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The role of Individuals as Stakeholders in B2B Marketing for Sustainable 
Innovation 

Abstract 
Sustainable innovation is essential for businesses to address sustainability challenges and maintain 
competitiveness. However, many sustainable innovations fail to reach the goals and objectives. 
Strategic niche management (SNM), a means for diffusing sustainable innovation, is a process that 
facilitates the adoption of new sustainable technologies and innovations. In sectors where SNM has 
been applied, including renewable energy, transportation, and sustainable agriculture, maintaining 
market presence has proven to be a common obstacle. To address this gap, first, we examine the 
potential of business-to-business (B2B) marketing as a strategy for SNM in the sustainable products 
market. Then, to explore this strategy further, we examine the roles of individuals and organizations 
at the micro and macro levels, respectively, in B2B marketing. The study also highlights the impact 
of individuals as stakeholders on decision-making and setting environmental policies at the micro 
level as well as supporting niche market development. The findings of this research not only 
contribute to an understanding of the relationship between B2B marketing and SNM but also provide 
valuable insights on how businesses can utilize B2B marketing to drive sustainable innovation. Future 
research could explore case studies as a method for examining how to implement B2B marketing 
strategies for SNM in different industries and contexts. 
Keywords: Sustainable innovation, Strategic niche management, B2B marketing, Micro level, Macro 
level 
Introduction 
The growing importance of environmental responsibility and shifting customers’ expectations are 

forcing companies to seek novel strategies for growth and differentiation. However, convincing 
business-to-business (B2B) customers to adopt changes can be challenging. In many cases, new 
innovations may seem more expensive, and there are also various costs and obstacles that make 
switching difficult. Several research studies (Gong et al., 2019; Musova et al., 2021; Ramli et al., 
2020; Wijaya & Paramita, 2021) have shown the role of customer awareness and willingness to pay 
higher prices for environmentally compliant products. These results are particularly valuable in the 
context of marketing, as they highlight the need for businesses to consider marketing strategies 
targeting environmentally conscious customers. For instance, the renewable energy company 
Sullivan Solar Power produces and sells solar panels and utilizes branding to reach its target market, 
emphasizing its brand identity for B2B marketing purposes (Mudambi, 2002). It has become 
recognized as one of the most trusted solar power companies with certification from the North 



American Board of Certified Energy Practitioners and the only solar power company in Southern 
California (Solar Panels, Batteries, and Installations Sullivan Solar Power, 2023). This example 
shows how crucial it has become for companies to simultaneously adopt sustainability and marketing 
strategies to promote and sell sustainable products and services  (Du et al., 2022; Horn & Brem, 2013; 
Ricciardi, 2013).   

This research attempts to delve deeper into this issue by investigating one aspect of sustainable 
innovation, strategic niche management (SNM) - a process that facilitates the adoption of new 
technologies and innovations (Stiles, 2020). However, the SNM process includes radical innovations 
that pose challenges within the existing market and encounter market resistance (McDermott & 
O’Connor, 2002). These products confront challenges to develop markets for selling sustainable 
innovation products (Schraven et al., 2023), hence, this research looks at B2B marketing at the micro- 
and macro-levels to overcome these market challenges. 

In the context of B2B marketing, the terms "micro" and "macro" refer to different areas of analysis, 
which help decision-makers understand and evaluate the B2B marketing phenomenon from different 
perspectives (Kwarso, 2017). Studying B2B marketing at the micro level means focusing on the 
impact individuals in different roles have on strategies, the magnitude of that impact, and 
understanding and responding to the needs of individual decision makers within the target 
organization (Karimi, 2013; Keränen et al., 2023). Pernu et al. (2015) explored the role of individuals 
as company sense-makers and found individuals use a variety of sources to interpret and make sense 
of customer information. Additionally, their study highlighted that these roles are shaped by the 
individual's personal experiences, knowledge, and biases as well as the specific organizational 
environment in which they are situated. Both Husted & Allen (2008) and Ivanova-Gongne et al. 
(2022) focused their research on the role of managers at the micro level and found that managers need 
to be aware of the different cultural perspectives at play to effectively manage cross-cultural business 
relationships and make decisions. Koporcic et al., (2020) emphasize the role of decision makers, 
arguing for awareness of the impact of negative emotions on dynamic decision-making processes and 
using appropriate strategies, including identifying emotions affecting decision-making, 
understanding their impact on thinking and behavior, and effectively managing emotions, to cope 
with them. Considering these different roles played by individuals, they can be deemed as 
stakeholders at the micro level, since stakeholders are individuals with an interest in or affected by a 
company's activities, operations, and performance (Ferenc et al., 2017). 

Conversely, the macro level in B2B marketing refers to actions taking place at the organizational 
level. Macro-level activity may focus on strategic planning, market analysis, target audience 
segmentation, and developing high-level marketing strategies to achieve long-term business 



objectives (Martech Zone, 2023). The core difference between the micro and macro levels in B2B 
marketing is the area of focus: individuals taking part in activities versus goals and outcomes at the 
organizational level. Despite this, the interplay between micro and macro levels in B2B marketing is 
crucial. The reason for this is that micro-level decisions and strategies should align with and be 
responsive to macro-level factors. Micro-level insights gained from buyer-seller relationships and 
market research can provide valuable feedback to the macro-level analysis (Viswanathan, Jung, et al., 
2014; Viswanathan, Shultz, et al., 2014). By analyzing individual needs and preferences, companies 
can identify broader patterns and trends, which contribute to their understanding of the macro-level 
market dynamics. Hence, the ability to harmonize these two levels and utilize their interdependencies 
can promote business goals like sustainable innovation. 

Sustainable innovations include new processes, practices, systems, and products that minimize 
environmental impact (Leal-Millán et al., 2018), and businesses that claim to be environmentally 
friendly need to come up with innovative ideas that are useful for the environment and society. This 
helps them create value and stay ahead of the competition (Hansen et al., 2009). Three perspectives 
for sustainable innovation have been presented in the extant literature (Cillo et al., 2019): internal 
managerial, external relations, and performance evaluation. The role of strategies and practices in 
managing social, environmental, and economic elements of businesses to innovate has been called 
internal managerial. SNM is part of the internal managerial perspective (Cillo et al., 2019), which 
supports sustainable innovative technologies through social experimentation. This management style 
is based on the economics of evolutionary innovation and emphasizes that successful radical 
innovations emerge from socio-technical experiments in which a variety of stakeholders, including 
individuals and organizations, collaborate and exchange knowledge (Caniëls & Romijn, 2008; 
Sopjani et al., 2017).  

SNM is subject to risks and uncertainties and need to achieve successful market adoption and 
target niche markets (Boon et al., 2022). A niche market comprises market segments within a larger 
market that has similar demographic, purchasing and/or lifestyle characteristics (Thilmany, 2012). In 
SNM, a niche market is where micro- and macro-level B2B marketing strategies, influenced by 
individuals as stakeholders, can be applied. Fig. 1 shows how B2B marketing is an intermediary in a 
business’s process of achieving sustainable innovation. Based on Fig. 1, businesses use SNM as part 
of an internal managerial perspective and as a means to diffuse sustainable innovation. SNM utilizes 
B2B marketing as a strategy to develop a niche market for radical innovation. The ultimate objective 
of this process is to meet business goals.  

 



 

 
Fig. 1 - Intermediation of B2B marketing for achieving sustainable innovation goals 

This research explores sustainable innovation through SNM in B2B marketing, focusing on the 
interplay between micro and macro levels. By understanding the relationships and tensions involved, 
we can provide valuable insights for navigating this dynamic landscape to achieve effective 
sustainable innovation. B2B marketing is a powerful tool for promoting sustainability, allowing 
businesses to influence their industry by targeting the right audience to promote sustainable behaviors 
(Helmold, 2022). Individuals as stakeholders influence marketing strategies, brand perceptions, and 
environmental policies at both micro and macro levels (Seebacher, 2021; Wikström, 2010). This 
research looks at the impact of micro- and macro- level interactions in B2B marketing on sustainable 
innovation and its results will contribute to the broader goal of building a more sustainable and 
responsible B2B marketplace to directly addresses social and environmental challenges. 

Following the introduction, the remaining sections of this book chapter are as follows. First, we 
will describe the interplay of micro- and macro-level in B2B marketing and provide a conceptual 
design for individual roles. Then, we will outline radical innovation and niche markets, two key 
concepts of strategic niche management, and present a conceptual design for utilizing B2B marketing 
in SNM. In that regard, we will discuss sustainability-oriented dynamic capabilities, customer 
involvement, big data, and sustainability training. These strategies are all suitable to achieving 
sustainable innovation goals and individuals play a crucial role in making decisions about whether or 
not to apply these strategies. Finally, we will mention the government's role in supporting SNM and, 
consequently, B2B marketing strategies. 
Micro and Macro level in B2B Marketing 

Businesses
Choosing Sustainable Innovation Goal

Choosing an Internal Managerial Perspective
Using SNM

Developing a Niche Market for Radical Innovation
Utilizing B2B Marketing

Business Goals



B2B marketing and sustainability focus on the macro level as they pertain to businesses and 
organizations (Seebacher, 2021; Wikström, 2010). However, at the micro level, stakeholders can have 
an impact on both B2B marketing and sustainability (Wikström, 2010). Regarding the former, 
businesses can influence marketing strategies and tactics (Frooman, 1999; Rivera‐Camino, 2007), 
shape brand perception (Voyer et al., 2017), and set expectations for business practices. With regards 
to the latter, individuals play a critical role in identifying environmental policies (Journeault et al., 
2021; Le Van et al., 2019). 

Researchers have examined the interplay between the micro and macro levels of B2B marketing 
dynamics. Vallaster et al. (2023) found that decision makers strongly identify with their company and 
view themselves as representatives of their organization during interactions with suppliers. This 
emphasizes the significant role individuals play in shaping micro-level B2B marketing dynamics 
when they evaluate supplier propositions and consider shared purpose and mutual respect. Pedersen 
et al. (2020) also looked at individual impact on macro level operations, highlighting the valuable 
insights individuals provide to interorganizational practices in B2B marketing, which, in turn, aid in 
understanding and managing relationships. Furthermore, Wang et al. (2021) found that macro-level 
strategic planning was informed by analyzing micro-level data from social media platforms to gain 
insight into customer behavior and preferences. Johnston & Mora Cortez (2018) explored the 
implications of unit pricing in B2B marketing, emphasizing the importance of customization options 
and flexibility for customer purchasing requirements. The interplay between the micro and macro 
levels in B2B marketing can be called sense-making, which Mattsson et al. (2015) defines as a process 
in which individuals and organizations at the micro and macro level interpret and understand their 
environment and develop shared understandings to guide their actions. They also highlight that sense-
making is a dynamic process that is particularly important because of the complicated and 
interdependent nature of relationships between buyers, sellers, and other stakeholders.  

These studies demonstrate the significance of individuals, data analyses, and tailored approaches 
in navigating B2B marketing dynamics at both micro and macro levels. Fig. 2 illustrates the interplay 
of micro and macro levels in B2B marketing, and how they all contribute to the achievement of 
business goals. 



 
Fig 2 – The interplay of micro and macro levels to promote business goals 

Radical innovation 
Radical product innovation refers to the process of making significant changes to a product's design 
or performance to disrupt existing industries and provide better customer experiences (Miller et al., 
2005; Pantano et al., 2022). This type of innovation is crucial for companies operating in dynamic 
environments (Tsou & Chen, 2020) as it allows them to differentiate themselves from competitors by 
offering innovative technologies and revolutionizing the use and experience of products to benefit 
customers (Menguc et al., 2014). The launch of the iPhone in 2007 is a prime example of a radical 
product innovation that combined a touch screen and internet connectivity (i.e., radical innovation) 
to transform the smartphone industry (Richardson, 2012).  
 To pursue radical innovation, companies must simultaneously manage proactive and 
responsive customer orientation, technological orientation, and competitor orientation (Slater et al., 
2014). For instance, Amazon is highly customer-focused, offering personalized product 
recommendations, convenient delivery options, and easy returns. At the same time, it is 
technologically oriented, which is evident in the company’s investment in artificial intelligence, 
machine learning, and data analytics (Al Halbusi, 2023). Pursuing radical innovation may entail 
risking the success of existing products, so companies must configure the necessary structure for 
radical product innovation, including product development and commercialization, performance 
improvement, and significant cost reduction (Carlefall et al., 2017; Francis & Bessant, 2005; Shakeel 
et al., 2020), to be able to benefit from its results. In other words, radical innovation requires market 
developed, and it can be done by exploring new niche markets or creating products tailored to specific 
niches. According to Kyriakopoulos et al. (2016), the role of marketing in radical innovation is 



multifaceted and cannot be reduced to a single benefit or liability. Individuals in the role of managers 
and as stakeholders need to assess their company's marketing strength by considering multiple 
marketing strategies, including B2B marketing.  
Dimensions of sustainability-oriented dynamic capabilities for integration  
To develop new products, it is necessary to invest in innovation and apply marketing strategies to 
innovative products (Dangelico et al., 2017; E. Williams, 2015). Innovation geared towards achieving 
sustainability goals, referred to as radical innovation, can result in what we term sustainable 
innovation. To meet this demand on companies, the concept of sustainability-oriented dynamic 
capabilities (SODCs) serves as a theoretical framework for the effective implementation of 
environmental policies in developing competencies and allocating the resources necessary for 
innovation (Dangelico, 2016; Teece et al., 1997). By using SODCs, businesses can be more agile 
when facing social and environmental challenges (Castiaux, 2012). Similarly, marketing activities 
can give companies a competitive edge for dealing with economic challenges as they provide a way 
to convey information about the product design to customers (Luchs et al., 2016). When marketing 
strategies help foster a good relationship between a business and its customers, businesses have a 
greater chance of achieving sustainability (Ndubisi & Nataraajan, 2016). Therefore, integrating 
marketing into sustainability initiatives can result in economic benefits for companies with 
sustainable products and expansion into niche markets (Foerstl et al., 2015; Richards & Font, 2019). 
This macro-level interaction contributes to enhanced customer satisfaction and loyalty, company 
reputation, and long-term profitability (Havardi-Burger et al., 2020). Prioritizing sustainability 
enables businesses to proactively prepare for future challenges and create long-term value for 
stakeholders includes individuals (Fasan, 2013).  
Customer involvement for niche markets 
Customer involvement is a company’s intensive, frequent, two-way collaboration with customers, 
initiated and encouraged by the company, for the purposes of gaining valuable customer knowledge 
and improving outcomes at various stages of innovation. This process enables firms to gain insight 
into their customers’ preferences, which leads to better management of expectations and increases in 
customer satisfaction. Companies can distinguish themselves from competitors by developing 
products and services that better satisfy the needs of their customers, which is critical for developing 
meaningful marketing strategies (Arrigo et al., 2021; Daniel, 2018).  

Customer involvement can take three forms: information source, co-developer, and innovator (Cui 
& Wu, 2016). Customer testing and beta programs are examples of customer involvement in the 
innovation process, in which companies invite a select group of customers to test a new product or 



service and get feedback before launching it (Desouza et al., 2008). The impact of customer 
involvement on product performance depends on the nature of customer knowledge, the firm’s 

knowledge management strategy, and organizational support for knowledge management 
implementation. Furthermore, the effectiveness of customer involvement can vary across the different 
forms of involvement and is dependent on the firm’s technological capability (Cui & Wu, 2016). 
Hence, businesses can use customer involvement and differentiation, which rely on customer 
knowledge, as a B2B marketing strategy for sustainable innovation (La Rocca et al., 2016; Lynch et 
al., 2016). Enhancing customer awareness means developing niche markets for radical innovative 
products. Individuals as decision-makers can adopt this strategy in B2B marketing and, while meeting 
the needs of stakeholders at the micro level, gain economic advantages at the macro one. 
Big Data for radical innovation and niche markets  
Big Data provides insights into customers that marketers use for a competitive advantage. The 
volume, velocity, and variety of data from customers has led to a revolution in understanding 
customer behavior and marketing strategies (Erevelles et al., 2016). Big Data enables firms to 
innovate incrementally and radically (Al-Khatib, 2022) by extracting tacit knowledge from large 
datasets and gaining a competitive edge through strategic interpretation (Mikalef et al., 2020) and the 
discovery of new insights about customer behavior (Mach-Król & Hadasik, 2021). Big Data can also 
be used to identify niche markets by providing insights into customer behavior and preferences to 
gain a competitive advantage (Masih, 2021; Nemati & Khajeheian, 2018).  

Big data analytics enables radical innovation in a number of ways. First, it permits businesses 
to collect and analyze large amounts of data from a variety of sources, involving internal systems, 
customer interactions, and social media. This data can then be utilized to recognize new trends and 
patterns, which can lead to new ideas for products and services. Second, using big data analysis can 
help businesses test and confirm new ideas faster and better than was possible using traditional means. 
This is possible because it enables companies to try out different situations and receive immediate 
feedback from customers. Third, big data analytics can be used to personalize products and services 
for a segment of the market by allowing businesses to understand the individual needs and preferences 
of their customers.  

Big Data not only enables radical innovation and identifies niche markets but is also used in 
B2B marketing. Big Data can be utilized by businesses to gain a deeper understanding of their 
customers, devise more precise and efficacious B2B marketing strategies, and develop novel products 
and services to satisfy their customers' demands (Wright et al., 2019). The strategic integration of Big 
Data in B2B marketing not only enhances the ability to understand and provide individuals' needs at 



the micro level but also empowers businesses to innovate, identify niche markets, and stay 
competitive in the broader market landscape at the macro level. 
Sustainability training for SNM 
Sustainability is becoming increasingly important for businesses (Benn et al., 2014), and authorities 
are also accepting their role in and responsibility for contributing to sustainability more and more 
(Lozano, 2012). To achieve sustainable goals, businesses need to develop a comprehensive system 
that considers economic, environmental, and social aspects (Figge et al., 2002), implying that 
businesses must better understand the significance of various system characteristics in fostering 
sustainability. Challenges in selecting the best system for the sustainability include understanding a 
business’s structure (McPhee, 2014), core competencies (Mochizuki & Fadeeva, 2010), and 
operational context along with ensuring the final composition creates system synergies so that the 
dimensions of sustainability and the corporate system are fully considered (Lozano, 2012). There is 
therefore an essential requirement for a framework to be able to integrate sustainability criteria into 
business systems includes of marketing (Wood et al., 2017).  

Investigating indicators for tracing the integration of sustainability standards into corporate 
systems reveals that many organizations still do not have a plan for fulfilling the United Nation (UN)’s 
Sustainable Development Goals (SDGs) despite how vital they consider them. The Global Reporting 
Initiative (GRI) and Support the Goals analyzed 206 companies’ sustainability reports and website 

information for progress related to SDG adoption. They found that 83 percent of companies state that 
they support the SDGs, and 69 percent of companies articulate which goals are most relevant to their 
business, indicating a sense of urgency for their implementation. Despite the universal understanding 
that SDG adoption is crucial, the report states only 40 percent of companies set measurable 
commitments to achieve them, and just 20 percent include evidence for assessing their positive 
impacts (Warren, 2022). These statistics clearly show that not only have organizational systems not 
been considered, but that the necessary interrelationships with sustainability goals are also yet to be 
established (Lozano, 2012).  

Sustainable implementation practices can be supported by sustainability training and increasing 
knowledge about sustainability implementation practices that, if continued and effective, improve the 
economic, social, and environmental performance of companies (Birou et al., 2019). Özgit & Öztüren 
(2021) researched the importance of sustainability training and niche markets for sustainable tourism 
development in North Cyprus. They concluded North Cyprus can reduce its reliance on mass tourism 
and create a more sustainable tourism sector by providing sustainability training to tourism 
stakeholders and developing niche tourism products. França et al. (2017) proposed using 



sustainability training to connect business model innovation with sustainable development, 
emphasizing the need for a stronger business case for sustainability and collaborative competence. 
They also highlighted the potential of niche markets for innovative and sustainable solutions. Other 
researchers (Dwivedi et al., 2023; França et al., 2017; Ren & Jackson, 2020) explored the promotion 
of organizational sustainability through sustainability training and radical innovation and found 
sustainability training enhances awareness and skills for sustainable practices while radical 
innovation is critical for addressing environmental and social challenges.  

Sustainability training supports radical innovation by fostering creativity, exposing employees to 
new ideas, promoting experimentation, and encouraging collaboration. Additionally, all of the studies 
emphasized HR’s role in facilitating both sustainability training and radical innovation for 
organizational sustainability. The process of training to enhance the knowledge of individuals 
associated with a company is essential for establishing an optimal system for sustainability and 
determining its correlation with marketing. Individuals as stakeholders can convince management to 
adopt this policy, anticipating its impact on the growth of a niche market and eventually applying the 
outcomes to SNM. 
How does government support for SNM impact B2B marketing strategies? 
Governments can reinforce the SNM process by providing funding, such as grants for research groups 
studying sustainable innovation, to businesses that focus on innovative technologies. In this regards, 
decision-makers need sufficient power to enforce decisions and strategies as well as implement rules 
to safeguard niches (Smith & Raven, 2012). Governments can also pass regulations, such as tax 
breaks or other incentives for businesses that focus on the niche market, to support sustainable 
innovation (Zindiye et al., 2012). The government’s role in supporting niches is vast and can be 

described at the macro level as follows: 
Enabling Policies: Governments establish policies such as regulations, tax incentives, and 

subsidies to reduce barriers and promote sustainable innovation (Hanna, 2018; Seebode, 2011). These 
policies facilitate access to capital, lower regulatory compliance costs, and promote market 
intelligence and networking for learning (J. Williams, 2006). 

Research and Development (R&D) Support: Governments accelerate technology development by 
providing support for R&D. For example, the EU Biofuels Directive of 2003 focused on the use of 
renewable fuels for transport and set a target 5.75% of market biofuel’s shares for Member 
Governments by 2010, which should increase to 10% by 2020. To achieve these goals, the EU 
Strategy for Biofuels supported research and development as one of seven policies needed (Hahn-



Hägerdal et al., 2008). Similarly, the UK and Scottish governments implemented R&D frameworks 
to foster high-value manufacturing and alternative material technologies (Ward, 2015). 

Developing partnerships: Governments collaborate with industry, academia, and civil society to 
develop partnerships for fostering sustainable innovations (Florini & Pauli, 2018). These partnerships 
provide resources, knowledge sharing, and financial incentives. An example of a successful 
partnership is the Working Future initiative in Uganda, which empowers youth through collaborative 
efforts and achieved significant economic improvements (Albrectsen, 2017). 

These strategies reinforce niche markets in which micro-level and macro-level B2B marketing 
policies can be used for strategic niche management. Government macro-level support for SNMs 
will, therefore, encourage individuals as stakeholders to utilize strategies in B2B marketing to work 
towards sustainable innovation goals. 
Discussion and Conclusion 
In this chapter, we have emphasized the significance of sustainable innovation for addressing 
sustainability challenges and maintaining competitiveness in the market. Researchers have introduced 
three perspectives for sustainable innovation: internal managerial, external relations, and performance 
evaluation (Cillo et al., 2019). Due to the breadth of these perspectives, we have chosen to focus on 
SNM as a subset of internal management. SNM combines technological progress with social 
transformation to achieve more sustainable development through experimentation in technological 
niches and niche markets (Caniëls & Romijn, 2008; Hegger et al., 2007). In this study, we mainly 
focus on radical innovation and niche markets because the SNM process ultimately results in a radical 
innovation product that enters the initial market and needs market development. Although SNM can 
be reinforced by government tax exemptions, research and development grants, or other mechanisms 
(Cannon, 2007; Falcone, 2018; Ulmanen et al., 2009), it faces the challenge of staying in the market 
and developing it (Elmustapha et al., 2018). To address these challenges, we proposed B2B marketing 
as an effective strategy for increasing the demand for sustainable products in SNM at the micro and 
macro levels. We then examined the elements that can strengthen the connection between B2B 
marketing and sustainable innovation. 

Sustainability-oriented dynamic capabilities, customer involvement, Big Data, and sustainability 
training were studied in relation to the interaction between the micro and macro levels in B2B 
marketing. Although B2B marketing and sustainable innovation are macro-level concepts, our results 
showed that individuals as stakeholders can influence decision-making and set environmental policies 
at the micro level (Frooman, 1999; Journeault et al., 2021; Le Van et al., 2019; Rivera‐Camino, 2007; 

Seebacher, 2021; Voyer et al., 2017; Wikström, 2010) as well as support niche market development. 



Consequently, there will be stakeholder influence at the micro level, which will lead to improved 
business competitiveness at the macro level, until, eventually, the goal of sustainable innovation is 
achieved. Figure 3 presents a conceptual model of how to achieve sustainable innovation through 
strategic niche management and B2B marketing along with the tools that facilitate this process: 

 
Fig 3 - The impact of strategic niche management and B2B marketing on sustainable innovation 

Based on Fig. 3, strategic niche management (SNM) is a process for fostering sustainable 
innovation. It begins with the need for innovation, a key driving force in today's rapidly changing 
business landscape. However, innovation must transcend mere economic considerations to 
encompass social and environmental dimensions. These three dimensions are the pillars of 
sustainability. Given the importance of sustainability, businesses should plan for more than 
incremental advancements and actively pursue radical innovation. To achieve this, companies must 
secure a foothold in the market and foster its development. The initial step involves creating niche 
markets, however, overcoming current market resistance and ensuring market growth require 
effective marketing strategies, especially in B2B contexts. These strategies can be conceived and 
implemented by individuals as stakeholders at the micro level. They should align closely with 
sustainable innovation principles and lead to enhanced market competitiveness at the macro level. 
Ultimately, this comprehensive process concludes with sustainable innovation. In this chapter, we 
proposed sustainability-oriented dynamic capabilities to add dimensions of sustainability to 
innovation, customer involvement and Big Data as strategies for B2B marketing in the context of 
sustainability, and sustainability training for the SNM process. 

Overall, B2B marketing is becoming more concerned with sustainability and innovation as 
businesses recognize the necessity of developing environmentally responsible products that meet the 
demands of their consumers (Varadarajan, 2017). To thrive in this competitive landscape, companies 
must create novel sustainable solutions by developing policies that support radical innovation and 
identify key areas where customers can be satisfied. Combining B2B marketing, sustainability, and 
innovation is essential for companies hoping to succeed in the changing landscape of the future. 

Sustainability training 



This study has faced limitations that can be divided into two categories: a lack of primary data and 
knowledge gaps in the fields of B2B marketing and sustainable innovation. A lack of primary data 
refers to the impossibility of a valid and reliable data analysis, a lack of generalizability, and that 
previous studies have mainly examined issues related to green innovation or green products—only 
one aspect of sustainability. Moreover, the present study has identified significant knowledge gaps in 
the field of B2B and sustainable innovation, emphasizing the need for further research on these topics. 
These findings emphasize the importance of continuing research to integrate the mentioned fields and 
promote sustainable development.  
References 
Adams, R., Jeanrenaud, S., Bessant, J., Denyer, D., & Overy, P. (2016). Sustainability‐oriented 

innovation: A systematic review. International Journal of Management Reviews, 18(2), 180–

205. 
Al Halbusi, H. (2023). Digital Entrepreneurship and Personal Resilience on New Business Models 

in the 21st Century. In Handbook of Research on Entrepreneurship and Organizational 
Resilience During Unprecedented Times (pp. 331–351). IGI Global. 

Alam, S., Ray, P. K., & Hoque, M. R. (2015). Development of social business B2B model for e-
business organization. Alam, S., Hoque, M., Bakshi, A., & Ray, P.(2015). Development of 
Social Business B2B Model for e-Business Organization. In The 3rd GSBS Academia 
Conference, 163–175. 

Albrectsen, A. (2017). Why collaboration will be key to achieving the Sustainable Development 
Goals. World Economic Forum. 

Al-Khatib, A. W. (2022). Can big data analytics capabilities promote a competitive advantage? 
Green radical innovation, green incremental innovation and data-driven culture in a moderated 
mediation model. Business Process Management Journal, 28(4), 1025–1046. 
https://doi.org/10.1108/BPMJ-05-2022-0212 

Arrigo, E., Liberati, C., & Mariani, P. (2021). Social Media Data and Users’ Preferences: A 

Statistical Analysis to Support Marketing Communication. Big Data Research, 24, 100189. 
https://doi.org/10.1016/j.bdr.2021.100189 

Awan, U., Bhatti, S. H., Shamim, S., Khan, Z., Akhtar, P., & Balta, M. E. (2022). The role of big 
data analytics in manufacturing agility and performance: moderation–mediation analysis of 
organizational creativity and of the involvement of customers as data analysts. British Journal 
of Management, 33(3), 1200–1220. 



Ayuso, S. (2006). Adoption of voluntary environmental tools for sustainable tourism: analysing the 
experience of Spanish hotels. Corporate Social Responsibility and Environmental 
Management, 13(4), 207–220. https://doi.org/10.1002/csr.103 

Benn, S., Edwards, M., & Williams, T. (2014). Organizational change for corporate sustainability. 
Routledge. 

Birou, L. M., Green, K. W., & Inman, R. A. (2019). Sustainability knowledge and training: 
outcomes and firm performance. Journal of Manufacturing Technology Management, 30(2), 
294–311. https://doi.org/10.1108/JMTM-05-2018-0148 

Boon, W., Magnusson, T., & Hyysalo, S. (2022). Introduction to ‘Markets in sustainability 

transitions.’ Environmental Innovation and Societal Transitions, 45, 30–35. 
https://doi.org/10.1016/j.eist.2022.08.006 

Brenner, S. N., & Cochran, P. (1991). The Stakeholder Theory of the Firm. Proceedings of the 
International Association for Business and Society, 2, 897–933. 
https://doi.org/10.5840/iabsproc1991235 

Calabrese, A., Castaldi, C., Forte, G., & Levialdi, N. G. (2018). Sustainability-oriented service 
innovation: An emerging research field. Journal of Cleaner Production, 193, 533–548. 
https://doi.org/10.1016/j.jclepro.2018.05.073 

Caniëls, M. C. J., & Romijn, H. A. (2008). Strategic niche management: towards a policy tool for 
sustainable development. Technology Analysis & Strategic Management, 20(2), 245–266. 
https://doi.org/10.1080/09537320701711264 

Caniëls, M., & Romijn, H. (2006). Strategic niche management as an operational tool for 
sustainable innovation: guidelines for practice. Schumpeter Conference, 21–24. 

Cannon, H. (2007). From the SNM Department of Health Policy and Regulatory Affairs. Journal of 
Nuclear Medicine, 48(2), 20N-24N. 

Carlefall, T., Hemberg, T., Tobias, J. ©, Tao, C. &, & Jankel, H. (2017). NO WAY THAT WILL 
FLY! ORGANIZING THE FUZZY FRONT END OF RADICAL INNOVATION. 
https://gupea.ub.gu.se/handle/2077/53705 

Castiaux, A. (2012). Developing Dynamic Capabilities to Meet Sustainable Development 
Challenges. International Journal of Innovation Management, 16(06), 1240013. 
https://doi.org/10.1142/S1363919612400130 



Cillo, V., Petruzzelli, A. M., Ardito, L., & Del Giudice, M. (2019). Understanding sustainable 
innovation: A systematic literature review. Corporate Social Responsibility and Environmental 
Management, 26(5), 1012–1025. 

Cui, A. S., & Wu, F. (2016). Utilizing customer knowledge in innovation: antecedents and impact 
of customer involvement on new product performance. Journal of the Academy of Marketing 
Science, 44(4), 516–538. https://doi.org/10.1007/s11747-015-0433-x 

Dangelico, R. M. (2016). Green Product Innovation: Where we are and Where we are Going. 
Business Strategy and the Environment, 25(8), 560–576. https://doi.org/10.1002/bse.1886 

Dangelico, R. M., Pujari, D., & Pontrandolfo, P. (2017). Green Product Innovation in 
Manufacturing Firms: A Sustainability-Oriented Dynamic Capability Perspective. Business 
Strategy and the Environment, 26(4), 490–506. https://doi.org/10.1002/bse.1932 

Daniel, C. O. (2018). Effects of marketing strategies on organizational performance. International 
Journal of Business Marketing and Management, 3(9), 1–9. 

de Sousa, J. M. C. (2021). The relevance of Environmental Sustainability to Customer Loyalty in 
B2B markets. 

Desouza, K. C., Awazu, Y., Jha, S., Dombrowski, C., Papagari, S., Baloh, P., & Kim, J. Y. (2008). 
Customer-Driven Innovation. Research-Technology Management, 51(3), 35–44. 
https://doi.org/10.1080/08956308.2008.11657503 

Du, S., Bstieler, L., & Yalcinkaya, G. (2022). Sustainability-focused innovation in the business-to-
business context: Antecedents and managerial implications. Journal of Business Research, 
138, 117–129. 

Durvasula, S., Lysonski, S., & Mehta, S. C. (2003). The power of interfacing departments in 
shaping B2B customer satisfaction. Marketing Management Journal. 

Elmustapha, H., Hoppe, T., & Bressers, H. (2018). Comparing two pathways of strategic niche 
management in a developing economy; the cases of solar photovoltaic and solar thermal 
energy market development in Lebanon. Journal of Cleaner Production, 186, 155–167. 
https://doi.org/10.1016/j.jclepro.2018.03.098 

Enz, C. A. (2012). Strategies for the Implementation of Service Innovations. Cornell Hospitality 
Quarterly, 53(3), 187–195. https://doi.org/10.1177/1938965512448176 

Erevelles, S., Fukawa, N., & Swayne, L. (2016). Big Data consumer analytics and the 
transformation of marketing. Journal of Business Research, 69(2), 897–904. 



Falcone, P. M. (2018). Analysing stakeholders’ perspectives towards a socio-technical change: The 
energy transition journey in Gela Municipality. AIMS Energy, 6(4). 

Fasan, M. (2013). Annual reports, sustainability reports and integrated reports: trends in corporate 
disclosure. Integrated Reporting: Concepts and Cases That Redefine Corporate 
Accountability, 41–57. 

Ferenc, P., Varmus, M., & Vodák, J. (2017). Stakeholders in the Various Field and Relations 
between Them. Procedia Engineering, 192, 166–170. 
https://doi.org/10.1016/j.proeng.2017.06.029 

Figge, F., Hahn, T., Schaltegger, S., & Wagner, M. (2002). The Sustainability Balanced Scorecard - 
linking sustainability management to business strategy. Business Strategy and the 
Environment, 11(5), 269–284. https://doi.org/10.1002/bse.339 

Florini, A., & Pauli, M. (2018). Collaborative governance for the sustainable development goals. 
Asia & the Pacific Policy Studies, 5(3), 583–598. 

Foerstl, K., Azadegan, A., Leppelt, T., & Hartmann, E. (2015). Drivers of Supplier Sustainability: 
Moving Beyond Compliance to Commitment. Journal of Supply Chain Management, 51(1), 
67–92. https://doi.org/10.1111/jscm.12067 

Fonseca, L. M., Domingues, J. P., & Dima, A. M. (2020). Mapping the sustainable development 
goals relationships. Sustainability, 12(8), 3359. 

Francis, D., & Bessant, J. (2005). Targeting innovation and implications for capability 
development. Technovation, 25(3), 171–183. 
https://doi.org/10.1016/j.technovation.2004.03.004 

Frooman, J. (1999). Stakeholder Influence Strategies. Academy of Management Review, 24(2), 191–

205. https://doi.org/10.5465/amr.1999.1893928 
Hahn-Hägerdal, B., Himmel, M. E., Somerville, C., & Wyman, C. (2008). Welcome to 

biotechnology for biofuels. In Biotechnology for Biofuels (Vol. 1, Issue 1, pp. 1–4). Springer. 
Hanna, N. (2018). A role for the state in the digital age. Journal of Innovation and 

Entrepreneurship, 7(1), 1–16. 
Hansen, E. G., Grosse-Dunker, F., & Reichwald, R. (2009). Sustainability innovation cube—a 

framework to evaluate sustainability-oriented innovations. International Journal of Innovation 
Management, 13(04), 683–713. 



Havardi-Burger, N., Mempel, H., & Bitsch, V. (2020). Sustainability challenges and innovations in 
the value chain of flowering potted plants for the german market. Sustainability, 12(5), 1905. 

Hegger, Dries. L. T., Van Vliet, J., & Van Vliet, B. J. M. (2007). Niche Management and its 
Contribution to Regime Change: The Case of Innovation in Sanitation. Technology Analysis & 
Strategic Management, 19(6), 729–746. https://doi.org/10.1080/09537320701711215 

Helmold, M. (2022). B2B and B2C Marketing. In Performance Excellence in Marketing, Sales and 
Pricing (pp. 45–49). Springer. 

Hermans, F. (2018). The potential contribution of transition theory to the analysis of bioclusters and 
their role in the transition to a bioeconomy. Biofuels, Bioproducts and Biorefining, 12(2), 265–

276. https://doi.org/10.1002/bbb.1861 
Hörisch, J., Johnson, M. P., & Schaltegger, S. (2015). Implementation of Sustainability 

Management and Company Size: A Knowledge-Based View. Business Strategy and the 
Environment, 24(8), 765–779. https://doi.org/10.1002/bse.1844 

Horn, C., & Brem, A. (2013). Strategic directions on innovation management–a conceptual 
framework. Management Research Review, 36(10), 939–954. 

Johnston, W. J., & Mora Cortez, R. (2018). Unit pricing and its implications for B2B marketing 
research. Industrial Marketing Management, 69, 32–39. 
https://doi.org/10.1016/J.INDMARMAN.2018.01.026 

Journeault, M., Perron, A., & Vallières, L. (2021). The collaborative roles of stakeholders in 
supporting the adoption of sustainability in SMEs. Journal of Environmental Management, 
287, 112349. https://doi.org/10.1016/j.jenvman.2021.112349 

Karimi, S. (2013). A purchase decision-making process model of online consumers and its 
influential factor a cross sector analysis. The University of Manchester (United Kingdom). 

Keränen, J., Totzek, D., Salonen, A., & Kienzler, M. (2023). Advancing value-based selling 
research in B2B markets: A theoretical toolbox and research agenda. Industrial Marketing 
Management, 111, 55–68. https://doi.org/10.1016/j.indmarman.2023.02.014 

Koistinen, K., Upham, P., & Bögel, P. (2019). Stakeholder signalling and strategic niche 
management: The case of aviation biokerosene. Journal of Cleaner Production, 225, 72–81. 
https://doi.org/10.1016/j.jclepro.2019.03.283 

Kwarso, K. (2017). Marketing Plan for Company X. IBuss Management, 5(1). 



Kyriakopoulos, K., Hughes, M., & Hughes, P. (2016). The Role of Marketing Resources in Radical 
Innovation Activity: Antecedents and Payoffs. Journal of Product Innovation Management, 
33(4), 398–417. https://doi.org/10.1111/jpim.12285 

Le Van, Q., Viet Nguyen, T., & Nguyen, M. H. (2019). Sustainable development and environmental 
policy: The engagement of stakeholders in green products in <scp>Vietnam</scp>. Business 
Strategy and the Environment, 28(5), 675–687. https://doi.org/10.1002/bse.2272 

Leal-Millán, A., Peris-Ortiz, M., & Leal-Rodríguez, A. L. (2018). The route towards sustainable 
innovation and entrepreneurship: An overview. Sustainability in Innovation and 
Entrepreneurship, 1–9. 

Loorbach, D., Frantzeskaki, N., & Avelino, F. (2017). Sustainability Transitions Research: 
Transforming Science and Practice for Societal Change. Annual Review of Environment and 
Resources, 42(1), 599–626. https://doi.org/10.1146/annurev-environ-102014-021340 

Lozano, R. (2012). Towards better embedding sustainability into companies’ systems: an analysis 

of voluntary corporate initiatives. Journal of Cleaner Production, 25, 14–26. 
https://doi.org/10.1016/j.jclepro.2011.11.060 

Lozano, R., & von Haartman, R. (2018). Reinforcing the Holistic Perspective of Sustainability: 
Analysis of the Importance of Sustainability Drivers in Organizations. Corporate Social 
Responsibility and Environmental Management, 25(4), 508–522. 
https://doi.org/10.1002/csr.1475 

Luchs, M. G., Swan, K. S., & Creusen, M. E. H. (2016). Perspective: A Review of Marketing 
Research on Product Design with Directions for Future Research. Journal of Product 
Innovation Management, 33(3), 320–341. https://doi.org/10.1111/jpim.12276 

Mach-Król, M., & Hadasik, B. (2021). On a certain research gap in big data mining for customer 
insights. Applied Sciences, 11(15), 6993. 

Madsen, H., & Ulhøi, J. P. (2001). Integrating environmental and stakeholder management. 
Business Strategy and the Environment, 10(2), 77–88. https://doi.org/10.1002/bse.279 

Martech Zone. (2023, June 25). A Guide to Measuring B2B Marketing Success | Martech Zone. 
Martech Zone Website. https://martech.zone/b2b-marketing-metrics/ 

McPhee, W. (2014). A new sustainability model: engaging the entire firm. Journal of Business 
Strategy, 35(2), 4–12. 



Menguc, B., Auh, S., & Yannopoulos, P. (2014). Customer and Supplier Involvement in Design: 
The Moderating Role of Incremental and Radical Innovation Capability. Journal of Product 
Innovation Management, 31(2), 313–328. https://doi.org/10.1111/jpim.12097 

Mikalef, P., Krogstie, J., Pappas, I. O., & Pavlou, P. (2020). Exploring the relationship between big 
data analytics capability and competitive performance: The mediating roles of dynamic and 
operational capabilities. Information & Management, 57(2), 103169. 

Miller, L., Miller, R., & Dismukes, J. (2005). The Critical Role of Information and Information 
Technology in Future Accelerated Radical Innovation. Information Knowledge Systems 
Management, 5(2), 63–99. 

Mittal, V., Han, K., Lee, J.-Y., & Sridhar, S. (2021). Improving business-to-business customer 
satisfaction programs: Assessment of asymmetry, heterogeneity, and financial impact. Journal 
of Marketing Research, 58(4), 615–643. 

Mochizuki, Y., & Fadeeva, Z. (2010). Competences for sustainable development and sustainability. 
International Journal of Sustainability in Higher Education, 11(4), 391–403. 
https://doi.org/10.1108/14676371011077603 

Ndubisi, N. O., & Nataraajan, R. (2016). Marketing Relationships in the New Millennium B2B 
Sector. Psychology & Marketing, 33(4), 227–231. https://doi.org/10.1002/mar.20871 

Pantano, E., Pedeliento, G., & Christodoulides, G. (2022). A strategic framework for technological 
innovations in support of the customer experience: A focus on luxury retailers. Journal of 
Retailing and Consumer Services, 66, 102959. 
https://doi.org/10.1016/j.jretconser.2022.102959 

Pedersen, J., Ellegaard, C., & Kragh, H. (2020). The praxis of studying interorganizational practices 
in B2B marketing and purchasing – A critical literature review. Industrial Marketing 
Management, 85, 7–20. https://doi.org/10.1016/j.indmarman.2019.11.003 

Ricciardi, F. (2013). Innovation capabilities in business networks: supply chains and Tourism 
Destinations as cases for theory building. 

Richards, P., & Font, X. (2019). Sustainability in the tour operator – ground agent supply chain. 
Journal of Sustainable Tourism, 27(3), 277–291. 
https://doi.org/10.1080/09669582.2018.1560451 

Richardson, I. (2012). Touching the Screen: A Phenomenology of Mobile Gaming and the iPhone. 
Studying Mobile Media: Cultural Technologies, Mobile Communication, and the IPhone, 133–



151. https://doi.org/10.4324/9780203127711-13/IPHONE-INNOVATION-PLATFORM-
JOHN-BANKS 

Rivera‐Camino, J. (2007). Re‐evaluating green marketing strategy: a stakeholder perspective. 

European Journal of Marketing, 41(11/12), 1328–1358. 
https://doi.org/10.1108/03090560710821206 

Schraven, D. F. J., Arghandeh Jouneghani, P., Jonkers, H. M., & Hertogh, M. J. C. M. (2023). 
Design to market thinking: exploring the merits of strategic niche management in design 
thinking. Technology Analysis & Strategic Management, 35(6), 767–784. 
https://doi.org/10.1080/09537325.2021.1986211 

Seebacher, U. (2021). B2B marketing. Springer. 
Seebode, D. (2011). Sustainable innovation. Philips. Available Online: Http://Www. Philips. 

Com/Shared/Assets/Global/Sustainability/Downloads/Sustainable_innovation_paper. Pdf 
(Accessed on 21 February 2016). 

Sengers, F., Wieczorek, A. J., & Raven, R. (2019). Experimenting for sustainability transitions: A 
systematic literature review. Technological Forecasting and Social Change, 145, 153–164. 
https://doi.org/10.1016/j.techfore.2016.08.031 

Shakeel, J., Mardani, A., Chofreh, A. G., Goni, F. A., & Klemeš, J. J. (2020). Anatomy of 

sustainable business model innovation. Journal of Cleaner Production, 261, 121201. 
https://doi.org/10.1016/j.jclepro.2020.121201 

Slater, S. F., Mohr, J. J., & Sengupta, S. (2014). Radical Product Innovation Capability: Literature 
Review, Synthesis, and Illustrative Research Propositions. Journal of Product Innovation 
Management, 31(3), 552–566. https://doi.org/10.1111/JPIM.12113 

Smith, A., & Raven, R. (2012). What is protective space? Reconsidering niches in transitions to 
sustainability. Research Policy, 41(6), 1025–1036. 

Sopjani, L., Hesselgren, M., Ritzén, S., & Janhager Stier, J. (2017). Co-creation with diverse actors 
for sustainability innovation. DS 87-8 Proceedings of the 21st International Conference on 
Engineering Design (ICED 17) Vol 8: Human Behaviour in Design, Vancouver, Canada, 21-
25.08. 2017, 459–468. 

Stappmanns, F. (2016). Sustainable Business Model Innovation: The Cases of Patagonia Inc. and 
Bureo Skateboards. InImpact: The Journal of Innovation Impact, 8(2), 349. 



Stiles, J. (2020). Strategic niche management in transition pathways: Telework advocacy as 
groundwork for an incremental transformation. Environmental Innovation and Societal 
Transitions, 34, 139–150. https://doi.org/10.1016/j.eist.2019.12.001 

Teece, D. J., Pisano, G., & Shuen, A. (1997). Dynamic capabilities and strategic management. 
Strategic Management Journal, 18(7), 509–533. 

Teixeira, E. de O., & Werther, W. B. (2013). Resilience: Continuous renewal of competitive 
advantages. Business Horizons, 56(3), 333–342. https://doi.org/10.1016/j.bushor.2013.01.009 

Thilmany, D. (2012). What are niche markets? What advantages do they offer? Assessment and 
Strategy Development for Agriculture. 

Tsou, H.-T., & Chen, J.-S. (2020). Dynamic capabilities, human capital and service innovation: the 
case of Taiwan ICT industry. Asian Journal of Technology Innovation, 28(2), 181–203. 
https://doi.org/10.1080/19761597.2020.1719852 

Ulmanen, J. H., Verbong, G. P. J., & Raven, R. P. J. M. (2009). Biofuel developments in Sweden 
and the Netherlands. Renewable and Sustainable Energy Reviews, 13(6–7), 1406–1417. 
https://doi.org/10.1016/j.rser.2008.10.001 

Vallaster, C., Cesinger, B., Niemand, T., Huis, C., & Lienbacher, E. (2023). Conscientious 
enterprises: The role of decision makers’ social identity and the preference to engage in B2B 

relationships. Industrial Marketing Management, 111, 216–228. 
https://doi.org/10.1016/j.indmarman.2023.04.006 

Varadarajan, R. (2017). Innovating for sustainability: A framework for sustainable innovations and 
a model of sustainable innovations orientation. Journal of the Academy of Marketing Science, 
45, 14–36. 

Vesal, M., Siahtiri, V., & O’Cass, A. (2021). Strengthening B2B brands by signalling 

environmental sustainability and managing customer relationships. Industrial Marketing 
Management, 92, 321–331. https://doi.org/10.1016/j.indmarman.2020.02.024 

Viswanathan, M., Jung, K., Venugopal, S., Minefee, I., & Jung, I. W. (2014). Subsistence and 
Sustainability. Journal of Macromarketing, 34(1), 8–27. 
https://doi.org/10.1177/0276146713499351 

Viswanathan, M., Shultz, C. J., & Sridharan, S. (2014). Introduction to the Special Issue on 
Subsistence Marketplaces. Journal of Macromarketing, 34(2), 119–121. 
https://doi.org/10.1177/0276146714522266 



Voyer, B. G., Kastanakis, M. N., & Rhode, A. K. (2017). Co-creating stakeholder and brand 
identities: A cross-cultural consumer perspective. Journal of Business Research, 70, 399–410. 
https://doi.org/10.1016/j.jbusres.2016.07.010 

Waddock, S. A., Bodwell, C., & Graves, S. B. (2002). Responsibility: The new business imperative. 
Academy of Management Perspectives, 16(2), 132–148. 
https://doi.org/10.5465/ame.2002.7173581 

Wang, Y., Rod, M., Deng, Q., & Ji, S. (2021). Exploiting business networks in the age of social 
media: the use and integration of social media analytics in B2B marketing. Journal of Business 
and Industrial Marketing, 36(12), 2139–2149. https://doi.org/10.1108/JBIM-05-2019-
0173/FULL/XML 

Ward, M. (2015). Metal forming and forging–finding a new place within high value manufacturing 
through advanced, industrial scale research. Ironmaking & Steelmaking, 42(4), 252–258. 

Warren, L. (2022). Report: Companies Prioritize SDGs But Lack Action – Sourcing Journal. 
Sourcing Journal. https://sourcingjournal.com/denim/denim-sustainability/global-reporting-
initiative-united-nations-sustainable-development-goals-sdg-323872/ 

Wikström, P.-A. (2010). Sustainability and organizational activities - three approaches. Sustainable 
Development, 18(2), 99–107. https://doi.org/10.1002/sd.449 

Williams, E. (2015). Green giants: How smart companies turn sustainability into billion-dollar 
businesses. Amacom. 

Williams, J. (2006). KISA in innovation of New Zealand software firms. International Journal of 
Services Technology and Management, 7(2), 154–162. 

Wood, K., Bobenrieth, M., & Yoshihara, F. M. (2017). Sustainability in a business context. In 
Teaching business sustainability (pp. 253–267). Routledge. 

Zindiye, S., Chiliya, N., & Masocha, R. (2012). The impact of Government and other Institutions’ 

support on the Performance of Small and Medium Enterprises in the Manufacturing Sector in 
Harare, Zimbabwe. International Journal of Business Management & Economic Research, 
3(6). 

  
 


