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UDC Abstract: Trade, especially retail, plays an important role in linking
005:339: producers, consumers, as well as employees and the social community at
502.131.1 large. In developed market economies, the trade takes the leading position in

marketing channels. In that regard, the trade has a good insight into the
changes that occur in the production processes, consumer needs, and demands
of the society. Given these changes, trade is heading in the direction of
creating a competitive advantage in accordance with the principles of
sustainable development, which opens up possibilities for application of this
concept in trade. The aim of this paper is to explore the possibilities of
implementing the concept of sustainable development in trade and trade
management. The starting hypothesis of the work is that the trading
companies operate in accordance with the principles of sustainable
development. The testing of the hypothesis will be carried out from three
angles. The research will start with an analysis of the concept of sustainable
development. Second, the subject of a separate analysis in this paper will be
the content of the concept of sustainable development in trade and retail, as
well as the elements affecting the operational viability of trading companies.
In that regard, the subject of the analysis will be the top ten trading
companies from the list of 250 largest trading companies in the world and
their content of the concept of sustainable development. Bearing in mind the
results of the research on the concept of sustainable development in these
companies, it can be expected that the trade will base its business philosophy
on eco-marketing, with parallel acceptance of eco-management. This means
that the companies capable of offering products that do not pollute the
environment and that are labeled “eco”, “bio”, or “natural” will ensure their
survival in the market. Third, the subject of the research will be the
instruments that the trading companies use to achieve the objectives of
sustainable business. All these aspects of the research are designed in a way
to realize the defined goal and test the initial hypothesis in the paper.
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Introduction

The concept of sustainable development has gainidgortance in the last
ten to fifteen years, especially as environmentablems are becoming more
serious and consumers demanding and focused ompredaets. Numerous
factors, such as increased consumer awarenesgjcadop new statutory and
legal regulations, the development of informatiomd acommunication
technologies and increased media attention, haflaenced the increased
interest of trading companies in the environmestyall as the economic and
social impact of their activities. Practice showmtt the leading trading
companies play a key role in promoting the conog¢gustainable development,
particularly because of their role of intermediarieetween producers and
consumers. At the same time, theoretical and eogpigtudies suggest that
trade has the ability to influence the process roidpction and consumption
patterns, but also to encourage producers to feneiconsumer needs putting
the concept of sustainability in the foreground.this has caused many leading
trading companies to show willingness to regulamfprm the public about the
sustainability of their operations, to demonstrateir interest in the
environmental protection, employees, and societygémneral, to promote
transparency of their operations, better manade aisd increase brand value
and their market share. The milestone in the deweémt of these activities has
emerged with the strategy “Towards Retail Sustaiitgh adopted by the
British Retail Consortium (BRC), which states thia¢ trade sector plays an
active role in national and international initisss/on sustainability. In addition,
the vision of this institution is the sustainalyilbf the trade sector, which is
promoted as a competitive sector that cares at®atriployees and society as a
whole, increases environmental performance, andemalonsiderate use of
natural resources. The very concept of sustaindélelopment is gaining in
importance as the world is becoming aware of thenhd consequences of
human activities on the future of the planet. Unfoately, companies are
becoming aware of the concept of sustainable dpwatot when their
reputation is called into question due to busireesgrary to this concept. Given
these facts, the aim of this paper is to pointtbatsignificance of the concept
of sustainable development in trade. In line with tlefined goal of research,
the work will test the hypothesis that trading camies base their business on
the principles of sustainable development. Thersgtypothesis to be tested is
that the concept of sustainable development hasitiyie impact on the success
of the business of trading companies, based orspleeific sample. For this
reason, the subject of the analysis will be teditgacompanies from the list of
250 largest trading companies in the world, as $gesales volume, i.e. their
activities in implementing the concept of sustalaatevelopment.
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1. Theoretical Aspects of the Concept of Sustainable Development

Chronologically speaking, the concept of sustamatdvelopment can be
traced back to the thirteenth century. Howeveragpeared in the literature
dealing with environmental protection in the nimgteseventies, and since then
has continuously attracted the attention of marsgaechers (Jones, Comfort,
Hillier, 2011, p. 257). Defining the concept of &usable development is the
subject of a number of theoretical and empiricabegch, primarily due to the
fact that a large number of researchers have wookethe definition of this
phenomenon, which has led to the fact that theeeaar many definitions as
there are researchers who have dealt with thigissu

The most commonly cited definition of sustainabéelopment has been
given by the World Commission on Environment andrédepment (1987, p.
43), based on which it refers to “the developméat meets the needs of the
present without compromising the ability of futuyenerations to meet their
own needs”. It can be seen that this definition leaisizes the long-term aspect
of the concept of sustainability and the introdmetiof ethical principles in
achieving equality between present and future geioes.

The implementation of sustainable development attre brought the need
to approach this concept in a more comprehensivenena This has led to the
development of approaches that observe sustaidaldopment in terms of the
realization of social and environmental goals. (fiethese approaches was
developed by researchers Callicott and Mumford 7192 32), according to
whom “the sustainable development means meetingahummeeds without
compromising the health of the ecosystem”. A simdpproach, based on the
introduction of the environmental component, can deen in the Sutton's
definition (2004, p. 1), based on which “the susthle development is the ability
to maintain things or qualities that are valuedhi& physical environment”. On
the other hand, focus on the social component stagable development
prevails in the attitudes of researcher DaunceY)92®. 1), who states that
“sustainable development should allow for genenatiof people to achieve social
welfare, a vibrant economy, and a healthy envirarim&ithout compromising
the needs of future generations to meet these tredus same way”.

This approach to defining the concept of sustamatévelopment has
resulted in the distinction between the so-callwdak” and “strong” concept of
sustainable development. In this regard, “weak” cepb of sustainable
development emphasizes the development of renewasleurces, seeking
replacements for non-renewable resources, effiaiset of existing resources
and the search for technological solutions that wilable addressing the
problems of resource depletion and pollution of theng and working
environment (Williams and Millington, 2004, p. 10@n the other hand, the
“strong” concept of sustainable development is tase the belief that the
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needs of people need to be revised in the senséhdashould consume less
and significantly reduce the level of consumptibadghs and Lorek, 2004, p. 4).

Starting from the previous interpretation of susthie development, the
following segment of the research will give an avew of the most commonly
quoted definitions of sustainable developmentgashe seen in Table 1

Table 1: Definitions of the concept of sustainable development

Author(s) Definition

Constanza and Patern (1995, p. 193) “The basicdtisastainability is simple: &
sustainable system is the one that survives
and persists”.

United Nations Environment “Sustainable development depends on [the
Programme Finance Initiative (1997) | positive interaction between economic gnd
social development and environmental
protection, i.e. the balance of interests|of
present and future generations”.

Parris and Kates (2003, p. 581) “Sustainable dewedmt involves meeting
human needs while reducing hunger and
poverty and preserving the eco-system”.

Ehrenfeld (2005, pp. 24-25) “Sustainability proddan opportunity fo
all forms of life. For humans, it is the
survival and maintenance, as well as a sense
of dignity... Finally, sustainability requirgs
responsible, ethical choices everywhere| in
daily life".

General Assembly of the Unitgd‘Sustainable development, with ifs
Nations (2005, p. 2) economic, environmental, and socjal
component, is a key element of the activitjes
of the United Nations".

Lozano (2008, p. 8) “Sustainable development reguir a
holistic, continuous, and interactiye
relationship between economic,

environmental, and social aspects, and fhat
every decision has its implications on gall
these aspects in the present and future”.

Numerous and varied definitions of the conceptustanable development
in many elements complement each other. Such atienthas sharpened the
scientific thought of the concept of sustainableeli@ment. New definitions
place emphasis on the economic, environmental sangl determinant of the
concept of sustainable development. Contemportasature has accepted these
definitions. However, these debates have not tHkemssue of the definition of
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the concept of sustainable development of the ageM&nn diagram is
important in this regard, as it illustrates the aapt of sustainability through
three overlapping circles.

Figure 1. Venn diagram of sustainability

Source:Jones, Comfort, Hillier, 2011, p. 259.

Therefore, sustainable development can be seem@getopmental process
that links economic, environmental, and social elgeestablishing a circle
among the three poles. This is an economicallyagusble development that is
socially just, and environmentally feasible. Inathvords, the main objectives
of the company may still be to reduce risk andease returns to shareholders.
It follows that companies focus more on workers &gk on profit. Thus
defined, sustainable development does not applgntp one segment of the
company; on the contrary, it should be multifunctih i.e. all functions of the
company should be included and contribute to therail policy of social
responsibility.

Thus viewed, the concept of sustainable developrfieds its theoretical
and practical application in many segments of teemy. Due to the fact that
it is in direct contact with consumers, and thail#ys a key role in connecting
producers and consumers and the community as aewliod question of
applying the concept of sustainable developmentirade arises. In the
following discussion, we will try to answer thisegtion, first from a theoretical
point of view, and then through research on thacstre and content of the
concept of sustainable development in the ten hgailading companies.
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2. The Concept of Sustainable Development in Trade

Requirements for preserving the unchanged natuaiditons and
environment are relatively recent. They arose wihewas realized that rapid
technological progress, which is undeniably a dtether in relation to the
previous one, has a negative side that threatems and his environment.
Requirements for the preservation of the envirorinaea in the hands of the
state institutions, and these requirements appetirei form of laws, standards
and regulations harmonized at the national andrriateonal level, which
production or trade companies must meéatzovié, lvanovi, 2010, p. 345).

Environmental problems are challenging for thedrathnagement, as they
foreground activities aimed at achieving eco-satiibn of consumers. Value
for the consumers is not only reflected in functiband structural determinants
of qualitative shaping of “package deals” (rang®)the service quality. The
consumer value of products and services includethenoffer extends to the
area of eco quality. This means that the consummiise concept of “package
deals” of the trading company means the unity ef gality of the range in
terms of technical and technological determinadigfifed by standard ISO
9000) and environmental determinants (defined agdard ISO 14000), along
with the quality of service, as an additional marg tool. In this view,
ecology has become not only the norm to achievectimsumer value of the
range of products in terms of ecological qualityt blso the cultural pattern of
behavior of environmentally educated citizens, epreneurs, and managers.
Ecological rationality, as can be seen in recenés, has become an important
instrument in the marketing strategy of the tradicgmpanies (uzovi,
Sokolov-Mladenou, 2013, p. 33).

Application of the concept of sustainable developinie trade, especially in
retail, is relatively recent. Its application, iddition to environmental, includes
the economic and social dimension, which we haveadl discussed. Many
trading companies view this concept as a separastegy for achieving
business success (LdkRk012, p. 575).

Although the concept of sustainable developmentndsta for an
insufficiently explored determinant of competitik@cognizability and business
performance of trading companies, the literature ¢rgstallized the view that
this concept in the trade can be seen throughollening attributes (Yudelson,
2010, p. 50): green retail buildings, green proegsgreen transportation, green
product, green price, green technology, green tiogisemployment, wages,
better working conditions for employees, continuoimprovement of
employees’ knowledge, innovation, development afnbrof organic products,
managing relationships with customers, reducingdb&t of the environment
(water, air, energy), etc. Modern technologies.eeslly those that carry the
epithet green, support the efficient applicationtleé concept of sustainable
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development in trade, with all of these attributEmally, it has a positive
impact on the economic, environmental, and soc&afgpmance of trading
companies, as shown by the financial statementghef leading trading
companies which are the subject of research (De)@014).

It can be seen from the above that the concepistéimable development in
trade is a function of several variables, many bfctv constitute “intangible”
determinant of business success of companies. @attter hand, this opens the
guestion of how to measure the contribution oféH@stributes” of the concept of
sustainable development. It is a kind of marketimix of economically
measurable performance, “green-ecological” and¢akhthat cannot be precisely
measured.

This does not exhaust the list of unknowns that riagearch on the
development and application of the concept of sngbde development in
trade imposes. For example, this opens the questformeasuring the
efficiency of implementation of the concept of siisable development in
trade. We sought the answer to this question byinglon the model of
factorial conditioning of the implementation of tle®ncept of sustainable
development in trade (Figure 2).

Figure 2: Model of factorial conditioning of the implementation of the concept of
sustainable development in trade

Sustainable retailing

Environment Society Economy

- Green buildings - Human rights - Value of shares

- Renewable energy - Diversity - Financial objectives

- Stakeholder education - Fair trade - Corporate governance

- Green products and partnershig - Fair consumption - Economic performance

- Recycling and waste reduction | - Safety and security

- Consumer behavior - Philanthropy

- Supply chain management and

transoortatio
Accountability and Regulatory compliance Third party auditing
transparency Sustainability reporting Measurement
Leadership Visible leadership Program management

Business case Integratiot

Source:Gleason, D. (201®ustainable Retail Consortium — Introduction to iEsnmental
Sustainability, The National Retail Federation, Available at: MHitixganalytics.com
(Accessed on: 13 May 2014)
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Initiatives of numerous trade associations showt tthee concept of
sustainable development is an essential elemernhefbusiness of trading
companies. For example, in 2007, Retail Industrgdes Association (RILA),
which is a trade association of the world’s largasti most innovative trading
companies and has over 200 members, launched thalled Sustainability
Initiative. This initiative has been transformedoirthe annual sustainability
reports published by RILA, whose aim is to mark the key elements of the
application of the concept of sustainable develognie trading companies,
with a comprehensive analysis of the key pointsswécess, as well as the
problems in the implementation of this concept lie tcompanies that are
members of the association RILA (Retail Sustaingtiteport, 2013, pp. 4-5).

3. Methodology of Research

In accordance with the defined goal of researchthan possibilities of
implementation of the concept of sustainable dgarakmt in trade, the paper, as
we have already noted, tests two hypotheses:

H1: Trading companies operate in accordance witke tprinciples of
sustainable development.

H2: Application of the concept of sustainable depelent has a positive impact
on the business success of trading companies.

These hypotheses will be tested on the basis @ltabdse of 250 major
trading companies in the world, published annuatiythe form of a Report, by
the consulting firm Deloitte Touche (www.deloittatie.com), as well as on
the basis of the annual Sustainability Reports hef ten largest trading
companies in the world.

Table 2: Business performanceindicator s of 250 largest trading companiesin 2012

Business perfor mance Value
Aggregate sales volume 429 billion dollars
Average sales volume 17.15 billion dollars
Minimum sales volume needed for the company 3.8 billion dollars
to be included in the list of 250 major companies
Increase in the sales volume in 2012 in relatipn 4.9%
to 2011
Annual growth rate of sales volume in the 4.6%
period 2007-2012
Net profit margin (in 2011 it amounted to 3.0%) .1
Return on assets (in 2011 it amounted to 4.9%0) 5.0%
Sales volume on the international market (in 24.3%
2011 it amounted to 23.8%)

Source:Delloite Touche, 2014
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In accordance with the methodology of scientificseach, the
development of the topic started from the consti@maof the business
performance of the trade sector, i.e. 250 leadmaging companies on the
global market. The relevant source for economicedifjcation of business
performance of international trading companies thasreport of the consulting
firm Deloitte The business performance of the 250 largestrigacibmpanies is
displayed numerically (“aggregately”) in Table 2.

The table shows that the largest trading compaexgerienced relatively
steady growth in the years of the crisis, consndethe sales volume, net profit
margin, return on assets, turnover ratio, and alesssolume outside the national
market. This points to the conclusion that thedraéctor in the global economic
crisis is characterized by a relatively rapid resgoto changes in the environment
and “consolidation” of business capacity (Sandse&&o, 2010, p. 569).

The business performance of the ten largest tradingpanies, which have
been the subject of analysis, can be seen in Table

Tabela br. 3: Deset najveéih trgovinskih kompanija na svetu
i njihove poslovne perfor manse 2012. godine

No.| Company Country Sales Average | Net Return Number o] Sales volume
volume in | growth profit on countries | on the
mil. $ of sales| margin | assets in  which| international

volume company | market
operates
1. | Wal-Mart USA 469.162 5% 3,8% 8,7% 28 29,1%
2. | Tesco Great 101.269 0,5% 0,2% 0,2% 13 33,5%
Britain

3. | Costco USA 99.137 11,5% 1,8% 6,5% 9 27,6%

4. | Carrefour France 98.757 -5,5% 1,7% 2,9% 31 54%

5. Kroger USA 96.751 7,1% 1,6% 6,1% 1 0%

6. Schwarz Germany | 87.236 6,6% - - 26 57, 7%

7. Metro Germany | 85.832 0,1% 0,2% 0,3% 32 61,6%

8. Home Depot] USA 74.754 6,2% 6,1% 11% 5 11,2%

9. | Aldi Germany | 73.035 7,5% - - 17 59,2%

10. | Target USA 71.960 5,1% 4,1% 6,2% 1 0%

Top 10 1.257.892( 4,2% 2,8% 5,8% 16,3 32,3%

Top 250 4.287.587[ 4,9% 3,1% 5% 10 24,3%

The share of sales volume of Top 10 companieslé@s s@lume of Top 250 companies 320

Source:Delloite Touche, 2014

We analyzed the extent to which these companie$/ app concept of
sustainable development on the basis of their aggahnual sustainability
reports (sustainable development). The resultsisf dnalysis can be seen in
Tables 4 and 5.
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Table4: Application of the concept of sustainable development in Top 10 trading companies

No. Sustainable development
Company Environmental | Social dimension Economic
dimension dimension

1. Wal-Mart N N N
2. Tesco N N N
3. Costco N N N
4. Carrefour N N N
5. Kroger N N N
6. Schwarz N N N
7. Metro N N N
8. Home Depot N N N
9. Aldi N N N
10. Target N N N

Source:Authors’ analysis based on Wal-Mart 2013 Globadgmsibility Report, Tesco and Society
Report 2013, Costco Corporate Sustainability Rep0dt3, Carrefour 2013 Annual Activity and
Sustainability Report, Kroger 2013 SustainabilitypBe 2013, Corporate Responsibility Lidl 2013,
Metro Group Sustainability Report 2013, Home Depastainability Report 2013, ALDI Corporate
Responsibility Policy 2013, Target Corporate Resgility Report 2013.

Research results shown in Tables 4 and 5 repremerimportant, but not
sufficient element in the search for answers togihestion: to what extent does the
implementation of the concept of sustainable deraknt influence the competitive
recognizability and business performance of andlyzading companies. On the
other hand, the relevance of our research woultbb@romised if it lacked research
“niche” that should give an answer to the questwhat are the components of
sustainable development and to what extent do #m®y) contribute to the
competitive recognizability and business perforneanaf ten largest trading
companies. The principle of research curiosity nelmius that the hypotheses that we
set remain a dead letter if we do not confirm erydem. Guided by this principle of
scientific research, it is our obligation to rely dhe available theoretical and
empirical material and explore the extent to whitd implementation of the concept
of sustainable development in the marketing styatef the analyzed trading
companies affects their business performance.

Before answering this question, academic etiqagttemethodology of scientific
research remind us that we are not always ableltect all data, based on direct
contact (interviews, questionnaires) on the “polyga practice, and thus structuring
the marketing information system that would serseagplatform for the economic
objectification of the research problem and makilgvant decisions. Nevertheless,
the modern theory and practice took care to finelgaete access to the collection,
processing, and economic objectification of certpirenomena. So it is in this
research. As we have already pointed out, we sdhglanswer to the question of the
extent to which individual components of the conogjpsustainable development
affect the competitive recognizability and busingssformance of the ten largest
trading companies, relying on the companies’ annuggdorts on sustainable
development.
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Table 5: Dimensions of sustainable development in Top 10 trading companies

Dimensions of |y,
sustainable Mart Tesco| Costcg Carrefoyr Kroger Schwgrz Metrg
development

ome

epot Aldi | Target

Environmental dimension

Climate change
and carbon N N N N N N N X N N

emissions

Energy
consumption

Water
management

Waste
management

Logistics

Preservation
of natural
resources

< | 2| = | =
< | =2 | = | =
x
< | 2| = | =
2
<
<
P
2
< | =2 | = | =

Environmental
products

2
2
2
2
2
2
2
2
2
2

Land and
property fund \ R R \/ R X X X X R

Social dimension

Responsible N
supply

Food safety | x N X N v N X X

Conditions of
work with the | \ \ v \ X v X \ \

suppliers

Different and
equal \ \ \ v \ v v X X \

opportunities

Trainingand | J N N N X N X v v

development

Heathand | y |y |+ v v N x v Vo

safety

Relations with
the local \ \ \ N \ X X \ X \

communities

Charitable 1 1y |y N v v v v Vo

contributions

Economic dimension

Creating N
employment

Customer J
value

Relations with J
the suppliers

Creating valu
for stakeholders

X \ X X X X X

< < < < <
x

< < < < <
x
x
x
<
<

< < < < <

Corporate
governance

X X \ X X \ X

Source: Authors’ analysis based owal-Mart 2013 Global Responsibility Report, Tescul a

Society Report 2013, Costco Corporate Sustainalitiiport 2013, Carrefour 2013 Annual Activity
and Sustainability Report, Kroger 2013 Sustaingbifeport 2013, Corporate Responsibility Lidl
2013, Metro Group Sustainability Report 2013, Homep@ Sustainability Report 2013, ALDI
Corporate Responsibility Policy 2013, Target CoapeResponsibility Report 2013.
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4. Research Results and Discussion

Research results shown in Tables 4 and 5 indicht# tmarketing
management of trading companies bases their vismssion, and business
strategy on the concept of sustainable developm@malytically observed,
environmental, social, and economic determinantsustainable development
come to the fore. In addition, the results of teeearch show that all three
dimensions of sustainable development do not apfilythe same intensity, or
do not apply in terms of all elements in the anadiyzompanies.

The environmental dimension of sustainable devetmpraccording to the
data from Table 4, is present in all companiesis lanalyzed through the
presence of several elements: climate change armbrcaeemissions, energy
consumption, water management, waste managemeigtids, preservation of
natural resources, environmental products, and kmdi property fund. As
shown in Table 5, all these elements are presetitércompanies Wal-Mart,
Carrefour, Tesco, and Target, while other compaaigs some of the elements.
For example, the company Wal-Mart, the world leademphasizes
environmental responsibility as a distinctive elamef their successful
business (Wal-Mart 2013 Global Responsibility R€pdn support of this fact,
there is information that by the end of 2012 thisnpany had 280 projects
related to renewable energy on the markets whespdtates. As a result, the
company was able to provide 21% of the demandlémtricity from renewable
sources. In addition, during the period from 20@5 2012, the company
managed to decrease emissions of harmful gase8%y Phis does not exhaust
the list of innovations with which this company anhes the environmental
dimension of sustainable development. When it cotoesaste management,
Wal-Mart managed to achieve a record in 2012, byaling 80% of the waste
from its retail stores and distribution centersg aaducing the use of plastic
bags by 38.1% across all retail stores throughbat world. An important
segment of the environmental dimension of this camgpare environmental
products in which Wal-Mart in 2012 invested 300 lwmil dollars, in
collaboration with its suppliers.

The British company Tesco, as the second retaiincimthe world, also
applies all elements of the environmental dimensiotie concept of sustainable
development (Tesco and Society Report 2013). Basethe analysis of their
Sustainability Report, particular emphasis needsetplaced on their activities in
the field of greenhouse gas emissions, given thttd period from 2006 to 2012
they reduced the emissions of harmful gases by 2Bfaste and water
management is another essential element of theinéss strategy.

Analysis of the Sustainability Report of the compaarrefour (Carrefour
2013 Annual Activity and Sustainability Report) slothat it is a responsible
company. This is supported by the fact that theferomore than 2,300
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environmental products in their stores, which tbeyeloped through marketing
partnerships with the suppliers. Since 1996, timepamy has applied a preventive
approach in the process of creating the range étgally modified products.
Moreover, what makes this company so recognizablthé cooperation with
more than 6,000 farmers in the development of enmental products.

The application of all elements of the environmkentdémension of
sustainability is also present in the company Tar({fearget Corporate
Responsibility Report 2013). Special emphasis ndgedbe placed on the
company’s activities aimed at reducing the use lastie bags, reducing the
emission of harmful waste, and increasing efficient electricity by 50% in
the period from 2007 to 2012.

Social dimension of sustainable developmased on data from Table 4, is
present in all analyzed companies. In this regi#sdpresence is seen through
several elements: responsible supply, food satetyditions of work with the
suppliers, different and equal opportunities, tragnand development, health
and safety, relationships with local communitiesl @haritable contributions.
What is particularly evident in Table 5, based dwe tanalysis of the
Sustainability Report of these companies, is thathese elements are not
equally present in all companies. Their completgliagtion is recorded in the
companies Tesco, Carrefour, Kroger, and Target]ewthie other companies
lack some of the elements. For example, the comfasgo, as the second
largest trading company in the world, applies déments of the social
dimension of sustainable development. One of tlds@ents, through which
the company differentiates itself from its compmest is the offer of safe and
healthy products. An example of this is the facittm 1984 the company
opened the first Tesco supermarket, in which 30%thef product range
consisted of environmentally healthy products. ddigion, in its Sustainability
Report (Tesco and Society Report 2013), the compaghlights the strong and
long-term relationships with its suppliers and lodammunities. The evidence
of this is seen in the company’s total donatior2012 of 78 million euros,
which represents a 4% allocation of pre-tax pffofitthe charity.

French retail chain, Carrefour, also applies dnents of the social
dimension of sustainable development (Carrefour328hnual Activity and
Sustainability Report). The fact that supports gtegement is that in 2012, the
company increased sales of organic and environingmealucts by 9.3%,
compared to 2011. In its product range, the comdigys more than 1,700 so-
called fair trade products in retail stores arotirdworld, and over 600 product
lines with the label eco, natural, and bio.

The implementation of the social dimension of Susfale development in
the American company Kroger is illustrated by statal data (Kroger 2013
Sustainability Report 2013). In 2012, this compaoypated 200 million meals
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to the most vulnerable groups of people throughioeitUnited States, given that
the company operates only on the American markeotter illustrative fact is
that in 2012 the company supported more than 308fols and local
organizations, donated 5.9 million dollars to imprdhe health of women and
the prevention of cancer, and 3.3 million dollarshte most vulnerable families.
Therefore, what distinguishes Kroger in relation diher companies is the
intense policy of giving donations to local andiabcommunity.

The American company Target applies all elementh®fsocial dimension
of sustainable development, and in its SustairtglfReport (Target Corporate
Responsibility Report 2013) highlights strong caagien with the local
community and responsible supply. It is illustratihat the company cooperates
with over 3,500 manufacturers in more than 50 adesit while insisting on
respecting human and children’s rights in the paotida of products, i.e. in the
production of the so-called fair trade productsoider to protect itself from eco
“unconscientious” suppliers, the company adoptddrimal standards for the
selection of suppliers, in order to fully complytivihe principle of responsible
supply. For the purpose of structuring the eco Kpage” deals in respect of safe
and healthy products, the company carries out eigorcontrol of more than
132,000 products that make up the structure ohitge.

The economic dimension of sustainable developniiasied on data from
Table 4, is present in all analyzed companieshigregard, its presence can be
seen through the following elements: creating emplknt, customer value,
relations with suppliers, creating value for stakders, and corporate
governance. All these elements (Table 5) are fphgsent in the companies
Tesco, Carrefour, and Target, while the other congsalack some of these
elements. Tesco, as the second largest trading asomim the world, in its
Sustainability Report (Tesco and Society Report32@tates that the economic
dimension of sustainable development places emplaaissolving the problem
of unemployment. Thus, this company employs ové&, @0 people around the
world, trying to make the equal participation ofmend women. Good image
of the company is seen in its cooperation withsingpliers, as well as corporate
governance, as an important element of the econdimiension of sustainable
development.

The French trading company, Carrefour, implemertte tconomic
dimension of sustainable development through tleaeent policy of creating
new jobs and increasing the participation of worrethe management. Thus,
this company employs over 400,000 people worldwéael in the period from
2006 to 2012 it increased patrticipation of womeritsnmanagement team by
3.4% (Carrefour 2013 Annual Activity and SustaifigbReport).

In respect of the economic dimension of sustainatdeelopment, the
American trading company, Target, places signiticamphasis on its
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employees, their education, and their health. Asoforof this, there are
permanent training programs, and preventive hecdtlte activities of staff
(Target Corporate Responsibility Report 2013).

Wrapping up the discussion on the topic of envirental, economic, and
social determinants of sustainable developmentddet the methodology of
scientific research obliges us, relying on the ltesof research, to confirm or
reject the hypothesis that we set in the research.

Previous analysis of the environmental, social, es@homic dimensions of
sustainable development indicates their presentieeimnalyzed companies, as
seen by different elements. Therefore, the firgidtigesis about the operations
of trading companies in accordance with the priesipof sustainable
development has been confirmed. In addition, ahaue already pointed out,
we looked at the top ten trading companies on the 250 list, as seen by sales
volume in 2012.

On the other hand, judging by the presence of eisnef environmental,
social, and economic dimensions of sustainable [dpreent, the research has
shown different intensity of their application. Th@mpanies Tesco and
Carrefour apply all elements of environmental, abciand economic
dimensions of sustainable development. It shoulchdmed that Tesco is the
second, whereas Carrefour is the fourth retail rclimithe world, as seen by
sales volume. It is an undisputed fact that thesgtipns are partly the result of
the application of the concept of sustainable dgwekent, which is specifically
mentioned in their sustainability reports. Therefothe second hypothesis
examined in this research has been confirmed,ngtatiat the concept of
sustainable development has a positive impact ommpettiveness
recognizability and business performance of tradimmpanies. In addition, this
hypothesis is confirmed by the presence of the epnof sustainable
development in other trading companies that arehenlist of the ten largest
trading companies in the world, as seen by salksnein 2012.

Conclusion

The concept of sustainable development has becaménperative of
modern business conditions. As the problems ofeptmin and conservation of
living and working environment are becoming morenmunced, this concept is
gaining in importance. Trading companies, as therimediaries between
producers and consumers, have a responsible rdleeimmplementation and
promotion of the concept of sustainable developmdnt that regard,
contemporary theories and progressive practice he field of trade
management have crystallized different approachesimplementing the
concept of sustainable development. The problemitofclear definition
becomes more pronounced with the advent of diftedefinitions, so this paper
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shows that there are as many definitions of theceph of sustainable
development as the authors who have dealt withigkise. What is common to
all these definitions and attitudes is that thecemt of sustainable development
includes three dimensions: environmental, socrad, @onomic. We have tried
to explore whether and to what extent this congeptesent in trade and trade
management, following the example of the ten largesling companies in the
world, as seen by sales volume, based on theirasostainability reports. The
research results have shown that in these compaili¢bree dimensions of
sustainable development are present, which hawedlais to prove the first
hypothesis, placing emphasis on the operations radirtg companies in
accordance with the principles of sustainable dgprakent. Furthermore, the
research focused on more detailed insight intodineensions of sustainable
development. Each of these dimensions can be bemmgh different elements,
which are more or less present in trading companies analysis and the
results of the research suggest that only the compaCarrefour and Tesco
record all the elements of environmental, sociaf aconomic dimensions of
sustainable development. Given that these companéeat the top of the list of
the most successful trading companies in the waviel,have confirmed the
second hypothesis, on the basis of which the cdanadp sustainable
development has a positive impact on the busingssess. It is proven by the
presence of these elements in other companiearhain the list of the ten most
successful trading companies in the world. In prgvihe hypotheses, we
analyzed the practice of the ten largest tradingpamies in the world, as seen
by sales volume in 2012.
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TRGOVINSKI MENADVZMENT U SAVLADIVANJU
TAJNI ODRZIVOG RAZVOJA

Apstrakt: Trgovina, posebno maloprodaja, ima vaznu ulogu u povezivanju
proizvodaca, potrosaca, ali 1 zaposlenih 1 drustvene zajednice u celini. U razvijenim
trzisnim privredama, trgovina preuzima lidersku poziciju u kanalima marketinga.
Sa te pozicije, trgovina ima dobar uvid u promene koje se javljaju u proizvodnji,
potrebama potrosaca i zahtevima drustva. Imajuéi u vidu ove promene trgovina ide
u pravcu kreiranje konkurentske prednosti u skladu s nacelima odrzivog razvoja,
Sto otvara moguénosti primene ovog koncepta u trgovini. Cilj ovog rada jeste da
istrazi mogucénosti implementacije koncepta odrzivog razvoja u trgovini i
trgovinskom menadzmentu. Polazna hipoteza u radu jeste da trgovinske kompanije
posluju u skladu sa nacelima odrzivog razvoja. Testiranje hipoteze vrsice se iz tri
ugla. Istrazivanje éemo zapoceti analizom koncepta odrzivog razvoja. Drugo,
predmet posebne analize u radu biée sadrzaj koncepta odrzivog razvoja u trgovini 1
maloprodaji, kao 1 elementi od uticaja na odrzivost poslovanja trgovinskih
kompanija. Pri tome, predmet analize biée prvih deset trgovinskih kompanija sa
liste 250 najveéith trgovinskih kompanija na svetu 1 njihov sadrzaj koncepta
odrzivog razvoja. Imajuéi u vidu dobijene rezultate istrazivanja koncepta odrzivog
razvoja u ovim kompanijama, moze se ocekivati da Cée trgovina svoju poslovnu
filozofiju bazirati na eko-marketingu uz prihvatanje eko-menadzmenta. To znaéi da
¢e opstanak na trzistu osigurati one kompanije koje su u moguénosti ponuditi
proizvodi koji ne zagaduju okolinu i koji nose oznaku ,eko“ ,bio“ ili ,prirodno“.
Treée, predmet istrazivanja bice i instrumenti koje trgovinske kompanije koriste za
ostvarivanje ciljeva odrzivog poslovanja. Svi ovi aspekti istrazivanja koncipirani su
na nacin da se realizuje postavljeni cilj i testira polazna hipoteza u radu.

Kljuéne reéi: trgovina, odrzivi razvoj, trgovinske kompanije, ekoloska, ekonomska,
drustvena dimenzija.



