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Abstract

What is really important in the strategy that determines business operations in a company today is
environmental sustainability, and this is because every company faces a kind of reality in relation to its
operations that is global, regulatory, and consumer. Businesses that really make sustainability part of
their strategic framework develop their corporate reputation and, in a sense, end up with a more
innovative approach to competition, but really reduce costs and risks associated with climate change and
resource constraints. Long-term profitability of the organization is based on sustainable practices, such
as green supply chain operations, energy efficiencies, and eco-friendly product designs, as these address
the concerns of all stakeholders. And now the influence of environmental sustainability in corporate
decision-making, such as ethical governance and responsible resource efficiency, is reflected while those
adopting sustainable business models enjoy efficient operations, confidence increasing from investors,
and customer loyalty further. Regulatory compliance and respect of international sustainability standards
refresh the necessity of businesses integrating environmental aspects into their strategies.
Unquestionably, however, there are problems such as high costs for the transition to sustainable
operations, resistance to change, and needed technological improvements. To work in favor of
organizations that are early adopters of sustainability, the very obstacles mentioned above provide a
competitive advantage to the organizations with respect to the ability to exploit new opportunities in
green markets and regulatory incentives.

Keywords: Environmental Sustainability, Corporate Strategy, Sustainable Business Models, Green
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INTRODUCTION

Industrial manufacturing presents a variety of global challenges, including issues with the economy,
society, and the environment (Hart & Milstein, 2003). The pursuit of sustainability by businesses can be
explained by a wide range of motivational factors and theoretical stances (Lozano et al., 2015). Recent
studies on environmental sustainability suggest that the need for a sustained competitive advantage
motivates businesses to embrace green values, take proactive measures to combat climate change, and
place a strong emphasis on sustainability (Esty & Winston, 2009; Holliday & Pepper, 2001, Nidumolu et
al., 2009). It should demonstrate both upper management, who are strategic contributors to the products,
and operational workers, who are meant to run the front end of these products (Igbal & Omercic, 2024).

According to Hart and Milstein (2003), sustainable business practices have an impact on almost every
aspect of a company's business model, and pursuing environmental sustainability is connected to
organizational identity. However, little research has been done on the connections between organizational
identity, managerial agency, and changes in business models motivated by sustainability. Although there
is a wealth of literature on environmental practices (Green et al., 2012, Robinson, 2004, Stubbs &
Cocklin, 2008), research has neglected how businesses implement strategy changes and link sustainability
to how they function in their business ecosystem (Seuring & Gold, 2013). Understanding the roles of
organizational identity and managerial agency through which sustainability is instilled in the
organizational practices in a business ecosystem is essential to any discussion of environmental
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sustainability. Therefore, the current study uses structured interviews, abductive reasoning, and grounded
theory-based coding to analyze the greening of the business model for the US-based carpet manufacturer
Interface (Strauss & Corbin, 1998). The focus of the analysis is on the actions taken by its managers to
initiate and advance the change in the business model as well as the connections between their
organizational identity and the change in the business ecosystem. By doing this, the study draws attention
to the method by which managers altered the business strategy of Interface between 1994 and 2012.The
study expands on earlier investigations into Interface's development as a "green pioneer" from a cultural
perspective (Dubose, 2000). In the context of Insurance sector, the digitization of insurance companies
has further enhanced customer access to various insurance products through access improvement under
better risk management and improved financial stability through digital platforms, enabling easy reach to
real life insurance plans and increased awareness (Igbal et al., 2024).

The structure of the essay is as follows. It starts by reviewing prior knowledge on business model change
and environmental sustainability. The research methods for the current study are then described. The
paper then looks into Interface's business model greening and connects its findings to academic research
on business models and environmental sustainability. The paper ends by outlining potential directions for
future study. Over time, various viewpoints on environmental sustainability have changed. Strategic
management literature promotes sustainability as a way to boost competitive advantages while preserving
natural resources for future generations, despite the environmental management literature's focus on
resource efficiency (Carrillo-Hermosilla et al., 2010, Frondel et al., 2008, Potts, 2010; Nidumolu et al.,
2009). According to these two lines of research, incorporating sustainability into corporate strategy,
product development, and business operations can increase sales, open up new markets, improve
corporate image, differentiate products, and boost return on investment (Azzone et al., 1997, Fraj-Andres
et al., 2009, Pujari et al., 2003).The cultural domain, on the other hand, offers an additional intriguing
viewpoint on sustainability by highlighting the significance of organizational identity. Organizational
identity, according to Albert and Whetten (1985), is the process of defining one's own "who we are as an
organization" and "how we differ from other organizations." Although recent research (Gioia et al., 2013)
emphasizes the fluidity of organizational identity and challenges the conventional wisdom that it
maintains continuity over time, identity should shift in tandem with an organization’s transformation.
Organizational identity (self-image, differentiation from others, continuity) offers useful concepts for the
study of environmental sustainability, but its relationships with business models have received relatively
little attention.

Many businesses are considering the need to invest more in sustainability. The paper provides specific
examples from various businesses and outlines the essential components of a corporate sustainability
strategy. Companies that are just beginning the sustainability process as well as those interested in
enhancing or extending their current sustainability strategy make up the target audience for this study. A
corporate sustainability strategy has many facets and offers the business numerous advantages.

Problem Statement

The impact of environmental sustainability on corporate business strategy is an increasingly important
issue in today's global economy. Many companies are recognizing the need to incorporate sustainability
into their business practices as a means of achieving long-term success and competitive advantage.
However, there is a lack of understanding about how sustainability can be effectively integrated into
corporate strategy, and what the potential impacts and benefits may be (Eccles & Serafeim, 2013).
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Research Rationale

Sustainability in the environment is a crucial global problem that affects companies of all sizes and in all
industries. A company's corporate business strategy is the collection of choices and steps it makes in order
to accomplish its long-term aims and objectives. Companies can lessen their environmental impact and
increase their societal responsibility by incorporating environmental sustainability into their business
strategies. Socially conscious clients and investors are more apt to invest in businesses that prioritize
environmental sustainability (Arif et al., 2023). Through better waste control and decreased resource
consumption, environmental sustainability can also result in financial savings (Saleem & Igbal, 2022).
Environmental sustainability can enhance employee morale and help a company recruit and keep top
talent. It can also be incorporated into business strategy. Businesses that disregard environmental viability
run the risk of losing customers and facing legal consequences. Governments are regulating companies
more frequently on because of their environmental effect, businesses must incorporate sustainability into
their business strategy.

Innovation and new business opportunities can be stimulated by working together on environmental
sustainability initiatives with partners, suppliers, and consumers. The bottom line is that integrating
environmental sustainability into corporate business strategy is not only morally right, but also essential
for long-term company success in a changing global environment. Businesses must incorporate
sustainability into their business strategy due to their impact on the environment. Working together on
environmental sustainability initiatives with partners, suppliers, and customers can foster innovation and
new business opportunities. The bottom line is that, in addition to being morally right, incorporating
environmental sustainability into corporate business strategy is crucial for long- term company success in
a changing global environment.

Research Significance

Environmental sustainability is becoming an increasingly important consideration for companies across
industries. As companies recognize the long-term risks associated with environmental degradation, they
are starting to incorporate sustainability into their business strategies. Environmental sustainability has a
significant effect on corporate business strategy because it can: Promote innovation: Adopting
sustainability can motivate businesses to develop new goods, services, and procedures that are more
productive, less wasteful, and have a smaller negative impact on the environment. Increased competition
and market differentiation may result from this.

Risk Reduction

Environmental dangers like pollution, water scarcity, and climate change can have a big impact on a
business' operations, supply chain, and reputation. Companies can proactively manage these risks and
secure their long-term viability by integrating sustainability into their business strategies. Improve brand
reputation: Customers are more concerned than ever about how the goods and services they use affect the
environment. Businesses that show a commitment to sustainability can build their brand reputation and
draw in eco-aware clients. In conclusion, environmental sustainability has a significant impact on
corporate business strategy and can spur innovation, reduce costs, and meet regulatory requirements while
reducing risks and enhancing brand reputation. Businesses that embrace sustainability can benefit their
stakeholders in the long run and help to build a more sustainable future.
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Research Questions

1. What effects do sustainable business practices have on a company's bottom line and long-term ability
to compete in the market?

2. What part do stakeholders, such as shareholders, employees, clients, and regulators, play in
determining a company's sustainability strategy and how it fits into the overall business plan?

3. How do various sectors approach sustainability and incorporate it into their business models and
strategies, such as manufacturing, finance, and technology?

LITERATURE REVIEW
Global challenges that industrial production faces include those relating to the economy, society, and
environment (Hart & Milstein, 2003). Numerous motivating elements and theoretical viewpoints can be
used to explain why organizations pursue sustainability (Lozano et al., 2015). Recent research (Esty &
Winston, 2009; Holliday, 2001; Nidumolu et al., 2009) suggests that the necessity for a sustainable
competitive advantage drives organizations to adopt green principles, take proactive steps to prevent
climate change, and place a significant emphasis on sustainability. Iqbal and Ali (2024) note that strategic
leadership plays a significant role in formulating this corporate strategy. This entails envisioning the
future, making informed choices, and motivating and inspiring employees toward a common goal (Igbal
& Chishti, 2023).
On the linkages between organizational identity, management agency, and modifications in business
models brought on by sustainability, however, little study has been done. Recognizing the functions of
managerial agency and organizational identity in instilling sustainability into organizational practices Any
debate about environmental sustainability must take place in the context of a corporate ecosystem. In
order to analyze the greening of the business model for the US-based carpet company Interface, the
current study used structured interviews, abductive reasoning, and grounded theory-based coding (Strauss
& Corbin, 1998). From a cultural standpoint, the study builds on past investigations of Interface's
emergence as a "green pioneer" (Dubose, 2000; Toktay et al., 2006). The following section of the study
examines Interface's greening of its business model and links its conclusions to academic studies on
business models and environmental sustainability (Igbal et al., 2021).
The necessity to integrate sustainability into business practices is becoming increasingly apparent as
environmental sustainability has emerged as a crucial concern in the global economy. The purpose of this
literature study is to examine the relationship between environmental sustainability and corporate
business strategy, as well as the difficulties businesses encounter when incorporating sustainability into
their plans and potential rewards (Hassan et al., 2021). In recent years, the importance of incorporating
environmental sustainability into corporate business strategy has grown. Sustainable business practices
increase a company's chances of long-term success and competitive advantage (Fareed & Igbal., 2024). A
KPMG survey from 2017 found that 87% of the major firms in the world now report on sustainability and
have environmental impact reduction goals.
Despite the fact that sustainability is becoming increasingly important, many businesses still struggle to
incorporate sustainability into their strategy. Lack of knowledge about how sustainability may be
successfully incorporated into corporate strategy is one of the primary issues. Only 30% of businesses,
according to a Mckinsey (2016) survey, clearly grasp how sustainability can add value to their operations.
The lack of money and skills needed to undertake sustainability efforts is another problem. Many
businesses lack the required expertise and understanding to effectively create and implement
sustainability initiatives. In addition, major investments are frequently needed for sustainability projects,
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which can be a hurdle for businesses with little funding. Saving money is another advantage. Companies
can save money over time by reducing their use of energy and resources thanks to sustainability
measures. Initiatives focused on sustainability can also assist businesses in finding fresh markets and
revenue sources.

Environmental sustainability is incorporated into corporate business strategy is a topic that is getting more
and more attention in the modern world economy. While incorporating sustainability into company
strategy presents certain difficulties, the potential rewards are substantial. Businesses with a competitive
edge and an effective sustainability strategy are more likely to succeed over the long run. As a result, it is
crucial for businesses to understand how sustainability can add value to their operations and to invest in
the tools and knowledge needed to successfully implement sustainability projects. Sustainability of the
environment in corporate business strategy is a collection of decisions and actions a corporation takes to
fulfill its long-term goals and objectives constitutes its corporate business strategy. Companies can lessen
their environmental impact and assume more social responsibility by incorporating environmental
sustainability into their business strategies. Investors and customers that value social responsibility are
more likely to support companies that prioritize environmental sustainability (Zaheer et al., 2023).
According to a Nielsen poll, 81% of consumers worldwide strongly agree that businesses should
contribute to environmental improvement. Businesses that fail to prioritize environmental sustainability
run the danger of losing clients and being prosecuted. Due to their environmental impact, governments
are increasingly regulating businesses, thus they must incorporate sustainability into their business plans.
For instance, the Circular Economy Package, which aims to decrease waste and improve resource
efficiency, has been put into effect by the European Union. Businesses who disregard these requirements
risk penalties and legal repercussions.

It is not only morally correct, but also crucial for long-term commercial success in a rapidly changing
global context, to include environmental sustainability into corporate business strategy. By implementing
environmental sustainability into their business plan, companies can lessen their negative effects on the
environment, raise their social responsibility, and promote innovation and new commercial prospects.
Businesses that prioritize environmental sustainability are more likely to attract socially conscious
customers and investors, while those that don't run the danger of losing those customers and running afoul
of the law. Companies across all industries must carefully consider environmental sustainability.
Businesses are beginning to incorporate sustainability into their business plans as they become more
aware of the long-term risks linked to environmental degradation. The purpose of this literature study is to
investigate how corporate business strategy is impacted by environmental sustainability.

Adopting sustainability can spur companies to create new products, services, and processes that are more
efficient, waste-free, and have less of an adverse effect on the environment (Nawaz et al., 2022).
According to a Harvard Business Review research, businesses that place a high priority on sustainability
are more likely to innovate and create new goods and services that cater to the needs of customers that are
environmentally sensitive (Eccles & Serafeim, 2013). Increased rivalry and market distinction may result
from this invention. Environmental threats including water contamination and Operations, supply chains,
and reputation of a firm can all be significantly impacted by climate change. By incorporating
sustainability into their business strategy, organizations may proactively manage these risks and ensure
their long-term viability. Businesses that prioritize sustainability are better able to manage risks related to
climate change, resource scarcity, and environmental restrictions, according to a World Economic Forum
report (WEF, 2019). More than ever, consumers are worried about the environmental impact of the
products and services they use. Businesses that demonstrate a commitment to sustainability can enhance
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their brand reputation and entice environmentally conscious customers. According to a Nielsen poll, 81%
of consumers worldwide strongly agree that businesses should contribute to environmental improvement
(Nielsen, 2018). Businesses may prioritize sustainability by Businesses can enhance their brand reputation
and draw in eco-aware clients.

Environmental sustainability may encourage innovation, cut costs, and meet regulatory requirements
while lowering risks and increasing brand reputation. It also has a substantial impact on corporate
business strategy. Businesses that embrace sustainability can eventually help to create a more sustainable
future and benefit their stakeholders. Businesses that place a high priority on sustainability will be better
positioned to succeed over the long run as environmental awareness grows.

Visual Research Framework: Sustainability Strategies in Business
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Figure 1. Research Framework

METHODOLOGY
Research Design
An amalgamation of exploratory and descriptive research designs is deployed. Under the exploratory
phase, qualitative insights from industry experts, sustainability managers, and corporate strategists are
drawn, while quantitative data analysis assessing how sustainability affects business performance comes
under the descriptive phase.

Data Collection Methods

Primary Data: Structured surveys and semi-structured interviews were conducted with corporate
executives, sustainability officers, and supply chain managers from across several industries. The survey
measures the levels of sustainability adoption, strategic integration, and business outcomes.

Secondary Data: These data are drawn from academic journals, corporate reports on sustainability, legal
texts, and case studies of industries for contextuality and for the validation of primary findings.
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Sampling

This method of purposive sampling includes people participating from different organizations that have
adopted sustainability into their business model. The sample is driven from different sectors and
industries, thus seeing across the wider spectrum of sustainability practices and strategic impacts.

Data Analysis
The qualitative information observed from interviews is interpreted through thematic analysis, which
signifies and elaborates the recurrent patterns and thematic happenings regarding both discursive and
literal senses.

Ethical Considerations

All respondents give informed consent, which includes both CSS and voluntary participation. And the
research follows ethical research guidelines, including the protection of sensitive corporate data. This
research methodology assures a strong and evidence-based evaluation of the ways through which
environmental sustainability shapes corporate business strategy.

Table 1
Effect of Sustainable Business Practices on a Company’s Bottom Line and Competitive Advantage
. tain Industr
Research Question Themes Obtained d}lS 'y Research Outcome
Factors Implication
t i i . .
. . Cost savings, Compgmqs Sustainable practices
1. Financial revenue growth, investing in .
. Lo . improve long-term
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What effects do attraction financial resilience Y
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. ) Reputation boosts
1mage, customer practices attract

practices have on aZ2.Brand
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and long-term ability to Consumer Trust d}lll Y Y competitiveness
compete in the market? ; erlence ;onsu.me;.sl.
3. Risk egulatory . ustainabriity . Reducing risks leads
o adherence, risk  reduces operational ;
Mitigation & . . to financial and
Compliance reduction, long-  risks & legal market stability
term resilience  liabilities
Table 2
Role of Stakeholders in Shaping a Company’s Sustainability Strategy
Research Question Themes Obtained Factors Ind}l st1:y Research
Implication Outcome
Demand for ESG  Pressure to Companies
Whit pa}? ld(;) stakehollders, such (1& ISiljer:E)(;lder investment, implement green prioritize
as shareholders, employces, Influence sustainability- finance & ESG  sustainability to
Zh::nts,. an regulators, P lay in linked returns integration attract investors
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sustainability strategy and how it Workforce Employees Internal alignment
fits into the overall business 2. Employee & engagement, green advocate for enhances
plan? Internal Culture HRM, ethical responsible sustainable
leadership business practices business strategies

27



Volume 3 Issue 2, July — December, 2025

Eye-The International Social Science Review

Research Question
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Table 3
Sustainability Approaches in Different Sectors
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Table 4
Industry Implications of Sustainability Strategies
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Table 5
Research Outcomes and Future Directions

. . I t
Research Question Themes Obtained Factors lld}lS 1:y Research Outcome
Implication
Circular economy, Companies will shift Future firms align
1. Future . .
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responsibility, ethical sustainability -
. P policies
consumerism nitiatives

DISCUSSION

In today's world, environmental sustainability in the employees' corporate business strategy has become
need and not an option for organizations that want to achieve long-term growth and resilience for the
organizations. It followed that they would incur better operating efficiencies, reduced costs, and boosted
reputation for the brand by going sustainable. On the accomplishment of renewable energy, reduced
wastes, and optimized resources, businesses minimize their environmental risks and improve their
standing in the market. Furthermore, it stimulates innovations for ecological-friendly goods and services
that build new streams of income in the market and increase competitiveness as the consumers become
more aware. Most profoundly, regulatory compliance is forcing the businesses to go towards
sustainability. The states and international organizations introduce stricter environmental regulation,
policies about carbon taxation, and standards regarding sustainability reporting, making firms incorporate
sustainability within their core strategies. Noncompliance with such regulations could result in adverse
legal penalties, loss of reputation, or withdrawal of investors. On the contrary, organizations that pro-
actively conforms their operations are environmentally much more advantageous by getting government
incentives, tax benefits, and further accesses to green financing options that supplement long-term
sustainability. Corporate sustainability strategy has been massively impacted by consumer behavior.
Consumers today equate environment responsibility with ethical behavior, thus they tend to pick
environmentally responsible brands. Companies that integrate sustainability into their value propositions
receive greater customer loyalty and market share. Sustainable supply chain practices, such as ethical
sourcing and the reduction of carbon footprints instill greater confidence in consumers toward the
organization and enhance brand equity. This, therefore, means that the company is beginning to consider
sustainability as a key value differentiation to target not just environmentally concerned consumers, but to
also improve stakeholder relationships with investors, employees, and regulators.

Integration of sustainability into corporate strategies is highly beneficial, however, several challenges
impede this trend in organization. For instance, going sustainable would mean that the organization must
invest heavily in technology, infrastructure, and training (Fahim et al., 2020). In earlier days, societies
were quite rigid as compared to today; the progress made by technological innovations has contributed to
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this transformation (Fareed et al., 2023). It becomes an immediate barrier to moving forward to the
sustainable viability. Change resistance within organizations, combined with short-term financial
pressures, acts as an impediment to adapting to renewable practices within the organization. Another
factor that makes it hard for businesses to evaluate progress toward sustainability, and comparison with
other industries, is the fact that there are no standard measures of sustainability. Hence, these obstacles
demand for a pivot in the culture of the corporation, substantiating this with a commitment of leadership
and cross-functional collaboration (Kanwal et al., 2023).

In the end, the environment and its sustainability are the primary motivators behind corporate strategy,
guiding choice-making at all organizational levels. Enterprises that consider sustainability as one of their
core business principles are in a stronger position to deal with changing regulations, fulfil the new trends
in consumer demand, and earn profits over a longer period. When some obstacles have to be faced,
organizations that cultivate sustainability into their respective work will have stronger operational
resilience, competitive differentiation, and societal good. As the global business environment undergoes
transformations, sustainability will continue to keep the spotlight in corporate strategic decision-making,
thus molding the future of responsible yet profitable businesses.

CONCLUSION

Placing environmental sustainability in the context of corporate business strategy is not a temporary fad
but rather a crucial element for long-run organizational success. The companies that practice
sustainability act as good stewards of the environment, thereby establishing their market competitiveness
and operational efficiencies. Therefore, with business practice aligned with the concept of sustainable
development, innovation will be stimulated; costs will be reduced; and the overall corporate reputation
will be enhanced. In other words, sustainability emerges as a key value-driving consideration that affects
every aspect of corporate decision-making, from product creation to customer interaction.

Not only that, the regulations and customer preferences will serve as the undeniable driving forces for
organizations to reconsider the adoption of sustainable practices. Compliance assures mitigation of legal
penalty risks, while responding to consumer preferences for eco-friendly products and services enhances
customer loyalty. Forward-looking companies that sense the changes and take actions not only comply
with regulations but also earn an edge in the market by creating different images in a crowded
marketplace. The implication, therefore, is that sustainability has now become a strategic imperative for
companies determined to stay relevant and continue making profits well into the future.

Although there remain challenges to the acceptance of sustainability practices, the positives definitely
outweigh the negatives. Transitioning to sustainable operations would involve quite some investment;
however, in the longer run, the benefits-such as reduced operating costs, increased brand value, and
stronger stakeholder relationships-really do justify sustainability as a business strategy. With
environmental issues gaining prominence on the global scene, organizations must consider sustainability
as their top priority and integrate it into their business models in order to respond to fast-changing market
demands. Through its endeavors in this regard, a business will not only be helping in the attainment of a
more sustainable world but will also be preparing itself for ongoing growth and success.
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