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Business case arguments for consumer engagement
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WHAT KIND OF
CUSTOMERS DO
YOU HAVE?

A customer is the recipient of an offering or
offerings obtained from a seller via a financial
ion oran h of hing of value.
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VALUE CHAIN PARTNERSHIP

PART 1
WHAT-WHY-HOW

THE SUSTAINABLE
VALUE CHAIN

Sustainable supply chain
management & procurement

Supply chain
due diligence in practice

CONSUMER
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I' COLLABORATIVE CO-CREATION

PART 2 PART 3
WHY-WHAT-HOW WHAT-WHY-HOW

VALUE CHAIN ALLIANCES CUSTOMER
& PARTNERSHIPS ENGAGEMENT

Expert deep-dive Consumer engagement (b-t-c)
Measuring Scope 1-3 emissions

Sustainability & sales (b-t-b)
Sustainability
partnerships
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ENGAGEMENT (B2C) o
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Understand what

TANTATTES

SUSTAINABILITY & SALES (328)

B2C

Business 2 Consumer

B2B

Business 2 Business

B2G

Business 2 Government
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RELATIONS BUILDING
& BEHAVIOUR CHANGE

INACTIVE FANS

Emotional score
provided by
customers
measures depth
of relationship

NPS/C - Sat

LOWER INTEREST

SUSTAINABILITY & SALES (B28)

BRAND ADVOCATES

ACTIVE PARTICIPANTS

Behavioral activity - measures interaction

CONSUMER ENGAGEMENT

SUSTAINABLE CONSUMER
ENGAGEMENT

2

TURN PEOPLE
INTO THE )
HEROES. =M H

tear about our
business

Buy our
product

CONSUMER ENGAGEMENT

WHY ENGAGE CUSTOMERS IN
SUSTAINABILITY EFFORTS?

CHANGE
BEHAVIOUR

RODUCT
DEVELOPMENT
& INNOVATION
IMPROVE
RELATION-
SHIPS
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change the
‘world together?
How can we hel
‘You with what”
you are
passionate about

We tell about

‘passionate
about
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USER
BEHAVIOUR
INSIGHTS

BUILD TRUST,
LOYALTY &

El E&
INFORM

(A REPORTING
REQUIREMENT)
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BUILDING BUSINESS
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How to Calculate Customer Lifetime Value

=

Source: Avaya internal research,
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CONSUMER
ENGAGEMENT (82C) EE2

help them make mo:
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THERE'S A BUSINESS
OPPORTUNITY..

customer
=) lifetime
value

support
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Understand why
consumer behaviour is.
a driver, butalso a p:

sustainability efforts.
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NEED FOR KNOWLEDGE
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This study did broadly reveal,

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

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.
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SUSTAINABILITY tordr
P virksomheders baredygtigheds-
budskaber

b

overser det digitale klimaaftryk

anT
ModuLE 3 TR

NEW, DBMA
THE-HORIZ

BIOPHILIA

A growing affnhy with natue s emerging post pandenc,
‘a appreciaton that human and planetary halthar ntert

handler igt, men 9 vil uddannes af
virksomhederne og have glabale
standarder, hvis de skal tro pa virksom-
hedernes budskaber om baredygtighed.

UL AT
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PEOPLE WANT TO BE MORE SUSTAINABLE...

Use up eftovers

alongslde Recycle at home
wined.

Refuse a plastc bag when shopping

TS ————

Limit wator use in the home

Am o consume loss in general

NILELLIS

SUMER ENGAGEMENT

Hver 2. forbruger synes, at det er sveert
at traeffe gronnere valg

Et nyt forbrugerstudie viser, at miljo fortsat stir hojt p& danskernes
dagsorden. Nasten 6 ud af 10 forsager at belaste miljoet mindst muligt og
faler et ansvar for at valge mere miljovenlige produkter. Men studiet viser
ogsé en raekke barrierer for et grannere forbrug. BLa. oplever mange et
samfund praeget af en brug og smid vaek-kultur og greenwashing.

CONSUMER ENGAGEMENT (

NEW DEMANDS ON
THE HORIZON
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£33 SUSTAINABLE
87 BRAND INDEX
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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

Eochis business esponsioiy.

85«

MobuLE 3

A SUSTAINABIILTY IMPERATIVE...

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

IThe World Is Not Enough

2020 Seands
Edefust g politics
gacomerer 3
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TARGET 12.2 Sustainable management and use of natural resources

s indoness TARGET 12.3 Halve global per capita food waste

i OvershookDays 201 dta

TARGET 12.4 Responsible management of chemicals and waste

TARGET 12.5 Substantially reduce waste generation

statista%

TARGET 12.8 Promote universal understanding of sustainable lfestyles

VRILELLIS


https://www.wundermanthompson.com/insight/new-trend-report-regeneration-rising-sustainability-futures
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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
https://info.enablesus.com/wp-content/uploads/2022/05/2022-close-the-gap.pdf

IMPORTANT ELEMENT OF THE (CIRCULAR) VALUE CHAIN
COLLABORATIVE CO-CREATION THROUGHOUT THE VALUE CHAIN | MO

DK

Product Purchasing Production Distribution Product Re-use
development and service in use

Sustainable sourcing & procurement | Supply chain management | Consumer e

p
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CONSUMER ENGAGEMENT

A REPORTING DEMAND (ESRS)

ESRS S
Consumers and end-users

-
esRses
BEFRAG
Interaction with other ESRS

5 Ths oo Sandars sno b 100 conjnction wih ESRS 1 GenorlPrinils,and ESRS:
Ganarl Statesy Govamanc and itaraly Assessment, o wolles ES7S 81 Gor wondores,
NA ESRS 52 horkers 1 h v chi and ESRS 55 Aleced connts.
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SUSTAINABILITY
JOURNEY

Plan\2020 3 omueards
/ Business
Now ways of coing
2014-2020 business that are
Bomagtay  caonpostie
i by it
customers
and moving
towards new
business
models.
2010-2013
Plan A revised
Integration
2007-2012 across the
business.
Building the
business case
and starting
ajourney:
compliance and
phianthropy.
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CONSUMPTION IS
PART OF SCOPE 3...
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SUSTAINABI

Q000000

Scope 2
INDIRECT

92 pet of
companies CO2

emissions come Scope 3
from value chain INDIRECT

(suppliers &
customers)

Upstream activities

CONSUMER ENGAGEMENT

FORBRUGERE & SLUTBRUGERE | RAPPORTERING

Disclosure requirements
‘General, trategy, governance and materlalty assessment

Scope 1
OIRECT

Scope 3
INDIRECT

PR———
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virksomhedsguiden

-
5052 At vransen

Impacts

‘and effectiveness of those actions

‘opporturitiesrelated to consumers and end-users

MobuLE 3

M&S'S SUSTAINABILITY JOURNEY
[
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Plan Ais an essential part of our business model and this report brings o life how it adds value across our value chain

What we need

Employees, suppliers, [Howwe do business | ~[Food,
partners, working Home, Beauty,
capital and awide MaS Bank and
range of natural

raw materials

Inspiring our

Integrated Plan A marketing™™
Plan A marketing
Identifying Plan A products™

Innovation - We are rest

Value outputs

500, Clothing, [Stores, mult-channel | | Creating fnancial
and global social and

environmental
value for society

Meet your producer webste
Customer clothes recyciing™

B
2

3

4 MyPanA™
5

6

7 Eatwel
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CHOICE INFLUENCING

)
M&S ¥ \rscuen [ Y s cauen
WS Health & Nutriion g“?"%%mﬁ SHWOPPING

WILELLIS

#modle3 feonsumers freports
HOW DO YOU ENGAGE CUSTOMERS
IN YOUR SUSTAINABILITY EFFORTS?

Deloitte.

Make it Mirkbar

Comnectng Customer Engagement with Sustainabiy

b
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SUSTAINABLE CUSTOMER ENGAGEMENT

12 Soxaerin
ANDPRODUCTION #1 - Align with customer segments & needs

WILELLIS
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CONSUMER ENG. SUSTAINA

CONSUMER
ENGAGEMENT (820) EEZ

companies can

s in different forms — from the sceptical ¢

nsumer. Influencing and en

bly and sustainably thei
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CONSUMER ENGAGEMENT

SUSTAINABLE CUSTOMER
ENGAGEMENT PRINCIPLES
| MODEL

Sustainable Customer Engagement

Visible Tangible

Empowering Emotional

e CUSTOMESS AT FASONALAND

e e
o 1ot e R A FOBELh S

WAILELLIS
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ALIGN WITH AMBITIONS & GOALS
OF OVERALL BUSINESS STRATEGY

usi
BEHAVIOUR
INSIGHTS.
BULDTRUST,
LowTva
AMBASSADORS
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CONSUMER ENGAGEMENT (|

UNDERSTAND CUSTOMER

MOTIVATION & NEEDS Consumer segments

2209
X 33%

2 059

CONSUMER ENGAGEMENT (R2€)

SUSTAINABILITY & SALES (

Optimists (21%)
Committed and
want to feel good

Interested/

Increasing engagement

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

Rejecters (18%)
Actively refect both the issue and taking action
/individualistic/ Confident

25/10/2024
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CUSTOMER SEGMENTATION

LNILELLIS

Saeking functional benefits

ModuLE 3

UNILEVER'S FIVE
LEVERS OF CHANGE
| EXAMPLE

make it o
HABIT

make it
UNDERSTO0D

O
2 00 2

make it

REWARDING ;E?TRA&N

WALELLIS
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6 SUSTAINABLE
CUSTOMER
ENGAGEMENT
PRINCIPLES |
GUIDE

NILELLIS

Tvivierne Meningsdannerne

19 %

WRILELLIS
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SUSTAINABLE CUSTOMER ENGAGEMENT | GUID

#2 - Choose engagement principles

SUSTAINABILITY & SALES (8

)

.
#3 - Influence & educate

]
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Change -maker
Cards

CONSUMER ENGAGEMENT (R2€)

4 ENGAGEMENT
FRAMEWORKS

q TRANSPARENCY
ENGAGEMENT

&& PARTNERSHIP
ENGAGEMENT

LABELLING

(OO IOA 7
(2 RN 2 JORBEE S

Vegansociety REEAM

¢ oeKo-TEX
Sw@

DYREiES
BesKVTTELSE

o OZOTRYEQ

SUSTAINABILITY & SALES (B28)

WILELLIS

SUSTAINABILITY & SALES (a28)

LIFE CYCLE
ENGAGEMENT

COLLABORATIVE
ENGAGEMENT

WALELLIS

SUSTAINABILITY & SALES (B28)

WILELLIS
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SUSTAINABLE CUSTOMER ENGAGEMENT | GUI

#1 - Align with customer segments & needs M\& Iﬁli

#2 - Choose engagement principles

WRILELLIS

‘ consumen naATEuENT (126) SusTAIMARILITY & SALEE (3281

TRANSPARENCY
ENGAGEMENT

FOCUS ON ENTIRE
FRODUCT VALUE CHAIN

SUPPLY CHAIN DISCLOSURE
FOCUS ON SELECTED PARTS

(OF PRODUCT SUPPLY CHAN

Value proposition:

[Papes [pLrsTic e

LABELLING

PRODUCT FOCUS

ojureERoRIZmOY

BOX___FILM

Increased customer
trust and loyalty

Increased
accountability

Market differentiation

WAILELLIS

SUSTAINABILITY & SALES (828)

Piktogrammerne til affaldssortering
2 1 e ) ) 2
[~ Ao [/ TE[T]x w]E]
EV A e o R
—[x [+ [ - | =]
=[] [=[=lsle 2]
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MoDuLE 3

COMMUNICATION
WITH LABELS &
CERTIFICATIONS

SUPPLY CHAIN
DISCLOSURE

ModuLE 3

VALUE CHAIN
TRANSPARENCY

NSUMER ENGAGEMENT SUSTAINABILITY & SALES (B28)

(1}

%, ~ — 4

e,
>
g o WWWLETZCERTI.COM

WILELLIS
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EXPLORE

USE OUR INTERACTIVE MAP
T0 LEARN ABOUT THE NIKE BRAND'S
GLOBAL MANUFACTURING NETWORK

WALELLIS

CONSUMER ENGAGEMENT SUSTAINABILITY & SALES (B28)

WILELLIS

EU ECODESIGN
DIRECTIVE

virksomhedsguicen
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ér dit pi

cerstlerdem. 1
. Nye lovkrav om produkters

baeredygtighed

Opgor dit produkts klima- og
miljgaftryk med en LCA

EcoDesign-fororching o store krav tlvirksomhedernes affalds-og
emballagohandtoring

Brug maerker til dok

=

SUPPLY CHAIN
DISCLOSURE

MobuLE 3

WRILELLIS
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Lsumvers 2surmus.
DEVELOPED OR PRODLET RSP0

CATECORES TOSURVErS
| e

4 PAVORMAICE
L OUALICATONS REASSESSED

-

WAILELLIS
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VALUE CHAIN TRANSPARENCY

I TECHNOLOGY

MARTINE JARLGAARD

MARKETING TECH

e l-\.

e

Sustainability
marketing
technology

@ PROVENANCE*

WRILELLIS


https://virksomhedsguiden.dk/content/temaer/dokumentation-af-baeredygtighed/ydelser/dokumenter-dit-produkts-baeredygtighed/f6e2425e-017d-4e6f-8244-87e801a8fc55/
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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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CHARITY & DONATIONS
BUY ONE - GIVE ONE

WITH EVERY PRODUCT YOU PURCHASE,

TOMS WILL HELP A PERSON IN NEED. ONE FO

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

5 th croel On o O compary. o communty s

WALELLIS
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CUSTOMER-SELECTED
PARTNERSHIPS

% o
S INTHENEXT FEW YEARS, Wab CoNsciout b
R

[
sTRENGTHEMING WoMEN. @
e S [
cucanwaren @

(-]
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PARTNERSHIP
ENGAGEMENT

CUSTOMER SELECTED
PARTNERSHIPS Value proposition:
Accommodate
customers' needs
CAUSE RELATED \nc‘reased
capitalization on
MARKETING pitalization

CHARITY AND Access to markets

°| DONATIONS
~ o 20

WRILELLIS

CONSUMER ENGAGEMENT ( SUSTAINABILITY & SALES (a28)
CAUSE-RELATED

MARKETING

THE ORCABOCK

WAILELLIS

wobuLe 3 SUSTAINABILITY & 3ALES (818)

CUSTOMER-SELECTED
PARTNERSHIPS

ebay

eBay for Change

Make a
difference
with eBay for
Change

Discover the sellers
ing a difference

ﬁv’:\

Shop from sustainable sellers >

WRILELLIS
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NSUMER ENGAGEMENT

LIFE CYCLE

ENGAGEMENT L
1. Pre-purchase phase
engagement

general

Value proposition:

Customer relations
throughout
productlife cycle
Resource optimization 4. Discard phase
Market differentiation engagement
]

e

CONSUMER ENGAGEMENT

PURCHASE PHASE
ENGAGEMENT
INFORM

Double Friscomenu ...

Hamburger

Climate

SUSTAINABILITY & SALES (B28)

=

2. Purchase phase
engagement

3. Use phase
engagement

LNILELLIS

SUSTAINABILITY & SALES (a28)

ydenristet Fiscobrad, i
05

Positive

Burgers Double Originalmenu...

Hamburger m

Grilled Chicken-menu .
Wlingar

alolidressing, 0.4 kg C0,¢/mens, 0.3 kg COre/por.

Fishburger-menu @

iebergsalat, gul

ModuLE 3

USE PHASE ENGAGEMENT
INFLUENCE & J E

0.4k 0,

ILELLIS
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lI-Evémryday
Climate

13 &or

O

Action

The world's first
credit card with

a carbon limit.

5412 7512 3412 3456

IERILELLIS

SUMER ENGAGEMENT

PRE-PURCHASE PHASE ENGAGEMENT
NFLUENCE & EDUCATE

@@ REGENERATIVE
Travel

Regenerative Resources

@ mensna

PURCHASE PHASE ENGAGEMENT
CHOICE EDITING

o v

=2
g
] 1
UTTE!
t“!\-:vg.r::.;:. ’
P Coop stopper salg af
Roundup og plenerens

MobuLE 3

USE PHASE ENGAGEMENT
NUDGE & MOTIVATE

Rex

About Us

o e re

How Qurzlzbmk Works

lewards

Get R

25/10/2024
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Unlimited Ac
Regenerative Content

WRILELLIS
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Coop fjerner mikroovns-

popcorn fra hylderne

WAILELLIS
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Earn Points

Learn

6

<@

10


http://content.time.com/time/world/article/0,8599,2111372,00.html
http://content.time.com/time/world/article/0,8599,2111372,00.html
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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
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
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USE PHASE ENGAGEMENT
NUDGE

CONSUMER ENGAGEMENT (R2€)

SUSTAINABILITY & SALES (

LOVE FOOD - HATE WASTE

\y
AR

@

WILELLIS

SUSTAINABILITY & SALES (

TECHNOLOGY

COLLABORATIVE
ENGAGEMENT

Value proposition:

Resale of products
(functions sales)
Pro-longed product value
(facilitation of customer-
2-customer markets)

Tailored products and

services i
with customers
(open innovation)

COLLABORATIVE
ENGAGEMENT
SERVICE PROVISION

WALELLIS

One Circosmember maniy soves about:
@eie  Baew  Rosk

6
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USE PHASE ENGAGEMENT

CHOICE INFLUE

COLLABORATIVE
ENGAGEMENT
CO-INNOVATION

MobuLE 3

COLLABORATIVE
ENGAGEMENT
MARKET FACILITATION
(INVOLVE)

T

THIS SEASON, SHARE SOME VALUES
Learn more about our Common Threads Iniative,
‘and take the pledge 1 reduce consumption

‘TAKE THE PLEDGE

E
ISFIGURED
:GGPLANT

WRILELLIS
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avas wosLowoe Prosumer Report
THE NEW CONSUMER
D

THE SHARING EC

propucer
+ GONSUMET @

Prosumer

SUSTAINABILITY & sALES (8

Py

patagonia
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COLLABORATIVE SUSTAINABLE CUSTOMER
ENGAGEMENT
MARKET FACILI

ENGAGEMENT FRAMEWORKS

coop
CROWDFUNDING
Py

C\ TRANSPARENCY _@_ LIFE CYCLE
ENGAGEMENT ENGAGEMENT

ACTIVISTIC
ENGAGEMENT

PARTNERSHIP

COLLABORATIVE
ENGAGEMENT

ENGAGEMENT

WRILELLIS
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CONSUMER ENGAGEMENT ( SUSTAINABILITY & SALES (a28)

FROM CORPORATE SOCIAL RESPONSIBILITY
ACTVISTIC TO CORPORATE SOCIAL ACTIVISM
ENGAGEMENT Choice editing

Ple
Campa e Brand aftivism Jees
Value proposition: . Corporate
s o
oin forces
for the greater good Mo Y
Create political or Compan
Socialchange. mpany.
Make the world
a better place

#BRANDSTAKINGSTANDS

ILELLIS WAILELLIS

“REVERSE SUPPLIER-
CUSTOMER DEMANDS
peacome [ F=tad
Kl hark you @patagonia for beng unairad to
apeak TRUTH to GORRUPT POWER and for

[ ]
‘ patagonia
g o oty
. Christmas. #ThePresidentStoleYourLand i
The President

' 3 t Patagonia Won't Sell Corporate
Stole Your Land v = g p

of

aworpdt Logo Vests to Ecologically
- s 1000 BE L ator . . N
e S ore 0 Damaging Companies

RILELLIS WRILELLIS
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MopuLE 3 . ) CONSUMER ENGAGEMENT (| SUSTAINABILITY & SALES (B28) b CONSUMER ENGAGEMENT (32¢) SUSTAINABILITY & SALES (828)

[The] strongest connection we can

have with consumers is a shared set of

values, which is why being “authentic
20052010 .

and credible” is key to a successful
o e i business.
Atoorte desgn it b coavle

p

WILELLIS WRILELLIS

Coop er (igen) det mest
bzeredygtige forbrugerbrand

Nykemilov.nu-kampagne - PR Moo e
saetter aftryk i politisk aftale om

problematiske kemikalier y opgerelse: Coop er Danmarks
est baeredygtige brand

TOP 20

SOSITION

1

DENMARK - WINNER 2019

WAILELLIS

KEY LEARNINGS

s

WHAT YOU HAVE LEARNT... G— REFLECTIONS ON CUSTOMER ENGAGEMENT

KEY,
KEfiecrions

; What kind of customers do you have in your company today?
Business case arguments for consumer engagement

HOW  WHY

3 steps for sustainable customer engagement What do you do to engage them in your sustainability efforts?

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

6 sustainable customer engagement principles

5 engagement frameworl

Which engagement principles could be relevant for you to apply?

Examples of how other companies engage their customers What should be the purpose - what kind of (shared) value?

WALELLIS WAILELLIS

* @
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