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A few things in which we agree
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The Concept of
Sustainability




Sustainability has
Three Dimensions

Bearable L]

Sustainable

Economic !

Viable




Sustainability =
Capacity to Endure
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The Planet




Climate Change 1s Real




Resources are more and
more Scarce




Waste & Pollution Abound




3 CUSTO M.ER
A new
Marketing Era




The Era of Value Driven Marketing

“Consumers are looking for solutions to their
anxieties about making the globalized world a
better place”

“They look for not only functional
and emotional fulfillment but also

human spirit fulfillment in the
products and services they choose”

P. Kotler




Marketing Change in Focus

Target the consumer as a whole human being

Product Customer Brand Value
Management § Management § Management § Management

50,s 70,s 90,s 2010,s
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MIND HEART SPIRIT




Philip Kotler’s

The age of Participation &
Collaborative Marketing

The Age of Globalization
Paradox and Cultural Marketing

The Age of Creative Society and
Human Spirit Marketing




“Your company does not belong in any market where
it can’t be the best. Within five years, if you're in the

| same business you are in now, you're going to be out of

business.”
Peter Drucker

“Within five years, if you run your business in the

same way as you do now, you're going to be out of
business.”

Philip Kotler




Welcome to the Future!




Marketing 3.0

Value Customer Today

MARKETING STRATEGIC
CONCEPT PLANNING
Value Value
Company Company
Today Tomorrow

SOCIAL
MARKETING

Value Customer Tomorrow



The New Marketing Mix
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Because company outputs don’t
always match customer expectations

COLLABORATIVE RELATIONSHIP
MARKETING RELEVANCY
CHOICE
GOOD VALUE
IRUST/PEACE OF MIND
PROMPT DISPUTE RESOLUTION

FEELING OF IMPORTANCE
PERSONALIZATION
TRANSPARENCY
ACCOUNTABILITY
CONSISTENT PRESENCE

TWO-WAY COMMUNICATION

Company Outputs Customer Expectations
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Ten
Sustainability
Related Business
Opportunities



Sustainability as a sense of

Endurance

McDonald'’s
became more

sustainable by
diversifying into
salads, fruits,...




Satisfying the
immediate needs of S
customers does not

always serve the
future best interests.




2 Sustainability as a Source of

Competitive Advantage

COMMON THREADS INITIATIVE

REDUCE
WE makon usolud Qoor that lxsts a long time
YOU don’t buy what you don't need

REPAIR
WE help you repair your Patagonia geor
YOU pledge 10 fix what's broken
REUSE
WE holp fnd 0 home 1or Patagonia goar
YOU NO IoNQer need
YOU sail or pass it on”
RECYCLE
WE will take back your Patagonia gear
that is wom out
YOU pledine 10 keop your stuf out of
e lanaill and InCinerator

/oo

. REIMAGINE

patagon]a TOGETHER wo reimagine & workd whore we take
Patagonia.com only what nature can rigiace

patagonia




2 Sustainability as a Source of
Competitive Advantage

“At Whole Foods Market®, “healthy" means a whole lot more. It goes beyond good
for you, to-also encompass the greater good. Whether you're hungry for better, or
simply food-curious, we offer a place for you to shop

where value is inseparable from values”

- Ry
Uirey



Sustainability is Efficiency

“In order to meet the many

challenges the future holds, we
want to become three times more

efficient by 2030”

3 Valve 71
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More social progress
and better quality of life

¢

Less energy
used and less
greenhouse gases

More value for our

customers and more

value for Henkel + 1 0 %
= more net sales per

production unit

Performance
+20%
safer per

?L‘?nh million hours
‘ b Safer workplaces and worked
Deliver better health & hygiene
more value
at a reduced
footprint Less water used and

less water pollution

-15%
Materials less water per
and Waste production unit

-15%

less waste per
Less resources used production unit
and less waste generated

-15%

less energy per

At a reduced Footprint production unit



Sustainability is Efficiency

“Improving the water use efficiency of our operations by 20% has
enabled the company to save more tan $15 million in water and
related costs”



4 Sustainability is Efficiency

New coolers
use 30 to 40%
less enerqy.




Sustainability is

Brand Engagement

A way to win loyalty through Emotional Connection
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Campbell Soup changed the colour of its
packaging during Breast Cancer Awarenesss
Month and improved demand significantly



Sustainability is

Brand Engagement

A way to win loyalty through emotional connection

We're different because of our values

SUPPORT ACTIVATE DEFEND PROTECT
L COMMUNITY SELF HUMAN OUR
TRADE ESTEEM RIGHTS PLANET




Sustainability as a

Source of Profitability

IBM found a
profitable business
by recycling 99% of
the mainframe parts

it takes in.




6 Sustainability as a Source of

Profitability

“61% of Top Management who had changed their business model and
had sustainability as a permanent fixture on their agenda said they
have added profit from it”

s A
MlTs ray-1¢a| In coflaboration with
h _\5,1( 1}
* ! 4

Management Review BCG Percent saying
RESEARCH oo | Sustainability 61% 38%
REPORT added profit |

WINTER 2013

Is sustainability
on the agenda of Yes No
top management?

FINDINGS FROM THE 2012 SUSTAINABILITY & INNOVATION
GLOBAL EXECUTIVE STUDY AND RESEARCH REPORT

The Innovation

-
Bottom Line M IT SI
How companies that see sustainability as o a n
both a necessity and an opportunity,and

change their business models in response,

e | Management Review




7 Enhances Your Brand Reputation

“Through its Sustainable Living Plan Unilever helps to identify areas of
opportunity for brand-led growth, cost savings and future profit.
It fuels innovation and spans the entire value chain”

THEWELL BEING
- TO IMPROVE THE
OF MORE THAN LIVELIHOODS OF

1BILLION / MILLIONS

PEOPLE OF PEOPLE THAT

T0 HALVE

OUR VALUE CHAIN

THE ENVIRONMENTAL
IMPACTS ACROSS OUR
VALUE CHAIN, INCLUDING
IMPACTS RESULTING
FROM THE CONSUMER
USE OF PRODUCTS




Enhances Your Brand Reputation

Walmart: From everyday low prices to the Green Giant

Walmart

Save money. Live better...and Greener

sm

U, Walmart
S /ero-Waste-to-Landfill

Program

Walmart compiles disposal and recovery ‘\
data for 50 separate waste categories, such
as cardboard, paper, aluminum, plastic bags

and more. categorles

5 ; 1 In 2013, Walmart stores/clubs donated 571 million

pounds of food — the equivalent of 368.6 million
meals — to local food banks and hunger relief
organizations, like Feeding America.

Walmart worked directly with

suppliers to turn 56 million pounds of

recovered cooking oil into bio-diesel, milllon pounds
spap or a supplement for animal feed.

of recovered
cooking oll




7 Enhances Your Brand Reputation

[t takes 20 years to build a reputation and
five minutes to ruin it. If you think about
that, you'll do things differently.

Warren Buffett
CEQ, Berkshire Hathaway



8 Increases Competitiveness

Supplier
Sustainability Assessment

oL L2

Walmart : $

SustainabilityHUB W&



8 Increases Competitiveness

Walmart Scorecard has
significantly changed the way
companies operate and source
their raw materials & packaging

W a\‘\\“\\;\\\




Leadership

Sustainable Companies Attract & Retain Talent

(t's NOT “Why Should You Hire me?”’
[t's “Wlag Should | Work for You?”’




10 Attractiveness for Stakeholders

Investors are more & more choosing
Sustainable Companies




10 Customer Satisfaction

Sustainability is now a Brand
Differentiator,
but will soon be a
Consumer Expectation!



10 Customer Satisfaction

e —

Every business is now a service b
Does your service put a “smile” on the co

0

ess...
mer’s face?
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iMuchas Gracias!

Belén Derqui
belenderqui@elindicek.com



