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Abstract
This dissertation explores the perceptions and integration of sustainability by managers in the UK retail industry to answer the key question of the study; How do the perceptions of managers and their organizational capabilities together with institutional pressures determine the integration of sustainability into the long-term business objectives? The work reacts to the growing regulatory, societal and competitive demands that define sustainability as a strategic requirement but not an optional project. The qualitative research design was adopted, where semi-structured interviews were used to conduct interviews on retail managers to get in-depth insights into sustainability practices. The Institutional Theory, Stakeholder Theory, and the Resource-Based View were used to inform the analysis since the three theories explain how external pressures, stakeholder expectations, and internal capability development affect the process of integrating sustainability.
Results show that managers acknowledge sustainability as the key to long-term competitiveness, brand trust, and resilience of operations, but its implementation is still not consistent in all retail formats because of the lack of capabilities, cultural bias, and immediate financial demands. Environmental programs, especially waste management, energy conservation, and digital visibility are more systematically integrated than social goals, which usually have no quantifiable systems. Although technology helps to improve the precision of sustainability measurements, its success is limited by the readiness of organizations and their strategic orientation. The paper finds that sustainability has great opportunities of value creation, loyalty of stakeholder and resilience of supply-chain, however these prospects are dependent on well-defined governance systems, cross-functional coordination and maturity of fluid capabilities. 
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[bookmark: _dsv31wgesmm4][bookmark: _Toc216431665]Chapter 1: Introduction
[bookmark: _ogm6ru1nr2qw][bookmark: _Toc216431666]1.1 Background of the Study
The issue of sustainability has been a core item on the agenda of the retailing industry as organization increasingly deal with increasing pressure on the part of consumers, regulators, and global supply chains. According to Mountfield et al. (2021), despite the fact that sustainability is now becoming a common strategic requirement, middle managers face a significant challenge of converting sustainability requirements into practical implementation due to organizational ambiguity and conflicting commercial interests. This is indicative of a more profound conflict between efficiency models on one side and sustainability models of change on the other in retail settings. Dagilienė et al. (2022) support such an argument and reveal that institutional competing logic's tend to be likely in retail chains where commercial, operational, and ethical imperatives conflict, leading to inconsistent or symbolic sustainability practices. Conversely, Morcillo-Bellido and Duran-Heras (2020) propose that the tension can be resolved through well-designed sustainability governance tools involving the incorporation of precise oversight frameworks and accountability channels along the supply chains. Nevertheless, their perspective presupposes the necessary organizational maturity that most retail companies, especially in fast-moving consumer goods (FMCG), do not have yet, which confirms the previous statement of Mountfield et al. that capacity gaps are still a significant obstacle.
Consumers are becoming demanding of retailers to show visible and real sustainability commitments. Marín-García et al. (2021) demonstrate that the sustainability programs can enhance the store equity and customer satisfaction, but the changes may depend on the demographic characteristics, including gender. Although this implies that sustainability can provide a strategic advantage, it also implies that sustainability results are not universal and that they need a delicate managerial insight. A synthesis of these two views will indicate that sustainability in the retail sector is not an ethical issue but a strategic and operational challenge influenced by the internal competencies, external pressures, and consumer expectations.
In general, the literature presents sustainability as a challenge and an opportunity to retail managers. Others focus on the lack of capability and operational paradoxes and some on governance frameworks and customer-related benefits (Mountfield et al. 2021; Dagilienė et al. 2022; Morcillo-Bellido and Duran-Heras, 2020; Marín-Garcia et al. 2021). It highlights one of the main questions of this paper, which is the effectiveness of sustainability in retail not only based on organizational systems but also based in particular on the interpretation, priorities and implementation of the principles of sustainability as part of the management of strategic decisions.
[bookmark: _q0wq3erhwoao][bookmark: _Toc216431667]1.2 Research Focus / Problem Focus
Even though sustainability has become a crucial element of corporate strategy in industries around the world, there have been high levels of tensions as managers strive to implement sustainability principles in the strategic decision-making process. One of the most enduring dilemmas, as Haessler (2020) points out, is the necessity to maximize profits in the short-term and be sustainable in the long-term. Managers are usually pressured to show instant financial performance, which may hamper the intention or capability of investing in sustainability projects that may not yield benefits in the short run. As Haessler (20200) puts this is a natural trade-off based on traditional strategic priorities. Jayashree et al. (2021) refuted the point that technological innovations related to Industry 4.0 can alleviate such tension by facilitating more efficient and sustainable operations. Even their optimistic results, however, indicate a huge disparity in adoption, indicating that potential in technologies does not necessarily lead to strategic sustainability unless managerial knowledge and devotion exist.
The second issue is the tools and frameworks that would be used to support decisions related to sustainability. As Coteur et al. (2020) show, current sustainability assessment instruments do not usually respond to the requirements of the management as they are either excessive, too technical, or not in line with the real-life business restrictions. Such a mismatch between the tools and practices implies that managers might not be guided to make sustainable decisions despite being motivated to do so. On the contrary, Aungkulanon et al. (2023) show that decision-making models, which include fuzzy analytical hierarchy processes, can be used to treat uncertainty and complexity when making sustainability decisions. However, the implications of their results confirm the practical obstacles mentioned by Coteur et al.
The problem is also caused by structural and organizational constraints. Lehtimaki et al. (2020) focus on the contribution of path dependency and lock-in and demonstrate that organizations tend to revert to known business models even when more sustainable ones are available. It is that the current practices, relationship with suppliers and performance measures strengthen past decisions and strategic change becomes a challenge. They analyse that the agency of managers is not sufficient in situations where there is a strong organizational system. This opinion, however, is different from the more capability-driven views that hold that managers with effective strategic and innovation skills can overcome inertia. The difference in these results implies that the limitations to sustainability decision-making vary considerably among the firms based on culture, leadership and resource base.
Combined, the literature suggests that not the lack of sustainability knowledge, frameworks or technological opportunities but the obscure nature of how managers convert sustainability into strategic decisions is the core challenge in situations where commercial demands, organizational paralysis and analytical complexity prevail. These tensions are increasing in the UK retail industry, where competition is fierce, margins are low and consumer demands are changing rapidly. Sustainable decision-making can be difficult since retail managers have to balance between cost efficiency, supply chain dynamics, customer demands, and environmental responsibilities. Thus, one of the research gaps is the way in which retail managers must manage these pressures, in which sustainability should be a priority among other strategic goals, and how decisions have to be made in the face of trade-offs and uncertainty. This research aims to bridge this gap by investigating how managers perceive sustainability in the process of strategic decision-making in the UK retail industry.
[bookmark: _oqez11uiwdlq][bookmark: _Toc216431668]1.3 Rationale for the Study
The way that managers interact with sustainability is an important issue both academically and practically. Sustainability, in terms of academics, has developed beyond a compliance-based concept into one that is closely linked to competitive strategy. Knudsen et al. (2021) suggest that digitization would help to stabilize the competitive edge in turbulent times by making the sustainability practices more transparent and efficient. This argument, however, is based on the premise that firms have the dynamic capabilities that are required to capitalize on digital tools. Bari et al. (2022) argue that successful integration of sustainability is based on dynamic capabilities, which makes sustainability a strategic competence and not a moral obligation. However, both studies observe that these capabilities are not evenly distributed across industries, which suggests that the extent to which sustainability affects managerial decisions is very diverse.
The contradictions that have been evident in the literature also present a need to conduct additional research. To give an illustration, though Alsayegh et al. (2020) conclude that ESG disclosure enhances the economic, environmental, and social sustainability performance, they warn that disclosure does not ensure that significant actions are taken. This is consistent with the observation of Ahmadi-Gh and Bello-Pintado (2022) that sustainability practices are adopted selectively, with the majority of organizations basing their activities on the areas with the top reputation payoff, instead of considering those with the most significant environmental or social impact. According to their findings, the managerial motivations and interpretations can largely influence the sustainability outcomes, which confirms the necessity to research the managerial perspectives directly.
In practical terms, retail organizations are under more and more scrutiny as far as regulators, investors, and consumers are concerned. Newman et al. (2020) demonstrate that companies that are socially responsible experience better productivity, but also indicate that competitive forces might warp the sustainability initiative, sometimes making companies shift to both symbolic and strategic CSR instead of actually changing. This observation is especially relevant in the context of the UK retail industry, where the level of competition is intense and the margins are slim, which increases the strategic dilemma that managers are confronted with.
Combined, the literature shows that the impact of sustainability on strategic decision-making is not always clear and simple to comprehend. The former authors focus on sustainability as the driver of long-term benefit, whereas the latter make emphasis on the selective, even superficial, implementation of sustainable practices (Knudsen et al. 2021; Bari et al. 2022; Alsayegh et al. 2020; Ahmadi-Gh and Bello-Pintado, 2022). This tension brings out a serious requirement of knowing how managers negotiate such pressures in actual organizational contexts. This research is timely and thus required. With its analysis of sustainability in terms of managerial decisions in the UK retailing industry, it connects the theoretical argument about the dynamic capabilities and the effects on the ESG to the real-world issue related to the organizational behaviour, competition, and the actual implementation of sustainability.
[bookmark: _ebflsjverv3i][bookmark: _Toc216431669]1.4 Research Aim
The current research aims to critically evaluate how sustainability influences strategic decision-making among managers in the UK retail sector.
[bookmark: _v3vzwfm4fi7][bookmark: _Toc216431670]1.5 Research Objectives
· To analyse the perceptions of UK retail managers regarding the role of sustainability in business strategy
· To evaluate the extent to which environmental and social concerns are integrated into strategic decision-making processes
· To explore the practical implementation and measurement of sustainability initiatives in retail operations
· To identify the key challenges and opportunities faced by managers in embedding sustainability within long-term business goals
Research Questions
· RQ1: What are UK retail managers' perceptions about the importance of sustainability in the business strategy?
· RQ2: How deeply are the environmental and social issues incorporated in the strategic decision-making in the UK retail industry?
· RQ3: How do sustainability initiatives work in practice, and how are they measured in terms of retail operations?
· RQ4: What are the main challenges and opportunities that managers face when integrating sustainability into the long-term business objectives?
[bookmark: _gnux6uuwmaqg][bookmark: _Toc216431671]1.6 Scope and Boundaries
The study targets managers working in the retailing industry in the United Kingdom, and how managers understand sustainability concepts and utilize them in strategic decision-making. The paper has limitations in its scope since it concentrates on the economic, environmental, and social aspects of sustainability, which represent the synergistic relationships outlined by Andersson et al. (2022), who show that they have both an indirect and direct relationship in the conduct of business. The study thus acknowledges the concept of sustainability as a multidimensional phenomenon, but only analyses it through managerial views rather than consumer or supplier views.
The geographical coverage is limited to the United Kingdom, given that the regulatory contexts, cultural demands and market forces can vary considerably across nations. Another aspect on which the study is not effective is strategic decision-making, as opposed to operational implementation and day-to-day sustainability practices are not under the study. Although the study reflects on several different retail formats, the results may not be applicable in other areas like manufacturing or logistics. Lastly, the research does not assess the sustainability performance, but rather investigates the reasoning of managers regarding sustainability in the context of strategy, which provides an insight into cognitive and organizational limits that determine sustainability adoption.
[bookmark: _im1mwq6drkzx][bookmark: _Toc216431672]1.7 Structure of the Dissertation
The present dissertation will be divided into five key chapters that will be reviewed towards a thorough analysis of sustainability in UK retail sector in relation to strategic decision-making.
· “Chapter 1: Introduction”: In this chapter, the context of the study is determined, the research problem is stated, the reasons are given, and the research aim, objectives, scope and boundaries are identified. It forms the premise of comprehending why sustainability is a strategic issue that is important and quite complicated for retail managers.
· “Chapter 2: Literature Review”: The literature review is a critical analysis of the current research on sustainability, strategic decision-making, managerial perspectives and the retail industry. It determines theoretical controversies, the body of evidence and gaps that the study at hand aims to fill.
· “Chapter 3: Methodology”: The chapter describes the research philosophy, research design, sampling plan, data collection methods and analysis plan. It explains the reason why the adopted methodology is suitable for determining managerial interpretations of sustainability.
· “Chapter 4: Data Analysis”: It gives the results of the empirical research and explains the findings with references to the literature. It brings out important themes that show how managers integrate or find it difficult to integrate sustainability into strategy decisions.
· “Chapter 5: Conclusion and Recommendations”: The last chapter gives a summary of the findings of the study, assesses whether the research objectives were achieved or not, and gives insights into the theoretical and practical contributions. It also provides suggestions to the retail managers and defines future research directions.
[bookmark: _zbv424ugvre8][bookmark: _Toc216431673]1.8 Summary of the Chapter
The chapter provided an awareness of the relevance of sustainability in the UK retail sector and explained the reasons why it has become a key and difficult aspect of strategic decision-making. It illuminated the manner in which managers function in an environment that is based on the clashing financial, operational, and ethical demands, which lead to diverse understandings and implementations of sustainability. The chapter has highlighted the enduring gaps in capabilities, tensions within institutions and limitations in governance that impede meaningful integration of sustainability by reviewing opposite academic views. The research problem was clearly identified in the form of a gap in the knowledge of how managers negotiate such pressures in making strategic decisions. The chapter rationalized the academic and practical significance of research on managerial perspectives, the proposed research aim and objectives, and the scope and limits of the study. Lastly, the dissertation format was outlined to give a clear outline on how the study should be conducted through a theoretical foundation to empirical examination and concluding observations.


[bookmark: _Toc216431674]Chapter 2: Literature Review
[bookmark: _Toc216431675]2.1 Introduction
The chapter makes a review of the available literature in an effort to examine how sustainability influences the strategic decision-making throughout the UK retail industry. It begins by analyzing the conceptual basis of sustainability, how it has evolved over time being a peripheral or even secondary issue into a strategic core matter due to evolving consumer demands, regulatory pressures and competition. The management perceptions are then analyzed in the chapter with the issues of practical implementation and opportunities of the embedding of the sustainability in the business long term objectives. It also compares theoretical insights, such as the Institutional Theory, Stakeholder Theory and the Resource-Based View, to determine the effect that sustainability has on organizational behaviour. The review ends with the identification of some gaps to explain why the current research is necessary.
[bookmark: _Toc216431676]2.2 Conceptual Framework
[bookmark: _hp3nrk10z4vr]Sustainability has gradually evolved into a peripheral factor to a central factor to strategic decision-making in the retail sector of the United Kingdom. As stated by Alkaraan et al. (2023), to a large number of executives, the motivation to engage in sustainable practices is not delivered as a one-dimensional factor; instead, it is a derivative of an intricate blend of regulatory requirements, shifting consumer beliefs and operational risks, as well as competitive pressures. As argued by Wu and Yang (2021), with the growing environmental awareness of the retail environment, there is a pressure on the managers to question business assumptions, as well as business operational priorities in favour of long-term resilience.
One of the most significant influences is produced by consumer expectation. The UK consumers have become highly conscious of the policies and practices that affect the environment, such as carbon emissions and plastic waste, as well as, ethical sourcing and labour practices (Statista, 2025). As mentioned by Tian et al. (2023), this change cannot be overlooked by managers because brand reputation and retention of customers are directly related to perceived environmental responsibility. As such, sustainability can now be applied in decisions concerning material sourcing, supplier choice, product line design and even in the development of the store format. As opined by Benkert (2021), retailers are trying circular business models, product-repair programs, and recycling programs. These are not only moral decisions, but they are strategic ones that are aimed at fostering trust and brand differentiation in an already saturated market.
Managerial decision-making is also subject to significant pressure because of growing regulatory requirements and legal obligations related to sustainability. The UK laws regarding carbon reporting, packaging, waste minimization and energy saving are getting stricter and stricter. As mentioned by Settembre-Blundo et al. (2021), managers are therefore to expect the compliance requirements and at the same time manage the costs. However, instead of looking at regulation as a limitation, most retail leaders have seen sustainability compliance as a way of simplifying operations and preventing future fines. As argued by Liu et al. (2024), this change of attitude is an indication that sustainability has integrated itself with risk management and planning in the long term. Another area in which sustainability has massive influence is operational efficiency. Managers are becoming aware that financial payoffs can be achieved through environmentally friendly practices. The choice of making energy efficiency better, waste minimization, and adopting digital technologies are developed not only with references to the environmental ideal but to the need to save overheads. As opined by Lutfi et al. (2022), to illustrate the point, several stores have found out that efficient logistics systems emit less and save on transport. This twofold advantage influences managers to weigh sustainability not as a form of pure duty but of being a component of operational performance.
Competitor forces also make a determining role, and retailers that show excellent sustainability credentials tend to attain a favourable position on the market (Kumar, 2024). As highlighted by Wu and Yang (2021), managers thus incorporate sustainability in brand identity, marketing and corporate communications. The need to reinforce differentiation is also getting into even internal strategic choices like investments in employee training, supplier development or research on more environmentally friendly materials. As argued by Martínez-Peláez et al. (2023), lastly, sustainable resource management is the only way in which the sector would be viable in the long term. Retail managers are aware of the fact that climate risks, supply chain disruption and lack of resources may pose a threat to business continuity. The decision-making based on sustainability is, thus, one of the ways of future-proofing the organization. Managers consider the increasing unpredictability of world markets and understand that sustainable practices make it stronger.
[bookmark: _et38e7cjd2hc][bookmark: _Toc216431677]2.3 The perceptions of UK retail managers regarding the role of sustainability in business strategy
The views of the UK retail managers on the issue of sustainability have been significantly developed during the past ten years. As highlighted by Hristov and Appolloni (2022), although the concept of sustainability has been traditionally considered as one of the aspects of corporate social responsibility. Its current managers treat it as one of the key business strategy components. their thinking is informed by experience in a field that is ever changing to meet consumer behaviour changes, government demands, and pressures in the global supply chain. As argued by Settembre-Blundo et al. (2021), this and other experiences have increasingly led to a more strategic, opportunity-driven definition of sustainability. One of the existing views among managers is that sustainability increases brand credibility. Most retail executives note that consumers are increasingly demanding transparency in matters relating to ethical sourcing, packaging, and labour. As stated by Foroudi et al. (2023), according to managers, integrating sustainability into the business strategy allows the firms to achieve these expectations as they establish deeper emotional relationships with the consumers. Direct customer responses, market trends and the performance of sustainability-based retail brands support this perception. As a result, sustainability is a cost that has been perceived by many managers to be a strategic investment.
Sustainability also drives innovation as seen by managers. People working on product development, supply chain management, and operations often mention that sustainability issues force the organization to be more innovative and consider new materials, technologies, and business models. As an example, procurement managers also establish alliances with suppliers who can deliver materials that are environmentally responsible. As stated by Elg and Welinder (2022), store operations are another area of operation where others who deal with sustainability identify such sustainability-oriented designs as energy saving lighting or digital receipts, as improvements in environmental performance as well as in customer experience. As argued by Wu, X. and Yang (2021), it is through this perception that managers will start to regard sustainability not as a limitation but as an avenue towards modernizing operations. The other theme that stands out in the managerial perceptions is the connection between sustainability and reduction of risk. As highlighted by Carmine and De Marchi (2023), the challenges that retail managers have to face on a regular basis include unpredictable supply chains, changes in resource expenses, and reputation risk. A lot of people have therefore taken a stand that sustainability enhances organizational resilience. As argued by Liu et al. (2024), the logistical managers usually outline the effects of carbon efficient transportation strategies that minimize the emission and fuel reliance. Likewise, the managers of corporate governance are aware that corporations that are viewed as irresponsible are under increased scrutiny by both regulators and the general population. This further confirms the idea that sustainability promotes the security of business on long-run.
Managerial perceptions are also influenced by financial performance. Sustainability initiatives might require initial investment but many managers are reporting the real savings in the long term. Efficiency in energy consumption, waste minimization strategies and streamlined supply chains reduce the operating expense in the long run. According to Baicu et al. (2022), this observation has contributed to the fact that sustainability and profitability are not conflicting goals, instead, they are complementary goals. The managers often provide the examples where sustainable practices helped to reduce the costs and increase the brand value, which strengthens the belief that sustainability is economically sound. Lastly, sustainability is an ethical requirement that is gaining popularity among managers. As argued by Benkert (2021), most of them articulate that there is a great responsibility they have towards communities, employees and the generations to come. This ethical aspect makes them know how to promote sustainability in their organizations. Although there are no definite financial gains, some managers still continue to consider sustainability a right thing to do, which shapes the inclination to support internal policies, training programmers, and more considerate decision-making. According to Settembre-Blundo et al. (2021), Generally, UK retail managers see sustainability as a strategic resource contributing to increasing reputation, encouraging innovations, reducing risks, improving business performance, and harmonizing business activities with more wide-ranging ethical principles. As argued by Benkert (2021), the overall effect of these perceptions is to promote a more integrated perspective of sustainability to business strategy.
[bookmark: _Toc216431678]2.4 The practical implementation and measurement of sustainability initiatives in retail operations
Pressure of the institutions, technological capacities and the needs of the supply chain influence the practical implementation of sustainability initiatives in the retail operational processes. As per Dagilienė et al. (2022), retailers tend to work in the framework of competing institutional logic s, and environmental, legal and financial expectations can impact the decision-making on sustainability as a block. Their results indicate that whereas retailers acknowledge the importance of sustainability, its implementation is often disjointed, with premium, mainstream and discount retailers taking various models. It is different to Vadakkepatt et al. (2021), who state that many retailers are moving beyond compliance-based sustainability to a strategic approach, where the environmental and social objectives are integrated into the core business processes. They propose that the practical implementation is more and more associated with value creation, which is manifested by the decrease of waste, better sourcing practices and innovations in recycling and circular-economy practices.
Digitization is one of the driving forces of practical implementation in the entire sector. Jarašūnienė and Paulauskas (2025) claim that Industry 4.0 technologies, including IoT monitoring systems, artificial intelligence, block chain, robotics and big data analytic, can enable a retailer to quantify the sustainability performance more accurately. The retailers are able to measure energy consumption, emissions, waste and social compliance rates better through real-time logistics tracking, automated warehousing and digital traceability systems. Nevertheless, it is a technologically optimistic perspective that is in contrast with the fact that most retailers do not have internal competencies, resources and structural support that they need to fully integrate such tools. This comparison indicates that digital innovations may increase the accuracy of measurements, but their efficiency is determined by the organizational and institutional situation.
Imran et al. (2024) note that geopolitical uncertainties and pandemics cause disturbances in the world, increasing the necessity of resilient and sustainable supply chains. Their results indicate that sustainability implementation would entail aligning the economic, social and environmental requirements, especially in areas in which there is a high level of waste and consumption of resources. Digital technologies and the principles of the circular economy optimize transparency and the sustainability measure. Nevertheless, sustainability turns out to be a survival strategy instead of a strategic differentiation, which contrasts the opinion of Vadakkepatt et al. (2021), who are more opportunity-focused in their perspective.
The measurement of sustainability is also made more complex in e-commerce. As illustrated by Rao et al. (2021), online retailing may lead to a decrease in some of the environmental burdens, but it causes other sustainability factors, namely excessive packaging waste and delivery emissions. They state that measurement should include both positive and negative externalize and that sustainability measurement should go beyond the conventional supply-chain indicators. It is unlike less retailer-oriented models wherein consumer behaviour is a core variable that determines how implementation and measurement are done. Though the sustainability programs in the retail operation are more and more justified with the digital tools and provided with the circular frameworks and official performance metrics, the literature represents the ongoing tensions. The key to successful implementation lies in bringing the technological capabilities in line with organizational culture, institutional expectations and complicated consumer behaviour s.
[bookmark: _Toc216431679]2.5 Opportunities faced by managers in embedding sustainability within long-term business goals
Incorporation of sustainability in long-term business objectives will provide managers with high levels of strategic opportunities that go beyond compliance, which can provide avenues of value creation, competitive advantage and trust by stakeholders. According to Papadopoulos et al. (2025), the strategic integration of CSR into the business of retail is one of the biggest opportunities, as it improves brand equity and customer loyalty. Their analysis demonstrates that the sustainability-based programs are very powerful when they are incorporated visibly a long-term strategy visibly among consumers. This view also correlates with Celestin and Sujatha (2024), who emphases that the inclusion of ESG factors into the main business encounters improves financial results and corporate image. Therefore, sustainability is not only a cost but also a business asset that creates business resilience over time.
However, Celestin and Sujatha (2024) identify the operationalisation challenge, which appears to be a significant issue among many firms that think and acknowledge the importance of sustainability but lack well-developed governance systems to exploit these opportunities. Michalski (2024) depicts the way through which the Balanced Scorecard may be operational to implement ESG in strategic management systems. His results demonstrate that the managers can transform sustainability aspirations into quantifiable goals and it is a practical tool for seizing chances like enhanced stakeholder confidence, efficiency in processes and profitability over the long term. This is unlike Papadopoulos et al. (2025), who pay more attention to consumer-facing opportunities as compared to Michalski (2024), who emphasis internal strategic alignment as a requirement of capitalising on sustainability benefits.
Another important opportunity that arises is that of decision-making based on materiality. Gulko et al. (2024) indicate that managers who do effective materiality assessment can focus on sustainability measures, which do generate real long-term value, as opposed to symbolic disclosures. They highlight the fact that materiality allows companies to make sustainability consistent with strategic risk management, investor expectations and societal priorities. This transcends the scope of Papadopoulos et al. (2025), which focuses on consumer perceptions to align the concept of sustainability as a tool of protection of long-term values among various groups of stakeholders. However, Gulko et al. (2024) warn that such opportunities are being watered down by inconsistent reporting structures, meaning that managers should walk the fine line of reporting diversity to retain credibility.
Adolph and Beckmann (2024) offer a conceptual clarity that it is possible to overcome the concept of ambiguity by defining sustainability in such a manner that enhances strategic coherence. They argue that, once the conceptualization of sustainability is made clear, managers can instil sustainability as a long-term value logic, which influences innovation, employee engagement and organizational identity. It demonstrates that managers have not only limitations but also significant opportunities: to increase brand loyalty, to enhance governance, to better performance measurement, to gain investor confidence and to create resilient value chains that are resilient. What is critically understood by authors is that these opportunities are optimized when sustainability is strategically incorporated, materially informed and operationally embedded, and that sustainability is no longer seen as a compliance need by the organisation but rather as a long-term competitive benefit.
[bookmark: _Toc216431680]2.6 Challenges faced by managers in embedding sustainability within long-term business goals
Managers have significant difficulty in incorporating sustainability in the long term business objectives, mainly due to the fact that sustainability requires the replacement of the traditional efficiency centred models to transformational organizational change. A systems view states that to achieve sustainability, it is necessary to reorganize the creation of value and long-term orientation, but most organizations continue to make small adjustments, which indicates a lack of correlation between strategic objectives and operational capabilities (Trollman & Colwill, 2021). The existence of this gap implies that managers are likely to face institutional inertia in which institutional routines and cultural norms hamper the incorporation of sustainability into the mainstream processes. Although strategic direction focuses on sustainability as a path to long-term competitiveness, the managerial imperative of transforming inspirational visions into operational strategies reveals practical limitations, particularly when resources, expert abilities or a fit between leadership and strategies are scarce (Bhutto, 2023).
These restrictions are also enhanced by fact that managers cannot easily develop the dynamic capabilities required to think in life cycles, work in cross-functional teams and be innovative. In case of poor such capabilities, sustainability initiatives are isolated and remain in specialized teams instead of becoming embedded in the organizational units, limiting their impact on long-term decision-making (Bianchi et al., 2021). Meanwhile, the top managers talk more and more about sustainability as a value-creation story, which is a sign of its strategic significance, but such a symbolic focus may mask internal contradictions. When the operationalisation of sustainability by managers are based on a mismatch between the social promise and the internal capacities, they can lead to strains between reputation discourses and organizational realities (Arvidsson, 2023).
Managerial problems are also determined by the governance forms because sustainability has to be aligned in line with the board-based priorities, regulatory demands, and the stakeholder pressure. These incompatibilities put a strain on the discretion of the manager, pushing it to the point where it becomes hard to balance the short term financial necessity with the long term environmental and social goals. The fact that their governance relations are complex also implies that managers will receive opposing definitions of what sustainability performance is, which constrains their ability to be consistent in their strategic alignment (Hristov et al., 2021). Furthermore, the consideration of the environmental, social and governance in the risks management frameworks depicts the opportunity and limit as well. Financial risk on the one hand can make sustainability a priority in strategic planning; on the other, sustainability can be addressed by managers in a very limited way, trying to make their organizations more sustainable by improving ESG metrics, which can make them focus on the compliance-based reporting instead of the actual organizational change (Landi et al., 2022).
Taken together these standpoints demonstrate that the issue is not ignorance or intent but rather the challenge of inculcating sustainability into systems, cultures and forms of governance based on short-term performance. To achieve successful long-term integration, the ability must be developed, organizational alignment and corporate leadership devotion-states that are still unequal in the retail industry.
[bookmark: _Toc216431681]2.7 Theoretical Implications 
Institutional Theory
According to institutional views, sustainability will become institutionalized in strategy where the formal and informal rules change the perceived legitimate managerial behaviour and how sustainable development agendas are transduced out of policy discourse into organizational practices (Özkan, 2024). Building on this perspective, norms are depicted as stronger than threats or competitive trends, as managers tend to discuss sustainability as a moral and professional demand, not as a reaction to sanctions, which means that normative pressures can positively influence strategic decision making in the long term in relation to environmental and social results (Marculetiu et al., 2025). However, as demonstrated by middle managers working in retail and fast-moving consumer goods, these institutional expectations come into conflict with operational constraints, including resource constraints, divided mandates and contradictory performance solutions, and displays that compliance stories are not necessarily translated into profound strategic integration (Mountfield et al., 2021). All in all, institutional forces seem to be required yet not adequate to achieve sound sustainability decision-making.
Stakeholder / Managerial Perceptions
Stakeholder-based approaches underline that managers perceive sustainability in terms of the perceived demands of the various actors in order that CSR and sustainability are seen as an instrument of ensuring legitimacy to the customers, employees and communities as opposed to appurilatory philanthropy (Modreanu et al., 2024). Distinctions between small and medium-sized businesses and multinational corporations indicate that ownership structure and resource depth determine the seriousness with which managers take into account stakeholder claims because larger retailers are able to institutionalize CSR departments whereas small companies are dependent on more informal responsiveness and thus strategic integration of the sustainability issue is not evenly spread. This trend suggests that the stakeholder theory cannot be generalized to all retail situations, since power relations, and the lack of information implies that some voices will always be peripheral in decision making, especially in the situation where price competition is high. In turn, the stakeholder logic's provide a convenient explanation of why managers would choose to focus on certain sustainability concerns, yet the logic's do not completely explain how the lack of interest in diffuse social or environmental stakeholders persists.
Resource-Based View (RBV)
Resource-based explanations consider sustainability a strategic competence capable of improving performance in cases where firms create unique set of absorptive, innovative and branding capabilities that demonstrate that retail organizations translate sustainability investments into better results only when such capabilities are synergistic (Phuong et al., 2022). The evidence on sustainable marketing strategies is complementary, indicating that the strategic orientation of the company and its managerial readiness to take proactive sustainability steps earlier than regulatory or competitive forces generates a competitive advantage, which means that having green resources is not enough (Demessie and Shukla, 2024). Combined, these clues suggest that managers in retail cannot make sustainability a generic best practice as the benefits require path-dependent learning, multifunctional coordination and credible brand signals. The capability-based explanations do run into the danger, however, of underestimating structural constraints, because, in the absence of size, margin and supply-chain constraints, all firms can invest in advanced sustainability competences.
[bookmark: _Toc216431682]2.8 Literature Gap
The available literature offers good insights with regard to the implementation of sustainability, opportunities, and managerial issues, but there are still some gaps in the comprehension of how these dynamics manifest themselves in the UK retail strategic decision-making. Still, there are numerous studies on institutional logic's, technological capabilities and supply-chain sustainability, but they fail to offer insight on how managers can reconcile organizational contradictory pressures when entrenching the concept of sustainability into long-term planning. The past literature also highlights the themes of digitization and circularity but it does not focus on how the different retail formats, including high-end, mainstream and discount, influence managerial choice. Moreover, although such opportunities as brand equity, alignment with ESRs, and materiality evaluation are discussed thoroughly, the question of the priorities between symbolic and substantive sustainability action is considered only somewhat when managers are faced with resource restrictions and operational ambiguity. In general, the literature does not adequately cover a perception-implementation gap in management, and the question of how managers must strike a balance between stakeholder expectations, technological possibilities, and internal limitations of capacity in long-term sustainability strategy remains unanswered.
[bookmark: _Toc216431683]2.9 Summary
The literature reveals that implementation of sustainability in retail is influenced by institutional pressures, technological advances, and supply-chain requirements but the forces do not affect all organizations in the same way. Although digital tools, ESG frameworks and materiality assessments can be used to harness value creation, competitive advantage and strategic alignment, managers also grapple with issues of capability deficits, governance tensions as well as fragmented operations structures. The long-term integration of sustainability is revealed as an opportunity and a challenge which can be attained long-term based on the readiness of the organization and the depth of the resources. Together, the review reveals the ongoing gaps between the sustainability ambition and implementation, and supports the necessity of conducting the empirical studies on managerial decision-making in terms of the UK retail industry.
[bookmark: _Toc216431684]Chapter 3: Methodology
[bookmark: _Toc216431685]3.1 Research Objectives
· To achieve this aim, the following research objectives were developed:
· To identify how UK retail managers perceive the role of sustainability in organizational strategy.
· To examine how sustainability initiatives are implemented and measured in retail operations.
· To explore the opportunities that sustainability provides for long-term organizational development.
· To analyse the challenges managers, face when integrating sustainability into strategic decision-making.
[bookmark: _Toc216431686]3.2 Research Rationale
This research paper focuses on sustainability as the major element of strategic decision-making in the UK retail sector.  Alkaraan et al. (2023 have indicated that sustainability is ceasing to be a peripheral issue and a strategic focus due to regulatory requirements, consumer demands, operational risks, and competitive isotope. Wu and Yang (2021) have also described in the literature that managers are now regularly considering sustainability when sourcing, product developing, logistics and long-term organizational planning (Tian et al., 2023; Benkert, 2021). Nonetheless, in relation to this increasing focus, there is insufficient empirical research that captures the perception of sustainability by retail managers in the UK and how they operational this concept as part of their decision-making process. This gap makes it necessary to have a specific primary investigation.
Hristov and Appolloni (2022) and Settembre-Blundo et al., (2021) have mentioned that managers are most likely to change their views on sustainability as a source of innovation, brand credibility, and organizational resilience. Managers have realized that sustainability is both a competitive edge and a cost reduction measure, but they are also contending with other issues, including regulatory complexity, cost implications, supply chain volatility, and ethical requirements (Elg & Welinder, 2022; Carmine & De Marchi, 2023). These conflicting pressures imply that managerial experiences are always multidimensional and cannot be perceived in terms of quantitative trends only.
Since sustainability contains both objective organizational measures and subjective managerial decisions, the integration of the quantitative and qualitative data will allow one to have a more holistic and accurate idea of sustainability. This methodological argumentation coincides with the complexity of the literature and is in line with the overall objective of the research to investigate the relevance of sustainability in strategic management decision-making in the UK retail industry.
[bookmark: _Toc216431687]3.3 Research Design
The research design is the topmost plan in the research onion and it covers the way the researcher will be carrying out the investigation of the phenomenon under study. Research design has been considered the overall strategy or blueprint of a research paper, which aids in addressing research objectives and questions and guides the research paper towards right direction (Khanday & Khanam, 2023). The strategy should correspond to the research purpose, philosophical principles, and practical limitations and allow obtaining relevant and abundant information (Minja, 2020; Fuertes et al., 2020). As this dissertation aims to learn how sustainability affects the strategy decision-making process in the UK retail sector, the strategy that should be selected should reflect the complexity and contextual differentiation as well as managerial attitudes of sustainability practices. According to the literature, sustainability in retail is defined by the dynamic regulatory forces, customer demands, business requirements, and overall organizational vulnerabilities (Alkaraan et al., 2023; Wu and Yang, 2021). All these multidimensional influences render the phenomenon appropriate to be investigated in depth.
This is the reason why the research will use a case study research strategy where the UK retail sector will be used as the bounded case. The case study research is especially useful in investigations of modern, practical problems within their organizational and managerial settings (Fuertes et al., 2020). It helps the researcher explore the meaning of the term sustainability in the minds of managers, the operationalisation of sustainability in various retailing environments and the influences of organization constraints on decision making. Since sustainability is an interrelated strategic, ethical, financial, and operational issue, the case study research design enables the researcher to examine the interrelated issues in a holistic way as opposed to studying them separately (Talan et al., 2024).
In this case study approach, the mixed-method survey will be the main instrument of data collection. Both breadth and depth are sustained by the combination of quantitative and qualitative items: quantitative questions can reveal measurable trends in the attitudes and practices of sustainability (Jan et al., 2025), whereas qualitative answers can enable managers to express more subtle relations and situational concerns like pressure of the regulation, competitiveness, or disruption of the supply chain (Guo et al., 2024). The alternatives plan like experiments or pure qualitative ethnography were discredited due to lack of generalisability or practicality they would offer. The case study approach with the backing of mixed-method survey information is thus a powerful contextually based strategy that is highly appropriate in investigating sustainability in strategic managerial practices.
[bookmark: _Toc216431688]3.4 Research Paradigm / Philosophy
[bookmark: _Hlk215773641]A research paradigm is an expression of the view of the world to which a methodology is determined (Guraya et al., 2023). There are three prevailing paradigms that apply to this study and these are positivism, interpretivism and pragmatism. Positivism presupposes that the objective of reality is measurable based on observable facts and quantifiable data (Park et al., 2019). Positivist scholars use numerical data, statistical trends and systematic tools to make inferences extensively (Park et al., 2019). This paradigm also fits the quantitative facet of the research especially in measuring the sustainability perceptions, organizational practices as well as strategic priorities. In contrast, interpretivism focuses on the subjective meaning, contextual interpretation and the distinctness of human experiences (Pervin & Mokhtar, 2022). It insists that human behaviour cannot be properly explained by a set of numerical data only (Pervin & Mokhtar, 2022). This paradigm is consistent with the qualitative open-ended questions in the survey, which address the answers and thoughts of managers.
The mixed method research frequently employs pragmatism due to its practical reasonable nature by enabling the researcher to integrate the methods based on their practicality and not to the extent of their philosophical purity (Kaushik & Walsh, 2019). According to Pragmatists, objective measurement and subjective interpretation may always be used in the same study as long as such union will assist in providing answers to the set research questions more efficiently (Elgeddawy & Abouraia, 2024). Since this study involves the application of both quantitative and qualitative data, the research philosophy adopted by the study is pragmatic research. The pragmatism is flexible and related to the motive to comprehend sustainability decision making as a practical trend in organization as well as subjective managerial experience. Pragmatism thus offers the most appropriate philosophical base of combining organized numerical information and free qualitative descriptions.
[bookmark: _Toc216431689]3.5 Data Collection
The data collection is a basic phase of any research project since it offers the empirical evidence needed to answer the research questions and may be used to interpret the findings. The information on this research was gathered with the help of a self-administered, structured questionnaire that included 25 items and was aimed at collecting both quantitative and qualitative data on managerial attitudes to sustainability in strategic decision-making. The questionnaire was open ended, Likert, multiple choice and close ended, since it was a mixed method study and thus included a mixture of these questions. This not only ensured that the research process not only captured the quantifiable patterns but also detailed managerial insights which is also in line with the pragmatic research philosophy which informed the research methodological decisions (Wallwey & Kajfez, 2023).
The questionnaire was created in a systematic way based on the literature review. First, major themes that were determined in Chapter 2, including sustainability perceptions, integration into strategy, implementation challenges and long-term organisational opportunities, were used as categories upon which several survey items were developed. This is in line with the suggestion that development of questionnaires must be closely related to theoretical constructs to make them more relevant and coherent (Thun et al., 2024). Second, the principles of sustainability like Corporate Social Responsibility (CSR), Environmental, Social and Governance (ESG) indicators and principles of the circular economy became the sources of information on the items concerning environmental practices, performance evaluation, and future sustainability priorities. A broad application of the frameworks is in the research of retail and strategic management and their presence is some guarantee that the questions represent the known aspects of sustainability (Şahin & Kara, 2024).
Also, theories of managerial decision-making models including rational decision-making, strategic prioritization and stakeholder-driven decision-making models were used to inform the design of items investigating how sustainability is prioritized in the planning processes. This was to make sure that the questionnaire would not be just determining sustainability as an ethical factor, but also as a strategic variable incorporated in organization decision systems (Ayarkwa et al., 2022). The questionnaire was designed as coherent thematic sections so as to facilitate clarity and enhance construct validity that led the respondents to more conceptual and reflective questions, starting with demographic information. These sections included the information that pertains to the managerial roles, sustainability knowledge, strategic integration, organizational challenges and motivators, and the sustainability priorities expected in three to five years. The way the questions were presented in this order gave the respondents a chance to interact easily with the instrument and they presented data that could be analyzed in a systematic manner.
The mixture of closed-ended and open-ended questions was not accidental. Close-ended questions facilitated gathering of measurable data that is needed in the statistical analysis whereas the open-ended questions gave richer managerial explanations to some of the complexity that is inherent with decisions to do with sustainability. Likert scales helped to measure the perceptions and attitudes by attributing numerical values to the extent to which an individual agrees or perceives something as important or not, which is highly endorsed in management research survey research (Taherdoost, 2019). Categorical response options enabled the respondents to choose predetermined options and this facilitated the process of coding and analysis of data. The survey was sent electronically to make it available to access managers in different sub-sectors of the UK retail sector that assisted in maximizing participation and anonymity of respondents.
[bookmark: _Toc216431690]3.6 Population and Sample
The purpose of designing a methodology must include defining a suitable population and sample because the relevance and reliability of results directly depend on the suitability of participants chosen (Ahmed, 2024). The target population of the intended study will be managers in the retail industry in the United Kingdom with those in the employment of supermarkets, fashion retail, home goods, convenience stores, and speciality retailers as well as e-commerce operations. These people were chosen since their work is characterized by decision-making which has a direct impact on the organizational sustainability strategy. Since the sustainability practices are diverse in retail format, it is more advantageous to focus managers on different segments so as to enhance the representatives and richness of the study (Singh, 2024).
In order to access this population, a non-probability purposive method used in the study was the purposive sampling method. The reason behind the use of purposive sampling is that the research will particularly require information about people who have the required knowledge; that is, the managers who are engaged in determining strategies and decisions concerning sustainability. The purposive sampling should be used when the intention is to collect data rich in information about the participants who have an understanding of the topic (Memon et al., 2024). This approach makes sure that the respondents provide significant and experience-based information that is in line with the objectives of the study.
Along with that, there was a snowball technique of sampling. The managers who were given the survey were motivated to refer the survey to others in the same position. Snowball sampling is also applicable when the researcher aims to interview a certain professional group because it has a high possibility of accessing difficult to reach respondents (Ting et al., 2025). This strategy increased sample size/diversity in retail sub-sectors.
This study should take 150-200 completed responses, which is the amount required on a postgraduate level concerning a quantitative survey described. It is sufficient to give a statistical analysis, but is also large enough to incorporate the qualitative responses to open-ended questions.
The parameters of inclusion were clearly stated to make sure that the views obtained represented those of persons directly involved in making decisions that were related to sustainability. The managers had to be operating in the UK retail industry and presently, they had to be in either supervisory or strategic positions and engaged in sustainability talks or projects in their organization. The people who do not work in the retail sector, do not manage people, or do not work in the UK were omitted to ensure the data is relevant and accurate.
Such standards helped to make sure the information gathered was the true managerial view and not the overall opinions of the employees. Although the non-probability sampling hinders the generalisability, the sampling is acceptable as the research focus is on the managerial insights rather than the opinions of general population.
[bookmark: _Toc216431691]3.7 Data Analysis
Since this was a mixed-method design, statistical and qualitative methods of data analysis were utilized. The quantitative data were then exported into statistical tools like SPSS and Microsoft excel to clean and code the data. To be analyzed numerically, responses on categorical and Liker t scale were given numerical values (Rahman & Muktadir, 2021). Descriptive statistics, such as means, medians, mode, frequencies, and percentages were used in the first part of the analysis (Shreffler & Huecker, 2023). These methods condensed the perceptions, practices and strategic priorities of managers on sustainability. Descriptive statistics was in accordance to Objective 1, which entailed the determination of the general managerial perceptions.
Subsequently, cross-tabulation research designs were used to investigate the association between demographic factors (e.g., company size, managerial level, years of experience) and sustainability-related responses (Donkor et al., 2023). The cross-tabulations were used to find out differences in sustainability integration among various segments of the retail industry. These analyses directly addressed Objective 2 that focused on the operationalisation of sustainability initiatives in organization.
Chi-square tests were used to test relationships between categories of variables (McHugh, 2013). These tests are suitable when the dissertation at the PG is based on ordinal or categorical survey data. The chi-square test came in handy especially in the comparison of the perceptions of the various managerial groups on the influence of sustainability on financial performance, competitive advantage and strategic planning (Farida & Setiawan, 2022). Through these analyses, Objective 3 which examined strategic opportunities due to sustainability was studied.
In the case of the qualitative open-ended answers, the thematic analysis was done. The responses were manually coded and divided into recurring themes which included resource constraints, leadership support, measurement challenges, consumer expectations and supply chain challenges (Cajal-Grossi et al., 2023). Thematic analysis This method is typically employed in a mixed-method survey studies in order to make sense of open-text responses and add context to a quantitative result (Ozden, 2024). These thematic ideas were critical in achieving Objective 4, which addressed the challenges that managers face in implementation of sustainability. The combination of both quantitative and qualitative results helped in the overall interpretation of the results and thus, the results were in line with the mixed-methods approach.
[bookmark: _Toc216431692]3.8 Reliability and Validity
Reliability and validity are critical in making sure that the research results are credible, trustworthy, and consistent with the known methodological standards. Reliability is the level of consistency of a research instrument and the possibility to produce consistent results in similar conditions (Correa-De-Araujo et al., 2017). Reliability was enhanced in this paper by using pilot testing of questionnaire in order to determine trouble maker words and sequence adequacy of the items. It was also facilitated by the use of standardised questions, which ensured that the respondents were all asked the same questions to facilitate uniform data collection. Additionally, the internal reliability was also supported by the use of Liker t-type scales to measure the constructs of perceptions, attitudes, and strategic priorities in a consistent way, which is generally accepted in the survey-based management research (Taherdoost, 2019).
Validity is the issue of whether the instrument has measured what it is supposed to measure. The construct validity of the questionnaire was enhanced with the development of the questionnaire items based on the literature review, which guaranteed the congruence of the questionnaire items with the recognized constructs of sustainability and strategic management. The supervisor review and feedback on pilot participants who indicated that the questions were relevant and comprehensible improved the face validity. The construct validity was anchored by categorizing similar items in sections of conceptual coherence where the questionnaire structure could capture the theoretical concepts underpinning the questionnaire, which is aligned with advice given by Clark and Watson (2019). All these measures made the study to be sure that the data that was gathered was relevant and methodological.
[bookmark: _Toc216431693]3.9 Limitations of the Research
Although this research design has the methodological strengths, a few limitations are also present. One, the non-probability purposive sampling restricts the extent to which the results can be generalized to the entire UK retail industry. This sample might be not fully representative of all the retail managers, particularly those in smaller or less online organization (Malek et al., 2021). Second, the use of self-report surveys means that there is the possibility of response bias and social desirability bias with managers describing the sustainability performance of their organization in a positive way than it is. Third, administration of online surveys might not cover managers that have less access to online resources or who are not active on professional networks. Lastly, the mixed-method questionnaire will not enjoy as rich a level of in-depth question as the in-depth interviews. Thus, there could be more to the organizational culture or personal motivations that are yet to be explored.
[bookmark: _Toc216431694]3.10 Research Ethics
The research process was based on ethical issues because any study that uses human subjects should be conducted in a manner that does not violate professional, legal, and moral rules (Capili & Anastasi, 2024). Participation in the study was informed by describing the purpose of the study, the voluntary nature of the research and the right to withdraw at any point. No personally identifiable data were obtained, which preserved confidentiality and minimized the risks of disclosure (Rupp & Von Grafenstein, 2024). The questionnaire was constructed without intrusive or sensitive questions and the respondents had a choice of leaving out any question that they experienced to be uncomfortable with because the respondent was respected in their autonomy and privacy (Barrow et al., 2022). All data were safely kept in password-protected files and were only accessed to conduct scholarly tasks, which are the best ethical practices in data handling (Coghlan et al., 2023). In the research, there was an adherence to the ethics of fairness, transparency and non-maleficence when dealing with the participants, which is in line with the ethics of management research (Miteu, 2024).
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[bookmark: _fa2rx2x91x4d][bookmark: _Toc216431696]4.1 Introduction 
This chapter presents the findings of main quantitative data collected among the UK retail managers, and then a discussion based on research goals. A detailed discussion is going to be presented on descriptive frequency analysis, outlining respondent characteristics and managerial views on sustainability. The chapter further tests four hypotheses based on correlation and regression analyses, thus providing empirical evidence on what determines sustainability-related decision-making. The results in totality outline trends, gaps and issues that define the application of sustainability in retail industry.
[bookmark: _m4dq0zdk2i3h][bookmark: _Toc216431697]4.2 Frequency Analysis 
The following section of this research paper presents a detailed discussion of personal opinions of respondents, which are: 
“1. What is your current managerial position in your organization?”
The managerial representation is wide, as majority of participants described themselves as Managers, with rest mentioning titles of Assistant Managers, Store Managers, Sustainability Analysts, and Regional Managers. This heterogeneity enhances data set by incorporating views of both operational and strategic levels, hence giving entire picture of sustainability-related decision-making in UK retail sector.
“2. How many years of experience do you have in the retail sector?”
Most of respondents indicated that they had significant retail experience, mostly between 5 and 20 years. This level of industry acquaintance suggests that stakeholders have a sophisticated understanding of long-term organizational trends, hence making it possible to put forward more plausible information about way sustainability has been developed in terms of retail operations and how seasoned managers view its strategic applicability in context of influencing business conduct.
“3. What is the size of your company?”
The sample is composed of 31% small firms, 46% medium firms and 22% large retailers. This distribution demonstrates proportional representation at both smaller and larger organizational levels, hence showing how sustainability priorities are differentiated between resource-bound smaller companies and larger organizations that have organized sustainability policies and more formalized decision-making processes.
“4. What is the retail segment your company primarily operates in?”
Respondents play in different retail segments such as fashion, grocery, electronics, hardware, lifestyle and general retail format and multi-category format. This industry heterogeneity proves that sustainability is relevant in a wide range of retail settings, differing in operational difficulties and strategic chances related to type of products, supply-chain approaches, and customer demands.
“5. Does your company have a formal sustainability policy or strategy?”
65%, which is majority of respondents, stated that they had formal policies regarding sustainability, 28% stated that they were under development, and only 7% stated that they had none. These results indicate that sustainability is now a formal concern in UK retail industry. Jones (2024) has mentioned that most UK companies are currently enacting or progressing towards formal sustainability policies on how managerial decision-making is done and long-term planning.
6. “How important do you believe sustainability is for the long-term success of your organization?”	
A significant 74% of respondents have described sustainability as a factor that is crucial to long-term organizational success. The links to competitiveness, customer trust, resilience, and growth highlighted by the respondents show that managers are starting to see sustainability as part and parcel of strategic stability as opposed to a compliance directive or a corporate responsibility activity.
7. “How well do you understand sustainability concepts (e.g., environmental, social, and governance aspects)?”
More than half of respondents have a moderate to strong level of knowledge on sustainability concepts related to ESG. This suggests that managers are equipped with knowledge they need to take an effective interest in sustainability issues, interpreting organizational expectations and making decisions that integrate environmental, social and governance concerns into operations of a retail business.
8. “To what extent do you agree that sustainability is a key driver of innovation in retail?”
Quite a high percentage of respondents responded so as 25% strongly agreed that sustainability is the source of innovation in retail. The managers related sustainability to product development, environmentally friendly technologies, and supply chain enhancement, and thus emphasized its increasing ability to drive future innovative solutions, product differentiation, and strategic transformation in long term in retail industry (Luyang, 2025).
“9. How would you describe your organization's approach to sustainability compared to competitors?”
Respondents rated their organizations as 44% leading, 45% average and 11% behind competitors. This implies that sustainability is considered by many retailers as a measure of competitive advantage. Companies are trying to be at same level to align or exceed industry standards (Boafo et al., 2019). This reflects that strategic pressure is mounting to be effective in terms of sustainability-driven market conditions.
“10. In your opinion, what motivates your organization to adopt sustainable practices?”
The customer expectations came out as best motivator, next came corporate values, government regulations, competitive advantage, and cost savings. This shows that external pressures, along with internal culture, determine sustainability adoption, and managers have realized that sustainability is an important strategy to address demands of stakeholders and improve organizational performance.
“11. How frequently is sustainability discussed during strategic planning or board meetings?”
The most common frequencies of sustainability conversation were weekly and quarterly, with a very high percentage of respondents reporting that they engage in sustainability discussions only occasionally. The trend shows that sustainability has become a recognized concept, but it is not always at top strategic level. Accordingly, sustainability seems to be more or less embedded in long-term planning, which helps explain how sustainability is embedded in decision-making systems of UK retail organizations.
“12. To what extent are sustainability goals integrated into your organisation’s overall business strategy?”
Most of the respondents stated a moderate to partial form of integration of sustainability objectives, as compared to the smaller number who stated full alignment with business strategy. These results prove that sustainability is becoming more and more integrated into strategic planning, but it is still not a common pillar of decision-making. In this regard, the findings indicate level of maturity depending on organization and are conducive to purpose of assessing integration of environmental and social issues in strategic planning (Trollman & Colwill, 2021).
“13. Who primarily influences sustainability-related decisions in your company?”
Most respondents, 61% cited senior management as most important decision-makers, then sustainability teams. This implies that sustainability decisions are mostly top-tier and strategically oriented, which are not influenced by either operational personnel or external stakeholders (De Koeijer et al., 2019). These findings support the purpose of analysis of the managerial perceptions directly and the internal governance structures that regulate sustainability.
“14. How do you evaluate the impact of sustainability initiatives on business performance?”
Some of frequently mentioned evaluation techniques by respondents include customer measures, along with operational KPIs, financial, and compliance tools. The dissimilarity of methods implies that organizations do not have a designated evaluation framework, in which case, assessment is not consistent. In turn, these results emphasis goal of exploring implementation and measurement of sustainability initiatives and indicate persistence of problem of identifying a reliable method of performance assessment.
“15. Has your organization set measurable sustainability targets?”
The creation of measurable goals on the reduction of waste, carbon efficiency, and energy consumption was reported in many organizations. This change in emphasis toward accountability and systematic monitoring in progress is an indication of a greater focus on quantifiable output, and thus allows the purpose of researching feasible applications and the growing significance of quantifiable sustainability indicators in the retail business.
“16. How often do sustainability considerations override short-term financial goals in decision-making?”
Most respondents reported that sustainability rarely or occasionally overrides financial priorities, which indicates that economic pressures still prevail in decision-making procedures. This conflict between the short-term profitability and long-term sustainability ambitions underscores the difficulties that managers face when trying to entrench sustainability in strategic goals, and this further supports the objective of uncovering managerial challenges in this area.
“17. What are the biggest challenges in implementing sustainability in strategic decisions?”
Some of identified barriers were a lack of resources, cost factor, lack of support from management, lack of expertise, and inability to measure outcomes. The limitations expose both structural and financial barriers that discourage entrenchment of sustainability into strategic planning (Mutua et al., 2025). This also aligns with objective of identifying challenges and clarifying why the implementation is not even throughout the UK retail industry.
“18. How significant are financial constraints in limiting your company’s sustainability efforts?”
Majority of the respondents explained the financial constraint as being moderate to very important, which means that budgetary constraints often limit sustainability programmers. The result of this finding justifies idea that economic challenges act as hindrances to strategic development and justifies goal of evaluating influences that impede implementation of sustainability, emphasizing cost sensitivity that is widespread throughout numerous retail organizations.
“19. How do supply chain partners affect your company’s ability to achieve sustainability goals?”
Respondents recorded that suppliers have a powerful impact on sustainability performance, either driving them forward or impeding them, according to their practices. This finding highlights the interdependence of the supply chains in retail sector and explores practical issues of implementation (Kang, 2018). This also demonstrates role of outside partners in determining sustainability performance and organisational stability.
“20. Do you believe sustainability initiatives add unnecessary complexity to business operations?”
There were mixed views, as some of the respondents admitted that it was more complex, and others focused on long-term economy. This twofold view is indicative of an idea that sustainability can actually be disruptive of operational processes but eventually increase resilience and performance. The responses are therefore in line with objectives as they indicate views of managers on practical implications of sustainability in strategic and operational decision-making.
“21. How has the integration of sustainability affected your company’s brand image?”
Most of the respondents reported a “very positive change” to brand image, with most giving increased customer trust, improved corporate reputation and brand credibility. The process of sustainability integration appears to be quite effective in strengthening stakeholders’ trust and consumer loyalty (Udeh & Dugba, 2025. This, in turn, strongly supports objective of assessing managerial attitudes regarding sustainability strategic value and its effect on organizational positioning in competitive UK retail market.
“22. Have sustainability initiatives led to measurable improvements in financial performance or efficiency?”
An important percentage of the respondents said they had measurable benefits, especially in reduction of waste, energy saving and cutting of operational costs. Although a few respondents considered benefits to be marginal or indeterminate, majority saw sustainability efforts to be associated with high-quality performance. This observation examines the practical application of sustainability and explains how organizations track results of operations and financial performance.
“23. How do customers respond to your company’s sustainability initiatives?”
Feedback on customers was mostly positive, as they claimed that they became more trustful, got positive commentary, and felt more involved in the environmentally friendly practices. The respondents noted that sustainability program mes influence buying behaviour and brand choice. The results are consistent in evaluating managerial perceptions of external role of sustainability, particularly regarding attitudes of consumers and expectations of market.
“24. What areas of sustainability do you expect to prioritize in the next 3–5 years?”
Energy efficiency, waste reduction of carbon footprint, ethical sourcing, and sustainable packaging were the most emphasis future priorities by the respondents. These reactions indicate increasing pressure towards improving environmental performance and the sustainability of supply chain. This is in tandem with the goal of discussing the aspect of sustainability implementation and knowing the way managers focus on the emergent strategic sustainability goals.
“25. What support or policy changes would help retail managers better integrate sustainability into strategic decisions?”
The respondents accentuated the need for more specific government regulations, taxation benefits, industry-wide reporting systems, training schemes and funding. These suggestions are related to capability, regulation, and resource-related barriers. The insights can hence support aim of establishing challenges and opportunities that managers will go through in their effort to integrate sustainability in long-term strategic planning.
[bookmark: _r1wzng2cuw8q][bookmark: _Toc216431698]4.3 Hypothesis Analysis 
“H1: There is a significant positive relationship between managers’ perceived importance of sustainability and their organization's sustainability position compared to competitors.”
[image: ]
[bookmark: _jbpyd6i7600m][bookmark: _Toc216431657]Figure 1: Correlation Analysis for Hypothesis 1
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[bookmark: _mc45pl52f692][bookmark: _Toc216431658]Figure 2: Regression Analysis for Hypothesis 1
To test H1, the correlation analysis and regression analysis were administered. The Pearson correlation coefficient of perceived importance of sustainability (Q6) of managers and the sustainability position of their organizations in comparison with the competitor(s) was r=-0.089, which was very weakly negative. This trend does not indicate the point in the opposite direction as the hypothesis suggests. In addition, the correlation was not statistically significant (p = 0.420), which is greater than the standard 0.05. This indicates that the relationship that was seen could probably be due to chance and not a significant trend in the data set. As a result, the sustainability importance of managerial perceptions has no visible impact on the competitive sustainability position.
These findings are supported by the regression analysis. The model produced an R value of 0.089 and an R2 of 0.008, respectively, and this means that the perceived significance of sustainability is explaining a small fraction of sustainability position, that is, 0.8 9. The ANOVA findings prove that model is not significant (F = 0.657, p = 0.420), which means that perceived sustainability importance is not a reliable predictor of organizational sustainability performance. The regression coefficient of Q6 B = -0.050 with a non-significant p-value (0.420) and a negative beta is yet again against expected positive relationship.
These results suggest that managers may attach importance to concept of sustainability. Despite their conviction, their beliefs do not affect the competitive sustainability position of their organization (Buhr & Weissbrod, 2025). The more determinant influence upon sustainability positioning can be a wider organisational policy, one that is open to resources and to industry pressures. According to both tests, H1 gets rejected, since there is no significant positive correlation between the two variables.
“H2: Managers’ understanding of sustainability significantly predicts the extent to which sustainability goals are integrated into strategic decision-making.”
[image: ]
[bookmark: _kt99eky240d0][bookmark: _Toc216431659]Figure 3: Correlation Analysis for Hypothesis 2
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[bookmark: _y6xmrvywc4lt][bookmark: _Toc216431660]Figure 4: Regression Analysis for Hypothesis 2
In order to test Hypothesis 2, correlational analysis and regression analysis were conducted between sustainability understanding, as measured by Q7, and sustainability integration in strategy as measured by Q12. The correlation between the two variables was r = -0.035, which presented a very weak negative relationship. This finding implies that increased sustainability awareness in managers is not associated with an increased inclusion of sustainability objectives into strategic decision-making. Moreover, correlation was not statistically significant (p =.749), much higher than traditional 0.05 margin, which suggests that there is no significant correlation between two variables, and observed correlation is most likely due to random variation and not an inherent pattern in data. 
This conclusion is also supported by regression analysis. This model produced an R value of +0.35 and an R² of +0.1, indicating that the predictive impact of sustainability understanding of managers just explains 0.1 per cent of change in sustainability integration, which is practically negligible. The results of ANOVA also showed that the regression model was not statistically significant (F = .103, p = .749), which proves that sustainability understanding is not a reliable predictor of integration outcomes. B = -0.027 and p = non-significant (.749) and weak negative beta (-.035) confirmed hypothesis that sustainability knowledge does not have any impact on dependent variable.
These results imply that managers, though they may have a strong sustainability knowledge, do not necessarily go on to integrate this into their strategies. A stronger influence can be brought about by organizational factors, resource constraints, leadership mandates or even external forces than by personal knowledge. Also, formal integration processes may also be more reliant on institutional policy frameworks rather than on personal managerial competencies (Cejudo & Trein, 2022). Since correlation and regression outcomes show no significant predictive value, Hypothesis 2 is rejected. The level of understanding of sustainability in managers has no significant predictive value on sustainability integration in strategic decision-making.
“H3: The presence of measurable sustainability targets significantly predicts managers’ evaluation of sustainability influence on business performance.”
[image: ]
[bookmark: _8wvijqhkj6l7][bookmark: _Toc216431661]Figure 5: Correlation Analysis for Hypothesis 3
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[bookmark: _4f7jgfnwef7b][bookmark: _Toc216431662]Figure 6: Regression Analysis for Hypothesis 3
Correlation analysis and regression analysis were conducted in order to test hypothesis 3, which was tested through measurement of the sustainability targets (Q15) and managerial measures of the effect of sustainability on business performance (Q14). The Pearson correlation coefficient was r = -0.046, which is a very weak negative relationship. This non-significant relation suggests that existence of quantifiable sustainability targets is not significantly related to view of managers about impact of sustainability on operational or financial performance. Moreover, significance level (p =.676) is greater than standard level of 0.05, which assures that correlation does not have statistical significance. As a result, variables do not have a substantive linear relationship.
These findings are supported further by regression analysis. The coefficient of determination (R 2 ) of model was 0.002, which means that quantifiable sustainability goals explain only 0.2 per cent of variation in managerial ratings of business contribution of sustainability - a modest predictive power. ANOVA table showed an F value of 0.176 and a p-value of 0.676, which proved that model was not statistically significant. Q15 standardized coefficient was B = -.050 over an insignificant p-value (.676) and a negative beta value of -.046, which again supports the conclusion that measurable targets do not have a significant impact on managerial evaluations.
These results indicate that, despite existence of quantifiable sustainability goals in organization, goals do not seem to affect managerial views concerning operational or financial worth of sustainability. Rather, assessments can be influenced by general organization culture, external forces or through visible performance results, instead of being defined by setting targets. According to correlation and regression analysis, hypothesis H3 is rejected; quantifiable sustainability targets do not significantly explain measurements of sustainability as a factor that managers believe affects their business performance.
“H4: Financial and operational constraints significantly influence the challenges managers face in embedding sustainability in long-term business goals.”
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[bookmark: _q60kgjuuf9pt][bookmark: _Toc216431663]Figure 7: Correlation Analysis for Hypothesis 4
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[bookmark: _1dxfn9y8g44j][bookmark: _Toc216431664]Figure 8: Regression Analysis for Hypothesis 4
In order to test hypothesis 4, correlation and regression analyses were performed, where “financial constraints (Q18) and supply-chain-related operational effects (Q19)” were independent variables and sustainability challenges (Q17) formed dependent variable. The correlation study showed weak relations between variables. The correlation of financial constraints and sustainability issues resulted in r = -0.103 (p =.355), which shows that there is a low level of correlation that is not statistically significant. Similarly, association between sustainability issues and supply-chain effects was r =. 050(p=.659), which is also weak and non-significant. According to these findings, both financial constraints and supply-chain operation impacts do not display any substantive linear dependency with challenges reported by managers. 
Regression analysis further offers more clarity, and combined model produced an R and R2 value of 0.144 and 0.21, respectively, which means that predictors explain at most 2.1 per cent of variance in sustainability challenges, a low quality of explanatory power. The ANOVA table supports fact that model is not statistically significant (F = .823, p = .443), which suggests that financial and operational restrictions do not have a significant relationship with sustainability problems. The regression coefficients of both predictors were non-significant (financial constraints (B = -0.292, p =.285) and supply chain effects (B = 0.159, p =.414). Their standardized beta coefficients (.122 and.093, respectively) further highlight insignificant role of either of the variables in explaining perceived challenges by managers.
These results suggest that despite frequently mentioned operational and financial constraints being a barrier in sustainability scholarship literature, they do not seem to have a statistically significant impact on the managers, as reported to them in the current sample. This could mean that there are other organizational issues at stake, like commitment of leadership, uncertainty of regulation, or inexperience, that are more critical. Considering statistically insignificant relationships across all tests, H4 is rejected, indicating that financial and operational constraints do not play an important role in the challenges related to sustainability in this data-set.
[bookmark: _1h44jfyfjrae][bookmark: _Toc216431699]4.4 Chapter Summary 
On the whole, results show that although sustainability is widely recognized as a valuable concept by managers of UK retailing, same perceptions are not always translated into strategic impact. The frequency outcomes indicate a high level of organizational commitment in comparison with sustainability, as formulated policies, good customer feedback, and growing stress on environmental concerns prove. However, hypothesis testing reveals that the core managerial perceptions, which include belief in the perceived significance, understanding, and confidence of the measurable targets, do not significantly relate to organizational sustainability performance, integration, and evaluation practices. Similarly, such barriers as financial and operational do not prove to be statistically significant predictors of sustainability-related issues. The results indicate that the adoption of sustainability depends on structural and organizational factors of policy regime, resource mobilization, leader orientation, and industry forces more than individual managerial perceptions. In turn, chapter highlights a lack of alignment between managerial mindset and real strategic implementation, which strengthens need to promote strong institutional machinery that will entrench sustainability in long-term retail decision-making.

[bookmark: _lhvs3kdlt7pz][bookmark: _Toc216431700]Chapter 5: Conclusions and Recommendations
[bookmark: _vql9dv4k8gzf][bookmark: _Toc216431701]5.1 Summary of Findings 
This research paper explored how sustainability conceptualization, prioritization, and operationalisation are conducted by managers in the UK retail industry. Frequency analysis revealed that sustainability is widely perceived as a strategically important concept, most organizations have formal sustainability policies and have an average to high level of sustainability awareness among managers. The customer expectations, corporate values, and regulatory pressures were found to be the main reasons why sustainable practices were adopted by respondents. Their benefits also indicated positive impacts on the brand image, customer trust, operational efficiency and long-term sustainability priorities relating to energy saving, waste reduction and ethical sourcing.
Hypothesis testing results were inconsistent as opposed to the positive perception. All four hypotheses were statistically significant. The perceived significance of sustainability by managers (H1), their understanding of the concepts of sustainability (H2) and the presence of quantifiable targets (H3) did not play any significant roles in predicting the organizational sustainability positioning, strategic integration, or performance evaluation. Moreover, perceived sustainability challenges were not significantly affected by financial and operational constraints (H4). Such findings imply that personal managerial convictions or learning do not directly convert to strategy execution or quantifiable output results. Rather, the process of sustainability integration seems to be majorly motivated by the organizational structures, leadership priorities, policy systems, and external institutional pressures instead of individual managerial views.
Altogether, the results demonstrate that there is no correlation between managerial perceptions and organization practice. This is because, despite the recognition of sustainability as a key to the successful operations of the company over the long term, the belief does not influence the strategic decisions or the operational results. The findings emphasis the need to have better institutional arrangements, performance systems, increased management empowerment and alignment of organizations so that sustainability becomes substantively entrenched in long-term strategic decision-making.
[bookmark: _emgng3v64syw][bookmark: _Toc216431702]5.2 Importance of Findings 
Findings of this research paper have strong implications for the field of academic research and practical strategic management in the UK retail industry. In the academic sphere, the research proves that even favourable managerial perceptions, though quite important, are not sufficient predictors of sustainability integration. This confronts the general belief in sustainability literature that managerial attitudes have a determining role on the organizational results. Rather, the findings indicate that more influential are structural, institutional and leadership-based mechanisms. This observation adds to the growing literature of the belief that sustainability involves a structured alignment and not individual commitment.
In practice, the results indicate the need to ensure that retail organizations enhance formal governance in regards to sustainability. Since managerial knowledge and perceived significance do not necessarily converge into strategic integration, the retailers are advised to come up with more definite sustainability models, performance measures, and decision-making principles. The inability of predictive power in the measurable targets also indicates that better monitoring systems are necessary that correlate the sustainability measures with the operational and financial outcomes. This type of system is also necessary to prove the practical value, to inspire internal stakeholders and to maintain a long-term commitment.
In addition, the fact that the financial and operational constraints were not very strong predictors of sustainability challenges reflects that barriers might be embedded in organizational culture, leadership requirements and strategic priorities. This means that retailers should strategies internal capabilities, leadership advocacy, and synchronize sustainability and competitive strategy. This alignment is further enhanced by the fact that the consumer expectations, regulatory forces and market competition are increasing. Finally, the findings of the study reveal a serious disjunction between intentions to be sustainable and strategic action. It is necessary to identify this gap to inform forthcoming organizational reforms, policy incentives and managerial training. Through resolving the structural constraints, the UK retailers will be in a better position to integrate sustainability into long-term business models that improve resilience, competitiveness, and social contribution.
[bookmark: _4z5rqshp63st][bookmark: _Toc216431703]5.3 Linking with Objectives 
Objective 1: To analyse the perceptions of UK retail managers regarding the role of sustainability in business strategy.
Results also indicate that sustainability is highly conceptualized by managers as strategic requirement and marginal obligation which agrees with the literature that indicates sustainability is increasingly becoming relevant to long-term competitiveness. As in the case of Vadakkepatt et al. (2021), the view of sustainability as part of value creation is also held by managers, especially in terms of customer trust and reputation resilience. Nevertheless, their impressions are still disrupted across the retail formats, which is similar to Dagilienė et al. (2022), who conducted the research and discovered that premium, mainstream, and discount retailers are subjected to different institutional pressures. Although the literature indicates that there are increasing normative expectations in the context of sustainability, managers continue to report internal ambiguity and lack of consistent commitment, which indicates localization between strategic rhetoric and operational prioritization. This contradiction is to indicate that the perceptions are moving in the right direction of strategic integration but yet to be translated into consistent organizational practice is unequal.
Objective 2: To evaluate the extent to which environmental and social concerns are integrated into strategic decision-making processes.
Managers also give unequal integration with the primary operational orientation being laid on environmental issues issues like waste reduction and energy efficiency more than on general social issues. This is partly confirms by Jarašunienė and Paulauskas (2025), who discovered that digital technologies allow determining measurable environmental indicators, and environmental integration is more practical than social outcomes. However, unlike Imran et al. (2024), who claim that balanced triple-dimension sustainability is making its way to supply-chain resilience, you find the opposite. Rather, managers assert that social concerns like labour fairness or community involvement are a rhetorical initiative not evaluated through any formal instrument. This juxtaposition demonstrates a strategic asymmetry in which the environmental performance is operationalised by the use of KPIs, and the social objectives are symbolic. Internationalization of the decision-making process, therefore, exists but asymmetrical, based on measurements that are practical and institutional requirements.
Objective 3: To explore the practical implementation and measurement of sustainability initiatives in retail operations.
The results reveal a high deviation in the maturity of implementation, similar to those of Dagilienė et al. (2022), who found that there is fragmentation in the models of retailer adoption. Managers highlight digitization as one of the key members of the enabling team, in line with Jarašunienene and Paulauskas (2025) that IoT, AI and digital traceability enhance sustainability monitoring. Nevertheless, they also point to the limitations in capability (lack of technical knowledge, financial constraints, and conflicting competing operational demands) that host emphases the optimistic technology view present in previous literature. One of the strongest aspects of contrast appears with Vadakkepatt et al. (2021): although the works of literature indicate that retailers are shifting towards strategic sustainability beyond the compliance level, managers commonly present sustainability initiatives and efforts as reactive and resource-based. The issue of measurement also increases the difficulty of implementation, which Rao et al. (2021) note, especially in e-commerce where the trade-offs associated with emissions and packaging make the assessment more unclear. Taken together, the results indicate that despite the availability of the tools, organizational readiness is what makes it work or not.
Objective 4: To identify the key challenges and opportunities faced by managers in embedding sustainability within long-term business goals.
According to the managers, time-horizon tensions, a lack of resources, inconsistent governance, and the lack of abilities can be characterized as the fundamental impediments, which is why Trollman and Colwill (2021) are correct when they state that transformation change is urgent and not that common. Detection of opportunities such as brand advantage, stakeholder trust, supply-chain resilience are in line with Papadopoulos et al. (2025) and Celestin and Sujatha (2024), which suggests that sustainability can be used to enhance competitive positioning. However, the manager is often interested in the fact that such opportunities are subject to internal coherence, and this idea is shared by Michalski (2024), who underlines the necessity of operationalisation frameworks, including ESG-linked scorecards. The results also compare with Gulko et al. (2024) demonstrating that the materialize assessment assists in prioritizing significant initiatives even though inconsistent reporting is a problem. In general, the prospects are strong but conditional upon the structural obstacles, particularly, cultural stagnation and immediate financial requirements.
[bookmark: _qtep372oxepb][bookmark: _Toc216431704]5.4 Research Limitations 
Even though this research piece adds some useful data to the understanding of sustainability perceptions among managers in the UK retail industry, there are a number of methodological limitations that should be addressed. First, the data was collected with the use of quantitative self-report mechanisms only, which makes the results vulnerable to the bias of responses, issues of social desirability, and the inability to reflect on the complexity of the managerial experience; a mixed-methods approach would have added more contextual layers. Second, the sample was small enough to be used in classical statistical inference but might not represent the diverse scenery of UK retail, in particular, it does not cover either large multinationals or niche outlets, putting external validity at risk. Third, cross-sectional design captures managerial attitudes at one point in time, eliminating the possibility to assess how sustainability integration has developed as organizations change their priorities and new environmental demands emerge; longitudinal designs would be more responsive to changing priorities and environmental demands. Fourth, the narrowness of the range of facts considered is perceptual, not objective performance measures, which makes the possible lack of correlation between the reported attitudes and the real outcomes of the corporation. Fifth, the fit of the model was poor with only a small portion of the variance explained by the results of the studied predictors and, therefore, predictors that are not included, that may be the leadership culture, type of governance, provision of resources, or external market influence, should be incorporated into future models to produce a more complete map of sustainability decision-making.
[bookmark: _80sx6dn0eowd][bookmark: _Toc216431705]5.5 Future Scope 
The findings of this research may be developed in future studies through incorporation of more holistic and multidimensional perspectives regarding sustainability integration of retail strategy. To start with, qualitative research using in-depth interviews or case studies could investigate the impact of organizational culture, leadership behaviour and internal governance structures on sustainability decision-making to give richness to the findings of quantitative research. Second, longitudinal designs should be used in future research to understand the changes in sustainability practices with time due to regulatory, technological, and changing consumer expectations. Third, an extension of the data-set to cover a broader range of retailers, especially large international chains and small independent businesses, would increase representatives and make it possible to conduct comparative sect oral analysis. Moreover, the incorporation of objective performance measures like carbon-reduction measures, waste audit reports, or financial sustainability reports may provide a better insight into how sustainability programmers can be converted into practical results. The moderating or mediating effects of leadership commitment, organizational resources, digital technologies, and supply-chain partnerships may also be explored in future research to understand why only managerial perceptions cannot be used to explain sustainability integration. Last but not least, the cross-country comparison may shed light on cultural, regulatory and institutional variations, providing more comprehensive information about the trends in sustainability of the world and the best practices in the framework of retail strategy.
[bookmark: _8safulisc4db][bookmark: _Toc216431706]5.6 Recommendations 
Create a Strong Sustainability Governance and Leadership Accountability: 
It is important to develop strong and effective organizational governance frameworks that incorporate the aspect of sustainability in the top-level leadership (Aryatama & Ellitan, 2025). Research findings clearly indicated that although managers understand the importance of sustainability, their perceptions are not being reflected in the strategic results, which means that there is a gap between knowledge and power. To bridge this gap, the retailers should institutionalize sustainability by having clear governance structures. This entails hiring “Chief Sustainability Officers”, introducing sustainability committees, and incorporating sustainability KPIs in executive performance appraisal (Velte & Stawinoga, 2020). By placing sustainability at the top, the company makes sustainability a strategic imperative, but not a strategic agenda. Sustainability can be continuously prioritized and operationalised at the board level through reporting, formal review mechanisms and leadership accountability (Yuriev & Boiral, 2024). This structural strategy gives the power and authority to bring about behaviour change within the organization on a global scale.
Development of Standardized Measurement Systems: 

The other significant suggestion is the creation of standardized procedures of measuring sustainability performance. Findings showed that inconsistent approaches to assessing sustainability endeavors existed, and this was indicative of disjointed frameworks. Sustainability cannot be effectively implemented, tracked or optimally enhanced without quantifiable and comparable predictable indicators. Trying to use globally approved models, retailers must consider the use of ESG measurements, GRI (Global Reporting Initiative), or Science-Based Targets in order to base their sustainability reporting (De Villiers et al., 2022). By using such frameworks, managers can allow the translation of sustainability objectives into measurable business metrics and hence keep track of performance accurately. Standardized indicators also enable bench-marking across the retailers, which creates industry transparency. Also, carbon tracking, waste monitoring, and energy efficiency reporting should be integrated with digital tools that can be used to transform the sustainability metrics into practical insights (Ameh, 2024). The setting of a clear measurement system will enable organizations to transform sustainability as a conceptual value into a strictly monitored strategic asset.
Incorporate Sustainability into Strategic and Operational Processes: 
Though the majority of the organizations had sustainability policies, it was found that there was partial integration in the strategic planning. The solution to this would be to consider sustainability as part of the core operational and strategic processes, and not an agenda. This integration is done by considering sustainability issues during the process of procurement decision or budgeting decision, risk analysis, product innovation pipeline, supply chain strategy and long-term investment planning. The retailers must make sure that sustainability is covered in the decision-making templates, and examples include cost-benefit analysis and project evaluation criteria (Bertoni, 2017). Once sustainability is incorporated as an aspect of strategic frameworks that has no negotiating points, managers would tend to employ sustainability principles more frequently. On top of this, the integration of sustainability in daily activities leads to cultural normalization of sustainability thinking, as organizational identity is integrated with sustainability cultures (Çetiner & Yenilmez, 2021). This will guarantee sustainability commitment over time in the alignment of the intentions of sustainability and organizational implementation to deal with the major gap identified in hypothesis testing.
Enhance Organizational Capabilities by Training: 
Establishing internal and external capabilities aids in promoting sustainability. Even though managers showed quite reasonable sustainability awareness, the absence of predictive influence indicates that knowledge is not a sufficient condition. Specific training program mes need to be implemented to improve managers in terms of being able to interpret sustainability data, make sustainability-related decisions, and measure long-term environmental and financial effects (Bilderback, 2023). Within, the issue of capacity building will also need to be applied to budget planning: retailers are to roll out gradual sustainability investments, use savings of efficiency gains, and balance resource expenditure with sustainability concerns.
Supply chain partners are also quite important to sustainability performance, which, however, was considered inconsistent (Alsmairat et al., 2024). The retailers are thus advised to work more in liaison with the suppliers, set up collective sustainability criteria, perform frequent sustainability audit reviews, and participate in joint innovation programme. A good supplier-retailer relationship increases resilience, minimizes operational risks and guarantees end-to-end sustainability assimilation along the value chain.
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The individual undertaking the research activity is known as the “principal researcher”.

This form must be completed and approved prior to undertaking any research activity. 

SECTION A: About You (Principal Researcher)
	1
	Full Name:
	Kothakapu Varun Kumar Reddy

	2
	Student Number:
	2416235

	3
	Email address:
	2416235@student.uwtsd.ac.uk

	4
	Programme of Study:
	MBA

	5
	Supervisor:
	Marie Pitson



SECTION B:  Internal and External Ethical Guidance Materials
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	UWTSD Research Ethics & Integrity Code of Practice
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	UWTSD Research Data Management Policy
	☒



SECTION C: Details of Research Activity
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· Aims of Research Activity
· Objectives of Research Activity
Demonstrate, briefly, how Existing Research has informed the proposed activity and explain
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· How it addresses an area of importance. 

	3
	Purpose of Research Activity

The purpose of this research is to critically assess the strategic decisions within the retail industry in the UK by considering sustainability. As regulators, consumers, and investors pay high attention to assessing sustainability, the challenges about the shift from the peripheral concern to the key business issue has been addressed. Highly resource-intensive and visible organizations, especially in retail, face increased pressure from the investors in terms of demonstrating accountability within their supply chain as well as planning for long-term time. This study is about to examine how retail managers in the UK can perceive sustainability and at which extent it can impact the organizational practices. while impacting decision-making as well as well. While considering both the social and environmental dimensions, this research is about to develop a crucial understanding about sustainability consideration that goes beyond the components as well as became a crucial part to make strategic decisions. The research also reveal a tensions in between the key aspect of the profitability in short-term and sustainability in long-term, along with key issues that managers face especially when it comes to operational the sustainability initiatives.  

The research is also to provide key information which is valuable for future research practitioners in terms of informing the development of competitive and robust real strategies. This study is also about to contribute to the ESG or environmental, social and governance research through demonstrating how aspect of sustainability can be incorporated within decision-making process while also evaluating and measuring throughout the overall business settings in the retail operation. This study is also about to contribute to the ESG or environmental, social and governance research through demonstrating how aspect of sustainability can be incorporated within decision-making process while also evaluating and measuring throughout the overall business settings in the retail operation.
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	Research Question

· How do managers in the UK retail sector perceive and integrate sustainability into strategic decision-making, considering critical environmental and social factors, the implementation and evaluation of initiatives, the challenges and opportunities encountered, and the balance between short-term profitability and long-term sustainability goals/
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	Aims of Research Activity

To critically evaluate how sustainability influences strategic decision-making among managers in the UK retail sector.
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	Objectives of Research Activity

· To analyse the perceptions of UK retail managers regarding the role of sustainability in business strategy.
· To evaluate the extent to which environmental and social concerns are integrated into strategic decision-making processes.
· To explore the practical implementation and measurement of sustainability initiatives in retail operations.
· To identify the key challenges and opportunities faced by managers in embedding sustainability within long-term business goals.
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	This research will consider to use a qualitative methodology for providing comprehensive along with profound insights within addressing sustainability in decision-making aspect in the retail sector in the UK. The key principle to gather data involves a semi-structured interviews where retail managers along with sustainability officers will be invited. Such method is crucial to get nuanced perception from participants who are currently involves in different operations in the retail sector and can help to address important issues which are linked with the objectives of the research.

In this study, for the interview purpose six people will be hired including store managers, sustainability officers and other from medium and large companies of retail within the UK. The size of the sample is limited for facilitating an in-depth analysis of one’s experiences as well as views. In this method, participants for the interview can be chosen through purposive sampling, those who agave direct experience about sustainability-based decision-making aspect. This can provide a focused approach of people who have the knowledge of sustainability being an integral part of the strategy in the retail.

Depending on the participant's option and where they live, the interviews will be done in person or online through platforms like Microsoft Teams or Zoom. This flexibility is meant to make sure that everyone can participate while also making sure that the research can be finished on schedule. 

The interviews will be conducted after successful acquiring of permission from the participants through their consent previously, as all responses will be anonymize. Later on, the interviews will be recorded and the recordings will be typed out word for word, and the names and job titles of the people who took part will be replaced by codes. To protect privacy, anonymisation will be strictly enforced, and any details that could be used to identify someone will be eliminated or made broader during transcription. The GDPR and the University's Research Data Management Policy say that transcripts will be kept safe and only the researcher and supervisor will be able to see them. 

The data collection will happen in November 2025, and it should be done in four weeks. This time frame gives you the freedom to schedule interviews and make any required follow-up explanations. These recordings also will be considered as per the personal data underline the ‘GDPR/DPA 2018’ and can be handled while compiling with the “Research Data Management Policy” of the University. The recordings also anonymize in the time of transcription also can be consider to identify key details as well. After the transcription that is validated and complete, the original interview recordings will be deleted and anonymize transcripts of this interview will be obtained for analysis.

In conclusion, the study will employ semi-structured interviews with random people, that helps to acquired data is comprehensive, pertinent, and properly connected with the research aims. The methodology is designed to preserve the rights and privacy of the participants while also getting high-quality qualitative data for analysis.

To ensure accuracy and openness, participants will be given the chance to look over their transcripts before they are analyse d to make sure that the information accurately reflects their opinions. This phase of member-checking also makes the findings more credible. 
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	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☒
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	2
	Use of interviews?
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	Use of focus groups?
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	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?
	☐
	☐

	6
	Use of computer-generated log files?
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	7
	Participant observation with their knowledge?
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	8
	Participant observation without their knowledge?
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	9
	Access to personal or confidential information without the participants’ specific consent?
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	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
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	Performance of any acts which may cause embarrassment or affect self-esteem?
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	Investigation of participants involved in illegal activities?
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	Working with live vertebrate animals?
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	Other primary data collection methods. Please indicate the type of data collection method(s) below.
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	Details of any other primary data collection method:

Not applicable and here collection of data can be consisted by the interviews recorded with participants’ consent.
(this box should expand as you type)
	
	



If you have ticked NO to every question then the research activity is (ethically) low risk and you may skip section E and continue to section F.

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION E: Intended Participants
	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☒

	2
	Adults (over the age of 18 and competent to give consent)?
	☒
	☐

	3
	Vulnerable adults?
	☐
	☒

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
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	Prisoners?
	☐
	☒

	6
	Young offenders?
	☐
	☒

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☒

	8
	People engaged in illegal activities?
	☐
	☒

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☐

	
	Details of any other participant groups:
Not applicable where all the participants can be adults here age more than 18, and full ability for providing informed consent is needed.
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	About six participants for the interview can be involved.the number of questionnaires somewhere between 100 to 150.

	11
	Who will the participants be?

	
Participants are adults age over 18 and who works in retail shop as sustainability officers or retail managers in the UK.


	12
	How will you identify the participants?
	
Participants will be identified using purposive sampling. Potential contacts will be approached through professional networks, Linked-in, and direct email invitations to relevant retail organizations. They will be selected based on their managerial role and experience in sustainability-related decision-making.





	
	Information for participants:
	
YES
	NO
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	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☒
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☒
	☐
	☐

	15
	Will you obtain written consent for participation?
	☒
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☒
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☒

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☒
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☒
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☒
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☒
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	




	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☒
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☒
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☒
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☒
	☐

	28
	If YES to any question, please provide full details 

	
	



SECTION F: Anticipated Risks

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them.  

	1
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organizational information. If you have identified in section D that there are no participants then enter N/A and go skip to question 3.

	
	Minor risk about discomfort in the time of discussing or addressing organizational practices.
	Clear consent, anonymisation and right to skip/withdraw.


	2
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	
Unlikely, however, participants can feel uneasy addressing tensions between sustainability and profit. Sensitive question should give an option for stopping at any given point.


	3
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Low risk about stress and scheduling difficulties can occur. 
	The interviews need to be preferred social media

	4
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk related to reputation harm if the confidentiality breached.
	GD PR-compliant storage along with anonymize reporting

	5
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	 
	  



SECTION G: Feedback, Consent and Confidentiality

If you have identified in section D that there are no participants then enter skip this section and continue to section H.

	1
	Feedback
What DE-briefing and feedback will be provided to participants, how will this be done and when? 

	
	Summary of findings of the research shared via email.

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	 An information sheet can be provided with written consent obtained, to ask for their consent anonymously before conducting and interview.

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	Transcripts anonymize, and no names will be published. All the data will be published through interviewee 1, 2, like this, no name, no details, no link, nothing will be published, only the answers will be taken for the study.  



SECTION H: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	x

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	 

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
x

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.



 



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☒
	☐

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☐
	☒

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☒
	☐

	10
	“Cloud” storage or websites?
	☒
	☐

	11
	Other – specify:

	☐
	☒

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymous:

	
	 
Password protected, encrypted and anonymize also the data will be stored securely.




	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organizations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and/or any international equivalent):

	
	 

	20
	List all who will have access to the data generated by the research activity:

	
	Researcher along with supervisor.

	21
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Principal researcher.

	22
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. 

	
	Stored in the Office 365 whereas the deleted after project.

	22
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	☒

	23
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	☒




SECTION I: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	Kothakapu Varun kumar reddy
	Date:
19/07/2025

	2
	Director of Studies/Supervisor:
	 Marie pitson
	Date:02/09/2025

	3
	Signature:
	






	





FOR INTERNAL USE ONLY:
	
	Ethical approval given 

	1
	Signature of assessor:
	
	Date:


	2
	Name:
	

	3
	Role:
	



UNDERSTANDING THE ROLE OF SUSTAINABILITY
IN STRATEGIC DECISION MAKING PERSPECTIVES
This survey is part of a postgraduate dissertation that examines how sustainability influences strategic decision-making within the UK retail sector. The study seeks to understand how managers view sustainability, how it shapes organisational practices, and what factors support or hinder its integration into long-term business planning. Your participation will provide important insights that contribute to this academic research.

Purpose of the Study

The purpose of this study is to explore managerial perspectives on sustainability in the UK retail industry. The research aims to assess how sustainability considerations affect strategic decisions, operational practices, and business priorities. The information gathered will be used to identify common themes, challenges, and opportunities related to sustainability within retail organisations.

What Participation Involves

The survey consists of multiple-choice and Likert-scale questions. It is expected to take approximately 5 minutes to complete. The questions focus on your managerial background, your understanding of sustainability, your organisation’s practices, and the factors that influence sustainability-related decisions.

Confidentiality and Data Use
· All responses will remain anonymous.
· No personally identifiable information will be collected.
· The data will be used only for academic purposes related to this dissertation.
· All information will be stored securely and handled in accordance with data protection and GDPR guidelines.

Voluntary Participation
· Participation in this survey is voluntary.
· You may choose to withdraw or close the survey at any time before submission.
· There are no consequences for choosing not to take part.

Eligibility to Participate

Participants should meet the following criteria:
· Currently working in a managerial or supervisory role in the UK retail sector
· Aged 18 or older
· Familiar with or involved in sustainability-related discussions or decisions within their organisation

Consent Statement

By proceeding with this survey, you confirm that:
· You have read and understood the information provided above
· You meet the eligibility requirements for participation
· You voluntarily agree to take part in this research
When you submit this form, it will not automatically collect your details like name and email address unless you provide it yourself.







PARTICPANTS  QUESTIONNAIRES

1. What is your current managerial position within your organization?
2. How many years of experience do you have in the retail sector?
3. What is the size of your company?
· (a) Small (1–49 employees)
· (b) Medium (50–249 employees)
· (c) Large (250+ employees)
4. Which retail segment does your company primarily operate in? 
5. Does your company have a formal sustainability policy or strategy?
· (a) Yes
· (b) No
· (c) In development
6. How important do you believe sustainability is for the long-term success of your organization? 
7. How well do you understand sustainability concepts (e.g., environmental, social, and governance aspects)?
8. To what extent do you agree that sustainability is a key driver of innovation in retail?
9. How would you describe your organization’s approach to sustainability compared to competitors?
· (a) Leading
· (b) Average
· (c) Lagging behind
10. In your opinion, what motivates your organization to adopt sustainable practices? (Select all that apply)
· Customer expectations
· Government regulations
· Corporate values
· Cost savings
· Competitive advantage
11. How frequently is sustainability discussed during strategic planning or board meetings?
12. To what extent are sustainability goals integrated into your organization’s overall business strategy?
13. Who primarily influences sustainability-related decisions in your company?
· (a) Senior management
· (b) Sustainability team
· (c) Operations department
· (d) External stakeholders
14. How do you evaluate the impact of sustainability initiatives on business performance?
15. Has your organization set measurable sustainability targets ?
16. How often do sustainability considerations override short-term financial goals in decision-making?
17. What are the biggest challenges in implementing sustainability in strategic decisions?
· Lack of resources
· Limited management support
· Cost implications
· Lack of expertise
· Difficulty measuring outcomes
18. How significant are financial constraints in limiting your company’s sustainability efforts?
        19. How do supply chain partners affect your company’s ability to achieve sustainability goals?
20. Do you believe sustainability initiatives add unnecessary complexity to business operations? 
21. How has the integration of sustainability affected your company’s brand image?
22. Have sustainability initiatives led to measurable improvements in financial performance or efficiency?
23. How do customers respond to your company’s sustainability initiatives?
24. What areas of sustainability do you expect to prioritize in the next 3–5 years?
25. What support or policy changes would help retail managers better integrate sustainability into strategic decisions?
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