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Overview- Impact of Sustainability on Marketing

Il 14

David Rosend CEO of Acrelic Group & Chairman of MENG
(Marketing Executives Networking Group) Sustainability SIG
Shari Aarond CoAuthor ofClimb the Green Ladder

Len Gordond Northeast Director of the FTC

Panel Questions
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Sustainability as a Business Opportunity Starting at the Board

Sustainability for Competitive and
Strategic Advantag

Integrating Sustainability into the Fabric of
the Business and its Strategy, Business
Plan, Operations and Culture.
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for Marketing to Consider

Environmental/Economic/Global Challenges Affecting Business

Reliance on Oil and Coal

NonRenewable Resource
Costs are unpredictable and
Increasing over time

Population Growth Outside
of North America is doubling
tripling

US is a Net Importer

Carbon Emissions and
Waste are High
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Energy is Expensive

World Economic Crisis and
Shift

Consumers are buying
Green

Consumer backlash against
weak claims or incomplete
commitments

No Clear Alternative Energy
Alternativesd Geo Thermal
at Risk

Regulations are Pending
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Our Research has Identified Eight Reasons Why Enterprise Shoulc

Take Sustainability Seriously:

Opportunity to Reduce and Increase Predictability of Costs
Avoid Disruption in Production due to Regulatory Impact
Improve relationships in your Ec8ystem

Opportunity to Enter New Markets through Innovation
Reduce Carbon Footprind Cap and Trade

Reduce Waste

Create Longevity and sustainabllity for the Business

Increase the value of the Brand(s)
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Marketing Rolesd Strategic to Tactical

Market Strategy
& Analysis

Quantitative
Analysis

Product Strateg

Product
Planning

Program
Planning

Go To Market

Channel
Management

_/

- Market Plan

Competitive
Analysis

Market
Problems

Market
Research

Competency
Analysis

__| Product/Market
Analysis

Ideation and
Innovation

— Market Sizing

Product
Performance

Operational
Metrics

Win/Loss
Analysis

Market

Segmentation

|_| Business Case
& Roadmap

|_| Product Def. &
Requirements

— Pricing

Make/Buy

Portfolio

Channel
Analysis

— CrossSell

Target Market

— Position

Channel
Strategy

Selling Process

Product
- Roadmap and
Build

Release
Calendar

Marketing Plan

Launch Plan

Upgrade/

Upsell and

Retention

PR Plan

PushPull

Advertising

Lead Gen

= Collateral

Program
Calendar

Content
Production

Sales Collateral

— Training

- Sales Tools

- Advertising

— Training

= Collateral

Programs
Schedule

— Support



How Many PO0s of Marketing?

Kotl er 4 POs Ot her POs
Product People
Place Position
Price Profit
Promotion Packaging

As companies integrate Sustainability into their Strategies, Business Plans,
Operating Plans and Tactics, how will Marketing respond?
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New Evolution™ locomotives, on
order by Kazakhstan, reduce fuel
consumption by 3 to 5 percent or

roughly 189,000 fewer gallons of
fuel in the engine’s lifetime.






http://www.greenerpackage.com/sites/default/files/TerraCycle_Frito1.jpg

