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‘SUSTAINABILITY IN RETAIL

Retailing in the Green Economy: Getting Serious about Sustainability
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Sustainability and Value:
Friends, or Foes?

Marie Ridgley
Managing Director, Added Value UK




Sustainable Spectrum

Committed

“To me, it’s a no brainer. Simply
changing one detergent for a

) . something good.”
more environmentally one is

easy.”

“Today it’s about keeping

“Natural and organic means it’s good up with the Green’s, not
both for me and my family” the Jones™
) “However small, | know my
“| felt so bad being the only on actions can make a
my street not recycling every difference”
week.”

Cynical

“Being green makes me feel like I’'m a part of

“People are just jumping on the green
bandwagon because they think it
makes them look good.”

“Environmentally
friendly products are still
too expensive.”
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“Price Is what you pay. Value is what you get”.
Bilionaire, Warren Buffet

LUXURY BRANDS
(Value = it’s worth paying for)
‘just have to have it’ irresistible allure ‘worth
it in the long run’ investment zone

(Value = Pay more, get more)

‘reasonably priced’ suits my needs, ‘the going rate’
the comparison zone
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BARGAIN BRANDS (Value = trade-off)
‘Lots for little” an irresistible bargain. ‘No Frills’ commodity zone

What | pay (share of total income)




Dimensions of “value”

. One dimensional/price Product/service bundling Full service experience

Our biggest ever beauty event

3 for 2 on 100s of make-up, skincare and haircare products

“Low cost bargains” “Pick & Choose offers” “Delivered to your door”
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So, can sustainability and value be compatible?
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“The Hairy Pot Plant”
companynow

()

almart claims
2adership with their
provide a wide Save Money. Live
range of plants in Longer.”

coir and wood chip Sustainable ’? ampaign. Energy
pots, which can be - saving appliances

planted straight into duce carbon

the soil with no missions, but

wastage. portantly reduce

als
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How do you hit that the sweet spot?

Sustainable




Agree at what level your brand will engage

Crusader Harmonist Changeling Selector
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The Crusader: these brands are built on strong ethical beliefs with a cause
led approach

fucking the

Fuck the y i i
et tiat are ; Demonstrate leadership, be a pioneer
people.

Be the voice of the cause / raise awareness

gme;irg?n P Stand out from the crowd

Authenticity = a constant, relevant evolution of the
cause

Non Biological -

COVER

eologica) W, woe

Can be too niche, too worthy, how to remain
relevant?
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The Harmonist: these brands have a set of holistic responsible ideals which are
bought to life with a strong set of brand values and tone of voice

Demonstrate commitment to responsibility as a
guiding principle, influencing and inspiring
everything you do

\eoVally, OF course we
organic o
siawbery,.  add colouring.

They're called
strawberries.

Holistic approach, bundling of issues

Authenticity = when acting responsibly is an intuitive
part of the brand aura

! How to keep culturally relevant as you grow?
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Call 0800 450 888

powergen.co.uk/groe:

The Changeling: these brands have made a decision to make
responsibility a part of its brand DNA, a fundamental repositioning

Commitment through category leadership —
pioneering and willing to take risks

Holistic approach, bundling of issues

(. T won't leave a
7 LS bitter taste o o _
[l DA in your mouth. Authenticity = positive intent & action towards

&N sir: s W embracing responsibility and being open & honest
about the journey

! This is a transition model
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y The Selector: the brand comes first, then the responsible agenda. No
o O ©  desire to reposition
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ALL OUR BANANAS ) .
\RE FAIRTRADE. Demonstrate commitment to specific issues and do
AND YOU CAN'T SAY

FAIRER THAN THAT. 5/ 1N each one well
Communicate single issue messages

Authenticity = being true to your core brand driven
by credible substantiation & tackling category
relevant issues

! Most susceptible to greenwashing

HSBC «X»
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PUBLIC HEALTH

Toxins
Sickness & Disease
Healthy Eating

T
\
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b &
Waste Management
Biodiversity & Resource Scarcity
Pollution
Energy Efficiency

The Sustainable Wheel

Acknowledge the most relevant issues and embrace
your brand’s shadow

SOCIAL ECONOMIC

FAIRNESS

Poverty
Fair Trade

Occupational Health &
Safety

Employee Exploitation



The Brand Story: Starts with the Core Equity...

TESCO

Every Witle halps

Makes life easier
Encourages shopper loyalty

Good value for money Gl my shopping
_ AR cclivered o M -
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Delivered in a way that cuts through the ethical
“sea of green”?
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Defining your brand’s personality

Archetype Wheel
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Relevant benefits Detractors

=

: |
i SuF PSSR R Y | T
[ BN e o S S P

\ ADDEDVALUE




Brands are using sustainability to deliver value

IF YOU WANT
TO SAVE MONEY. |

| CONCENTRATE.

£

Detractors

Relevant
benefits
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“The only way out of this recession is towards a low
carbon economy.”

UN Environment Programme

Sustainable




Thank you!

Marie Ridgley
Managing Director, Added Value UK




