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Sustainability Performance Management in Large Firms: 
A Qualitative Research amongst Seven Western European Firms 

 

Abstract 

 
Today, more and more companies engage in sustainable business strategies in order to fulfill 
the requirements of Sustainable Development (Brundtland, 1987). The management of 
environmental, social as well as economic issues has become a key element to ensure the 
survival of a company in the medium to long term and to contribute towards its ability to 
create stakeholders’ value (Christman, 2000; Chousa and Castro, 2006).   
 
The pursuit of sustainability in business practices has necessitated the management and 
assessment of corporate economic, environmental and social performances (Karatzoglou, 
2006). Actually, if we consider that business performance is related to the achievement of its 
predetermined objectives whatever their nature and their diversity (Bourguignon, 2000), it is 
crucial to manage, to control and to evaluate if sustainable strategic objectives have been met 
or not, as well as to identify the reasons for this situation in order to continuously improve 
performance in the future. More than before, firms are now expected to account explicitly for 
all aspects of their performance, i.e. not just for their financial or economic results, but also 
for their social and environmental performance (Cramer, 2002). This is what is traditionally 
called “Sustainability Performance Management” (Schaltegger et al., 2006).   
 
Over recent years, sustainability issues have therefore progressively been integrated into the 
accounting and finance areas. Researchers and practitioners have proposed to develop new 
tools and instruments, as well as to adapt those that already exist, to permit the strategic and 
performance management of sustainability by businesses (Schaltegger and Burrit, 2006; 
Chousa and Castro, 2006).  
 
The objective of this paper is to understand better sustainability performance management in 
large firms. Based on previous research in this field (such as Schaltegger and Burritt, 2000; 
Cramer, 2002 ; Figge et al., 2002; Schaltegger et al. 2003, Wagner and Schaltegger 2004; 
Schaltegger and Wagner, 2006; Epstein and Widener, 2011), this paper reports the results of a 
qualitative research (Glaser and Strauss, 1967; Mayer and Ouellet, 1991; Hlady Rispal, 2002) 
amongst seven large Western European firms.  
 
Concretely, we examine the sustainability performance management in these large firms by 
investigating why they manage, or not, their sustainability performance (i.e. their reasons and 
motivations) and how they practically operate to manage and measure it (i.e. the performance 
management tools and systems which have been implemented).  
This research reveals that all seven firms effectively manage and measure their sustainability 
performance with more or less complex tools (such as the Sustainability Balanced 
ScoreCard). The results also suggest that, whereas all seven respondents stress a strong 
integration of economic, social and environmental issues into their core business strategy, this 
positive statement is questioned by the observations that, to date, only two of the sampled 
firms really integrate all three pillars of Sustainable Development into the individual 
objectives of their workers and that there is, in the facts, very few links between social and/or 
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environmental objectives and bonuses. These are actually, in most cases, only related to the 
achievement of traditional economic goals.  

After a presentation of the main current limitations of this research, we finally stress some 
directions for future research in the field. 
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Introduction 

Even if sustainability issues were already investigated in the strategic management literature 
prior to 1990s, the last two decades have seen an important increase in scientific research on 
sustainable business strategies, practices and related management tools. 

Nowadays, the management of environmental, social as well as economic issues has become a 
key element to ensure the survival of a company in the medium to long term and to contribute 
towards its ability to create stakeholders’ (and thus also shareholders’) value (Christman, 
2000; Chousa and Castro, 2006). Indeed, it is obvious that more and more companies engage 
in sustainable business strategies in order to fulfill a part of the requirements of the 
Sustainable Development (Brundtland, 1987).  
 
The pursuit of sustainability in business practices has necessitated the (integrated) 
management and assessment of corporate economic, environmental and social performances 
(Karatzoglou, 2006). Actually, if we consider that business performance is related to the 
achievement of its predetermined objectives whatever their nature and their scope 
(Bourguignon, 2000), it is crucial to manage, to control and to evaluate if sustainable strategic 
objectives have been met (or not) as well as to identify the reasons for this situation in order 
to remedy to it in the future. More than before, firms are now expected to account explicitly 
for all aspects of their performance, i.e. not just their financial or economic results, but also 
their social and environmental performance (Cramer, 2002). This is what is traditionally 
called “Sustainability Performance Management” (Schaltegger et al., 2006).   
 
Sustainability issues have therefore progressively been integrated into the accounting and 
finance areas. Researchers and practitioners have proposed to develop new tools and 
instruments, as well as to adapt those that already exist, to permit the strategic and 
performance management of sustainability by businesses (Schaltegger and Burrit, 2006; 
Chousa and Castro, 2006).  

Based on previous research in the field (such as Schaltegger and Burritt, 2000; Cramer, 2002; 
Figge et al., 2002; Schaltegger et al. 2003, Wagner and Schaltegger 2004; Schaltegger and 
Wagner, 2006; Epstein and Widener, 2011), the objective of this paper is to understand better 
sustainability performance management in large1 firms thanks to the qualitative content 
analysis (Glaser and Strauss, 1967; Mayer and Ouellet, 1991; Hlady Rispal, 2002) of the cases 
of seven Western European firms. Concretely, in this study, we investigate why large firms 
manage (or not) their sustainability performance (i.e. the reasons and motivations for) and 
how they practically operate to manage and measure it (i.e. the performance management 
tools and systems which have been implemented). 

Concretely, the present paper is organized as follows.  

The conceptual framework of the research is exposed in the first section (Section I). Based on 
an extensive review of previous literature, it clarifies the concepts of sustainability, of 
sustainable business strategy and of sustainability performance management.  

                                                           
1 Based on the definition of the European Commission (2003), large firms are firms which employ more than 
250 workers and which have a turnover superior to 50 million Euros or a Total Balance Sheet superior to 43 
million Euros. For the present study, only the number of workers has been considered. 
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The second part of this paper is dedicated to the qualitative analysis of the cases of seven 
large Western European firms. Section II presents the research methodology (sample, data 
collection and analysis) and the results of the study.  

At the end of the paper, the results of the qualitative research are discussed and directions for 
future research are highlighted. 

 

I. Sustainability Performance Management: A conceptual framework 

 
1. Key concepts 

 
1.1.Sustainable Development 
 
For about twenty years, a new macroeconomic objective has appeared and has progressively 
developed: the world economy has to tend towards “Sustainable Development”. The 
Brundtland Commission (1987) defined it as “a development that meets the needs of the 
present without compromising the ability of future generations to meet their own needs”.  
 
The three principles of sustainability are traditionally referred to the 3P’s: People (Social), 
Planet (Environmental) and Profit (Economic). These three dimensions have to be considered 
simultaneously, in an integrated manner, if one wants to reach a Sustainable Development of 
the World and of the Economy, as defined above. 
 
1.2.Corporate Sustainability 
 
Like “green”, “eco-efficient”, “ethical” or “socially responsible”, the term “sustainable” has 
become a buzzword which has been defined and interpreted in very different ways (Carroll, 
1999; Bieker, 2002). 
 
Until recently, the contribution of firms to the macroeconomic goal of tending towards a 
“Sustainable Development” has nevertheless most commonly been called their Corporate 
Social Responsibility (CSR) (European Commission, 2002; Schrek, 2009). This term has 
indeed been widely used in theory and in practice (Schrek, 2009).  
 
CSR is considered to be the subset of corporate responsibilities that addresses a firm’s 
voluntary or discretionary relationships with its stakeholders. This means that, in most cases, 
CSR is typically undertaken with some intentions to improve an important aspect of society or 
to improve relationships with communities, with non-governmental entities or with non-profit 
organizations (Caroll, 1979).  
 
Nevertheless, “CSR, defined in this way, is frequently operationalised in terms of community 
relations, philanthropic activities, multi-sector collaborations, or volunteer activities, which 
cover only very limited aspects of the broader definition”  (Schaltegger and Wagner, 2006). 
These approaches (such as philanthropic or volunteer activities) do not particularly integrate 
core business issues with social and environmental activities and they do not consider the 
general economic relevance of corporate societal engagement. These CSR activities result 
thus in establishing a parallel organization in the company, such as CSR departments and 
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managers, to deal with non-economic issues and measure non-economic aspects of 
performance (Hamschmidt and Dyllick, 2002; Schaltegger and Wagner, 2006 ; Porter, 2011).  
 
Schaltegger and Wagner (2006) underline three problems with such a CSR approach.  
Firstly, social or environmental developments, which are parallel or supplementary to the core 
business, contrast with the basic vision of sustainability that fundamentally integrates social, 
environmental and economic issues.  
Secondly, sustainable development requires participation and involvement of societal 
stakeholders but also of conventional business managers. Sustainable business strategy, 
communication and reporting should be linked with sustainability performance management. 
An inter-linkage between the respective actors, i.e. between the environmental/sustainability 
department, the information management and accounting department, the public relations 
department and the external communication department, are necessary to link sustainability 
management with business strategy and strategy implementation.  
Thirdly, “building up parallel organizational structures with satellite management and 
measurement methods always faces the danger of being cut back in times when corporate 
economic performance is under pressure, since parallel developments can be managed as a 
discretionary activity” (Schaltegger and Wagner, 2006). Furthermore, a satellite approach to 
the measurement, management and reporting of social and environmental issues often 
conflicts with the business reality of conventional production, financial and accounting 
managers.  
 
Based on previous considerations, we have thus decided, in the present paper, to use the term 
“Corporate Sustainability” to refer to management attempts to tackle the challenges posed by 
the need for corporations to move towards the goal of sustainability (Dyllick and Hockerts 
2002, Schaltegger and Burritt, 2006). Corporate sustainability can thus be defined as the 
integration of social, environmental and economic dimensions in business strategies and 
practices. 
 
A large-scale2 study carried by the UN Global Compact in partnership with Accenture (2010) 
reveals that eighty-one percent of CEOs—compared to just 50 percent in 2007—state that 
sustainability issues are now fully embedded into the strategy and operations of their 
company. 
 
1.3.Sustainable (Business) Strategy 

 
The term “Sustainable Strategy”3 denotes a strategy which includes a vision consistent with 
the principles of Sustainable Development and which is thus composed with strategic 
objectives that integrate economic, environmental and social dimensions. It is a “business 
strategy that meets the needs of the enterprise and its stakeholders today while protecting, 
sustaining and enhancing the human and natural resources that will be needed in the future”. 
(International Institute for Sustainable Development, 1992) 
 

                                                           
2 The results of this study are based on 100 in-depth interviews with global leaders and on an online survey of 
766 Global Compact member CEOs. 
3 Johnson et al. (2008) define strategy as follows: "Strategy is the direction and scope of an organization over 
the long-term, which achieves advantage for the organization through its configuration of resources within a 
challenging environment, to meet the needs of markets and to fulfill stakeholders’ expectations". 
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Nevertheless, as for the terms “CSR” and “Corporate Sustainability”, several terms are used 
in the literature to refer to business strategies which can be related to the principles of 
Sustainable Development. Terms, such as Environmental Strategy, Social Strategy, Societal 
Strategy, CSR Strategy or Sustainable Strategy are frequently used in the literature. In some 
papers, these terms can be considered as synonymous while, in some others, not. 
 
Under these conditions, as mentioned in section 1.2., in this research, we have chosen to use 
the term “Sustainable” strategy because it refers clearly to the integration of the three pillars 
of Sustainable Development into business strategies and practices. 
 
Today, an increasing number of firms are getting involved into sustainable strategies for 
diverse reasons (Bansal and Roth, 2000). Based on previous literature, most frequently 
evoked reasons for engaging into sustainable business strategies are summarized in Table 1.  
 

Main Reasons for Engaging in a 
Sustainable Business Strategy 

Explanations 

1. Market Reasons  

- Gaining or ensuring a competitive advantage, winning and 
retaining customers and business partners (Bansal and Roth, 
2000; Herzig and Schaltegger, 2006)  
- Cost and efficiency savings (Lampe et al., 1991; Porter and 
Van der Linde, 1995; Bansal and Roth, 2000) 

2. Marketing Reasons 
Increasing corporate reputation and brand value (Herzig and 
Schaltegger, 2006) 

3. HR Reasons  Attracting, retaining and developing motivated and 
committed employees (Herzig and Schaltegger, 2006) 

4. Legal Reasons 

Anticipating legislative pressure, business self-regulation 
(Lampe et al., 1991; Bansal and Roth, 2000; Schaltegger and 
Burrit, 2006) 

5. Values  

- Ethical values of the CEO or of the top management team 
members (Winn, 1995; Lawrence and Morell, 1995; Bansal 
and Roth, 2000) 
- Values of the company in line with the principles of 
Sustainable Development (Buchholz, 1991,1993) 

 
Table 1: Major reasons for engaging in a Sustainable Business Strategy 

 
However, it is important to mention that, even if an increasing number of senior managers 
recognize the importance of formulating sustainable business strategies, they often find it 
difficult to translate them into actions as well as to measure and to manage corporate 
sustainability performance (Epstein and Roy, 2001). 
 
2. Sustainability Performance Management : A review of the literature 
 
Based on previous literature, this section is organized into three parts. Firstly, Section 2.1. 
clarifies the term “Sustainability Performance Management”. Section 2.2. exposes the reasons 
(external and internal motives) why firms engage into sustainability performance 
management. Finally,  Section 4.3. presents and classifies the major tools which have been 
discussed by previous researchers. 
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2.1. Key concepts 
 
2.1.1. From Financial Performance to Sustainable Performance 

 
While the concept of performance is central in management science and while numerous 
researchers have tried to define it since the 1980’s, to date, there is still no generally accepted 
definition of this concept in the literature (Bourguignon, 1995; Bessire, 1999; Bourguignon, 
2000; Capron and Quairel, 2004; Dohou and Berland, 2007). Numerous various definitions 
have indeed been proposed in the literature. 
 
In the present paper, the definition of performance proposed by Bourguignon (2000) has been 
retained. Performance is about the “achievement of the organizational goals, whatever their 
nature and their variety”.  
 
Due to the evolution of the role of firms in the Economy and, more globally, in the Society, 
the concept of performance has evolved (Cramer, 2002). The traditional vision of 
performance, which, as underlined by Friedman (1970), was generally restricted to a short 
term and financial vision of the firm, has progressively been replaced by a larger vision. This 
new vision is more global and tridimensional (Elkington, 1997; Reynaud, 2003; Germain and 
Trebucq, 2004; Capron and Quairel, 2005). Indeed, Elkington (1997) introduces the concept 
of the “Triple-P Bottom Line”, which stands for profit (economic prosperity), planet 
(ecological quality) and people (well-being). According to him, firms need to attain a certain 
minimum performance in all these three areas in order to be labeled as ‘sustainable’ 
businesses (Cramer, 2002).  
The shift from a financial vision of performance towards a more sustainable one includes thus 
the achievement of economic and financial objectives (as the traditional vision does) but it 
also incorporates the achievement of societal goals (Cramer, 2002; Germain and Trebucq, 
2004). In this sense, a firm is performing well if it achieves its financial/economic, social and 
environmental objectives. 
 
Even if, to date, there is no consensus in the literature, some previous researchers have 
demonstrated that there are some positive relationships between societal (social and 
environmental) performance and financial results (Moskowitz, 1972; Wokutch and Spencer, 
1987; Burke and Logsdon, 1996; Hart and Ahuja, 1996; Klassen and McLaughlin, 1996; 
Klassen and Whybark, 1999; Preston and O’Bannon, 1997; Stanwick and Stanwick, 1998, 
Christmann, 2000; Konar and Cohen, 2001; Dentchev, 2004). According to this win-win 
paradigm, economic, environmental and social aspects of corporate sustainability are, at least 
partly, in harmony with each other and management should seek to identify those situations in 
which economic, environmental and social corporate objectives can be achieved 
simultaneously. This win–win paradigm constitutes the so-called business case for 
sustainability according to which environmental protection and social responsibility pay off 
for companies (Dyllick and Hockerts, 2002; Salzmann et al., 2005). 
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Figure 1: The Sustainable Performance (Reynaud, 2003) 
 

2.1.2. Performance Management 
 
With reference to Bourguignon (2000), a firm will be performing well if it reaches its 
objectives. This statement introduces the importance of strategic performance management. 
Indeed, once a (sustainable) strategy has been elaborated and implemented, it is necessary to 
measure and to control if the fixed strategic objectives have been met in order to determine if 
the firm is performing well and in order to continuously improve its performance, via a 
continuous adaptation of its (sustainable) strategy (Johnson et al., 2008; De Wit and Meyer, 
2010). Financial budgets, cost accounting and (balanced) scorecards are well-known 
traditional performance management tools (Merchant and Van der Stede, 2007). 
 
As underlined by many researchers (Epstein and Roy, 2001; Schaltegger and Wagner, 2006), 
there are several crucial steps in strategic management, which can be related to the principles 
of the Deming wheel (1986), also called the Plan-Do-Check-Act process: 
- Plan: Based on a diagnosis, definition of the strategy and determination of the strategic 

objectives and of the organizational processes which are necessary to deliver results in 
accordance with the expected output.  

- Do: Implementation of the strategy and realization of concrete actions.  
- Check: Measurement and monitoring. Comparison between the concrete results and the 

expectations in order to ascertain any differences. 
- Act: Analysis of the differences to determine their causes. Identification of needed 

changes in order to improve the firm’s strategy and performance. 
 
 

 

 

 
 

Figure 2: Four crucial steps in strategic management 
 
Figure 2 illustrates these four steps and stresses the importance of performance management 
in the strategic process of all firms.  
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2.1.3. Sustainability Performance Management 
 
In parallel to the progressive shift from the concept of traditional performance to the concept 
of sustainable (or global) performance, an evolution from traditional (economic) performance 
management towards sustainability performance management is noticeable in the literature. 
 
Sustainability performance management is therefore a relatively recently emerging term in the 
debate about corporate sustainability (Schaltegger et al. 2003, Wagner and Schaltegger 2004) 
as well as in the fields of finance, accounting and performance management (Chousa and 
Castro, 2006).  
 
“Sustainability performance measurement and management can be defined (based on Bennett 
and James 1997) as the measurement and management of the interaction between business, 
society and the environment” (Schaltegger and Wagner, 2006). It aims at answering the 
following question: “How could business progress towards sustainability be operationalised, 
measured and communicated?” (Schaltegger and Burrit, 2006). Indeed, information about 
sustainability impacts and sustainability performance can help managers to incorporate 
deliberative, sustainable thinking into their decision-making, planning, implementation and 
control activities (Donaldson and Preston, 1995; Schaltegger et al., 2006; Epstein and 
Widener, 2011). Sustainability performance management is thus the process by which 
managers ensure that resources are obtained and used effectively and efficiently in order to 
reach the economic, social and environmental firm’s objectives (Anthony, 1965; Henri and 
Journeault, 2009). 
 
According to Schaltegger and Wagner (2006), the management of sustainability performance 
requires “a sound management framework which, on the one hand, links environmental and 
social management with the business and competitive strategy and management and, on the 
other hand, integrates environmental and social information with economic business 
information and sustainability reporting”. 
 
2.2. Motivations 
 
Two categories of motivations for engaging into sustainability performance management are 
generally distinguished in the literature: external and internal motives. 
 
2.2.1. External motives 
 
Firstly, sustainability performance management permits to legitimate corporate activities, 
products and services which create environmental and social impacts towards external 
stakeholders (Herzig and Schaltegger, 2006). It supports the public acceptance of the 
company generally, as well as the acceptance of particular management decisions and 
activities which may sometimes be compromising. Secondly, it may contribute to an increase 
in corporate reputation and brand value (Herzig and Schaltegger, 2006). Thirdly, information 
coming from the sustainability performance management system can be used to signal 
superior competitiveness, with the help of sustainability reporting activities as a proxy 
indicator for overall performance (Herzig and Schaltegger, 2006). In addition, it may allow 
comparison and benchmarking against competitors (Herzig and Schaltegger, 2006). Finally, it 
can be considered as a manner to be in conformity with, or to anticipate, new legislations 
about sustainability. Indeed, national or international regulations imposing the introduction of 



10 

 

mandatory information and reporting requirements are developed in some countries and this 
will probably be more and more common in the future. In case of compelled information 
requirements on sustainability, institutional compliance is (or will be) necessary for the 
continuation of business activities (Schaltegger and Burrit, 2006). 
 
2.2.2. Internal motives 
 
Firstly, sustainability performance management allows legitimating internally sustainability 
activities. It increases transparency and accountability within the company (Herzig and 
Schaltegger, 2006). Secondly, it contributes to establish and to support employee motivation 
as well as internal information and control processes (Herzig and Schaltegger, 2006). Thirdly, 
sustainability performance management is a system that permits to determine if the firm is 
performing well or not: it checks if strategic objectives have been achieved or not and it 
allows understanding better the reasons for the success or failure to achieve these objectives 
(Ratnatunga et al. 1993; Donaldson and Preston, 1995; Morse et al. 2003). Finally, one last - 
but not least- internal motivation to introduce sustainability performance management is to 
identify and to realize the economic potential of social and environmental activities (e.g. cost 
reduction or increase in revenues). Corporate management will of course be more motivated 
by engaging into a sustainable strategy if it is proved that the company has a business case for 
pursuing sustainability, but which would only be made transparent with better information 
(Schaltegger and Burrit, 2006). 
 
2.3. Tools 
 
Sustainability issues have progressively been integrated into the accounting and finance areas. 
Over the past recent years, more and more researchers and practitioners have proposed to 
develop new tools and instruments, as well as to adapt those that already exist, to permit the 
strategic performance management of sustainability by businesses (Chousa and Castro, 2006; 
Crutzen and Van Caillie, 2010).  

Tools such as environmental accounting, social accounting, green budgets, and sustainable 
(balanced) scorecards including social and environmental indicators have been developed 
over the last decades (Abbot and Monsen, 1979; Christophe, 1995; Gray et al., 1996; Adams 
and Harte, 2000; Everett and Neu, 2000; Hockerts, 2001; Bieker, 2002; Figge et al., 2002; 
Caron et al., 2007). In particular, researchers such as Figge et al. (2002) or Crutzen and Van 
Caillie (2010) have analyzed how the new dimensions popularized by Sustainable 
Development could be taken into account in the performance management of firms, by 
focusing on one particular tool: the Balanced ScoreCard (Kaplan and Norton, 1992, 1996, 
2001).  

However, this proliferation of research over the previous years has conducted to numerous 
definitions of the terms (such as sustainability, social or environmental accounting or 
performance management) and to different categorizations of tools.  
For example, sustainability accounting has, in the main, not been conceptualized. At best, a 
vague description can be found but, in most cases, sustainability accounting is just used as 
another term for environmental accounting or environmental reporting. In addition, 
sustainability accounting can be developed in different ways. On the one hand, it can be based 
on an entirely new system of accounting while, on the other hand, it can be developed as an 
extension or as a modification to conventional financial, cost, or management accounting 
(Schaltegger and Burrit, 2006). 
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So, to date, there is no consensus on the definitions and on the classification of the tools 
which can be used to manage and measure corporate sustainability performance. 
In these conditions, based on a review of previous research, we have decided to propose a 
classification of major tools which are discussed in the literature to manage and measure 
(environmental, social or sustainability) business performance. 
 
Sustainability performance management can be organized into two main categories of tools: 
(a) Sustainability Accounting and (b) Sustainability Reporting Tools which serve the 
collection, analysis and communication of corporate sustainability information (Schaltegger et 
al., 2006). 
 
“Sustainability accounting and reporting can be defined as a subset of accounting and 
reporting that deals with activities, methods and systems to record, analyze and report firstly, 
environmentally and socially induced economic impacts; secondly, ecological and social 
impacts of a company, production site, etc.; and thirdly, and perhaps the most important, 
measurement of the interactions and links between social, environmental and economic issues 
constituting the three dimensions of sustainability” (Schaltegger and Wagner, 2006). 
 

a. Sustainability Accounting  
 
Sustainability accounting can be considered as a broad umbrella term bringing together 
existing accounting approaches dealing with environmental, eco-efficiency, social or societal 
issues (Schaltegger and Burrit, 2006). Sustainability accounting serves the collection and the 
analysis of corporate sustainability information. It is an important “bridge” between strategic 
management of corporate sustainability and sustainability reporting (Schaltegger and Wagner, 
2006). 
 
Based on an examination of previous literature, Table 2 presents and describes briefly the 
major tools that can be used in Sustainability Accounting:  
 

Tools 
 

Description 

Green or social accounts 
in conventional 
accounting (Christophe, 
1995; Schaltegger and Burrit, 
2006)  

It consists in integrating the cost or revenues related to the firm’s 
activities in favor of the environment or in favor of Society in 
conventional accounting (eg. provisions for environmental 
charges) (Christophe, 1995) 

Green, social appendices 
in conventional 
accounting (Christophe, 
1995; Schaltegger and Burrit, 
2006) 

It consists in the explanation of the nature and of the calculation 
of the costs or revenues related to the firm’s environmental or 
social activities which have been integrated in specific accounts 
in conventional accounting (Christophe, 1995). 

Green, social or 
sustainability budgets (Ito 
et al., 2006; Henri and 
Journeault, 2009) 
 

A budget “is the quantitative expression of a proposed plan of 
action by management for a specified period and an aid to 
coordinating what needs to be done to implement that plan”, 
with four useful characteristics (Horngren et al. 2003.): 
- It compels strategic planning and implementation of plans 
- It provides a framework for judging performance 
- It motivates managers and employees 
- It promotes coordination and communication among sub-units 
within the company 
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Environmental, social or 
sustainability cost 
accounting (Antheaume, 
2004; Gluch and Baumann, 
2004; Herbohn, 2005) 

It focuses on generating information for management planning, 
control and decision-making (Horngren et al. 2005) in 
relationship with sustainability issues. 

Scorecards or Dartboards 
(Bonacchi and Rinaldi, 2007) 

Sets of performance indicators that include economic, social 
and/or environmental dimensions 

Balanced ScoreCard 
(Kaplan and Norton, 1992, 
1996, 2001; Hockerts, 2001; 
Bieker, 2002; Figge et al. 2002, 
Hahn and Wagner 2002, 
Schaltegger 2004, Schaltegger 
and Dyllick 2002, Hubbard, 
2009) 

The Balanced Scorecard as a strategic management tool claims 
to identify the major strategically relevant issues of a business 
and to describe and depict the causal contribution of those issues 
that contribute to a successful achievement of a firm’s 
(sustainable) strategy (Kaplan and Norton, 1996). 
 

Scandia Navigator 
(Edvinsson and Malone, 
1997) 
 

Anchored in the field of intellectual capital, this tool positions 
human resources at the center of the business value creation and 
numerous specific performance indicators are dedicated to 
human resources (Edvinsson and Malone,1997). 

 
Table 2: Major tools used in Sustainability Accounting 

 
b. Sustainability Reporting  

 
Reporting and external corporate communication play an important role in corporate 
sustainability (Herzig and Schaltegger, 2006). Indeed, more than ever, firms are now expected 
to account explicitly for all aspects of their performance, i.e. not just for their financial results, 
but also for their social and ecological performance. Openness and transparency are the new 
key words (Cramer, 2002).  
 
Ideally, the preliminary step towards sustainability reporting is the design of the sustainability 
accounting system in a way that ensures the correct information is made available, at the right 
level of quality, to calculate key performance indicators and to assess the achievement of 
goals (Möller and Schaltegger 2005; Schaltegger, 2004; Schaltegger and Burritt, 2000). An 
efficient sustainability accounting, which ensures the collection of judicious data on the 
environmental, social and economic performance of the firm, is therefore a prerequisite for an 
efficient reporting. 
 
Two kinds of reporting can be distinguished: internal and external reporting. Indeed, internal 
communication on sustainability aspects is important to give feedback to collaborators on the 
evolution of the firm’s situation. Nevertheless, reporting towards external stakeholders 
(clients, suppliers, banks, NGOs, etc.) is more popular and widely-used. Diverse traditional 
communication means can be used to display information about sustainability practices. The 
publication of a dedicated report is the most popular tool for sustainability reporting. 
 
The World Business Council for Sustainable Development (WBCSD) defines sustainable 
development reports as “public reports by companies to provide internal and external 
stakeholders with a picture of corporate position and activities on economic, environmental 
and social dimensions” (WBCSD, 2002). 
 
These reports carry a wide range of different titles, such as “Environment”, or “Environment, 
Health and Safety” (e.g. Heineken, 2002; Xerox, 2002); “Social”, “Social Accountability”, or 
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“Social Responsibility” (e.g. British American Tobacco, 2002; Daimler Chrysler, 2002), and 
in some cases “Sustainability” reports (e.g. ABB, 2002; Philips, 2003) (Daub and Karlsson, 
2006).  
 
In addition, these reports may have several characteristics:  
On the one hand, they can be integrated or not in the traditional annual reports. For several 
years, an increasing number of companies have published supplementary reports in addition 
to their standard annual reports (Daub and Karlsson, 2006). These new reports serve the 
purpose of representing the performance of the company relative to the natural environment 
and the society of which they are a part (Daub et al. 2003; Daub and Karlsson, 2006) 
On the other hand, some companies tend primarily to favor hard copies while others favor 
computer-based reports (i.e. electronic and online reports) (Isenmann and Kim, 2006).  
 
To conclude this point, it is important to underline that it comes out of recent research that 
most companies focus mainly, or even only, on the external reporting aspects of sustainability 
performance management and that they do not consider any future action plans and budgets 
concerning their sustainability or environmental strategy and activities (Ito et al., 2006). 
Therefore, while Schaltegger and Burritt (2000) underline that sustainability reporting should 
be based on an efficient sustainability accounting, which ensures the collection of judicious 
data on the environmental, social and economic performance of the firm, some other studies 
such as Ito et al. (2006) reveal that this is not necessarily always the case. 
 
2.4. Individual objectives and bonuses 

To conclude Section 2, it is important to highlight that the performance management system 
has ideally to include specific incentives and bonus in order to ensure corporate performance 
(i.e. the achievement of corporate objectives). Indeed, it is important to ensure a link between 
strategic objectives (economic but also environmental and social objectives) and personal 
incentives or bonuses (Henri and Journeault, 2009) to encourage workers to reach the 
predetermined goals. 

 

II.  Sustainability Performance Management in Seven Large Western 
European Firms: A Qualitative Analysis 

The present empirical study is based on a partnership between HEC-Management School of 
the University of Liege (Belgium)4 and Business and Society Belgium5. Thanks to an 
electronic (online) questionnaire sent to all firms which were members of Business and 
Society Belgium in 2010, it aims at better understanding of how sustainable strategies and 
sustainability performance management are tackled in practice. 

1. Research Methodology  
 

1.1. Sample  

                                                           
4 Represented by Nathalie Crutzen, Assistant Professor, Accenture Chair in Sustainable Strategy, HEC-
Management School of the University of Liege (Belgium) 
5 A non-profit organization which support CSR practices which was represented by Sabine Denis (Director) and 
Véronique Graham (Manager) 
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An online electronic questionnaire was sent to all members of Business and Society Belgium 
in 2010 (population = 69 firms). The CSR managers of seven large western European firms 
accepted to answer to the various questions in details (about 10% response rate). Anyway, 
most of them required for the confidentiality of their responses. This is why Table 3 describes 
some key characteristics of the sampled firms without mentioning their names. 

A B C D E F G 

Nationality Belgian French French Belgian Belgian Dutch Belgian 

Industry ICT 
Food 

Retailing Energy 
HR 

Services 

 

Chemicals Logistics Biopharmacheuticals 

Workers 17.000 138.000 200.000 1.465 19.000 160.000 9.000 

Annual Sales 

(in Euros) 6.065.000 19.9 billion 
Not 

available 842.714 8.5 billion 10.4 billion 3.1 billion 

Table 3: Characteristics of the sample 

1.2. Data Collection 

Primary data were collected via an electronic questionnaire that was available to all members 
of Business and Society Belgium between July 2010 and October 2010. Several emails were 
sent to the various members in order to motivate them to answer to this questionnaire.  

This survey contained a series of questions about the sustainable strategy of their firm 
(contents, motivations) as well as about their sustainability performance management 
(motivations, tools). 

In order to ensure the trustworthiness of the data collection, these data were completed thanks 
to a series of secondary data (website information, internal documents, sustainability reports, 
etc.). This permitted a triangulation of the data collection (Yin, 1988). 

 

1.3. Data analysis 

 
The data were analyzed according to the principles of the qualitative content analysis (Glaser 
and Strauss, 1967; Mayer and Ouellet, 1991; Hlady Rispal, 2002).  
 
In a first time, the data collected were organized and classified into several predetermined 
categories in a systematic analysis grid. The categorization of the data is a crucial step in the 
data analysis process because it allows the comparison of the data (Hlady Rispal, 2002).  
 
In a second time, a content analysis of the data was carried out: in-depth horizontal and 
vertical analyses were successively undertaken. The horizontal analysis consists in a detailed 
analysis of each case in order to understand it completely while the vertical analysis focuses 
on the identification of the similarities and of the differences between the cases.  
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2. Study Findings 

 
2.1.Sustainable Strategy  

All seven sampled firms are engaged in a Sustainable Strategy. All respondents highlight a 
strong integration between environmental, social and economic aspects in their core business 
strategy.  

Consistent with Section 1.3., all respondents argue that their firm entered such a strategy for 
many reasons (Bansal and Roth, 2000). All respondents mention the following motivations: 
market reasons (competitiveness and economic motives), human resource reasons, legal 
reasons and consistence with corporate values and with the (ethical) values of the top 
management team members. In addition, six out of seven respondents mention clearly that 
marketing is also one of the motivations for their firm to be engaged in a sustainable strategy. 
They completely assume the fact that one of the reason for their firm to enter in such a 
strategy is to improve its reputation and image on the market. Finally, one respondent 
mentions that an important motivation for their firm is the creation of synergies and the 
sharing of best practices amongst the various business units composing the large firm. 

2.2.Sustainability Performance Management 

The responses to the online questionnaire reveal that a sustainability performance 
management system (sustainability accounting + sustainability reporting) has been developed 
in all the seven large firms.  

Table 4 summarizes the major motivations for a sustainability performance management 
which were evoked by the respondents. 

To legitimate the sustainable strategy (externally and internally) 
7/7 

To improve image and reputation 
6/7 

To improve workers’ motivation  
6/7 

To improve internal organization 
3/7 

To manage risks/opportunities and to anticipate trends better 
3/7  

 

Table 4: Sustainability Performance Management - Major motivations 

All respondents are thus really conscious of the importance to manage, to monitor and to 
evaluate their economic, social and environmental performance. Nevertheless, most of them 
assume that, while social and environmental goals are related and aligned with core business 
strategy, the related performance management is not yet integrated. Social and environmental 
performance management is thus generally still not integrated into the traditional (economic) 
performance management system. However, the respondents clearly mention that they are 
aware of the importance of this integration and that this will be their next challenge. 

Table 5 and Table 6 expose the responses of CSR managers about the sustainability 
performance management tools that are used in their firms. These tools are organized into two 
categories: sustainability accounting and sustainability reporting tools (see Section 2.3.). 
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a. Sustainability Accounting 

Green, social accounts in traditional accounting 5/7 

Green, social appendices in traditional accounting 5/7 

Green, social or sustainability budgeting  6/7 

Green, social or sustainability cost accounting  ? 

Green, social or sustainability scorecards  2/7 

Green, social or a sustainability balanced scorecards 4/7 

Skandia Navigator 0/7 

Table 5: Sustainability Accouting Tools 

Almost all sampled firms elaborate green, social or sustainable budgets (6 out of 7) and 
integrate societal (green and social) accounts and appendices in their traditional (financial) 
accounting (5 out of 7 firms). In addition, four respondents indicate they use a Balanced 
ScoreCard to manage and evaluate their sustainability performance while only two 
respondents refer to traditional scorecards. Nevertheless, none of them uses Skandia 
Navigator and none of them has ever heard about green, social or sustainability cost 
accounting. 

b. Sustainability reporting 
 

External reporting 

Website information 
7/7 

Compulsory social report 
6/7 

Voluntary CSR report integrated into annual report 
2/7 

Voluntary CSR report (not integrated into annual report) 
5/7 

Specific events 
5/7 

Internal reporting 

Intranet 
7/7 

Events 
5/7 

Emails 
3/7 

Table 6: Sustainability Reporting Tools 

With reference to sustainability reporting, two categories of tools have been distinguished: 
external reporting and internal reporting tools.  

As far as external reporting is concerned, all sampled firms use their website to disclose 
information about the firm’s sustainable strategy and its related performance outside. 
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Moreover, it is worth mentioning that all firms publish a CSR or Sustainability report. 
However, only two firms integrate this report into their traditional annual report. Finally, five 
firms out of the seven organize specific events (such as specific workshops or dinners) to 
diffuse information about their sustainability practices. Others tools such as leaflets for 
associates, in-store communications, printed brochures or press releases have been cited by 
the respondents. 

As far as internal reporting is concerned, the intranet is widely used by all sampled firms to 
share information regarding sustainability practices with all categories of workers. Specific 
events and emails are also examples of means that are commonly used to disclose information 
inside the company. Finally, magazines, internal notes or newsletters for all employees have 
been evoked by the respondents. 

2.3.Sustainability, Personal Objectives and Bonuses 

This last part of the questionnaire aims at understanding better to what extend social and 
environmental dimensions are integrated into the individual objectives of workers as well as 
into their potential bonuses. 

Integration of social and environmental dimensions into personal 
objectives 3/7 

-Staff with direct functional responsibility (such as CSR Managers) 3/7 

-Board members 2/7 

-Senior managers 2/7 

-All managers 2/7 

-All employees 2/7 

Table 7: Sustainability and Individual Objectives 

Table 7 shows that only three sampled firms integrate social and environmental dimensions 
into the individual objectives of their workers while these dimensions are officially integrated 
into the global strategic objectives of the firm (see Section 2.1.). In addition, it is worth 
noticing that, in one of these firms, only people who are directly concerned with sustainability 
are concerned. Thus, only two of the sampled firms really integrate all three pillars of 
Sustainable Development into the individual objectives of all their workers.  

Bonus for the achievement of 

Economic objectives 6/7 

Environmental objectives  2/7 

Social objectives 2/7 

Table 8: Sustainability and Bonuses 

Table 8 leads to similar observations as Table 7. Indeed, while all firms mention explicitly 
that social and environmental objectives are a fundamental part of their global core strategy, 
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only two firms offer bonuses to their workers in function of the achievement of social and 
environmental objectives while six sampled firms offer nevertheless bonuses for the 
achievement of economic objectives. 

 

Discussion and implications for future research 

Several interesting observations come out from the present qualitative research.  

At first, this research confirms that, as Bansal and Roth (2000) argue, multiple reasons explain 
the elaboration and the implementation of a sustainable strategy by a large firm. All 
respondents mention that market reasons, human resource reasons, legal reasons and 
leadership corporate values are at the origins of their sustainable strategy. In addition, six 
respondents clearly mention that marketing is also one important motivation.  

Secondly, while some previous research underline that social and environmental 
preoccupations often remain at the periphery of core business and that it can mainly be 
associated to marketing activities without any direct relationships with core (financial) 
activities (Hamschmidt and Dyllick, 2002; Schaltegger and Wagner, 2006; Porter, 2011), the 
seven respondents highlight a strong link between economic, social and environmental 
dimensions in their strategy.  

Thirdly, this research reveals an increasing awareness of the importance to manage and to 
measure the social and environmental performance as well as the economic performance of 
large firms. Indeed, whereas some studies argue that managers find it difficult to translate 
sustainable strategy into actions and measures (Epstein and Roy, 2001) and that most 
companies focus mainly, or even only, on external reporting (Ito et al., 2006), the qualitative 
analysis of these seven large Western European firms suggests moderating these previous 
observations. Indeed, all sampled firms manage and measure their sustainability performance 
using sustainability accounting and reporting tools and most of them are aware of the 
advantages of sustainability performance management. The respondents underline the 
following motivations: the external and internal legitimization of the sustainable strategy, the 
improvement of the firm’s image and reputation, the improvement of internal organization 
and the better management of risks and opportunities. Nevertheless, most of them assume 
that, while social and environmental goals are related and aligned with core business strategy, 
the related performance management is not yet integrated. Social and environmental 
performance management is thus generally still not integrated into the traditional (economic) 
performance management system. However, the respondents clearly mention that they are 
aware of the importance of this integration and that this will be their next challenge.  

Fourthly, as far as sustainability accounting tools are concerned, this study reveals that some 
tools presented in the literature are very common while others, such as the Skandia Navigator 
or the green cost accounting, are not used by the respondents, or even totally unknown. Four 
respondents pretend that a sustainability balanced scorecard (SBSC) has been developed in 
their firm in order to manage and to evaluate its sustainability performance. However, it is 
worth mentioning that the balanced scorecard is largely presented by scientific researchers 
and by practitioners as the “best practice” in (sustainability) performance management. 
Therefore, the statement made by the CSR managers about the fact that they use a balanced 
scorecard can be questioned. Indeed, some firms develop scorecards, which are not balanced, 



19 

 

but they present them as balanced scorecards because this term is very popular. This question 
needs to be investigated in future research with in-depth case studies. 

Fifthly, as previous research did (Ito et al., 2006), this research highlights again the 
importance of external and internal communication about sustainable strategy, practices and 
related performance. Our results show that all respondents are aware of the importance of 
reporting about their sustainability activities. Various means of communications have been 
evoked such as websites, CSR reports for external reporting and intranet or internal 
magazines for internal communication.  

Finally, the results also suggest that, whereas all seven respondents stress a strong integration 
of economic, social and environmental issues into their core business strategy, this positive 
statement is questioned by the following observations. To date, only two of the sampled firms 
really integrate all three pillars of Sustainable Development into the individual objectives of 
all their workers and there are, in the facts, very few links between social and/or 
environmental objectives and bonuses. These ones are actually, in most cases, only related to 
the achievement of economic/financial goals. Thus, in practices, the personal objectives and 
bonuses policy shows that, in the majority of the sampled firms, economic activities with 
direct financial returns on business are still the priority… 

To conclude, even a general trend towards a closer integration of social and environmental 
dimension into core business strategies and into performance management has been stressed 
by the present research, some improvements are still necessary. Indeed, this study suggests 
that social and environmental objectives and activities are still considered as less important as 
classical economic ones, even if they are increasingly integrated into core business activities. 

The current empirical research has nevertheless some limitations.  

On the one hand, these results have to be “relativized” because they only repose on the 
qualitative content analysis of the cases of seven large firms. Even if a qualitative study 
contributes to an in-depth understanding of a research question, a qualitative research is 
usually presented as more subjective than a quantitative one (Cooper and Schindler, 2000; 
Thiétart, 2003). A larger scale study would be necessary to validate and to generalize these 
results.   

On the other hand, these results are mainly based on the responses given by CSR Managers 
(sometimes also heads of corporate communication!) to an online questionnaire. Even if 
triangulation methods (Yin, 1988) have been used in order to ensure the trustworthiness of the 
data collection (collection of secondary data on websites, on internal documents, etc.), the 
results of the present study are probably partly influenced by the perceptions and by the 
interests of these respondents. More detailed case studies, based on several interviews with 
diverse stakeholders (inside and outside the firms), would be useful to confirm these findings.  

This research opens some avenues for future research.  

Firstly, as a qualitative research is usually presented as more subjective than a quantitative 
one (Cooper and Schindler, 2000; Thiétart, 2003), in the future, it would be judicious to work 
on a bigger-scale study which could lead to statistically-significant results. This would lead to 
more robust and externally-validated observations (Thiétart, 2003). 

Secondly, detailed case studies, based on several interviews with diverse stakeholders (inside 
and outside the firms), would be useful to investigate more deeply why large firms manage 
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(or not) their sustainability performance and how they practically operate to manage and 
measure it. 

Finally, a comparison between several countries (and even several continents) would be 
pertinent in order to identify if there are some national or regional trends in terms of 
sustainability performance management. 

 

References 

Abbot, W. and Monsen, J. (1979), On the Measurement of Corporate Social Responsibility, Academy of 
Management Journal, 22 (3), 501-515;  

Adams, C. and Harte, G. (2000), Making discrimination visible: the potential for social accounting, Accounting 
Forum, 24 (1), 56-79. 

Antheaume, N. (2004), Valuing External Costs – From Theory to Practice: Implications for Full Cost 
Environmental Accounting, European Accounting Review, Vol. 13 (3), pp. 443-464. 

Anthony, R.  (1965), Planning and Control Systems: A Framework for Analysis; Harvard Business Press 
(Boston). 

Bansal, P. and Roth, K. (2000), Why companies go green: A model of ecological responsiveness, Academy of 
Management Review, Vol. 43 (4), pp. 717-736. 

Bessire, D. (1999), Du Tableau de Bord au Pilotage : L’entreprise au risque de se perdre, Congrès de 
l’Association Francophone de Comptabilité, Angers (France). 

Bieker, T. (2002), “Managing corporate sustainability with the Balanced Scorecard: Developing a Balanced 
ScoreCard for Integrity Management”, Oikos PhD Summer Academy. 

Bonacchi M. and Rinaldi L. (2007), DartBoards and Clovers as new tools in sustainability planning and control, 
Business Strategy and the Environment, Vol. 16, pp. 461–473. 

Bourguignon A. (1995), Peut-on définir la performance ? , Revue Française de Comptabilité, juillet- août, pp. 
61-66. 

Bourguignon A. (2000), Performance et contrôle de gestion, Encyclopédie de Comptabilité, Contrôle de gestion 
et Audit, Ed. Economica, pp. 931-941. 

Brundtland GH (1987), Our Common Future, World Commission on Environment and Development, Brussels. 

Buchholz, R. (1991), Corporate responsibility and the good society: From economics to ecology; factors which 
influence corporate policy decisions, Business Horizons, 34(4), pp. 1-19. 

Buchholz, R. (1993), Principles of environmental management: The greening of business, Englewood Cliffs, NJ: 
Prentice-Hall. 

Burke L, Logsdon JM. (1996), How corporate social responsibility pays off,  Long Range Planning, Vol. 29(4), 
pp. 495–502. 

Capron M. (2000), « Comptabilité sociale et sociétale », in Colasse B. (ed.), Encyclopédie de Compatibilité, 
Contrôle de gestion et Audit, Ed. Economica, pp. 407-419. 

Capron M., Quairel-Lanoizelee F. (2005), « Evaluer les stratégies de développement durable des entreprises 
:l’utopie mobilisatrice de la performance globale », Journée Développement Durable- AIMS – IAE d’Aix-en-
Provence, pp.1-22. 

Caroll, A. (1979), A Tridimensional Conceptual Model of Corporate Social Performance, The Academy of 
Management Review, Vol. 4, pp. 497-505. 

Caron, M-A., Boisvert, H. and Mersereau, A. (2007), La comptabilité de management environnementale ou 
l’éco-contrôle : Utilité des outils de contrôle de gestion, Actes du Congrès Annuel de l’Association Francophone 
de Comptabilité, Poitiers, France. 



21 

 

Carroll AB. 1999. Corporate social responsibility: evolution of a definitional construct. Business and Society 
38(3): 268–295. 

Christman, P. (2000), Effects of “Best Practices”of Environmental Management on Cost Advantage: The Role of 
Complementary Assets, Academy of Management Journal, Vol. 43 (4), pp. 663-680. 

Chousa, J. and Castro, N. (2006), Integrative Sustainability into Traditional Financial Analysis In Schaltegger S, 
Bennett M and Burritt R (Eds), Sustainability Accounting and Reporting, Dordrecht, Springer. 

Christophe B. (1995b), La comptabilité verte : de la politique environnementale à l’écobilan, De Boeck 
Université, Bruxelles. 

Cramer, J. (2002), From Financial to Sustainable Profit, Corporate Social Responsibility and Environmental 
Management, 9, 99-106. 

Cooper, D and Schindler, P. (2000), Business Research Methods, Seventh Edition (McGraw-Hill, London). 

Crutzen, N. and Van Caillie, D. (2010), Le pilotage et la mesure de la performance globale de l'entreprise : 
Quelques pistes d'adaptation des outils existants, Humanisme et Entreprise, 297, 9-20. 

Daub CH, Ergenzinger R, Schmassmann H and Weik M. (2003), Nachhaltigkeitsberichterstattung Schweizer 
Unternehmen 2002 Basel, edition gesowip. 

Daub, C and Karlsson, Y. (2006), Corporate Sustainability Reporting: Evidence from the first Swiss benchmark 
survey in Schaltegger, Bennett, M. and Burritt, R. (Eds.), Sustainability Accounting and Reporting, Dordrech, 
The Netherlands: Springer, pp. 557-579. 

Deming, E. (1986). Out of Crisis, 2nd Edition, MIT CAES. 

Dentchev NA. 2004. Corporate social performance as a business strategy. Journal of Business Ethics 55(4): 397–
412. 

De Wit, B. and Meyer, R. (2010), Strategy: Process, Content, Context : an International Perspective (Thomson 
Learning, United Kingdom). 

Dohou, A. and Berland, N. (2007), « Mesure de la performance globale des entreprises », Actes du Congrès 
Annuel de l’Association Francophone de Comptabilité, Poitiers, France, Mai 2007 

Donaldson T, and Preston L. (1995), The stakeholder theory of the corporation: concepts, evidence, and 
implications. Academy of Management Review, Vol. 20, pp. 65–91. 

Dyllick T, Hockerts K. 2002. Beyond the business case for corporate sustainability. Business Strategy and the 
Environment , Vol. 11(2), pp. 130–141 

Edvinsson, L. and Malone, M.S. (1997), Intellectual Capital : Realising Your Company’s True Value by 
Findings its Hidden Brain power, Harper Collins Publisher, New York, 1997 

Elkington, J. (1997), Cannibals with Forks: The triple bottom line of 21st century business. Capstone: Oxford. 

Epstein MJ and Roy M-J. (2001), Sustainability in action: identifying and measuring the key performance 
drivers. Long Range Planning, Vol. 34, pp. 585–604. 

Epstein, M ; and Widener, S. (2011), Facilitating Sustainable Development Decisions: Measuring Stakeholder 
Reactions, Business Strategy and the Environment, Vol 20, pp. 107-123. 

European Commission (2002), Communication: Corporate Social Responsibility : A Business Contribution to 
Sustainable Development. 

European Commission (2003), Recommandation de la Commission du 6 mai 2003 concernant la définition des 
micro, petites et moyennes entreprises, Journal Officiel de L'Union Européenne, Recommandation 2003/361/CE. 

Everett, J. and Neu, D. (2000), Ecological modernization and the limits of environmental accounting, Accounting 
Forum, 24 (1), 5-28. 

Figge, F., Hahn, T., Schaltegger, S. and Wagner, M. (2002a), “The Sustainability Balanced Scorecard - Linking 
sustainability management to business strategy”, Business Strategy and the Environment, vol.11, pp. 269-284 

Friedman, M. (1970), “The Social Responsibility of Business is to Increase its Profits”, The New York Times 
Magazine, 1970, September, 13 

Glaser, B. and Strauss, A. (1967), The Discovery of Grounded Theory: Strategies for Qualitative Research 
(Aldine, Chicago).  



22 

 

Germain, C. and Trebucq, S. (2004), «La performance globale de l’entreprise et son pilotage : quelques 
réflexions », Semaine Sociale Lamy, Octobre 2004, n°1186, pp.35-41 

Gluch, P. and Baumann, H. (2004). The life cycle costing (LCC) approach: a conceptual discussion of its 
usefulness for environmental decision-making,  Building and Environment, Vol. 39, pp.571-580. 

Gray R, Owen D and Adams C (1996), Accounting and Accountability: Changes and Challenges in Corporate 
Social and Environmental Reporting, Prentice Hall (London). 

Hlady Rispal, M. (2002), La méthode des cas : application à la recherche en gestion (De Boeck Université, 
Bruxelles). 

Hahn T and Wagner M (2002) Sustainability Balanced Scorecard in Lutz U, Döttinger K and Roth K 
Betriebliches Umweltmanagement: Grundlagen; Methoden; Praxisbeispiele Düsseldorf, Symposium Publishing, 
Ch 02.10 (available only in German). 

Hamschmidt, L and Dyllick, T. (2002), ISO 14001: profitable –yes! But is it eco-efficiency?, Greener 
Management International, Vol. 34, pp. 43-54. 

Hart, S. and Ahuja G. (1996), Does it pay to be green? An empirical examination of the relationship between 
emission reduction and firm performance, Business Strategy and the Environment, Vol. 5, pp. 30-37. 

Henri, J. et Journeault, M. (2006), “Eco-control : the influence of management control systems on environmental 
and organizational performance”, Working Paper, 49 pages 

Herbohn K (2005), A Full Cost Environmental Accounting Experiment, Accounting,Organizations and Society, 
Vol. 30 (6); pp. 519-536.  

Herzig C and Schaltegger S (2006), Corporate Sustainability Reporting. An Overview in Schaltegger S, Bennett 
M and Burritt R (Eds), Sustainability Accounting and Reporting, Dordrecht, Springer, pp. 301-324. 

Hockerts, K. (2001), “Corporate Sustainability Management: Towards Controlling Corporate Ecological and 
Social Sustainability”, Proceedings of Greening of Industry Network Conference, January 21-24, Bangkok. 

Horngren CT, Datar SM and Foster G (2005), Cost Accounting: A Managerial Emphasis, Prentice Hall 
International, New Jersey. 

Hubbard, G. (2009), Measuring Organizational Performance: Beyond the Triple Bottom Line, Business Strategy 
and the Environment, Vol 19, 177-191. 

International Institute for Sustainable Development (1992), Business strategy for sustainable development:  
Leadership and accountability for the '90s (Open Library) 

Isenmann, R. and Kim, K. (2006), Interactive Sustainability reporting. Developing clear target group tailoring 
and stimulating stakeholder dialogue In Schaltegger S, Bennett M and Burritt R (Eds), Sustainability Accounting 
and Reporting, Dordrecht, Springer. 

Ito, Y., Yagi, H. and Omori, A. (2006), The Green-Budget Matrix Model, Theory and Cases in Japanese 
Companies In Schaltegger S, Bennett M and Burritt R (Eds), Sustainability Accounting and Reporting, 
Dordrecht, Springer. 

Johnson,G., Scholes, K. and Whittington, R. (2008), Exploring Corporate Strategy, 8th Edition (Pearson 
Education. England). 

Kaplan, R.S. and Norton, D.P. (1992), The Balanced Score Card – Measures that drive performance, Harvard 
Business School Press, 71-79. 

Kaplan, R.S. and Norton, D.P. (1996), The Balanced ScoreCard : translating strategy into action, Boston Mass. 
: Harvard Business Review Press 

Kaplan, R.S. and Norton, D.P. (2001), The Strategy-focused organisation : how balanced scorecard companies 
thrive in the new business environment, Boston, Mass: Harvard Business Review Press 

Karatzoglou, B. (2006), Traditional Accounting Return Ratios and Business Sustainability: An Incompatible 
Relationship in the Context of Greek Strategic Business Units In Schaltegger S, Bennett M and Burritt R (Eds), 
Sustainability Accounting and Reporting, Dordrecht, Springer. 

Klassen, R. and  McLaughlin, C. (1996), The impact of environmental management on firm performance, 
Management Science, Vol. 42, pp. 1199-1214. 



23 

 

Klassen, R. and Whybark, D. (1999), The impact of environmental technologies on manufacturing performance, 
The Academy of Management Journal, Vol.42 (6), pp. 599-615. 

Konar, S. and  Cohen, M. (1997), Information as Regulation: the Effect of Community Right to Know Laws on 
Toxic Emissions, Journal of Environmental Economics and Management Vol. 32, pp. 109-124. 

Lampe, M., Ellis, S. and Drummond, C. (1991), What companies are doing to meet environmental protection 
responsibilities: Balancing legal, ethical, and profit concerns, Proceedings of the International Association for 
Business and Society, pp. 527-537. 

Lawrence, A. and Morell, D. (1995), Leading-edge environmental management: Motivation, opportunity, 
resources, and processes in Collins D. and Starik M. (Eds.), Research in corporate social performance and 
policy, Greenwich, CT: JAI Press 

Mayer, R and Ouellet, F. (1991), Méthodologie de recherche pour les intervenants sociaux  (Gaëtan Morin, 
Paris). 

McWilliams A, Siegel D. 2001. Corporate social responsibility: a theory of the fi rm perspective. Academy of 
Management Review 26(1):117–127. 

Merchant, K. and Van der Stede, W. (2007), Management Control Systems : Performance Measurement, 
Evaluation and Incentives, Second Edition (Pearson Education, England). 

Miles, M. and Huberman, M. (1994), Qualitative Data Analysis: An Expanded Sourcebook, 2nd Edition, (Sage 
Publications, London). 

Möller A and Schaltegger, S (2005), The Sustainability Balanced Scorecard as a Framework for Eco-Efficiency 
Analysis, Journal of Industrial Ecology, Vol. 9 (4), pp. 73-83.  

Morse W., Davis J. and Hartgraves A. (2003), Management Accounting: A Strategic Approach, Moscove, 
Thomson/South-Western. 

Moskowitz, M. (1972), Choosing Socially Responsible Stocks, Business and Society Review, Vol. 1, pp. 72-75. 

Porter, M. and Van der Linde, C. (1995, Green and competitive: Ending the stalemate, Harvard Business 
Review, 73(5), pp. 120-134. 

Porter, M. (2011), The Big Idea: Creating Shared Value, Harvard Business Review, January-February, pp. 62-77. 

Preston, L. and O’Bannon (1997), The corporate social-financial performance relationship: a typology and 

analysis, Business and Society, Vol.36, pp.419-42. 

Ratnatunga J, Miller J, Mudalige N and A Sohal (1993), Issues in Strategic Management Accounting, Harcourt, 
Brace, Jovanovich, Sydney. 

Reynaud E. (2003), « Développement durable et entreprise : vers une relation symbiotique », Journée AIMS, 
Atelier développement durable, ESSCA Angers, pp. 1-15. 

Salzmann, O., Ionescu-Somers, A. and Steger, U. (2005), The Business Case for Corporate Sustainability: 
Literature Review and Research Options, European Management Journal, Vol. 23 (1), pp.27-36. 

Schaltegger, S. and Burritt, R. (2000), Contemporary Environmental Accounting, Greenleaf (Sheffield). 

Schaltegger S and Dyllick T (2002), Nachhaltig managen mit der Balanced Scorecard, Gabler (Wiesbaden). 

Schaltegger S, Burritt RL and Petersen H (2003), An Introduction to Corporate Environmental Management. 
Striving for Sustainability, Greenleaf Publishing (Sheffield). 

Schaltegger S (2004) Sustainability Accounting and Reporting, CSM-Newsletter, No. 2, 3. 

Schaltegger S and Burritt R (2006), Corporate Sustainability Accounting: A Catchphrase for Compliant 
Corporations or a Business Decision Support for Sustainability Leaders? In Schaltegger S, Bennett M and 
Burritt R (Eds), Sustainability Accounting and Reporting, Dordrecht, Springer, pp. 37-59.  

Schaltegger S and Wagner M (2006a) Integrative Management of Sustainability Performance, Measurement and 
Reporting, International Journal of Accounting, Auditing and Performance Evaluation, Vol. 3, No. 1, pp. 1-19. 

Schaltegger S and M Wagner (2006b), Managing the Business Case of Sustainability. Sustainability 
Performance, Competitiveness and Business Success: Frameworks, Empirical Results and Management 
Approaches, Greenleaf (Sheffield). 



24 

 

Schaltegger, S., Bennett M. and Burritt, R. (2006), Sustainability Accounting and Reporting: Development, 
Linkages and Reflection: An Introduction in Schaltegger, S., Bennett M. and Burritt, R. (2006), Sustainability 
Accounting and Reporting, Springer, The Netherlands 

Schreck, P. (2009), The Business Case of Corporate Social Responsibility, Physica-Verlag (Heidelberg, 
Germany). 

Stanwick, P. and Stanwick, S. (1998), The relationship between social performance and organizational size, 
Journal of Business Ethics, Vol. 17 (2), 195-204. 

Thiétart, R. and colleagues (2003), Méthodes de recherché en management (Dunod, Paris). 

UN Global Compact-Accenture (2010), A New Era of Sustainability: UN Global Compact-Accenture CEO 
Study. 

Wagner M and Schaltegger S (2004), The Effect of Corporate Strategy Choice and Environmental Performance 
on Competitiveness and Economic Performance: An Empirical Study of EU Manufacturing, European 
Management Journal, Vol. 22 (5), pp. 557-572. 

Winn, M. (1995), Corporate leadership and policies for the natural environment in Collins D. and Starik M. 
(Eds.), Research in corporate social performance and policy, supplement 1, Greenwich, CT: JAI Press. 

Wokutch, B. and Spencer, B. (1987), Corporate Saints and Sinners. The Effects of Philanthropic and Illegal 
Activity on Firm Performance, California Management Review, Vol 29 (2), pp.62-77. 

World Business Council for Sustainable Development (2002), The guidance tool on sustainable development 
reporting (draft 2.0). 

Yin, R.K. (1988), Case Study Research: Design and Methods (Sage Publications). 

 

 

 

 

 

 

 

 
 


