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Sustainable Approach and the Four Winners
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Leading Companies’ involved from both
retailers and manufacturers side

Silvia Scalia e Carolina Gomez GS1 Italy
Facilitator: Antonella Altavilla ADF Consulting

Scientific content: Fabio Iraldo, Roberta Iovino e Elena Baldareschi, Scuola Superiore Sant’Anna di Pisa
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The objective and the scope
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The approach
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CM is the framework for actionable initiaves
on environmental impact areas
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All levers are suitable for sustainability but
differently for manufacturers and retailers
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The levers to improve environmental sustainability of categories

Communication

Shelf allocation

Assortment

Promotion

Placement

Pricing

Retailers Manufacturers



Copyright © GS1 Italy. Tutti i diritti riservati

Some examples of tools to manage levers and 
reduce environmental impact

8

ASSORTMENT

COMMUNICATIONPROMOTION

PLACEMENT AND SHELF ALLOCATION

Tools
 to design 

initiatives on 
categories 

environmental 
beneficially



Copyright © GS1 Italy. Tutti i diritti riservati

Organizational

complexity

Potential of reduction of environmental impact of value chain

Different collaboration models for different
level of impacts and complexity
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CLV  =  ∑!"#$%&' Frequency ∗ Average expenditure ∗ Profit Margin

The goal for brands and banners conquers
additional consumers’ «trust»
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From 3 winners to 4 winners
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Thanks

Antonella Altavilla - Consultant for Category Management, ECR Italy


