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Sustainability
Strategy
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or many of the world’s leading
companies, sustainability is at the
heart of their business. The
decisions and actions they take, and
the way they run their operations revolve
around the understanding that companies
can no longer afford to achieve long-term
growth and profitability at the expense of
society and the environment. Idealistic
though it may seem now, sustainability
integration is fundamental to future business
success. And it all starts with a well-planned,
visionary sustainability strategy.
A strategy can very well define the course of
action and priorities a company takes on
environmental, social, and governance issues,
and allows for better resource allocation for
long-term value creation. It must be anchored
by strong leadership and active engagement
with all stakeholders – from the business
owner to the board of directors, as well as
the employees working in operations and the
surrounding communities.
An integrated mindset across the company is
essential. Hundreds of sustainability or
corporate social responsibility (CSR) initiatives
will not do justice to the impact of having a

Interest in sustainability continues to be
healthy, but the prevailing opinion among
business executives is that adoption is rather
slow. “What we don’t often see in Thailand is
companies using this mindset, SEP or
sustainability, to lead their business,” says Nat
Vanitchyangkul, partner, ASEAN Corporates
at Environmental Resources Management
(ERM). “Sustainability is still being adopted as
a framework to manage environmental and
social issues, but not as a philosophy or
concept to manage business,” he explains.
“There is not enough effort being put into it, so
this results in significant differences between
the mindset of the Thai business community
and that of global sustainability leaders.”

strong organizational culture driving
sustainability forward. That, coupled with
awareness on the part of employees and
top-level management, can truly help a
company recognize the risks and
opportunities that will shape its future.
In Thailand, sustainability is increasingly
accepted as the way forward for business.
Its premises seamlessly intertwine with King
Bhumibol Adulyadej’s Sufficiency Economy
Philosophy (SEP). Drawn from decades of His
Majesty’s development work as well as the
ethical tenets of Buddhism, SEP has provided
a foundation for sustainable growth applicable
to enterprises big and small. During his annual
birthday speech in 1998, His Majesty said:
“Sufficiency means to lead a reasonably
comfortable life, without excess and overindulgence in luxury, but enough. Some things
may seem to be extravagant, but if it brings
happiness, it is permissible, as long as it is within
the means of the individual. Some translate
‘sufficiency’ from English as: to stand on one’s
own feet. This means standing on our own two
legs planted on the ground, so we can remain
without falling over, and without asking others to
lend us their legs to stand on.”

Rather than being a driver of value, innovation,
or better returns on capital, sustainability
is usually limited to risk and reputational
management purposes – siloed to the
periphery of a company’s activities. This
translates to heavy emphasis on CSR activities,
awards, sustainability reports, and aspirations
for Dow Jones Sustainability Indices listings.
With some exceptions, sustainability among
smaller businesses is typically an afterthought,
or is not on the radar at all. Businesses today
are nevertheless gradually responding to
pressure from the public and civil society
sectors, striving to achieve the United Nations’
Sustainable Development Goals (SDGs), and
embracing what some call ‘CSR in-process’
instead of ‘CSR after-process.’ Views on
stakeholder engagement are slowly shifting
as well, as companies realize they are more
exposed to reputational risks from increased
public participation on social media platforms
such as Line, Twitter, and Facebook.

The starting point
Creating a sustainable company does not
mean starting over from scratch. It involves
playing to one’s existing strengths and unique
characteristics to develop an approach that is
compatible with, and builds upon, core
business objectives. Most importantly, you
have to begin with a clear sustainability vision.
“Once you have a vision supported by tangible
plans and a long-term commitment, that is a
50-percent enabler,” says Sangob Auloong,

The corporate headquarters of SCG, Thailand’s long-time sustainability pioneer. Pictured here

vice president of operations at Interface, a
global carpet manufacturing company with
operations in Thailand. Once this is achieved
it becomes far easier to generate ‘buy-in’
across the organization, secure financing and
resources, and ensure that sustainability is
as valued by top management as any other
business imperative.

“Sustainability is still being adopted as a
framework to manage environmental and
social issues, but not as a philosophy or
concept to manage business.”
SCG, Thailand’s long-time sustainability
pioneer, aspires to become “a regional
market leader, contributing to the sustainable
progress of ASEAN and local communities”
where it operates; to be recognized as “an
innovative workplace of choice, and a
role model in corporate governance and
sustainability.” Examples of SCG’s strategies to
reach those ambitions include the company’s
successful SCG Eco Value and SCG Eldercare
Solutions product lines (see Products and
Services, page 112). In addition, a 2017 survey
by Work Venture found that SCG was the top
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Supply Chain Management

explains sustainability and communication
director Lars Svensson; but often it results in
just the kind of long-lasting, dialogue-driven
partnerships they’re looking to nurture. “Others
say, ‘We think this is good and we want to
invest ourselves in IKEA values, as we see this
as a way of improving our own efficiencies
and also becoming more marketable.’”
Technology & Transparency: Advanced
sensors, mapping tools, mobile technology,
data analytics, and other forms of technology
are opening up new frontiers in supply chain
transparency. Whether they deal in cars or
clothes or cod, companies are using the
myriad forms of new tech to help them see
deeper into the supply chain – especially
beyond the first tier – and protect their brands.
There is no more salient a Thai example of
this trend than the wild sea fishing industry.
A range of technology is now helping to
ensure that the scandals that erupted around
illegal, unreported, and unregulated fishing
and labor exploitation don’t erupt again.

Supply Chain Management

Vessel monitoring systems, which allow
companies and other stakeholders to track
fishing vessels, as well as fish DNA testing
are finally shedding light on a perilously murky
supply chain (see Fisheries, page 186).
Digitally-driven supply chains look set to
become more common. The explosion in
mobile technology and cloud-based software
systems is helping companies improve the
efficiency and integrity of supply chain data.
As the years march on, and progress with it, so
too will the ways in which companies harness
tech to connect with suppliers, conduct audits,
interface with existing enterprise resource
planning systems, and monitor and manage
supply chain risk on a day-to-day basis.
These and other technological developments
will, in effect, allow sustainability and supply
chains to become more tightly integrated.
They may also compel proactive companies
to move beyond compliance and share their
supply chain successes (and shortcomings)
with stakeholders.

The following recommendations can be applied
across supply chains of all sizes and complexity:



Map out your supply chain to identify
the most pressing issues to be managed.
 Consider using a materiality assessment and
supply chain risk assessment to flesh out top
risks, impacts, and issues.

Engage internally with management and
relevant staff, to build their knowledge and
capabilities on supply chain sustainability.



Engage regularly with suppliers,
subcontractors, and partners to build the
business case for supply chain sustainability.
 Build partnerships, collaborate with suppliers and
industry peers to extend sustainability
objectives beyond the first supply chain tier.

Embed supply chain sustainability into the
structures, policies, and processes of your
organization. This can be achieved by:
 Inserting sustainability criteria into your
procurement process and supplier
qualifications;
 Announcing a sustainable supply chain
or procurement policy and developing
a supplier code of conduct;
 Assigning responsibilities to a specific
department;
 Incentivizing staff to apply sustainable supply
chain practices through KPIs and financial
rewards;

Collaboration: Multi-stakeholder collaboration
is playing a crucial role in the spread of
sustainable supply chains. Leading companies
are increasingly collaborating not only with
suppliers, but also peers, industry associations,
regulators, and even other companies from
other sectors in an effort to achieve them.
One example of this trend in action is the
Sampran Model, a grassroots initiative whereby
organic rice farmers conduct direct, ‘fair trade’
sales with hotels and consumers. A runaway
success, this supply chain ecosystem – which

Fisheries and
Marine Resources

 Setting long-term targets that dovetail
with your sustainability strategy.



 Engage with key stakeholders to gather input.
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 Consider leveraging tools and platforms such
as supplier management seminars, training,
and supplier codes of conduct in the process.



Deploy technologies to support supply chain
sustainability initiatives and increase
accountability, traceability, and efficiency.



Invest in a diverse and inclusive supply chain
by working with small and diverse businesses in
areas of sourcing and operations.



Disclose supply chain sustainability performance
through websites or reporting channels.
Be transparent about achievements and challenges.

eliminates chemicals from rice and empowers
debt-ridden farmers – began as a pilot project
at Nakorn Pathom Province’s Sampran
Riverside hotel and has since been fine-tuned
and expanded with the help of government
bodies, NGOs, and universities. And, through
more collaboration, it looks set to continue
spreading: having proven that supply chains
can dovetail with sustainability, its creator is
now trying to cross-pollinate the model with big
business. “Us working with Mitr Phol [the Thai
sugar producer] is a test of its scalability,”
says managing director Arrut Navaraj.

‘Take Action’
Page 110-111

Inaction from the industry could not only lead
to a reduction in consumer demand from
Western countries, but also to sanctions. In
2015 the European Union issued Thailand
with a yellow card for illegal, unreported,
and unregulated fishing (IUU). This was a shot
across the bow of the Thai fishing industry,
a warning measure that, if ignored, would have
led to a full-scale ban on seafood imports from
Thailand. On paper, the impact of a red card
was estimated at around US$200–300 million
by SCB’s Economic Intelligence Unit, with the
cost rising to US$500 million if, as its report
stated, “shrimp farmers are unable to validate
a products’ legality because they use small
fish in fishmeal to feed shrimp.”

Improving
seafood traceability

F

or centuries, people living along
and around the 3,200 kilometers of
coastline that shape modern-day
Thailand have found a vital source of
protein in the surrounding waters. After World
War II, this primarily small-scale fishing sector
grew into one of the largest fishing industries
in the world, with the 1960s and 1970s seeing
the introduction of trawling and an increase in
the use of purse seining. Today, Thailand is the
fourth-largest seafood exporter in the world.

With the global population expected to reach
9.6 billion people by 2050 (from 7.6 billion
today), consumption of fish will be key for
future generations. Not only is the number
of people rising – so too is fish consumption,
which rose to over 20 kilograms per capita
for the first time in 2016. “Globally there’s a
protein challenge [and] wild caught seafood
and aquaculture definitely have to be part of
that solution,” says Dr Darian McBain, director of
Sustainable Development at Thai Union Group,
one of Thailand’s largest fishing companies.
But before it can capitalize on any new
opportunities, the Thai fishing industry must
first untangle a complex knot of challenges.
First, the rapid growth of the industry has led

to the overfishing of national waters and the
depletion of stocks. Since catches peaked
back in the 1980s, reaching 1.8 million tons,
they have steadily decreased. As a result, the
industry started to expand to waters outside
of Thailand in the 1990s and 2000s, which
in turn made it harder to trace the origin of
ocean-caught fish due to the lack of control
over distant water fleets.
As for social impacts, the Thai fishing industry
relies on a migrant workforce, as most Thais
are not willing to work in the sector. The
vulnerable situation of these workers, many
of them unskilled and undocumented, has led
to dire labor conditions on many vessels and
in many pre-processing factories. Some have
been denounced in news reports and research
studies from non-governmental organizations,
such as Greenpeace or the Environmental
Justice Foundation.
Because of these malpractices, the Thai
fishing industry is now tainted with a
reputation for using slave labor and illegal
fishing. With consumers increasingly aware
of the sustainability and traceability of what
they buy, this reputation will be difficult to
overcome.

With a large portion of the supply chain located
hundreds or even thousands of kilometers
offshore, traceability – the capacity to follow
a product back to its origin – is especially
complicated in the case of seafood. As a
result of this opaqueness, and also, arguably,
a lack of foresight, the seafood sector has, as
the United Nations Environment Programme
writes, “taken longer than other sectors to
react to social and environmental ethical
concerns.”
But a sea change is underway, much of it
consumer driven. In a global survey conducted
by the Marine Stewardship Council (MSC) in
2014, nine out of ten respondents said ocean
sustainability is important to them. Moreover,
consumers are demanding more supply
chain accountability. The most pertinent
transnational example is the lawsuit filed in
California against US retail chain Costco for
selling allegedly slavery-tainted shrimp farmed
by Thai food group CP Foods. The lawsuit was
finally dismissed, but it showed the level of
engagement of many consumers, especially
in Western countries. In this part of the world,
fish consumers’ interest in the traceability of
seafood doesn’t just involve the origin of the
fish that they eat but also other factors: the
species, whether the fish is wild or farmed,
the method used to capture it, the date of that
capture, whether the fish has been frozen,
and labor conditions.

Thailand’s seafood industry is struggling to introduce ethical labor practices.

For its part, the Thai government has amended
its laws to improve the traceability of the supply
chain. One major step was the approval of the
Royal Ordinance on Fisheries in November
2015. This new regulatory framework is aimed
mainly at combating IUU. Under the new
legislation, vessels above 30 gross tonnage
have to be equipped with a Vessel Monitoring
System (VMS), a satellite-based monitoring
tool that calculates the position of the craft
using GPS. The government also implemented
a Port In/Port Out system (PIPO), which entails
inspecting every commercial vessel coming in
or out of any Thai port.

Traceability – the capacity to follow a
product back to its origin – is especially
complicated in the case of seafood.
Partnerships between the private sector, NGOs,
and the Thai government are also key to
improving traceability. One of the first initiatives
of this kind was the Shrimp Sustainable Supply
Chain Task Force, which was initiated by
CPF and Costco in July 2014. Others have
followed, such as the Multi-stakeholder
Initiative for Accountable Supply Chain of
Thai Fisheries (MAST), which was established
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by the Labor Rights Promotion Network
Foundation (LPN), one of the longest running
organizations fighting against human trafficking
and labor abuses in Thailand, and TLCS Legal
Advocate Company. MAST’s goals include
the creation of a Thai fishermen’s union;
the establishment of port centers providing
shelter, food, and first aid to fishermen; and
strengthening public awareness about
migrant worker living conditions.
Despite these moves, tracing seafood supply
chains remains a big challenge, according to
Thon Thamrongnawasawat, deputy dean of
the Faculty of Fisheries at Kasetsart University.
“Fishing in Thailand is different from Europe
or America. It is a multi-species [model]. Local
fishermen don’t catch only one type of fish,”
says the scholar. He adds that many fishermen
do not sell their catch on the open market,

Companies should try to diversify
their offerings with new products
made with less popular, but also less
threatened, species.
and also have their own clients among
restaurants or hotels. “It is more difficult
to control here,” he says. However, the
information provided by the VMS system can
help clarify the origins of the fish, as long as
the product is not mislabeled and the data
on the vessel that caught it is provided to
the upper levels of the chain.

189

The fight against
illegal fishing
Improving traceability might be the first step
in the fight against IUU, but it is far from
being the last – further actions are required to
ensure the sustainability of the industry. First,
companies need to reconsider the origins
of the fish they catch or use, even if caught
legally. Fishing in areas with healthier stocks
is prudent, as eventually the law will compel
companies to do so; the Marine Fisheries
Management Plan 2015–2019 (FMP) includes
a significant reduction of fishing capacity in
the Gulf of Thailand and the Andaman Sea to
allow for the recovery of the fish stocks in the
area. This means that Thai companies will have
to either fish in distant waters, buy from other
countries, or source more sustainably and try
to gain a premium price for their catch.
Companies should also try to diversify their
offerings with new products made with less
popular, but also less threatened, species.
Some companies, such as Thai Union, are
already developing new products based on
these varieties of fish. In the case of fresh fish
consumption, the Thai certification standard
Blue Brand (see Case Study, page 196) is
guiding consumers toward seasonal and less
popular species, leading the way in raising
awareness so that buying preferences match
the production capacity of the oceans.
There are still concerns, though, about the
increasing demand of some of the most
popular species, such as tuna. “Companies
still try to expand, of course. For example,
Thailand has never been a tuna consumer but
companies are now trying to push the market,”
says Anchalee Pipattanawattanakul, oceans
campaigner at Greenpeace. For instance,
Sealect, one of the main brands of Thai Union,
launched “Gin Pla Dai Boi, Aroi Dai Tookwan”
(Enjoy your daily meal with tuna), a campaign
promoting the daily consumption of tuna,
in 2012. The campaign included road show
activities, online media and a set of
advertising commercials. “The latter was to
convey the message that Sealect Tuna is a
suitable ingredient for preparing different
dishes, both Thai and international,” says the
Thai Union 2012 Annual Report. Some other
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BENJAMIN LEPHILIBERT is the founder of
the Bangkok-based LightBlue Environmental
Consulting, which helps hotels reduce their social
and environmental footprint by offering guidance
on everything from green meetings to food waste.

Tourism

communications channels, and they know what leverage
and rewards can be used. Finally, it’s important to keep
track of the KPIs, to keep communicating improvements
to your staff and ideally to try and tie those
improvements with incentives or bonuses.

Is there a hotel sub-sector that is leading the way?

The hotel groups that are doing better are usually the
smaller ones. The larger ones tend to make a lot of
noise and to build partnerships with the other big guys
so that they build their credentials. But there is
no transparency there.

How important are sustainability certification
programs to hotels?

What is your approach to achieving sustainability
within hotels?
There are companies helping companies on CSR and
communities, but our approach is more humancentered. We’re focused on tackling low-hanging
fruits to improve efficiency rather than demanding
investments in expensive machinery. There is so much
that can be done by working with humans. It’s about
moving from awareness to changes in behavior.

What are your recommendations for hotels
just starting out?

Identifying KPIs that relate to all the different subcategories
you put under sustainability is fundamental. You need to
understand where you are now to know where you want
to go. Then you need to work out which KPIs are most
important to you and how you can work toward those
new objectives within your team, because a one-man
sustainability approach won’t work. “Why” is also often
overlooked: Why is sustainability important? Why are
you asking staff to reduce energy consumption? I also
recommend working closely with human resources.
Most of the time they’re neglected in implementing
change but they’re a good department to work with as
they can reach out to everyone, they know internal

companies feel that, as one owner puts it,
sustainability is a state of mind that doesn’t
need formulating or articulating: “We don’t
want to spend time and energy promoting
something that’s inherent in our core values.”
However, those that do try to measure their
externalities find it eye-opening. “You can
never say that you’re truly sustainable,” says
Willem Niemeijer, the founder and CEO of Khiri
Travel, a B2B travel company that went down
the certification route and then found itself
working through a GSTC-approved checklist
that spans everything from office waste to
idling passenger vans. To help them stay on
top of their KPIs, the company, which employs
around 130 staff, has a full-time sustainability
guru. “We need to have a sustainability manager
to really stay on the cutting-edge,” he says.
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Other tour companies are more focused on
fine-tuning staff skills. In the case of Smiling
Albino, a luxury adventure tour company, they
go beyond simple job training in an attempt to
improve the prospects of their team. “We do
things like speech training, emergency rescue
training, how to deal with difficult situations –
enrichment programs where we send them
to learn about things that aren’t necessarily
connected to their jobs,” explains co-founder
Daniel Fraser. As for their supply chain, the
company willingly pays extra in an effort to
foster long-term, healthy relationships. “We’re
proud to say that we pay our guides and
suppliers far more than any other company
in travel,” says Fraser. Doing this, he explains,
improves safety and increases guest
enjoyment. “As soon as you bargain it down,
the driver is going to drive the boat faster, and

There are so many degrees in sustainability, but if you
go for proper, third-party certification then there are no
question marks. I have been an auditor myself. You don’t
mess around. You have a certain buffer but if you’re not
compliant you don’t qualify.

Are any local certificates emerging?

We’re working on our own certification related to
food waste prevention. It’s called The Pledge on Food
Waste and is third-party audited. It measures detailed
financial KPIs to see what the financial impacts of your
new measures are on your bottom line, the implications
for your staff, the ways in which you engage customers
to reduce plate waste, and how you distribute or
transform your food excess.

What do you hope to see less of in the future?

Hotels are very slow at adapting to shifting trends.
They’re not early adopters of new practices. Innovative
thinking, challenging their model, adapting – in these
areas they’re so conservative.

And what do you hope to see more of?

An area where I see potential is in new hotel projects
starting from scratch. That’s the direction the industry
should take if we want to start moving forward:
comprehensive approaches. Embed sustainability in
every step: branding, values, architecture, construction,
interior design, pre-opening, operations, everything.
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