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Figure 3-7. Total World Population, 1950-98,

with Projections to 2050

Figure 1-4. Global Footprint and Biocapacity, 1961-2002
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We are living on credit without knowing the interest rate!
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You and your Business i our Future at Stake!
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Carbon & more

1. Soil Fertility Health

2. 5oil Loss

3. Nutrients

4, Pest Management

C. Biodiversity
' 6. Value Chain

-'u_' 7. Energy

8. Water

NATURAL

9, Social/Human Capital
LOCALLY .

SOURCED -

10. Local Economy

FAIRTRADE

11. Animal Welfare
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A How to offer incentives for more sustainable
production?

A How to capitalize on environmental best practice?

A How to respond to changing consumer
expectations?

Exhibit 3. Most Consumers Think It Is Important or Very Important

for Companies to Be Green
Almost every second
i amor lamak .
- L& consumer would accept ¢
Ein Aufpreis fur klimafred S“ghtly h|gher prlce for Companies should be clear about product risks and safety [ ‘

zweiten Verbraucher ged Climate_friendly products | Companies should provide information on environmental impact [ | |
| Companies should have high ethical standards [ |
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| Companies should have a good environmental track record | | :
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| 6,4 | Would prefer climate friendly products 2

even at remarkably higher prices. 1 Companies should offer green products :

______________________________________________

. . Companies should be involved in social projects
Would prefer climate friendly products
even if they would be slightly more

expensive. Companies should donate to charity

Would prefer climate friendly products Percentage of respondents
but not at higher prices.

48 Important i
41,8 Sources: BCG Global Green Consumer Survey, 2008; BCG analysis. po ViR i)

| 6.m satisfied with the currenl Note: Dataarefrom 1,000 responses across all countries in our survey.
available products and would

‘Wenn es ein Kohlendioxid-Label in Deutschland gébe, wiirden Sie dann beim Einkauf zukiinftig darauf achten? m 5

GfKConsumerScope 2008
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Sustainability Flower
(Working Title)

In times of shrinking
resources and growing
popul ati on
enough to sustain the
planet. We need
sustainable
development - a
Meaningful Footprint.
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The approach

A GRI plus

I Advantage:
A Convince through performance
A Stay comparable
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The Ciriteria

3.2 Economic dimension

Dimension Goals Key Negative Awareness and Comprehensiv
Performance impact/ initiatives for e positive
Indicator __No impact nositive impnact  imnact
3.5 Ecological dimension
Economical Responsi Sustainability |[pimensio Goals Key Negative Awareness Comprehensiv
bleand  strategy n Performance impact/ No and initiatives e positive
ethical performance Indicator impact for positive impact
business management impact
behavior — —
in every Energy Efficient Assessment of No assessment First pilot Full
h £ usage of energy usage assessments  assessment
sp _ere 0 energy and
action - development Energy saving No action Singleissue Comprehensive
Economic of renewable projects saving goals
development energy and
implementation
Proportion of No action First single Comprehensive
clean(gr)/renewa Issueinitiatives ' goals and
. ble resource implementation
Innovation usagein the for greener
energy mix energy mix
Air Improve Assessment of No assessment First pilot Full
quality of the emissions assessments  assessmenton
airand company and
mitigate product level
climate
change
thronnh
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working title
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