Driving Growth: Category Management's
Sustainable Approach and the Four Winners

Webinar: How sustainability can act as a driver for growth in category management

Antonella Altavilla - Consultant for Category Management, ECR Italy
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Leading Companies’ involved from both
retailers and manufacturers side
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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 Ecr .

Environmental ~<>°(\
as a CPG value (®
chain issue

Building a
common language
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Key objective:
Penetration in day by day

business of environmental
actions to reduce impacts

Building know how of full CPG value chain
of the key stakeholders
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The approach
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CM is the framework for actionable initiaves
on environmental impact areas

ECR..

CATEGORY MANAGEMENT OMNICHANNEL

Retailers Online + Consumers
+ & Shoppers
Manufacturers

=t

Green insights d SUStaK'SIaSb'“ty
Sustainability Green actions
Objectives and claims
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All levers are suitable for sustainability but

differently for manufacturers and retailers -
The levers to improve environmental sustainability of categories
B Retailers ® Manufacturers
Communication | - . oo
Shelf allocation [N e 5
Assortment [N g 70%
promotion [N ;5 _25%_ oo
Placement [ -+ -13%_ 70%
Pricing [ s:+ _13%_ 50%
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Some examples of tools to manage levers and
reduce environmental impact
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Soggettivo
Prodotti *poco + Prodotti “evoluti”, ad
“ead elevato
elevatc beneficio Individuale &
soggettivo collettivo
- :eneﬁv;:lo
Prodotti “poco v Prodottt
avolut!”, non CON SCarse
ecologic e di scarsa performance
aualia anitathe Tools
to design
initiatives on
PROMOTION categories
- - environmental
Allineare obiettivi loyalty e di -
ot g ) VSSoRIubA smbentse beneficially
a 2]
Mighorare il programma Processo Scegliere i premi giusti
integrazione sostenibilita
e programmi fedelta
Misurare risultat! su Comunicare | valori
loyaity e sostenibilith « gli obiettivi ai
clienti
o i~y e
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PLACEMENT AND SHELF ALLOCATION

Attrezzature a basso impatto (frigoriferi e vasche chiusi,
scaffali prodotti con materiali riciclati e illuminati a led...)

# Attrezzature riutilizzabili per realizzare extra display
Driver chiave di riduzione T
dell'impatto ambientale EMateriali POP a maggior tasso di riciclabilita o prodotti con
nella gestione degli spazi '“art_e,"ie, prime riciclate
Adozione di modelli Esposizioni che utilizzino una minore quantita di materiale
di ecodesigndei POP
punti vendita L

Space
management
a impatto «0»

Sostituzione dei materiali POP “usa e getta” con strumenti
digitali
I

Utilizzo dei prodotti standard per realizzare esposizione extra
display
I

COMMUNICATION

Tlementi da non.
lero ciclo di vita iy
N e - - un green claim corretto

Elementi da non : Step1 Descrizione caratteristica concreta
‘comunicare senza Green claim abbs:

Hotspotprincipale  certificazioni di eccellents coerent
© prove scientifiche Identificazione vantaggi amblentali

Step 2  del prodotto/categoria derivanti
Elementi da non
dalla caratteristica concreta
Altri hotspot | certificazionl dl eccelienza. coerente
© prove scientifiche Step 3 Quantificazione e comparazione del
P vantaggl

vt Sheicemis coareme Step4  Scelta di un‘equivalenza Intuitiva

firiden iy e prarstie steps Descrizionefonti dei dati e delle
ecologico,.) poco rilevanti molto rilevanti equivalenze utilizzatl nel claim
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Different collaboration models for different
level of impacts and complexity

B Manufacturers & Retailers

g A

Organizational
complexity A . )
AEL ™\ Many to Many

LN Areas of work:

1 tO Many - Many to 1*, pre- -competitive
> l'and
A AN vertical an
realj oor]: zvgz: al horizontal
Pre-Competitive =~ _  Processes

\
l1to1l S processes

Areas of work: >
Supply chain >

processes

&

Potential of reduction of environmental impact of value chain
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The goal for brands and banners conquers
additional consumers’ «trust»

CLV = Y,.-years Frequency x Average expenditure = Profit Margin

Customer Lifetime Value Scenario 1:

. . 1 .
| Scenario 2: Scenario 1: 1 Scenario 2: Scenario 1: : Scenario 2:
per BRAND or BANNER Trust = | Trust + Trust = i Trust + Trust= ! Trust +
1 1
Averfage consumer : Averfage consumer Average : X i costs increase
q . requency i requency £ ! . due to
CLV Scenario 2: Trust + | as a result of initiatives to pieces i pieces i investments in
l 1 reduce environmental purchased l purchas_ed | initiatives to
' ‘ : impact ! (eress Sellllng) : reduce
z : \ v | environmental
o ° ! : ] impact
1 N. | i
: pezzi : € : ______
- 1 I i
CLV Scenarlloi. Trust = PR ! i Sales iSales :
1 ! ! i
f \ : : e .|
Value| Z : I: Tern_po —_’// : —/‘
! Costs iICosts
! * | * ;
] Average | Average piece 1
‘ i piece value ! value Margins Margins
| , (up selling) 1
] 1
: € : i, 1
[T | J— ’
1
1 ! .
1
empo
I 4 Tempo Tempo
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From 3 winners to 4 winners

Retailers + Consumers
+ & Shoppers
Manufacturers @

o=t

Green Green
insights - KPIs
Green Green actions
Objectives
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Thanks

Antonella Altavilla - Consultant for Category Management, ECR Italy
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