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ABSTRACT 

Recent research on sustainable supply chains highlights the importance of the interaction of environmental, 

social, and economic parameters to enhance sustainability. However, research up to now has focused to a 

large extent on the chain’ s environmental performance whereas it has paid little attention to social issues. 

The practice of including the poor in supply chains seems to be adequate to fill this gap. Research on the 

interface between sustainable SCM and doing business with the poor is, however, rare. Aiming at making a 

contribution to this field, this study examines the relationship between sustainable SCM and the inclusion 

of the poor in the supply chain of MNCs. The study is based on three research questions: 

 

(1) What are the motivations of cosmetics companies to include small and poor farmers and 

communities as suppliers in their supply chains? 

(2) How do the projects with farmers and communities create impacts on sustainability? 

(3) What challenges do the companies encounter when engaging in these projects? 

 

The questions are addressed by conducting three case studies of projects with small and poor farmers in 

multinational cosmetics companies. The case studies not only found social motivations to engage in projects 

with the poor but also environmental, economic and cultural ones, as well as the objective to increase 

transparency and to put company strategy and values into practice. Environmental impacts are created 

through the preservation of biodiversity, soil conservation and climate protection, whereas income 

generation, institutional improvements, the promotion of self-sufficiency, and the compliance with human 

rights and labor law address social sustainability. Through price stability and a secured raw material supply, 

brand differentiation and a price premium for end products, the economic dimension is impacted. The 

projects were also found to contribute to the conservation of cultural heritage. However, the remoteness of 

suppliers, the lack of physical and institutional infrastructure, cultural differences, as well as the adaption 

of internal processes and the difficulty of finding adequate personnel present challenges when sourcing from 

these suppliers. 

Considering the current state of research, the results of this analysis offer a solid base for developing a 

research field at the interface of sustainable SCM and business operations with the poor, and raise issues for 

future research in order to emerge deeper into the topic. I t also provides a starting point for integrated 

approaches towards sustainability. Moreover, practical implications arise from the study on how to improve 

a SC’ s sustainability. The paper points out practices for companies targeting the poor as suppliers with the 

goal to not only create a social impact but also contribute to other issues such as environmental protection.  
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1 Introduction 

1.1 Relevance of the Topic 

A few weeks ago, the Olympic Games 2016 in Rio de Janeiro took place. They started off with a spectacular 

opening ceremony, accompanied by Samba rhythms and Brazilian carnival spirit. The opening event, 

however, was also used to shed light on a less pleasant but prevailing topic: the environmental degradation 

of the planet, in particular climate change and the depletion of natural resources. By developing the show 

entirely around the idea of sustainability and environmental stewardship, including bicyclists with flower 

baskets riding ahead of each country’ s athletes, a boy kneeling next to a sapling, and the Olympic rings 

made out of trees, the goal was to spread worldwide awareness about this issue. (The Huffingon Post, 2016) 

 

 

Figure 1 - Opening Ceremony Olympics 2016  

(The Huffingon Post, 2016) 

The theme chosen for the ceremony aligns with the observation that the topics of sustainability and social 

responsibility have significantly increased in importance throughout the last years. This is a reaction to the 

fact that the ecological capacity of our planet has been exceeded in many areas, combined with issues such 

as chemical pollution and the destruction of living habitat for various animal species. (Sahota, 2014) A big 

part of the damages can be attributed to the activities of companies. To combat this, an increasing number 

of companies is nowadays implementing sustainable practices and guidelines. ( Matthews, Power, 

Touboulic, & Marques, 2016; Sahota, 2014) However, due to the continuing globalization of firms and the 

related internationalization of production and procurement, the companies’ sustainability concerns cannot 

stop at their own firm boundaries but increasingly have to take the entire SC into account. (Carter & Rogers, 

2008) Along with the importance of sustainability and CSR, the interest in sustainable and responsible SCM 
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rises subsequently (Lee & Lee, 2007; Werner, 2008). Taking a closer look at SSC research and practice, 

two observations can be made which inspired the topic and the subsequent RQs of this study, and justify its 

further investigation: 

 

First, it is salient that there is a much stronger focus on environmental aspects than on social ones in both 

research and practice of SSCM. I f social aspects are considered, they usually focus on working conditions 

in supplier factories or on corporate philanthropy, i.e. mostly unrelated to a company’ s core business. (Carter 

& Rogers, 2008; Sahota, 2014) At the same time, research, however, shows that the highest level of 

economic performance is reached at the intersection of social, environmental, and economic sustainability 

(Carter & Rogers, 2008). There is thus a need to expand, both in research and practice, from considering 

purely environmental parameters towards also addressing sustainability in regard to social issues. 

 

Second, sustainability issues within SSCM are often considered in a standalone fashion, i.e. isolated from 

each other (Carter & Rogers, 2008). Companies create social impacts by, for example, financing schools. 

At the same time, they tackle environmental issues through initiatives aiming at, for example, the reduction 

of greenhouse gases. I t is not hard to tell that there is no interconnection between these measures. Existing 

research enhances that future research should consider all aspects of sustainability in a more integrative way 

since a complete understanding is missing with research focusing on one sustainability component at a time. 

(Pagell & Wu, 2009) Matos and Hall (2010) state that a better understanding of the complex relationships 

between different sustainability dimensions is required in order to be profitable while managing social and 

environmental impacts. This suggests that it is viable to identify practices which consider the various 

sustainability aspects and address them in an integrated manner. 

 

While not having been subject of the Rio opening ceremony, another set of problems, closely related to 

sustainability, was present throughout the Olympics: increasing poverty and social exclusion. Preceding the 

sporting event, newspapers had already been full of heated debates about Brazil’ s poverty issues (Die Welt, 

2016). These issues are, however, not only inherent to Brazil but present a worldwide problem due to a rapid 

growth of population, and rich people who are becoming richer whereas marginalized population is 

becoming even poorer (Sahota, 2014). While many initiatives of governments and NGOs failed to create 

improvements, companies recently started addressing this issue by including the poor in their SCs with the 

objective of reducing poverty. Such practices also attracted the interest of academic research. (Sodhi & 

Tang, 2011) Within both research and practice of the inclusion of the poor in MNCs’ SCs, another 

observation was made which influenced topic and RQs of this analysis: 
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I t is striking that existing research regarding the inclusion of poor and deprived parts of the population 

focuses almost entirely on the social and economic motivations that companies drive to include them into 

their SCs. Research of the last two decades has examined the inclusion of non-traditional consumers, 

suppliers and producers in the SCs of multinational companies, and it was found to be a beneficial and 

important collaboration for both the companies and the poor population. However, it has barely been 

researched so far if these partnerships also have the potential to create impacts within other areas, such as 

the environment, as it was already suggested in existing literature (Perez-Aleman & Sandilands, 2008).  

 

Considering the previously elaborated observations made within both research fields, combined with the 

growing interest in integrating the poor in businesses operations, and the increasing relevance of SSCM, it 

is surprising that the two research streams have been disconnected to a large extent until now. Both research 

fields already address similar issues and follow similar overall goals, and a combination of the two could 

potentially make a significant contribution to the less addressed and researched topics within each field. 

Furthermore, with one of them being strongly focused on social considerations whereas the other one 

addresses environmental issues, a consolidation of the two may be able to present an integrated approach 

towards sustainability. The need for this consolidation has also been referred to in existing literature: I n their 

research about “Putting SSCM into base of the pyramid research”, Khalid et al. (2015) found that the need 

for the integration of poor and excluded population into value-adding activities is acknowledged but not 

very well represented within SCM concepts, and that assessing projects with non-traditional suppliers in 

low-income countries goes beyond what so far has been researched within SCM. Accordingly, links to 

SSCM are also only mentioned occasionally within BoP literature. This is surprising since it seems to be a 

logical step to take: while the social dimension has been widely ignored in SSCM for a long time (Khalid 

et al., 2015; Seuring & Müller, 2008), the inclusion of poor and deprived parts of the population focuses 

almost exclusively on social issues and leaves environmental concerns aside (Hahn, 2009). This seems to 

offer a solid base for a consolidation of the two research streams. The study at hand, consequently, will have 

a closer look at the relationship between the them and will further examine the existence of projects with 

poor population, particularly small farmers and communities, in the context of SSCM.  

 

1.2 Research Questions 

While research has contributed a wide range of descriptions of and studies about sustainability and CSR, 

and their possible integration into SCM, as well as research about poverty alleviation through the inclusion 
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of the poor as suppliers, it has so far paid little attention to some interesting and important facets of these 

two broad research fields and to the interface of SSCM and doing business with the poor. More precisely, 

as elaborated above, within SSCM it has neglected the social aspect of sustainability and the possibility of 

addressing economic, environmental, and social issues through an integrated approach. Within research 

about the poor as suppliers, no attention has been paid to environmental aspects and also details about the 

collaboration between companies and the poor suppliers are mostly missing. Furthermore, there is only little 

research on if and how the research streams can be combined. The main objective of the paper is thus to 

examine the relation between the inclusion of poor communities and the creation of a SSC. In particular, 

this study will provide a deeper understanding on the topic by asking the following RQs: 

 

(1) What are the motivations of cosmetics companies to include small and poor farmers and 

communities in their supply chains?  

(2) How do the projects with small and poor farmers and communities create impacts on 

sustainability?  

(3) What challenges do the companies encounter when engaging in these projects? 

 

1.3 Relevance of the Cosmetics Industry as the Industry of Choice 

Being at the forefront when it comes to engaging in sustainable practices and building SSCs, the cosmetics 

industry was found to be appropriate to look at in order to answer the RQs. The cosmetics industry has long 

been and still is under closer observation of the public than many other industries which can to a big part be 

attributed to cosmetics manufacturers’ dodgy business practices in the past and the negative effects which 

cosmetic products are perceived to have on environment and society. Negative publicity arose especially in 

regard to the use of animal-testing methods and the unethical sourcing methods of natural ingredients such 

as palm oil. Cosmetics companies have also regularly been associated with unsustainable practices of their 

supplier industries such as the chemical industry. But also cosmetics products themselves have contributed 

to the dubious fame of the industry. Due to ingredients such as microplastics and the excessive use of plastic 

based packaging, the finished products cause environmental damage. Lastly, the safety of various cosmetics 

ingredients such as parabens is questionable and often related to health risks. (Sahota, 2014) All of the above 

contributed to the negative image the industry had to deal with for a long while. 

 

However, nowadays several cosmetics companies can be found within rankings which evaluate the “good” 

behavior of companies. Ethisphere’ s ranking of the world’ s most ethical companies 2016 includes four 
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cosmetics companies in the category “Health and Beauty” (Ethisphere, 2016). Cosmetics companies are 

also listed in rankings of the most sustainable companies. Corporate Knights 2016 ranking of the world’ s 

most sustainable companies counts two cosmetics companies (Corporate Knights, 2016). A turn in the 

industry’ s image can also be observed when looking at the booming sale of natural, organic, and green 

cosmetics. A significant number of companies exist with a business model which is entirely focused on this 

type of cosmetics but also many “traditional” cosmetics companies started creating product lines of natural 

and sustainable cosmetics. For the purpose of this study, the most important development within the industry 

is, however, that several cosmetics companies were found that have a long history in collaborating with 

small and poor communities and farmers as suppliers or producers in their SCs. (Sahota, 2014) 

 

In view of all these factors, the cosmetics industry was found to be a viable and interesting industry to 

examine when it comes to further immersing into the sustainability research stream and doing business with 

poor and excluded parts of the population. 

 

1.4 Structure 

The present paper can be divided into six parts, considering this introduction to the topic as the first one. I n 

part two, the paper presents an overview of relevant literature about the research fields the paper is based 

on, namely sustainable and responsible SCM and the integration of the poor in the SC of organizations. 

Before immersing in these topics, the literature review starts off with a short introduction of sustainability 

and social responsibility. In its next part, a closer look is taken on how sustainability and CSR can be 

operationalized as part of a company’ s SCM. Following that, the current state of literature on the inclusion 

of the poor in the SCs of organizations is examined, concluding with a summary of the challenges of these 

approaches. The last part of the literature review takes a look at existing attempts in combining the two 

research fields. Chapter three of this study elaborates on the methodology which was applied to perform the 

research. Subsequently, chapter four presents the case studies of the cosmetics companies Natura 

Cosméticos, The Body Shop, and Weleda in regard to the inclusion of small and poor communities and 

farmers as suppliers in their SCs. This part starts off with an overview of the three companies before 

emerging into the analysis of the findings of the case studies. Chapter five eventually offers a thorough 

discussion of the findings and analyzes them in relation to existing literature. The conclusion in chapter six 

states concluding remarks, gives implications for future research and practice, and considers limitations of 

the presented research.  
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2 Literature Review 

The following chapter serves to define the most important concepts the study is based on, to create an 

understanding of the different research fields it touches upon, and to locate the topic within existing research. 

In this, it first introduces frameworks for “doing good” and then moves on to the topic of sustainability and 

social responsibility in SCs. Subsequently, existing concepts regarding the inclusion of the poor in the SCs 

of organizations are presented, before literature is examined which combines the two research streams. 

 

2.1 Frameworks for “Doing Good” 

When literature refers to society’ s duty of “doing good”, two main concepts are found to be predominant: 

sustainability and social responsibility (Benn, Dunphy, & Griffiths, 2014). The following sections 

summarize the most important contents of both concepts. 

 

2.1.1 Sustainability 

Even though the concept of sustainability has gained significant attention during the last years, both 

academics and practitioners still tend to have problems to entirely grasp the idea of sustainability due to its 

complexity, the absence of a single valid definition, and the existence of various similar concepts which are 

easy to be confused with sustainability since clear boundaries are missing. ( Markman & Krause, 2016) 

 

The concept of sustainability first evolved in the 1980s as a reaction on growing global problems such as 

pollution, scarce natural resources, overpopulation, and famine, that led to the decline of the natural 

environment and consequently caused an impact on society ( Mohrman & Worley, 2010). Ever since, the 

term “sustainability” has been defined in many different ways. The most widely known and generally 

accepted definition is provided by the UN Brundtland Commission in its report “Our Common Future” 

which popularized sustainable development as “development that meets the needs of the present without 

compromising the ability of future generations to meet their own needs” (WCED, 1987, p.43). The two 

central tenets of this definition are “the concept of ‘needs’ , in particular the essential needs of the world’ s 

poor, to which overriding priority should be given” and “the idea of limitations imposed by the state of 

technology and social organisation on the environment’s ability to meet present and future needs” (WCED, 

1987, p.43). 
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Reviewing sustainability literature, Montiel (2008) found two general approaches regarding the 

conceptualization of sustainability: one approach refers to sustainability as ecological sustainability and 

identifies sustainability exclusively with the environmental dimension. The other approach includes 

economic, environmental, and social dimensions viewing sustainability as a tridimensional construct. 

Practitioners and scholars now widely agree that the idea of sustainability is an integrated and nested system 

in which the three pillars of social, environmental, and economic aspects are interconnected. ( Montiel, 2008) 

 

In 2010, a policy statement was approved by the United Cities and Local Governments to extend the UN 

Brundtland Commission’ s definition of sustainable development to include culture as a fourth pillar. I t was 

argued that the current three pillars would not sufficiently represent the complexity of society. The new 

approach is supposed to address the advancement of the cultural sector, as well as to ensure that the cultural 

aspect is sufficiently considered in public policies. Very central to this concept is the promotion of  

indigenous local cultures, and the preservation of diversity and identity. (UCLG, 2010) 

 

According to Bansal and DesJardine (2014), the characteristic which differentiates sustainability from most 

similar concepts such as CSR, is the central role of time. Sustainability clearly communicates the importance 

of the distribution of resources across time and is committed to ensuring both long-term and short-term 

profit, prepared to encounter trade-offs in accomplishing this objective (Bansal & DesJardine, 2014). 

 

2.1.2 (Corporate) Social Responsibility 

The idea of CSR started emerging in the 1970s and has thus a much longer history than sustainability. As 

for sustainability, however, there is no general consensus on its meaning and various definitions exist. 

Historically seen, CSR research was entirely engaged with social issues. 

 

One of the most cited definitions of CSR claims that  “the social responsibility of business encompasses the 

economic, legal, ethical, and discretionary expectations that society has of organizations at a given point in 

time” (Carroll, 1979, p.500). The European commission more widely refers to CSR as “the responsibility 

of enterprises for their impacts on society” (European Commission, 2011, p.6). Moreover, it states that 

mitigating the company’ s negative environmental and social impacts as well as creating shared value for 

shareholders, stakeholders, and society as a large are the goals of CSR, and that a process is needed “to 

integrate social, environmental, ethical, human rights and consumer concerns into their business operations 

and core strategy in close collaboration with their stakeholders” (European Commission, 2011, p.6). To do 
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so, a long-term approach to CSR is required and companies are encouraged to “explore the opportunities 

for developing innovative products, services, and business models” (European Commission, 2011, p.6). 

After all, CSR has developed into a broad concept which considers a firm’ s treatment of the environment 

and humans (Andersen & Skjoett-Larsen, 2009). These components, however, are usually seen 

independently, for example with social responsibility being considered a supplement to the firm’ s economic 

responsibility ( Montiel, 2008). 

 

Regarding the notion of time, Bansal and DesJardine (2014) claim that CSR focuses strongly on current 

stakeholder interests which are not necessarily sustainable in the long-term. 

 

2.2 CSR and Sustainability in Supply Chains 

A huge challenge for companies is to operationalize the concepts of sustainability and CSR. Both research 

and practice show that putting them into managerial practice is difficult ( Markman & Krause, 2016).  

A common way for companies to do this, is to look at their SC to address their overall sustainability and 

social responsibility. Even though the existence of global SCs also displays one of the principal reasons for 

ecological degradation, researchers are convinced that SCM can at the same time be “a locus for much of 

the change toward sustainability and make important contributions to the sustainability of the broader 

ecosystem” ( Mohrman & Worley, 2010, p.291) with its potential to integrate social and environmental 

practices. Mohrman and Worley (2010) also emphasize that “to build its own sustainability, it must 

simultaneously contribute to the sustainability of the larger systems of which it is a part” (p.291). 

 

2.2.1 Sustainable Supply Chain Management 

SCM is “the systemic, strategic coordination of the traditional business functions and the tactics across these 

business functions within a particular company and across businesses within the supply chain, for the 

purposes of improving the long-term performance of the individual companies and the supply chain as a 

whole” ( Mentzer et al., 2001, p.18). I ts objective is to create a more profitable outcome for all SC tiers 

which means that individual interests have to be subordinated to the benefits of the whole SC (de Carvalho 

& Barbieri, 2010). As defined by Preuss (2005), SCM is “a corporate function of increasing economic 

importance, but one that is not pulling its weight in environmental protection” (p.133). 

 

The concept of SSCM is based on the traditional SCM but goes beyond its purely economic focus. Besides 

the consideration of economic aspects, it also addresses the environmental and social interests at all SC 
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stages and aims at optimally designing the chain with regard to these aspects. (Werner, 2008) The underlying 

idea of SSCM is the necessity of systemic approaches to sustainability issues due to increased worldwide 

connectivity. Practice consequently has to move from a company-centered sustainability idea towards 

sustainability of the broader system. (Hall & Matos, 2010; Mohrman & Worley, 2010) As defined by 

Seuring and Müller (2008), SSCM is “[…] the management of material and capital flows as well as 

cooperation among companies along the SC while taking goals from all three dimensions of sustainable 

development, i.e. economic, environmental and social, into account which are derived from customer and 

stakeholder requirements.” (p.1700). 

 

A commonly used, broader definition views “SSCM as the strategic, transparent integration and 

achievement of an organization’ s social, environmental, and economic goals in the systemic coordination 

of key inter-organizational business processes for improving the long-term economic performance of the 

individual company and its supply chain” (Carter & Rogers, 2008, p.368).  

 

2.2.2 CSR in Supply Chains 

As the nature of business relations is evolving from producing goods in a company’ s own national facility 

to contracting suppliers from other parts of the world, CSR is changing accordingly. Having traditionally 

focused on the focal company and its activities, it now has to consider the entire SC (Andersen & Skjoett-

Larsen, 2009), moving from CSR towards an approach Spence and Bourlakis (2009) call SC responsibility 

which claims that a holistic approach towards CSR needs to be taken. Accordingly, they define SC 

responsibility as “the chain wide consideration of, and response to, issues beyond the narrow economic, 

technical, and legal requirements of the supply chain to accomplish social (and environmental) benefits 

along with the traditional economic gains […]” (Spence & Bourlakis, 2009, p.291).  

 

In the past, a big part of CSR issues in relation to SCs were focused on labor conditions at suppliers’ sites 

in developing countries (Spence & Bourlakis, 2009). Many companies developed and implemented systems 

such as corporate codes of conduct to enforce their partner’ s alignment with their social and environmental 

standards (Andersen & Skjoett-Larsen, 2009). However, Spence and Bourlakis (2009) identified that 

different factors exist which are important for the development of positive social responsibility in a SC: 

these are long-term relationships and partnerships with suppliers, supplier diversity, and extended suppliers’ 

responsibility. (Spence & Bourlakis, 2009) 
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2.2.3 Triple Bottom Line 

The TBL is the dominant concept within sustainability in organizations and is frequently used as a synonym 

for sustainability. The term was first introduced by Elkington in 1994 and became widely known when he 

published his work “Cannibals with Forks: The Triple Bottom Line of 21st Century Business” in 1998. 

Elkington’ s TBL framework is an attempt to measure sustainability in corporations by going beyond 

traditional measures of profits, and thus can be defined as “an accounting framework that incorporates three 

dimensions of performance: social, environmental and financial” (Slaper & Hall, 2011, p.4). The concept 

suggests that it is important for firms to not only have a financial bottom line but also a societal and 

environmental one, i.e. the firm’ s actions should not only foster long-term economic benefits but also have 

a positive impact on environment and society. The TBL thus considers all impacts of a SC and claims that 

each dimension is to be treated with equal importance. (Coffman & Umemoto, 2010; Montabon, Pagell, & 

Wu, 2016) A visual presentation of the dimensions is shown in Figure 2. The dimensions are also commonly 

referred to as the three Ps – planet, people, and profits. There are, however, no standards on which measures 

are to be included in each category – this makes the framework adaptable to different needs. (Slaper & Hall, 

2011) A more detailed look will be taken at each of these dimensions in chapters 2.2.3.1 – 2.2.3.3. 

 

 

 

Figure 2 - The Triple Bottom Line 

(Carter & Rogers, 2008, p.365) 
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2.2.3.1 Economic Dimension 

The economic dimension requires the financially feasible development of a company (Sahota, 2014). As 

measures for economic sustainability, Hall and Slaper (2011) suggest the “traditional” variables which are 

related to a company’ s bottom line and its flow of money such as income, taxes, or employment. 

 

2.2.3.2 Environmental Dimension 

The environmental dimension refers to the natural capital and the need for it to stay intact. This means that 

renewable resources are not to be extracted at a higher rate than at which nature is able to renew them and 

that the environment’ s absorptive capacity to take up waste must not be exceeded. The level of extraction 

of non-renewable resources should be minimized and minimum strategic levels should be agreed on which 

are not to be exceeded. (Sahota, 2014) The term most widely used for the integration of environmental 

concerns in the SC is green SCM. I t aims at improving the environmental impacts of production while 

maintaining quality, reliability, and costs. (de Carvalho & Barbieri, 2012; Hall & Matos, 2010) 

 

A strategy of the focal firm for reaching its goal of an environmental SSC, is the intensification of the 

collaboration with suppliers to improve the environmental impact of manufacturing processes and final 

products (Simpson & Power, 2005). But even though literature acknowledges that relationships within the 

SC are a key element to influence a company’ s environmental performance, a big part of academics and 

practitioners still focuses on addressing the process, product, and performance since these are more tangible 

and measurable elements (Ashby, Leat, & Hudson-Smith, 2012). Frequently used practices and activities to 

address environmental issues within the SC are therefore, for example, cleaner production processes, life 

cycle analysis, environmentally-friendly materials, green purchasing, and reverse logistics (Ashby et al., 

2012; de Carvalho & Barbieri, 2012).  

 

For measuring a company’s environmental performance, Slaper and Hall (2011) propose variables that are 

“measurements of natural resources and reflect potential influences to its viability” (p.5). Such variables 

could, for example, be the use of natural resources, energy consumption, or toxic and solid waste (Slaper & 

Hall, 2011).  
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2.2.3.3 Social Dimension 

While environmental sustainability is concerned with the preservation of natural resources, social 

sustainability considers the management of social resources. Social resources include various aspects such 

as people’ s abilities, social values, relationships, and institutions. (Sarkis, Helms, & Hervani, 2010)  

 

The overall objective of social sustainability is the maintenance of a united society and its capacity to pursue 

common objectives, as well as the satisfaction of individual needs such as education, food, health, housing, 

and cultural expression. These needs must be met for every individual. (Sahota, 2014) More precisely, social 

sustainability aims at developing fair management practices in regards to labor, communities and regions 

(Huq, Stevenson, & Zorzini, 2014; Sloan, 2010). Carter and Jennings (2002) suggest the following 

categories as the core of the social dimension: human rights, ethics, safety, diversity, philanthropy, working 

conditions, and community involvement. One of the most intensely studied topics within social 

sustainability is the improvement of social standards within the focal company and its suppliers’ factories. 

This includes issues such as removing child labor and monitoring the compliance with labor laws (Huq et 

al., 2014). Ashby et al. (2012) found that literature on SCM and sustainability only lists very few explicit 

practices in the social dimension and if it does, they are often associated with certifications, accreditations 

or third-party standards, such as Fairtrade. Other frequently mentioned tools used are, among others, 

supplier development programs, code of conducts, and socially responsible purchasing in which a 

company’ s purchasing power is used to buy only products with a positive social impact to enhance social 

change (Drumwright, 1994; Huq et al., 2014). 

 

Slaper and Hall (2011) suggest variables for the measurement of social sustainability which are related to 

social dimensions of a region or community. These could be variables such as social equity, education, 

unemployment rate, quality of life, or relative poverty. (Slaper & Hall, 2011) 

 

Literature review showed that a big part of research within SSCM between 2012 and 2014 did not even 

include the social dimension. I f it does, it usually tends to analyze one specific practice, for example 

Fairtrade, instead of approaching the topic holistically. Besides a lack of theoretical discussion of what the 

social aspect of sustainability is, explanations on how to practically address and implement the issue are 

also missing. Moreover, there is no social equivalent to the “green” SC, e.g. “social” SC. (Ashby et al., 

2012; Hall & Matos, 2010; Walker, Seuring, Sarkis, & Klassen, 2014) 
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2.2.4 Key Supporting Facets of Sustainability in Supply Chains 

In addition to the core dimensions of the TBL, Carter and Rogers (2008) identified the following four key 

supporting facets: risk management, transparency, strategy and culture. While they were not usually 

included in explicit definitions of SCM or the TBL, they were nevertheless found to be important aspects 

of sustainability that are required to successfully implement SSCM initiatives and practices (Carter & 

Rogers, 2008). Figure 3 shows a visual presentation of the facets. 

 

Risk Management is increasingly recognized as part of the firms’ sustainability and refers to the fact that, 

in order to achieve sustainability, they do not only have the responsibility to achieve short-term financial 

results but must also manage risk factors such as environmental waste and safety of workers, reputational 

and commercial risks, or the scarcity of resources used as inputs (Carter & Rogers, 2008). Carter and Rogers 

(2008) define SC risk management as “the ability of a firm to understand and manage its economic, 

environmental, and social risks in the supply chain” (p.366). Risk management can, for example, be 

implemented through agile and resilient SCs (Carter & Rogers, 2008). 

 

Also transparency finds increased consideration within organizational sustainability since it helps to ensure 

supplier sustainability. Sustainability initiatives are thus expected to work towards making processes more 

transparent e.g. through auditing. A higher transparency and visibility of corporate practices are especially 

demanded by external stakeholders. Both horizontal coordination as well as vertical coordination across a 

SC serve to improve transparency. Moreover, it was found that it is cheaper and simpler in the long-term to 

be transparent regarding environmental, social and economic issues. (Carter & Rogers, 2008) 

 

The aspect of strategy and culture states that successful sustainability initiatives need to be interwoven 

with the core business strategy and managed in a coordinated way rather than independently. The company 

culture, its values and its mindset have to be in alignment with the sustainability strategy in order to support 

the pursue of sustainability in the corporation. They need to have “core values and cultures and a sense of 

purpose beyond the economic bottom line” (Carter & Rogers, 2008, p.368). Previous research found that 

there is a relationship between a company’ s culture and strategy, and its engagement in sustainable practices 

(Carter & Rogers, 2008). 
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2.3 Frameworks for Doing Business with the Poor 

Trading and business relationships between organizations and the poor have been researched by different 

scholars throughout the last years who found that MNCs play an important role in breaking the endless 

circle of poverty. (Gradl & Knobloch, 2009; Prahalad, 2005) This chapter provides an overview of the most 

important approaches addressing the inclusion of the poor in the SC of MNCs. 

 

2.3.1 “Bottom of the Pyramid” Approach 

Relationships between the poor and MNCs have been studied within the “bottom of pyramid” approach, 

a term which was coined by C.K. Prahalad. The world’ s poor are, according to Prahalad, the biggest income 

group in population, comprising approximately four billion people, which leads to the existence of an 

economic pyramid. This early BoP approach highlights the importance of alleviating poverty worldwide in 

order to reach a holistic sustainable development. Prahalad’ s BoP approach supports a consumer-oriented 

perspective, i.e. it is based on the idea of addressing the poor as consumers: according to his theory, the 

creation of the capacity to consume will improve their lives while, at the same time, companies will be able 

to gain huge benefits from the poor’ s large aggregate purchasing power. (Prahalad & Hammond, 2002) 

Figure 3 - Supporting Facets of Sustainability 

(Carter & Rogers, 2008, p.369) 
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Based on Prahalad’ s assumptions, London and Hart (2004) introduced a similar approach, known as “base 

of the pyramid”: this approach extends the original BoP concept in that it acknowledges the challenges 

related to this practice, and advices the companies to develop their own capabilities and particularly their 

capability in social embeddedness in order to serve the market well. I nstead of considering the poor only as 

consumers, Hart and London (2004) suggest to build closer relationships with them and enhance co-creation. 

 

A few years after the first introduction of Prahalad’ s BoP approach, Karnani (2007) claimed that the concept 

is inconsistent and logically flawed, and stated that just turning the poor into consumers does not tackle the 

underlying problem. Karnani (2007) thus introduced an alternative to alleviate poverty with the help of the 

private sector: the producer-oriented BoP perspective. I t aims at fully integrating BoP population into the 

value-generating SC activities and thus into the global economy as self-sufficient producers who supply 

products for ToP and BoP markets to raise their income and achieve higher economic stability. He, however, 

also highlights that most people do not have the characteristics to be entrepreneurs and that most businesses 

operated by the poor have little capital, no scale economics, and low skills. I t thus must be the MNCs’ 

responsibility to create steady employment opportunities for these people at reasonable wages, upgrade their 

skills and increase productivity; additionally, efficient markets need to be created so that the full value of 

the BoP’ s output can be captured. (Karnani, 2007) He concludes that it is necessary to not only increase the 

poor’ s income but “improve their capabilities and freedoms along social, cultural, and political dimensions 

as well” (Karnani, 2007, p.108). This new inclusive version of the BOP concept is also called “BoP 2.0” or 

“integrative BoP” (Hahn, 2009).  

 

2.3.2 Social Enterprises and Social Businesses 

The idea of social businesses and social enterprises evolved as a response to our nowadays pre-dominating 

non-inclusive ecosystem, caused by the failure of government and non-governmental organizations, as well 

as the limited impact of CSR initiatives by companies (Goyal, Sergi, & Jaiswal, 2015). 

 

The concept of “social business” was introduced by Yunus (2010). I t is a cause-driven approach and is 

based on the idea of doing business with the goal of addressing a social problem instead of maximizing 

profit. This is usually done by creating a service or product which empowers the poor population. The 

success of the business is accordingly measured by its impact on the poor and not by the profit made. 

Investors are expected to get the invested money back over time but do not make any financial gain. The 

costs of the company must be covered and a profit made but at the same time, the social objective needs to 
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be achieved. As defined by Yunus (2010), there are two types of social businesses: the first one only includes 

businesses built around a social objective such as a product for the benefit of the poor. The second type 

deals with any kind of business that is owned by the poor who receive dividends or other benefits. Financing 

these social businesses, however, often results being a problem. (Yunus, 2010) 

 

Throughout literature, also the term “social enterprise” can frequently be encountered. I n most cases, the 

use of the term corresponds to one of the business types identified by Yunus. Social enterprises “bundle 

entrepreneurial attitude and passion, non-traditional networks of grass-root partners, social embeddedness, 

the harnessing of emerging technologies and innovations in designs and implementations used by for-profit 

business models, with a socio-economic orientation at the BoP” (Goyal et al., 2015, p.851) to increase the 

poor’ s income by creating jobs, products, and services. Their focus are often micro-entrepreneurs in the 

informal sector who benefit from the social enterprises’ activities through an overall increase in financial, 

information, demand, and supply flows (Sodhi & Tang, 2011). Goyal et al. (2015) found two main 

conceptions about the understanding of social enterprises: the first one takes the social change perspective 

in which the fulfilment of a social objective is the primary consideration, whereas the second one is based 

on the socio-economic change perspective incorporating commercial viability and social change. 

 

2.3.3 Inclusive Business 

Inclusive business is a concept which connects business and development work. I t is not understood as a 

peripheral CSR project which has little to do with the companies’ core business, but as an inherent part of 

the business. (Gradl & Knobloch, 2010) The UNDP defines inclusive business models as business models 

which “include the poor into a company’ s supply chains as employees, producers and business owners or 

develop affordable goods and services needed by the poor” (Gradl & Knobloch, 2010, p.7). 

 

Considering the poor as consumers, they were found to have a huge willingness to pay for products and 

services which have the potential to create a higher standard of living for them and better productivity. 

Furthermore, business with people living in poverty as consumers has an inherent potential for innovation. 

(Gradl & Knobloch, 2009) 

 

As suppliers, poor people can particularly be integrated when it comes to agricultural raw materials or 

handicrafts. Being involved in trade and thus in a company’ s value chain gives the poor access to basic 

goods and services, increases their productivity, creates income opportunities, and encourages the people’ s 
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self-confidence by giving them the ability to participate and the freedom of choice. For the companies, it 

offers the possibility to enter a promising growth market, to get a better reputation, and to strengthen their 

SC. Establishing close collaboration with the people living in poverty can make the supply more reliable, 

improve the quality, and create unique and more diversified products. (Gradl & Knobloch, 2009) 

 

Another definition of inclusive business is that it “integrates people living in poverty into the value chain as 

consumers or producers, thus making a positive contribution to the development of companies, the local 

population and the environment.” (Gradl & Knobloch, 2009, p.10). As in this definition, it is sometimes 

claimed that the consideration of the environment is inherent in the concept. Gradl and Knobloch (2009) 

state that an important part of inclusive business is environmental protection since poor people are usually 

heavily affected by environmental degradation such as pollution since they depend on farming and have 

little protection against climate. Perez-Aleman and Sandilands (2008) confirm the importance of giving 

small suppliers the opportunity to engage in environmental initiatives and to upgrade their processes 

according to the standards since environmental degradation undermines productivity and thus represents a 

threat to their livelihoods and links to poverty. Moreover, exploitative conditions and production methods 

which damage the environment are characteristic for their SCs (Perez-Aleman & Sandilands, 2008). 

 

When establishing inclusive business models, the importance of partnerships for a successful 

implementation is emphasized. Since there is little prior experience regarding inclusive business, companies 

often struggle with a lack of expertise in the development phase. I t is thus highly important to work closely 

with people and institutions who know the local context, and with the targets themselves. I n the 

implementation phase, it is crucial to remain flexible regarding the project planning, to plan in longer time 

frames than usual, and to work with non-traditional partners. (Gradl & Knobloch, 2009) Partners are usually 

local organizations such as NGOs (Gradl, Krämer, & Amadigi, 2010).  

 

Sodhi & Tang (2014) point out three models through which enterprises and companies can help the poor as 

suppliers: first, they can ensure higher selling prices by purchasing the products directly and thus eliminating 

costly middlemen which usually keep a high percentage of the selling price. Second, they can reduce the 

poor’ s search costs for customers. Third, social enterprises and businesses can make a contribution towards 

improving the poor’ s productivity by providing them relevant information which they are mostly lacking. 

There are also business models which work toward all three benefits. (Sodhi & Tang, 2014) 
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2.3.4 Challenges of Projects with Poor and Excluded Parts of the Population 

When dealing with poor population, companies face framework conditions that go beyond what they 

encounter in most of their traditional business operations.  

 

BoP Consumers 

One challenge which has been referred to by various authors, are the BoP consumers themselves. Low-

income consumers have unique needs (Khalid et al., 2015; Prahalad & Hammond, 2002) and the 

understanding, the design and the delivery of the real needs can be very complex (Goyal et al., 2015). Often 

the poor are unaware of their own needs, i.e. they have no “felt” needs (S. L. Hart & London, 2004). I n 

addition, the low income markets are characterized by low income levels, irregular cash flows, low literacy 

levels, and a lack of saving pattern (Goyal et al., 2015). 

 

Lack of Physical and Institutional Infrastructures 

The lack of both physical and institutional infrastructures can constitute an obstacle for MNCs. (Prahalad & 

Hammond, 2002).  

Businesses may encounter the absence of basic services such as water, electricity, technology, or roads 

(Goyal et al., 2015), as well as communication structures (Khalid et al., 2015; Prahalad & Hammond, 2002). 

This makes doing business significantly more complicated, time-consuming and complex, and it may 

require investments of the company before starting a collaboration (Goyal et al., 2015). 

Additionally, the majority of low-income markets operates in the informal sector since it is usually too time-

consuming and expensive for the population to register a formal business. This, however, increases the 

difficulties for formal businesses to interact with them since the informal economies are usually not 

organized, uncompetitive and often in-efficient, and have limited access to finance. (S. L. Hart & London, 

2004) Furthermore, the institutional infrastructure is poorly developed and lack particularly institutions 

which support market oriented economy. The influence of government institutions is weak and only 

provides poor market regulatory mechanisms. (Khalid et al., 2015; Prahalad & Hammond, 2002) Instead, a 

dominance of social institutions and contracts can be observed which, for example leads to the fact that 

relationships tend to be based on social than on legal contracts: entering these markets thus requires a 

different strategic approach since it has to bridge the formal and informal economies (S. L. Hart & London, 

2004) 
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Distrust in Industry and Government 

The poor population’ s distrust in government and industry stemming from a lack of awareness, acceptance 

and belief of the market-based eco-system, is referred to as an obstacle in existing literature. Most of the 

poor communities and farmers have so far received little support from the government and do not have a 

clear idea about working with big companies. Some of them may even have had bad experiences such as 

exploitation when dealing with businesses. (Goyal et al., 2015; Hall & Matos, 2010) 

 

Cultural Challenges 

In the collaboration with the poor, companies often encounter challenges in regard to cultural differences. 

MNCs are typically based in ToP markets and follow Western values and culture, while the poor are usually 

from the rural villages in developing countries. The cultural distance experienced is often perceived to be 

greater than the geographic distance due to different norms and traditions. Moreover, in many developing 

countries, high levels of corruption are related to the culture. (S. L. Hart & London, 2004) 

A major challenge is also the communities’ lack of business knowledge, capital and skilled manpower which 

makes traditional logistics management approaches insufficient, and which requires the focal company to 

have specialized knowledge to be able to do business with suppliers who are not familiar with this 

environment (S. L. Hart & London, 2004; Karnani, 2007). 

 

Unpredictability and Complexity in the Supply Chain 

Furthermore, an unpredictability in the SC exists due to a lack of capacity and information; this can lead to 

issues in regard to product quality and availability (GIZ, 2011). 

I t is also referred to an increase in SC complexity in regard to the geographic distance between the 

companies and the poor. Since MNCs are often headquartered in the industrialized nations, while the 

communities and farmers are located in developing countries, they are geographically far apart. The distance 

is even larger considering that most of them do live in the rural areas of the developing countries to which 

physical access is poor in terms of infrastructure. (Karnani, 2007) The single suppliers are usually small and 

widely dispersed and buying raw materials from them therefore increases transaction costs due to the high 

number of small transactions that are required (Hall & Matos, 2010). Related to this, working with low-

income population often also means having to work with longer timeframes. The learning, testing and 

adjusting of products and processes take time and thus, combined with the geographic distance, prolongs 

the timeframe from product development until product launch. (S. L. Hart & London, 2004) 
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Balance Between Social and Commercial Objectives 

Lots of businesses which are dedicated to making a positive social impact, struggle when it comes to creating 

a balance between their social and economic objectives. These problems in managing the double bottom-

line lead to businesses which are often not economically viable. (Goyal et al., 2015) 

 

A study conducted by the German institute for international collaboration showed, however, that Emerging 

Market multinationals generally face less challenges due to three strategic advantages they have when 

engaging in development issues: they have their roots in emerging economies, they have dealt with low-

income population in different ways, and they are strongly invested in other developing markets. They are 

more familiar with the particular challenges and have experience in dealing with them. Thus, MNCs from 

developed countries often approach low-income populations through intermediaries while for Emerging 

Market multinationals, they are part of their everyday business and not of the CSR strategy. Therefore, they 

tend to be in direct contact with the poor population in their value chains. (GI Z, 2011) 

 

2.4 Consolidation of the Two Research Fields 

In recent years, research started emerging which attempts to consolidate the research streams of SSCM and 

doing business with the poor. 

 

In “Putting sustainable supply chain management into base of the pyramid research”, Khalid et al. (2015) 

conducted a research on which SSCM characteristics were considered relevant by BoP scholars when 

operating SCs in informal market economies. The research is based on Beske’s and Seuring’ s (2014) 

framework of SSCM categories. I t was found that out of the five categories, three were frequently 

encountered in BoP research: continuity, collaboration, and pro-activity. Not considered were the categories 

risk management and orientation towards the TBL. Within the category of continuity, partner development 

and long-term relationships were found to be the most important concepts when working with the poor. The 

development of the poor’ s capabilities is in this context particularly highlighted. The BoP-relevant concepts 

from the category collaboration are technological integration, joint development, and enhanced 

communication. In the category pro-activity, the practices stakeholder engagement, learning, and innovation 

are most often referred to. (Khalid et al., 2015) 

 

In their research about “Sustainable supply chain management in BoP food projects”, Gold, Hahn and 

Seuring (2013) also found that SSCM offers a solid base and promising practices to integrate BoP 
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communities in MNCs’ SCs and that several SSCM concepts can be found in BoP literature. Their 

framework examines to which extent the contents of the SSCM categories “corporate orientation toward 

sustainability”, “supply chain design and operation”, and “supply chain performance” can be found within 

BoP research. Within “corporate orientation toward sustainability”, proactive management and employees’ 

commitment were found to be critical in projects with the poor as well as the presence of sustainability 

values within a company’ s culture and corporate strategy. (Gold, Hahn, & Seuring, 2013) An even stronger 

relationship between SSCM and BoP research was found within the category “supply chain design and 

operation”. Both research streams rely heavily on the input of external partners and strongly emphasize the 

inclusion of non-traditional partners such as NGOs to overcome the gap between communities and MNCs, 

and make an effort to create privileged long-term partnerships and supplier development. (Gold et al., 2013; 

S. L. Hart & London, 2004) However, when looking at the dimensions of “supply chain performance”, Gold 

et al. (2013) found that the TBL considerations of SSCM are barely mentioned in relation to BoP projects. 

Instead, they show a strong interconnectedness only between the social and economic dimension, i.e. the 

double bottom line. Gold et al. (2013) try to explain the exclusion of environmental issues with the 

assumption that BoP projects are not yet integrated into daily business but often have a special status and 

thus environmental standardization strategies are not applied to them. SSCM, on the other hand has, by now, 

mainly focused on environmental and economic sustainability. (Hahn, 2009; Prahalad & Hammond, 2002) 

 

I t can be concluded from the above that academics are starting to realize the compatibility of SSCM and 

doing business with the poor, and that the links found show “promising potential of theoretical cross-

fertilization” and “suggests that SSCM may develop particular strength when applied to the BoP business 

environment” (Gold et al., 2013, p.788), taking into consideration that several characteristics of SSCM 

respond to challenges of BoP projects. I t is, however, noticeable that integration of the research streams has 

been guided by the double bottom line. Environment-related issues and the simultaneous consideration of 

all three dimensions are still missing.  
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3 Methodology and Delimitations 

The following provides an overview of the research methodology which has been chosen in order to answer 

the underlying RQs in the most suitable way. To start with, the underlying research philosophy and approach 

will be presented, followed by an elaboration of the research process and the applied research design. 

Afterwards, the case selection and the interviewee sampling, as well as the process of data collection and 

analysis will be explained. The chapter concludes with an assessment of the quality of the performed 

research and the research delimitations. 

 

3.1 Research Philosophy and Approach 

Prior to determining other steps of the methodology and embarking on the research, it is crucial that the 

researcher defines the underlying research philosophy. This philosophy will shape every step of the research 

process since it influences the way assumptions are made throughout the project. This research takes a 

pragmatic stance which states that research problem and question are the critical determinants. (Saunders, 

Lewis, & Thornhill, 2012) 

 

The thesis takes an abductive approach to theory development, i.e. it combines deductive and inductive 

elements by moving back and forth between data and literature. I t usually starts with the observation of a 

“surprising fact” which is, in the study at hand, that various multinational cosmetics companies include local 

and poor farmers and communities in their SCs. Based on this observation, the abductive approach works 

out a plausible theory. An abductive approach is particularly suitable for topics about which lots of 

information can be found within a certain context but less in the relevant context studied within the research. 

(Saunders et al., 2012) 

 

3.2 Research Design and Process 

Research Design 

The research design is “the logical sequence that connects the empirical data to a study’ s initial research 

questions and, ultimately, to its conclusions” (Yin, 1994, p.19). I t acts as a guide containing the different 

steps of the research and has to be planned in advance in order to guarantee a complete and holistic process. 

In accordance with Saunders et al. (2012), defining the research design includes making decisions regarding 

the methodological choice, the research strategy, and the time horizon. 
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For the project at hand, a multi-method qualitative study was chosen, combining two different qualitative 

data collection techniques which are interviewing and the gathering of company reports and internal 

documents. 

 

Looking at the research strategy, a multiple case study as described by Yin (1994) was found to be most 

adequate strategy to answer the stated RQs. Case studies focus on “understanding the dynamics present 

within single settings” (Eisenhardt, 1989, p.534) and are a strategy usually used by researchers who intend 

to answer questions about the “why” and “how” of an issue (Yin, 1994). Using a case study provides the 

opportunity to get a deeper insight into the dynamics of the inclusion of small communities and farmers in 

the SC of cosmetics companies and the focal companies’ motivations, and is thus helpful to understand this 

specific setting better. I t is, furthermore, appropriate if “the boundaries between phenomenon and context 

are not clearly evident” (Yin, 1994, p.18). This is the case with MNCs operating in such non-traditional 

settings since research on this phenomenon is still very scarce. The case study approach also serves to 

provide new insights and explanations to fill gaps in existing research (Sandberg & Alvesson, 2011; 

Siggelkow, 2007). A multiple case design was applied to create analytical benefits and make the case study 

more robust. I t was adopted in order to be able to achieve possible literal replication across cases and to 

identify possible patterns. (Yin, 1994) 

 

In regard to the considered time horizon, the study at hand is cross-sectional which allows to examine a 

specific phenomenon at a specific time (Saunders et al., 2012). 

 

Research Process 

Research is a process which comprises multiple stages and combines them in an iterative way, i.e. the 

different stages overlap and are frequently revisited for reflection and refinement (Saunders et al., 2012). I n 

a first step, a thorough literature review provided an understanding of the most important concepts related 

to the topic, and allowed setting the boundaries for the research. I t furthermore served as a base for the 

interviews by identifying various themes to be covered (see Appendix A for a detailed description of the 

literature review process). In a second step, qualitative interviews were conducted in order to shed light on 

how those themes were connected, to confirm or reject their importance within the specific context of this 

research, and to discover new topics which so far had not been covered in the literature. Simultaneously, 

company reports and websites were reviewed in order to validate information and obtain additional data. 

This approach enabled data triangulation, which will be discussed more detailed in a later part of this 

methodology section, and helped to ensure to get the highest degree of information possible from the given 
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cases. (Flick, von Kardoff, & Steinke, 2004; Yin, 1994) In a last step, the data was analyzed, discussed and 

put into the context of existing literature. During this part of the process, the researcher frequently went 

back to consult literature and review the collected data. 

 

3.3 Case Selection and Sampling of Interviewees 

The issue of case selection and sampling of the interview partners is of major importance in the qualitative 

research process since it builds the basis of the case construct which will ultimately be used for the analysis. 

(Flick, 2009) Therefore, increased attention was paid to this part of the research process. 

 

Due to the nature of qualitative research, non-probability sampling was applied to find the case companies 

and the interviewees. I n this, the sample selection is based on characteristics instead of statistical 

representativeness, in order to ensure the inclusion of relevant components. A criterion based or purposive 

sampling approach as defined by Ritchie and Lewis (2003) was used “to enable detailed exploration and 

understanding of the central themes and puzzles which the researcher wishes to study” (p.78). Purposive 

sampling can be used for very small samples as in case studies to ensure the selection of samples which are 

rich in information, and is thus a viable sampling technique for the study at hand (Saunders et al., 2012). 

Since the interview targets are located within a collective organizational unit, it was necessary to have two 

different stages to define the targets. At the first stage, the features of relevant companies were specified 

and case companies were chosen. At the second stage, the required characteristics of the individuals within 

the organization were determined and interview candidates selected. 

 

Case Selection 

Three case companies, namely Natura Cosméticos, Weleda AG and The Body Shop, were selected in order 

to address the RQs at hand. The sampling technique used to make this selection was a combination of 

homogenous sampling, aiming at exploring a topic in greater depth by sampling similar members, and 

typical case sampling, attempting to illustrate what is typical in a particular setting (Saunders et al., 2012). 

Various selection criteria were elaborated: first, the cosmetics industry was defined as the industry of interest 

due to the previously elaborated relevance of this industry for the research. Second, the following 

characteristics were chosen which the case companies were required to have: due to the study’ s focus on 

projects including small communities and farmers as suppliers in MNCs’ SCs, the main requirement was, 

naturally, solid and extensive experience in operating these specific practices. Moreover, the research 

focused on large focal companies operating internationally since these tend to be the companies which have 



 

25 
 

sufficient resources for engaging in inclusive business projects and to ensure a certain size and scale of their 

operations. Another prerequisite was that MNCs were to be selected that play a leading role in sustainability 

and in doing business with non-traditional suppliers. The main reason for this requirement is that the topic 

of this study is still very recent and untapped; the examination of best practice companies is thus rational 

and aims at understanding the topic at hand better, while developing guidelines and being an example for 

other companies. Lastly, to be able to control for influences in regard to the companies’ country of origin, 

it was required to include both companies from developing and from developed countries in the case study. 

Taking all this into consideration, Natura, Weleda, and The Body Shop were found to provide an adequate 

setting for a relevant case study.  

 

Sampling of Interviewees 

Following the identification of the case companies, access to the companies had to be gained and relevant 

interview partners had to be approached. While the sampling approach used is still purposive, the sampling 

technique applied in this case is expert sampling, i.e. the sampling of individuals with particular knowledge 

about a topic (Kvale, 2007). Before starting the research, it was determined that relevant employees should 

most likely be working within the sustainability, CSR, supply chain, or sourcing department. Furthermore, 

they should preferably hold a manager or director position in order to guarantee sufficient knowledge about 

the research topic and their involvement in landmark decisions. Alternatively, a key employee could be 

interviewed as long as they possessed the required knowledge.  

 

Potential interview candidates at Natura and Weleda were identified through desk research on the 

professional social media platforms LinkedI n and Xing and were contacted through these platforms. The 

contact to a potential interview partner at The Body Shop was established through a private contact of the 

researcher. After the first contacts had been made, the snowball technique was used to reach additional and 

the most relevant interviewees (Kvale, 1996). Eventually, two employees at each of the companies were 

selected for interviewing. A detailed elaboration of the selection process of the interview partners can be 

found in Appendix B. 

 

Through the thorough selection process based on the prior elaborated interviewee requirements, it is 

guaranteed that the right persons were interviewed. Five out of six have been working at the respective 

company for several years, are holding a manager position in a department closely related to the work with 

communities and farmers and are thus involved in key decisions, and have already been in direct touch with 



 

26 
 

the communities and farmers, most of them on a regular basis. Only one interviewee was selected 

independent from these features and solely based on the knowledge she possessed and her department. 

 

3.4 Data Collection 

For the purpose of the thesis, both primary and secondary data were collected. 

As secondary data, information from publicly available sources about the three companies were used. 

These included the company websites with information on history, products, strategy, and values of the case 

companies, as well as their sustainability and annual reports. Also external reports and information about 

the companies, their economy and relevant awards were considered. Additionally, Natura and The Body 

Shop provided the researcher with internal company documents. 

 

For the collection of primary data, the conduction of interviews was defined as suitable method. A semi-

structured approach was chosen in order to, on the one hand, be able to guide the interview and directly 

address themes found in the literature, and, on the other hand, be open for arising topics of relevance which 

had not been covered by the literature. (Ritchie & Lewis, 2003) Semi-structured interviews are also 

particularly advantageous if the interview comprises a large amount of questions, if the questions are open 

ended or complex, and if flexibility in logic and order may be needed. This is the case in the given study. 

(Saunders et al., 2012) A postmodern approach as introduced by Kvale (2007) was used when conducting 

the interviews in which the construction of knowledge takes place through the interaction between 

interviewee and interviewer. 

Preceding the interviews, a detailed interview guide was prepared (see Appendix C). The prepared questions 

were a way to open up the discussion and provide guidance and structure throughout the interview. At the 

same time, it was important to maintain flexibility and not push the interviewees in a certain direction since 

this could prevent them from coming up with additional relevant information which could lead to discussing 

issues not covered by the guide. The content of this guide was created using themes and information 

obtained through the literature review and the revision of company reports and websites. I nteresting new 

topics and insights that had come up during interviews were added to the interview guide for future 

interviews. 

The interviews were conducted between June and August 2016. They were performed in English (Natura, 

The Body Shop) and German (Weleda) and lasted on average fifty minutes. The interviews were conducted 

via Skype due to the necessary flexibility the technology offers in regard to timing and location of the 

interviews. I t was also the most suitable interview method due to encountered financial and time constraints 
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and physical distance between researcher and interviewees. (Deakin & Wakefield, 2014). The researcher of 

the study was located in Denmark, while the interviewees were based in Brazil, Germany and the UK. 

A total number of six interviews was performed with six employees from different departments at the three 

companies to obtain multiple perspectives of the issue and to be able to validate the given answers. Five out 

of the six interviews were performed as one-to-one interviews. According to Ritchie and Lewis (2003), 

individual interviews are “well suited to research that requires an understanding of deeply rooted or delicate 

phenomena or responses to complex systems […] because of the depth of focus and the opportunity they 

offer for clarification and detailed understanding” (p.36f). The first interview at Natura, however, was 

conducted as a paired interview. The main benefit of paired interviews is that “they provide an opportunity 

for individual depth of focus but also allow participants to reflect on, and draw comparisons with, what they 

hear from others” (Ritchie & Lewis, 2003, p.37). 

 

Structure of the Interviews (Appendix C) 

Each interview started with a briefing as suggested by Kvale (2007), i.e. a short introduction of the 

interviewer and the research project. Subsequently, an overview of the structure of the interview was given. 

An informed consent of each study participant was obtained regarding the use of a tape recorder and the use 

of the interview data. 

 

The first part of the interviews consisted of general questions in regard to current or past projects including 

local communities and farmer and the management and conduction of the projects. This served, on the one 

hand, to develop the interviewer’ s understanding of the topic and to get an idea of the topic and its 

dimensions within the specific setting of the respective company. On the other hand, this was done to ensure 

that a common understanding of the theme existed between the interviewee and the interviewer.  

After having set the stage for a deeper immersion into the research topic, the focus was shifted toward the 

motivations for engaging in projects with small and poor communities and farmers, and toward the 

objectives the respective company was pursuing with these practices. At this point, the interviews took full 

use of the semi-structured approach by allowing the participants to freely elaborate their point of view and 

illustrate their explanations with examples. The applied set of questions aimed at finding out if the 

companies were considering the different dimensions of sustainability, which other factors motivated them, 

and how the pursue of the different objectives was integrated. High importance was attributed to the 

illustration through practical examples. This part was then followed by questions regarding the challenges 

encountered when working with this kind of suppliers. The last questions before turning off the recording 

allowed the interviewees to bring up additional ideas or to return to issues that had been touched before. 
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In a final step, a debriefing was performed to inform the interviewees about the next steps following the 

interviews. During some interviews, the interviewees had offered to provide the researcher with additional 

information on particular themes. Before concluding the interviews, it was shortly summarized which 

documents would be sent to the researcher via e-mail subsequent to the interview. 

 

After the interviews, follow-up e-mails were sent out to the interviewees which were based on questions 

that arose during the transcription and analysis process.  

 

Methodological Considerations 

Since the quality of the data collection is decisive for the quality of the analysis, various methodological 

considerations were taken into account to ensure a high level of data quality. 

 

I t is acknowledged that the quality of an interview study strongly depends on the interviewer’ s skills and 

knowledge (Flick, 2009; Kvale, 2007). Therefore, a significant amount of time was spent on this part: 

relevant knowledge was acquired both about the organizational context and the topic by examining 

literature, the companies’ reports and websites. Moreover, interview themes were developed and an 

interview guide prepared (Saunders et al., 2012). A pilot interview as suggested by Kvale (2007) was 

conducted with the previously mentioned contact person of the researcher at The Body Shop. This interview 

had the purpose to familiarize the researcher with the recording technique, test the call quality, train the 

application of the interview methodology, and to get feedback on the logical flow of the interview questions. 

The chosen interview partner qualified for this job since she has knowledge about the respective industry 

without being particularly involved in the study. 

 

The “opening” of the interviews served to gain the confidence of the interview partners and thus create the 

base for a good interview atmosphere in which the interviewees do not tend to hold back or falsify 

information (Saunders et al., 2012). This step is particularly important since the social interaction is an 

integral part of interviewing (Warren, 2012). 

 

All throughout the interviews, “leading questions” as defined by Kvale (2007, p.88f) were avoided in order 

to not guide the interviewees in a certain direction and to thus guarantee a high validity of the provided 

answers. Furthermore, very long questions and double questions were reduced to a minimum. Instead, open 

questions were predominantly used to foster an extensive answer of the interviewee. However, probing and 
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direct questions were frequently employed to follow up, encourage further elaboration on an issue, or clarify 

what had been said. These could take a leading character but were usually applied towards the end of a 

theme to check the reliability of the given answers. (Kennedy, 2006; Kvale, 2007; Saunders et al., 2012) 

 

All interviews were recorded with two different devices to reduce the risk of unusable recordings due to 

technical problems. The recording allowed the interviewer to entirely concentrate on interview topic and 

dynamics. I n addition to the recording, notes were taken to record personal impressions and to ensure that 

important issues were not missed and could be used at a later point of the interview if needed. Moreover, 

the researcher used 10-15 minutes after each interview to reflect on the respective interview and write down 

the main aspects, learnings and immediate impressions. Eventually, all the notes were added to the 

researchers work journal to document the learning process throughout the research and personal reflections. 

(Kvale, 2007) 

 

Last, triangulation was applied throughout the data collection process. The concept was suggested by Yin 

(1994) to mitigate biases and guarantee validity and reliability of case studies. As stated by Denzin, it implies 

the combination of four different techniques in data collection and analysis: data from multiple sources, 

different types of data, and the use of various researchers for both data collection and data analysis (N. K. 

Denzin, 1978). The use of multiple types of data and multiple respondents helps to control the bias of a 

single respondent and increases the chances of capturing the view of the entire organization (Yin, 1994). I n 

the study at hand, multiple sources were used by interviewing two individuals at each case company. 

Through this, interview responses could be validated against each other, and biases and contradictions 

avoided. Different types of data were included by using both primary and secondary sources. The data 

obtained through the interviews was thus complemented by information from publicly accessible company 

reports, company websites and internal information material. In doing so, information could be triangulated 

and validity of the information increased. 

 

3.5 Data Analysis 

Transcription of the Interviews 

Since all interviews had been captured with a recording device, they had to be transcribed afterwards. During 

this process, the oral speech is replicated in textual form. The statements were described verbatim. Due to 

limited time and human resources, the transcription of visual material, the tone of voice, emotional 

expressions, or intonations was excluded. For easier readability, the transcripts were written in proper 
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English and German, using abbreviations and colloquial language only to an extent that could be understood 

by external readers. (Flick, 2009) 

 

Evidence Base 

The final data analysis was based on a total of six interviews with two study participants from each case 

company. This led to a total of 246 minutes of interview material, equaling 47 pages of interview transcripts. 

Complementing the interview transcripts, the personal notes taken during the interview were used for 

analysis purposes. Additionally, information from the sustainability and annual reports, the webpages as 

well as internal information provided by the company were used to support the analysis.  

 

Analysis Process 

As recommended by Huberman and Miles (1994), data analysis was conducted as an ongoing process, partly 

paralleling with the collection of data. 

 

The data analysis process of this research is based on the three different stages of qualitative analysis as 

suggested by Ritchie and Lewis (2003). These are data management, descriptive accounts, and explanatory 

accounts. (Ritchie & Lewis, 2003). Throughout the different stages, an approach of iterative data analysis 

as defined by Srivastava and Hopwood (2009) is applied; iteration holds an important role in creating a 

“deeply reflexive process” (p.77) which can develop meaning and spark new insights by visiting and 

revisiting existing data and combining it with emerging phenomena. 

 

The first stage, data management, has the purpose to create familiarity with the data, to synthesize and sort 

the data, to make them more manageable and to build the foundation for sense making and interpretative 

work in the subsequent two stages (Ritchie & Lewis, 2003). After each interview, the researcher transcribed 

and reviewed the gained data. This was followed by a thorough and theoretically informed reading of the 

interview transcripts as a first step of the analysis in order to get an overall impression and note patterns. At 

the same time, passages which looked particularly interesting and valuable were highlighted to generate a 

first structure. Subsequently, an initial categorization was performed in which the interview data was 

assigned to different themes which were found in the data. This allowed to get a structured overview of the 

amounts of data and to facilitate comparisons. I n order to not have to read through the entire interview 

transcripts over and over again, a table was created which comprised one row for every identified theme 

and one column for each of the three case companies. At this stage of the analysis, the data was only 
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summarized and structured. Therefore, the initial matrix did not dismiss any material as irrelevant but 

included all interview data, and even retained expressions used by the interviewees. 

 

After having categorized and organized all gathered data, descriptive accounts were prepared. At this stage, 

key categories and sub-categories were defined using the themes of the matrix as a starting point, and the 

data was classified in accordance with these categories. This procedure was supported and visualized by the 

use of mind mapping which facilitated re-organizing data, bringing themes together, and refining categories. 

(see Appendix D for an exemplary mind map). Data could also be assigned to multiple locations. This 

process was supported by within-case analysis to structure, reduce and understand the information. ( Miles 

& Huberman, 1994) 

 

Lastly, explanatory accounts were developed. To move to this stage, patterns within the data that appeared 

significant were identified, and explanations for why these patterns occur were built. Across case analysis 

was used to find patterns across the companies. (Huberman & Miles, 1994) Finding explanations for 

identified patterns was supported by consulting and integrating the relevant literature, i.e. putting the 

findings in relation to existing literature. (Ritchie & Lewis, 2003) Through building patterns, a smaller 

number of data sets could be created. 

 

While moving along the different stages, the original data was often revisited to check presumptions and 

search for new evidence in order to refine the analytical outcome. Also the work journal was frequently 

referred to during the process of analysis and verification. 

 

3.6 Reliability, Validity and Replicability 

Proving the quality of research is an important part of every research but it can be quite challenging when 

dealing with qualitative data. This is due to the fact that the criteria reliability and validity which are most 

widely used, have originally been designed for quantitative methods, and thus “there are real concerns about 

whether the same concepts have any value in determining the quality or sustainability of qualitative 

evidence” (Ritchie & Lewis, 2003, p.270). I n their widest meaning, however, the concepts become relevant 

for qualitative research as to determine the strength of the data (Ritchie & Lewis, 2003). Taking this into 

account, the following assessment of data quality will be based on the criteria validity and reliability in their 

widest sense, paying close attention to their adjustment to the project at hand (Flick et al., 2004). Moreover, 

the replicability of the study will be discussed. 
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Reliability and Replicability 

The criteria of reliability “pertains to the consistency and trustworthiness of research findings” (Kvale, 2007, 

p.122).  

 

To ensure high reliability at the stage of data collection, close attention was paid to developing the 

researcher’ s skills through the acquisition of knowledge, the preparation of interview material and the 

conduction of a pilot interview. Furthermore, the introductory briefing conducted at the beginning of each 

interview, served to enhance reliability.  

To increase the reliability of the analysis, an iterative analysis approach was applied. The fact that a single 

researcher carried out the coding for all interviews by herself allowed the development of a deep 

understanding of the subject and the applied coding scheme, but also means that there remains the chance 

that structural mistakes in the coding and interpretation of the data have been made. To reduce the 

probability of these structural coding errors being overlooked, the researcher reread and recoded the data 

various times as part of the iterative approach. 

Overall, Flick (2009) states that the entire process will be more reliable the better it is documented. 

Therefore, each step of the research is documented in detail within this methodology section. 

 

This is also crucial to ensure replicability which is “the extent to which re-study is made feasible by the 

provision of sufficient information about research procedures in the first study” (Seale, 2011, p. 962). I t is 

similar to the concept of reliability in that it examines to what extent a research study is consistently 

repeatable. (Seale, 2011). Furthermore, attempts were taken to reduce the influence of personal preferences 

of the researcher by frequently consulting subjects external to the study. 

 

Validity 

The concept of validity refers to “the truth, the correctness, and the strength of a statement” derived from 

research (Kvale, 2007, p.122). Taking the characteristics of qualitative research into account, validity is “the 

extent to which our observations indeed reflect the phenomena or variables of interest to us” (Pervin, 1984, 

p.48). Throughout the research, various measures were taken to reach the highest level of validity possible. 

 

First, internal validity as defined by Denzin (1970) was increased by creating a social relationship prior to 

each interview by engaging in friendly small talk and informing the interviewees about the interview 
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process. The creation of an environment in which the interviewees felt free to talk, led to increased openness 

and truthfulness which in return has a positive effect on the validity of the statements made throughout the 

interview.  

Second, internal validity was increased by avoiding certain types of questions which tend to influence or 

overstrain the interviewees (Kvale, 2007). 

Third, participant validation was integrated in the research process. Whenever information from the 

interviews was unclear or contradictive, the interview subjects were contacted by e-mail in order to 

comment, validate or correct the respective piece of information (Saunders et al., 2012). 

Fourth, a thorough selection process as described in the section “Case selection and sampling of 

interviewees” guaranteed that the right persons at each company with deep knowledge about the topic at 

hand were interviewed. 

Furthermore, internal validity is given through the nature of the interview process in which the interviewees 

usually first gave a general description and then illustrated what had been said with particular examples. 

Last, triangulation through the use of data from multiple sources and different types of data was applied to 

ensure internal validity as elaborated in the section about data collection. Through the use of both primary 

and secondary data, the information obtained from the interviews could be triangulated by comparing it to 

company reports, internal company information and information on the company websites. Furthermore, 

data was validated and contradictions and biases avoided through conducting interviews with two different 

persons at each company. Particularly the paired interview showed very good dynamics with the two 

interviewees complementing each other’ s thoughts, but also confirming or questioning the other person’ s 

statements, ensuring valid data. Since the research was conducted by a single researcher, it was of great 

importance “to build in opportunities for others to contribute ideas, for discussion of the research question 

and findings as they arise, and for scrutiny of standards” (Ritchie, Lewis, Nicholls, & Ormston, 2014, p.71). 

An important external contact person was the thesis supervisor with whom regular meetings were held.  

 

External validity “concerns the application of findings from qualitative research studies to populations or 

settings beyond the particular sample of the study” (Ritchie & Lewis, 2003, p.264). As claimed by Ritchie 

and Lewis (2003), qualitative data can be generalized in regard to the parent population, i.e. the cosmetics 

industry in the study at hand.  Considering that the number of three case companies already presents a 

significant part of multinational cosmetics companies, it can be assumed that the findings of this study are 

applicable to other players in that industry. I n spite of that, the possible application of the findings to other 

industries needs to be researched. (Ritchie & Lewis, 2003)  
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However, Flyvbjerg (2006) states that the goal of generalization is overestimated within scientific research 

while “the force of example” is underrated, and should therefore not be in the focus of attention when 

validating the quality of the study (Flyvbjerg, 2006). 

 

Overall, close attention was paid to the quality of data and its analysis throughout the entire research process. 

Highlighting the considerations and the different steps and decisions taken, will help external individuals to 

comprehend, replicate and test the obtained results. 

 

3.7 Delimitations 

Due to the scope of the paper and time constraints, it was necessary to define some restrictions to the paper.  

Throughout the study, the focus has been solely on the point of view of the companies. While the topic 

would also allow to examine the view of the farmers and communities, this was not meant to be part of the 

research. 

 

Furthermore, different time perspectives are not being taken into account, i.e. projects between companies 

and communities were not analyzed considering how long they had already been running. Similarly, the 

study also does not consider the stage of development of included farmers, i.e. if they already have 

experience in working with the industry, as well as the farmers’ country.  Since the purpose of the study is 

to give a general overview of how sustainable impacts are created and of the challenges encountered, these 

potential differences were not considered essential. 

 

The paper does, at some points, superficially touch upon the influence of the companies’ countries of origin 

on how projects with small farmers are conducted. The study does, however, not aspire to provide a detailed 

analysis of how the companies’ home countries influence their work with the farmers and communities. 

 

While the study presents various challenges which are encountered in this kind of projects, it does not 

included details on how they can be overcome. 

 

Since the literature review has shown that the concepts of sustainability and CSR are moving in the same 

direction and that they have the same long-term goals, the study uses the terms interchangeably or refers to 

sustainability since this is the term more commonly used in regard to SCs.  
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4 Case Study: Natura Cosméticos, The Body Shop & Weleda 

Having set the stage for a further immersion into the research topic, the following chapter presents the case 

studies chosen in order to answer the RQs. I t starts off with an introduction of the case companies before 

emerging into analyzing the findings of the research. For a detailed definition of the use of “the poor” in the 

context of the case studies, refer to Appendix E. 

 

4.1 The Case Companies 

In sections 4.1.1, 4.1.2 and 4.1.3, the case companies will be introduced. Each section comprises general 

information on the company, its culture and strategy, followed by an insight into its projects with small 

communities and farmers. 

 

4.1.1 Natura Cosméticos S.A. 

“Integrate beauty, pleasure and sustainability” 

(Appendix F) 

 

Company Overview 

Natura Cosméticos S.A. is the largest Brazilian developer, producer, distributor, and seller of hygiene 

products, cosmetics, and fragrances. I ts portfolio spans around 700 products within eight different segments. 

The products are marketed under various brands such as Ekos, Chronos, and Nature. ( Marketline, 2015; 

Pederson, 2014) In 2014, the company recorded an operating profit of USD 583.2 million and revenues of 

USD 3165.8 million. Natura is headquartered in Cajamar, São Paulo, in Brazil, and has 28 subsidiaries 

around the world with approximately 7000 employees. (Natura Cosméticos, 2014; Orbis, 2016a) I t has a 

strong presence in the Latin American market operating in Brazil, Argentina, Chile, Mexico, Peru, 

Colombia, and Bolivia. I ts only European operation is in France (Natura Cosméticos, 2014).  

 

Natura was founded in 1969 by Antonio Luiz da Cunha Seabra. Seabra’ s very idiosyncratic character and 

his great interest in Jung’s psychoanalysis, mythology, and the collective unconscious, have highly 

influenced the company (Pederson, 2014). His way of thinking in alignment with sustainable development 

finds expression in Natura’s business conduct through the development of products that symbolize well-

being and through the strong relationships within the Natura network (Natura Cosméticos, 2016). The 

company defines its reason-for-being as “to create and sell products and services that promote well-
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being/being-well” stating that “well-being is the harmonious, pleasant relationship of a person with oneself, 

with one’ s body” and “being-well is the empathetic, successful, and gratifying relationship of a person with 

others, with nature, and with the whole” (Pederson, 2014, p.347). In Natura’ s Sustainability Vision 2015, 

executive president Alessandro Carlucci states: “We believe that a company’ s reason for being is to build a 

better planet and society. […] We will generate positive social environmental, and economic impacts, 

delivering value for our entire relationship network […]” (Natura Cosméticos, 2014). Natura is thus not 

only pursuing the reduction or offsetting of its activities’ negative effects, but the generation of a positive 

impact on society as a whole (Natura Cosméticos, 2014). Having been ranked among the ´Global 100 Most 

Sustainable Corporations  ̀ seven years in a row, occupying position 2 in 2012 and 2013, most clearly 

demonstrates Natura’ s commitment (Ranking The Brands, 2016). 

 

Projects Including Small Farmers and Communities 

Natura started its relationship with traditional communities to supply inputs of social biodiversity in 1999. 

I t was an innovation in the way of doing business by directly engaging with small farmers and extractivist 

families.  (Natura Campus, 2016) 

 

Nowadays, Natura has an established network of 33 extractivist communities which supply Brazilian social 

biodiversity assets; these communities consist of a total of approximately 2500 families and are spread over 

five different territories within the Amazon, supplying ingredients such as Brazil nut oil or bréu branco. 

Most families and communities are organized as small “cooperatives”. The company’ s goal for 2020 is to 

raise the number of families in Pan-Amazonian production chains to 10,000 and to increase the business 

volume in the Amazon from R$ 388 million (2010-2013) to R$ 1 billion. Roughly 12% of all raw materials 

in value are sourced from the rainforest communities; the goal for 2020 is the purchase of 30% of all raw 

materials in value from the Amazon (Appendix F). So far, the collaborations have been limited to Brazilian 

communities. The long-term goal, however, is to cover the entire Pan-Amazon area. I n the near future, the 

first integration of Colombian communities in Natura’ s SC is planned. (Appendix F) 

 

Mainly two departments have the responsibility for dealing with the communities: a team within the 

procurement department which is located in the North East of Brazil, and team inside the research 

department which is responsible for “good practice”. Additionally, the sustainability department is involved. 

(Appendix F) 
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4.1.2 The Body Shop International PLC 

“To dedicate our business to the pursuit of social and environmental change.” 

(The Body Shop, 2016a) 

 

Company Overview 

The Body Shop is a globally operating, English beauty brand which develops, manufactures and sells 

naturally-inspired, high-quality make-up, skincare, hair care, and bath and body products produced 

sustainably and ethically. The range consists of more than 900 products. (The Body Shop, 2016a) In 2015, 

the company reported sales of EUR 967.2 million and an operating profit of  EUR 54.8 million (L’ Oréal, 

2015). I t has 3,102 stores and employs over 22,000 people in more than sixty countries around the world. 

In 2006, The Body Shop was acquired by L’ Oréal (L’Oréal, 2015; The Body Shop, 2016a). 

 

The Body Shop was founded in 1976 by British environmental campaigner and human rights activist Anita 

Roddick in Brighton, England, with the belief that business could do good, and the mission to make a 

positive difference in the world. This is reflected in the its mission statement “To dedicate our business to 

the pursuit of social and environmental change.” (The Body Shop, 2016a). The company’ s values are to 

support community fair trade, to activate self-esteem, to defend human rights, to fight against animal testing 

and to protect the planet (The Body Shop, 2015). To achieve its objective of being “the world’ s most ethical 

and truly sustainable global business” (The Body Shop, 2016a), the “Enrich not Exploit Commitment” was 

launched recently. I t comprises the pillars “enrich our people”, “enrich our products” and “enrich our 

planet”, and aims at working fairly with communities and farmers and helping them to thrive (The Body 

Shop, 2016a). The company was recognized under the Humane Cosmetics Standard as the first international 

cosmetics company. I t received the RSPCA ´Lifetime Achievement Award  ̀ and was two times named 

International Responsible Business of the year. (The Body Shop, 2016a). 

 

Projects Including Small Farmers and Communities 

In 1987, The Body Shop created, as the first company, a unique Community Trade sourcing program 

through which it sources raw ingredients and hand-crafted accessories from around the world by developing 

direct relationships and trading fairly with rural cooperatives, traditional artisans and small-scale farmers. 

This way of buying directly from small producer groups was a revolutionary way of sourcing natural 

ingredients and key natural accessories. The program was initially launched under the name “Trade – Not 

Aid” (The Body Shop, 2016a). Starting with a single supplier in India, The Body Shop by now works 
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together with 27 CT suppliers in 21 countries, equaling a total of 25,000 community fair trade producers 

and farmers. The goal for 2020 is to increase the CT program from 19 to 40 ingredients. (The Body Shop, 

2016a) In order to generate the highest possible impact, communities are usually chosen based on which 

can really benefit from the trade relationship, e.g. in poor areas (Appendix K). In Ghana, for example, a 

country with 43% of the population living below the poverty line, The Body Shop sources shea butter from 

the Tungteiya Shea Butter Association which consists of women from the Tamale region (The Body Shop, 

2016b). A project started in 2014 is the sourcing of organic argan oil from six different Moroccan 

cooperatives, consisting of 334 rural women (The Body Shop, 2015). However, not all communities The 

Body Shop works with, are marginalized (Appendix K). 

 

The responsibility for the program is with the Sustainable Sourcing Team which manages the relationships 

between the business and the CT suppliers, and is located in the UK (Appendix K). 

 

4.1.3 Weleda AG 

“In harmony with humans and nature.” 

(Appendix H) 

 

Company Overview 

Weleda AG is one of the world’ s leading developer, manufacturer and seller of certified organic and natural 

cosmetics as well as anthroposophic pharmaceuticals and complementary medicines (Sahota, 2014). I ts 

portfolio includes more than 1000 pharmaceuticals and about 120 organic and natural cosmetics. I n 2014, 

the Swiss company reported an operating result of EUR 35.1 million and a turnover of EUR 364.3 million. 

Around two-thirds of the company’ s revenues come from the sale of cosmetics. Weleda is headquartered in 

Arlesheim, Switzerland, has 25 subsidiaries, and a total of 2299 employees in various countries. (Grant, 

2006; Orbis, 2016b; Weleda AG, 2014) The company has market presence in more than 50 countries 

(Weleda AG, 2014). 

 

Weleda was founded in 1921 in Switzerland by Rudolf Steiner, an  Austrian philosopher, and I ta Wegman, 

a Dutch physician (Grant, 2006; Sahota, 2014). Steiner was also the founder of Anthroposophy, a holistic 

view of humanity, and initiated the development of anthroposophic medicine, formulas for natural products 

for personal hygiene, and bio-dynamic agriculture. Influenced by its founder, Weleda attempts to view 

humans, society and nature holistically, i.e. consider all aspects that could have an influence on human 
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beings and nature. (Weleda AG, 2016) Following this, Weleda’ s business model is based on the principles 

of economic, social and ecological responsibility and its products intend to benefit humanity (Sahota, 2014). 

This is reflected in Weleda’s philosophy “in harmony with humans and nature” and its seven sustainability 

pillars: environmental protection, biodiversity and sourcing of raw materials, fair trade, commitment to 

employees, therapeutic diversity, corporate responsibility and sustainable packaging (Weleda AG, 2014). 

Throughout its entire SC, Weleda follows the principles of pureness: pure ingredients, pure cultivation, pure 

harvesting, pure processing and pure cooperation. Quality and sustainability are its two leading principles 

and are believed to be necessarily connected to ensure that economic activities do benefit humans, society 

and nature. (Grant, 2006; Weleda AG, 2016) Weleda is the winner of the Swiss Ethics Award 2016, it is 

officially certified by NaTrue, and is part of the UEBT (Weleda AG, 2016). 

 

Projects Including Small Farmers and Communities 

Since its foundation, Weleda is committed to establishing partnerships with small communities and farmers 

located in different parts of the world, such as Morocco, Mexico or Romania. (Weleda AG, 2016) Weleda 

currently has 48 collaborations with small farmers and communities. This number includes both current 

projects with on-going investment (approximately 30), and long-term partnerships. (Appendix I ) The 

following provides an insight into some of Weleda’ s projects: 

 

Bio-sesame-oil is an essential ingredient of lots of Weleda’ s personal care products. Most of the purchased 

bio-sesame oil comes from the South of Mexico where Weleda has a long-term partnership with the local 

family business “Sesajal”. The company cooperates with 200 Mexican small farmers who supply high-

quality sesame which was biologically cultivated and harvested. (Weleda AG, 2016) 

In the Moroccan Atlas Mountains, Weleda has a cooperation with a French partner company, working with 

300 farmer families from twenty mountain villages which grow and harvest the iris root. I ts extract is an 

important ingredient for Weleda’ s products supporting the moisture balance of the skin. (Weleda AG, 2016) 

The organic cultivation of jasmine takes place at a little farm in Tamil Nadu, in the South of India. Around 

fifty women and some men from surrounding villages harvest the blossoms by hand (Weleda AG, 2016). 

 

The responsibility is with the International Sourcing department which is located in Germany; the 

sustainability department is marginally involved (Appendix I ). 
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4.2 Analysis of the Findings 

The case studies with Natura, Weleda and The Body Shop resulted in several findings. The following section 

presents the results which are relevant in order to answer the RQs, in the form of a joint analysis. 

 

4.2.1 Motivations for the Inclusion of Small and Poor Farmers in the Supply Chain 

The inclusion of small farmers and communities is motivated by a variety of issues which were similarly 

found across all the three cases. Each category will shortly be presented in the following. 

 

Environmental Motivations 

One motivation for the case companies to engage in business with small farmers and communities, is their 

goal of environmental protection (Appendix F, H, K). 

 

Among the environmental considerations, the conservation and regeneration of biodiversity is of high 

importance for the companies. While this was referred to by all the companies, it was found to be the 

prevalent environmental motivation at Natura. With its communities being located in the Brazilian Amazon, 

the company uses its strong local embeddedness to put a focus on the conservation and regeneration of the 

rainforest. (Appendix F) I t is motivated by the observation of Brazil’ s mega-diversity consisting of more 

than 50,000 vegetable species, which are 22% of the world’ s total amount, and the greatest concentration 

of amphibians, freshwater fish, insects and mammals in the world, and the third largest diversity of birds 

(Natura Campus, 2016). Also The Body Shop particularly highlights the fight against deforestation and the 

protection of particular ecosystems such as the rainforest in different parts of the world (Appendix K). While 

still engaging in biodiversity preservation, the predominating motivation at Weleda is soil conservation and 

the reduction of environmental pollution, which relates to the bio-dynamic cultivation established by its 

founder. The damage and contamination of soil due to the use of pesticides and inappropriate farming and 

harvesting methods is particularly present in the case of small and poor farmers who lack adequate 

knowledge about cultivation and harvesting. (Appendix H) 

An environmental motivation exclusively referred to by Natura, is climate protection (Appendix F&G). 

 

As can be seen above, the three companies share the environmental motivation and address mainly the same 

issues when engaging with the farmers. However, instead of generically addressing a variety of randomly 

chosen issues, each company puts its focus on the environmental aspect most relevant for it, mainly 

depending on the prevailing necessity of the respective countries and communities, and the company’ s 



 

41 
 

philosophy. Through this, the environmental issue can be addressed with the required depth and impacts 

can be created where mostly needed. 

 

Social Motivations 

Besides environmental motivations, social motivations play a key role for the three case companies. I n this, 

they share the overarching goal of improving the life quality of the people they work with and to promote 

social inclusion of these parts of the population. 

 

The particular social goals the companies refer to, are income generation, institutional improvements in 

areas such as education, the promotion of self-sufficiency and empowerment of the communities, and the 

observance of human rights, labor law and equality rights (Appendix F-K). Out of these motivations, all the 

case companies emphasized that income generation and the self-sufficiency and empowerment of the 

farmers are given the highest priority. This is because the projects are not meant to have the character of 

charitable donations which are dependent on the companies’ long-term support but rather to grow into 

independent businesses which are able to sustain themselves. (Appendix F, H, K).  

The projects also aim at adding value in the wider region and the country. Most of the countries in which 

the respective farmers and communities are located, are very poor and their development is dependent on 

foreign trade and relationships with MNCs. The ultimate goal is thus to not only help the single suppliers 

but to make a contribution to social improvements in the entire country. Through the projects, for example, 

the migration to the cities can be reduced by providing the people with everything they need in order to stay 

in their communities if they desire. (Appendix F, H) 

 

Eventually, the focus on social improvements does not only benefit the communities but at the same time 

develops a reliable supply base for the companies by fostering the well-being, knowledge and health of the 

people involved. 

 

Economic Motivations 

Being business enterprises, Natura, Weleda and The Body Shop are naturally also economically motivated. 

More particularly, it was found that the three companies engage in projects with small communities and in 

order to ensure long-term price stability and secured raw material supply, to obtain brand differentiation and 

improved reputation, and to be able to sell their end products at a price premium. (Appendix F-K) 
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A secured price and long-term supply provide the companies with the possibility to do business independent 

from fluctuations and supply on the world market and saves search costs.  This is particularly important in 

view of the limited presence of most of the raw materials on the world market in the required quality, and 

the steadily growing number of competitors. (Appendix H) 

While increased reputation and brand differentiation do not have a direct effect on the economy of the 

companies, they expect them to lead to financial benefits in the long-run by maintaining the current customer 

base while attracting new customers, and thus securing and increasing the market share over the competition 

(Appendix F, H, I , K). 

The price premium, on the other hand, leads to a direct increase in turnover. 

 

While all the three companies are equally motivated by creating a stronger brand differentiation and an 

increased reputation, as well as to sell their products at a price premium, it was predominantly Weleda that 

pointed out the benefits of long-term price agreements and a secured long-term supply. 

 

Cultural Motivations 

While the three companies share environmental, social and economic motivations, Natura additionally states 

its projects to be motivated by cultural aspects. Throughout interviews and company reports, the company 

strongly points out the importance of the conservation of the cultural heritage and diversity, as well as the 

traditional knowledge related to it. (Appendix F) This stems from the recognition that Brazil comprises a 

high variety of cultures, including a large number of indigenous people that possesses important traditional 

knowledge and a cultural richness which at some point will be lost if it is not conserved in an appropriate 

way (Natura Campus, 2016). 

 

The fact that a cultural motivation could only be found at Natura may be related to the location of the 

companies and the respective communities: while The Body Shop and Weleda to a large extent work with 

farmers outside their home countries (The Body Shop, 2016a; Weleda AG, 2016), Natura exclusively 

collaborates with Brazilian communities (Appendix F) which are thus part of the company’ s own cultural 

environment. This closer and more personal relationship to the culture of the communities may serve as an 

incentive for Natura which the other companies are lacking. Moreover, Natura actively integrates the 

communities’ traditional knowledge in its products (Appendix F) and thus depends on the continued 

existence of this part of Brazil’ s culture and the related knowledge. 
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Realization of Company Strategy, Culture and Values 

The three case companies emphasize that engaging in projects with the communities and farmers is a way 

for them to put their company strategy, values and culture into practice (Appendix F, H, K). 

 

Natura’ s mission “integrate beauty, pleasure and sustainability” (Appendix F) puts a strong focus on 

exercising sustainability in everything the company does. The company claims a total connection of 

business and sustainability and expresses its goal of proactively integrating sustainability into its business 

by going beyond just offsetting the negative effects of its activities. I n its latest sustainability report, the 

company stated that “We believe that a company’s reason for being is to build a better planet and society.” 

(Natura Cosméticos, 2014).  The work with rainforest communities allows Natura to exactly address these 

key points: it embraces sustainability in its entirety and addresses social and environmental issues 

proactively, contributing to a better planet and society. 

 

Weleda’ s slogan “im Einklang mit Mensch und Natur” (in harmony with humans and nature) indicates its 

responsibility in regard to society and environment (Appendix H). The orientation of the projects towards 

environmental and social objectives thus aligns perfectly with what is stated in the slogan. Another 

important cornerstone of Weleda’ s philosophy is partnership. The company believes that the right partners 

and a close partnership with them are crucial in order to follow its highly quality-driven approach. 

Partnership is also a key factor in the work with communities. (Appendix H) 

 

The Body Shop’ s vision “To dedicate our business to the pursuit of social and environmental change.” 

(The Body Shop, 2016a) embraces the factors society and environment and is therefore represented through 

the community projects which have the same goal. The CT program is also key to the realization of the 

goals stated in its recently announced ‘Enrich not Exploit’ Commitment. The goal of ‘enriching people’ is 

addressed by creating various social benefits for the farmers; by sourcing innovative ingredients which are 

traditionally known to have skin benefits such as moisturizing marula oil, the ‘enrichment of products’ can 

be guaranteed. The objective of ‘enriching the planet’ is addressed by the encouragement of environmental 

protection throughout the projects. (Appendix J) 

 

By integrating the community projects as part of the sourcing routine and thus their day-to-day business, 

they help the companies to ensure that these values are present in their daily actions and business. 
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Transparency 

Eventually, the case companies engage in community projects to increase the transparency throughout the 

SC (Appendix F&H).  

 

With the commitment to society and environment being at the heart of the case companies’ philosophy, they 

must be able to guarantee that these values are being followed throughout the entire SC. Moreover, with the 

increasing awareness of the products’ origin and its impact on nature and society among consumers, 

transparency is particularly important in order to meet the customer demands.  

 

Since the farmers are at the first stage in the SC, the collaboration makes it transparent for both the company 

and the consumers where the products’ ingredients come from. I t does, however, not only shed light on the 

origin of the raw materials but also on how the raw materials were cultivated, harvested, and processed, and 

on the people who are involved in this process. When working with the farmers, the companies establish a 

close collaboration and partnership which gives them the possibility to directly get involved, influence the 

farmers’ practices and establish a monitoring system. Transparency is additionally increased through the 

elimination of middlemen and interposed trade levels which usually make it harder to keep track of where 

the raw material is and how it is being processed. (Appendix I ) Through this, the case companies are able 

to answer to the altered demand of informed consumers, and to guarantee the alignment of their raw material 

sourcing with their own company philosophy. 

 

4.2.2 How do Projects with Small and Poor Farmers Create Impacts on 

Sustainability? 

Based on the motivations analyzed in the previous section and the objectives related to them, the following 

part elaborates on how the case companies achieve the objectives and create an impact within different 

dimensions. 

 

4.2.2.1 Environmental Impact 

Conservation and Regeneration of Biodiversity 

I t was recognized that the local communities have the potential to play an important role in the preservation 

of environmental heritage since they are the ones providing the natural resources, and are furthermore often 

located in areas critical for environmental protection (Natura Campus, 2016). Aiming at biodiversity 

conservation, the case companies apply different strategies: 
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First, the communities and farmers receive environmental trainings teaching them why they should conserve 

biodiversity and how they can do so. The trainings can address a variety of environmental issues such as the 

implementation of good collection, quality assurance practices and cultivation. High importance to the use 

of trainings to address environmental issues was found at Natura. Trainings are conducted by Natura’ s 

special department which is responsible for working with the communities and consists of people who are 

able to conduct trainings in different areas. (Appendix F) In contrast, Weleda and The Body Shop usually 

hire external partners, such as NGOs, consultants or their suppliers who have specialized knowledge in the 

required area and speak the farmers’ language, in order to conduct particular trainings. (Appendix H, I , K) 

These different approaches are logical in view of the particular circumstances of the three companies: while 

Natura’ s communities are quite homogenous, all being located in the same country and region and having 

a similar level of development, the farmers which Weleda and The Body Shop work with are a 

heterogeneous group, spread out over various countries, with different languages and different levels of 

experience in working with big companies. For the latter, it is thus more suitable to hire external partners 

which can satisfy the particular needs since it would not be feasible to have specialized teams in each country 

or centrally located personnel traveling to the communities; for Natura, on the other hand, it is of advantage 

to have one team taking care of everything since this allows the team to be very specialized and to establish 

a close relationship to the communities. 

 

Second, the case companies engage in finding a cosmetic use for (endangered) plants to avoid their further 

deforestation. This is a very effective way of contributing to biodiversity conservation since it is directed 

towards the plants and areas which need most protection. A recent example by Natura is the one of the tree 

Ucuuba which is threatened by extinction due to the exploitation of the trees’ wood which is sold as timber. 

Natura researched the potential of the trees’ fruit for cosmetics with the goal of modifying the use of the 

tree, and eventually launched a line of products based on Ucuuba, using the fruit of the tree instead of cutting 

it (Appendix F; Natura Campus, 2016). Weleda took the same approach to preserve a tree species in 

Madagascar which was about to be cut in order to build a palm tree plantation (Appendix H). Also The 

Body Shop’ s sourcing program selects ingredients from hotspots that need urgent protection, to help sustain 

specific species and the wider ecosystem (The Body Shop, 2015). In doing so, the companies try to make 

communities understand that they can benefit more from the forest standing and that it is crucial to 

implement an agricultural system integrated with the forest (Appendix F). 
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Third, additional, company-specific projects aiming at the conservation and regeneration of biodiversity are 

implemented by Natura and The Body Shop. The Body Shop builds so-called bio-bridges. These are restored 

wildlife corridors within damaged landscapes that help endangered species to reconnect by linking habitats 

of biodiversity and enabling local communities to live sustainably and thrive. Through this, The Body Shop 

aims at restoring 75 million square meters of forest by 2020. (Appendix J, The Body Shop, 2015) Natura 

supports its effort with a GPS mapping project which makes it possible to put the different Amazon regions 

under observation and thus check for improvements and degradations in the conservation of the rainforest. 

Through the GPS mapping, the satellite image of a base year can be compared to the images of the current 

year to see if the area of conservation has increased, decreased, or been maintained. (Appendix G) Through 

this, Natura aims at ensuring and optimizing the effectiveness of its implemented measures, whereas The 

Body Shop actually adds another independent project to support its other measures.                  

 

Soil Conservation and Reduction of Pollution 

In order to conserve the soil and reduce pollution, the case companies encourage the farmers to cultivate 

and harvest in accordance with organic or bio-dynamic farming practices. These farming practices, among 

other things, prohibit the use of pesticides, and thus avoid the contamination of the soil. They also require 

to respect the harvest rates, the harvesting season, and the phenological cycles of plants in order to preserve 

a fertile ground. (Union for Ethical Bio Trade, 2012) All the three companies provide or organize trainings 

and support in implementing organic farming. However, the extent to which the case companies require 

organic farming from the farmers, varies. Weleda, whose founder pioneered bio-dynamic farming, 

exclusively works with farmers who cultivate in accordance with organic or bio-dynamic farming, or who 

are willing to adopt it. As member of the UEBT which promotes organic farming, Natura also adheres to it. 

(Appendix F, H, I ) The Body Shop, on the other hand, encourages its communities to engage in organic 

farming in order to make a contribution to the “enrich the planet” pillar of its “enrich not exploit” 

commitment, but it leaves the final decision with the farmers themselves (Appendix K). Through this, the 

company gives the communities the possibility to decide independently on what business model they 

consider best for themselves but it might, however, also forgo the chance of creating an environmental 

impact with the help of the communities.  

 

Climate Protection 

While each company states climate protection through CO2 reduction as one of their main environmental 

goals in their sustainability reports, Natura also refers to its consideration in the context of community 
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projects which address the issue through the conservation of biomass and thus the CO2 inside the biomass. 

Additionally, an initiative was started which replaces local generators using fossil fuels to generate energy 

at the communities’ sites; furthermore, solar panels were installed and lamps provided which work through 

solar energy. Another project which is currently being implemented, is the integration of the Amazon 

Program, Community SC and Carbon Neutral Program. (Appendix F&G) In this, Natura developed an 

insetting model that makes the payment for environmental services work to small producers in the Amazon. 

They are responsible to regenerate the ecosystem by implementing an Agroforestry System and conserve 

10,000 hectares of Amazon Natural Forestry, which can result in the emission reduction of 60,000t CO2- 

per year. (K. Macedo, personal communication, June 27th 2016) By making CO2 reduction part of the 

community projects, Natura enters a new level of integrating community projects with its other community 

goals. The initiatives with farmers and communities so far mainly focused on environmental goals directly 

related to cultivation and harvest of the raw materials, and disregarded the companies’ more general 

sustainability goals such as CO2 reduction or water saving. I ntegrating these considerations allows the 

projects to take an even more holistic approach to sustainability. 

 

4.2.2.2 Social Impact 

Income Generation 

The case companies were found to generate income for the farmers in two different ways: 

First, the companies pay a fair price for the raw material which has been decided on in agreement with the 

farmers themselves and thus create a stable source of income (Appendix F, H, I , J, K). This set price is 

usually higher than the market price and, as in the case of Natura, may include various components in 

addition to the value of the raw material, e.g. related costs such as taxes and commercialization costs which 

the communities have (Appendix F). Furthermore, through the direct contact between companies and 

communities, the use of middlemen and thus the number of interposed trade levels can be reduced to a 

minimum which means that usually the entire purchase price goes completely to the communities. 

(Appendix H) Including the famers in the price setting and making the different components understandable 

for them, gives them a feeling of being treated fairly and having a voice, and enhances mutual trust in the 

relationship. This can eventually be an incentive for the farmers and increase their productivity. 

 

Second, Natura and The Body Shop establish specific remuneration models in addition to the payment of 

the agreed price for the raw material. These are only indirectly related to the actual purchase of the raw 

materials but rather aim at appreciating the effort of the farmers. The Body Shop, for example, created a 
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remuneration model to value the unpaid contribution of women. This is, among others, applied in the sesame 

oil production in Nicaragua where women perform tasks such as fetching water or feeding the workers 

which are usually not remunerated. (The Body Shop, 2015) Natura works with a system of benefit sharing 

through which it guarantees an equitable and fair distribution of the benefits gained through the sale of 

products which use the communities’ ingredients and knowledge (Appendix F). I n 2014, Natura distributed 

R$ 4 million from benefit sharing (Natura Campus, 2016). These initiatives send a signal to the communities 

that their work is appreciated and that they are considered equal partners. Eventually, it can be an incentive 

and increase the communities’ commitment. 

 

Through above sources of income and their long-term purchasing commitment, the companies contribute to 

poverty alleviation and increase the buying power of the region. I n the long-run, this increases life quality 

and fosters social inclusion. 

 

Improvements in Education, Healthcare and Facilities 

While the main social impact is meant to be created through income generation, the three companies support 

additional projects aimed at improving the farmers’ life quality. These projects often address healthcare, 

education or access to water. (Appendix F, H, I , J, K) The case companies take different approaches to 

financing and implementing these projects: 

 

Weleda maintains a fund for ten social projects per year. Projects supported were, for example, the 

construction of a well for farmers in Mexico who had to walk 4km in order to get drinking water, or the 

construction of a hospital and a school in Moldova. (Appendix H) 

At The Body Shop, a premium is paid for CT suppliers in poorer areas. This extra money is used to fund 

community projects such as healthcare, schools, and water sources. (Appendix J) 

In the case of Natura, the profit which the communities receive through benefit sharing, is used for projects 

to foster social development in the communities (Natura Campus, 2016). Additionally, I nstituto Natura 

supports social initiatives (Appendix F). To be able to address the most urgent needs through the projects, 

Natura measures the HDI of each community in order to see which investments are most needed and will 

benefit the biggest part of the population. Furthermore, the company uses the “I ndex of Social Progress” to 

develop a matrix of what the communities need, what Natura or the private sector can deliver, and what has 

to be passed on to the public sector or to be addressed through partnerships. (Appendix F&G) This measures 

allow Natura to not only address the most relevant issues but also to address them in the most appropriate 

way. 
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While the projects at first sight have the character of charitable donations and are in literature usually 

referred to in the context of CSR and corporate philanthropy, the companies see them as an investment in 

the quality of their suppliers from which they will also benefit in the long-term. Especially Natura and The 

Body Shop dissociate themselves from making pure donations and rather include the money for the projects 

in the farmers’ remuneration, e.g. through benefit sharing, allowing the farmers to invest in the projects they 

perceive most important for themselves. 

 

Promotion of Self-sufficiency and Empowerment 

A positive social impact is also created by promoting self-sufficiency and empowerment of the 

communities. The three companies emphasize strongly that the farmers and communities are not supposed 

to be exclusive suppliers and that dependencies are tried to be avoided. (Appendix F, H, I , K) To achieve 

this goal, Natura, Weleda and The Body Shop take different measures: 

 

First, in the case of all three companies, the basis for the farmers’ self-sufficiency and empowerment is the 

generated income. Having a job and a stable income empowers people and can transform the future of 

marginalized and economically vulnerable parts of the population. I t enables them to take control of their 

own lives and to satisfy their families’ basic needs such as housing, food and healthcare. (Appendix J; The 

Body Shop, 2015) I t also gives them the possibility to grow their own business. Different from the two other 

companies, The Body Shop puts a strong focus on women’ s empowerment which it addresses through a 

pricing mechanism to value unpaid contribution of women as elaborated above. (Appendix J&K) 

 

Second, the communities do not only receive environmental trainings but also trainings to develop their 

technical and managerial capabilities. This approach is emphasized by Natura which states that the goal is 

“to give them the whole set of skills needed to manage their own business so they can supply the whole 

market if they want” (Appendix F). Natura teaches the communities how to add value to the raw materials 

so the chances of the communities of being able to sell to other companies increase. Also the two other case 

companies provide trainings for the farmers. However, they do not put such a strong focus on it as Natura. 

The Body Shop, for example, expects the farmers to take a proactive stance by identifying the areas in which 

they need training themselves, and then reach out to the company for help, e.g. for scaling up, pricing or 

quality issues. This self-determination as well is seen to increase their empowerment (Appendix K). 
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Third, some of the companies actively support the search for new clients for the communities such as Natura 

with the initiation of the Amazon Program (Appendix F). A similar approach is also taken by The Body 

Shop which wants its farmers to grow into independent sustainable businesses and thus takes a supportive 

stance in building business opportunities for them outside The Body Shop, e.g. by sharing the information 

with the rest of the L’ Oréal group (Appendix J).  

Fourth, Natura and The Body Shop try to empower the communities by letting them decide themselves how 

they want to spend the money they received through the premium or benefit sharing (Appendix F&K). Also 

Weleda states that it does not impose its ideas on the farmers but rather approaches them to discuss together 

which social improvements may be needed (Appendix H). 

 

Through promoting self-sufficiency and empowerment, the companies can ensure that the farmers can 

sustain themselves, independent from the collaboration with Natura, Weleda and The Body Shop. This is 

important in order for them to be able to maintain their improved living standards and their business in case 

one of the companies drop out of business or discontinues using a particular raw material. 

 

Compliance with Human Rights, Labor Law, and Equality Rights 

Aside from the other factors aimed at improving the social conditions and life quality of the farmers, the 

case companies promote the adherence to human rights, labor law and equality rights in order to establish 

an acceptable standard of living and working conditions, and to ensure a worthwhile life for every 

individual. The companies particularly emphasize the ban of child labor. Weleda and Natura are committed 

to their adherence in accordance with UEBT principles. As part of this, UEBT audits are performed on a 

regular basis in order to ensure compliance. (Appendix F, H, I ) Founded by a human rights defender, these 

issues are also deeply anchored in The Body Shop’ s philosophy, e.g. in the “Enriching people” pillar within 

its sustainable sourcing charter. (The Body Shop, 2016c) This is part of creating a real and lasting social 

change and cause a change in the people’ s mindset, resulting, for example, in sending children to school in 

areas where education is not usually encouraged (Appendix K; The Body Shop, 2015). 

 

4.2.2.3 Economic Impact 

Price Stability and Secured Raw Material Supply 

Weleda refers to the ability of the projects to create economic benefits through price stability and secured 

raw material supply. Through the close and long-term oriented collaboration and partnership between the 

companies and the communities, long-term agreements regarding the supplied raw material and its quantity 
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can be established which secures the companies’ raw material supply and makes costly supply disruptions 

less likely. Long-term price agreements ensure price stability and make companies being less exposed to 

fluctuations and speculations on the world market. (Appendix H&I ) Weleda strongly emphasizes the 

importance of a secured price and supply in view of the fact that most of the raw materials are not available 

on the world market in the required quantity and quality which creates the need for companies to ensure 

their supply otherwise. The projects can thus be seen as part of the company’ s risk management, aiming at 

reducing the risk of supply disruptions leading to a costly loss of production, and at avoiding to be exposed 

to unpredictable price changes. While Weleda may not be able to obtain the required quality and quantity 

of the raw materials on the world market, Natura faces another problem: most of its ingredients are 

innovative and not yet available on the world market. Therefore, the partnerships with the communities are 

the only way to secure its raw material supply. 

 

Brand Differentiation and Improved Reputation 

The high-quality, sometimes innovative and exclusive, raw materials used in the products, as well as the 

unique approach taken in the purchase of the raw materials, serve as an important brand differentiation and 

improve the companies’ reputation (Appendix F&H). 

 

Natura highlights the exclusivity of the raw materials and thus of the products through their combination of 

traditional knowledge, socio-environmental responsibility, and novel raw materials, which differentiates 

them from the competitors’  products (Natura Campus, 2016). Through the use of indigenous knowledge, 

Natura mostly includes raw materials in its products which are not being used in any other cosmetics 

products, such as Ucuuba, and is thus able to create brand differentiation (Appendix F). Similar to Natura, 

The Body Shop sees a competitive advantage in the innovative materials which the planet’ s biodiversity 

offers and which are part of the company’ s products and thus set them apart from competitors’ products 

(The Body Shop, 2015). While Weleda focuses mainly on more common ingredients which do not stand 

out so much through their exclusivity and innovativeness, it is known for the extremely high quality of the 

raw materials through organic and bio-dynamic farming which sets it apart from the competition (Appendix 

H&I ). 

 

The very special approach of collaborating closely and directly with small and poor farmers and 

communities as suppliers is mentioned throughout the interviews to have great importance for the 

companies’ image. Weleda calls it an “important distinguishing feature”, especially from conventional 

cosmetic companies which are now attempting to enter the natural cosmetics market by launching lines of 
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natural cosmetics (Appendix H&I ), and The Body Shop refers to it as the main feature of their “brand 

differentiation” (Appendix K). Also Natura states: 

 

“We are the only ones who do that kind of thing. Especially in the Brazilian market, no one is going 

to boat in the middle of the jungle as a special department to deal with these communities, just to 

take a small part of a fruit or a seed or an oil.” (Appendix F) 

 

Natura states that the projects have a high impact on building its image of “the responsible company that 

invites the consumer to learn about Brazil and introduces a pioneering model of doing business 

sustainably”. (Natura Campus, 2016, p.15). Tests showed that the collaboration with the communities even 

played a role in Natura’ s internationalization where the factors of “Brazilianness” and sustainability have a 

high marketing impact (Natura Campus, 2016). 

 

The above is expected to lead to economic benefits in the long-term. Through increased differentiation and 

reputation, the companies aim at binding existing customers and attract new ones, thereby increasing their 

market share which will eventually lead to financial gains. 

 

Price Premium for End Products 

The high quality, the innovativeness and the exclusivity of the raw materials, as well as the sourcing 

approach, were not only found to improve brand differentiation and reputation but also allow the companies 

to charge a price premium for their end products and to place them in a higher price segment, justified by 

the additional effort and costs taken in their sourcing and production. At the same time, the consumers’ 

willingness to pay a price premium for the quality, exclusiveness, biodiversity and sustainability the 

products offer, increases. Consequently, a positive economic effect can be created which is eventually 

reflected on the companies’ financial bottom-line. (Appendix F&H) Natura states that already two years 

after its launch, the Ekos line, which represents the inclusion of Amazon communities as suppliers, 

contributed 10% to the company’ s annual revenue and led to an increase of 38% in sales volume. I t is, by 

now, the brand which had the biggest impact on Natura’ s revenues (Natura Campus, 2016). Equally, The 

Body Shop and Weleda confirm that consumers are willing to pay more for the innovative products and 

high quality they get and value the companies’ sourcing approach (Appendix H&K). 
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4.2.2.4 Cultural Impact 

Through its collaboration with the communities in the Amazon, Natura aims at contributing to the 

conservation of Brazil’ s cultural heritage and diversity and the related traditional knowledge by spreading 

the awareness about their existence: 

 

“We would like to not only have people in the cities to know about a certain Brazilian fruit from the 

Amazon region and to feel and use the benefits of the products that we are going to sell to them; but 

at the same time to share the history of the people with them.” (Appendix F) 

 

This goal is approached through the products’ strong focus on including and exposing the knowledge, 

traditions and history behind them and their ingredients. This requires that the suppliers share their 

knowledge regarding the use of the raw materials (Appendix F). The knowledge is then integrated into the 

formulation of the product. Through adding information on the pack labels, the products tell the consumers 

the “story” about the world that inspires the brand, i.e. about the ingredients the product contains and about 

the communities that produce and use these ingredients. (Natura Campus, 2016) As part of the Ekos line, 

which mainly represents Natura’ s effort of including Amazon communities in its SC, body care products 

based on Ucuuba, a fruit of an Amazonian tree which is used by local people to heal scars, were recently 

launched. Derived from the traditional knowledge, products were developed which have intense 

moisturizing and restorative properties. (Natura Campus, 2016) In doing so, Natura conserves the 

knowledge which the communities have, and spreads the awareness about the existence of these cultures 

and the need to preserve them among its customers. Through the concept of benefit sharing introduced 

earlier, the communities directly benefit from the profit which was made with the help of their knowledge 

and ingredients, and through the use of their history as marketing strategy. By helping the communities to 

make a living and improve their life quality, Natura counteracts the extinction of indigenous communities 

and thus makes a contribution to the preservation of Brazil’ s cultural diversity, while developing unique 

products. 

 

While The Body Shop, in a similar way as Natura, refers to the communities’ cultures and rituals as an 

inspiration for the use of natural ingredients (The Body Shop, 2015), it has so far not made cultural 

conservation one of its objectives when dealing with them. At Weleda, cultural considerations as well do 

not seem to have any influence on the decision to engage with the farmers. 
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4.2.2.5 Integration of Environmental, Social and Economic Goals 

The case companies emphasize throughout the interviews that the inclusion of the farmers is an integrated 

approach which aims at simultaneously creating social, environmental and economic impacts. Natura claims 

that the different parts are interconnected and that “One feeds another.” (Appendix F). Weleda explains that 

the projects consider sustainability in its entirety. (Appendix J). A great example for how economic, 

environmental and social issues are integrated and addressed simultaneously, is The Body Shop’ s innovation 

pipeline. I n this, the sourcing program proactively identifies ingredients to be used in future products which 

drive the products’ performance while helping sustain the livelihoods of the local communities, specific 

species and the ecosystem as a whole. The pipeline thus delivers pioneering ingredients from biodiversity 

hotspots and helps to enrich these areas. (The Body Shop, 2015) The integration is also very obvious in 

Natura’ s example of Ucuuba. I t demonstrates that the conservation of the tree generates greater benefits for 

the farmers than felling it as the income obtained from cultivating and selling the fruits of the trees is three 

times higher than from selling the timber. (Natura Campus, 2016) The conservation of the tree thus leads 

directly to income generation for the farmers; at the same time, it is the base for an innovative product. 

 

4.2.3 Challenges of Projects with Small and Poor Farmers 

Aside from the positive impacts which the case companies create through the projects, they also encounter 

various challenges related to them which need to be taken into account. The challenges found are in the 

following divided into external challenges which are part of the companies’ environment, and internal 

challenges which have to do with internal processes and responsibilities. Even though a joint analysis will 

be presented, it needs to be kept in mind that not each company is influenced equally by every challenge. 

 

4.2.3.1 External Challenges 

Remoteness of Suppliers 

The remoteness of the communities and farmers was found to be a challenge faced by the companies, 

however to different extents. Depending on each project and the respective location of the farmers, this can 

be a major obstacle. The remoteness of suppliers proves particularly challenging in the case of Natura, 

whose partner communities are usually located in the middle of the jungle and can thus not be reached 

easily. The majority of them are small groups separated by long distances with no safe transportation 

infrastructure. Some communities can only be accessed by boat and it can take as much as eight hours to 

reach them. (Appendix F) This physical distance can result into various problems: 
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First, dealing with remote farmers is not only very time consuming and slows down processes but also leads 

to increased costs. This is due to a lot of traveling which is required for an appropriate integration, as well 

as to a necessary restructuring of traditional SC processes which is costly and time-consuming. (Appendix 

F) 

Second, Natura and The Body Shop state that extreme remoteness imposes difficulties regarding 

communication. While the distance makes it hard to have regular face-to-face meetings involving all 

relevant persons, the very remote communities usually also lack phone services. (Appendix F&K) 

The complexity caused by the remoteness of the communities is reflected in the following statement: 

 

“Imagine a guy that takes one day to go to the community, one day to return from the community, 

and even two days to have a discussion which you would discuss in a thirty minutes’ phone call 

with a traditional supplier.” (Appendix F). 

 

While the influence of remoteness for Weleda and The Body Shop is not as high as for Natura, it still 

presents a major obstacle in several cases. A part of their farmers is, however, located in easier accessible 

regions. 

 

Infrastructural Challenges 

Related to the remoteness of the suppliers, the case companies refer to infrastructural challenges, i.e. the 

lack of both physical and institutional infrastructures. 

 

The communities and farmers which Natura, Weleda and The Body Shop work with, are usually to be found 

in the rural, poorly developed areas of developing countries. These parts of the countries often lack access 

to physical infrastructure such as well-developed roadways and waterways to connect them to other parts 

of the country, and are therefore hard to be accessed. As elaborated above, this is a predominant issue for 

Natura which can often only access the communities by boat. Furthermore, the companies refer to existing 

deficiencies in terms of energy, telephone services, water supply and bank accounts which contribute to 

difficulties in building relationships and implementing business processes since they present a lack of basic 

requirements for doing business. Dealing with these issues increases the complexity of the collaboration 

and the SC processes, and requires increased adaptability and flexibility. (Appendix F, I , K) 

 

Along with the physical infrastructure, Natura refers to the weak institutional infrastructure of these regions 

such as governments and governmental institutions. This leads to a lack of laws, regulatory mechanisms 
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and institutional control and thus creates an environment in which, as stated by Natura, political problems 

or conflicts can arise. Such incidents constitute a threat to the stability of the SC and can particularly be a 

problem if the MNCs are dependent on the support of local institutions in their collaboration with the 

communities. (Appendix F) 

 

Environmental Challenges 

With the raw materials coming directly from nature, several challenges arise for the case companies. 

The main environmental challenge referred to by the companies is the projects’ dependency on 

environmental circumstances which affects the raw materials’ quality and availability and, consequently, 

the production. Due to the increased occurrence of threatening environmental circumstances such as 

flooding, dry periods or earthquakes, the probability of having to face years with crop shortfall or to 

encounter years with a changed crop period rose. The Body Shop, for example, reported flooding and 

farmers being hit by the earthquake in Nepal. (Appendix K) Weleda, on the other hand, stated that in recent 

years several projects had been affected by drought (Appendix I ). Also Natura primarily mentioned drought 

as a problem (Appendix F). This makes a stable supply challenging and risky, and can easily cause problems 

if the raw materials necessary for production are not readily available or do not meet the quality 

requirements, since acquiring supplementary raw material from other sources is a difficult undertaking. I t 

does not only increase costs but is sometimes nearly impossible. (Appendix I ) In order to minimize the risk, 

the case companies usually maintain more than one cultivation project for each raw material.  

Weather can, however, not only cause crop shortfall but also “overproduction” of raw materials during years 

with a very good harvest. This can turn into a problem as well if the communities do not have enough buyers 

and if the case companies, as Weleda does, agree on buying the oversupply even if it is above its required 

quantity. This makes it unfeasible to have a large number of different cultivation projects for the same raw 

material. (Appendix I ) 

 

Another challenge, referred to by Natura, is the fact that the cultivation of the plants is subject to their natural 

cycle and seasonality, meaning that they are only available at certain times of the year. In case of sales 

which are higher than expected, it is thus difficult to quickly obtain additional raw material in order to meet 

the increased demand. As a consequence, bottlenecks in the supply of raw material occur. (Appendix F) 
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Cultural Challenges 

The three case companies encounter cultural challenges that arise from existing cultural differences between 

the companies and communities. 

The cultural challenge which particularly Natura refers to, is that the communities are from different cultural 

environments than the company itself, i.e. an internationally operating MNC encounters rural, indigenous 

population. Shaped by their different culture and background, often living far away from civilization, the 

communities have a different mindset, mentality and timing compared to the employees of the focal 

companies, even though they are from the same country. (Appendix F) This can lead to problems in 

understanding the other party and its behavior and intentions, and thus cause difficulties in finding 

agreements and building efficient relationships. Natura, for example, considers it hard to understand for 

people working at MNCs, why farmers would sometimes do or not do certain things, such as not wanting 

to be more productive and to gain more but rather keep their life as it is. The communities, on the other 

hand, may not see the need for sending their children to school instead of having them work on the field. 

Natura emphasizes that the farmers cannot be treated as any other supplier because based on their culture 

and environment, they are very different from the suppliers MNCs usually work with. (Appendix F) 

 

“Sometimes you don’t know how to act cause if you push them to work like with our partners, that 

will be a nightmare.” (Appendix F) 

 

Weleda and The Body Shop, on the other hand, encounter cultural challenges which stem from the fact that 

company and suppliers are from different countries with very diverse cultures and languages. I f not handled 

properly, communication problems or misinterpreted behavior can cause distrust and complicate the 

relationship. Weleda reports that, for example, more time is required when dealing with farmers from 

countries such as Turkey where trust and personal relationships are crucial for doing business. I n these 

countries, verbal agreements are very often valid, while detailed, written contracts are not necessary. (see 

Appendix F&K) The companies need to be aware of these differences and to behave accordingly, not taking 

certain things for granted and fostering open communication. 

 

In both cases elaborated above, the case companies emphasize local embeddedness as the key to overcoming 

the cultural challenge. Weleda and The Body Shop usually collaborate with local organizations, contact 

persons or suppliers, whereas Natura’ s special sourcing team mainly consists of people who are originally 

from a similar area as the communities. (Appendix F, H, I , K) 
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4.2.3.2 Internal Challenges 

Personnel Challenges 

Finding qualified personnel to work with the communities results into a challenge for Natura and Weleda. 

With Natura having its own special sourcing department to manage the relationships with the communities, 

the company states that it is difficult to find qualified personnel for this kind of sourcing compared to finding 

people for more traditional sourcing roles. A reason for this is that lots of people do not want to go to the 

field and that people in charge of this work need very special skills. Located in between the internal planning 

department at Natura and the local communities in the Amazon, the position is very difficult, since 

employees need to be able to handle any potential tension between the interests of the two parties and to 

possess an understanding of both sides. Apart from business knowledge, it requires thus a certain degree of 

local embeddedness in order to be able to successfully relate to the communities. (Appendix F) 

 

While Weleda does not have an internal “on-site” department for community work as Natura does, the 

company states that it can be challenging to find adequate local contact persons in the respective countries 

who take over a big part of the responsibility at the farmers’ sites and act as direct connection to the 

communities and farmers. Contact persons can have different backgrounds but very often they are farmers 

as well for whom this kind of work is a new experience. These people initially often lack the education or 

knowledge to do the job and the majority does not have managerial skills. Consequently, they need time to 

grow into the position and support to be able to manage their new task. (Appendix I ) 

 

Independent from the contact persons being internal or external to the company, they are a crucial part of 

the relationship between the companies and communities, generating the local embeddedness and trust of 

the firms. I t is thus important to address this challenges carefully. 

 

Adaption of Internal Processes and Regulations 

Another issue which especially Natura perceives as challenging, is the adaption of conventional internal 

processes, mechanisms and regulations in order for them to consider and include the needs of community 

projects and to align with the projects’ special circumstances. 

 

Companies possess a large amount of pre-defined and automated processes and regulations in order to 

facilitate and manage every part of their business. These, however, are usually directed towards SCs with 

traditional suppliers and do thus not take the particular circumstances of SCs with small farmers into 
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account. To guarantee an adequate integration and management of the projects, it is, however necessary to 

make some adaptions. These can be time-consuming and costly. Natura, for example, had to establish a 

particular internal legislation which is able to handle the complexity of the relationships with the 

communities. The new process had to be integrated into existing internal procedures and ensure that 

processes align and do not contradict each other. Furthermore, there was a need to establish new laws which 

regulate the issue of the involved payment and the use of genetic heritage. (Appendix F; Natura Campus, 

2016) 

 

Furthermore, the integration of the farmers and communities in the SC creates the need for restructuring the 

SC. New management and governance mechanisms have to be implemented in order to address complex 

and unpredictable supply logistics which can, to a large part, be contributed to the remoteness of the 

suppliers. (Natura Campus, 2016). The increased complexity and unpredictability make it harder and very 

time-consuming to establish a new SC with a community. The set-up of a new SC in this environment can 

take up to six years from discovering the seed until the product launch, e.g. for Ucuuba. (Appendix F)  
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5 Discussion 

The following chapter interprets the most important findings and discusses them in regard to existing 

knowledge. I t follows the logic of the RQs by moving from the companies’ motivations, to how impacts on 

sustainability are created, and eventually to the challenges. 

  

5.1 Environmental Motivation for the Inclusion of the Poor in a 

Company’s Supply Chain 

Section 4.2.1 of the findings chapter answers the first RQ of this study by shedding light on what motivates 

companies to include small and poor farmers as suppliers in their SCs. Environmental, social, economic and 

cultural considerations were found in this context, as well as an increase in transparency and the compliance 

with their own values and strategy. 

 

Within the literature review, different research regarding the inclusion of poor and excluded parts of the 

population was presented. Looking at the key characteristics and the objectives of the discussed concepts, 

it becomes clear that, up to now, social and economic aspects usually motivated companies to engage in 

business operations with the poor. The predominant aim in Prahalad’ s (2005) original BoP framework is to 

enter a new market in order to enlarge the consumer base and increase sales; it is thus economically 

motivated. Even though the objective of alleviating poverty is deeply embedded in the concept, the creation 

of the capacity to consume as strategy to achieve this social goal has not proven to be very successful and 

was criticized by scholars such as Karnani (2007) stating that the BoP approach does not lead to 

improvements for the poor. While the further development of the concept by Hart & London (2004) and 

Karnani (2007) attempts to increase the benefits for the BoP, it still does not go beyond the double bottom-

line. Social business and enterprises, on the other hand, have a strong focus on the improvement of social 

problems. Even though they are for-profit organizations and meant to be economically viable, examples 

show that it is not rare for them to face financial struggles. The third considered concept, inclusive business, 

is mostly stated to be motivated by economic and social considerations, i.e. by the double bottom-line. While 

some definitions also claim an environmental motivation to be a part of inclusive business, this can rarely 

be found in practice and, if so, environmental issues are often only addressed as a way to tackle social issues. 

Gold, Hahn and Seuring (2013), who examined BoP research for SCM concepts present within it, confirmed 

the apparent lack of an environmental motivation within BoP literature. The same applies for the study 
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conducted by Khalid et al. (2015) which found a missing orientation towards the TBL and thus the 

environment. 

 

The case studies at hand, however, show that a greater variety of motivations exist, and that companies do 

not only engage with poor parts of the population in order to profit economically and to create social 

improvements but that they are equally motivated by the possibility to make a positive environmental impact 

through the projects. Looking at the three case companies, one characteristic is striking which can be the 

source for the integration of environmental goals in the findings of this study whereas the literature review 

found a lack of an environmental motivation: the presence and importance of the environment in the 

company’ s history and vision. I t is salient that Natura, Weleda and The Body Shop have in common that 

they were all founded by individuals with the strong belief that businesses should exist to do good, including 

a strong focus on the environment. This led to the evolvement of company visions that are anchored in the 

creation of benefits for society and environment. I n its Sustainability Vision, Natura states its reason for 

being as “to build a better planet and society” (Natura Cosméticos, 2014). The Body Shop, founded by an 

environmental campaigner, lists the goal to “protect the planet” as one of its company values (The Body 

Shop, 2015). Also Weleda, founded by the developer of biologic-dynamic agriculture, claims in its 

philosophy to be “in harmony with humans and nature” (Appendix H) and thus sets a strong base for 

implementing environmental considerations. The obvious importance of the planet and environment 

throughout each company’ history and values could thus be an indicator for a company’ s dedication towards 

environmental issues in the context of projects with the poor. I t makes the environment a firm component 

of the business which has to be considered in all of the company’ s processes. 

 

A similar explanation for the absence of environmental motivations when it comes to doing business with 

the poor was suggested by Gold et al. (2013) who assume that the exclusion of environmental considerations 

stems from the fact that BoP projects are not yet integrated into the daily business of most companies (Gold 

et al., 2013). Considering that Natura’ s, Weleda’ s and The Body Shop’ s projects are strongly integrated into 

the companies’ day-to-day business and embedded into the entire company, this can also serve as an 

explanation why all the three case studies at hand are able to contribute great importance to the 

environmental dimension, while Gold, Hahn and Seuring (2013) and the research reviewed as part of the 

literature review did not find environmental aspects to be of any consideration in this context. Looking at 

the departments at each case company which are responsible for projects including small farmers and 

communities, we find that in none of the cases the main responsibility lies solely within a CSR or a 

sustainability department that is often only marginally related to a company’ s main business. I n fact, the 
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projects are all initiated and coordinated by a sourcing department which means that the projects are located 

where the day-to-day operations take place and are thus entirely integrated in the daily business. At Natura, 

a special team of the sourcing department deals with the communities. Furthermore, a team within the 

research department is involved. Even though the sustainability department also plays an important role, it 

is not the central function and contact for the projects. At Weleda, the responsibility for the given projects 

is entirely with teams of the international sourcing department. Also here, the sustainability department is 

involved but has a rather supporting instead of a leading function. The same constellation can be found at 

The Body Shop with the Sustainable Sourcing Team being in charge of the CT. Moreover, the companies 

also emphasize the embeddedness of the projects within the entire company, stating that all the departments 

to some degree are involved in community projects. The marketing department, for example, is responsible 

for using community trade as part of the marketing strategy and through this communicate it to the 

consumers, while the R&D department evaluates the quality of the ingredients and develops formulations 

including the raw materials from the communities. 

 

5.2 Cultural Sustainability 

As the findings show, Natura is motivated to engage in projects with small farmers and communities by a 

factor which has not been found at Weleda and The Body Shop: culture. By adding this dimension, Natura 

aims at conserving cultural heritage and diversity, and the associated traditional knowledge. This is 

surprising since cultural aspects were so far not in the focus of SSCM.  

 

As the literature review showed, cultural considerations were introduced into the concept of sustainability 

only in the recent past: the UCLG initiated an extension of the Brundtland Commission’ s definition of 

sustainability by adding culture as the fourth dimension of sustainability and thus acknowledging the 

importance of the conservation of the world’ s cultural diversity (UCLG, 2010). Nevertheless, the UCGL’ s 

initiative has so far been one of the few attempts in this direction within existing literature, and the extended 

definition has not yet reached the general public. Both sustainability scholars and practitioners so far have 

left out the cultural aspect almost completely. Consequently, also within SSCM, cultural issues were not 

found to be included in any definition, nor did they find any consideration in the context of the TBL concept. 

Even though there may have been inconsistencies about which dimensions are to be considered within a 

SSC, cultural considerations were not found to have any importance in the context of sustainability in 

organizations’ processes. Also the fact that only one of the three case companies addresses this dimension, 

illustrates that it has not yet arrived in the general practice of companies. 
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Considering that the cultural aspect so far only has received very little attention in the research field of 

sustainability, and that it has been widely neglected in SSCM research, Natura seems to be a forerunner 

when including the conservation of culture along with the “traditional” sustainability dimensions in its SCM. 

Through this, Natura contributes to moving this upcoming sustainability dimension into organizational 

practice. I t exemplifies that the consideration of culture, in particular the preservation of cultural diversity 

and traditional knowledge by conserving indigenous cultures, can successfully be integrated into the SC of 

MNCs and even be used as a distinguishing feature to position the company and its products. Moreover, it 

shows that the inclusion of a cultural dimension naturally aligns with the dimensions of the TBL and is not 

at the expense of any of them. However, since many companies already struggle with the integration of two 

or three dimensions (Goyal et al., 2015), it is to be expected that it will take time for cultural sustainability 

to establish itself in the field of SSCM. 

 

5.3 Integrated Approach Towards Sustainability in Supply Chains 

Section 4.2.2 of the findings elaborated on how the projects create impacts on sustainability by applying a 

variety of measures. Based on the impacts created, the motivations found, and existing literature on SSCM, 

the following section discusses if the projects present an integrated approach towards sustainability in SCs. 

 

5.3.1 Triple Bottom Line Framework 

Considering the findings of the case studies in relation to the results from the literature review, the TBL is 

found to be a suitable framework for discussing the potential of the projects to present an integrated approach 

towards sustainability. As elaborated in the literature review, it is widely agreed on that true sustainability 

in SCs is defined by the dimensions of the TBL. An integrated approach towards sustainability should thus 

be able to simultaneously create positive impacts in each of them. Accordingly, it needs to be examined if 

the projects do not only work towards their financial bottom-lines but also address the companies’ social 

and environmental bottom-line: 

 

First, the TBL framework requires, in order to be environmentally sustainable, to preserve natural capital. 

An approach to address this dimension of the TBL which is suggested in existing literature, is an intense 

collaboration with suppliers regarding environmental issues (Simpson & Power, 2005). This approach is 

taken by the three companies which work closely together with the communities and farmers. By providing 

the farmers with trainings about the conservation of biodiversity, and about organic and environmentally 
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friendly farming and harvesting, as well as the suggestion of an alternative and more sustainable use of their 

plants, Natura, Weleda and The Body Shop create a positive impact on the environment in form of the 

conservation and regeneration of biodiversity, the conservation of the soil and climate protection. As stated 

in the literature, the relationships within a SC are often considered as key elements to influence 

environmental performance, but have so far often been overlooked in practice (Ashby et al., 2012). The 

close collaboration with farmers and communities is an ideal example of how to use the power of 

relationships to create environmental benefits. 

 

Second, the TBL requires the preservation of social resources and the maintenance of a united society. To 

achieve this, the basic needs of every individual need to be met. The inclusion of poor communities is a 

very suitable starting point for the satisfaction of the individuals’ needs since the projects deal with a part 

of the population which encounters a significant shortage in regard to basic needs, often lacking education, 

healthcare, food and housing. As suggested by existing research, social impacts can, among other things, be 

created through the development of fair management practices that consider human rights, health and safety, 

and community, and through supplier development programs and socially responsible purchasing. I n the 

studies at hand, improvements in this context are achieved through the generation of income and jobs, 

investments in the building of different facilities, and the guarantee of the compliance with human rights, 

labor law and equity rights. In order for the communities to be able to satisfy these needs independently in 

the long-term, the suppliers’ self-sufficiency and empowerment is encouraged through particular trainings. 

 

Lastly, the economic dimension of the TBL requires a financially feasible development of the company. 

Through the collaboration with small communities and farmers, the case companies create direct and 

indirect economic benefits for themselves by securing long-term raw material supply and price stability, 

contributing to brand differentiation and improved reputation, as well as having the possibility to charge a 

price premium for their end products. These factors are expected to result in long-term financial feasibility. 

 

The above discussion shows that the projects with small farmers and communities successfully create 

positive impacts within the different dimensions of the TBL. As the TBL and the generation of benefits in 

each of its different dimensions throughout literature represent the concept of true sustainability, it can be 

concluded that the inclusion of small communities and farmers is a practice which is in itself truly 

sustainable and thus presents an integrated approach towards sustainability by simultaneously addressing 

environmental, social and economic parameters. 
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5.3.2 Supporting Facets of Sustainability 

As suggested by Carter and Rogers (2013), in order for a practice to be truly sustainable in itself, it does not 

only have to address the dimensions of the TBL but also the so-called “supporting facets of sustainability” 

which were found in addition to the environmental, social and economic dimension. These are transparency, 

risk management, strategy and culture. Carter and Rogers (2013) claim that successful sustainability 

practices are not only required to address the economic, environmental and social dimension, but also to be 

part of the company’ s risk management, to increase transparency and to be aligned with a company’ s 

strategy and culture. Hence, in order for the projects to present an integrated approach towards sustainability 

in SCs in accordance with Carter’ s and Roger’ s (2013) definition of SSCM, they need to also be in alignment 

with these factors. When examining the findings in view of the supporting facets, the following is found: 

 

Alignment with strategy and culture play an important role for the case companies when including local 

farmers and communities in their SC. As elaborated in the findings section, the practice is closely 

interwoven with the companies’ culture and strategy which, in all three cases, is based on doing good and 

creating positive impacts not only for the company itself but also for nature and society. 

The close relationship and collaboration between the case companies and the farmers make the projects 

transparent and thus contributes to increasing the transparency of the SC since it gives the companies the 

possibility to control, influence and monitor where their raw materials come from, how they are cultivated 

and harvested, and by whom. 

Risk management, the third supporting facet of the TBL as defined by Carter and Rogers (2013), was not 

explicitly mentioned by the case companies. As part of the economic dimension, however, especially 

Weleda emphasizes the secured raw material supply and the price stability as motivation to engage in 

projects with these suppliers. This addresses two common risk factors which companies usually have to 

face: supply disruption and unpredictable price fluctuations. I t can thus be assumed that also risk 

management is an area which the projects are expected to make a contribution to. 

 

The above discussion shows that the supporting facets found by Carter and Rogers (2013) do not only in 

theory stand in close relation to the TBL, but also in practice and should thus be considered in order to 

ensure the sustainability of measures taken. Nevertheless, it has to be noted, that while the importance of 

transparency, strategy and culture is very explicit and referred to by all case companies, the factor risk 

management is rather implicit and not emphasized by all companies. This indicates that the other supporting 

factors are, in the given context of small and poor farmers, of higher relevance. 
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Concluding from the above it can be said that the projects with small and poor farmers, as conducted by the 

case companies, can present an integrated approach towards true sustainability in SCs in accordance with 

Carter’ s and Roger’ s (2013) definition of sustainability. This means that they do not only have the potential 

to simultaneously address social, environmental and economic aspects and create positive impacts within 

each of these dimensions as required by the TBL framework, but they also are in alignment with the 

supporting facets of sustainability. As seen in the analysis of the findings, the companies in some cases take 

the integrated sustainability approach that far that environmental, social and economic impacts are directly 

related, and thus cause and enhance each other as it was the case in the example of Ucuuba. Natura’ s decision 

to protect the tree and use its fruits provided the company with an innovative ingredient while it kept the 

tree standing and increased the farmers’ income who gained more from selling the fruit than the timber. 

 

5.4 Challenges of Projects with Small and Poor Farmers 

The case studies brought up various challenges, divided into challenges internal and external to the focal 

company in the findings section, which the companies frequently encounter in relation to projects with small 

and deprived farmers and communities, and which have to be overcome in order to guarantee a successful 

collaboration. Looking at existing literature, the challenges of such projects have so far not been addressed 

in great detail. Even though various challenges can be found in research about this topic, they are in most 

cases mentioned incidentally and are rarely well elaborated. This may be due to the fact that it is still a quite 

recent research field and the focus so far tended to be on how such projects are carried out and how their 

existence is justified, instead of looking at what the related challenges are. Nevertheless, as will be seen in 

the following discussion, various of the challenges found in the literature align with the challenges 

discovered in the case studies. Others, however, could not be confirmed. Furthermore, additional challenges 

are encountered by the case companies which were not considered in the examined literature. I t needs, 

however, to be kept in mind that the study at hand exclusively considers the poor as suppliers whereas 

existing research often simultaneously looks at the poor as suppliers and consumers. I n previous literature, 

it is thus not always clearly distinguishable if the stated challenges refer to the poor as suppliers or 

consumers. I n the following, a comparison of the findings from the literature review and the case studies 

will be presented, and possible reasons for differences will be discussed. 

 

In existing literature about doing business with the poor, the low income population itself, characterized by 

special needs and low purchasing power, was frequently pointed out to be a major challenge (Goyal et al., 
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2015; Khalid et al., 2015). This can be explained by the fact that precious research in many cases considered 

the poor as consumers. Since the case companies of this study were solely dealing with BoP population as 

suppliers, they were logically not facing problems regarding the unique needs and characteristics of poor 

population as consumers. 

Furthermore, within previous research, farmers’ distrust in government and industry was found to be a 

challenge encountered by companies when approaching communities similar to the ones in the case studies 

(Goyal et al., 2015; Hall & Matos, 2010). The case studies at hand, however, do not confirm having 

encountered any kind of distrust towards the companies’ approaches. Being asked about the occurrence of 

this type of problem, Natura, Weleda and The Body Shop consistently state that the farmers and 

communities tend to react very positively to being approached. This can possibly be explained by the good 

reputation which Natura, Weleda and The Body Shop have as buyers, and which they are often already 

known for among the suppliers. Moreover, the case companies dedicate great effort to creating a base of 

trust through collaborating with local contact persons or NGOs to connect to the farmers. They also take a 

lot of time to personally talk to them about what the companies stand for and to make them understand that 

they are serious about creating a long-term relationship. This reasoning could justify why previous research 

found the farmers’ distrust to be a challenge in establishing relationships whereas the case studies did not. 

Distrust may thus be related to a company’ s dodgy reputation or a lack of local embeddedness and time 

when establishing contact with the farmers. 

Additionally, existing research found companies to have problems in coordinating and balancing the 

different objectives that they pursue through projects with the poor (Goyal et al., 2015). I n the past, many 

businesses struggled in addressing the double-bottom line. The original BoP approaches often failed to 

generate a visible social impact and social enterprises and businesses were economically not viable. By 

contrast, the case companies manage to address not only the double-bottom line but, as seen above, even 

several dimensions at the same time. This is due to the perfect alignment and integration of the different 

objectives which even support each other, and their embeddedness in the companies’ business models. The 

stated struggles of companies in balancing different objectives could thus be due to an improper 

implementation of the projects which is not very unlikely considering the missing knowledge about the topic 

due to its newness. 

 

Nevertheless, the case studies were able to confirm the following issues which had been found to be 

challenging in previous research and practice about business with poor population. Both in literature and in 

the case studies, the lack of physical and institutional infrastructure was encountered as a challenge. Cultural 

challenges are also present in both existing research and the findings of this thesis. Thereby, both literature 
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and case studies focused particularly on the different mindsets and cultures which employees from 

multinational corporations and people from poor communities or small farmers have. Challenges regarding 

different countries of origin were not focus of the literature. Furthermore, the difficulty of the remoteness 

of the suppliers and the related unpredictability and complexity of the SC could be confirmed by the case 

studies.  

 

Challenges which were referred to during this research but which had up to now not been the main focus in 

existing literature, are the following:  

First, environmental challenges such as the dependency on seasons, natural cycle, specifications and quality 

issues were indicated to present major obstacles in the projects of Natura, Weleda and The Body Shop. 

However, looking the consulted literature, they were not found to be relevant. This can most likely be due 

to the so far strongly consumer-oriented view of business with the poor in contrast to the producer-oriented 

view of the farmers in this study; in this case, unstable environmental conditions that harm the supply of 

raw materials do not have an influence on the MNCs’ operations. Furthermore, the BoP projects referred to 

in the literature were not always related to the sourcing of natural raw materials which are dependent on 

environmental circumstances. Moreover, the wide neglection of the environmental dimension in existing 

research about the inclusion of the poor in MNCs’ SCs could have caused this result.  

Second, the internal adaption of procedures and processes to handle the complexity of relationships was 

found to be an issue in the case study, particularly for Natura. Existing research, however, was not found to 

refer to this challenge. A possible reason could be that previous projects with poor parts of the population 

were often peripheral and not part of the day-to-day business. This made a proper adaption of internal 

processes and regulations unnecessary. However, as the case studies show, BoP projects are becoming a 

more and more integral part of the companies’ business and thus a need will arise for adaption of internal 

processes and regulations. I t leads to the assumption that this will be an issue companies will encounter 

more often in the future. An explanation for the fact that Natura was the company that mostly referred to 

that challenge could be that Weleda and The Body Shop were working with small farmers and communities 

almost from their foundation. The implemented processes and regulations were thus most likely from the 

beginning oriented towards serving the needs of such projects. 

Last, the case companies found it challenging to find adequate and qualified personnel to manage the 

relations with the communities and farmers. This may so far not have been so much of a consideration due 

to the same reasons as elaborated in the context of the adaption of internal processes. 
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I t can be concluded from the above that the challenges which were both found in existing literature and in 

the case studies at hand, are particularly related to the farmers themselves, e.g. culture, and their specific 

circumstances, e.g. their location. On the other hand, the challenges discovered within the case studies were 

broader and considered various different aspects. I t is thus to be expected that the challenges found in the 

case studies will become more relevant in the future when projects with the poor are more commonly 

implemented and move away from their mainly social motivation. 

 

In regard to challenges linked to working with small and deprived suppliers, the GI Z found that 

multinationals from emerging markets usually face less challenges when integrating small and poor 

suppliers in their SC, and that they tend to be in direct contact with them while MNCs from developed 

countries often interpose local organizations or contact persons (GI Z, 2011). Comparing the interview 

answers from Natura, a company from an emerging market, and Weleda and The Body Shop which are both 

from developed countries, a salient difference in the amount or the kind of challenges faced by each of them 

could not be confirmed. This could possibly be explained by the kind of challenges encountered in this study 

since these are not only directly related to the poor themselves but also include conditions which are the 

same for the three companies regardless their country of origin. Moreover, Natura’ s communities, being 

located in the Amazon, do have very particular characteristics which may differ from the ones of “normal” 

poor population which the GI Z may have researched. In alignment with the GI Z, however, differences in 

the way of dealing with these challenges could be encountered: while Natura internalized the management 

of the communities by establishing an internal team dealing with all issues considering the communities, 

from the first approach, over trainings to the monitoring, Weleda and The Body Shop tend to include 

intermediaries in form of local contact persons, NGOs and cooperatives in the farmers’ country. As reasons 

for this approach, language and cultural barriers were most often mentioned, as well as the impossibility of 

having internal employees on-site all the time. While Natura, different from what the GI Z found, does not 

seem to face less challenges than its counterparts from developed countries, its emerging market origin can 

still be considered an advantage in the sense that it allows for the internalization of the process and is 

independent from third parties. This can eventually lower costs, and increase flexibility and influence the 

company has.  
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6 Conclusion 

6.1 Concluding Remarks  

The overall goal of this thesis was to research the relationship between SSCM and the inclusion of the poor 

in business operations, and, through this, to develop a new understanding of working with poor and excluded 

parts of the population. To do so, the thesis posed the following three RQs: 

 

(1) What are the motivations of cosmetics companies to include small and poor farmers and 

communities as suppliers in their supply chain? 

(2) How do the projects with small and poor farmers and communities create impacts on 

sustainability? 

(3) What challenges do the companies encounter when engaging in these projects? 

 

In order to answer these RQs, interviews were conducted as part of a multiple case study of the cosmetics 

companies Natura, Weleda and The Body Shop in regard to their inclusion of small and poor communities 

and farmers as suppliers in their SC. 

 

In answer to RQ 1, social and economic motivations were referred to as it was to be expected in view of 

existing literature. Furthermore, environmental considerations, the objective to create a more transparent 

SC, and the goal of putting company strategy and culture into practice were found to motivate the case 

companies. The case study of Natura additionally brought up its motivation to conserve cultural diversity 

and traditional knowledge. This was surprising since it so far had not been in the focus of SSCM research. 

 

Responding to RQ 2, the case studies showed that the projects create impacts on sustainability by taking 

different measures within the projects which address the environmental, social and economic dimension of 

sustainability. Environmental impacts are created through the preservation of biodiversity, soil conservation 

and climate protection. I ncome generation, institutional improvements, the promotion of self-sufficiency, 

and the compliance with human rights and labor law address the creation of social sustainability. Price 

stability and a secured raw material supply, as well as brand differentiation and a price premium for end 

products, create an impact on the companies’ economy. The projects were also found to contribute to the 

conservation of cultural heritage. 
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In regard to RQ 3, it was found that companies encounter both challenges internal and external to the 

company. The remoteness of the communities and farmers, the lack of physical and institutional 

infrastructure and cultural differences were already referred to as obstacles in existing literature. Challenges 

in regard to personnel matters and the adaption of internal processes and regulations had not been in the 

focus of research before. 

 

Contribution to Research 

First, the study complements existing literature on SSCM by presenting a practice to address the 

significantly underrepresented social dimension of sustainability. Moreover, it adds newness to what has so 

far been researched in relation social issues within sustainability by considering them integrated into the 

core business. 

 

Second, the study makes a contribution to literature about doing business with the poor by showing that 

these projects have great potential to address a variety of issues related to sustainability. With research so 

far mostly having been focused on economic and social benefits of the projects and on the poor as 

consumers, this adds new insights into the actual potential of the field. Furthermore, the study offers a 

coherent presentation of challenges related to the projects, which has so far been missing in BoP research. 

 

Third, it presents an answer to the request of various researchers to increase the focus on integrated 

approaches towards sustainability instead of considering the different pillars separately. In the opinion of  

different authors, this integration is the only way of achieving true sustainability (Carter & Rogers, 2008). 

 

Last, by identifying the inclusion of small and poor farmers in SCs as an integrated approach towards the 

SC’ s sustainability that simultaneously creates positive impacts in different areas, the study at hand 

contributes to the integration of the research streams of SSCM and BoP research and offers a solid base on 

which future research in this field can build. 

 

6.2 Limitations 

Looking at this research, some limitations need to be kept in mind: 

First, the study is based on a relatively small number of interviews since only two people at each company 

were interviewed and no follow-up interviews were conducted due to time restrictions. Due to a thorough 
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selection process of the interview partners which guarantees that the right people were talked to, this does, 

however, not undermine the findings of the study. 

 

Second, one needs to be aware that the study is based on self-reported data from the interviewees. That is, 

the researcher had to take the study subjects’ information at face value even though this kind of data can 

contain several sources of bias. To still be able to ensure the data’ s validity and to eliminate potential biases, 

data triangulation was performed, e.g. by conducting interviews with more than one person at a company 

and comparing the findings with information from company reports and websites. 

 

Last, limitations inherent to the researcher have to be considered. The research was conducted by a relatively 

unexperienced researcher. As referred to in the methodology part of this study, the quality of interview data 

depends to a large part on the abilities of the researcher. I n order for it to not significantly influence the data 

quality, the interviews were thoroughly prepared, test interviews conducted and guidelines for interviewing 

reviewed.  

 

6.3 Future Research and Practical Implications 

This last section provides an overview of potential areas for future research and the study’ s practical 

implications. 

 

The Role of Cultural Conservation within SSCM 

In the case study of Natura, the relevance of cultural conservation as part of the company’ s sustainability 

strategy was emphasized. Natura described that the conservation of cultural diversity and cultural heritage 

is as important for the company as environmental, social and economic sustainability: 

 

„[…] for example if that project has environmental and has economic value, we also need to 

understand if there is a cultural value behind that project as well. […] We believe that it really is a 

pillar that, for us Brazilians, is very very important.“ (Appendix F) 

 

As Natura was the only case company which stated to have a cultural motivation when working with 

communities, the question arises why this topic has so far not been acknowledged by Weleda and The Body 

Shop, and if Natura’ s interest in cultural motivation is related to its country of origin and the fact that the 

company is located in the same country as the communities it works with. 
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Future research should thus examine the role of cultural conservation in the SSCM of companies and its 

relation to company characteristics. 

 

Relation between Company History and the Engagement in BoP Projects  

In the study at hand, it is striking that all the three consulted case companies have very charismatic founders 

who had the vision of making a contribution to creating a “better world” through their businesses. The strong 

influence of these founders is reflected in the companies’ values, philosophies and cultures. From this, the 

question arises if there is a connection between a company’ s founder and history and the company’ s ability 

to successfully address the TBL through conducting projects with BoP population. Gold, Hahn and Seuring 

(2013) already tried to explain the often encountered lack of TBL considerations in BoP projects through 

the missing embeddedness of such projects in the companies’ daily routine. So far as it is known, there has, 

however, been no study to confirm this assumption. Consequently, there is a need for future research to look 

into if and how the engagement in BoP projects in accordance with the TBL, is related to a company’ s 

history and the embeddedness of the projects in the day-to-day business. 

 

General Considerations on Options for Future Research 

Future research should aim at verifying the results of this study by applying them to another sample of 

companies within the cosmetics industry. Considering that the three companies from this study were best 

practice companies, further research may look at cosmetics companies without explicit focus on 

sustainability and natural cosmetics in order to confirm the results in that context. The research would show 

if companies which are overall less experienced in sustainability issues, encounter more or different 

challenges. 

 

What is more, the findings should be applied to a different, maybe larger, sample of interviewees, also 

including interviewees external to the focal companies such as intermediaries, NGOs or the farmers and 

communities themselves. This can make a further contribution and especially open up a new perspective on 

RQ 2 and 3, how the companies create impacts in regards to sustainability and what the challenges are. 

Furthermore, the results should also be tested in the context of another industry in order to verify them and 

increase their generalizability across different industries while being able to determine aspects specific to 

the cosmetics industry. 

 

Practical Implications 

Besides pointing out possibilities for future research, the study also has implications for practitioners: 



 

74 
 

 

For companies already working with suppliers similar to the ones in the case study, it presents options to 

increase the impact of these existing operations on sustainability by addressing various dimensions 

simultaneously.  As found in the literature, lots of projects so far only address the double bottom line and 

even struggle with the integration of two dimensions, so the study presents measures and starting points to 

make a greater, integrated impact.  

 

For companies which, however, already successfully address the dimensions of the TBL, it may show new 

methods to create an additional impact within a particular dimension. A company might, for example, so 

far have made a social impact by funding social projects or by generating income while leaving the support 

of the poor’ s self-sufficiency out. 

 

For companies which have so far not been engaged in trading with the poor but are aiming at increasing 

their sustainability performance and in doing business with the BoP, the study shows possible actions that 

can be taken to ensure a collaboration which is beneficial for as many parties as possible. Furthermore, by 

pointing out the challenges of this kind of projects, executives get an idea of what to expect from the projects 

and can adequately get prepared for facing them. 

 

Finally, above implications are particularly valuable for companies in industries which rely on natural raw 

materials such as the cosmetics industry in which a growing trend towards formulations with natural 

ingredients can be observed. For these companies, the study presents a way to ensure environmentally 

friendly cultivation and an increase in the farmers’ living standards while aggregating value to the used raw 

materials.  
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Appendix A – Process of Literature Review 

The bas for this study was set through a thorough literature review of academic papers and books within the 

different research areas which the thesis touches, namely sustainability, CSR, sustainable supply chain 

management and doing business with the poor. As defined by David E. Gray, “the literature review 

demonstrates the essential theories, arguments and controversies in the field and highlights the ways in 

which research in the area has been undertaken by others” (Gray, 2014, p. 98). The focus of the present 

literature review is to clarify the overarching concepts of sustainability and CSR, to identify common 

elements of sustainable/ responsible supply chain management, and the inclusion of impoverished and 

deprived suppliers, and to highlight existing research gaps and the consequent potentials for a consolidation 

of the two research streams. The literature review followed the process established by Hart (2001) which 

consists of four successive steps: selecting possible relevant items; reading, analyzing and discriminating 

between items; analyzing and categorizing contents; and integrating and synthesizing contents. (C. Hart, 

2001). Relevant literature was selected from different academic databases and the library of Copenhagen 

Business School by using various search strings. The keywords used can be classified in two main 

categories: while the first category included keywords related to sustainability and CSR and its respective 

use within supply chain management, the second category focused on keywords related to doing business 

with impoverished, deprived, non-traditional suppliers. Based on the literature resulting from the search, 

further literature was then gathered through the snowball principle, eventually leading to data saturation. 

(Eisenhardt, 1989). The criteria to include or not include certain literature consisted of direct relevance of 

the documents for constructing a sound theoretical framework and answering the research question. Even 

though the search was not limited to certain years of publication more recent publications were given 

preference since both topics have been developing fast throughout the last years. 
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Appendix B – Selection Process of Interview Partners 

In order to identify potential interview candidates at Natura, various LinkedI n profiles were reviewed which 

resulted from the search for “Natura” as current company, “Brazil” as current location, and [(“supply chain” 

OR sustainability OR sourcing OR purchasing OR CSR) AND (manager OR director)] as keywords. 114 

profiles were found matching this search string. Out of those profiles, the seven most suitable ones according 

to job title, job description, and years worked at Natura were selected and contacted via LinkedI n In- Mail. 

Through this method, contact with the VP Supply Chain at Natura in Brazil, Joselena Romero, could be 

established. Further interviewees were then reached through the snowball technique in which established 

contacts suggest additional people that could be of relevance for the study (Berg, 1988). Through this, 

Keyvan Macedo, the sustainability manager of Natura in Brazil, was selected as second interview partner. 

I t was agreed with both Mrs. Romero and Mr. Macedo that they would serve as the primary contact persons 

at Natura and, if needed, would provide contacts of additional interview partners. A similar approach as the 

above was taken in approaching Weleda employees. I n addition to LinkedI n, Xing was used for identifying 

relevant profiles using “Weleda” as current company, “Germany OR Switzerland” as countries, and 

[(“supply chain” OR sustainability OR Nachhaltigkeit OR CSR OR sourcing OR purchasing OR Einkauf) 

AND (manager OR director)] as keywords. The search brought up 32 results on LinkedI n and 39 results on 

Xing. The most relevant employees were identified with the same criteria as used for Natura, and then 

contacted on their company e-mail addresses. A total of ten people was contacted out of which six gave a 

positive reply. I t was agreed, that the sustainability manager at Weleda HQ in Switzerland, Bettina Wyciok, 

would act as the main contact person. Eventually it was, however, decided that the most suitable person to 

conduct the first interview with, would be Annette Piperidis, manager of sustainable sourcing at Weleda in 

Germany and responsible for sustainability in the company’ s supply chain. This decision was made in 

accordance with Morse’ s (1994) criteria for the selection of “key informants” (Morse, 1994) which state 

that the informants should have sufficient experience and knowledge within the research field, be able to 

articulate it in a clear and understandable way, and have the time and readiness to participate (Flick, 2009). 

Using the snowball technique, Anette Engel, manager of raw material sourcing, could be identified as 

second interview partner at Weleda. The contact to The Body Shop was established through a personal 

contact of the researcher who connected the researcher with a contact person in the Sustainable Sourcing 

Team, Charlotte Barton, responsible for Sustainable Sourcing Communication. A preliminary interview was 

held with Mrs. Barton, who then helped organizing to set up an interview with Rosie Akester, former 

Community Trade Senior Buyer and now Sustainable Sourcing Manager. 
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Appendix C - Interview Guide 

The questions listed below present only a suggestion for the interviewer on how to guide the interview and 

hence questions were skipped, added and adjusted throughout the interview, and the order of the questions 

was changed when required. I n addition to below questions, company-specific questions were included for 

each company based on information from the sustainability reports and company websites. 

 

a. INTRODUCTION 

 

- Information on the researcher 

- Information on the topic 

- Permission for recording 

- Informed consent 

- Background of the interviewee 

 

b. GENERAL QUESTIONS 

 

1. Which departments are responsible for inclusive business projects?  

2. What percentage of your total sourcing projects does include communities and farmers? How many 

inclusive business projects to you currently have?  

3. When did you start including small farmers and communities in your supply chain? Do you still 

work with this first included farmers? 

4. Could you please describe what a project with the farmers and communities looks like? How is it 

carried out? 

- How are communities selected and approached?  

- Are you in direct contact with the farmers or are NGOs, cooperatives, producers in the suppliers’ 

country etc. interposed? 

- How often do you do on-site visits? 

5. How do communities react on being approached by you? 

 

c. MOTIVATIONS 

6. What are the company’ s motivations to engage in business with the farmers and communities? 

7. Which problems does the inclusion of communities and small farmers address?  
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8. How are these issues addressed? 

9. Do farmers and communities receive particular trainings? 

- What kind of trainings? 

- Which knowledge are they missing? 

- Who is responsible for these trainings?  

- Do you require any kind of certifications (e.g. for organic farming)? 

10. Can you prioritize any of the motivations? 

11. Would you say that these projects make an important contribution in achieving sustainability or is 

the impact of the projects small compared to other initiatives? 

12. What do you consider the main benefits of the inclusion of communities for the different parties? 

13. Do you consider community trade an integrated approach towards sustainability? 

14. Looking at past projects, could all the expectations be met? 

15. Have the motivations changed over time?  

 

d. CHALLENGES 

16. What are the challenges that you encounter in relation to the projects with small farmers? 

17. Compared to projects with “traditional” suppliers, what are the main challenges? 

18. How do you overcome these challenges? 

19. Have any of the projects failed? Why? Examples? 

 

e. ADDITIONAL QUESTIONS 

20. What is the most important thing to keep in mind when working with small communities and 

farmers? Success criteria? 

21. Within all your sustainability initiatives, which importance does inclusive business have? 
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Appendix D - Exemplary Mind Map 
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Appendix E – Definition of “The Poor” 

A standard poverty line was introduced in 1990 by the World Bank to facilitate the definition of poverty. 

Adjusted in 2015, the poverty threshold is US $1.90 per day. (The World Bank, 2015). However, due to the 

variety of factors which have to be considered when determining poverty in practice, this study adopts a 

multidimensional view to define “the poor” and “poor farmers and communities”. I t is based on the idea 

that poverty cannot solely be defined by a lack of income and material resources but includes as well the 

lack of access to healthcare, education, drinking water, financial services, or the possibility to participate in 

political processes and other matters that are important to people. (UNDP, 2009). Additionally, the 

capability concept is considered that sees poverty as a lack of opportunities with people not having the 

choice for fulfilling lives. (Gradl & Knobloch, 2009). Those people are part of low income markets with 

some common characteristics: they are often rural, have a predominantly informal economy, and are thus 

usually unproductive and inefficient. They are poorly served and trapped in poverty penalty. (Prahalad, 

2005).  
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Appendix F - Interview Transcript Natura (1) 

 

Interviewer:  Julia Kositzki 

Interviewee:  Joselena Romero (VP Supply Chain), Keyvan Macedo (Sustainability Manager) 

Date:  14. June 2016 

Duration: 54 minutes 

Medium: Skype 

 

[I ntroduction] 

 

Interviewer:  To get a better idea of the topic and of how big and important the inclusion of rainforest 

communities at Natura is, I would like to start off with some general questions before going 

more into detail. What percentage of all your sourcing projects does include rainforest 

communities? Can you give me an approximate number of how many projects you have at 

the moment? What departments are responsible for it, is it a combination of departments? 

Are you still working with the first community you involved in 1999 for the creation of the 

Ekos line? 

J. Romero: Currently, we have around 12% of our raw materials in value coming from a socio-

biodiversity, from Amazon socio-biodiversity. But part of this is palm oil that comes from 

a big supplier that is working with small families, and part of it comes from the communities 

that are managed by us, we manage them directly. So we have 12% now, in 2020 we want 

to achieve that 30% of our whole volume of raw materials based in value will come from 

the Amazon. And you need to see that a part is really oils, special oils, we develop with 

those families and communities, and part is palm oil that we buy from a supplier that works 

under the same principles as we do, but they manage the communities by themselves.  

Interviewer:  You said you had direct connections with the communities - how does the process look 

like? Does Natura have ist own team which is responsible for these projects? Do you work 
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with NGOs or governmental institutions that are interposed or is it really a very direct 

relationship between you and the communities? 

K. Macedo:  Yes, we have a special department inside the procurement department, it's a manager with 

his team and they are in charge of making the relationship with those communities. The 

communities are a little bit organized, they are a small association of farmers, so the first 

time we are dealing with the president or the CEO of the association but after the first 

contact we are of course having direct contact with the farmers. This kind of relationship is 

based not only on supplying the ingredients but as well on how we can give them education, 

technical education, including how can they develop technologies not only to extract the 

raw material but even to process the raw material so we can aggregate value to the 

ingredient that they are selling to Natura and even they can sell to the other companies, it's 

not an exclusive supplier to us. 

J. Romero:  There's a team that is based in the north of the country, we have a plant there in the middle 

of Amazon, it's a soap plant, and we have a team, around 10 people, they are technicians, 

engineers, and they work all over the place. So the Amazon is spread in different cities, 

parts, we have 4-5 different territories of the Amazon, that we manage. Today it's 2500 

families that we have there working with us, and those families are organized in 

communities as Keyvan said before. 

Interviewer:  So you say they often are already organized in communities and have their "CEO" by the 

time you approach them? 

K. Macedo: They have a kind of president, most have already founded an association but in some cases 

they do not have, let's say, a center. They work inside their own homes, so one of the things 

is that we are not only buying, purchasing the raw material but we are sharing benefits with 

them. And the money that we invest through sharing benefits, they are going to invest, for 

example, to build a center or even to build a school.... 

J. Romero:  ... or hospitals. 

K. Macedo:  ... what they need most in the community. 
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J. Romero:  There we have the TBL, the economic, environmental and social dimension. We have the 

three pillars there. Because the social is basically that we share the benefits, part of our 

revenue with Ekos, that's the most important brand in Natura, we share with them. A small 

portion but it's very important for them. So the social comes from that. The environmental 

part comes from if we need the raw materials, they need to keep the [...] standard. So the 

standing trees are the main assumption behind everything we do. For example, there is a 

ingredient they call Ukuuba, which we use for Ekos. And this Ekos Ukuuba is a fruit that 

is very rich in oil with moisturizing benefits/properties. And we developed the whole line 

of products with Ukuuba, and now they earn three times more money with the tree standing 

than before. Because before they used to cut the trees to sell as timber and now they need 

to keep the tree and every year they sell the fruits to Natura, they earn three times more 

money than when they used to cut. and every year they have a new crop in that area as well. 

So we are trying to develop the use of the active ingredients and in that sense that the trees 

need to be there and they need to protect that part of the forest because they will survive 

from that economic activity. And Ukuuba is one of the most successful and recent examples 

that we launched in 2015 and it was a success and it is really a beautiful story for the three 

pillars. 

K. Macedo:  As you can see in the both additional documents I sent to you, you can see that we do not 

call it biodiversity. We call it socio-biodiversity because when we are dealing with these 

kind of communities, they are not only suppliers to us, they are going to share all the 

knowledge that they have using those kind of ingredients. So in some cases we are sharing 

benefits not only about genetical heritage but as well as associated traditional knowledge. 

So if some communities use this kind of ingredients to, let's say, to moisturize the skin, we 

would like to introduce that kind of knowledge inside not only the recipe of the product but 

as well the history of the product. So we are going to tell our final consumers that in some 

parts of Brazil there are small communities that use that kind of ingredients to have this 

kind of benefits. 

J. Romero:  Next year we will be launching a complete line for hair and this active is a new active that 

the communities use to grow hair. I t's amazing, the properties of this ingredient. and it's 

really scientifically proven and also by traditional knowledge, we can associate the history 
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of that community in the middle of the Amazon using this active and we translate those 

benefits to our products. So we pay them both for heritage and traditional knowledge. 

Interviewer:  So would you say that there is a "ranking", that you prioritize for example social benefits 

over the others, e.g. you say if we get engaged with them, it's most important for us to help 

the people, and environmental improvements are more secondary? Or is it really integrated 

and goes hand in hand and you can't really separate it in different dimensions? 

J. Romero:  The 3 pillars have the same importance, they are very integrated. 

K. Macedo:  I t also depends on the brand. For example, when we talk about Ekos, of course we would 

like to associate the traditional knowledge. But when we need to use this kind of raw 

materials in different brands of Natura, we would maybe like only to have the benefits, we 

are not going to tell the history because we decided that Ekos brand is the one that is going 

to extend the flag of socio-biodiversity with the final consumer, cause Natura has several 

different brands but under the umbrella of the Natura brand. So in some cases the idea that 

we have is how we can integrate and do not consider the small communities as just a normal 

supplier, because they are not traditional suppliers. They are in the middle of the jungle, in 

some cases it took like eight hours to reach them by boat. So it's not so easy, especially for 

supply chain managers, to deal with this kind of communities, so we have to adapt all the 

models that we have inside the Natura way to do things, so we can incorporate those kinds 

of raw materials and even how we can share benefits with them. So in this case, we will 

have not only the raw materials which in some cases are very exclusive because we’ re the 

only ones who do that kind of thing. Especially in the Brazilian market, no one is going to 

boat in the middle of the jungle as a special department to deal with these communities, just 

to take a small part of a fruit or a seed or an oil in the Amazon region. […] Doing that, we 

would like not only to have people in the cities know about a certain Brazilian fruit from 

the Amazon region that they have never heard before, and to feel and use the benefits of 

those products that we are going to sell to them. But at the same time to share the history 

of the local people. And at the same time, we are going to guarantee that those kinds of 

species, that we are going to have the conservation of the forest, and in some cases the 

regeneration of the forest. That is the main challenge when we talk about challenges, that 

we guarantee nowadays that we have the conservation. For sure, we can guarantee that. But 
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how can we guarantee that we are going to have the regeneration? Nowadays, we finalize 

a project that we map by GPS all the families that Josie mentioned to you before, and the 

next step we are going to have, is to analyze the maps of the areas that they are having in 

the supply, just analyze by satellite that is a tool to have the regeneration of the forest. 

J. Romero:  Yes. And also, we are mapping the human development index for every community before 

and after, it's just starting this process, understanding what are the main needs that they 

have. Education, all the institutional part to have a business place, and health, and all the 

kinds of needs that those communities that are in the middle of the jungle have, they don't 

have access to internet, for example, so we are helping them with other companies like 

Coca-Cola and local NGOs, to achieve life quality improvements. So it's an integrated 

program and the three elements, the economic, the social, and the environmental, they run 

at the same time. ONE FEEDS ANOTHER. I like to say: if you need to pay a ticket, if your 

product in Natura needs to pay a ticket to have those kind of communities, to have those 

kinds of products, it's not the way that we need to do. We need to add value to the products 

in such a way those products they pay back investment that we are doing in the social and 

environment. And there is a part of the consumers that really value that investment because 

as Keyvan said it's not easy to develop those supply chains, it's really really difficult. I n all 

the aspects, we have seasons, there are years where we don't have crop, there are seasons 

in which we have floodings, there are seasons that move the period of the crops, sometimes 

we don't have seeds to produce, sometimes you have political problems in that region. 

K. Macedo:  So you have to respect the natural cycle in this kind of supply chain. And in some cases it's 

difficult. Imagine that you are selling the products, you need to and want to produce the 

products but you do not have the raw material. So how can you do that? One of the main 

challenges that we have today is how we can prepare the communities and how we can 

prepare our production just to understand that kind of cycles. 

Interviewer:  So how long does it take to develop a supply chain and the whole process with a new 

community? 

J. Romero:  For example for Ucuuba, we took from the discovery of the seed until the product launch, 

including all the research about the products, all the performance trials, six years. But 
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currently we are shortening that period. For example, the hair product we will be doing in 

three years now. Because now, we know how to scale fast.  

Interviewer:  And do you sometimes have the same suppliers for more than one raw material or is it 

usually the case that one supplier/community is responsible for only one particular raw 

material? 

J. Romero:  We have more than one community for one material because we need to try to mitigate the 

risk. So we have different regions carrying the same products because sometimes you have 

a flooding there or very dry weather, so you can mitigate with different regions, and also 

we have the same community supplying different raw materials. More than one. 

K. Macedo:  The idea is to mitigate the risk. We have a program that we launched in 2010 we call 

Amazon Program, that will [...] to that there is more money in that kind of regions. And for 

this program we created five different priority areas in the Amazon. So we defined five 

regions and in those five regions we have several different communities. I n total we have 

more than thirty communities, most of them are in the Amazon region, and almost all of 

those in the Amazon region are within these five priority territories. So the idea that we had 

is that when we need a new raw material, that the first place that we are going to search for 

it, is in these five priority areas, so we can invest money in the same regions. 

Interviewer:  You mentioned before that you also support them with technology etc. I assume that the 

communities might lack some knowledge that might be needed for sustainable harvesting, 

using technology... Are you doing trainings with them or how do you overcome their lack 

of knowledge? 

J. Macedo:  Yes, there's an intense training program that we carry out in the fields, using our technicians 

which are all over the place, traveling all the time, giving safety trainings, for example how 

to grab a seed at the top of the palm tree, avoiding the risk, there are some trainings about 

best practice on cropping, there are trainings on how to conserve and how to extract the oil, 

quality trainings, good practice trainings, trainings for financial controlling and planning. 

We try to give them the whole set of skills used to manage their own business. And the 

most important thing: we don't want them to supply only Natura, we want to prepare them 

to supply the whole market, if they want. Because we want them to develop as entrepreneurs 
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in the middle of the forest. So we give them a set of capabilities, technical and also 

managerial capabilities, to try to increase their own business. 

K. Macedo:  In some of the cases we would like to open their minds just to make them understand that 

although today they have a good profit with this kind of ingredients, maybe it is interesting 

to them to have a different kind of ingredients to supply. Not only to Natura but to other 

companies. And one of the models that we implemented to them, that is called the 

[Agrofloral] system. So how can we put in the same places forest together with those kinds 

of raw materials. So everytime they could have some kind of the part of the crop, different 

kinds of crops, so every year they are going to have some revenues coming from those kinds 

of agricultural systems. 

Interviewer:  Is it the ultimate goal that these businesses become self-sufficient after a while and are 

really able to function and survive without Natura's help? 

K. Macedo:  Yes, they need to do that. 

J. Romero:  This is our main objective. 

K. Macedo:  Because once we would like to have the purchase of the raw material, and in some cases 

you will have a plus of shared benefits. So they have to keep in mind that they have to apply 

that kind of resources, that they do not depend on Natura giving them some grants, some 

kinds of investments. So every time we share benefits with them, the team that Josie 

mentioned before, they are going to analyze what are the priority things that they want to 

do that is going to benefit most part of the local population. Not only to give the money to 

the president of the association.... 

Interviewer:  What is your relation like to the suppliers/communities you first started with in 1999? Are 

they already able to manage themselves or are they still very dependent on Natura's help? 

J. Romero:  In fact, there is a combination. They know a lot. They know a lot of things that we didn't 

know when we started. And they helped us as well. So we have had a lot of technicians, 

most of our technicians come from the Amazon, so some of them were part of the 

communities and now they are the chiefs of the first generation and re-train. And they went 



 

14 
 

to school, they went to college and now they are working with us. So there is an exchange 

between Natura and the communities. They know a lot. But the major gaps they used to 

have were much more linked to the management, to the administrative side than to the 

technical side. They needed help to assemble the community, they need help to have the 

environmental licensing, to have help from banks - we help them to get loans from banks - 

so we helped them this whole set of capabilities that are not only technical. The technical 

really is a small part. When we start there, they used to let the small children to do the crop 

and we said there is no way, this kid needs to go to school. So we are learning from them 

and they are also learning from us. This is the beauty of this symbiosis we have. 

K. Macedo:  And in some cases, some communities say that they keep recognizing Natura as the main 

technical support they have, even more than the support they have from the governmental 

authorities. I n some cases, we reach out to them, we give support to them, and when they 

call the government to ask for support, they do not have people to go there or are not able 

to reach this kind of regions. 

Interviewer:  Before you started working with the communities, had some of them already worked with 

other companies or is it usually really new for them? 

J. Romero:  They used to work with palm oil, most of the region was dedicated to palm oil, but with 

scale... 

K. Macedo:  We only have two communities that have already had scale volumes. One is […] because 

they export fruits to Europe and Asia to make juices, and there is another community that 

is called [...] and they have already sold some fruits as well like Acai. And there were 

communities which had fishing as the main economic activity. 

Interviewer:  When you first approach the communities, is it easy for Natura to get in touch of them or 

do they mistrust industry? Or are they very open towards collaborations and know that it is 

going to help them? 

K. Macedo:  I t always takes time for a relationship to develop, trust. I t depends on the regions, but sure 

in the beginning we use local NGOs just to approach this kind of associations just to 

understand that we are a serious company, and we would like to build relationships, not 
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only for the supply of the raw materials, but also to have a longterm relationship. You know 

that there are some communities that we have been working with since 2000. So for fifteen 

years directly we are working with them and if they want, because we want, we are going 

to stay with them for the time that Natura is going to remain in the market, so for a long, 

long, long time. So in some cases for sure there are some difficulties because maybe other 

persons tried to reach this kind of communities and made false promises to them, and in 

some cases they are a little bit cautious about if this is going to happen again. I t is going to 

take some time and we have this kind of department that the people have the ability and the 

skills how to make relationships with that kind of suppliers. They do not reach them and 

make a one hour conversation and go. They stay one, two, three days, just to understand 

what is the reality in the communities and to have the trust of the communities that they are 

there just to make, let's say, strong relationships, not only business. 

K. Macedo:  Just to tell a small history to you: we have an award with that we recognize the best supplier 

we have and we have different categories. One of packaging, one of materials, and then we 

have a category to give an award to the best communities. So we are going to evaluate the 

communities and understand the improvement that they have from one year to another. And 

this year there is a very special scene in the recognition of one of the communities that there 

is the leader of communities, they go to the stage with another young teenager and they say 

all the benefits you give to us by sharing the benefits do not benefit me but they benefit 

him/her cause he/she went out of the community to have a formal education and the to 

return to the community and then to apply in the community what they have learned outside 

the community. That is one of the things, if you see all the people that are attending this 

kind of awards, everybody was almost crying because it was very sensible what she said to 

us and in some case for sure you understand that we are sharing benefits to them and we 

are going to improve the life of them but we cannot measure how much improvement we 

can get to them, how many opportunities. Because imagine that they have their own 

decision if they are going to remain in the community or if they are going to the cities. But 

what we would like to do is to give them all the conditions to remain in the community 

if they desire. I f their desire is to go to the city, they can go to the city. So imagine some 

region where it takes eight hours to go by boat, how can this student go to school? So in 

some cases there is a countryside family school, they go to the family school and stay four 

months there, they have to sleep there, they have the lessons there, then they return to the 
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communities, stay four more months applying the knowledge that they understand and then 

return to the communities. But for the Brazilian government, it's too much cost to do that. 

So how can we organize and manage with different companies to have all the kinds of taxes 

to put this kind of many in that kind of activities? 

Interviewer:  Do you think that the government is trying to get away from their responsibility of 

supporting these communities since companies are starting to do this job? 

K. Macedo:  We understand that there are three different pillars. The first one is science, technology and 

innovation. How we can make a network between researchers around the world searching 

all the benefits that it has with these raw materials. The second one is how we, if we find a 

benefit, can develop the supply chain to supply that kind of ingredients. And the third pillar 

is how we make institutional strengthening with the governments or the NGOs or other 

companies, just together, not only the private or public sector. All together we can deliver 

solutions for that kind of problems. 

Interviewer:  Is there anything else you would say that's really, really hard compared to doing business 

with traditional suppliers? Are cultural influences an issue? 

J. Macedo:  I f we talk about raw materials that come straight from the nature, we have always an issue 

with specifications and quality. Because this year, for example, there was a very large 

period of dry weather and some of the seeds were poor in some of the ingredients, for 

example. So we need to readapt our formulation, to rebalance with other ingredients, to 

give the same performance to the consumer. You can not treat those communities as we 

treat BASF or big companies. We have big partners in chemicals, we have big partners in 

packaging, but when we talk about those communities we need to understand that they work 

in a different environment, there is no industrial process behind it and so it depends on the 

nature, depends on the rain, and sometimes we need to open up a little bit our standards. 

Not in terms of quality but to readapt our formulations, our perceptions, and our auditing 

system. The same standard that I use to approve or to say "this guy can be my supplier", the 

protocol I use for a chemical company is not the same that I use for the communities. Cause 

those communities, they need to learn, and we try to do the basic right, to give a hand to 

them, and try to develop together. So there is a different scenario with these suppliers, so 

we need more people, the right people with them. I t's not the people from SP there, most of 
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our people came from that region. Even the way they speak, the way they treat... I came 

here to Natura six years ago from Unilever and when I started I said "Let's do this and that 

different" and they said "No, there is no way.". Because these communities, they have their 

own timing. I f you try to understand why that guy cannot produce more, be more 

productive, they will tell you that they don't want to be more productive, they want to keep 

the life as life is today. They want to survive, they don't want to create their daughter to go 

to university. And I said all the kids need to go to school, afterwards they have to go to 

college. But there mind is different. And sometimes you don't know how to act cause if you 

push them to work like with our partners, that will be a nightmare. So we need to learn with 

them and to give them the freedom to use the money, to invest in the things that they want 

to have. 

K. Macedo:  And in some cases when we need to have those kinds of communities to supply some 

ingredients to our traditional suppliers, we have to keep attention to those kinds of suppliers 

just to guarantee that they are not going to treat the community badly and that they are going 

to respect all the rules that Natura established in regard to the community. All the deals that 

we established. That is one of the points that we always keep in mind. In the case that we 

have in the middle of the chain a traditional supplier, we are going to analyze if this kind of 

supplier is going to respect the rules that we established with the communities. 

Interviewer:  Does it happen that you have to cancel projects because, due to some of the reasons you 

mentioned, the partnership doesn't work out? 

J. Romero:  There is another reason, for example Ucuuba we had a big over sales and we didn't have 

products. We started to develop new communities as crazy, and it's difficult because it's 

coming from nature and we don't want to start with a new community that you don't know 

so it's a big trade-off. I t's a beautiful supply chain, it's a beautiful work that we do there, but 

also we have a lot of costs and value that we bring, but we also bring some complexity that 

we need to develop a supply chain that can accommodate those complexities in a smarter 

way. 

K. Macedo:  I would just like comment just before we finish - you know that Natura has a Carbon 

Neutral Program? Because we are a carbon neutral company since 2007. And we purchase 

this kind of Carbon credits with different suppliers. And one thing that we started in 2014 
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is how we can integrate those local communities that they are going to give us the raw 

materials but at the same time they are going to preserve and make the regeneration of the 

forest. So instead of having the offsettings of the emission, how we can change this to 

insetting of the emission. So the same suppliers can give us the raw material and at the same 

time make the offsettings of our emissions. So this is the pilot project that we are running 

nowadays with one of the communities, and I can send you more details by email. 

Interviewer:  I have one last question which I came across when I read the Sustainability Vision 2050. I 

saw that when the three traditional sustainability pillars were mentioned, there was usually 

a fourth category added, the culture. So when it comes to sustainability, do you always 

consider all four dimensions? Do you see it as a really, really big part that should also be 

included into sustainability? 

K. Macedo:  We think it is a new dimension that we are including nowadays because in Brazil we have 

a huge country with huge geographic dimensions, and the culture, although all the countries 

speak portuguese, there are different kinds of cultures, and there are some local cultures, 

especially in the North East of the country. So how we can introduce that kind of culture in 

our business model? So that is one of the challenges we are facing from this region. 

J. Romero:  And also there is a dimension that we discuss here, that's the business culture. The ethical... 

everything that we believe as [...] are part of our culture as a company. And this is some of 

the values that we believe and spark of everything we do. So we need to exercise those 

values in everything, so with a kind of..., for example if that project has environmental 

and has economic value, we also need to understand if there is a cultural value behind that 

project as well. So we are trying to make it a little bit more complex. We believe that it 

really is a pillar that, for us Brazilians, is very very important. 

K. Macedo:  Imagine that we have all this visions and we establish just a mission cause we are a 

cosmetics company, a beauty company, and the mission that we have is how wen can 

integrate beauty, pleasure and sustainability at the same time. So imagine the complexity 

in doing that with all the activities in the company. 

Interviewer:  Ok, then I would finish at this point. Thank you very much for your time and your great 

help. 
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Appendix G – Interview Transcript Natura (2) 

 

Interviewer:  Julia Kositzki 

Interviewee:  Keyvan Macedo (Sustainability Manager) 

Date:  24. June 2016 

Duration:  approximately one hour 

Medium:  Skype 

 

[I ntroduction] 

 

Interviewer:  Which departments are involved in the projects with rainforest communities? Any other 

departments besides the procurement team in the North East, the sustainability, and the 

supply chain department? Does the CSR department have anything to do with it? 

K. Macedo:  We have mainly two different departments, one of them is inside the procurement directory, 

which is the manager that I mentioned before and the main focus of the area is a relationship 

with the communities. So in the procurement department there is a special manager with 

his team, let's say ten people, dedicated to this kind of activities so they are the main focus 

point for the communities to talk about Natura and to have all the connections. And then 

we have another department inside the research directory. R&D at Natura are two different 

directors, and above the research director, there is a manager who is in charge of the "good 

practice" in the field (name in Portuguese of the manager: Bio Agriculture). So the people 

who understand a more sustainable way of production, most of them are biologists, most of 

them understand about ethical botanic, and of course the local producers they understand 

about it because they were born in the field, but they can discuss a little bit about some 

technique. So we can say mainly two departments. The third department is sustainability 

but because we are the sponsor of the biodiversity team in Natura. 
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Interviewer:  Does Natura have a CSR department? I s there any separate department for corporate social 

responsibility? 

K. Macedo:  You can say that sustainability is in charge of all that. We have Corporate Affairs with one 

director, but sustainability there are three different pillars: one of them is brand and product 

which I am in charge of and which is more related to the environmental aspect, there is a 

second pillar which is in charge of the social aspects, so in this pillar we deal with those 

CSR related things, and the third pillar is more related to institutional, so here of course it 

can be a partnership with an NGO to make a project related to the social responsibility. 

Interviewer:  Can you provide me with any supply chain flow chart to see where the communities are 

located in the supply chain? 

K. Macedo:  Yes. But just for you to understand, the raw material they sell directly to Natura or another 

supplier, then the supplier sells to Natura, Natura makes the product and sells to the final 

consumer. 

Interviewer:  Ok, so you do all the production yourself? 

K. Macedo:  Yeah. Most of it. Of course, we have the third party production, I can mention to you which 

categories we produce inside and which categories we produce outside Natura. So we have 

both. So some work we do directly and just to give an idea which percentage goes directly 

and which percentage maybe goes to another supplier to make the final process or even to 

combine it with another raw material to make the final ingredient to go inside our 

formulation. 

Interviewer:  And if it is the second option, that you have another supplier interposed, do you still manage 

the communities? 

K. Macedo:  Yes. 

Interviewer:  You mentioned a project you are having in which you map all the families by GPS as a tool 

for the regeneration of the forest. Could you explain a bit more in detail how that works? 

K. Macedo:  What we are going to do is that by mapping the families inside the communities by GPS, 

we want to guarantee exactly the number of the families involved in those communities, 

because in the past we used to ask the association what the numbers of families involved in 

the communities are, and they said, let's say two-hundred. By mapping, we discovered that 
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there are not two-hundred, there are less than two-hundred, maybe 153, so that is the thing 

we want by doing the GPS, that's the first thing. The second thing is that when we are 

mapping the families, we are trying to find the location, about what are the areas they are 

harvesting or producing our ingredients, and then to understand, what are the... in Brazil 

there is, by law you have to not to damage, in the case of the Amazon Region, 80% of your 

total area, so you have the "legal area of your property". And it depends on the biomass and 

it depends on the size of the property, but normally in the Amazon region it is 80% that you 

have to keep in preservation, in the other regions 50%, and in the South of Brazil it's 20%. 

And you have to make the conservation. The idea that we want to guarantee, the government 

does not have enough people to look for this kind of preservation, so what they do is doing 

by satellite. So when they realize that it is, let's say, different stations, they do not have 

enough people to go make the fine or penalty to the communities. So what we are trying to 

do is, when we are doing it by GPS, we can know exactly when we start the relation with 

the communities, what are the areas that they are preserving and then we are sharing 

benefits with them and we stimulate them to make the regeneration, how we can guarantee 

analyzing by the GPS images, that they are affecting the region because they are expanding 

the preservation area. And that is the main idea how it is going to work. Now we are crossing 

the image just to understand the baseline that we have today, and then after one, two, three 

years, we are going to compare the two images from the baseline and the future mage just 

to understand if we increased or maintained or even decreased the area of conservation. 

Interviewer:  And on the GPS, can you only see where the families are located or can you really see 

which areas are maybe already damaged, and after comparing the images, can you tell if 

the environment is better? 

K. Macedo:  Yes, for sure. For the images we can cross, we can estimate the amount of biomass we have 

in the region just looking at the images. And then we can cross about what are the programs 

that we are doing with those kinds of communities just to stimulate them to do these things. 

And the other thing that we can do is, of course we analyze by satellite not only our regions, 

our communities but the communities around the ones we deal with. So we can understand 

and the we can prove and we can guarantee when you make a fair relationship with the 

communities, not only buying the raw materials from them for a fair price, and also to give 

them capacity and education, and sharing benefits to them, that there are more chances that 

they are going to remain the forest, expand and just collecting the fruits or the seeds besides 



 

22 
 

another community that does not have this kind of relationships, and the local people they 

think that it is much better for them to cut the forest and to sell the timber, of course to build 

a new chain of production, related to non-timber products. 

Interviewer:  You said there were the three pillars science, technology and innovation, institutional 

strengthening with governments, NGOs, companies, and supply chain development to 

supply these ingredients. These are the three pillars of what? 

K. Macedo:  These or the three pillars of the Amazon Program. We have the Sustainability Vision for 

which we have three pillars, but these ones belong to the Amazon Program. 

Interviewer:  Is the palm oil supplier the only project where you don’ t work directly with the communities 

but work with a big supplier who manages the communities? Could you explain this a bit 

more in detail: based on which criteria have you selected the palm oil supplier? Do you also 

check the communities the supplier works with (before and during the partnership)? Do you 

also train and support these communities (benefit sharing etc.) or is it solely the 

responsibility of the supplier? 

K. Macedo:   You can say that this is true. Palm oil is the main ingredient that we do not work directly 

with the communities. The other things that come from biodiversity, but not Brazilian 

biodiversity because of course the palm oil is not from Brazil, but the other things like 

[Carité and even Candenela] which is another oil that we use, they are not even coming 

from Brazil, they are coming from Mexico or even Africa. But in Brazil the palm oil is the 

only big raw material that does not come from communities managed by us. What we do is 

that we have a good relationship with this supplier, the name of the supplier is Agropalma, 

it's a Brazilian company, and they have, let's say, a different standard from the Malaysian 

and Indonesian companies, they have already implemented for a huge part of their 

production the sustainable palm oil standard (RSPO standard) and we are making the final 

negotiations, from next year on we are trying to have 100% of our palm oil supply coming 

from the RSPO standard. In the case of palm oil, we do not share benefits to them, and we 

understand what are the methodologies and how is the system and the structure of the 

supplier to deal with the communities but we do not interfere to them, and we do not have 

any kind of audit in the communities but what we do is that we have a department inside 

the procurement directory that is in charge to guarantee the quality assurance of the 

suppliers. So we have a checklist but it's a standard checklist, what they do with this kind 
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of suppliers is the same thing that they do with the traditional suppliers. The only thing is 

that there is a special checklist for the communities. So when we are dealing directly with 

the communities, the checklist is totally different. But when we are dealing with […] or 

even the German company BASF, the chemical company or the other ones, the fragrance 

companies like [...] IFF, and [...], we apply the regular technique. 

Interviewer:  So you just do this checklist and then the rest, the communities and everything, is their 

responsibility? 

K. Macedo:  Yeah. 

Interviewer:  Ok. Are there any more supply chain related challenges besides the remoteness of the 

communities? “Warehousing”? Do the raw materials go directly from the communities to 

Natura or are there any other partners interposed (e.g. producers, refinery…)? 

K. Macedo:  I 'm going to explain a bit and then I 'm going to send you the chart later. I n some kind of 

materials, what we do is to try to buy directly from the communities. So when we are buying 

directly from the communities, if the communities are located near to the factory of Natura, 

probably they are going to send us the fruits and the seeds and we do the extraction of the 

oil from the seeds and the fruit inside Natura. But when they are not close to Natura, they 

are far, probably there are two things to do: one thing is that the local community is going 

to benefit from, the seeds and the fruits and then sell to Natura the oil, or even they are 

going to sell the fruit and the seeds to another supplier, who is going to benefit and then 

send to Natura. So this are the two possibilities. I n the most cases, what we want to do is to 

have the communities making the benefit of this seed and the fruit, because we are going 

to aggregate more value to the product that they are selling to us, so we are going to pay 

more to them and we do not have to share the value of the raw material with another 

traditional supplier. Just to have an explanation, when I mentioned that we are going to 

make the extraction inside of Natura if the communities are close, Natura has a partnership 

with […]. The factory that we have in the Northern part of the country, we are going to 

have other companies in the same place, but the only company that has already established 

negotiation with Natura and has already started the production is […], so […] is benefitting 

the oils for Natura and even for their own clients. So we make the installation of their 

factory next to our factory and we are going to send them the raw material, we establish the 

relations to the communities, we want them to benefit the raw material for us and even for 
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their clients. Because when they are selling to their clients, for sure they are going to 

increase the demand for the raw materials from the communities, and once we are managing 

the communities, we can guarantee that we are going to have the sustainable sourcing, and 

at the same time they are going to increase the injection of money to the communities. So 

the communities are going to get more because they are going to have another client without 

having any kind of effort to open new markets for them. 

Interviewer:  Are schools, hospitals etc. only financed through the shared benefits or does Natura finance 

any additional social projects? 

K. Macedo:  There are two kinds of social investments: the first as you mentioned is by sharing benefits, 

and the other one, Natura has a foundation, called Instituto Natura. The foundation, what 

they do, is to have an investment related to education but they do not deal with school, what 

they do is to support with the materials and to support with money to maintain the school. 

So probably they are going to pay the salary of the teachers or even to buy food, to feed the 

students. 

Interview:  But if the community decides, or if you find out that one of the needs of the communities 

would be a health center, then you agree with the communities that some of the shared 

benefits are used to build a hospital. Does it work like this? 

K. Macedo:  No. What they do is, we developed a tool, a methodology, it's the same methodology that 

we have outside Brazil, it was made by Porter, and it's called IPS which is in English the 

Social I ndex of Progress, so how we can have, let's say, the matrix for the communities to 

see what are the priorities that they need there, what are the things that they do not have 

there, which of these things Natura or the private sector can deliver to them, which are the 

things that the public sector has to deliver to them, and which are the things that maybe you 

can have a partnership with the private sector, the NGOs and the public sector to deliver 

those kinds of solutions. For instance, securities are one thing that the private sector cannot 

add to them, so we have to deliver those kind of requests to the public sector, to the local 

government or even the state government or even the federal government to deal with those 

kinds of demands. But related to health and even to education, we can have a partnership 

because we can sell to them, let's say, material, we can pay the salary of the teachers. And 

the other thing I forgot to mention in the previous question is that in Brazil there is a 

legislation that you can transfer part of the tax that you are going to pay to the federal 
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government, you can give it to local government departments related to social 

responsibility. So you can give part of your tax to them, it's just 1%, 99% you must pay to 

the government, but 1% you can send to them and then you can have a negotiation like ok, 

I will send 1% of the tax but you have to make the commitment that you are going to invest 

this money in this area or in this project. So the negotiation is not official because in Brazil 

they have the power to decide. But we make the negotiation, ok if you do that I will send 

the money. In some case we send the money but they do not do that so we never send the 

money again. But in most of the cases they realize, that if they do these kinds of things, the 

local population is going to think that the money comes from the local government, so in 

the next election they are going to vote for them. So they understand that they have a benefit. 

Interviewer:  Is it only biological/biodynamic farming? Do the communities get any “bio-certifications”? 

K. Macedo:  In the past, what we had, is that most of the communities are going to implement the organic 

label because in some case they are going to try to open the market outside Brazil so the 

international market demands a special label, and the label that they analyze and that fits to 

the reality of them, it was the organic label. So you know that for the organic label they 

have the European, the American, the Japanese, and the Brazilian standard. But most of 

them, they try to get the European or American standard. And in some cases, what we have 

done in the past is that we made the investment to them to have the certification because 

there is a cost related to those kinds of labels so we pay for the certification and then they 

have to organize and receive the guides and fill all the checklists but we pay all the taxes, 

all the costs that are involved in this kind of certification. But we understand now that the 

organic standard includes not all the main concerns of Natura, so one of the things that we 

are very concerned with is that there are slaves in the fields, there are children which are 

obliged to stay in the farm and do not allow them to go to school, so that is the reality, and 

also are the associations paying all the taxes to the government or not. And of course, all 

the quality requests, guidelines and good manufacturing practice that we should expect 

from traditional or any kind of suppliers. Have you heard about UEBT? So Natura is one 

of the founders of the UEBT and one of the members so we developed it together with 

them, a standard to fit the reality of the communities in Brazil, as well as the concerns of 

Natura, as well as the standards of the UEBT. So this kind of system is now a verification 

system and we are trying to develop and make all the evolution with this kind of tool, just 

to have a certification standard. Because once we have the certification standard, we can 
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ask our traditional suppliers that are dealing with communities as well as I mentioned 

Agropalma, to apply those kinds of standards in their own supply chain. So we are going to 

stimulate that more companies in our sector or even other sectors try to use a standard that 

we understand that is going to cover not only the quality aspects but as well the labor and 

the sustainability aspects related to the production of the raw material. So nowadays, we 

are applying this kind of methodology in all of the communities we have, not only in the 

Amazon region but also the other regions. Of course, we are learning with those kinds of 

systems how to apply the audit in the community once per year, nowadays, when they 

achieved a good note in the rank that we established, we are going to have a new audit after 

two years. So nowadays, it's every year but when we understand that they have a good 

quality system or that they are having rules and they are very strict to the methodology and 

we have, let's say, a low risk with them, so then we can give more space between one audit 

and the other one. So it's one thing that if you go to the annual report of Natura, you will 

see that we have a partnership with UEBT and then probably in the next year we are going 

to have a label, we are negotiating with UEBT about a label, but we are going to have a 

public standard that other companies can use. Nowadays all the companies do not use it 

because it's not public so you have to make a standard evolution to become a certification 

standard. 

Interviewer:  So you are not using the European and US organic farming standards anymore? 

K. Macedo:  No, not anymore. We do not request them, some of the communities remain to those 

certifications because they need it to sell to other markets. But it's not anymore an obligation 

from Natura, and Natura is not paying anymore to cover the costs for these kinds of 

certifications. 

Interviewer:  According to your mission of conserving Brazilian social biodiversity and your strategy of 

telling the communities’ history, I assume that you only work with communities in the 

Brazilian rainforest? I s that right or do you also work with communities in the Amazon in 

other countries? 

K. Macedo:  First thing that we are dealing with social biodiversity not only in the Amazon region but 

all the regions in Brazil but most of the communities are in the Amazon. But what we call 

it, it's the Pan-Amazon. The Pan-Amazon covers Peruvian Amazon, the Colombian 

Amazon and the Brazilian Amazon. They cover other countries like Venezuela, but ones 
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where we do not have operations. In those countries we say that we can have communities 

in the Peruvian Amazon, the Brazilian Amazon, and the Colombian. But nowadays, we do 

not have. But the analysis is to have probably a community outside Brazil, probably the 

country is going to be Colombia. Why Colombia? Because outside Brazil we have local 

production of the final product in three different countries: Argentina, Colombia, and 

Mexico. But they do not produce the same kinds of products. Colombia is the one that 

makes local production of soap bars. So most of the oil we are going to put inside the 

formulation of the soap bars, Colombia should be the one Country, because they have the 

Amazon Region who have local communities to be the suppliers of the oil to make those 

products. But we analyzed and until now we don't have it, so you are right with the Brazilian 

Amazon. But we want to have the Pan Amazon.  When we analyze the Amazon Program, 

we are going to see that there are five priority areas, and we are discussing if we have 

communities in Colombia, we are going to have six different priority areas, but nowadays 

there are five and all the five are in Brazil. 

Interviewer:  Were there any projects with communities which you had to stop due to problems that 

couldn’ t be solved? I f so, which problems? 

K. Macedo:  In the Brazilian legislation we had changes at the end of last year. The previous legislation 

said that when you ask for genetic heritage that the supplier that you ask for the genetic 

heritage is the owner of those values. Nowadays, the legislation says that all the benefits 

that come from biodiversity belong to the union, belong to the federal government. I t does 

not belong to the guy that you ask for the raw material. But the only thing that the previous 

legislation and the current legislation remain is the traditional associated knowledge 

belongs to the guy or the community who has that kind of knowledge. So in this case, in 

the past what we had is that we started a relationship with a community that in the beginning 

has not only the genetic heritage, and at the same time is the one who are the suppliers to 

us. The same that we share benefits with. Because we are buying the raw material, and the 

other because we share benefits, because we have the access in these communities. During 

the relationship some things are going wrong, and what we do is that we split this kind of 

relations. So we developed a model community that are going to just make the supplier to 

us, but with the old community by law we have to share benefits to them. In this situation 

where we have to split, it's like a royalty because we are not buying from them but we have 

to pay money to them. In this situation, what happened in the past, is probably because the 
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association with this local producer is not even strong and do not have higher maturity to 

deal with those kinds of situations. Probably there is just one guy, the leader of the 

community, who has another mentality and wants to have more and more money, a little 

bit greedy about money. And in some case, what happened is that he wants to invest money 

in buying new television from the local producer, by having air conditioning in the house, 

and we say ok but we analyzed the reality of your community and it's much better to invest 

this kind of money in projects that are not only going to benefit this generation but the other 

generations. So this is the point that we have some fight with some communities but I do 

not know by heart what's the number. I n all the history, after 15 years, we have probably 

stopped the relation with two or three communities. One thing is because when we start a 

relationship, we analyze really closely just to understand if we are going to have problems 

in the future. So there we stay a little bit, one week or two weeks, just to understand the 

reality of the people, if they are very integrated or not, if they are very separated, if there is 

one leader but the people do not recognize this guy as their leader, so we analyze those 

kinds of things, and in some case, we have local NGOs just to share opinion, to understand 

them. So in some cases we do not start a relationship with new communities because we 

understand that we are going to have problems with them in the future. 

Interviewer:  Compared to other sustainability practices you have: would you say the inclusion of 

communities has a big or small impact on the overall sustainability of Natura? 

K. Macedo:  We can talk about both the benefits and the efforts of these initiatives. Regarding the efforts 

that we have, for sure this kind of relationship is much more complicated. Because we have 

a special department to do that with ten people, with a huge number of people to do those 

kinds of things. They have to travel a lot because in these relationships you cannot have a 

phone call so we are having costs related to traveling and as I mentioned, the distance is not 

so close, sometimes you have to travel by boat for eight hours, so imagine a guy that takes 

one day to go to the community, one day to return from the community, and even two days 

to have a discussion that with a traditional supplier you would discuss in a thirty minutes 

phone call, so that is the thing that we make a lot of effort. The other thing is that the people 

that are in this kind of structure, they have a common sharing with the [...] of Natura and 

understand the environment of the local producer. So "normal" people cannot do that. I t's 

much easier to find professionals in the market to do the traditional procurement than 

finding good professionals to do these things. Because most of the people don't want to go 
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to the field. And on the other hand, these people also have to deal with the people inside 

Natura, i.e. the people from planning who tell them they have to deliver those kinds of 

things and they are delayed. Imagine that they are in the middle of the fight between the 

planning department and the local communities. Related to the image of Natura, I can say 

that probably this is one of the efforts related to sustainability that has not only an 

environmental but also a social aspect. The other thing that we do is reducing CO2 or 

replacing plastic from fossil fuel basis to renewable sources. So in this kind of thing we are 

dealing with traditional suppliers and the benefit that we are going to have is related to 

environmental aspects, they are not social aspects. So for the image of Natura both of them 

are going to have the contribution for the environmental image but only the relation with 

the communities is going to increase the social image of Natura. As I mentioned before, is 

that Natura has the direct sales model. So if you are doing the direct sales for sure you are 

sharing benefits with the consultants because they have 30% of the margin. So when you 

operate with them, we have the social image because we have the consultants in our sales 

model. But related to the choice of Natura, the other choice is the one related to the raw 

materials or even the packaging material that we have. But we do not have any kind of 

packaging material that is coming from small communities. All the packing material is 

coming from huge suppliers. But we want to do in the future is to have a small line of hand-

crafted products that are made with small communities using their own traditional 

knowledge. But nowadays we do not have. I t's easier for the consumer to feel and to realize 

what is the involvement of the community. Nowadays we have to tell them: "one ingredient 

of this recipe is from the communities." 

Interviewer:  So to put it in a nutshell, the efforts related to these projects are very high but the benefits 

you get out of it are even higher? 

K. Macedo:  Yes. because in this case we have double benefits: environmental and social. But it is very 

difficult when we analyze the image and recognition of the stakeholders about sustainability 

image of the brand to see which part is coming from the environmental aspect and which 

one is coming from the social part. [...] After years and years and years it became really 

difficult to deliver new solutions so that the consumers say "wow, this is another level of 

sustainability".  
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Interviewer:  Could you list which environmental problems you exactly address when working with the 

communities? Loss of biodiversity? Deforestation? Anything else? 

K. Macedo:  One thing that we want to do is to guarantee that we are preserving biodiversity, and the 

future what we need to do is that we are not only preserving and making the conservation, 

we want to make the regeneration. What I can give you as example, we are investing in an 

offsetting project towards the carbon emission in Colombia which was a mining area, totally 

degraded, so we made the investment to make the reforestation of the region, and then we 

would like to reestablish the food chain in the natural system. So not only related to the 

plants but even with the wildlife. And what the local people said to us is that the University 

of Colombia, the Bogota University, is sending research to this area because there are birds 

in this area nowadays that not only weren't there in the past but which they didn't have in 

any other area in Colombia. [...]. The guys we talked to who are the founders of the project, 

because the region is very far from Medellin, and it took like four hours to reach them and 

I was talking to the farmer and he said that we are going to recover plants with small seed 

all over the country, and they plant those kind of seed in this region, So imagine that these 

guys are very good heritage for the country for the future because they are guaranteeing 

that certain  species are going to remain and not only going to remain, there is a higher 

probability that they are going to  add to the natural regeneration from now on. [...]. But the 

other thing that we can say is not related to environmental problems, it's related to social 

problems. We would like to have the communities understanding that they can profit more 

with the forest standing, without cutting the forest, that they can have another kind of 

agricultural system integrated with the forest so they can have a benefit with the shadow of 

the forest in this kind of land to harvest new things and how they can use those kinds of 

special fruits and seeds for their own consumption or even to sell the raw materials to other 

markets. But it's more related to the social aspect that maybe the local communities think 

"ah, we have to leave the countryside and go to the city because we do not have education 

and help to become a good citizenship and make a profitable [...]. And we also contribute 

to climate change because we preserve the biomass and inside the biomass all the CO2 [...]. 

And the other things are also related to climate change. Probably most of those actives use 

electricity. They use local generators to produce their own electricity by using fossil fuel. 

In some cases, through the Amazon Program we have established a partnership with NGOs 

and other private sector companies, to install solar panels. So we address environmental 
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problems because they don't have to use fossil fuels. It's just a small thing, they cannot 

install air conditioning or anything. There is a product from a French company, that is a 

lamp and you install a solar panel, really small, then you can recharge this lamp and the 

sign of the lamp is very good, there is a part where you can handle the lamp, and then go 

and use the lamp inside the [...], you can put this handle in the roof and use it as a traditional 

lamp, you can put it on the side of your bed so it's going to give you light for your night 

reading, and at the same time you have a cable that you can recharge this lamp but at the 

same  time it has three or five kinds of different cables that you can recharge your mobile 

phone,  so with a single solar panel. And the last thing of the charge of the lamp is that it 

lasts sixty to eighty hours. 

Interviewer:  Ok, then I would finish at this point. Thank you very much for your time and your great 

help.  
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Appendix H - Interview Transcript Weleda (1) 

 

Interviewer:  Julia Kositzki 

Interviewee:  Annette Piperidis ( Manager Sustainable Sourcing) 

Date:  16. June 2016 

Duration:  50 minutes 

Medium:  Skype 

 

[I ntroduction] 

 

Interviewer:  Wie viel Prozent bzw. wie viele aller Einkaufsprojekte schließen Kommunen und 

Kleinbauern ein?  

A. Piperidis:  Da muss ich gleich sagen, wir messen da keine Prozente. Also das sehen wir im Prinzip 

relativ selten, weil ein Prozentsatz sagt nichts aus. Wir können jetzt einen Prozentsatz 

Anzahl verhandelter Projekte nehmen, wir können einen Prozentsatz nehmen nach 

Einkaufsvolumen, der ja auch komplett unterschiedlich ist, und in sofern gibt es keine 

wirkliche Aussage und deshalb machen wir das eigentlich auch nicht. Also da kann ich 

Ihnen jetzt wirklich keine konkrete Aussage dazu geben. Bei der totalen Anzahl der 

Projekte müssen wir auch wieder ein bisschen unterscheiden, da gibt's ja verschiedenste 

Arten und Weisen. Da gibt es natürlich Projekte, wo das genau so funktioniert, aber es gibt 

auch die Wildsammlungen. Also wenn wir jetzt zum Beispiel in Rumänien die Arnika 

betrachten, da ist es so, dass unser Lieferant jedes Jahr die Wildsammlung organisiert. D.h. 

da haben dann auch die Menschen aus der Region zur Erntezeit ihr geregeltes Einkommen 

durch diese zertifizierte Wildsammlung. I st aber jetzt nicht so, dass die da das ganze Jahr 

über was anbauen. Wie sollen wir das denn jetzt handhaben? Sollen die Wildsammlungen 

auch betrachtet werden? 

Interviewer:  Ok, ich würde sagen, wir schließen die Wildsammlungen jetzt mal mite in. 
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A. Piperidis:  Ich hab hier gerade eine List emit allen aktuellen Projekten, die kann ich nachher schnell 

zählen und Ihnen Bescheid geben. I ch würde sagen, wir haben circa 47 laufende Projekte. 

Wobei wir unterscheiden dann auch immer zwischen Projekt und langjähriger 

Partnerschaft, weil ein Projekt ist im Prinzip ja etwas, wo man aktuell investiert und was 

optimiert und so weiter, aber irgendwann läuft die Sache ja von alleine und das sind dann 

langjährige Partnerschaften, also die dann quasi auch mit bestimmten Kleinbauern oder 

Kommunen laufen. Also von 47 würde ich jetzt mal sagen, sind es bestimmt 30, die aktuell 

laufen. 

Interviewer:  Wie lange verfolgt Weleda diesen Ansatz, mit Kommunen und Kleinbauern zu arbeiten, 

schon? 

A. Piperidis:  Since Weleda was founded. Das ist Unternehmensphilosophie, das ist begründet durch 

Rudolph Steiner, Partnerschaft war immer der Ansatz, also kein klassischer Einkauf, 

sondern einfach dadurch, dass wir sehr qualitätsgetrieben sind, brauchen wir die richtigen 

Partner, um langfristige Versorgung mit unserer Qualität sichern zu können. Und das heißt 

hier ist es ganz wichtig, zuverlässige Partner zu finden, da auch Vertrauen aufzubauen auf 

beiden Seiten, und von daher war das schon immer der Einkaufsansatz der Weleda. Es ist 

nicht der Preis, der das Geschäft macht, sondern die Qualität. 

Interviewer:  Sind dann solche Partnerschaften dementsprechend auch sehr langfristig ausgelegt, d.h. 

bestehen noch Partnerschaften, die Weleda ganz am Anfang geschlossen hat, oder gibt es 

da schon einen gewissen Wechsel? 

A. Piperidis:  Also es ist schon immer langfristig von uns angelegt, darauf legen wir sehr großen Wert. 

Natürlich gibt's immer wieder Situationen, ob das jetzt umweltbedingte Einflüsse sind oder 

dass ein Familienbetrieb altersbedingt, todesbedingt aufhört, also einige Situationen gibt's 

natürlich. Aber in aller Regel schauen wir wirklich, dass wir das auf sehr lange Zeit anlegen. 

Interviewer:  Dass dann die Projekte zu langjährigen Partnerschaften werden und die Partner dann mit 

der Zeit auch immer weniger auf Weleda's Unterstützung angewiesen sind? 

A. Piperidis:  Genau, das ist aber auch in unserer generellen Zusammenarbeit so, wir wollen keine 

Abhängigkeiten schaffen. Also selbst wenn wir jetzt ein Projekt starten und die 



 

34 
 

unterstützen, ist das keinenfalls exklusiv für Weleda, sondern wir möchten, dass der 

Lieferant oder der Hersteller selbstständig wird und auch andere Quellen erschließt. 

Interviewer:  Ok. Und wie stellen Sie den Kontakt zu den potenziellen Partnern her, gibt es dafür ein 

eigenes Team? Wie werden die Lieferanten ausgewählt und wie sieht die anschließende 

Zusammenarbeit aus? Wissen Sie immer schon nach welchem Rohstoff Sie suchen oder 

kann es auch sein, dass Sie erst die Bauern finden und sich von ihnen inspirieren lassen? 

A. Piperidis:  Das gibt es sowohl als auch. Also im Prinzip wird der Rohstoff erstmal durch unsere 

Entwicklung definiert, da ist aber nicht nur die Entwicklung allein Teil der Entscheidung, 

sondern auch unsere Anthropologen im Unternehmen, die einfach auch die 

anthropologische Wirkung einer Pflanze bewerten. Also das ist schon ausschlaggebend für 

uns. Und das kann jetzt entweder sein, oder sowohl als auch, dass die Entwickler dann bei 

Messen oder auch mit bestehenden Lieferanten Kontakt aufnehmen oder sich generell mal 

umschauen, wo gibt's denn so einen Rohstoff, genauso kanns aber auch sein, dass wir sagen 

wir mal eine zweite Lieferkette für einen bestehenden Rohstoff suchen, das passiert dann 

im strategischen Einkauf, und da ist es so, aufgrund der jahrzehntelangen Erfahrung, da 

haben wir natürlich Partnerschaften weltweit und auch einen Namen. Und auch da ist es so, 

bei Messen oder in Lieferantengesprächen sprechen wir dann schon an, die und die Pflanze 

benötigen wir, und das ist, ich sags mal so, bei den Rohstofflieferanten ist das alles ein sehr 

enges Netzwerk, also egal ob das jetzt die ätherischen Öle sind oder die [...] Öle, jeder kennt 

den anderen, es gibt Händler, die kennen wiederum Hersteller und von unseren Händlern, 

wer Weleda kennt, der weiß schon im Vorfeld, dass wir auf Qualität abzielen, und der nennt 

uns dann auch die richtigen Hersteller in den Ländern, schaut auch auf die Hintergründe, 

was könnte zu Weleda passen, also es geht so rum und so rum. Kann beides passieren. 

Interviewer:  Wenn die Partnerschaft am laufen ist, wie eng muss man sich dann den Kontakt vorstellen? 

Ist dann zwischen Ihnen und den Lieferanten eigentlich überhaupt kein persönlicher 

Kontakt da und alles läuft über die Partner vor Ort, oder ist Weleda regelmäßig vor Ort? 

A. Pieridis:  Das kommt ein bisschen aufs Einkaufvolumen an. Wenn wir da nur 100kg im Jahr kaufen 

und das ist in Madagaskar, dann ist das sicherlich nicht so eng wie wenn wir 100 Tonnen 

im Jahr kaufen in Mexiko, und also je nach Einkaufsvolumen und auch nach Wichtigkeit 

des Rohstoffs im Unternehmen, dann ist es in aller Regel so bevor der Hersteller wirklich 

ein Lieferant werden kann, reisen wir dorthin, schauen es uns vor Ort an, wie sind die 
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Begebenheiten, wie sind die Produktionsstätten, wie ist die Lagerung der Ware, das ganze 

[…] System, Qualitätsmanagement und so weiter und wenn wir davon überzeugt sind und 

sagen, ok das kann was werden, dann startet ein sogenannter Lieferantenfreigabeprozess, 

das ist ein sehr aufwändiger Prozess im Unternehmen, wo sehr viel Dokumentation 

angefangen vom Hersteller, der ja mit den Bauern, mit den Kooperativen 

zusammenarbeitet, der muss sehr viele Dokumente ausfüllen, dann der, der es verarbeitet, 

dann kommt vielleicht noch eine Zwischenstufe der Verarbeitung, die Raffination, dann 

geht's an den Händler und dann zu uns, aber alle, die jetzt in der Lieferkette vorgelagert 

sind, von denen wollen wir alle Dokumente haben. Und wenns jetzt, sag ich mal, wir haben 

so Risikobewertungen natürlich aufgrund der Rückmeldungen, und da ist sowohl die 

Rückmeldung UEBT als auch Quality, und wenns da eben gewissen Risiken gibt, die wir 

sehen, dann kann auch durchaus sein, dass wir erstmal ein Quality Audit dort machen bevor 

der Lieferant freigegeben wird. Also bei Pharma ist es so vorgeschrieben, Quality Audit 

vor Freigabe, also insofern bildet man da schon den ersten engen Kontakt zum Lieferanten, 

zum Produzent, und nach Möglichkeit auch direkt zum Anbau. Man möchte sich auch die 

Felder anschauen, liegt das neben einem Atomkraftwerk, liegt das neben konventionellen 

Feldern, wo eine Pestizidbelastung gegeben sein kann, obwohl der Bauer selber vielleicht 

biologisch anbauen möchte oder anbaut, also all diese Dinge sind ja dann direkt zu sehen. 

Interviewer:  Sind die Bauern dann größtenteils welche, die mit anderen größeren Unternehmen schon in 

Zusammenarbeit stehen oder kommt es auch vor, dass das für sie mit Weleda das erste 

große Projekt ist, in dem sie mit einem großen Unternehmen zusammenarbeiten und ein 

geregeltes Einkommen etc. haben? 

A. Piperidis:  Das gibt's auch wieder sowohl als auch. Also wir hatten zum Beispiel die Rose in der 

Türkei, das war ein reines Weleda Projekt, wo wir 300 Kleinbauern aus der Provinz […] 

quasi gewonnen haben und im sogenannten Tal der Rosen, also der Rosenanbau bestand, 

das war nur alles konventionell, und wir hatten einen Partner, der eben eine Destille hatte, 

eine sehr kleine damals, und mit ihm zusammen haben wir gesagt, lass uns ein Projekt 

aufziehen, umstellen auf Bio. Und da hat man eben dann in der Tat wirklich viele, viele 

Gespräche vor Ort geführt, mit den Kleinbauern, hat versucht die zu überzeugen, was ist 

der Vorteil, wenn sie Bio anbauen, was Weleda ihnen dann als Erntemenge abnehmen wird, 

dass das garantiert ist, also diese Möglichkeit gibt's schon, aber es gibt natürlich auch viele 

Kooperativen und Kleinbauern, die bereits mit einem Verarbeiter zusammenarbeiten. 
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Interviewer:  Ok. Und gerade wenn es dann solche Projekte sind wie mit den Rosen, wo sie sagen, da 

treten sie als eines der ersten Unternehmen an die heran, wie sieht es dann aus mit, zum 

Beispiel, technischer Unterstützung oder einfach Wissen, das diese Kleinbauern zu diesem 

Zeitpunkt vielleicht noch nicht haben bzgl. umweltfreundlichen Anbaumethoden etc.? 

A. Piperidis:  Wir haben dort sieben Jahre lang einen Anbauberater finanziert, für biologischen Anbau, 

der immer wieder vor Ort war, Schulungen gegeben hat, unterstützt hat, und wiederum die 

Berichte abgeliefert hat wie es sich entwickelt, was die Hürden sind, brauchen sie 

technischen Ausstattung, also das haben wir dann zum Beispiel auch, wenn wir auf Arnika 

zurückkommen, da haben wir diese Sammlung der Arnika, es gab aber keine geeignete 

Trocknungsanlage, dann haben wir eben die Trocknungsanlage finanziert oder bei...  ja also 

das ist immer sehr individuell, wir müssen schauen in der Lieferkette, was fehlt, um die 

Qualität, die wir brauchen, zu bekommen, und dann unterstützen wir da auch finanziell. 

Und die finanzielle Unterstützung, die kann unterschiedlichster Art sein. 

Interviewer:  Ok, also es kann dann zum Beispiel auch Trainings und Schulungen geben bzgl. irgendeiner 

bestimmten Erntemethode, die für die Natur besser ist als die praktizierte Methode? 

A. Piperidis:  Genau. Also wir titulieren das immer entweder unter Business Aufbau, oder technische 

Ausstattung, oder die dritte finanzielle Unterstützung könnte dann zum Beispiel irgendein 

soziales Projekt sein, wo wir sagen, die Menschen arbeiten für uns, ihre 

Lebensbedingungen passen aber einfach nicht, da muss sich was verbessern. Also auch das 

ist möglich. 

Interviewer:  Können Sie nochmal im Zusammenhang mit den Motivationen dieser Projekte auf die 

genauen Ziele eingehen, also sowohl im Hinblick, was sich Weleda aus den Partnerschaften 

verspricht, was nehmen die Partner in sozialer Hinsicht mit, was ist besonders gut für die 

Umwelt, was man vielleicht ohne solche Projekte nicht in der gleichen Art und Weise 

umsetzen und fördern könnte, oder was es noch für andere Faktoren gibt, die für Weleda 

eine Rolle spielen, um diesen Schritt zu gehen und das so zu praktizieren? 

A. Piperidis:  Also ökonomisch ist es natürlich der Vorteil sowohl für Weleda, dass wir unsere Preise auf 

lange sicht vereinbaren können, dass wir unabhängig sind von Spekulationen am 

Weltmarkt, für die Lieferanten wiederum und die Bauern, die haben ein gesichertes 

Einkommen. Das heißt, die Kaufkraft in den Regionen steigt, die Lebensqualität verbessert 

sich, so ein gesichertes Einkommen ist einfach ganz anders wie wenn man jetzt am 
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Weltmarkt mal einen Spot hat und im nächsten Jahr vielleicht nicht. Also die Langfristigkeit 

spielt hier eine sehr große Rolle bei der ökonomischen Motivation, sowohl für die Partner 

als auch für uns. Was die Umwelt angeht, im Prinzip profitieren auch wieder beide Seiten, 

also wir sagen sowieso immer, unsere Lieferantenbeziehungen sind prinzipiell eine Win-

Win Situation, jeder profitiert davon. Vom Umweltaspekt her, also wie gesagt, wir sind 

qualitätsgetrieben, wo immer es geht stellen wir um auf biologisch oder idealerweise sogar 

biologisch-dynamisch, d.h. wir können einfach auch ein Stück weit auf dieser Welt in 

Böden verbessern, die Qualität unserer Produkte verbessern, wir versuchen den Lieferanten 

nahezulegen in Produktionsstätten, Wasserhaushalt, Transport und so weiter, CO2 

Emissionen zu reduzieren, und auch da gibt  es sehr viele Optionen, wie man eben in der 

Partnerschaft das einfach nach und nach verbessert. Ebenso ist es für die Bauern, also ganz 

besonders für die Bauern, in ganz vielen Fällen ein immenser Vorteil, wenn ihr Land auf 

einmal an Mehrwert gewinnt. Also ich kann jetzt z.B. […] nennen aus Madagskar, da 

arbeiten wir mit einer Kooperative aus Kleinbauern zusammen, da stehen die I lang Bäume 

in der Wildnis, also wenn das nicht genutzt werden würde, könnte es durchaus passieren, 

dass das mal abgerodet und eine Palmplantage hingeknallt wird. Aber so gewinnt auf 

einmal der natürliche Grund und Boden und die natürlichen Pflanzenarten an Wert, man 

kann ein Einkommen daraus generieren und das ist natürlich für den Erhalt der Artenvielfalt 

immens wichtig, also auch für Weleda ist das einer unserer obersten Aspekte, und für die 

Bauern, ein biologische oder bio-dynamischer Anbau ist natürlich für die ganze Umgebung 

viel, viel besser, für die eigene Gesundheit der Menschen, gerade wenn man ans Ernten 

denkt, ob man da jetzt einen Tag lang Pestizide in den Händen hat oder einatmet, ist ein 

Unterschied. Soziale Aspekte, ja. Also dadurch dass wir Mitglied bei der UEBT sind und... 

sagen wir mal so, es war eigentlich auch vorher schon immer der Aspekt, nur haben wir es 

da relativ vereinzelt gemacht. Wir haben Lieferketten gesehen, wo wir gesagt haben, das 

muss unbedingt was passieren. Durch UEBT Partnerschaft sind ja die ganzen Arbeitsrechte, 

Menschenrechte, Gleichstellungsrechte usw mit abgebildet, d.h. das fragen wir durch die 

ganze Lieferkette durch mit ab, und sorgen dafür, dass das auch eingehalten wird. Keine 

Kinderarbeit, also was es da alles so gibt. Zusätzlich zu diesem UEBT machen wir das 

trotzdem so, dass wir pro Jahr zehn Projekte sozial unterstützen. Und da suchen wir uns die 

aus in Ländern, wo große Armut herrscht oder soziale Ungerechtigkeit. Also ich kann als 

Beispiel nennen in Uganda bzw. Mexiko beziehen wir Sesam auch von Kleinbauern und 

die hatten aber einen Weg von 4km bis zum nächsten Trinkwasser, was ein Unding ist, und 
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dann haben wir gesagt, okay, da finanzieren wir jetzt einfach einen Brunnenbau. Oder in 

Moldavien sind ganz ganz viele Bauern... also wir haben da einen Partner aus England, der 

betreibt das auch nur als Hobby seit über 20 Jahren, weil er Moldavien so liebt und die 

Menschen dort, hat er ein Projekt aufgezogen für Lavendelanbau und Destillation, und jeder 

Gewinn, den er daraus bezieht, steckt er in soziale Projekte, also er hat noch nie auch nur 

ein Gehalt aus diesem Projekt gezogen, und wir beteiligen uns da immer, und das war ein 

Schulbau, ein Ausbau eines Krankenhauses, also da gibt's alles mögliche wie wir uns da 

engagieren. 

Und ja, andere Gründe, andere Motivationen sind, wie gesagt, oberster Aspekt so 

heranzugehen, ist die Verantwortung, unser Slogan steht nicht für ungefähr "I m Einklang 

mit Mensch und Natur", das ist wirklich festgeschrieben in der Unternehmensphilosophie, 

dadurch auch dieses Einkaufskonzept der Partnerschaften und damit langfristige 

Versorgung mit der Qualität, die Weleda braucht, und ohne dass man am Weltmarkt 

Spekulationen unterliegt. 

Interviewer:  Kann man diese Ziele irgendwie priorisieren, also kann man zum Beispiel sagen, die 

Umwelt steht an erster Stelle und die anderen Dinge sin dim Zweifelsfall eher zweitrangig?  

A. Piperidis:  Das geht Hand in Hand, genau. Also wir sehen das auch immer als gesamthaft. 

Interviewer: Weleda hat auch eigene Gärten, in denen Rohstoffe angebaut werden. I st es das Ziel, 

letztendlich selbst anzubauen oder wird die Zusammenarbeit mit den Kleinbauern immer 

Teil des Einkaufs sein? 

A. Piperidis:  Also die Mengen, die wir brauchen, das können wir niemals in eigenen Gärten anpflanzen. 

Nee, also wir haben viele Gärten weltweit, aber in allererster Linie pflanzen wir dort die 

Pflanzen an, die wir für unsere Pharmaprodukte benötigen. Denn dort gehen meistens keine 

Großmengen rein. Und das heißt bei all diesen Pflanzen können wir dann je nach Land 

regional genau das anpflanzen, was wir in unseren Pharmaprodukten verwenden. Aber es 

ist nicht so, dass alle Rohstoffe, die in Pharma gehen, automatisch aus den Gärten kommen, 

das auch nicht. 

Interviewer:  Sind die Risiken gegeben oder extrem erhöht, dass die Mengen, die Weleda benötigt, nicht 

geliefert werden können, z.B. aufgrund von extremen Seasons, in den Ländern, in denen 
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Sie vertreten sind, oder weil die Communities/Bauern es nicht gewohnt sind, mit großen 

Unternehmen und demnach Mengen zu arbeiten? 

A. Piperidis:  Das kommt sicherlich immer wieder vor, aber da gibt's natürlich auch mehrere "Ansätze". 

Zum einen all diese Pflanzen/Rohstoffe, die wir in wirklich großen Mengen einkaufen, da 

ist es nicht so, dass wir nur einen Lieferanten dafür haben, sondern da haben wir zum Teil 

drei, vier, fünf Lieferketten für ein und denselben Rohstoff. Das heißt unser Volumen teilen 

wir auf auf diese Lieferketten auf und wenn dann mal der eine einen Ernteausfall haben 

sollte durch Wetterbedingungen, oder dadurch dass er seine Biozertifizierung verliert, weil 

der Nachbarbauer so heftig Pestizide gesprüht hat, dass er keine Bioware mehr anbieten 

kann, da gibt's ja alle möglichen Faktoren, die da reinspielen können, dann können wir das 

durch die anderen bestehenden Lieferanten, da erhöhen wir dann die Mengen, die können 

das auffangen, und können gleichzeitig den Lieferanten helfen, für das kommende Jahr die 

Biozertifizierung wiederzubekommen, oder wenn sein Saatgut vernichtet wurde, dass wir 

neues Saatgut zukaufen und ihn da unterstützen. Also es gibt immer wieder Ausfälle, das 

kommt einfach vor, das ist umweltbedingt, das hat wirtschaftliche Aspekte teilweise, aber 

das genau sehen wir eben auch als unsere Pflicht in der Partnerschaft, dann eben nicht den 

Lieferanten fallen zu lassen, sondern da wieder Aufbauarbeit zu leisten. Genau dadurch 

sichern wir natürlich auch unsere Versorgung, dass wir in solchen Fällen einfach mit 

mehreren zusammenarbeiten 

Interviewer:  Sind das dann exklusive Lieferanten für Weleda? 

A. Piperidis:  Nein. I ch wüsste jetzt gerade keinen der exklusiv für Weleda arbeitet, weil das ist auch 

wirklich dieses Unabhängigkeitsprinzip, das wir da verfolgen. Weil jetzt angenommen, es 

läuft zB die Nachtkerzenserie schlecht und wir müssen das Produkt vom Markt nehmen, 

und wir haben aber einen langfristigen Vertrag, brauchen den Rohstoff aber nicht mehr, 

dann ist es ganz schlecht für den Lieferanten, wenn es exklusiv für Weleda wäre. und genau 

deshalb schauen wir immer darauf, dass die Lieferanten wirklich unabhängig sind, dass es 

keine exklusiven Lieferanten gibt, und dass da eben auch ein gewissen Spielraum für die 

Anbauer gegeben ist. 

Interviewer:  Welche anderen Risiken bzw Schwierigkeiten in der Zusammenarbeit können Sie denn 

noch nennen? Gibt es kulturelle Probleme? Gibt es die Situation, dass Bauern das Volumen 

nicht erhöhen wollen, weil sie den Mehrwert für sich darin nicht sehen? 
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A. Piperidis:  Sicherlich ist es kulturell ein Aspekt, aber das ist schlichtweg auch eine Frage von Kulturen 

respektieren. Und in aller Regel haben wir ja die Produzenten im Land, das heißt wenn die 

mit den Bauern sprechen und das umsetzen, dann ist die Kultur ja schon berücksichtigt. 

Und auch da hören wir natürlich gerne zu, wir sind nicht die Know-I t-All-Better, sondern 

wollen wirklich zuhören, was brauchen die Menschen tatsächlich, wie sind die 

Gegebenheiten, wo hackts, also das ist im Prinzip eine Frage des Zuhörens und des 

miteinander Redens. Aber wir sind jetzt noch nicht auf irgendwelche Schwierigkeiten aus 

dem Aspekt raus gestoßen. Also zum Beispiel gerade wenn wir in Mexiko bei den 

Kleinbauern sind, da haben wir auch vor zwei Jahren mit UEBT ein Audit durchgeführt vor 

Ort, weil ichs tatsächlich mal im Detail sehen wollte, und hab dann auch fünf, sechs, sieben 

Farmer in ihrem Wohn- und Lebensraum besucht und mich mit ihnen unterhalten, und es 

kam dann auch tatsächlich am Ende immer die Frage, wenn sie jetzt einen Wunsch frei 

hätten außer mehr Einkommen, was würden sie sich denn wünschen, um ihr Leben zu 

verbessern. Und das war eigentlich ganz interessant, weil da kam nie eine wirklich klare 

Aussage, die Menschen haben immer gesagt "Nee, uns geht's eigentlich wirklich gut, das 

ist unser Leben und damit sind wir glücklich.". Wir haben aber im Zuge des ganzen Besuchs 

gesehen, dass während der Ernte des Sesams wahnsinnig viele Skorpione in diesen 

getrockneten Strohbündeln sitzen, das heißt wenn der Sesam gedroschen wird, dann rennen 

da hunderttausende von Skorpionen über den Acker, und die Felder sind ja weit weit weg 

von allem, und da haben wir dann eben auch mit den Bauern gesprochen, was passiert, 

wenn mal jemand vom Skorpion gebissen wird. " Muss man halt in die nächste Stadt fahren, 

dauert 3-4 Stunden", was bei sehr giftigen Skorpionen natürlich zu spät sein kann. Und 

genau so haben wir dann eben den Vorschlag erarbeitet, ihnen eine Ausbildung zu geben, 

wie man eine Gegengiftinjektion setzt, und sie mit First-Aid-Kits auszustatten für jeden 

Sammeltrupp, der aufs Feld geht. Und das fanden sie eine prima Idee, aber das war wirklich 

so im Dialog, wir haben nicht gesagt, wir machen das jetzt, sondern es ist dann immer eine 

Frage, mit den Leuten zu sprechen und sich anhören, wie sie darüber denken. 

Interviewer:  Also es ist ihnen dann oft auch gar nicht bewusst, an was es ihnen eigentlich fehlen könnte? 

A. Piperidis:  Genau, die sind zufrieden mit ihrer Situation und sind solche Dinge gewöhnt und stellen 

das nicht in Frage. 
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Interviewer:  Gab es denn mal Projekte, die abgebrochen werden mussten, weil es Schwierigkeiten gab, 

die nicht beseitigt werden konnten? 

A. Piperidis:  Doch, das gibt's immer wieder. Und das werden dann eben auch keine Lieferanten, das 

kann auch wieder ganz unterschiedliche Gründe haben, dass zum einen entweder der 

Lieferant nicht das Verständnis für unser Qualitätsbedürfnis hat, also dass wir Bio anstreben 

und nach fünf Jahren wird dann immer noch gespritzt, weil dann wächst es einfach besser, 

oder wir hatten ein superschönes soziales Projekt in Afrika, wo ein Mann, der in 

Deutschland studiert hatte, ein soziales Projekt gestartet hat, um für eine Kommune so eine 

Infrastruktur aufzubauen und hat dort mit Erdnussanbau begonnen. Und wir haben 3 Jahre 

lang zugesagt, die Ernte abzunehmen. Was ankam, immer verspätet, waren verschimmelte 

Nüsse mit denen kein Mensch mehr was anfangen kann. Wir haben da wirklich 

Unterstützung gegeben, wie müsst ihr die lagern, wie müsst ihr die trocknen, ein Transport 

darf nicht mit dem Schiff im Container erfolgen, ganz klar da ist zu viel Feuchtigkeit, da 

geht die Ware kaputt, aber all das hat einfach nichts bewirkt, und irgendwann müssen wir 

dann eben auch sagen, wir müssen das einstellen. Wenn da keine Fortschritte erzielt werden 

und wir können nicht über viele, viele Jahre einfach nur investieren ohne dann auch 

irgendwas davon zu haben. 

Interviewer:  Sind das dann eher Ausnahmefälle oder kommt das schon häufiger vor? 

A. Piperidis:  Das sind Ausnahmefälle. 

Interviewer:  Also meistens wird die Unterstützung, die sie anbieten, gut angenommen? 

A. Piperidis:  Ja, und umgesetzt. 

Interviewer:  Wenn sie Trainings und technische Unterstützung anbieten, das läuft über die Partner vor 

Ort, richtig? 

A. Piperidis:  Jein. Das können auch Berater sein, die wir beauftragen. Also das sind dann natürlich schon 

lokale Berater, damit dann auch sprachliche Probleme ausgeschlossen werden, aber es kann 

durchaus sein, wir suchen zum Beispiel an der Universität im Land jemanden, der 

Anbauberatung für biologischen Landbau macht, oder wir sagen bei Trocknungsanlagen 

haben Partner von uns bereits Erfahrung und die schicken wir mal dorthin. Die sollen das 

mit den Leuten besprechen. Aber das können auch Mitarbeiter von uns sein aus dem Garten, 
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auch das ist denkbar, und wir arbeiten auch hier mit vielen Anbauberatern zusammen, die 

wir dann eben beauftragen. 

Interviewer:  Also es gibt jetzt nicht eine spezielle Abteilung bei ihnen, die immer ausgesandt wird und 

Trainings etc. durchführt? 

A. Piperidis:  Nein. 

Interviewer:  Dann wären wir auch schon fast am Ende. Nochmal zusammenfassend, gibt es 

irgendwelche Faktoren, bei denen sie in der jahrelangen Zusammenarbeit festgestellt haben, 

dass es wirklich Erfolgsfaktoren sind. Faktoren durch die sich erfolgreiche von weniger 

erfolgreichen Projekten unterscheiden? 

A. Piperidis:  Das ist eigentlich immer individuell, also da muss man auch wirklich jede Lieferkette 

individuell sehen. Da spielt die Konstellation, also wie viel Stellen involviert sind, vom 

Farmer über den Herstellen, an Weiterverarbeitern, an Händlern, also das kann ein Faktor 

sein, dass es besser oder schlechter läuft, es spielen kulturelle Dinge mit rein, es spielen 

klimatische Bedingungen mit rein, also ich würde mal sagen, eigentlich haben wir die 

Erfahrung, dass das Prinzip, das wir verfolgen sehr, sehr gut ist und auch wirklich gut 

wahrgenommen wird entlang der Lieferketten. Also natürlich gibt's immer wieder 

irgendwelche Schwierigkeiten, aber ich kann die Lieferketten nicht miteinander 

vergleichen. Die Schwierigkeiten sind unterschiedlich, die treten mal hier und mal dort auf, 

aber wie gesagt, es sind Partnerschaften, es lässt sich über alles sprechen, und das ist auch 

eine Forderung von der Kommunikation. Probleme müssen angesprochen werden, sowohl 

wenn wir eins haben, als auch wenn die Farmer, Hersteller, Händler eins haben. Dieses 

Prinzip führt eigtl immer dazu, dass so langjährige Partnerschaften existieren können. 

Interviewer:  Jetzt hab ich gerade hier nochmal die Sustainability Goals von Weleda vor mir liegen. Wenn 

ich jetzt hier sehe, das es zum Beispiel ein “Environmental Goal” ist, den Wasserverbrauch 

zu senken, ist es dann auch wirklich so, dass sie diese allgemeinen Nachhaltigkeitsziele 

hernehmen und sagen, wir wollen genau diese Ziele jetzt auch in den Communities und bei 

den Bauern umsetzen, also werden die übergeordneten Ziele dort integriert, oder ist es eher 

so, dass man sagt, dass bei diesen Projekten andere “Environmental Goals” im Vordergrund 

stehen, zum Beispiel der Erhalt der Artenvielfalt? 
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A. Piperidis:  Richtig. Sozial, öklogisch, ökonomisch steht im Vordergrund und da sind dann tatsächlich 

so Dinge wie Wasserverbrauch an zweiter Stelle, wir fragen das bisher auch noch nicht ab, 

weil alleine um unsere Qualität zu lieferen, sind unsere Lieferanten extrem gefordert. Also 

wir stellen sehr, sehr hohe Forderungen und die zu erfüllen ist schon eine ordentliche Hürde. 

Wir werden das sicher früher oder später aufnehmen müssen, es gibt auch Lieferketten, wo 

es tatsächlich genau so gemacht wird. Zum Beispiel die Mandel in Spanien, die 

Mandelbäume wachsen in einem Gebiet, wenns da zu viel Wasser gibt, dann würde das den 

Boden abtragen. Die Bäume würden zwar mehr Früchte bringen, aber das wäre langfristig 

für den Boden Schädlich. Das wurde im Projekt beschlossen, kein zusätzliches gießes, nur 

was die Natur hergibt, und dadurch auch lieber geringerer Ertrag. 

Interviewer:  Vielen Dank für Ihre Zeit und Unterstützung. 
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Appendix I - Interview Transcript Weleda (2) 

Interviewer:  Julia Kositzki 

Interviewee:  Anette Engel (Leitung Rohstoffeinkauf, I nternational Strategic Sourcing) 

Date:  20. July 2016 

Duration:  51 minutes 

Medium:  Skype 

 

[I ntroduction] 

 

Interviewer:  Welche Abteilungen bei Weleda sind an der Zusammenarbeit mit Kommunen und 

Kleinbauern beteiligt? 

A. Engel:  International Strategic Sourcing, zu der Abteilung gehöre ich ja auch und auch die Frau 

Piperidis. Und die Projekte dann konkret macht das Rohstoff Team und die Frau Piperidis 

betreut in dem Bereich dann speziell UEBT, Nachhaltigkeit und Palmöl, so übergeordnet. 

Aber das Sourcing von den Rohstoffen, das macht mein Team. 

Interviewer:  Gibt es eine CSR oder Sustainability Abteilung? 

A. Engel:  Ja. Die sind auch beteiligt wobei die Hauptinitiierung, warum wir Rohstoffprojekte auch 

machen, ist für die Rohstoffsicherung, und dann kommen die verschiedenen anderen 

Aspekte hinzu, dass das Projekt Bio sein muss, dass das Projekt Nachhaltigkeit fördert oder 

nachhaltig ist. Das kommt dann dazu, aber der Hauptimpuls sind erstmal die Rohstoffe. 

Weil wir machen kein Projekt, wenn wir nicht auch sehen, ok wir brauchen den Rohstoff 

nicht, das hängt sozusagen zusammen. 

Interviewer:  Gibt es bestimmte Charakteristiken, die die Bauern haben? 

A. Engel:  Ja, in der Regel ist es ja so, es sind schon so Rohstoffe, die auch nicht unbedingt auf dem 

Weltmarkt in der Qualität, in der wir sie haben möchten, zur Verfügung stehen, es sind auch 

nicht so typische Commodities, es kann sein, muss aber nicht. und daher sind das schon 

immer spezielle Communities oder Farmer, die wir finden oder die uns finden. 
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Interviewer:  Wie muss ich mir das vorstellen, wenn die Communities sie finden? 

A. Engel:  Es gibt schon teilweise auch Anfragen über die Homepage, da können die Kontakt zu uns 

aufnehmen oder die schreiben uns an. Es sind natürlich vieles so langfristige 

Partnerschaften, wo man dann auch sagt, ok könnt ihr jetzt noch einen anderen Rohstoff 

hinzunehmen oder Kontaktpersonen, die wir kennen, die das mit uns dann bearbeiten. Es 

sind schon eher das Hauptding, dass wir die finden. Aber es ist jetzt nicht so, dass ich ins 

Internet gehe auf die Seite vom Bauernverband, und guck mal wer liefert jetzt Tigergras. 

Interviewer:  Sie arbeiten ja größtenteils mit Suppliern im Land der Bauern zusammen, geht dann der 

erste Schritt wirklich direkt an diese Lieferanten oder Hersteller oder ist der erste Kontakt 

zwischen ihnen und den Bauern direkt? 

A. Engel:  Es sind eher die Hersteller, manchmal auch die Farmer direkt, aber eher die etwas größeren 

Kontaktpersonen, Hersteller eigentlich, mit denen wir zuerst Kontakt haben. Kann natürlich 

auch mal ein Farmer sein, aber dann ist es eher ein Einzelfarmer und der ist nicht in einer 

Kooperative oder so organisiert, weil sonst tritt eigentlich schon eher die Kooperative an 

uns heran. 

Interviewer:  Ok, das heißt eine Kooperative ist dann, wenn schon mehrere Bauern in irgendeiner Weise 

organisiert sind, oder? 

A. Engel:  Ja. 

Interviewer:  Sind das dann größtenteils Bauern, die wirklich noch keine Erfahrung mit Scale Produktion 

haben oder Kontakt zu größeren Unternehmen haben, oder kommts auch vor, dass die evtl. 

schon andere größere Unternehmen beliefern? 

A. Engel:  In der Regel sind es schon welche, die da schon ein bisschen Erfahrung haben. Es kann 

schon auch sein man fängt ganz von vorne an, machen wir auch und wollen wir auch noch 

verstärkter machen, da noch aktiver zu sein, aber in der Regel ist da schon irgendwo auch 

ein Kontakt zu einer anderen Firma. 

Interviewer:  Sie sagen, sie wollen da eventuell noch mehr einsteigen, Bauern komplett neu zu 

rekrutieren, die noch nicht so viel Erfahrung haben oder gar keine, also mehr so diesen 

direkten Weg. Frau Piperidis hatte da das Beispiel der Rosen in der Türkei gebracht, wo die 

Idee wirklich so von Weleda kam und man gesagt hat, ok da sind die Rosen und wir machen 
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da jetzt zertifizierten Anbau, und sie dann wirklich mit den Bauern in Kontakt getreten sind, 

die Gespräche geführt haben. 

A. Engel:  Ja, damals war das so. 

Interviewer:  Aber das ist dann eher die Ausnahme? 

A. Engel:  Ja, da wollen wir aber aktiver werden. 

Interviewer:  Aus welchem Grund? 

A. Engel:  Da gibt's aber auch andere Beispiele, wo wir das auch schon gemacht haben, also nicht nur 

die Rosen, sondern auch andere Beispiele. Der Grund, warum wir da aktiver arbeiten 

wollen, ist weil die Nachfrage nach den Rosen größer wird und da drängen andere Firmen 

auch rein und der Markt ist da auch ziemlich leer und man muss da aktiver werden, um so 

die nächsten Jahre die Rohstoffe zu sichern, deshalb. Es gibt da den Ansatz, dass man sich 

da nicht so proaktiv verhält und guckt was gibt's schon für Supply Chains, oder eben dass 

man den aktiveren Weg geht, und das ist dann z.B. die Rose ein Beispiel dafür, aber da 

gibt's auch noch paar andere, aber man sollte eben noch aktiver werden. Es gibt ein Beispiel 

zum Beispiel im Kosovo, wo wir dann im Anbau von Kamille aktiv geworden sind. 

Interviewer:  D.h. bis jetzt war es einfach größtenteils so, dass die Rohstoffe, auch die Mengen der 

Rohstoffe, die sie gebraucht haben, schon so zu finden waren in irgendeiner Form, dass die 

mehr oder weniger organisiert schon angebaut wurden. 

A. Engel:  Nja oder es gab die Farm zumindest schon, wo die schon andere Produkte angebaut haben, 

und wir dann gesagt haben, ach könntet ihr jetzt nicht noch für uns Calendula anbauen. Und 

die haben zum Beispiel schon Erfahrung im Bio-Gemüse-Anbau oder so. Aber einem 

Landwirt, der da noch gar keine Erfahrung hat Richtung Kräuter, Gemüse, also mit dieser 

Sonderkultur, der eigentlich nur Ackerbau und Viehzucht betreibt, den dann auf die 

Sonderkulturen zu bringen und dann noch Bio anzubauen, und dann noch in einem Land, 

dass nicht Europa, oder sagen wir nicht Deutschland ist. Oder selbst in Deutschland, ein 

Landwirt hat nicht die ganzen Kenntnisse... Und von daher, also in irgendeiner Form haben 

die da schon alle mit Kontakt gehabt. Ja, also aber das bei der Rose war aber wirklich so 

eine Ausnahme, wo man wirklich jemanden gefunden hat, der dann was anderes machen 

wollte, oder was neues. 
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Interviewer:  Aber sonst, wie mit dem Calendula, das sind wirklich welche mit denen Sie für einen 

anderen Rohstoff zusammengearbeitet haben, und wo sichs dann einfach angeboten hat? 

A. Engel:  Nee, nicht unbedingt für einen anderen Rohstoff, aber die sind schon auf dem Markt. 

Vielleicht ist es auch für uns ein neuer, aber der ist in irgendeiner Form dann schon auf dem 

Markt. 

Interviewer:  Werden dann die Bauern spezifisch des Rohstoffs ausgesucht oder werden auch andere 

Faktoren berücksichtigt, z.B. die Hilfsbedürftigkeit der Bauern? 

A. Engel:  Natürlich gucken wir uns schon das Drumherum an, passt das zu uns, und er muss Bioanbau 

machen können, oder Bio-Wildsammlung. Er muss dann wirklich in Bioanbau sich 

auskennen, und dann versuchen wir schon, Kriterien zu implementieren, oder diese Projekte 

brauchen dann Mindestanforderungen. Also die Projekte brauchen dann eine 

Mindestanforderung, damit wir sagen, das ist ein Projekt, eine Anbaupartnerschaft, und da 

gehören dann auch die Kriterien dazu, dass die die UEBT Kriterien erfüllen und 

verschiedene andere Dinge erfüllen. 

Interviewer:  Muss das schon im Voraus gegeben sein, dass die Bioanbau machen und die UEBT 

Kriterien erfüllen? 

A. Engel: Das kann man eigtl auch noch entwickeln, aber bestimmte Grundvoraussetzungen muss 

man haben. Aber natürlich kann man das auch noch entwickeln. Da gibt's dann eine 

bestimmte Vorlaufzeit oder auch Gespräche mit dem Lieferanten. Es kann auch sein, dass 

man ein Jahr Vorlaufzeit hat oder so bis wir dann im Rohstoffeinkauf sagen, ok jetzt ist das 

Projekt auch so weit, dass wir darüber kommunizieren möchten. Wir arbeiten praktisch 

schon im Hintergrund an den Projekten bis sie dann überhaupt kommuniziert werden 

können. 

Interviewer:  D.h. es kann auch sein, dass ein Bauer noch keinen Hintergrund hat, dass er bis jetzt 

konventionell angebaut hat, aber dass sie sagen der kriegt das hin mit organischem Anbau 

und ihm auch helfen, eine Zertifizierung zu bekommen und mit ihm zusammenarbeiten? 

A. Engel:  Ja (zögernd.). Machen wir auch, aber... 

Interviewer:  Aber? 
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A. Engel.  Aber dann dauerts noch länger. Die Umstellungdfristen sind ja bis zu drei Jahre. Wir 

machen das auch, aber... 

Interviewer:  Aber in irgendeiner Weise wird schon organisch angebaut? 

A. Engel:  Ja. Aber wir unterstützen das dann auch, wenn wir sehen, dass das wirklich ein Partner ist, 

mit dem wir langfristig zusammenarbeiten können. Aber der Partner muss dann dem schon 

auch zustimmen, man muss das Gefühl haben, dass der das schon auch mittragen kann. Es 

wird unterstützt, aber er muss es selber schon auch mittragen. Und da dann die geeigneten 

Personen zu finden, das ist nicht ganz einfach, aber durch die lange Zeit, die wir das schon 

machen, haben wir da natürlich schon einige Partnerschaften. 

Interviewer:  Wie muss man sich denn sobald Sie den Lieferanten, die Bauern "gefunden" haben, wie 

muss man sich die Zusammenarbeit genau vorstellen? 

A. Engel:  Also da sind wir dann schon auch vor Ort und besuchen die Anbaupartner, weil wenn wir 

jetzt denken, das ist ein Neuprojekt, oder das Projekt wird noch von einer Vertrauensperson 

von uns besucht, mit der wir auch schon länger zusammenarbeiten. Da gibt's 

unterschiedliche Personen über das Netzwerk, und die schicken uns dann die ersten 

Eindrücke, aber dann ist es schon so, dass die vom strategischen Einkäufer besucht werden, 

also grad in meinem Team, die 5 Personen, die besuchen auch dann die Projekte und 

schauen sie sich an, ob das ok ist. Und dann müssen natürlich auch parallel Untersuchungen 

von den Rohstoffen stattfinden bei uns in der Qualitätsanalyse, ob der Rohstoff auch 

unseren Qualitätsanforderungen und unseren Spezifikationen entspricht, und dann macht 

man die nächsten Schritte, also dann machen wir auch einen Projektantrag, wo man sagt, 

ok das ist jetzt das notwendige Budget, was wir brauchen, und dann läuft das Projekt an. 

Und dann in dem Projektantrag muss aber schon auch das definiert sein, dass unsere 

Minimumkriterien für das Projekt erfüllt sind. 

Interviewer:  Wenn Sie von Vertrauenspersonen aus Ihrem Netzwerk reden, was für Personen sind das 

dann. 

A. Engel:  Das sind teilweise Leute, die als Berater aktiv sind. Also das sind nicht mal eine handvoll 

Personen, von denen wir aber wissen, die sind im Ausland aktiv und die kennen wiederum 

Personen und die trifft man auf Messen. 

Interviewer:  Aus dem jeweiligen Land dann auch? 
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A. Engel:  Ja, die haben auch so Schwerpunkte für bestimmte Kontinente, die einen Afrika, die 

anderen Südamerika. 

Interviewer:  Wenn das Projekt dann läuft, wie eng ist die Zusammenarbeit zwischen Ihnen und den 

Bauern? 

A. Engel:  Also es kommt drauf an wie das Projekt eben ausgerichtet ist, manchmal ist ja der Lieferant 

der Bauer selbst, das ist allerdings natürlich dann ein größerer Bauer, der dementsprechend 

auch kommunizieren kann, oder es läuft eben über eine Kontaktperson, die die 

Communities oder die Kooperative im Land betreut. Manchmal sind das auch selbst 

Landwirte dort und die sind aber von den Kooperativen bestimmt, ok du bist die 

Kontaktperson oder du organisierst dann auch die Lieferungen nach Deutschland, und so 

ist dann eigentlich der Kontakt. Aber da ist man schon in engem Kontakt. 

Interviewer:  Ok, also es kann dann auch sein, dass direkt von den Bauern nach Deutschland geliefert 

wird ohne dass da noch irgendwelche großen Zwischenstufen sind? 

A. Engel:  Ja. 

Interviewer:  Werden Trainings mit den Bauern gemacht? 

A. Engel:  Ja. 

Interviewer:  Von wem? 

A. Engel:  Ist auch unterschiedlich, manchmal von der Kontaktperson, die eventuell einen anderen 

Bildungsstand hat als die anderen, und die sind dann teilweise auch mal bei uns bei der 

Weleda und man hat regelmäßig Kontakt, und da werden die Anforderungen dann eben 

hingegeben, und die Leute machen dann die Trainings vor Ort. Bzw. finden dann auch 

Audits statt, Qualitätsaudits. Wenn da dann was auffällt, wo Maßnahmen zu ergreifen sind, 

dann müssen die dort umgesetzt werden, das sind dann aber oft so Maßnahmen, wie ist die 

Ware gut sortiert, ist die entsprechend getrocknet, sozusagen die Schulung. Teilweise wenn 

das größere Kooperativen sind, haben die auch Personen, die über den ökologischen 

Landbau oder so schulen können, weil die natürlich auch das Interesse haben, dass die 

Anbaufläche entweder erweitert werden oder dann entsprechen bewirtschaftet werden. 

Interviewer:  In welchem Bereich besteht dann der größte Trainingsbedarf? 
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A. Engel:  Also die werden wirklich nur angeboten, wenn wir sehen, da ist Mist, da sind jetzt 

irgendwelche Missstände. Das geht dann schon auch Richtung ökologischer Landbau, die 

Bewirtschaftung, oder dann Qualität. Also auch Trocknung der Ware. 

Interviewer:  Was würden Sie denn sagen, sind die Hauptmotivationen für Weleda, um diesen Weg zu 

gehen? 

A. Engel:  Also die Rohstoffversorgung und natürlich auch unsere Werte, die wir haben, dass wir 

sagen, ok wir wollen diese Communities natürlich dann auch unterstützen und den direkten 

Weg zu den Farmern gehen, damit dort im Land die größte Wertschöpfung auch ist, also 

das ist schon eine Motivation für uns, dass wir nicht so viele Handelsstufen dazwischen 

haben. So haben wir natürlich auch sehr gute Transparenz, was in den 

Anbaupartnerschaften passiert, und wir können darüber berichten in unserer 

Unternehmenskommunikation, wir können in Magazinen drüber berichten, und das ist ja 

auch das, was uns von anderen Naturkosmetikfirmen abhebt, das ist natürlich auch 

zukünftig wichtig, weil der Markt ist auch stärker umkämpft. Und das ist unsere Motivation 

da auch was für den Biolandbau zu tun, für die Nachhaltigkeit, für den Anteil auch unserer 

Rohstoffe den Bioanteil zu erhöhen oder zu sichern. Und die Farmer dort auch zu 

unterstützen.  Also wir haben da zum Teil schon manchmal Ansätze von einem NGO, 

obwohl wir ja ein Wirtschaftsunternehmen sind. 

Interviewer:  Arbeiten Sie mit NGOs zusammen? 

A. Engel:  Haben wir schon gemacht, aber wenig. Wie sichs ergibt, GI Z, WWF... 

Interviewer:  In welcher Hinsicht profitieren die einzelnen Parteien davon? 

A. Engel:  Also die Landwirte selber haben natürlich mehr Wertschöpfung im Land. Ja und dadurch 

können sie ihren Lebensstandard verbessern und die sozialen Verhältnisse verbessern sich 

dadurch in dem Land - natürlich nur für die wenigen, die da beteiligt sind - aber das kann 

ja auch einen Impuls für die Region geben, auch nicht das Land zu verlassen, Landflucht 

zu betreiben. Und für uns ist es natürlich die Transparenz, die wir haben, und natürlich auch 

ein direkterer Einfluss, wir sind da nicht so Marktschwankungen ausgesetzt, was 

Rohstoffpreise und so betrifft. 
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Interviewer:  Wenn sie sagen, die Verhältnisse werden verbessert, geht's dann da vor allem um das 

zusätzliche Einkommen, das diese Bauern durch Ihren Einkauf haben, oder werden auch 

zusätzliche soziale Projekte initiiert? 

A. Engel:  Ja, das machen wir auch, wie eine Schule fördern in Madagaskar zum Beispiel. Ja, aber das 

ist natürlich bisschen am Rand, wir versuchen durch den Einkauf da viel zu bewegen, und 

auch faire Preise zu bezahlen. 

Interviewer:  Sind das dann oft Bauern, die so weit "ab vom Schuss" sind, dass sie sonst gar keine andere 

Möglichkeit hätten, eine Schule zu besuchen. 

A. Engel:  Also da gibt's schon eine Schule und die wurde um Klassenzimmer erweitert. Die sind nicht 

mal so ab vom Schuss, aber der Standard ist einfach noch sehr gering. Da gings dann auch 

um Toilettenbau und solche Geschichten. Also Madagaskar ist eins der ärmsten Länder der 

Welt. Und dann so kleine Geschichten, die das soziale so anschneiden, wie z.B. ein 

Skorpion-Serum zur Verfügung zu stellen für die Landwirte, dass die da schnellen Zugang 

haben. Das ist z.B. eine Beispiel aus Mexiko. Weil da immer wieder bei der Ernte Skorpione 

aus der Erde krabbeln und wenn jemand gestochen wird, ist das Serum sehr weit entfernt 

bis zur nächsten Hauptstadt, und wir haben jetzt geguckt, dass da dann Kühlschränke vor 

Ort an den Ablieferstellen sind, wo dann die Landwirte wirklich hinfahren können, um 

dieses Antiserum zu bekommen. 

Interviewer:  Ok, also Sie schauen dann wirklich so von Fall zu Fall, was brauchen die Leute, was ist 

ganz schlecht an den Lebensbedingungen, wie kann man da helfen? 

A. Engel:  Ja, genau. 

Interviewer:  Wenn Sie jetzt mit Bauern und Kommunen zusammenarbeiten, die einen bestimmten 

Rohstoff schon lange anbauen, haben die vermutlich auch extrem gutes Wissen darüber und 

verwenden den Rohstoff selbst. Können Sie dieses Wissen irgendwie benutzen oder ist es 

so, dass die R&D Abteilung bei Weleda und die Anthropologen schon so untersucht haben, 

dass Sie wirklich nur noch den Rohstoff brauchen? 

A. Engel:  Den Nutzen von den Pflanzen, den haben die eigentlich schon. Also wenn man von 

Naturkosmetikpflanze spricht. Wenn man jetzt von einer Arzneimittelpflanze spricht, aber 

dann werden die ja bei bestimmten Behandlungen angewendet und ob das den Personen 

dann vor Ort so viel bringt. Also bei Naturkosmetikprodukten haben die das schon, das 



 

52 
 

Wissen. Also das ist ja dann auch Sesam, Sonnenblumenöl, das sind Lebensmittel auch. 

Und dann andere Pflanzen wie Kamille, Zitrusfrüchte... Das Wissen haben die schon, die 

Personen. Da erzählen wir denen nix neues. 

Interviewer:  Und umgekehrt, dass die Ihnen noch irgendwas neues erzählen? 

A. Engel:  Nee, auch nicht. 

Interviewer:  Welche Herausforderungen gibt es denn bei solchen Projekten für Weleda? 

A. Engel:  Die kulturellen Unterschiede muss man überwinden, auch die Sprachbarrieren sind zu 

überwinden. Die Ansprechpersonen können dann in der Regel Englisch. 

Interviewer:  Inwieweit die Kultur? 

A. Engel:  Wenn man sich halt mit jemandem aus der Türkei oder aus Marokko oder so trifft, dann 

sollte ich zumindest Zeit mitbringen, oder wenn die mich zum Essen oder so einladen, dass 

ich keine Zeit hab. Das muss man alles mit berücksichtigen. Für die zählt auch mehr das 

Wort als ein Vertrag, wenn wir da mit unseren Verträgen kommen, 20 Seiten, die uns die 

Rechtsabteilung schreibt, dann muss ich denen das erstmal erklären, warum, weshalb... Für 

die sind mündliche Absprachen eigentlich gültig. Und es ist natürlich schon so, wenn ich 

da in ein Problem komme, der kann mich nicht beliefern, dann kann ich ihn ja nicht 

verklagen, weil das bedeutet seine Existenz. So diese kulturellen Unterschiede, 

Wirtschaftsunternehmen, wie ich jetzt mit einem großen Lieferanten, der mir irgendwelche 

[…] liefert, wie ich mit dem umgehe, das ist ein großer Unterschied zu unseren 

Anbaupartnern. Und dann natürlich auch, wenn die jetzt mehr Menge haben, dann kann ich 

nicht sagen, ich nehm ihnen die Menge jetzt nicht ab, wenn er keinen anderen Kunden hat. 

Wenn er jetzt zum Beispiel eine gute Ernte oder so hatte. 

Interviewer:  Ok, d.h. sie nehmen das dann ab? 

A. Engel:  Ja, in der Regel ja. Aber das heißt natürlich auch, dass ich da nicht fünf Anbauprojekte für 

den gleichen Rohstoff starten kann, weil da muss ich dann immer abwägen. Das sind schon 

so die Herausforderungen...  

Interviewer:  Wie siehts aus mit der Qualität? 



 

53 
 

A. Engel:  Eher nicht, weil das ist ja das, wo wir dann schon die Vorauswahl treffen, dass er uns die 

Qualität liefert, die wir brauchen, weil sonst haben wir wirklich ein Riesenproblem. Sowas 

kann auch mal vorkommen, dann muss man gucken, kann er die Ware woanders hin 

verkaufen, können wir sie doch noch nehmen, nachsortieren... Aber da suchen wir dann 

Lösungen dafür und das soll möglichst nicht passieren. 

Interviewer:  Wie sieht es aus mit Herausforderungen bzgl. der Umwelt? Sie sind ja stark vom Wetter 

und Seasons abhängig. 

A. Engel:  Ja, das kommt vor das uns aufgrund von Wetter mal die Rohstoffe fehlen. 

Interviewer:  Und dann? 

A. Engel:  Dann müssen wir uns anderweitig auf dem Markt eindecken. 

Interviewer:  Und das funktioniert dann? 

A. Engel:  Schwierig, ganz schwierig. Also das ist dann eigtl schon ein Disaster. Also letztes Jahr wars 

viel zu trocken, und dann müssen wir schauen, wo wir Ersatzware herbekommen, wenn 

unsere Projekte nicht liefern können. 

Interviewer:  Ist das etwas, was häufig vorkommt? 

A. Engel:  Noch nicht, aber es wird mehr. Wir versuchen dann natürlich ein bisschen mit 

Risikomanagement dagegenzusteuern, dass wir eine Quelle haben auf der Süd- und auf der 

Nordkugel, also dass wir dann auch die Ernte wechseln von den Jahreszeiten her. Da 

versuchen wir dann entgegenzuwirken, dass man dann zwei Anbauprojekte hat, eins auf 

der Süd- und eins auf der Nordhalbkugel, das ist natürlich ideal. Aber ich kann nicht einfach 

fünf Anbauprojekte machen, weil wenn die alle dann eine gute Ernte haben, ists auch 

wieder nichts. 

Interviewer:  Gibt es dann Projekte, die abgebrochen werden mussten, entweder schon in der 

Anfangsphase wenn man mit dem Lieferanten in Kontakt getreten ist, oder während das 

Projekt lief? 

A. Engel:  Also im Anfangsstadium passiert das schon öfter. Wir sagen denen dann, wir brauchen das 

Muster, wir brauchen einen Testanbau, und das kann dann mal zwei Jahre so gehen, und 

wenn sies dann nicht hinkriegen, dann kann man eigentlich nicht weitermachen. Und dass 
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es im Laufe der Zeit abgebrochen wird, gibt's auch, aus unterschiedlichsten Gründen. Wenn 

die permanent nicht rechtzeitig liefern, manchmal sind Projekte vor Ort durch 

Umwelteinflüsse zerstört worden, dann wird's einfach schwierig, wenn die das aus eigener 

Kraft nicht mehr aufbauen können. Wir unterstützen auch, aber wenn da Dämme brechen 

und was da alles passieren kann, da gibt's wirklich vielfältige Gründe. Oder die 

Verantwortlichen wechseln oder das Projekt versickert einfach. 

Interviewer:  Ist das dann im Vergleich zu anderen Lieferanten bei Bauern so, dass eher vermehrt etwas 

schief läuft und Projekte abgebrochen werden müssen? 

A. Engel:  Nee, da wir wirklich die Vorauswahl gut treffen. Also so am Anfang klar, hat man einige 

Versuche, aber dadurch dass man dann die Vorauswahl gezielt machen und wirklich bis es 

ein Projekt dann wird, dadurch sinds dann nicht so viele Sachen, die schief gehen. 

Interviewer:  Was würden Sie sagen, sind die wichtigsten Faktoren in so einer "unkonventionellen" 

Zusammenarbeit, um das zum erfolgreichen Abschluss bzw. Projekt zu bringen. 

A. Engel:  Also dass es Menschen gibt, die dann auch vor Ort die Verantwortung übernehmen, das ist 

so ein key factor. Das hab ich auch wirklich erkannt, dass es da eine oder zwei Personen 

braucht, die bereit sind, die Verantwortung zu übernehmen, die das ganze dann auch 

organisieren. Und meistens müssen die auch erst in die Aufgabe reinwachsen, weil das ist 

doch nicht so einfach, die haben dann auch oft erstmal nicht die Bildung oder so, um sowas 

zu machen. Das sind keine Managertypen. Das ist so ein key factor, dass es da jemanden 

gibt, der die Verantwortung übernimmt. Es ist natürlich auch so, dass die Infrastruktur, 

wenns die schon gibt, zum Erfolg beiträgt. 

Interviewer:  Spielt Flexibilität und Anpassungsfähigkeit in so einer Umgebung eine Rolle? 

A. Engel:  Ja, auch. Also man muss den Kontakt halten zu den Farmern, immer wieder nachfragen, 

oder Milestones mit denen festlegen, was ist euer nächster Schritt. Oder was setzen wir jetzt 

gemeinsam um, um dann schritt für Schritt diese Milestones abzuarbeiten, die dann 

sozusagen zum Erfolg führen. 

Interviewer:  Wie siehts denn aus, wenn es Bauern sind, die noch nicht so viel mit größeren Unternehmen 

zusammengearbeitet haben, ist da ein gewisses Misstrauen großen Unternehmen gegenüber 

da? 
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A. Engel:  Eigentlich, was jetzt die Philosophie von Weleda angeht, wir sind ja jetzt doch kein 

Konzern oder so, wir sind jetzt auch kein Mittelständler mehr, sondern sowas dazwischen. 

Also ich weiß nicht, ob die kritischer sind, wenn Nestle und Unilever kommen. Aber von 

unserer Philosophie sind sie dann doch nicht so kritisch. Und eben die Kontaktperson, die 

bleibt immer wieder wichtig. Man muss sich dann ja auch vorstellen, in manchen Ländern 

haben die gar kein Bankkonto, und da kann man vertrauen aufbauen, wenn die z.B. fragen, 

können wir unser Gehalt auch eine Woche früher oder so bekommen, da baut das die 

Kontaktperson dann schon auf. Also die ist schon wichtig. Und dann eben diese Milestones, 

die man vereinbart. Und dass man dann auch, wenn man vor Ort ist, mal eine Versammlung 

macht. Wenn wir dann vor Ort sind, dann sehen uns die Leute, oder wir bringen auch mal 

ein Produkt mit, das sie ausprobieren können. Dann wissen die eigentlich, ok wer ist 

Weleda. Wir treten ja auch nicht mit Hemd und Krawatte und so auf. Die Kontaktperson 

ist dann in der Regel auch jemand Einheimisches oder jemand, der da lange vor Ort lebt. 

Und dann funktionierts am besten, wenn das manchmal auch jemand aus dem Ausland ist, 

ists schwieriger. Aber wenn die dann entsprechende Farmmanager haben, dann geht's auch, 

aber da sind noch so ein bisschen die Schwierigkeiten. 

Interview:  Ok, dann wärs das soweit von meiner Seite aus. Haben Sie noch irgendwelche Frage oder 

Bemerkungen? Ansonsten würde ich mich an dieser Stelle ganz herzlich für das Interview 

bedanken. 
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Appendix J - Interview Transcript The Body Shop (1) 

Interviewer:  Julia Kositzki 

Interviewee:  Charlotte Barton (Sustainable Sourcing Communication Specialist) 

Date:  01. August 2016 

Medium: E- Mail 

 

[I ntroduction] 

 

Interviewer: Which departments are responsible for Community Trade?  

C. Barton: Our Community Trade programme is managed by the Sustainable Sourcing team. The team 

manages the relationship between the business and CT suppliers – visits the suppliers, 

negotiates a fair price, manages communications and checks any associated marketing 

materials. 

Interviewer: In your sustainability report, it says that “the Body Shop was the first cosmetics company 

to develop direct relationships with communities in return for natural ingredients and 

accessories.” What are “accessories”? 

C. Barton: We sell a variety of accessories including wooden massagers, wooden hair combs, loofah 

pads and mitts, headbands, cotton bags (‘bag for life’ ), soapstone oil burners. 

Interviewer: What characteristics do communities need to have in order to be considered relevant for the 

Community Trade Programme? 

C. Barton: We search for suppliers who can offer us high quality ingredients or accessories. We like 

to work with communities who can really benefit from our trade relationship – for example, 

poor areas or female cooperatives operating in places where women have limited economic 

opportunities. We do also work with communities which aren’ t marginalized – such as our 

peppermint oil from UK and organic olive oil from I taly.  

Interviewer: How are communities selected and approached?  
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C. Barton: The team has great links with the fair trade industry and often learn about new suppliers 

through their contacts. Rosie can supply further information about this if needed. 

Interviewer: You work with 25.000 community fair trade producers and farmers in 21 countries. How 

are they managed by The Body Shop?  

C. Barton: Our Sustainable Sourcing team has direct contact with the suppliers – often there will be a 

few contacts within a large cooperative group. A yearly census is completed for all 

Community Trade suppliers – the number of beneficiaries is monitored and recorded as part 

of this. 

Interviewer: Enrich our people: one of the goals to be achieved by 2020 is to double the community 

trade program from 19 to 40 ingredients. What percentage of all natural raw materials does 

this represent? 

C. Barton: What are The Body Shop’ s motivations to engage in community trade?  

Interviewer: Community Trade is a mutual exchange – we get great quality ingredients and accessories 

in exchange for giving a fair price. Back in 1987 when Anita Roddick started the 

programme it was called ‘Trade Not Aid’ – which is something we still believe in. I t is not 

a charity. We love to see our Community Trade suppliers growing their business, 

empowering people and investing in community projects to create real social change. For 

example, sending children to school, especially girls in areas where female education is not 

usually encouraged. 

Interviewer:  Can the different motivations be prioritized somehow or are the drivers equally important? 

C. Barton:  The most important things to us are that we’ re getting great ingredients/accessories and that 

our trade will be beneficial to the community. 

Interviewer: How big is the impact of Community Trade on your goals to “enrich people, products, 

planet”? 

C. Barton: Community Trade is key to our Enrich Not Exploit goals.  

Enriching people: Really important – CT is definitely doing this! For CT suppliers in poorer 

areas we pay a premium. This helps to fund equipment and community projects such as 

schools, healthcare, childcare, water sources, training, outreach programmes etc. 
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Enriching products: 95% of our formulations currently contain CT ingredients. We source 

ingredients traditionally known to have skin benefits. For example, moisturizing marula oil 

from Namibia (in a lot of our make-up products), nourishing shea butter from Ghana and 

soothing aloe vera from Mexico. 

Enriching planet: We encourage environmental protection. A lot of our ingredients are 

organically produced using traditional farming practices. Trade also provides income to 

some communities which could otherwise turn to negative sources of income such as 

logging or animal poaching. For example, 8000 hectares of forest is protected in Peru by 

our CT brazil nut supplier.  

Interviewer:  In the context of “enrich our products”, the sustainability report refers to establishing an 

“innovation pipeline”. Could you please elaborate on that?  

C. Barton: The team is building an innovation pipeline proactively identifying ingredients which we 

would like to use in future products. Our key focus is bringing in new, innovative 

ingredients which have great sustainability credentials. We will be targeting biodiversity 

hotspots. 

Interviewer: Enrich our planet: “build bio-bridges, protecting and regenerating 75 million square meters 

of habitat helping communities to live more sustainably”. Could you please elaborate on 

that? 

C. Barton: As part of our commitment to protect and enrich the world we live in, we’ re building Bio-

Bridges. Bio-Bridges are restored wildlife corridors within damaged landscapes that help 

endangered species reconnect, enabling them and local communities to thrive. We started 

our Bio-Bridges project with World Land Trust this year in North Central Vietnam. We are 

aiming to restore 14.5 million square meters of rainforest in in Khe Nuoc Trong, Vietnam, 

building Bio-Bridges that can connect rare species by linking habitats of biodiversity and 

enabling local communities to live sustainably. 

The Body Shop has invested £130,000 to set-up the scheme which includes funding the 

leasing of the forest for a 30 year period. The funds customers help to raise will support 

actions and projects on the ground, to protect, restore and regenerate the existing habitat.  

Together with the World Land Trust, we’ re aiming to restore 75 million square meters of  
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Interviewer: Do the communities and farmers work exclusively for The Body Shop? 

C. Barton: No. Some of our CT suppliers start out trading internationally with us, but we want them to 

grow into independent sustainable businesses. A sustainable business should not rely solely 

on one customer. We are very supportive of our CT suppliers building business 

opportunities outside of The Body Shop. We also share information with the wider L’ Oreal 

group, through their ‘Solidarity Sourcing’ and ‘Sharing Beauty With All’ programme. 

Interviewer: Thank you very much for your time! 
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Appendix K - Interview Transcript The Body Shop (2) 

 

Interviewer:  Julia Kositzki 

Interviewee:  Rosie Akester (Sustainable Sourcing Manager) 

Date:  17. August 2016 

Duration:  35 minutes 

Medium:  Skype 

 

[I ntroduction] 

 

Interviewer:  Charlotte has already told me that the responsibility for the CT is in the Sustainable 

Sourcing Team. Are there any other departments involved? 

R. Akester:  Well, CT is the brand differentiation for The Body Shop and so across the whole business 

owned CT, the sustainable sourcing team is really responsible for the supply chain and 

ensuring supply chain sustainability, and the details, elements around working with the 

producers. So we also have many, all of our departments involved in it. So the quality 

department is involved, R&D is involved in terms of making sure that our specifications 

are meeting the correct quality and that we can actually formulate with those ingredients. 

Our communications team is involved in terms of doing stories, our marketing team are 

involved in terms of bringing new products to our customers that use either current 

community trade ingredients or new ones. So it's a cross-business functionality, but the 

sustainable sourcing team is driving through particular issues along the supply chain. 

Interviewer:  Are you all located in the UK or do you have parts of the team in the countries where the 

communities are located? 

R. Akester:  No. We have our head office in Littlehampton and we have an office in London, and so 

basically all the personnel at The Body Shop is based in the UK. But our supply chains are 
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located all over the world. So we often have to go and visit them. I mean, we have very 

close relationships to every single supply chain and we travel to meet them regularly. 

Interviewer:  Ok, that is already related to my next question which is how you actually manage the 

communities and work with them in your day-to-day business? 

R. Akester:  So there are different people within the SC and each of them, you know there are different 

parties along the SC, and each entity has got a different responsibility and we are 

responsible for the raw material supply and any premium community project that we have 

going on. The communities are always organized into a larger entity such as a cooperative. 

I t may not always be a cooperative but that's an example. There may be an exporter, there's 

always an intermediary, so someone who is responsible for importing it into Europe and 

they may also have to do a further level of value adding on the product such as refining or 

filtering that may need to happen to that particular ingredient. And that will happen in 

Europe. And then we have The Body Shop manufacturers and then, you know, we kind of 

respect each person's role within the SC and so for any particular issue we could go to any 

one person. And often the communities work towards an NGO or local organization that's 

supporting them in some way to develop their capacity. So it very much depends on what 

the issue is and who we need to go to for that particular issue. But I will often communicate 

directly with the cooperative board member, for example, not the communities if I 'm doing 

it from my desk in the UK. However, if I go and visit then I will go and sit down with the 

farmers themselves and we'll talk about pricing or whatever that issue may be, we'll sit 

down individually. So you know many different issues that come up on a day-to-day basis, 

it very much depends on what that is and how you go about it. 

Interviewer:  I f you talk about the cooperatives the farmers are organized in - how big are they 

approximately? 

R. Akester:  I t really varies a lot. I t depends on the supply chain and, you know, it can be a couple of 

hundred farmers, it can be thousands. Yeah, it depends on the scale of that ingredient, we 

really encourage them to market that product to other buyers as well. And […] products 

and commodities until they got a much bigger market. And some of them are niche. But 

still, I 've got one niche product, for example, but I still have 5000 farmers that I work within 

that cooperative. I t's quite a large scale. 
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Interviewer:  You mentioned that you were working together with NGOs. I s that an inherent part of 

working with the communities or does it only happen sporadically? 

R: Akester:  I t's an integral part. We need to know that there's a local partner to understand the cultural 

issues in that country, who understands the cooperative and the issues there and NGOs are 

very well placed for that. So we often in most of the supply chains that require development, 

then we'll always have an NGO as a back-up. We may have a new project where we want 

to […] premium to that particular supply chain and in that we work with an NGO. We really 

kind of understand the important role that an NGO plays. We as a corporate organization, 

we can't be everywhere, so it's good to have local people that can be culturally appropriate 

in terms of that. 

Interviewer:  You've also already mentioned that you do develop the communities' capacities. How does 

that work? 

R. Akester:  So we don't give them training. The supportive organization would do that. And so we'll 

work with them to perhaps identify the areas that they need to look at but, you know, really 

the program is about the farmers holding their own organization and driving it. I t's not about 

us directing them. So it's really, it comes from the farmers and where they see that there's a 

need that needs to be developed, then you know they will reach out to us maybe or to that 

supporting organization to assist them to develop. 

Interviewer:  Ok, so they will approach you if they see the need for training or improvement somewhere 

in their work and then you will organize it? 

R. Akester:  No, not really. The farmers we work with, we want them to be empowered. For us, to be 

empowered is the really important part, and so we are not telling them what to do. That's 

not the culture how we trade. For us trade is about empowerment and about those farmers 

being able to look at what they are doing and find solutions and reach out to us and ask for 

help. You know, and we will always say we can't give you the training in that, let's help to 

find someone who is appropriate to do that. But yeah, we got some expertise within CT so 

we can give guidance but we don't direct. I t's subtle different in terms of the attitude that 

we take. Empowerment is key and the motivation of the farmers to do the work is really 

important for us, we don't to be the ones telling them what to do. 

Interviewer:  But if there are areas in which they reach out for help, which areas would it then be? 
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R. Akester:  I t may be that they want to scale up and so we might help to leave a fund to our public 

private partnership (PPP), for example, we may help them negotiate with their donor to help 

them get investments in terms to scale up. That's a key area. Pricing is another key area in 

that we really sit down and I 'm going through with them and make sure that they really feel 

that it's a fair price. In terms of quality, we have […] about quality and [..] team to have a 

look at how the product is produced from the ground, so they can look, so the communities 

can fit their updating [19:20] from the ways that the raw materials are produced, they can 

improve the quality. And yeah, I 'd say these are the key areas. Safety and human resources, 

that kind of thing cause that's more in the factories. Cause we have factories as well within 

community trade, and that's not my expertise, that's another colleague of mine. And within 

that, there's for example safety and HR training as well. 

Interviewer:  What would you say are the main motivations and objectives for The Body Shop to involve 

in CT? 

R. Akester:  Poverty alleviation. I mean that is the key, to identify communities around the world who 

are in need of increasing and improving that […]. So poverty alleviation but then alongside 

that comes women's empowerment, comes access to water, comes adaptation to climate 

change, comes all the additional issues that we like to address within our trade. I t's not just 

a trade for a product, we like to see that we can address many different issues within what 

we are doing and that's what it makes it a sustainable trade. 

Interviewer:  I f you say it is a sustainable trade, then it also strongly addresses environmental issues? 

R. Akester:  Correct. Social and environmental. 

Interviewer:  Would you say that one has priority over another? 

R. Akester:  I think, historically social was definitely priority. But we now have a sustainable sourcing 

charter and for us the definition of sustainability is in its holistic sense which takes on social 

and environmental and economic issues equally. So for us it's about those issues. 

Interviewer:  An regarding environmental issues, do you require the farmers to have any environmental 

certifications? 

R. Akester:  No, not necessarily. We've got many organic products that we buy but we say to the farmers 

that they need to look at their business model and they need to look at the kind of clients 
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that they want to get. And if for them organic is preferential, then excellent. We will 

encourage the farmers to take that route and [..]. However, if the communities find that 

organic is not what most of their customers want, they prefer to invest in fair trade, or maybe 

they don't want to get any kind of certification cause that can be expensive for them to get, 

and sometimes the market is not big enough for that Investment. So each community will 

have a different business model and they will make their own decisions on that. We say that 

we've got our own sustainable sourcing charter, and we expect all of our SC to be working 

towards compliance, towards that charter. I f they've got organic, if they've got fair trade, 

then it will make some aspects a bit easier. For example, organic, it will make the 

environmental element much easier and then we will ask them to focus mostly on the social 

side. if they've got fair trade certification, then we'll ask them to then advance and focus on 

the environmental aspects so they can be compliant with our charter. 

Interviewer:  How do you address or realize the different objectives? 

R. Akester:  What I can do is to send you our sustainable sourcing charter because it has all the aspects 

that we address. So from a social perspective, […] and it will look at all the issues: so we 

look at a fair price, we look at the conditions within the work place to make sure that there 

is no discrimination, to make sure there's health and safety, no child labor, all of those kinds 

of issues. And then beyond that, for some of the supply chain, they will have a premium 

and within that the community will decide how they want that premium to be spent. Maybe 

that they decide to build a school, as they want. There's a variety of different issues. The 

trade and then there's also the community issues that we look at. The individuals, we are 

making sure that they are treated fairly and paid fairly, and that they have a good 

empowering work environment to be in, and then it's also looking at the wider community 

and how we can improve that through the premium. 

Interviewer:  What are the challenges that you mostly encounter when working with the communities? 

R. Akester:  I 'd say that in the communication it's a key for us that these communities are organized. 

There are many reasons for that. I t means that elements of the charter can actually be […] 

to agree farmers because they then got an organization, they can then have a process, 

implement everything. I f you have individual farmers, you can't empower them, you cannot 

improve their lives. I f you have a cooperative you can then work within that cooperative to 

improve the life of these farmers. But then of course, an organized community then means 
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that you've got an entity that you can communicate with and you can improve their 

efficiency, and so you know that or when you're dealing with very remote communities, the 

communication aspect can be quite difficult. And that is a challenge. But the way that we 

go about it is by working with organized communities and then it can help to improve that 

a lot. 

Interviewer:  Do you encounter a lot of distrust towards big businesses and industry? 

R. Akester:  All the communities that I work with have traded with The Body Shop for a long, long 

period of time. Most of them 15, 20 years. So they know The Body Shop very well. And 

they know that we treat them well and we come back year after year, we're a good buyer. 

So they understand the branch. So they are always very welcoming. When I work with a 

new supply chain or a new community, I talk to them about what The Body Shop stands 

for and they are always very refreshed to hear that we are a brand that wants to improve 

social and environmental issues. They always see that our attitude is not just about adding 

a good product. I t's much bigger. And they are always really excited to be part of that. 

Interviewer:  How about environmental issues? Do you have problems with that? 

R. Akester:  Most of our raw materials are seasonal and so we have to respect the seasonality of these 

ingredients. And we have to get forecasts at the right time of the year to enable our farmers 

to buy the right amount. And I 've had experiences within the last few years where we had 

really bad harvests in some of our ingredients and that will affect the farmers because they 

haven't had so much income for that year. We do have flooding, could be a particular issue 

that the factories have in some of our supply chains. And we have another supply chain in 

Nepal that was hit by the earthquake earlier this year; luckily […] but it did affect many of 

their houses, and we were able to support them by sending money over to help to rebuild 

their houses. 

Interviewer:  Were there any projects that failed or which you had to cancel? 

R. Akester:  We've had a supply chain where basically the entire industry collapsed in that particular 

product. And so we suddenly had no supply. And the business of that supplier kind of 

collapsed as well because of that. I t was really tragic. You know, sometimes that kind of 

thing will happen, greater economic influences. And that was an example where the whole 

industry basically collapsed. I t wasn't viable anymore. 


