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...ma questo non e sufficiente ... MANAGING RSk

DINW
» La consapevolezza nel
“You’ve checked the price and calorie count mercato e in aumento
now here’s the carbon cost’ ) ) )
Guardian unlimited 22 January 2007 n Un cam b|o d| Strateg|a
« 3ir Te;;’ty E?ﬁhy. boss of E’etshr;o: Et;fritgin'? big%estrrg;aiilerhhﬁja i
commitfed the company to the introduction of carbon labelling on a : :
the 70,000 lines the company selis. u NUOVG Sflde a"e Su pply Chaln
« Once the system is up and running — Tesco refuses to commit itself
to a date — a shopper should be able to make a simple judgment
on how much carbon dioxide has been expended in growing.
processing, manufacturing, packaging, transpﬂmn?, storing and
distributing anything picked off a supermarket shel
[Timesoniine.com 241 January T008)
Imported organic vegetables
Transport activity and energy
« Marks & Spencer (Environmental consumption studied
Resources Managemant, 2002) — Findings: CO2 teleaseu_:l for a basket
of vegetables was equivalent to the
- Polyester trousers and men's average household produces
cotton briefs through cooking for eight months
- Whole life cycle Investigated 286 itemns had travelled 241 000 km
- Commercial transport = 2% (for
trousers) and 8% (for briefs) of
ialEnCIY eorcay the Shelh « Marks & Spencer yesterday announced a major new
- Car transport by customer = environmental sustainability strategy designed to transform
between 2 & 6 times the amount every pan of the business and establish it as the LK's leading
of energy used for that of "green retailer. '
commercial freight
~ T5% of total energy - ; ad ;
consumption used in washing « "MA&S will change beyoend recognition the way it operates over
the next five years,” vowed M&S chief executive Stuarl Rose
“This is-a debiberately ambitious and, in some areas, difficult
plan._. [Buf] doing anything less i= not an option._.___"
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Carbon Management in the Supply Chain wwsene s E

RAW MANU- CINISHED DISTRIBUTION
MATERIAL FACTURING PRODUCT AND RETAIL
= Aluminium = Cola production = Transportation * Refrigeration = Can discard

production

= Packaging = Chilled storage = Consumption = Can collection
= Sugar f_ar_ming = Retail = Can recycling
and refining and disposal
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The Carbon Footprint MANAGING Risk. [0

Supply chain stage
- percentage of carbon
footprint (illustrative figures)

RAW MANU- DISTRIBUTION

MATERIAL | FACTURING AND
RETAIL

22 % 20 % 23 %
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Lo Scenario di riferimento MANAGING RISk i

é L CIES, The Food
PEMDDSRERFAM Business Forum
. l3aua |;I"|[|E:|al:|l'i|;?:::jf; 004 H"tiu 2008
m The Global Food Retail Network AR i
1/ The economy and consumer demand |
. energy coete, demographic change, consumer trends
m Oltre 400 CEO/Executives del mondo NI:;M?EL R !
Retail e Produttivo (eg standards, traceabilty, consumer confidence) 2
3! Corporate responsibility
n OItre 150 Paesi (eq sustainable development, social standards, corporate governance) 1
4 { The competifive landscape
(eq consolidation, discount, new channel) 3
=5 I Refailer-supplier relations
_ (eq trade costs, pricing, collaboration) )
CIES Top of Mind Survey 2009 6 { The retaillbrand offer
(eq price-points, assortment, format) §
m 596 decision makers in 54 paesi 7 { Consumer health & nutrifion
(g product development, labeling education) 3
“ ; ; ; B { Consumer marketing
u Wha},t will be the Top of your mind in (o opally programnes, promdins,cesomer setic, overiing 1"
2009"? 9 / Technology and supply chain
(eq in-ctore technology, RFID, out-of-stocks, logistics) 1
m Scelta di 3 Top priorities da una lista 10/ Human resources
. (eg staff recruitment and retention, operational performance) 6
di12 i .
nternationalisafion
. (eq international expansion, glokal sourcing) 1
m Gennaio 2009 12 I Regulations
(eq store openings, pricing, labeling) 12
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" baCk tO baSICS " MANAGING RISK  [E37

m La CIES “Top of Mind” 2009 mostra che, anche nell’'attuale
situazione economica, la Sicurezza Alimentare e la
Responsabilita Sociale d'Impresa , sono temi ad alto interesse e
potenziale.

m | consumatori sono sempre piu consapevoli ed informati
richiedendo all'industria un’attenta responsabilita imprenditoriale a
monte e a valle della catena di fornitura.

m |n questo scenario la sicurezza alimentare detiene un ruolo
cruciale non essendo piu percepita quale vantaggio competitivo. In
fase di acquisto, infatti, i consumatori presumono automaticamente
che tutti | prodotti sugli scaffali siano sicuri.

m Pertanto, mentre la sicurezza alimentare e divenuta una
caratteristica di produzione , la Responsabilita Sociale o piuttosto
la Sostenibilita sta divenendo un elemento di differenziazione: il
criterio di selezione dei moderni consumatori
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Consumatori & Imprese: Nemici-amicCi? wwseeruse

m Fatti ed analisi mettono in luce un importante quesito:

Quale il nuovo punto d’'incontro tra domanda ed offerta ?
A

Ma soprattutto: quali le condizioni e i requisiti per ottenerlo 7
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Soluzioni e Strategie MANAGING TUSK

m La CIES “Top of Mind” 2009 conferma che Sicurezza Alimentare e
Sostenibilita sono i temi centrali di una strategia imprenditoriale che
incontra la domanda dei moderni consumatori.

m L’'autoreferenzialita non basta per raggiungere e garantire il risultato.

m || successo e scegliere partners competenti, autorevoli, presenti lungo
tutta la filiera.

m Una certezza per chi compra, un vantaggio competitivo per chi offre non

solo prodotti ma un essere impresa a 360°

- f\h- r
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Supply chain.

Gestire 1 rischi per filo e pEer segno. MANAGING RISK T

| consumatorti
scelgono

| brand

che fanno

le scelte migliori
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