers. Much more of a conclusion cannot be drawn from the assessment form since there are
several limitations with regards to both the questions and the interpretations of the respondents (see
paragraph 5.2.3).
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5.2.2 Theoretical Insights
When assessing the outcomes through the Triple Bottom Line of Sustainability (Figure 1) (from Liu, Rasul,
Amanullah & Khan, 2010), one is able to observe that the three pillars are not considered as equals and therefore
true sustainability cannot yet be achieved. Economic interests remain key, and in combination with the social
aspects of sustainability – which are observed to be more important to the suppliers than the environmental
ones – one can speak on social-economic sustainability. Furthermore suppliers emphasized the adjustments
they have made to the environmental aspects of sustainability in order to reduce their environmental footprint.
Derived from the Triple Bottom Line of Sustainability this can be labelled also eco-efficiency, whereas there is
no specific emphasis on social issues and it could merely be an additional benefit. Remarkable is that the founder
of the Triple Bottom Line has come to the conclusion that nowadays the concept is not as relevant as it once
was, since it isn’t used anymore as a tool to rethink capitalism, but more as an accounting tool for balancing
trade-offs (Elkington, 2018). The appearance of equality of the three components is thus not as self-evident as
it may look. Based on the findings, one can argue that the economic pillar could increase in size, followed by a
smaller social pillar and even smaller environmental pillar. Another possibility would be to separate the three
pillars and create a cascading idea. Step 1 being economical sustainability/viability, and step two being ‘other’
which includes both social and environmental aspects. This latter idea perhaps comes closer to reality, since
economic viability seems to be a prerequisite before investing in social/environmental sustainability.
Projecting the results on the Pyramid of Corporate Social Responsibility (Figure 3) (Carroll, 1991), it is
obvious that the bottom two layers of the pyramid are represented at all times, i.e. the economic interests and
legal obligations. The latter one can even be considered as obstructing sustainability progress since there is
relatively strict (EU) legislation with regards to infant products. The former economic requirements do not need
any further clarifications since these are necessary to maintain a viable business in which CSR can be integrated.
The top two layers of the pyramid – ethical and philanthropic considerations – are observed many times. The
majority of suppliers aim for an ethical business model, even though it is a constructivist, non-measurable and
free interpretable concept. The philanthropic level has been discussed less, which concerns promoting the
welfare of others, without expecting something in return (Merriam-Webster, n.d.). This also covers a wide range
from paying a higher price to sub suppliers to donating products to social enterprises, or money to NGOs. The
latter has been discussed several times with regards to NGOs which work for infants and mothers (to-be) who
require some extra assistance or do not have the funds for all necessities. The underlying rationale for
philanthropic activities are not always self-evident. The pyramid suggests that it is the last step and optionally.
However, one can ask itself if production workers in the Global South appreciate receiving ‘things’ under the
pretext of philanthropy, while at the same time working for the bare minimum.
Assessing the results through the framework of CSR motivations in Figure 4 (Campopiano, De Massis &
Cassia, 2012), it can be observed that the distinction between the different categories is accurate. The
dichotomy between the economic and ethical motivations as stated earlier covers most relevant motivations.
Although there are several which are not yet represented by the framework and in this paper being labelled as
other motivations. Suppliers acknowledge the distinction between the social contribution to the community,
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and protection of the environment. The components which follow-up the economic motivations are however
less accurate. The image motivations are present, but not at a level which requires its own category. There is
one supplier who argues to walk the extra mile when a whistle-blower threatens to publish confidential CSR
related information. Furthermore nobody has experienced direct disasters which require image recoveries, such
as building collapses, chemical dumping in the natural environment or was targeted with campaigns from
NGOs. The framework could be adjusted by changing ‘recovery of the image previously damaged’ by ‘intended
image’ where it takes into account the public perception, commercial and marketing aspects, and the way it
wants to be seen. In that way they could confirm these with their actual CSR policies. Seeing that image relates
to commercial benefits, it can remain under the heading of economic interests. Furthermore the framework
could be expanded with a third motivational ground: relational. By which companies are improving
sustainability policies because other actors in the supply chain ask or expect them to do so.
The final framework the results are assessed through is from Porteous, Rammohan & Lee (2015) which
focuses on incentives and penalties for suppliers, and can be found in Figure 5. It turned out that the framework
is only to a certain level suitable to this particular research. When a supplier argues multiple times that it cannot
be influenced by third parties or their buyer, the framework is not applicable. It became clear after the first few
interviews that the framework did not have the intended effect, since suppliers gave a lot of ‘yes, if…’ responses.
However, what is useful from the framework is the fact that ‘supplier training’ i.e. a discussion between seller
and buyer with regards to CSR policy can contribute to an increment of CSR policies at the suppliers. A debate
or discussion can help to see new opportunities and learn from each other to achieve the mutual goal of having
a sustainable supply chain and sector in its entirety. As mentioned before, the ‘increased business’ and ‘price
premiums’ are most effective if used as an incentive. For penalties such as ‘reduced business’ and ‘termination
of contract’ is Prénatal not large enough to have any influence through those measures. Perhaps they are more
effective when large retailers such as HEMA, Zalando or A.S. Watson (parent company of the drug stores
Kruidvat and Trekpleister) initiates them.
The results can be interpreted not only on the Prénatal case, but also when one zooms out to the whole
industry. Transparency remains the core, and this should be supported by collaborative governance by the three
main actors (see also 5.3.2). Through this collaboration a more sustainable industry is within reach. The
responsibility matter could be a considerable (future) barrier. When no one sees itself as directly responsible, it
is unclear who should take the first steps. Bottom line is that the market (on average) produces demand. As long
as civil society doesn’t boycott unsustainable products, the status quo is likely to remain and changes will be
spread out over a considerable period of time. Perhaps the most relevant theoretical insight is the fact that the
willingness is widely present, even by retailers that still lag behind. Within supply chains the buyer could
influence the seller within the economic boundaries on quality assurance, environmental norms and social
compliance issues. Through a principle of cascading each supplier can control and influence its sub supplier.
Through monitoring mechanisms compliance can be guaranteed. This monitoring should be a healthy mix
between thrust, periodical audits and clear comprehensive communication. The latter is of extra importance for
industries which have cross-border supply chains including cultural differences. Overall this research coincides
with the existing theories, although there are several slight adjustments proposed earlier in this chapter. This
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research supports the idea that money is key for corporate sustainability, which means it is not yet approached
with equal importance, as correspond with the pyramid suggestions of Carroll (1991).

5.2.3 Limitations and Strengths
Even though the Responsible Business Survey has indicators which cover a wide range of CSR related
components, there is quite the room for their own interpretations of the questions. If a supplier says that they
made adjustments to their packaging policies to be more sustainable, there is no distinction made between
companies which use one staple less per package, and companies which made the switch to completely
biodegradable packaging. The same goes for the question whether a supplier has a sustainability vision, a single
sentence on their website is assessed the same as an extended yearly updated CSR impact report. It makes the
outcome of the questionnaire too much dependent on own interpretations and perceptions on different CSR
and sustainability related fields and therefore harder to compare the differences between suppliers.
Furthermore, the indicators are all chosen by the CSR department of Prénatal, which can have (aware or
unaware) resulted in indicators which are not fully objective. The perception of Prénatal on sustainability issues
is obviously part of the questionnaire, and chances are present that suppliers are focusing on different indicators
and therefore are assessed with a lower score on this assessment while having – for example – a smaller
environmental footprint. Therefore it is emphasized earlier in the report that the questionnaire does not
automatically measure level of sustainability per actor. Lastly there was no chance to check or monitor whether
the given answers are accurate. With the help of BSCI reports, CSR reports and other open-source information,
data could be periodically adjusted prior to the final analysis. The majority of information cannot be checked
online and is therefore fully reliable on the honesty and interpretations of individual suppliers. The questionnaire
could unfortunately not be adjusted at the start of the research phase, since the majority of the raw data was
already accumulated and based on the indicators of the questionnaire. The research is unable to encompass the
entire range sustainability policies and strategies of all the suppliers. There is however aimed for an accurate
view on sustainability policies based on the indicators incorporated. To determine a real sustainability gap with
independent academic based indicators, a different research setup is required. Lastly the influence of COVID19 on the research has been limited, but cannot be ignored. Conducting an interview through Zoom or phone
does not catch as much information as interviews in real life. Normally when having small-talk prior or after the
interview, valuable information is added to the research. This has now been limited since online interviews are
more to-the-point.
The strengths of the research on the other hand really lies on the mixed-method approach. The quantitative
questionnaires combined with the qualitative semi-structured interviews and the participant observation really
provided insight into the whole phenomenon. Based on the answers in the questionnaire, seven suppliers have
been interviewed where answers of the questionnaire are partly discussed. On the one hand the underlying
rationale could be discovered in this way, on the other hand input was collected for recommendations on how
the Responsible Business Survey could be improved. The research population of the questionnaire represents
the total supplier base of Prénatal, and through carefully documenting results in excel, results can be applied to
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particular buying groups (toys, garments, strollers) and other indicators (A-brands, SCS; amount of employees,
amount of production locations, etc.) The file will be made available for Prénatal for later use. All information
required for answering the research question(s) is gathered from the seven interviews. After the first five
interviews the feeling arose that respondents didn’t provide any new information or different insights. To not
overlook anything and decrease the odds to miss crucial information, two extra interviews were conducted.
After seven interviews I concluded that saturation was reached. Lastly the results are very pragmatic and the
recommendations (paragraph 5.3) do not require extensive academic knowledge in order to be understood and
applied in real life, through the fact that complex issues are explained in an understandable way.

5.2.4 Reflections on the Researcher
As an aspirant researcher with a preferred post-positivist and partly constructivist research paradigm, a
reflection on the role of the researcher is crucial to contribute to the validity of the results. As mentioned in
paragraph 3.7 there is a hierarchical relationship between a supplier of products and a buyer, and that socially
desired answers are a threat to the validity. Although I did what I could to prevent those SDAs, at one of the
interviews I had the impression that the account manager was more performing a sales pitch than actually
thinking over the answers to the questions. Secondly, I emphasized regularly that the transcripts will not be
made available to Prénatal and that quotations in the paper would be made anonymous. I noticed that several
respondents were happy with this and were perhaps more open, since they knew it wouldn’t have any effect on
their business relationship with Prénatal.
Furthermore it was a challenge to avoid any influence from Prénatal’s CSR advisors on the research process.
As discussed beforehand, the research project is expected to be carried out independently. Since I wanted to
keep the CSR department updated I shared information to inform them on the progress and the next steps. I
deliberately chose not to share any results upon this moment to avoid any interference.
Lasty I aimed to be as critical as possible during the research process, since greenwashing occurs regularly.
Retailers and suppliers often make sustainability claims which can be classified as unjustified when doing some
research. I tried to find a balance between being critical and preventing a hostile situation during the interview.
Ultimately I chose to assume that the given answers were accurate, even though I occasionally had my doubts
about some of them.

5.2.5 Implications
The research gives a good overview of where Prénatal and its suppliers stand with regards to their sustainability
policies. The findings can be used to adjust both the Responsible Business Survey as the CSR strategy in general.
If Prénatal wants to influence particular suppliers to produce in a more sustainable way, this paper offers
guidance for determining how they want to approach the issue. It depends on the amount of time and resources
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Prénatal is willing to invest in contributing to a more sustainable supply
chain. If Prénatal does decide to maintain the status quo, the same
result will be achieved eventually, but at a much slower pace. Since

Greenwashing

suppliers completely acknowledge their ethical responsibility, the
market share of more sustainable products keeps increasing, and EU
2050 circularity and climate neutrality goals are getting closer: they will
shift to more CSR and sustainability eventually. When Prénatal decides
that they don’t want to wait and be assertive on the issue, they can

Being sustainable and
pretending to be sustainable
are obviously two different
things. The Authority
Consumers and Market (ACM)

decide to adjust their code of conduct by making it more ambitious, and

is currently targeting retailers

really push through their agenda and optionally exclude suppliers which

in the textile industry which

refuse to conform to the rules. When deciding to head into this direction

use misleading sustainability

Prénatal can brand itself as a sustainability pioneer in the sector, figure

claims. Putting an organic

as an example and eventually make use of first mover advantages in

label on a product that is made

terms of brand recognition.
When comparing these implications to the literature from the
theoretical framework, there is indeed room for a pioneer in the baby
product industry. There are small sustainable frontrunners in the sector

with only 50% organic
materials is considered to be
misleading. The same goes for
green logos unaccompanied
with explanatory texts. A lack

but without proper audience, and the majority of sustainability actions

of transparency and relying on

in the sector are related to the sharing economy by means of swapping,

the own interpretation of

exchanging or donating different products. A company as Prénatal with

consumers is therefore wrong.

its 46 physical stores, 800+ employees and a thriving e-commerce

When a retailer is accused of

(Prénatal, 2019) has the audience and the resources to test new

misleading and/or

possibilities and new innovations. The question that then arises is what
power Prénatal has to actually enforce their standards on suppliers,
since they merely sell to a specific target audience on the domestic

greenwashing, the ACM has
the authority to issue fines up
to €900.000 (ACM, 2021).

market. Considering that Prénatal is a member of the Agreement of
Sustainable Garments and Textile, the findings can be discussed with those actors to see if more market
companies, NGOs or state actors recognize situations where suppliers are indeed experiencing barriers to
produce in a more sustainable way. Another interesting point of discussion there could be how different actors
can anticipate these different motivations so they can be bridged.

5.3 Recommendations
5.3.1 General Recommendations
Recommendation for Prénatal is to review the CSR communication strategy towards suppliers and set specific,
tangible and evaluable goals for the coming years. ‘Sustainable cotton’ or ‘responsible sourcing’ have developed
into vague umbrella terms and do not enhance transparency and accuracy. Inasmuch as full transparency and
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open communication about targets could help suppliers to get a more comprehensible vision of which direction
Prénatal is heading. There is an absence of responsibility when it comes to monitoring the answers suppliers
give, which makes it completely dependent on the interpretations and level of honesty of the suppliers. Explore
what the possibilities are to increase business of suppliers which are more engaged with CSR and decrease
business with the ones which are obvious laggards. Communicate this to consumers and suppliers so they realize
that (a lack of) sustainability commitments have actual consequences. Perhaps this would stimulate suppliers
to walk the extra mile with their CSR policies. Start a pilot with circular or recycled products and communicate
to suppliers if it is considered a success. Moreover it is important to give the right example to others. If suppliers
are desired to produce in the Global North, see what the opportunities are to buy products from production
facilities in the Global North. If it is desired that suppliers sell products with a sustainability certification scheme,
make sure to increase the amount of certified products in your own stock. When suppliers are desired to use
recycled products, make sure to use recycled products yourself. Lastly, discuss the desires, barriers and goals
with suppliers, learn from each other and help each other to collectively establish a more sustainable sector
which paves the way for the EU 2050 goals.
Lastly, perhaps not really a practical recommendation but rather a process and culture related remark is that
Prénatal actually could be a pioneer in terms of reorganizing their revenue model by choosing not just to pursue
monetary growth, but to shift to a model that qualifies success based on multiple grounds. One could think of
implementing a Gross National Happiness Index, as Bhutan has introduced in 1972 and stated that it is more
important than their Gross National Product (University of Oxford, n.d.). Another option could be to express the
success of a business in the proportion of climate neutrality within their business model, or the size of their
environmental footprint. This however, requires transformative rather than reformative change. It is important
to identify considerations and beliefs of Category Managers to see how they value the ratio between
sustainability and profits. If it turns out they value economic interests as superior, a change of culture perhaps
has to happen before focusing on supplier motivations. Practical recommendations related to the RBS can be
found in Annex IV.

5.3.2 Governance recommendations
When zooming out and looking at the phenomenon from a governance point of view, it is important to
emphasize the responsibility of each individual actor. Since none of the three governance actors (state, market,
civil society) is able to tackle the issue on its own, collaborative governance is key. Large steps are being taken
by the Agreement on Sustainable Garments and Textile, which is an example of an ambitious action plan
constructed by the SER (state), branch organizations (market) and NGOs (civil society). Replicating the current
AGT on a broader level with more ambitious targets is definitely a recommendation for policy makers. Since the
industry is widespread and has supply chains that touch up on many different countries, the larger the scale of
the policies the better. Both the OECD and the UN have guidelines for responsible business practices. The
European Commission is currently working on a EU-wide obligatory due diligence system, which constitutes
identifying risks for human rights, the natural environment, animal welfare and other (Bourke & Neely, 2020).
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The EU could also expand the polluter pay principle to the textile
industry. Forcing brands and retailers to get more conscious about
the materials they use, and stimulating more sustainable products
Textile tax

with a longer lifespan. The market should start right away
anticipating these changes, since due diligence legislation is on its

The Dutch government aims to

way, and it is imaginable that a polluter pay principle or similar will

introduce an additional tax on

be introduced in the future. Furthermore they have to inform

textile and garments by 2022

consumers

prevent

as a part of the Extended

misleading/greenwashing. The new anti-misleading rules of the

Producer Responsibility (EPR).

ACM can help speed up this process. Consumers on their turn should

The revenue of this tax will be

in

a

right

and

fair

way

and

shift their priorities from fast fashion to more long lasting products,
and be willing to accept that they have to pay the true costs for a
garment piece, which includes a living wage for garment workers,

used to speed up the circularity
goals of the entire sector
(Modint, n.d.). A similar tax is
already enforced in France,

and a pollution/CO2 compensation mechanism. The textile tax is a

where brands and/or retailers

step in the right direction, when looking from a circularity point of

pay €0,002 tax for a small piece

view. This tax system could be expanded and start including multiple

of textile as a sock, up until

criteria. Since all textiles get more expensive this way, it could help

€0,071 for a large product such

phase out fast cheap fashion and stimulate market actors to produce

as a blanket or sleeping bag

more long lasting quality products. Lastly the EU could incentivize

(Dwars,

and trigger retailers to retrieve production within their jurisdiction.

L,

personal

communication, April 8 2021).

This will benefit both the sustainability targets (less transport,
smaller risk on child labour etc.) and contributes positively to the EU GDP. Especially combining textile
production with innovative techniques such as 3D-printing and material passports, the EU could really become
a frontrunner of the textile industry of the future.

5.3.3 Future Research Recommendations
Since the answer to a research question automatically means that several new questions are raised, there are
some recommendations for further research on the theme. Firstly, it has been observed that the influence of
Prénatal on the policies is rather limited due to its size and the share of products that they buy from suppliers.
A follow-up research could be conducted to see whether larger brands and retailers have more influence on the
CSR policies of suppliers. One of the interviewees mentioned that Zalando requires relatively ambitious
sustainability standards, but the supplier kept selling its products through the platform due to its market share.
Besides Zalando, the follow-up research could focus on retailers like HEMA (750+ stores), A.S. Watson (15000+
stores) or H&M (4000+ stores) which all are considerably larger than Prénatal (A.S. Watson, n.d.; HEMA, n.d.;
H&M Group, n.d.).
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Secondly, since the research has a descriptive and exploratory character, it can be used as a starting point
for more narrowed-down research. A research project could choose to focus on suppliers which provide articles
from specific categories. Especially since there are different barriers for increasing sustainability policies in the
textile- and garment industry and the hardware goods, where plastics and wood are the most used material.
Another distinction could be made between A-brands and SCS. Whereas A-brands make their own products
and sell on multiple occasions to multiple corporate buyers, SCS produce items on the instructions of their
buyers. The influence of retailers on SCS therefore is likely to be bigger since items are not yet produced at the
moment of the sales agreement, A-brands do often have their own stock.
To head in a different direction: all suppliers argued that they would like to produce closer to home, in the
EU or even in the Netherlands. None of them took the actual step yet due to their position on the market. On
the one hand suppliers do not want to push itself from the market since their products are most likely to
experience an rise in price, on the other hand personnel to do (unskilled) assembly line work is hard to find within
the EU. A recommendation for further research could be to identify all the actual barriers that arise when
organizing the supply chain differently, and analyse how they can be overcome, or what is needed from the
different governance actors to speed up this process.
Other more broader research themes could focus on (one of) the three governance actors. New legislation
is on its way, but does it have real effect on the position of garment workers if their government prefers the
status quo? Does price upcharge end-up at the workers, or would it disappear throughout the supply chain?
Doesn’t a neo-liberal, capitalistic society always have winners and losers? What are the consequences on the
local economy when Western brands decide to produce more sustainable and closer to home? Should garment
workers in the Global South be educated and prepared for new jobs? Who’s responsibility would this be?
Shouldn’t there be some kind of universal minimum wage, including an enforcement mechanism? Why is it
allowed to sell jeans at a Dutch retailer for less than €5? Couldn’t there be a minimum price for garments to
begin with? How much clothing do people need, why is it socially acceptable to own 25 different pairs of
sneakers? All these questions touch up on intrinsic values of the way people interact with textile and clothing.
The most fundamental question is how clothing (and material flows in general) can be revaluated and if
consumers are willing to pay the true costs rather than the current unsustainable and unrealistic pricing.

5.4 Concluding Remarks
It’s probably going to take some years until the importance of sustainable supply chains and CSR integration are
accepted within the dominant discourse. Even the senior account managers who have been working for years
with the goal to make as much revenue as possible, have to face the fact that the world and its global supply
chains are changing. That consumers are starting to be more conscious and aware of ethics and that they
demand products made with the environmental and social aspects taken into account. The true costs of a
product need to be paid, whereas adjustments need to be made at each micro step in the supply chain. Material
composition, production countries, shipping methods and value creation of material all need to change
drastically to facilitate transformative change. Not wanting to invest in the business models of the future by
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means of sticking your head in the sand will eventually only work against a company, since law- and legislation
will not wait. The process started some years ago, and it is not the question if we need to revalue our consumer
and producer behaviour, but when.
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Appendices
Appendix I

Concept

Dimension

General
motivations

Subdimension

Multiple or noncategorizable
motivations

Interview question
• What are the reasons for interviewee to practice
CSR in its production process/supply chain?
• Does the interviewee lean more towards social
sustainability, environmental sustainability or
both? why?
• What are the CSR ambitions and how will their
supply chain look like in 10 - 20 years?

Increase of
profit

Economic
motivations

Recovery of the
image

Motivations

Other

Contribution to
the community

Ethical
motivations

• What does interviewee think that the influence
of CSR is on its profits? Why positive/negative?
• Have there been campaigns from NGOs with
regards to CSR which (partly) targeted the
company?
• Has there been any pressure from civil society to
change the production processes?
• What are the CSR ambitions and how will their
supply chain look like in 10 - 20 years?
• In the context of CSR, what does the company
do for its employees except paying their wage?
Do they give back to the (local) communities? If
so, in what way?

Protection of
the
environment

• Have there been environmental or social issues
been which had to do with the company? Think
of factory fires or the leakage of chemicals into
the natural environment.

Other

• What are the CSR ambitions and how will their
supply chain look like in 10 - 20 years?
• Is interviewee willing to change their CSR
policies if suppliers ask them to? To what level?
Why or why not? Does it depend on the amount
of goods a company purchases from them?

Influence
compliance

General
influenceability

Multiple or noncategorizable
influences

• Would they change their production process as a
precautionary principle? Since EU 2050
circularity is on its way
• What would corporate buyers have to do to
make the company of interviewee produce in a
(more) social and environmentally sustainable
way?

Monetary
incentive

Incentives

Non-monetary
incentives

Monetary
penalties

Penalties

Non-monetary
penalties

• Is interviewee more likely to adjust their policies
if:
o Buyer increases its business with supplier
o Supplier gets better terms and conditions
o Buyer offers better price premiums
o Condition to get access to the market
• Is interviewee more likely to adjust their policies
if:
o Buyer offers CSR training
o Supplier gets a preferred status
(sustainable certification)
o Buyer gives supplier public recognition
• Is interviewee more likely to adjust their policies
if:
o Buyer would reduce business if noncompliance occurs
• Is interviewee more likely to adjust their policies
if:
o
Termination of contract.

Table 5: Operationalization interview concepts

Appendix II
Concept

Dimension

Subdimension

Questionnaire question
• Do you have a sustainability manager or
department?
•

Is the production of articles taking place
in Bangladesh, Bulgaria, China, India,
Indonesia, Mexico, North Macedonia,
Pakistan, Thailand, Turkey and/or
Vietnam?

•

Are you member/signatory to any
responsible business initiative?

•

How do you source articles?

•

Do you visit production locations?

•

Do you have a sustainability
commitment or vision?

•

Is this commitment worked out in a
sustainability strategy with objectives?

General questions

Sustainability

General
Sustainability

Sustainability vision and
strategy

Responsible supply
chain

•

What is your main method to monitor
compliance of your policy at the
production locations?

•

Is compliance with your policy
determining for starting and/or
continuing business relationships with
suppliers and production locations?

• Do you report externally on
sustainability?
Transparency

General questions

• Do you publish the production locations
where you source from online?
• Are you certified by any responsible
business standard?
• Do you have a corporate responsibility
policy (ethical and/or environmental)?

Social
sustainability

• Do you maintain long-term
relationships (>5 years) with the
majority of your suppliers?
Responsible supply
chain

• To what extent do you have insight in
the upstream supply chain, related to
the production of articles?
• Have you set objectives specifically to
mitigate social and environmental risks
and/or impacts with regards to the
production of articles?

Responsible business
internally

• Do you improve any internal processes
towards sustainability?
o Sustainable transport
o Sustainable energy
o Sustainable packaging
o Responsible waste management
o Responsible purchasing practices
o Responsible catering
o Other
• Do you have a corporate responsibility
policy (ethical and/or environmental)?

Environmental
sustainability

Responsible supply
chain

• To what extent do you have insight in
the upstream supply chain, related to
the production of articles?
• Have you set objectives specifically to
mitigate social and environmental risks
and/or impacts with regards to the
production of articles?

• Do you (or are you able to) supply any
articles containing the following
sustainability certifications?
• Have you set objectives for (increasing)
the supply of articles containing
sustainable materials?
Economic
sustainability

• See ‘economic motivations’ Table 5

Be profitable
• Do you have a sustainability
commitment or vision?
Obey the law
Corporate
Social
Responsibility

Sustainability vision and
strategy, Responsible
supply chain, Other
Be ethical

• Is this commitment worked out in a
sustainability strategy with objectives?
• Do you have a corporate responsibility
policy (ethical and/or environmental)?
• + See ‘motivations’ Table 5

Be a good
corporate
citizen

Table 6: Operationalization questionnaire concepts

Appendix III

Question

1. What kind(s) of articles does your
company ("you") primarily supply to
Prénatal?

2. How many employees do you have?

3. Do you have a sustainability manager or
department?

Answers
Garments & fashion accessories
Home & bath textiles
Home furniture & accessories
Strollers / buggies & accessories
Car / bike seats & accessories
Toys
Multiple or other (please specify)
0-19
20-99
100-499
500+
Yes (please specify)
Not internally, we use an external
advisor/consultant
No
No (please specify)

Points
1
1
0
-

4. Is the production of articles taking place
in Bangladesh, Bulgaria, China, India,
Indonesia, Mexico, North Macedonia,
Pakistan, Thailand, Turkey and/or
Vietnam?
5. Are you member/signatory to any
responsible business initiative?
Action Collaboration Transformation (ACT)
Agreement on Sustainable Garment &
Textiles (AGT; Dutch Covenant)
Amfori (BSCI and/or BEPI)
Bangladesh Accord
Ethical Trading Initiative (ETI)
Fair Labor Association (FLA)
Fair Wear Foundation (FWF)
International Council of Toy Industries
(ICTI)
MVO Nederland
Sustainable Apparel Coalition (SAC)
Textilbündnis (Partnership for Sustainable
Textiles)
Other
6. Are you certified by any responsible
business standard?

7. How do you source articles?

8. Do you visit production locations?

9. How many production locations are
involved in the production of your articles?
MAXIMUM POINTS
10. Do you have a sustainability
commitment or vision?

Yes

Yes
No
Yes
No
Yes
No
Yes
No
Yes
No
Yes
No
Yes
No
Yes
No
Yes
No
Yes
No
Yes
No
Yes
No
No (please specify)
Yes
GOTS (Global Organic Textile Standard)
ISO 9001
ISO 14001
Multiple or other (please specify)
Both directly and indirectly
Directly from production locations, without
intermediaries
Directly from production locations, with help
of European intermediaries
Directly from production locations, with help
of Far East intermediaries
Indirectly through intermediaries, without
direct contact with production locations
No
No, but my intermediaries do it frequently
Yes, at least once a year for only buying
activities
Yes, at least once a year for only CSR
activities
Yes, at least once a year for buying and CSR
activities, among others
0-9
10-99
100-249
250+
Only home workers are involved
No
No, but we plan to within one year
Yes (please specify)

-

1
0
1
1
1
1
0,5
1
1
1
0
0
1
1
2
2
6
0
0
1

11. Is this commitment worked out in a
sustainability strategy with objectives?
MAXIMUM POINTS
12. Do you improve any internal processes
towards sustainability?
Sustainable transport
Sustainable energy
Sustainable packaging
Responsible waste management
Responsible purchasing practices
Responsible catering
Other
MAXIMUM POINTS
13 Do you have a corporate responsibility
policy (ethical and/or environmental)?

14. What is your main method to monitor
compliance of your policy at the
production locations?

15. Is compliance with your policy
determining for starting and/or continuing
business relationships with suppliers and
production locations?

16. Do you maintain long-term
relationships (>5 years) with the majority
of your suppliers?

17. To what extent do you have insight in
the upstream supply chain, related to the
production of articles

No
No, but we plan to within one year
Yes (please specify)
No
No, but we plan to within one year
Yes
No
Yes
No
Yes
No
Yes
No
Yes
No
Yes
No
Yes
No
Yes (please specify)
No
No, but we plan to within one year
No, but our intermediaries have (please
specify)
Yes (please specify)
We don't monitor compliance of our policy
(please specify why not)
We use one of the methods mentioned to
monitor compliance of our policy (please
specify)
We have one primary method but we also
combine this method with other ones
(please specify)
Our intermediaries monitor compliance of
their corporate responsibility policy (please
specify)
No
Yes, it is a determining factor but not
formalized yet
Yes, it is a determining factor and this is
formalized in our internal procedures and
way of working
N.a. - we only produce ourselves
No, with less than 50% of our suppliers we
have a long-term relationship
Yes, we aim to maintain long-term
relationships but don't know the exact %
Yes, with at least 50% of our suppliers we
have a long-term relationship
N.a. - we only produce ourselves
N.a. - our company is younger than 5 years
old
We do not have insight in the upstream
supply chain
We have insight in our finished good
suppliers/assemblers and possible
subcontractors

0
0
1
2
0
1
0
1
0
1
0
1
0
1
0
1
0
1
7
0
0
0,5
1
0
1

1

1

0
1
2

n.v.t.
0
1
2
n.v.t.
n.v.t.
0
1

18. Have you set objectives specifically to
mitigate social and environmental risks
and/or impacts with regards to the
production of articles?
MAXIMUM POINTS
19. Do you (or are you able to) supply any
articles containing the following
sustainability certifications?

20. Have you set objectives for (increasing)
the supply of articles containing
sustainable materials?
MAXIMUM POINTS
21. Do you report externally on
sustainability?
22. Do you publish the production
locations where you source from online?
23. Do you have a particular sustainability
message you want to spread with your
company identity and/or products that you
(are going to) supply to Prénatal?
24. To A-brand suppliers, do you have
consumer facing sustainability campaigns
currently running or planned for the
coming years?
MAXIMUM POINTS
25. Is there anything in particular you
would like to know about how Prénatal
gives substance to responsible business
conduct?
MAXIMUM TOTAL SCORE

We have insight in our finished good
suppliers, subcontractors and upstream
processing units / sub-suppliers
We have insight in all supply chain partners
including raw material suppliers
No
No, but we plan to within one year
Yes (please specify)

No
Yes, we offer a few sustainable alternatives
but only for specific products (please specify)
Yes, we offer a wide range of sustainable
alternatives (please specify)
No
No, but we plan to within one year
Yes (please specify)

1

2
0
0
1
9
0
1
2

No
No, but we plan to within one year
Yes (please specify)
No
Yes (please specify)
No
Yes (please specify)

0
0
1
3
0
0
1
0
1
-

No
Yes (please specify)

-

No
Yes (please specify)

2
-

29

Table 7: Assessment form questionnaire

Annex IV
Recommendations for the adjustment of the RBS
•

Be clear on who need to fill-out the Responsible Business Survey, the actor responsible for the most
substantial part of the supply chain has the most valuable information, not a wholesale which have
filled out some of the surveys as well;

•

Avoid own interpretation beforehand by qualifying certain countries as risk-countries based on third
party information. Change the question ‘’Is the production of articles taking place in Bangladesh,
Bulgaria, China, India, Indonesia, Mexico, North Macedonia, Pakistan, Thailand, Turkey and/or
Vietnam?’’ to an open question, since a ‘’no’’ can either mean developing countries such as Somalia and
Niger, but also developed countries as the US or Germany;

•

Assess suppliers different which produce in countries in the Global North and countries in the Global
South, since sustainability issues differ considerably between the two. Or make a distinction between
a certain level of GDP, since a country as Moldova is a part of the Global North although it has a
considerable amount of working environment issues as well (ILO, 2013);

•

The questions with regards to the Responsible Business Initiative and Responsible Business Standards
could be considered confusing, since several answer options are provided which is only a small
percentage of the total amount of possibilities. To avoid arbitrary, exclude the options and make it an
open question;

•

There seems to be confusion with regards to the question about improvement of internal business,
respondents consider it sometimes as stand-alone questions, although they are follow-up questions;

•

There also seems confusion between the difference of Responsible Business Initiatives and
Responsible Business Standards, and ‘being certified’ and ‘selling certified products’. This could be
avoided with a footnote or some additional information;

•

Give room for explanation on what they improve in their internal business processes, instead of yes/no
answers;

•

Re-evaluate the questions and see whether there are questions with less importance which can be
excluded, so more emphasis can be put on the remaining questions. Serafimova (2016) can be used as
a guiding article for excluding and including different indicators;

•

Re-organize the survey so it complies with the three pillar CSR structure of Prénatal (1. Social
responsible production; 2. Environmental friendly production; 3. Engaged organization). With
measurable indicators it is easier to compare the results with the goals and targets of Prénatal.
Furthermore, weighed scores could be attached to each pillar;

•

Change the lay-out and platform of the survey. Using Excel for the survey is at the expense of clarity
and it increases the chances that questions get (purposely) skipped. This can easily be prevented by
building a private URL where suppliers can fill out the survey where they can comment on each question
and answers are required to continue to the next question;

•

Include Prénatal’s CSR report, so suppliers have easy access to the information, strategies, policies and
targets;

•

There are several spelling errors, make sure to exclude these so it gives a professional impression.

