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The business value
of changing consumer
behaviors

WORKING GROUP MEMBERS
5. o M
@'l:%e_t;g Plenep HILTON MARS e€bayinc

(> |
Mondelez, fofmonohmon LOREAL  CATHAY PACIFIC



TODAY

UﬁD

J

RISK REPUTATION MARKET SHARE SALES INNOVATION

REGULATION

JUVHS LINYVI ONISVIHINI

S37TVS ONISVIUINI

NOILVAONNI T300KW SS3aNIsng

9NI400¥d 3¥NLNd

NOILVAONNI 3J1A¥3S B LINA0Yd

ALTVAOT ANVYE ONISVIHINI

NOILVILN3¥34dId

ANTVAANVYEE ONISVIHOINI

AIN3TVL ONILOVYELLY

ISINOY¥d ONVYE ONILIINW

301¥d 33A0TdW3

SNOILVI3Y ¥30T0HINVLS

MSIY ONIONAa3y

NOILYTN93Y

JYVHS LINYVIN ONISVIHINI

S37VS 9NISVIYINI

NOILVAONNI 7300W SS3aNIsng

9NIJ00¥d 3¥NnLNd

NOILVAONNI 3J1A¥3S B 13n0aoyd

ALTVAOT ONVYE ONISVIUINI

NOILVILN3¥344d10

ANTVA ONVYE ONISVIUINI

AINITVL ONILOVYELLY

ISINOY¥d ONVYE ONILIINW

301¥d 33A0Td W3

SNOILVTI3IY ¥3IATOHINVLS

MSIY ONIONA3Y

NOILYTIN93Y



MANUFACTURE
=
/ S
= ﬁP
SUPPLY \
RESQOURCES | @






@@ TOYOTA
rrIUS

(PRODUCTS
FOR A MORE
SUSTAINABLE

LIFE AT HOME)




EAST CAPITAL

2% 44% 84% 46%

Diversity and independence

1%

of the portfolio has at 1 of the portfolio have of the total number of the portfolio has a of the portfolio has a
eastone woman on two OT more Women of directors are INEDs board where INEDs board where INEDs
the board on the board comprise = 33% comprise = 50%
Reporting and transparency Contribution to sustainable development
are active participants report emissions data produce sustainability of the portfolio is engaged of the portfolio invested
of UN Global Compact to CDP report based on GRI in offering certain goods or in renewable energy

or [IRC services that has potential to  and clean-tech

contribute to 1 or more SDGs

Shareholders and management

of the portfolio has main shareholders of the portfolio has a best in class
O whose aims are aligned with minority 0 incentive program which should
0 shareholders on bribery and corruption, 0 encourage management to
supported by a whistleblowing function maximise value for all shareholders



RENT VATTEN
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For Sustainable Development













VISION SYMBOLS

Know where you're going Create brands that matter

MAPS STORIES

Build strong action plans Take people with you




Vasentlighet
Bidrag

Affar
Riktning

VISION SYMBOLS

Know where you're going Create brands that matter

How to unlock the
sustainability
opportunity to help
brands and
businesses grow.

THE
LOGIC

THE
MAGIC

MAPS STORIES

Build strong action plans Take people with you

Trovardighet
Syfte
Erbjudande
Engagemang
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Know where you're going Create brands that matter

How to unlock the
sustainability
opportunity to help

brands and
businesses grow.

MAPS STORIES

Build strong action plans Take people with you
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DRIVING AMBITIOUS CORPORATE CLIMATE ACTION




CLIMATE POSITIVE VALUE CHAIN BY 2040

Climate change remains one of the greatest challenges of our time. Its
consequences will affect our entire planet and everyone living on it - making
It a key challenge to all industries, including fashion. We have decided to
make a bold commitment and show that fashion can be climate positive, by
setting the goal of becoming climate positive across our entire value chain
by 2040 - at the latest.
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Purposeful business drives financial performance, for stakeholders and brand

0%

concluded that companies
with good ESG* standards
prove to be better

investment opportunities

*Environmental, social and governance factors

88%

showed that good ESG
practices result in
better operational
performance (es. energy,

water and waste savings)

0%

show that stock price
performance is positively
correlated with good
sustainability practices



W Marketing Week

Consumers are willing to pay
more for purposeful brands

Consumers are starting to put their money where their mouth is when it
comes to responsible consumption, says Michelle Keaney, partnership
director at The Marketing Academy and founder of Three Point Zero.

think with Google

When the Path to Purchase
Becomes the Path to Purpose

TargetMarketing

The Secret to Marketing Success

The Purpose-Driven Brand

Super Bowl ads trolling Trump: "The
world is more beautiful the more you
accept'

Forbes

Millennials Driving Brands To Practice Socially Responsible
Marketing

THEBMUWIMI

Consumers today don't just buy brand, but look
for a higher purpose - a conversation at Cannes

campaign

Exclusive: Brands' lack of purpose endangers consumer
relationships, Edelman reports

Global survey says customers expect a lot more than a simple transaction: They want meaningful action


https://www.marketingweek.com/2016/09/19/consumers-are-willing-to-pay-58-more-for-purposeful-brands/
https://www.marketingweek.com/2016/09/19/consumers-are-willing-to-pay-58-more-for-purposeful-brands/
http://www.thedrum.com/news/2016/06/20/consumers-today-dont-just-buy-brand-look-higher-purpose-conversation-cannes
https://www.forbes.com/sites/sarahlandrum/2017/03/17/millennials-driving-brands-to-practice-socially-responsible-marketing/#62f2fb354990
https://www.thinkwithgoogle.com/intl/en-gb/consumer-insights/when-the-path-to-purchase-becomes-the-path-to-purpose/
http://www.campaignlive.co.uk/article/exclusive-brands-lack-purpose-endangers-consumer-relationships-edelman-reports/1399734
http://www.campaignlive.co.uk/article/exclusive-brands-lack-purpose-endangers-consumer-relationships-edelman-reports/1399734
http://www.targetmarketingmag.com/post/the-purpose-driven-brand-why-it-matters-more-than-ever/all/
http://www.targetmarketingmag.com/post/the-purpose-driven-brand-why-it-matters-more-than-ever/all/
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Partnering Brand Business
for Purpose Purpose Purpose

Del av kampanj Del av varumarket Del av affaren



1

Partneringf
or Purpose

Ett meningsfullt satt att
engagera sina kunder,
utan att ha syftet i hjartat
av organisationen.

McDonalid’s
- W

2

Brand
Purpose

Ett satt att skapa ett akta och
meningsfullt engagemang kring

en viktig fraga och skapa positivt
inflytande genom kommunikation och
partnerskap — utan att ha

sjalva syftet i affarsmodellen.

COO0Pp

3

Business
Purpose

Skapa riktigt och heltackande
forandring genom att badda in
syftet i affarsmodellen och
varumarket — inifran och ut.

Interface:



2 3

Brand Business
Purpose Purpose

1

Partneringf
or Purpose

Greater & longer-term benefit
Higher cost

Lesser & shorter term benefit Harder to implement
Lower cost

Easier to implement



Business Purpose
+

Brand Purpose
=
Partnering for
Purpose



“To maximize long-term
stockholder value, while adhering
to the laws of the jurisdictions in which
we operate and at all times observing the
highest ethical standards.”

DEAN FOODS CORPORATION



“To create a better everyday
life for the many people.”

IKEA



“To bring inspiration and innovation to every
athlete in the world... If you have a body you
are an athlete.”

NIKE



“To make people feel good about
themselves, about others and about
the natural environment and
the whole of which we a part.”

NATURA



CLIMATE
TAKE
BACK
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AkzoNobel

Tomorrow’s Answers Today




AkzoNobel
Tomorrow’s Answers Today

Planet
Possible

Creating infinite possibilities
in a finite world



VISION

Know where you're going

How to unlock the
sustainability
opportunity to help

brands and
businesses grow.

MAPS STORIES

Build strong action plans Take people with you
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VISION SYMBOLS

Know where you're going Create brands that matter

How to unlock the
sustainability
opportunity to help

brands and
businesses grow.
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THE NEW ECO FRIENDLY CARS FROM VOLVO v




TALK

A lot

A little

WALK

BAU Risk Leadership



INTRESSE?

KONCEPT A better everyday

Sustainable life at home
Resource and energy independence

FOKUSOMRADEN Better life for people and communities

IKEA CARBON FOOTPRINT IN FY16 (TONNES COD2)

(TOTAL 39,992,548)

DETALJER .

W scope 3




Kunder

Leverantorer Journalister




Sokande

Sjalvforverkligare Framgangsstrdvare
38% 34%
Ansvar Noje

Lugn & ro
Trygghetssokare 28%



Aventyr SSkande Risksokande

Kunskapstorst Trendkanslig
Global Inre varderingar Pengar Image
Jamstalldhet Djup Mode  Ambition
Makt
Samhallsfragor Osakerhet
Medvetenhet PG EE R Perfekta hemmet
Ansvar NG&je ;
Autencitet Materialsm
Universalism Sjalvuttryck
Immateriell Trygghetssdkare Disciplin ~ Familjen
Tillsammans Nytta
Nojdhet Trygghet
Hem & tradgard Nationell sakerhet

Lugn & ro
Tradition Koncensus



Fokusera!

1

Béorja med varfor
Varfor ar hallbarhet relevant
for er? Varfor &r det relevant
for afféren, varumarket och

era malgrupper?

2 3

Visa den stora bilden § Var éppen och arlig
Vad &r det som maste hdnda Om du &r arlig med dina brister

och hur nér du dit? Satt fingret pAll  skapar du motstandskraft for
era viktigaste omraden, forklara | kritik. Transparens och 6dmjuk-

problemet och ta tag i de het skapar fortroende och
stora fragorna. inspirerar andra.



LOOP ROCKS

o W

< OVERSKOTT
“ VAD? 23km
10 ton jord, 30 ton schaktmassa

® VAR?
Vastmannagatan 73, Stockholm

B NAR?
2016-05-15 - 2016-06-15

& VEM?

Stefan
ﬁ A

® KOMMENTAR
Marrmassor. Kiassificering gjort




Fokusera!

Attraheral

1

Béorja med varfor
Varfor ar hallbarhet relevant
for er? Varfor &r det relevant
for afféren, varumarket och

era malgrupper?

2 3

Visa den stora bilden § Var éppen och arlig

Vad &r det som maste hdnda Om du &r arlig med dina brister
och hur nér du dit? Satt fingret pAll  skapar du motstandskraft for
era viktigaste omraden, forklara | kritik. Transparens och 6dmjuk-

problemet och ta tag i de het skapar fortroende och

stora fragorna. inspirerar andra.

Var konkret Var modig Var lockande
Visa vad ni gér, och gér Vaga sta for nagot. Beratta och entusiasmera!
det plattlatt att gora rétt. Vdga vara obekvam. Gor det lustfyllt! Alla vill
Det maste vara tydligt, Véga ta rodret. héinga med p& resan om

synligt och jamforbart! Véga sikta hégt. du &r roligare &n

resten.



Ideg draddar lobbyorganisationen Svensk Mjblk
sannan med Oatly £ Marknadsdomstolen. En pi
ytan ganska littsan tillstillning, som ska
avgbra om vi fir fortedtta siga saker son

IT’S LIKE MILK NO MILK.
BUTMADE -~ NOSOY.
FORHUMANS NOBADNESS.

Mon bako= stinningen 1igger en betydligt mirkare
vorklighet. En historia on hur on pressad stor-
industri till varje pris vill féchindra en Uppen
diskussion oa hillsa, hillbarhet och milj¥.

Fir sanningen Ar att vi kunde l8st cet hiir
Bver en kopp Kaffe (Utan miBlk) redan fir ett &r
sodan. Oot tkulle sparat dbice ose och de recen

allninhoten. Dotsanan gbller hirda fakta on
miljln och klioatet. Men &n si linge far vi ju
lov att siiga vad vi vill, od hill § dig:

Idag stdr kdtt= och m)lkindustrin for 14,5%
av virldens totals utelipp av vixthusgaser.
Dot 5r liks mycket som alla transportmedel
tillsammans = bflar, flygplan, tég och bitar.
Oa vi bara glorce en sé enkel sak son att byta
ut mjlken i Kaffet mot havredryck under ett
dr, tkulle Sveriges viixtgasutslipp ainska med
185 449 ton. Det motsvarar 328 286 flygresor
till Thosland. Ténk vag kvl vi kunce ha!

NN
NW

battre 4n havredryck. €t Ante helt ovintat
utfall, eftorsom de Jémfict beriked mjilk
mod oberikad havredryck. Vad de inte taler
1ika hilgt om iir att deras modell ocked visar
att svenskt kraavatten lir nigot av det mest
miljbvidrigs du kan dricka.

>
»
xT 7i
A11 vit bavee wenser Trdn svetans ghrisr, 54 Lre Late ail vi
o4 el svetnia blacers Ciler koasor fir den celen,

MIOLKLOBBYN=CATLY
final ceunédewn

och Kolhydrater ska se ut: Som en havredryck.
Meod tilllgget att den fonshbller naturligs
fibrer son kallas betaglukaner och som bovis~
1igen Br bra fir hjértat.

Strunt samsa egentligen. Fir medan vi Kiibblar
rinner tiden ivig. Uch vorken Klisatet, vir
hilen eller vbrs svenska nldlkbinder ken vinta
s3rokilt aycket lingre. Vi behiver sléd virs
kloka huvuden Lhop och fundera dver hur vi pé
allvar kan snpassa oss till en ny verklighet.

Hur utvecklar vi stt livskraftigt svenskt
Jordbruk uten att tus=a pb djurreglerna?

Hur haller vi vira landskap ppna

och garantersr den biologisks
ningfalgen? Men franfdrallt:
Hur ser vi till att ha en
sund planet att linna Yver

-

Tel oAl



Fokusera!

Attraheral

Engagera!

1

Béorja med varfor
Varfor ar hallbarhet relevant
for er? Varfor &r det relevant
for afféren, varumarket och

era malgrupper?

2 3

Visa den stora bilden § Var éppen och arlig

Vad &r det som maste hdnda Om du &r arlig med dina brister
och hur nér du dit? Satt fingret pAll  skapar du motstandskraft for
era viktigaste omraden, forklara | kritik. Transparens och 6dmjuk-

problemet och ta tag i de het skapar fortroende och

du &r roligare an
resten.

stora fragorna. inspirerar andra.
Visa vad ni gér, och gér Vaga sta for nagot. Beratta och entusiasmera!
det plattlatt att gora rétt. Vdga vara obekvam. Gor det lustfyllt! Alla vill
synligt och jamforbart! Véga sikta hégt.
Tillsammans hénder det. Skapa - Inte om isbjérnarna eller Visa nyttan fér mig. Skapa ska hinda
kulturen och engagemanget. pandorna. Allt bérjar med oss. verktyget till férandring. Stétta @ Call 2 action - beratta vad som

Var konkret Var modig Var lockande
Det maste vara tydligt, Véga ta rodret. héinga med p& resan om
Gor det till en rérelse Det handlar om oss Det handlar om mig Visa vad som
Alla ska med - det arda Vad star mellan dit vi stravar och peppa pa vdgen. ska géras och satt bollen

det hénder! och dérviar? i rullning!






Tack!



