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Why Sustainable Consumption Matters
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& PEPsICO A Shared Vision for Sustainable Consumption

DEDICATED TO MAXING A DIFFERENCE ‘
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A vision for sustainable consumption
Innovation, collaboration
and the management of choice
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182 wbcsd consumption & value chain

http://www.wbcsd.org/Pages/EDocument/EDocumentDetails.aspx?ID=13718&NoSearchContextKey=true
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http://www.wbcsd.org/Pages/EDocument/EDocumentDetails.aspx?ID=13718&NoSearchContextKey=true
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Our shared vision for sustainable
consumption

Better
products and
services

Choice

Cohesive . .
4 Enlightened influencing

and responsive
marketplace 9 billion consumers
people living well,
and within the limits
of the planet

Choice editing

New imi
| Maximized
measures total value
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Supporting aclvifies (RED,
M rketing, Lagistics, etc)

From a Linear Chain to a Value Net
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To a sustainable consumption in 2050

Collaborative
Innarvation

Mew business
rrcsdiels
maximizing
value versus
footprint

Products

Better Stakeholder
understanding alignment

of purchasing
decision factors

Business

Sense of quality shift to value leadership

net models

System - thinking Focus on value

multichanne dsﬁmon
message
consistency Vvalue shift

Development

of new
Indicator sets

Consumers Value

From consumption as usual
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Change In
mindset &

aligned policy
objectives

Measures

shift to value
net modeks

versus footprint E"fab“ng policy

rameworks

Collaborative
actions

product & service
creation processes

Development of
tools & standards

Marketplace

A possible pathway

Key Must Haves

* More collaboration

* Information exchanges
throughout the value net

* Deeper understanding
of consumer behaviors

* Technology

* Evolving business
models

* Reinforcing trust




® bEPSICO What Is PepsiCo Doing?

Improve our Value Chain Influence Consumer
and Operations? Behavior?

JOGUE NO LUGAR CERTO!
RECICLE POR UM FUTURO MELHOR
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Pre-edit consumer choices?
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% pEPSICO Conclusions

» Sustainable consumption
IS a complex challenge
for business

* It Is necessary to
Increase the pace of

| change
Sustainable

profgl?gion *We need to develop
business models and
products which make a
more efficient use of
resources and enable
more sustainable
consumption patterns
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Sustainable
Sourcing

Sustainable
consumption



Thank You!

“9 Billion People Living Well and within the limits of the
Planet”
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