Meaningful Engagement for Retail Transformation:
Value Co-Creation through Digital Technology and Sustainability Innovation

42 Q [

C D e B S, oy W~

OmOw0O *

moooo Il -ﬁ

ey HHEEHEEEEEEER o L a9 o

m o ooo|o oooooo D ooOomO ooom

R FEEERREE = . O I
e ol | ol o N\ EE == =

D
4
iii Ever greater demands for finite resources next to continuously rapid changing climate with worsening,
well-documented symptoms worldwide stress the need for retail’s transformation towards becoming more sustainable. By going green, research

Intro emphasises on valuable opportunities for retailers to meaningful engage with stakeholders on the sustainable-value creation process. Yet, are
retail industry’s stakeholders willing to take an active role in the sustainability value-creation process?’; if so — ‘how will meaningful
engagement be enabled for driving and fostering sustainability innovation? (Arnold, 2017)
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