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Current global consumption patterns are unsustainable. Ba sed on the
facts and trends outlined in this document, it is becoming ap parent that
efficiency gains and technological advances alone will not be sufficient
to bring global consumption to a sustainable level; changes will also
be required to consumer lifestyles, including the ways in which
consumers choose and use products and services.

We recognize the need for business to play a leadership
role in fostering more sustainable levels and patterns of -
consumption, through current business processes such
as innovation, marketing and communications, and
by working in partnership with consumers,
governments and stakeholders to define
and achieve more sustainable
lifestyles.
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Global drivers of consumption

There will be an estimated 9 billion people in
2050.

World GDP is projected to grow by 325%
between 2007 and 2050.

On average, around 60% of gross domestic
product (GDP) is accounted for by consumer
spending on goods and services.
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The number of middle-class consumers worldwide

is expected to triple by 2030.
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Signs of a new “global middle class” with
common consumption patterns are emerging.

Low-income consumers account for almost two-thirds of the w orld’s

. ICT- population and have a combined spending power of approximate ly

US$ 5 trillion.
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Food
2.86 billion US$ 3.47 trillion 83% 42%
254 million US$ 458 billion 64% 36%
360 million US$ 509 billion 70% 28%
486 million US$ 429 billion 95% 71%
Footprint by national average per person income, 1961-2003 Consumption and wealth: A culture of
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Global consumption patterns & impacts

Balance sheet: Ecosystem services

Provisioning services J Regulating services N
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livestock| N Climate regulation # global N
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Studies show that two-thirds of
the Earth’s ecosystem services
are in decline.
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Valuing and paying for natural resources

It is reported that natural resource consumption
by humans has increased to "25% of global
carrying capacity, and could rise to "70% by 20#0.
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Food and drink have the highest levels of ecologica
impact per dollar spent, according to WWF.
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Global consumption patterns and impacts

US, Japan, Western Europe Dramatically lowering resource use while maintaining economic output
(3Factor 10°)

China, South-East Asia, Leapfrogging to sustainable structures of consumption and production
some countries in South America without copying western examples ®rst

Many countries in Africa, Developing dedicated solutions for the @low-income segment of the
some countries in South America population®; providing a basis for sustainable growth

Studies show that consumption pattern impacts
vary considerably by geography, income and
demographics.
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>hreshold for high human development

Well-being is not necessarily correlated with high
levels of consumption

O
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Meets minimum criteria
for sustainability
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Global consumption patterns and impacts

Remain competitive and offer development
opportunities to emerging economies

Promote the adoption of environmental and social
standards, throughout the value chain, especially
among suppliers

Create transparency, regarding economic, ecological
and social aspects of corporate activities, especially in
emerging economies

Support human rights

Promote job security through employee training and
development

Proactively address challenges like equal opportunity
and population aging

Ensure product safety

Offer quality products at fair prices

Promote sustainable consumption through ethically
and ecologically sound products, and by informing
consumers and raising their awareness

Stronger focus on products: dematerialization of
the economy by moving from product- to service-
oriented business models

Help to reduce greenhouse gas emissions

Work toward meeting the United Nations’
Millennium Development Goals

Help to solve social problems, also by encouraging

Contribute to the country’s development, especially in
structurally weak regions

Act ethically and legally

Establish high environmental and social standards, and
set an example for suppliers and competitors

Help to build management competencies and
institutions

Create jobs and train employees
Ensure occupational safety and health protection

Promote and raise employee awareness of
environmental protection

Develop and market quality products for those at the
bottom of the affluence pyramid

Ensure that products are safe and environmentally
compatible

Consider the cultural and social context

Transfer know-how and modern energy- and resource-
conserving technologies

Satisfy growing consumer needs with products that use
limited resources efficiently

Support and promote, in particular, disadvantaged
children and young people

Raise public awareness of environmental protection

employee volunteerin . .
Pioy! 9 Promote education and research for sustainable

development

Key issues for business
from IUCN/WBCSD, Business and Ecosystem2007.

Financial — Changes in fiscal and tax regimes to internalize environmental and social
costs resulting in higher cost of capital and more rigorous lending requirements

Regulatory & legal — Increased regulatory constraints as governments seek to protect
degraded ecosystem services and human health

Reputational — Risk to reputation, brand equity, and license to operate for businesses
most directly linked with threatened ecosystems, resource s or risks to health and well-
being

Operational — Substantial increase in cost of important inputs (such as water or
agricultural products); increased vulnerability of assets to floods or other natural
disasters; conflict and corruption that may arise in areas plagued by scarcity of

ecosystem services
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The role of the consumer

Consumer attitudes & behaviors

Awareness and concern

Important note for this chapter: The data gap

Global consumer attitudes to sustainability
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Willingness

80 7 &ercentage of respondents agreeing to the / Don't know
statement C< would be more liEely to purchase :
70 67 products or services from a company with a TOIa”y dlsagree
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60 5 Please tell me whether
Totally agree you totally agree, tend to
2 “© agree, tend to disagree
é 40 or totally disagree with
g 34 35 1 the following statement:
=3 32 33 0
S 30 28 27
s 23 You are ready to buy
® 18 environmentally friendly
207 50 products even if they
cost a little bit more.
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Willing to pay
and does

Willing to pay but
doesn't currently

Concerned but
not willing to act

Not concerned about
the environment

The gap between consumer attitudes and behavior

social concerns
Can't afford | Lack of
to pay | knowledge
is a barrier

Won't 13
compromise

convenience
13

9

Both | Don't want to
price and | compromise
convenience | quality
are issues

Use car

less for
short trips

Low proportion

of population

Install
microgeneration

Adopt lower
impact diet

Eat more food
that is locally
in season

Low impact and
uncommon behavior

High CO, impact

People don't always act on environmental and

High impact and
common behavior

Waste less food

Better energy
management

More
responsible
water usage

Low CO; impact

Increase
recycling
High proportion
of population
Buy energy
efficient
products



lampaigners (18@)
Deeply committed but re%uire
supporting evidence to trust

Engaged Responsible/Worried

<ncreasing engagement

ReJecters (18@)

“ctively reJect both the issue and taEing action
Uninterested/Individualistic/ Con®dent

Rational Emotional
demonstration involvement

Fact based Warmer

Deep messages ‘ptimists (21@) messaging, less
(Campaigners) lommitted and explanation
Clear, simple, easy [RICWACAEEN[LRY Tangible products
to understand and services that
(Confused) Interested/ help tackle climate
Communicate Fashionable/ change

bene®t to tackling  JRSIGLI Foster the feeling
climate change they are

contributing
(optimists)
Products that are
visible to others
(followers)

Communicate at
a corporate as
well as p_roduct Followers(8@)
and service level sartially
committed,
want to looE good
Unsure/Image-conscious

Respectful facilitation
Make it easy + demonstrate no extra effort and
no extra cost to them

Respect their point of view: show they are not
taken for granted, and that no compromise of
price or quality has been made on their part

SeeEiny functional bene+ts

*arriers to behavior change

SeeEig emotional bene+ts

LacE of understanding of problemKthreatkvalue | N N NN 30
tomfortable lifestylesKgreed || I 15

“ssociated high costsKperceived higher ta.es || | ]JEEE 12

Sel+sh entitlementKtragedy of the commons 11
HistoryK currentKpast pricesKculture of Cfreel 6
&ersonal budget constraintsKlimited +nancial resources 6
Short term thinEingKrewards not obvious 6

“pathyKindifference  [Jli5
&overty 5

LackE of political willKleadership 4

Social ine%uityKrich vs poorKune%ual spread of cos-3

?eing voluntary vs being regulated |3

Who is the “green&ethical &
sustainable” consumer



Lack of understanding&confusion + on-pack claims
and labels

“Eco-promising” AISE campaign for sustainable washing




Sourcing and legality aspects

Social aspects

The rise of consumer power and consumer skepticism

Recommendations from consumers m

Newspapers
|
Consumer options posted online

Brand websnes

Magazines m

E-mail signed up for

| | | |
Brand sponsorshlp

Ads before mowes
Search engine ads
Online banner ads

Text ads on mobile phones m

% of all respondents



% of respondents
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The business case

Choice editing

CO; emissions over the life cycle of an average vehicle
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The business case for sustainable consumption




Eco-efficiency

Product innovation and design

“Market research has confirmed that UK consumers
actually are indeed washing at lower temperatures
(2007 IPSOS survey). The survey showed that 17%
of UK households now wash at 30! C, up from only
2% of households in their 2002 survey. The average
UK washing temperature across all households has
decreased from 43.5"C to 40.2"C. According to the
2007 ‘IPC Green Research’ study, approximately
85% of UK consumers claimed that the Ariel Turn To
30 campaigns were the main reason that convinced
them to turn down their washing temperatures.” 3



"usiness model innovation

Production!supply chain management

75% of energy during
laundry life cycle is consuma
in the in-use phase

>~

. Ingredients . Distribution
Formulation Use phase

Il Packaging Disposa



Philips: Energy-efficient lighting outperforms

Henkel: $uality and responsibility drive innovation and
sustainable development

adidas Gr#n: Mainstreaming “Green” footwear and apparel
at top brands



Procter & Gamble:
Innovation in partnership for emerging markets

Nokia: Improving the energy-efficiency of products now
and in the future

General Motors:
Efficient processes save money and make money



The role of business — mainstreaming sustainable consumption

#arketing and advertising




Henkel: Marketing model for sustainable palm kernel oil

Sony: Influencing alternative energy use



Henkel: Influencing industrial customers

Procter & Gamble:
Influencing sustainable consumer product choices



Nokia: Influencing sustainable choice and lifestyle

Cervecer>a y Malter>a $uilmes:
Influencing responsible social behavior in Argentina



Choice editing

Teijin: Editing business processes

adidas Group: Editing the global supply chain



Summary of emerging mainstream business
approaches to sustainable consumption

- Increasing the availability of more sustainable products and services
through integrating sustainability and life cycle process es into product
design innovation that doesn’t compromise on quality, price or
performance in the market.

- Creating a market for sustainable products and business models by
working in partnership with consumers and other key stakehol ders to
demonstrate that sustainable products and lifestyles deli ver superior
performance at the best prices. Using marketing communicati ons to
influence consumer choice and behavior.

- Editing out unsustainable products, product components, processes
and business models in partnership with other actors in soci ety such as
policy-makers and retailers.
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The challenge ahead & options for change

5

Sustainable consumption:
A systemic challenge

Resource extraction

Companies Consumption
choices

-

Production choices Demand

- Consumers

Su pply Consumers

Companies : Policy
End-of-life managers choices

[
Loc]l and national cla‘hlopment

International
agreements

National policies,
laws and regulations

Fiscal structures and incentives

Infrastructure and services
(transport, recycling, etc.)

Guidance for businesses and
consumers

Monitoring
ers
Enforcement N

Economic RO/@
development %4
Legal compliance %.
Ethical practices %
Sustainable sourcing, ‘%0
production and distribution »
Eco-efficiency & waste reduction
Consumer choice editing
Consumer choice influencing
Recycling
Innovation
Example-setting

Independent assessment
High profile public campaign
Critique or endorsement
Thought leadership

Choice influencing




A manifesto for tomorrow’s global business:

%ey insights from leading businesses




%ey insights from stakeholders

Consumer groups Marketing and advertising industry

Government & intergovernmental organizations Retailers




Resources



Notes
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