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M O D U L E  3

V A L U E  C H A I N  P A R T N E R S H I P S  I  C O L L A B O R A T I V E  C O - C R E A T I O N

Expert deep-dive: 
Measuring Scope 1-3 emissions

Sustainability 

partnerships

P A R T  1

WH A T - WH Y - H OW

T H E  S U S T A I N A B L E  
V A L U E  C H A I N

P A R T  3

WH A T - WH Y - H OW

C U S T O M E R  
E N G A G E M E N T

P A R T  2

WH Y - WH A T - H OW

V A L U E  C H A I N  A L L I A N C E S  
&  P A R T N E R S H I P S

 

Consumer engagement (b-t-c)

Sustainability & sales (b-t-b)

Sustainable supply chain 
management & procurement

Supply chain 

due diligence in practice
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K E Y  L E A R N I N G S

W H A T  Y O U  W I L L  L E A R N …

Business case arguments for consumer engagement

3 steps for sustainable customer engagement

5 engagement frameworks

6 sustainable customer engagement principles
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Examples of how other companies engage their customers 
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

WHAT
CONSUMER 
ENGAGEMENT (B2C)
When a company focuses on involving consumers in its sustainability efforts, it’s 
about activation, (re)building or (re)strengthening customer relations and about 
creating brand ambassadors.

Purpose: 

Understand what 
consumer 

engagement means.
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M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

W H AT K IN D  O F 
C U STO M ER S D O  
YO U  H AV E?

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.com/what-is-a-customer-types-of-customers-explained
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M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

B2C
Business 2 Consumer

B2B
Business 2 Business

B2G
Business 2 Government
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E N G A G E M E N T S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

R E L A T I O N S  B U I L D I N G

&  B E H A V I O U R  C H A N G E
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M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

B U I L D I N G  B U S I N E S S  
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M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

Hear about our 
business

Buy our 
product 

How can we 
change the 

world together?

We tell about 
what we are 
passionate 

about

How can we help 
you with what 

you are 
passionate about

Sender-oriented

Network-oriented

S U S T A I N A B L E  C O N S U M E R

E N G A G E M E N T
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

WHY
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.

Purpose: 

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

of corporate 
responsibility and 

sustainability efforts.
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

W H Y  E N G A G E  C U S T O M E R S  I N  

S U S T A I N A B I L I T Y  E F F O R T S ? Change 
Management

Environment 
Climate

Value 
Chain

SME

Communication

Consulting
& Careers

Social

Business

Personal

CHANGE 
BEHAVIOUR

BUILD TRUST,  
LOYALTY & 

AMBASSADORS

USER 
BEHAVIOUR 
INSIGHTS

EDUCATE & 
INFORM

KNOWLEDGE 
EXCHANGE

PRODUCT 
DEVELOPMENT
& INNOVATION

IMPROVE 
RELATION-

SHIPS

INCREASE 
SALES

(A REPORTING 
REQUIREMENT)

NEW
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M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

SEE MODULE 1, PART 1 (MARKET DRIVERS)

T H E R E ’ S  A  B U S I N E S S  
O P P O R T U N I T Y …
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E N G A G E M E N T

#m o d ule3 #co nsum ers #rep o rts

T H E  B U S I N E S S  C A S E
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

#m o d ule3 #co nsum ers #rep o rts
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

#m o d ule3 #co nsum ers #rep o rts

N E E D  F O R  K N O W L E D G E …

Nordiske forbrugere tror ikke på
virksomheders bæredygtigheds-
budskaber

Forbrugerne vil uddannes af
virksomhederne og have globale
standarder, hvis de skal tro på virksom-
hedernes budskaber om bæredygtighed.
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

T H E  G E O P O L I T I C A L  C O N S U M E R

#m o d ule1 #rco nsum ers #rep o rts

N E W  D E M A N D S  O N  
T H E  H O R I Z O N …
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

REGENERATION RISING 

https://www.wundermanth
ompson.com/insight/new-
trend-report-regeneration-

rising-sustainability-futures

CLOSE THE GAP

https://info.enablesus.com/
wp-

content/uploads/2022/05/
2022-close-the-gap.pdf

#m o d ule3 #co nsum ers #rep o rts

N E W  D E M A N D S  O N  
T H E  H O R I Z O N …
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M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

A  S U S T A I N A B I I LT Y  I M P E R A T I V E …

www.weforum.org/agenda/2021/08/wolrd-earth-planet-natural-resources-overshoot-day-consumption/

English

TARGET 12.2 Sustainable management and use of natural resources

TARGET 12.3 Halve global per capita food waste

TARGET 12.4 Responsible management of chemicals and waste

TARGET 12.5 Substantially reduce waste generation

TARGET 12.8 Promote universal understanding of sustainable lifestyles
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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
https://info.enablesus.com/wp-content/uploads/2022/05/2022-close-the-gap.pdf
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Sustainable sourcing & procurement  I  Supply chain management   I Consumer engagement

C O L L A B O R A T I V E  C O - C R E A T I O N  T H R O U G H O U T  T H E  V A L U E  C H A I N  |  M O D E L

I M P O R T A N T  E L E M E N T  O F  T H E  ( C I R C U L A R )  V A L U E  C H A I N
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

C O N S U M P T I O N  I S  
P A R T  O F  S C O P E  3 …

92 pct of 
companies’ CO2 
emissions come 
from value chain 

(suppliers & 
customers)

Source: Carbon 
Disclosure Project

20

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

A  R E P O R T I N G  D E M A N D  ( E S R S ) …

#module3 #consumers #reporting

21

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

F O R B R U G E R E  &  S L U T B R U G E R E  I  R A P P O R T E R I N G
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M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

M & S ’ S  
S U S T A I N A B I L I T Y  
J O U R N E Y

Source: M&S Plan A Report 2014
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M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

Source: M&S Plan A Report 2014

M & S ’ S  S U S T A I N A B I L I T Y  J O U R N E Y

24



25/10/2024

5

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
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C H O I C E  I N F L U E N C I N G
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

HOW
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. 

Purpose: 

Understand how 
companies can 

influence and engage 
consumers in 

sustainable buying 
and consumption 

behaviour.
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

Make it Märkbar, Deloitte, 2014

#module3 #consumers #reports

H O W  D O  Y O U  E N G A G E  C U S T O M E R S  

I N  Y O U R  S U S T A I N A B I L I T Y  E F F O R T S ?
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

Make it Märkbar, Deloitte, 2014

#module3 #consumers #reports

S U S T A I N A B L E  C U S T O M E R  
E N G A G E M E N T  P R I N C I P L E S  

I  M O D E L

Make it Märkbar, Deloitte, 2014 
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

  
#1 – Align with customer segments & needs

  #2 – Choose engagement principles

  #3 – Choose engagement framework

S U S T A I N A B L E  C U S T O M E R  E N G A G E M E N T  |  G U I D E

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

29

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

A L I G N  W I T H  A M B I T I O N S  &  G O A L S

O F  O V E R A L L  B U S I N E S S  S T R A T E G Y

30
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Make it Märkbar, Deloitte, 2014

#m o d ule3 #co nsum ers #rep o rts

U N D E R S T A N D  C U S T O M E R  

M O T I V A T I O N  &  N E E D S

31

C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

Source: C
one com

m
unications G

lobal C
SR Study (2013)

#m o d ule3 #co nsum ers #rep o rts

C U S T O M E R S E G M E N T A T I O N
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

#m o d ule3 #co nsum ers #rep o rts
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

  
#1 – Align with customer segments & needs

  #2 – Choose engagement principles

  #3 – Choose engagement framework

S U S T A I N A B L E  C U S T O M E R  E N G A G E M E N T  |  G U I D E

Sustainable Customer Engagement. TANIA ELLIS – The Social Business Companu®
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

U N I L E V E R ’ S  F I V E  
L E V E R S  O F  C H A N G E
I  E X A M P L E

35

C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

#1 – Inform

#3 – Influence & educate

#5 – Involve

#6 – Co-create

6  S U S T A I N A B L E  
C U S T O M E R  
E N G A G E M E N T  
P R I N C I P L E S  |  
G U I D E

#4 – Nudge

#2 – Edit choices

Sustainable Customer Engagement Principles. TANIA ELLIS – The Social Business Company® 

36
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#m o d ule3 #co nsum ers #to o ls
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

  
#1 – Align with customer segments & needs

  #2 – Choose engagement principles

  #3 – Choose engagement framework

S U S T A I N A B L E  C U S T O M E R  E N G A G E M E N T  |  G U I D E

Sustainable Customer Engagement. TANIA ELLIS – The Social Business Companu®
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M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

Make it Märkbar, Deloitte, 2014

4  E N G A G E M E N T  
F R A M E W O R K S

39

C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

Value proposition:

Increased customer 
trust and loyalty

Increased 
accountability

Market differentiation 

1

Make it Märkbar, Deloitte, 2014

#m o d ule3 #co nsum ers #rep o rts
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M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

Kærgården emballage

L A B E L L I N G

See if there is an updated version 
in Jakob Zeuthen’s slides for our 

SBCM Alumni interview about 
labels

Source: Presentation by Jakob Zeuthen for SBCM Alumni

41

C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

Kærgården emballage

L A B E L L I N G

w w w .d anskaffa ld sfo rening .d k/fae lles-p ikto g ram system

#m o d ule3 

#co nsum er_eng ag em ent #to o ls

New pinboard

42
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M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

C O M M U N I C A T I O N
W I T H  L A B E L S  &
C E R T I F I C A T I O N S THE BUTTERFLY MODEL

WWW.LETZCERTI.COM

43
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E N G A G E M E N T

Dokumenter dit produkts bæredygtighed / 
mærkningsordninger: 

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/ydelser/miljoemaerker-
certificer-dine-produkter-eller-serviceydelser/7fae67cc-ae32-
4720-bedd-707025510d2f/

E U  E C O D E S I G N  
D I R E C T I V E

#m o d ule3 

#co nsum ers # leg al

44

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

S U P P LY  C H A I N  
D I S C L O S U R E

45

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

S U P P LY  C H A I N  
D I S C L O S U R E

46

C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

#m o d ule3 #co nsum ers #cases

V A L U E  C H A I N  
T R A N S P A R E N C Y

https://www.pat
agonia.com/our

-footprint/

47

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

V A L U E  C H A I N  T R A N S P A R E N C Y  
I  T E C H N O L O G Y

M A R K E T I N G  T E C H

48

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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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

#m o d ule3 #co nsum ers #to o ls

49

C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

Make it Märkbar, Deloitte, 2014

2

Value proposition:

Accommodate 
customers’ needs

Increased 
capitalization on 

donations

Access to markets

#m o d ule3 #co nsum ers #rep o rts

50

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

C H A R I T Y  &  D O N A T I O N S
B U Y  O N E  – G I V E  O N E  

51

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

C A U S E - R E L A T E D  
M A R K E T I N G

52

C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

C U S T O M E R - S E L E C T E D  
P A R T N E R S H I P S

53

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

C U S T O M E R - S E L E C T E D  
P A R T N E R S H I P S

54
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

Value proposition:

Customer relations 
throughout

product life cycle

Resource optimization

Market differentiation

Make it Märkbar, Deloitte, 2014

3
#m o d ule3 #co nsum ers #rep o rts

55

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

P R E - P U R C H A S E  P H A S E  E N G A G E M E N T
I N F L U E N C E  &  E D U C A T E

56

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

P U R C H A S E  P H A S E  
E N G A G E M E N T
I N F O R M

Possible to find Max Burger’s 
menu in English? 

If not, we’ll just have to work with 
this…

I found the menu, but it’s low 
res….

Here are other sources:
àhttps://www.csrwire.com/press

_releases/30891-max-
hamburgers-from-sweden-

revolutionize-fast-food-
industry-and-tour-us

àhttp://content.time.com/time/
world/article/0,8599,2111372,

00.html
àhttps://www.bipiz.org/en/csr-

best-practices/max-burgers-
fast-food-has-a-positive-

environmental-footprint.html
àhttps://order.max.se/se/sv-
se/categories?menuType=eati
n&storeId=259&categoryId=1

4490

57

M O D U L E  3  
I N T R O C O N S U M E R  E N G A G E M E N T  ( B 2 C )D A Y  3  – C U S T O M E R  

E N G A G E M E N T S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

P U R C H A S E  P H A S E  E N G A G E M E N T
C H O I C E  E D I T I N G

58

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

U S E  P H A S E  E N G A G E M E N T
I N F L U E N C E  &  E D U C A T E

59

C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

U S E  P H A S E  E N G A G E M E N T
N U D G E  &  M O T I V A T E

Flere eksempler på nye “valutaer”: 

#co nsum er_eng ag em ent #cases

60

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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M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

U S E  P H A S E  E N G A G E M E N T
N U D G E

61

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

U S E  P H A S E  E N G A G E M E N T
C H O I C E  I N F L U E N C I N G

62

C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

#m o d ule3 #co nsum ers #rep o rts

Value proposition:

Re-sale of products 
(functions sales)

Pro-longed product value 
(facilitation of customer-

2-customer markets)

Tailored products and 
services in collaboration

with customers 
(open innovation)

4

Make it Märkbar, Deloitte, 2014

63

C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

C O L L A B O R A T I V E  
E N G A G E M E N T
C O - I N N O V A T I O N

#m o d ule3 #co nsum ers 

#rep o rts

64

C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

C O L L A B O R A T I V E  
E N G A G E M E N T
S E R V I C E  P R O V I S I O N

65

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

C O L L A B O R A T I V E  
E N G A G E M E N T
M A R K E T  F A C I L I T A T I O N  
( I N V O L V E )  

66
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C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

DIGITAL 
PLATFORMS 
(CROWDFUND
ING, 
CROWDSOUR

CING)

C O L L A B O R A T I V E  
E N G A G E M E N T
M A R K E T  F A C I L I T A T I O N  

67

C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

Make it Märkbar, Deloitte, 2014

#m o d ule3 #co nsum ers 

#rep o rts

S U S T A I N A B L E  C U S T O M E R  
E N G A G E M E N T  F R A M E W O R K S

+
ACTIVISTIC
ENGAGEMENT

68

C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

5

Activistic Engagement. TANIA ELLIS – The Social Business Company® 

ACTIVISTIC
ENGAGEMENT

Value proposition:

Join forces 
for the greater good.

Create political or 
social change.

Make the world 
a better place 

# B R A N D S T A K I N G S T A N D S

69

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

F R O M  C O R P O R A T E  S O C I A L  R E S P O N S I B I L I T Y

T O  C O R P O R A T E  S O C I A L  A C T I V I S M

Corporate

Company

70

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

71

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T

S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

“ R E V E R S E  S U P P L I E R -
C U S T O M E R  D E M A N D S

72
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M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

Social justice & voting rightsOil drilling & arctic wilderness Fossil fuel vs renewable energy

73

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

[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

74

M O D U L E  3  
I N T R O C O N S U M E R  E N G A G E M E N T  ( B 2 C )D A Y  3  – C U S T O M E R  

E N G A G E M E N T S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

75

M O D U L E  3  
I N T R O C O N S U M E R  E N G A G E M E N T  ( B 2 C )D A Y  3  – C U S T O M E R  

E N G A G E M E N T S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

2020

2019

2018

76

K E Y  L E A R N I N G S

W H A T  Y O U  H A V E  L E A R N T …

Business case arguments for consumer engagement

3 steps for sustainable customer engagement

5 engagement frameworks

6 sustainable customer engagement principles

W
H

Y

Examples of how other companies engage their customers 

H
O

W

77

K E Y  
R E F L E C T I O N S

R E F L E C T I O N S  O N  C U S T O M E R  E N G A G E M E N T

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

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

Which engagement principles could be relevant for you to apply?

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

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

78
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TAK FOR I DAG!

79

© TANIA ELLIS – The Social Business Company®. All rights reserved. 

This presentation may not be copied, used or distributed publicly without permission.

TANIA ELLIS - The Social Business Company®

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

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

W W W . T A N I A E L L I S . C O M
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