
Table of Contents 
Foreword V 

List of Figures IX 

List of Tables XI 
List of Abbreviations XIII 

1 Introduction 1 

2 Sustainability Beyond Boundaries 9 
2.1 Introduction 9 
2.2 Literature Review and Theoretical Basis 11 

2.2.1 Current State of Sustainability Research in PSM 11 
2.2.2 Current State of Sustainability Research in PSM 12 
2.2.3 A Theoretical Framework for Analyzing Sustainable 

Business Practices 13 
2.3 Methodology 13 

2.3.1 Research Design 13 
2.3.2 Case Selection 13 
2.3.3 Data Collection 16 

2.4 Data Analysis 16 
2.5 Results 18 

2.5.1 Foundation 18 
2.5.2 Communication 19 
2.5.3 Guidance 20 
2.5.4 Outcome 21 
2.5.5 Reconnection 21 

2.6 Discussion 22 
2.7 Conclusion 26 
2.8 References 28 

3 CSR in Buyer-Supplier Relationships 33 
3.1 Introduction 33 
3.2 Literature Review 36 

3.2.1 A Cross-functional Perspective on CSR 36 
3.2.2 Responsible Purchasing Practices and their Market Appreciation 37 
3.2.3 Marketing of Supply Chain Oriented CSR Capabilities 

and Firm Reputation 38 
3.3 Conceptual Framework for Integrating Purchasing and Marketing.... 40 
3.4 Research Method 42 

http://d-nb.info/1033709735

http://d-nb.info/1033709735


VIII Table of Contents 

3.4.1 Case Selection and Sampling 42 
3.4.2 Data Collection 44 

3.5 Results 46 
3.5.1 Exploratory Analysis: Distinct Concepts for Marketing CSR 46 
3.5.2 Inductive Analysis: How the Marketing of CSR Affects 

Reputation 58 
3.6 Conclusion and Implications 66 

3.6.1 Managerial and Theoretical Contribution 67 
3.6.2 Limitations and Further Research 68 

3.7 References 68 
3.8 Appendix 75 

4 Drivers and Mechanisms of Purchasing-Marketing Integration 77 
4.1 Introduction 77 
4.2 Theoretical Foundation and Research Framework Development 80 

4.2.1 Supplier Opportunity Perspective on SSCM Based on RDT 
and RAT 80 

4.2.2 PSM-Marketing Integration in a Supply Chain Context 82 
4.2.3 Sustainable Supplier Management and Sustainable Marketing 84 

4.3 Research Method 85 
4.3.1 Research Design 85 
4.3.2 Case Selection 85 
4.3.3 Data Collection 87 

4.4 Data Analysis and Results 91 
4.4.1 The "Go First" Category 91 
4.4.2 The "Enthusiast" Category 94 
4.4.3 The "No Choice!" Category 96 
4.4.4 The "Why Bother?" Category 98 

4.5 Discussion 100 
4.5.1 Drivers of PSM-Marketing Integration 100 
4.5.2 PSM-Marketing Integrative Mechanisms and Achieved 

Integration 104 
4.5.3 Moderating Effects 104 

4.6 Conclusion 106 
4.6.1 Theoretical Implications 106 
4.6.2 Managerial Implications 107 
4.6.3 Limitations and Further Research 108 

4.7 References 108 
4.8 Appendix 114 

5 Final Conclusion 117 


