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WHAT-WHY-HOW WHY-WHAT-HOW WHAT-WHY-HOW

THE SUSTAINABLE VALUE CHAIN ALLIANCES CUSTOMER
VALUE CHAIN & PARTNERSHIPS ENGAGEMENT

Sustainable supply chain Expert deep-dive:

Consumer engagement (b-t-c)
management & procurement Measuring Scope 1-3 emissions

Sustainability & sales (b-t-b)
Supply chain Sustainability

due diligence in practice partnerships
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KEY LEARNINGS

WHAT YOU WILL LEARN... E

Business case arguments for consumer engagement

HOW  WHY

3 steps for sustainable customer engagement
6 sustainable customer engagement principles
5 engagement frameworks

Examples of how other companies engage their customers

®
N, I:ILELLIS

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

CONSUMER
ENGAGEMENT (B2C) @

Purpose:

Understand what

When a company focuses on involving consumers in its sustainability efforts, it's consumer
about activation, (re)building or (re)strengthening customer relations and about engagement means.
creating brand ambassadors.
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

WHAT KIND OF
CUSTOMERS DO
YOU HAVE?

A customer is the recipient of an offering or
offerings obtained from a seller via a financial
transaction or an exchange of something of value.

www.feedough.

A
pl
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B2C

Business 2 Consumer

B2B

Business 2 Business

B2G

Business 2 Government
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

RELATIONS BUILDING
& BEHAVIOUR CHANGE

INACTIVE FANS BRAND ADVOCATES

Emotional score
provided by
customers
measures depth
of relationship

NPS/C - Sat

LOWER INTEREST ACTIVE PARTICIPANTS

v Graphic from Edengene.co.uk

CSl Score
Behavioral activity - measures interaction

(TANIA-ERES
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BUILDING BUSINESS

How to Calculate Customer Lifetime Value

| r
customer "  support X c.?f::?z:
revenue ~ < costs

n h BA

Source: Avaya internal research
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MODULE 3 CONSUMER ENGAGEMENT (B2C)

SUSTAINABLE CONSUMER
ENGAGEMENT

29

TURN PEOPLE
INTO THE _
HEROES. Hear about our

‘ ‘ business

MODULE 3 ‘ CONSUMER ENGAGEMENT (B2C)

CONSUMER
ENGAGEMENT (B2C)

Companies must inform and involve consumers in order to help them make more
sustainable buying choices. But consumer engagement is also about ensuring more
sustainable - or maybe even circular — consumption in the last part of the company’s
value chain. This doesn't necessarily mean consuming less, but about creating new

consumption patterns.

©

SUSTAINABILITY & SALES (B2B)

We tell about
what we are
passionate
about

SUSTAI

(5)

25/10/2024

How can we
change the
world together?

How can we help
you with what
you are
passionate about

NABILITY & SALES (B2B)

Purpose:

Understand why
consumer behaviour is
a driver, but also a part

of corporate
responsibility and
sustainability efforts.

(TANIA-ERES
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MODULE 3 CONSUMER ENGAGEMENT (B2C)

WHY ENGAGE CUSTOMERS IN

SUSTAINABILITY EFFORTS?

CHANGE
BEHAVIOUR

ENGAGEMENT
L]

PRODUCT
DEVELOPMENT
& INNOVATION

KNOWLEDGE
EXCHANGE

IMPROVE
RELATION-
Sl

MODULE 3 CONSUMER ENGAGEMENT (B2C)

THERE'S A BUSINESS
OPPORTUNITY...

SEE MODULE 1, PART 1 )

MARKET TREND #4

SUSTAINABILITY & SALES (B2B)

USER
BEHAVIOUR
INSIGHTS

BUILD TRUST,
LOYALTY &
AMBASSADORS

EDUCATE &
INFORM

INCREASE
SALES

25/10/2024

(A REPORTING
REQUIREMENT)

SUSTAINABILITY & SALES (B2B)

(TANIA-ERES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

#module3 #consumers #reports

This study did broadly reveal,

in many categories, a clear and
material link between ESG-related
claims and consumer spending.

Mc\él“fg;’“pam

Products making ESG-related claims
averaged 28 percent cumulative
~ growth over the past five-year period,
| versus 20 percent for products
| that made no such claims.

(TANIA-ERES
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#module3 #consumers #reports

Hver 2. forbruger synes, at det er sveert
at treeffe greannere valg

6.6.2023 07:20:00 CEST | Miljgmaerkning Danmark

‘i

Et nyt forbrugerstudie viser, at miljg fortsat stir hgjt pa danskernes
dagsorden. Naesten 6 ud af 10 forsalgti-zr at b.elaste miljget mindst n'rullg? og ¥ BRAND INDEX
foler et ansvar for at veelge mere miljevenlige produkter. Men studiet viser : e
ogsa en raekke barrierer for et grannere forbrug. Bl.a. oplever mange et

samfund praeget af en brug og smid vaek-kultur og greenwashing.

% SUSTAINABLE
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

#module3 #consumers #reports

Nordiske forbrugere tror ikke pa
BA?}IIII?VITI{:\#E‘QBZIIIJ-IZTzvlza virksomheders baeredygtigheds-
budskaber

Danskerne handler baeredygtigt, men Forbrugerne vil uddannes af

overser det digitale klimaaftryk virksomhederne og have globale
standarder, hvis de skal tro pa virksom-
hedernes budskaber om bzeredygtighed.

14122022 08:00:00 CET | Advice Agency

ok Lives Matter opfatter danskerne
E e grgnt. 83 procent peger pd, at
natur o mild er ig med bazredytighed.

ERNE VIL GE
/ \ ' ’
MEN MANGLE E
Seks ud af i er eige i, at en beredyti udviking krver, at de
@ndrer deres forbrug. Men det er kun én ud af fem, der faler sig WHAT M RS TO
velinformerede om, hvile varer, der er bazredygtige.

TODAY'S
tyider meget men de frrste or CONSUMER

bevidste om, hvor meget deres egen digitale adferd o forbrug af data e e T
EDYGTIGHE pivirker limast. Det viser nye tal fra konsulenthuset Advice’
som hvert &r maler holdning til

Gruppen af apatise forbruger erforsvunde. Dt skyides at d
er blevet mere afklarede om deres holdning il baeredygtighed. Gruppen baredygtighed.
af passionerede forbrugereer mere end fordobet. Capgomini@

(TANIA-ERES
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#modulel #rconsumers #reports

NEW DEMANDS ON
THE HORIZON...

THE GEOPOLITICAL CONSUMER

Most consumers now view geopolitics as a top priority
for business: Edelman research

NEARLY 6 IN 10 WANT BUSINESS TO

ADD GEOPOLITICAL ISSUES TO ITS AGENDA

On average, percent who say

Each is a business responsibility:

Economic responsibilities Societal responsibilities Geopolitical responsibilities
Croato jobs Provido training to amployoes Cuttvate admiration for our country's values
Punish counties that violate human rights and
Drve innovation Provide trustworthy information intormationallaw
Growthe economy Address climate change, polluton, poverty,
Wealth creation and foodwater insocurtty

Adress discrimination, wage inequalty,

hoalthcars, and education

Promote cooperation across poliical diferences

85+ 78+« 59«

Y
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)
s

PEOPLE WANT TO BE MORE SUSTAINABLE...

PERCENTAGE OF THOSE WHO ALWAYS/OFTEN DO ANY
OF THE FOLLOWING, PAST YEAR, ALL COUNTRIES

EBIOPHILIN

A growing affinity with nature is ing post i i 77% Recycle at home
an appreciation that human and planetary health are intertwined.

77% Use up leftovers

65% Refuse a plastic bag when shopping

Our relationship with nature has been reset: 82% of people now say they value nature more : 63% Avoid single-use plastic items (straws, water botties, plastic cutlery)
than before. ‘ .

0, P N
The understanding that the pandemic was driven by human encroachment on nature has hit 62% Limit water use in the home
home too~76% agree that it has made them aware of the effect humans have on the planet's \ 58%
ecosystems. A wave of biophilia now sees people seeking to protect nature while also pursuing o
its wellbeing benefits.

Aim to consume less in general

Mend clothes or repair/upcycle household items

(TANIA-ERES
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A SUSTAINABIILTY IMPERATIVE...

The World Is Not Enough

Number of earths/its resources needed if the world's
population lived like the following countries

1.1

@ @‘ TARGET 12.2 Sustainable management and use of natural resources

Denmark South Germany UK China Brazil Indonesia TARGET 12.3 Halve g|0ba\ per capita food waste
Korea °

Selected countries. Calculated based on 2021 Earth Overshoot Days/2017 data TARGET 12.4 Responsible management of chemicals and waste
Source: Global Footprint Network

. v TARGET 12.5 Substantially reduce waste generation
@ ® @ StatISta | TARGET 12.8 Promote universal understanding of sustainable lifestyles

hoot-d:

pls natural-resour y-consumpt
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https://www.wundermanthompson.com/insight/new-trend-report-regeneration-rising-sustainability-futures
https://www.wundermanthompson.com/insight/new-trend-report-regeneration-rising-sustainability-futures
https://www.wundermanthompson.com/insight/new-trend-report-regeneration-rising-sustainability-futures
https://www.wundermanthompson.com/insight/new-trend-report-regeneration-rising-sustainability-futures
https://info.enablesus.com/wp-content/uploads/2022/05/2022-close-the-gap.pdf
https://info.enablesus.com/wp-content/uploads/2022/05/2022-close-the-gap.pdf
https://info.enablesus.com/wp-content/uploads/2022/05/2022-close-the-gap.pdf
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MODULE 3

CONSUMER ENGAGEMENT (B2C)

SUSTAINABILITY & SALES (B2B)

IMPORTANT ELEMENT OF THE (CIRCULAR) VALUE CHAIN

COLLABORATIVE CO-CREATION THROUGHOUT THE VALUE CHAIN | MODEL

Product

Purchasing Production Distribution
development

Product
and service

in use

Sustainable sourcing & procurement | Supply chain management | Consumer engagement

(TANIA-ERES

MODULE 3

CONSUMER ENGAGEMENT (B2C)

SUSTAINABILITY & SALES (B2B)

CONSUMPTION IS
PART OF SCOPE 3...

Q000000

Scope 2 Scope 1
INDIRECT

DIRECT
92 pct of

companies’ CO2
emissions come
from value chain

(suppliers &
customers)

Source: Carbon
Disclosure Project

Scope 3
'TI INDIRECT
purchased

goods and
services

d purchased electricity, steam,
heating & cooling for own use | -
y § g company
ital Facilities
'

employee.
fueland commuting
i =
ompany
= e vehicles
nsportation
end distribution  waste
generated in
operations

Upstream activities Reporting company

Scope 3
INDIRECT

transportation
and distribution

e&_ _ .
ol

processingof
Sldprodis 25 1 y
f ,‘
use of sold

fased assets
products

endoflfe |
‘treatment of
1 soldproducts |
——

Downstream activities
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

#module3 #consumers #reporting

REPORTING DEMAND (ESRS)...

ESRS S4
Consumers and end-users

ESRS 1 ESRS E1 ESRS S1 ESRS G1

General requirements Climate change Own workforce Business conduct

ESRS 2 ESRS E2 ESRS 52
General disclosures Pollution rkers in the value chain
ESRS E3 ESRS S3 O

and marine resources Affected communities

ESRS E4 ESRS s4

n fc Il
Biodiversity and ecosystems Consumers and end-users ‘ORefoRcommentsindiSiEuoust202s

ESRS E5

Resource use and circular

economy PTF-ESRS E EFRAG

Interaction with other ESRS

6. This [draft] Standard shall be read in conjuncllon with ESRS 1 General Principles, and ESRS 2
General, Strategy, as well as ESRS S1 Own workforce,
ESRS S2 Workers in the value chaln and ESRS S3 Affected communities.

(TANIA-ERES
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FORBRUGERE & SLUTBRUGERE | RAPPORTERING

eses e ¢ virksomhedsguiden

Consumers and end-users

Sociale forhold (S):

p N
/\ > @ ESRS S1: Egen arbejdsstyrke +

ESRS S2: Arbejdstagere i veerdikeden

. | ESRS $3: Berprte samfund
Disclosure requirements

prr-Esns

General, strategy, governance and materiality assessment ESRS S4: Forbrugere og slutbrugere
Disclosure Requirement S4-1 — Policies related to consumers and end-users

Disclosure Requirement S4-2 — Processes for ing with and end s about

impacts brugen afvirksomhedens produkter, services eller
forretningsmuessige samarbeider, i

Disclosure Requirement S4-3 — Channels for consumers and end-users to raise concerns P
+ Indvirkning pé helbre

Disclosure Requirement S4-4 — Targets related to ing material negati + Sikkerhed
positive impacts, and managing material risks and opportunities « Privatliv.

Disclosure Requirement S4-5 — Taking action on material impacts on consumers and end-users
and effectiveness of those actions Download ESG-skabelon (PowerPoint) —>

Brug Erhvervsstyrelsens ESG-skabelon til at lave en

Disclosure Requirement S4-6 — Approaches to mitigating material risks and pursuing material frivilig ESG-opgorelse som SMV.
opportunities related to consumers and end-users

(TANIA- N RES
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MODULE 3 SUSTAINABILITY & SALES (B2B)

CONSUMER ENGAGEMENT (B2C)

SUSTAINABILITY
JOURNEY

Plan\ 2020
L

2014-2020
Plan A 2020

2020 onwards
Sustainable
Business

New ways of doing
business that are
carbon positive,
circular and fair.

Engaging
customers
and moving
towards new
business
models.

2010-2013

Plan A revised

Integration

across the

business.

2007-2012

Plan A

Building the
1990s business case

CSR and starting
Focus on a journey.

compliance and
philanthropy.

Source: M&S Plan A Report 2014

(TANIA-ERES
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CONSUMER ENGAGEMENT (B2C)

M&S'S SUSTAINABILITY JOURNEY
Our business model

Plan A is an essential part of our business model and this report brings to life how it adds value across our value chain

— ) e

How we do business Food, Clothing, Stores, multi-channel Creating financial,
Home, Beauty, and global social and
M&S Bank and environmental
M&S Energy value for society

Employees, suppliers,
partners, working
capital and a wide
range of natural
resources and

raw materials

Inspiration — We aim to ¢
Intouch - We listen actiy INSPiring our customers

Integrity - We always str
Innovation - We are rest

LON
NYId
ONIH3E

Q31EVLS

Integrated Plan A marketing™*
Plan A marketing

Identifying Plan A products™
My Plan A™

Meet your producer website
Customer clothes recycling™
Eat Well*™

Source: M&S Plan A Repol

(TANIA- N RES
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MODULE 3

CHOICE INFLUENCING

M &S « Backio S Homepage
€ BecktoFooe 8 e
M&S Health & Nutrition Sl [ wepuond
Log in to My Health Profile
Wome | Our Health Ranges | Heaithy Litestyle [RICTETRTILTR] Your Dist Neods | Recipes | My Heaith Profile | Healthy Pete
Yo M5 » oot Vi » e Nt e » sty Gt » Moty Exng e Pl

Healthy Eating

Our Healt Philososny

Healthy Eating Menu Plan

‘Now Get The de whichis  rich source of omega 3 fats,
Invohvee!

Heaiy Luncn Box
leeas

Actvy

Balance of Good Healtn
Additves Personalising Your Menu Planner
Healthier choices.

- healthier lives

MODULE 3 CONSUMER ENGAGEMENT (B2C)

CONSUMER
ENGAGEMENT (B2C)

The conscious consumer comes in different forms — from the sceptical consumer to
the activistic consumer. Influencing and engaging consumers to buy and consume
more responsibly and sustainably therefore requires a differentiated approach.

25/10/2024

SUSTAINABILITY & SALES (B2B)

R) Oxfam

’S CALLED IT'S GALLED
gﬂ%‘l’%FPING SHWOPPING

P =

it atmre
£ marksandspencer

AL

o
R —

(TANIA-ERES

SUSTAINABILITY & SALES (B2B)

Purpose:

Understand how
companies can
influence and engage
consumers in
sustainable buying
and consumption
behaviour.

13
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

#module3 #consumers #reports

HOW DO YOU ENGAGE CUSTOMERS
IN YOUR SUSTAINABILITY EFFORTS?

Deloitte

Make it Mirkbar

Connecting Customer Engagement with Sustainability

(TANIA-ERES

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

#module3 #consumers #reports

SUSTAINABLE CUSTOMER
ENGAGEMENT PRINCIPLES

I MODEL Sustainable Customer Engagement

Visible Tangible

MAKE IT TRANSPARENT SHOW THE VALUE
AND PERCEIVABLE AND KEEP IT SIMPLE

Empowering Emotional

EMPOWER CUSTOMERS MAKE IT PERSONAL AND
TO PROMOTE AND ENGAGE GIVE IT A HUMAN TOUCH

Sustainable Customer Engagement becomes Markbar when you make your sustainabilty initiatives visible
and tangible, as well 2s enable your customers to promote and engage in your sustainabilty efforts
through all phases of their consumption of your product or service.

Make it Mérkbar, Deloitte, 2014

(TANIA- N RES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

SUSTAINABLE CUSTOMER ENGAGEMENT | GUIDE

19 o
CONSUMPTION : :
ANDPRODUCTION #1 — Align with omer segments & needs

QO

#2 — Choose engagement principles

#3 — Choose engagement framework

Sustainable Customer Engagement. TANIA ELLIS - The Social Business Companu®

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

ALIGN WITH AMBITIONS & GOALS
OF OVERALL BUSINESS STRATEGY

CHANGE
BEHAVIOUR

SUSTAINABILITY IN THE KNOWLEDGE
HEART OF BUSINESS EXCHANGE

PRODUCT
DEVELOPMENT
& INNOVATION

IMPROVE
RELATION-
SHIPS

BUILD TRUST,
LOYALTY &
AMBASSADORS

INCREASE
SALES

USER
BEHAVIOUR
INSIGHTS

EDUCATE &
INFORM

25/10/2024

(TANIA-ERES

(TANIA- N RES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

#consumers #reports

UNDERSTAND CUSTOMER
MOTIVATION & NEEDS Consumer segments

l 2 2 % Extremely green in attitude and behavior — e.g.

carpooling and composting

330 e
l /0 Concerned about health related sustainability issues and

X 259

Skeptical of green messages and corpor
Small potential for increased green behavior

L GETE UEID. i

pollution. Don en behaviors because of
economic and life stage constraints’

Make it Mérkbar, Deloitte, 2014

(TANIA-ERES
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#module3 #consumer

CUSTOMER SEGMENTATION

I Modstanderne : Hverdagsaktivsterne

WY 179 AR

Sustain Insights

. g Report 2022
Tvivlerne Meningsdannerne 1

34 % 19 %

(TANIA- N RES
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MODULE 3 SUSTAINABILITY & SALES (B2B)

CONSUMER ENGAGEMENT (B2C)

MODULE 3

Increasing engagement

Deeply committed but require
supporting evidence to trust

Engaged /Responsible/Worried

Confused (25%)
Undecided and need clarity
of why and how

Detached/Uninformed/Open

Unwilling (10%)
Accept climate change as an issue but not prepared to act
Unconcemed/Inflexible

Rejecters (18%)

both the issue a aking action

Optimists (219%)
Committed and
want to feel good

Interested/
Fashionable/
Confident

Followers(8%)

Partially

committed,

want to look good
Unsure fimage-conscious

Respectful factlitation

Make it easy — demonstrate no extra effort and
no extra cost to them
el e i
pﬂawq‘dlyhasumn;;mmm

Seeking functional benefits

CONSUMER ENGAGEMENT (B2C)

Seeking emotional benefits

#module3 #consumers #reports

Sustainable |

The Buinsss RaleFocus Ams

{@) neomnmen

There is currently no globally recognized or agreed
definition of a sustainable consumer/lifestyle.

TANIA-INEES

SUSTAINABILITY & SALES (B2B)

SUSTAINABLE CUSTOMER ENGAGEMENT | GUIDE

1 RESPONSIBLE
GONSUMPTION
ANDPRODUCTION

#1 — Align with customer segments & needs

#2 — Choose engagement principles

#3 — Choose engagement framework

Sustainable Customer Engagement. TANIA ELLIS - The Social Business Companu®

(TANIA- N RES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

UNILEVER'S FIVE
LEVERS OF CHANGE o
| EXAMPLE 0

make it a
HABIT make it
UNDERSTO0D

(0]
0© -

make it

REWARDING DESIRABLE

(TANIA-ERES

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

6 SUSTAINABLE

CUSTOMER #1 — Inform
ENGAGEMENT

PRINCIPLES |

GUIDE #2 — Edit choices

#3 — Influence & educate
#4 — Nudge
#5 — Involve

#6 — Co-create

(TANIA- N RES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

13 ways your brand
can change the world.

Ideas Insights.
Inspiration

How Gamification Can
Help Your Business

Change -maker : Engagein%ustainab

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

SUSTAINABLE CUSTOMER ENGAGEMENT | GUIDE

19 teseonss
CONSUMPTION : :
ANDPRODUCTION #1 — Align with customer segments & needs

#2 — Choose engagement principles

#3 — Choose engagement framework

Sustainable Customer Engagement. TANIA ELLIS - The Social Business Companu®

25/10/2024

#module3 #consumers #tools

TANIA-INEES

(TANIA- N RES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINA

4 ENGAGEMENT
FRAMEWORKS

q TRANSPARENCY .@.
ENGAGEMENT

1& PARTNERSHIP
ENGAGEMENT

Make it Mérkbar, Deloitte, 2014

25/10/2024

BILITY & SALES (B2B)

LIFE GYCLE
ENGAGEMENT

COLLABORATIVE
ENGAGEMENT

(TANIA-ERES
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TRANSPARENCY
ENGAGEMENT

FOCUS ON ENTIRE
PRODUCT VALUE CHAIN

SUPPLY CHAIN DISCLOSURE

FOCUS ON SELECTED PARTS
OF PRODUCT SUPPLY CHAIN

LABELLING
PRODUCT FOCUS

COMPANY FOCUS

Make it Markbar, Deloitte, 2014

#module3 #consumers #reports

Value proposition:

Increased customer
trust and loyalty

Increased
accountability

Market differentiation

(TANIA- N RES
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CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

PEFC

}

OEKO-TEX( OEKO-TEX®

steP @

4 1

[Enency sTas]

==.l
Dsasoor Jcranql'
oottt =
1 ANBEFALET AF (S0 o~
s DYRENES ) —r
ke Il
Rologish BESKYTTELSE \Gl! <X
,,»so%
. 0
C°S"°5 sattr forming vmmu o,““\z

/7
* ORGANIC KONTROULERET
Source: Presentation by Jakob Zeuthen for SBCM Alumni
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#module3

#consumer_engagement #tools

LABELLING

Piktogrammerne til affaldssortering

Empty &
Replae:thap

)
@

PLASTIC

oo
0K}
-

gmoy

A Smarter Label System

jde
@ge recycling information
" North America,

O;U!'GPKOQJ

Check
anally

ojurajohoaigmoy

FILM BOWL
in

*Not recycled
all communities

ojurajohoaizmoy

www.danskaffaldsforening.dk/faelles-piktogramsystem

(TANIA- N RES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

COMMUNICATION
WITH LABELS &

CERTIFICATIONS THE BUTTERFLY MODEL

AWARENESS
GLOBAL

¥ ((({
B\ \ g

‘\” THIRD-PARTY
CERTIF|
AND

\\ / CERTFIOATION
s SN
N,

L/ /)

WWW.LETZCERTI.COM

(TANIA-ERES
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EU ECODESIGN
DIRECTIVE

s8¢ virksomhedsguiden

Dokumentér dit produkts bzeredygtighed

Forbrugere, myndigheder og virksomheder stiller allerede krav til produkters
baeredygtighed, men kravene kan veere forskellige alt efter, hvem der stiller dem. I
de kommende &r vil der komme endnu flere krav til produkters baeredygtighed, fx
med nye krav om gget dokumentation, genanvendelse og cirkularitet.

Opger dit produkts klima- og
miljgaftryk med en LCA

Brug maerker til dokumentation

’ ]

#module3
#consumers #lega

Nye lovkrav om produkters
baeredygtighed

Du skal vaere opmaerksom p4, at kravene til produkters beeredygtighed udvides
markant de kommende &r, seerligt som falge af ny og revideret EU-regulering.

Der kommer fx ggede krav til genanvendelse og cirkularitet i et forslag til en ny
EcoDesign-forordning og sterre krav til virksomhedernes affalds- og
emballagehéndtering.

Laes mere om EcoDesign-forordningen

(TANIA- N RES
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https://virksomhedsguiden.dk/content/temaer/dokumentation-af-baeredygtighed/ydelser/dokumenter-dit-produkts-baeredygtighed/f6e2425e-017d-4e6f-8244-87e801a8fc55/
https://virksomhedsguiden.dk/content/temaer/dokumentation-af-baeredygtighed/ydelser/dokumenter-dit-produkts-baeredygtighed/f6e2425e-017d-4e6f-8244-87e801a8fc55/
https://virksomhedsguiden.dk/content/temaer/dokumentation-af-baeredygtighed/ydelser/dokumenter-dit-produkts-baeredygtighed/f6e2425e-017d-4e6f-8244-87e801a8fc55/
https://virksomhedsguiden.dk/content/temaer/dokumentation-af-baeredygtighed/ydelser/brug-miljoemaerker-til-at-vise-at-dine-produkter-eller-serviceydelser-er-groenne/7fae67cc-ae32-4720-bedd-707025510d2f/
https://virksomhedsguiden.dk/content/temaer/dokumentation-af-baeredygtighed/ydelser/brug-miljoemaerker-til-at-vise-at-dine-produkter-eller-serviceydelser-er-groenne/7fae67cc-ae32-4720-bedd-707025510d2f/
https://virksomhedsguiden.dk/content/temaer/dokumentation-af-baeredygtighed/ydelser/brug-miljoemaerker-til-at-vise-at-dine-produkter-eller-serviceydelser-er-groenne/7fae67cc-ae32-4720-bedd-707025510d2f/
https://virksomhedsguiden.dk/content/temaer/dokumentation-af-baeredygtighed/ydelser/brug-miljoemaerker-til-at-vise-at-dine-produkter-eller-serviceydelser-er-groenne/7fae67cc-ae32-4720-bedd-707025510d2f/
https://virksomhedsguiden.dk/content/ydelser/miljoemaerker-certificer-dine-produkter-eller-serviceydelser/7fae67cc-ae32-4720-bedd-707025510d2f/
https://virksomhedsguiden.dk/content/ydelser/miljoemaerker-certificer-dine-produkter-eller-serviceydelser/7fae67cc-ae32-4720-bedd-707025510d2f/
https://virksomhedsguiden.dk/content/ydelser/miljoemaerker-certificer-dine-produkter-eller-serviceydelser/7fae67cc-ae32-4720-bedd-707025510d2f/
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SUSTAINABILITY & SALES (B2B)

EXPLORE

USE OUR INTERACTIVE MAP
TO LEARN ABOUT THE NIKE BRAND'S
GLOBAL MANUFACTURING NETWORK

READ MORE >

CONSUMER ENGAGEMENT (B2C)

Walmart

Sustainability Leaders

Wefre Integrating a new retallstandard that wil assess and Improve the sustainability of our products.

Shop by Category

Baby

Clothing

Elctronics & Entetanmer

Grocery
Healt & Beavty
Home,Sports & Auto
Household&Pets
Tops&Cats

Shopall

Find Out More

Whatis Sustainabity

Sustainability Index Sustainabllity Leaders Shop

Sustainability Index

m S ta. b.l .ty
Leaders Making it easier to save more
today,fora better tomarrow.
You shoud't have to choose between afordabiity and sustainabiity
whon shosping n a Walmar stcr or i
110 foaturo companios whoaro acing thoway n

I ofieing prodcts that help sustain people and the environment.
Find Out More »

(TANIA-ERES

SUSTAINABILITY & SALES (B2B)

1. SURVEYS 2. SUPPLIERS
DEVELOPED FOR PRODUCT RESPOND

CATEGORIES TOSURVEYS

Suppliers may take surveys in multiple
product categories

4. PERFORMANCE
& QUALIFICATIONS REASSESSED

,_Madeby
Sustainability

Leaders

>

(TANIA- N RES
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#module3 #consumers #cases

VALUE CHAIN
TRANSPARENCY

INSIDE PATAGONIA Q What are you looking for? [~} 2 -

e S ol
Vet 1 e RN S
FOOTPRINT wiLLs

CHRONICLES (]

TRACEABLE DOWN INSULATION
Tracesble Down,

(TANIA-ERES

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

VALUE CHAIN TRANSPARENCY
| TECHNOLOGY

MARKETING TECH

MARTINE JARLGAARD

using blockchain technology. Vertiod

e, marketing

technology

Assocation Organic |
Veriied

T .. _ -  Sustainability

Scan the QR code or NFC tag to see ¢
this item’s journey from raw
material to finished garment. L

PRESS18KN1001 Proof of impact

Unable to scan? Enter the above ID
Sl | @B PROVENANCE®

Power
PROVENANCE

(TANIA- N RES
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= .
fowim FUTERRA

#module3 #consumers #tools

(TANIA-ERES
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#module3 #consumers #reports

PARTNERSHIP
ENGAGEMENT

CUSTOMER SELECTED
PARTNERSHIPS

CAUSE RELATED
MARKETING

CHARITY AND
® DONATIONS

v Make it Mirkbar, Deloitte, 2014

Value proposition:

Accommodate
customers’ needs

Increased
capitalization on
donations

Access to markets

(TANIA- N RES
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CHARITY & DONATIONS
BUY ONE - GIVE ONE
WITH EVERY PRODUCT YOU PURCHASE,

TOMS WILL HELP A PERSON IN NEED. ONE FOR ONE®.

HOW WE GIVE

For every $3 we make,
we give $1 away

As the original One for One® company, our community has
given almost 100 million shoes to people in need. And while
shoes can have a big impact, 13 years of using business to
improve lives has taught us that giving shoes and grants
can have an even bigger impact. So, moving forward, TOMS
will dedicate at least one-third of our net annual profits to a
giving fund managed by our very own Giving Team. We'll
then distribute shoes and grants according to an annual
investment plan that reflects the needs of the organizations.
we partner with, as well as the causes you care about most.

(TANIA-ERES

MODULE 3 SUSTAINABILITY & SALES (B2B)

CAUSE-RELATED
MARKETING

THE ORCA SOCK

KAV caresiabout local and warldwide causes. We donate
20% of }Jrodqcﬁon costs from the Orca Sock to the Center for
Whale Research. A-’non:prcﬁt dedicated to the study and
£onseryation of thie southern resident Orca population in the
+Pagific Northwest. Since 1976 the Center for Whale Research
" (CWR) has been the feading organization studying the
Southern Resident killer whales in their critical habitat: the
Salish Sea. CWR performs health assessments to ensure the

viability.of the whale population, informing elected officials of o prodit

@
their ec68ystem needs, and sharing the whales' story with the

ca 50¢
world. The 43 years of research has created the only long-term ouction costs f{:;"gzh:«:rst‘!‘,’l an
data setabout the behavior, health, and social dynamics of the' e donate 20% 02‘:“‘0"»‘,,0(\! dedicated
Southern Resident killer whales. Whale Research

ANIA-HEE
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CUSTOMER-SELECTED
PARTNERSHIPS

STRENGTHENING
WOMEN

VOTINGAND RESULT

This i the current voting status. Please use your voice
and place your vote here. For more information, read
more about each initiative below.

SAFEGUARDING NATURAL
% L v RESGURCES
ANTHE NEXT FEW YEARS, HaM CONSCIOUS FOUNDBTION ,* / T T

WILL SUPPORT THREE GLOBAL INITIATIVES
REDUCTION OF POVERTY
TRROUGH SELF EMPOWERMENT

" WERE ASKINGFOR YOUR OPINION ON: WIHICH THREE

CUINITIATIVES WE SHOULD SUPPORT
P e 773 ? 1l CLEAN WATER

EDUCATION

MODULE 3 SUSTAINABILITY & SALES (B2B)

CUSTOMER-SELECTED
PARTNERSHIPS

eBay > eBay for Change

eBay for Change
Shop by impact

Protecting our planet

. Make a

moowering omen

Tackiing gobl poverty difference

Hoalth & well . .

ealn© velloeg with eBay for eb: Y

/ Nurturing children ==
0%\ Change Y § forchange
. 1 H \
N, S o Shop by category Support communities >
— shopall when you buy. 1
For A Buttor World
Gelebrations & osoasions
Food & beverage
Health & boauty Discover the sellers
Homo Décor " 3
making a difference
sewellery
Kids' activewear Planet-friendly materials angk
[P— pre-loved picks you'll love.
Sporting goods
Toys & games Shopnow > )

Women's fashion

Shop from sustainable sellers >

(TANIA- N RES
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onsumers #reports

LIFE CYCLE l =

ENGAGEMENT oo

1. Pre-purchase phase 2. Purchase phase
engagement engagement

Engaging with customers in regard to ngaging with customers to support a
their attitude towards the company and sustainable purchase behaviour by choice
inability in general editing, nudging, information etc

Value proposition:

Customer relations '
throu?hout
product Tife cycle

Resource optimization 4. Discard phase 3. Use phase

Market differentiation engagement engagement

Engagin h customers in regard Engaging with customers in regard to use
d ere customers of company products e.g. by incentivizing

discard company products sustainable use or by behaviour adapting
and awareness-raising product functions

Make it Markbar, Deloitte, 2014

(TANIA-ERES

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

PRE-PURCHASE PHASE ENGAGEMENT
INFLUENCE & EDUCATE

@@ REGENERATIVE e G o S e T o = e er W oot ool =1 SOl e e =
<> REGENERATIVE Uniimitea Access fo
Regenerative Content

Travel

knowledge of regeneration and inspire your
travels through discussions with inspiring experts.
Topics include:

Regenerative Resources

Tapping into emerging consumer and industry preferences,

the RegenerativeTravel+ subscription is an offering built to

inspire and inform a community of purpose-driven travelers S — —
and hospitality industry professionals on the path to

N JOIN Now
regeneration.

Gain access to practical resources to help deepen your
Kknowledge and application of regenerative principles with:
RESEARCH STUDIES
BEST PRACTICE RESOURCES
INSIGHTS FROM EXPERTS & PRACTITIONERS
E-BOOKS ON REGENERATIVE PRACTICES

(TANIA- N RES
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PURCHASE PHASE
ENGAGEMENT
INFORM

Double Friscomenu

Hamburger med gyldenristet Frisc
icebergsalat og Originaldressing,

Climate

Positive
Burgers

obred, eblergget bacon, ost, tomat i )
, 08t, . gult lag (sweet onion),
3,4 kg CO,e/menu, (3.2 kg CO,e/port), )

Double Originalmenu...............

Hamburger med ost, gult lag (sweet onion), tomat, iceber i

i . gsalat og Originaldressi
pabla solsikkefrg, linfrg og graeskarfre, 3.4 kg CO,e/menu (3.2kg gO,e?p'g?t) FSs5ing med ared bage

Grilled Chicken-menu

79 AN
Grilled C T ——— & Y (7
ylling af larfilét med gyldenristet sesamb /‘

aiolidressing, 0,4 kg C0.e/menu, (0,3 o CDrnd' emmenthalerost, tomat, icebergsala

1] i
elport) g smagsrig

Premium Burgers

Fishburger-meny @.

ﬁn filétaf udvalgt Alaska
icebergsalat, guit LBy (sw

lyssej med sprad panering,

w79~ (54,-)

morkt fiberrigt brod, syltet agurk,

eet onion) og mayonnaise, 0,4 kg CO,e/menu, (0,2 kg CO,e/port).

(TANIA-ERES

CONSUMER ENGAGEMENT (B2C)

SUSTAINABILITY & SALES (B2B)

PURCHASE PHASE ENGAGEMENT
CHOICE EDITING

Coop forbyder farlige deodoranter og cremer

FARLIG KEMI - Coop forbyder det sterkt allergene stof M i cremer,
deodoranter, bodylotion og andre plejeprodukter. Leverandererne skal
fierne stoffet, ellers ryger de sidste produkter ned fra hylderne.

Vi tager ans”

Koiekly

UL PUTTE!

ik
iomdperize 140
Foros erdeh & SO g sabess °3

\ &
fonsatkebe 29

gCoop sEopper salg af
Roundup og plenerens

Sidste &r var det burzeg. Fra i dag kan kunderne heller ikke kabe
sprojtemidler.

Coop fjerner mikroovns-
popcorn fra hylderne

| Affrygt for fl de stoffer har
popcorn fra sit varesortiment

S, et 2
S et PO
ot

Coop fiernet mil

@_NEDSIVNING. Risikoen for at forurene grundvandet fra sprjtemidier, der bruges | private haver, er relativt starre,
end nér de anvendes pé landbrugsarealer. - Foto: JENS DRESLING
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http://content.time.com/time/world/article/0,8599,2111372,00.html
http://content.time.com/time/world/article/0,8599,2111372,00.html
http://content.time.com/time/world/article/0,8599,2111372,00.html
http://content.time.com/time/world/article/0,8599,2111372,00.html
http://content.time.com/time/world/article/0,8599,2111372,00.html
http://content.time.com/time/world/article/0,8599,2111372,00.html
http://content.time.com/time/world/article/0,8599,2111372,00.html
http://content.time.com/time/world/article/0,8599,2111372,00.html
https://www.bipiz.org/en/csr-best-practices/max-burgers-fast-food-has-a-positive-environmental-footprint.html
https://www.bipiz.org/en/csr-best-practices/max-burgers-fast-food-has-a-positive-environmental-footprint.html
https://www.bipiz.org/en/csr-best-practices/max-burgers-fast-food-has-a-positive-environmental-footprint.html
https://www.bipiz.org/en/csr-best-practices/max-burgers-fast-food-has-a-positive-environmental-footprint.html
https://order.max.se/se/sv-se/categories?menuType=eatin&storeId=259&categoryId=14490
https://order.max.se/se/sv-se/categories?menuType=eatin&storeId=259&categoryId=14490
https://order.max.se/se/sv-se/categories?menuType=eatin&storeId=259&categoryId=14490
https://order.max.se/se/sv-se/categories?menuType=eatin&storeId=259&categoryId=14490
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USE PHASE ENGAGEMENT
INFLUENCE & EDUCATE

Everyday Climate Action

13 Jaron

A moblle banking service for

Everyday
Climate

Climate (Action

railormmhneiuict e ’ i credit card with 4
- a carbon limit. L > 2 &M : 7%
Early release April 2019 €02 Offsat. NATHALIE GREEN

5412 7512 3412 3456 ")

! :
ACt onr B ; The world's first A ———

Get DO!

Impoct invest
om VALID THRU 12/30
SECURITY CODE 581

(=] o

o

“Empowering people to take action in their everyday lives” N

FINANCIAL TIVES

(TANIA-ERES

MODULE 3 PART 3 = CUSTOMER
‘ ENGAGEMENT CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

USE PHASE ENGAGEMENT
NUDGE & MOTIVATE

re ® == Signin §

AboutUs How ?ecyclcbmlc Works
Howkworis |

ol then you've rea

Who We Are

Green Schools

Register -
First, become
amember.
. Take g ons, like a fun
Earn Points or recycle at
* to earn points.
Learn
Our blog, Live Green, is filled
with great articles and more.
Get Rewards Invite Friends
Use your points on great rewards Get everyone in on the action.

for you and your family

l earn when they join!

60
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USE PHASE ENGAGEMENT
NUDGE

LOVE FOOD - HATE WASTE

-make a difference

8] | i

4

The early bird catches the worm!
We refuse to throw out good food, so the buffet will
not be overflowingjust before closing
But whatever you need, feel free to ask!

Read more about our food-saving efforts on

(TANIA-ERES
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USE PHASE ENGAGEMENT
CHOICE INFLUENCING

THE ‘
DISFIGURED UGLY
EGGPLANT CARROT

(TANIA- N RES
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Make it Markbar, Deloitte, 2014

MODULE 3

COLLABORATIVE
ENGAGEMENT
CO-INNOVATION

25/10/2024

CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

#module3 #consumers #reports

TECHNOLOGY
COLLABORATIVE
ENGAGEMENT

okl

Service provision

The company provides access The company collaborates with
instead of ownership. The relationship customers in regard to products and
with customers continues until product services. Relationship with customers
functions are no longer demanded by may include e.g. product or service

the customers innovation and development

Market facilitation

The company facilitates new
relationships of collaboration and
exchange between customers

1:NEELLIS

CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

#module3 #consumers
#reports

HAVAS WORLDWIDE Prosumer Report

THE NEW CONSUMER

THE SHARING ECONOMY Propucer
+ CONSUMET

Prosumer

(TANIA- N RES
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COLLABORATIVE
ENGAGEMENT
SERVICE PROVISION

CIRCOS BABY &KIDS MATERNITY BRA SONCEPT JOURNAL  GIFT CARDS @ @ @ @ Get Started “

One Circos member monthly saves about:

3
U242 1tr Ro3zkg

Circos is an online shop where you rent high-
quality design clothes for children from
newborn up to 2-3 years and maternity wear.
You pay monthly for the kind and number of
clothes that you're using at that moment. When

itis time for the next size or style, just return the
items and select your next favourites.

65

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

COLLABORATIVE

ENGAGEMENT COMMON THREADS INITIATIVE

MARKET FACILITATION REDUCE

(INVOLVE) WE make usel goer that lasts a long tme

YOU don't buy what you don't need

REPAIR
WE help you repair your Patagonia goer
YOU pladge to fix what's broken
REUSE
WE hoip nd o home for Patagonia gosr
YOou o lenger need
YOU sl or pass it on®
RECYCLE
WE wil take back your Patagonia geer
that is wom out
YOU plecige 10 keop your stuff out of
e lanclil and incinerstor

REIMAGINE
THIS SEASON, SHARE SOME VALUES TOGETHER o reimagine o workd wharo we take
Learn more about our Common Threads Initiative, only what natune can repiace
and take the pledge to reduce consumption 2
patagonia

patagonia

(TANIA- N RES

33



25/10/2024

MODULE 3

CONSUMER ENGAGEMENT

(B2C) SUSTAINABILITY & SALES (B2B)

COLLABORATIVE
ENGAGEMENT

MARKET FACILITATION
el Y ) CROWDFUNDING
:‘.: - G _.. " o . ; ¢ . d. _" ‘ y
"v:;.é* 4 : | . ' d : . ' - -" s . : - ,'

67

Foto: Hans Christian Jacobsen

MODULE 3

CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

#module3 #consumers
SUSTAINABLE CUSTOMER
ENGAGEMENT FRAMEWORKS

#reports

q TRANSPARENCY _@

LIFE CYCLE
ENGAGEMENT

ENGAGEMENT

PARTNERSHIP i COLLABORATIVE ACTIVISTIC
ENGAGEMENT ENGAGEMENT ENGAGEMENT

Make it Mérkbar, Deloitte, 2014

(TANIA- N RES
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ACTIVISTIC
ENGAGEMENT Choice editing

Value proposition:

Join forces
for the greater good.

Create political or
social change.

Make the world
a better place

#BRANDSTAKINGSTANDS

v. I Activistic Engagement. TANIA ELLIS - The Social Business Company®

(TANIA-ERES
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FROM CORPORATE SOCIAL RESPONSIBILITY
TO CORPORATE SOCIAL ACTIVISM

Corporate

Com]nmy

(TANIA- N RES
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. B A \ PROUD RESISTER m

patagonia - @ProucResister o
Thank you @patagonia for being unafraid to
speak TRUTH to CORRUPT POWER and for
standing up for our Country. Everyone in our
family is getting Patagonia coats for

3 Christmas. #ThePresidentStoleYourLand
The President :
Stole Your Land ‘
@adamebest at the top O

(o] . er
In an illegal move, the president just reduced the size of Bears Ears onia deserves ‘shopp‘“g ists aft
and Grand Staircase-Escalante National Monuments. This is the Patagbod\/'s noliday
largest elimination of protected land in American history. eve\'\lt
tweet- s
o ain
patagona® ”“‘:‘:\?;,:n:wn o protected
arge
o=

yBearsEars

adam Best @
this

carsTakeh-

- 406207 91,)0

10:48 P! . s
048 .@1‘.

es
4y Retwees 314V
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"REVERSE SUPPLIER-
CUSTOMER DEMANDS

patagonia

Patagonia Won’t Sell Corporate
Logo Vests to Ecologically
Damaging Companies

(TANIA- N RES
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Fossil Fuel

Sweet Cream Ice Cream with
Chocolate Cookie Pieces, Fudge
Dinosaurs & a Fudge Swirl

Chocolate & Chocolate? 2005-2010

Fudgy dinosaurs galore

; Got all dug up til there were no more.
E & =2 A flavor re-design might be do-able
1 Al | But Fossil Fuel is non-renewable
/4¢) Ben & Jerry's 0z @ - \ RESURRECT THIS FLAVOR!
@BenAndJerrysOz v 1 —_—

We’'re banning any same-flavour love in the fight for
#marriageequality! Join us by signing petition to get
Australia moving

22.00 - 25. maj 2017

(TANIA-ERES
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[The] strongest connection we can
have with consumers is a shared set of
values, which is why being “authentic
and credible” is key to a successful

business.

- Chris Miller, Activism Manager

(TANIA- N RES
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NyKemilLov. Aimen. Skl

Nykemilov.nu-kampagne
saetter aftryk i politisk aftale om
problematiske kemikalier

Laes mere

ﬁé‘lm

Laes her nvorfor vi o mm e vnlng

CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

Coop er (igen) det mest
baeredygtige forbrugerbrand

Dagligvarebranchen dominerer toppen af den arlige undersogelse af :
forbrugerbrands og baeredygtighed fra Sustainable Brand Index. 1

TOP 20

POSITION

OFFICIAL R

Ny opgerelse: Coop er Danmarks
% mest bzeredygtige brand 2510 ;- DENMARK - WINNER 2019

¥ B in COOP

SUSTAINABLE
BRAND INDEX

(OFFICIALREPORT 2018

(TANIA- N RES
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KEY LEARNINGS

WHAT YOU HAVE LEARNT... E

Business case arguments for consumer engagement

HOW  WHY

3 steps for sustainable customer engagement
6 sustainable customer engagement principles
5 engagement frameworks

Examples of how other companies engage their customers

(@

1:NILELLIS

77

Y
REFLECTIONS

REFLECTIONS ON CUSTOMER ENGAGEMENT %

What kind of customers do you have in your company today?

What do you do to engage them in your sustainability efforts?

Would it be relevant to engage them further as part of your strategy?

Which engagement principles could be relevant for you to apply?

What should be the purpose - what kind of (shared) value?

1:NILELLIS
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THE SOCIAL
BUSINESS
ACADEMY

TANIA ELLIS - The Social Business Company®

We inspire and help companies & professionals
create value for society and the bottom line with our:

Speaking (trends) | Club (networking) |
Academy (training) | Consulting (business development)

Q® WWW.TANIAELLIS.COM

This presentation may not be copied, used or distributed publicly without permission.
I ; TANIA-N 8K
© TANIA ELLIS - The Social Business Company®. All rights reserved




