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Queé es la RSC?

‘(..)is a management concept (...) the way through which a
company achieves a balance of economic, environmental
and social imperatives, while at the same time addressing

the expectations of shareholders and stakeholders.”
———
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http://www.unido.org/csr/o72054.html

Satish Kumar: The Link
Between Soil, Soul and Society
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https://www.schumachercollege.org.uk/about/satish-kumar

“(...) most of today's innovative social solutions cut
across the traditional boundaries separating nonprofits,
government, and for-profit businesses {(...)”

James A. Phills Jr., Kriss Deiglmeier, & Dale T. Miller
Stanford Social Innovation Review, 2008
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http://darmano.typepad.com/logic_emotion/2009/04/why-marketing-in-a-post-consumer-era-wont-look-like-marketing.html

“Customers are no more interested only in what do businesses
do with the money they get. Customers are currently more
worried about how those businesses earn that money.”

Carlos Losada (ESADE), 2013
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nielsen

Fuente: Nielsen Global CSR Report 2014

INCREASINGLY, CONSUMERS CARE AND WILL PAY
EXTRA FROM SUSTAINABLE COMPANIES

PERCENT WILLING TO PAY EXTRA FOR PRODUCTS AND SERVICES FROM
COMPANIES COMMITTED TO POSITIVE SOCIAL AND ENVIORNMENTAL IMPACT
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http://www.nielsen.com/content/dam/nielsenglobal/jp/docs/report/2014/Nielsen Global Corporate Social Responsibility Report - June 2014.pdf

ESPANA, FOOD & BEVERAGES

Creer en el compromiso de la empresa con la
gente, la sociedad y el medio ambiente.
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. Talk @ Think Trust Social&Envir.Initiatives
Fuente: Havas Group, Meaningful Brands 2017.



http://www.meaningful-brands.com/en
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“Las compaiiias no pueden seguir esperando a que los gobiernos tomen la
iniciativa frente a los retos medioambientales y sociales a los que nos
enfrentamos. Debemos considerarnos parte de la solucion a estos
problemas”.

Paul Polman, CEO Unilever

BT - Persona mas alla del consumidor, activandolo, acompafandolo

EZ - Las marcas deben humanizarse, practicar empatia, inspirar...

Construir caminos de confluencia con la sociedad y sus inquietudes
vitales durante todo el shopper journey
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“Ayudando a la concienciacion de los consumidores y ¢, .. vy by
creando un hogar mas saludable.” Hispack
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Handwashing
Day 15th October, 2012

brought to you by
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“Se reduciria un 48% tasa de mortalidad solo con que los ninos
se lavasen las manos con agua y jabon tras ir al bano”

Sustainability by
Hlspack




INTRODUCING 1?5 737 1421

g L

(D

START A PROGRAM . BEGIN RUN

“Nuestra empresa siempre ha sabido lo que desean sus clientes: no
son tanto los zapatos, sino a donde te llevan”

Phil Knight, Presidente de Nike Inc. **sma oY




o . .
La relevancia, una oportunidad para las marcas que deseen

V4
permanecer y crecer en el nuevo contexto.

Meaningful Brands, 2017

(o . . .
If you want a team working with their blood, sweat and tears
and loyal customers who are your ambassadors, Then consider

how meaningful you are as a Company. "

Nash Billimoria, 2017
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