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Ali boste s tem:

1. diferencirali in krepili blagovno znamko ter zvestobo potros

2. iskali nove trzne, prodajne priloznosti ali nova trzisca?
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ZAKAJ?

Ali boste s tem:
1. diferencirali in krepili blagovno znamko ter zvestokb
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3. motivirali in poskusali zadrzati najboljse zaposlene
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NUTRI-SCORE

Area 9: Strengthening our knowledge in support of the European Green Deal

Area 10: Empowering citizens for the transition towards a climate neutral, sustainable
Europe




ZAKAJ?
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ZAKAJ?

Ali boste s tem:
1. diferencirali in krepili blagovno znamko ter zvestobo potrosnikec

. iskali nove trzne, prodajne priloznosti ali nova trzisca?
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. znizevali stroske?

. pritegnili investicije — zelene investicije
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KDO?

1. Bo to delal posameznik in posamezen oddelek?

2. Ali potrebujemo odgovorno osebo in tim, ki ji bo pomagal?

3. Ali je potrebno, da imam podporo visjega vodstva (uprava)?

4. Je casovno potrebno opredeliti ali lahko recemo cez 10 let?

Argeta tim za trajnostni razvo,.
R&D KVALITETA

MARKETING

OPERACIJE (proizvodnja, | ' ’
kvaliteta, vzdrzevanje) i ‘ v
= QA

P&C NABAVA
OGLASEVALSKA AGENCIJA
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KAJ IN KAKO?

1. Kaksni so koraki izdelave trajnostne strategije? Uporabit

IDENTIFIKACIJA PRILOZNOSTI PRIPRAVA IZVEDBA

. PRIPRAVA
LCcA TRINA eI OBLIKOVANJE O EEINIRANIE DEFINIRANJE Lol AT KOMUNICIRANJE
ANALIZA PODROCL TIMAZA TR R AZALNIKOV ZAVEZ MEINIKOV IN




KAJ IN KAKO?

2. Ali vemo kje se trenutno nahajamo? Poskrbite, da veste od kje

bistvenosti, raziskave,...

2+ Production of
packaging materials

4+ Transport to
distribution centers
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Free from antibiotics
Free from additives

More healthy add. (Omega 3,
Food safety standards Calclum)
y standards | .
[More fiber

Free from flavour enhancers | _
No artificial colos
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More natural ingredients |

Brand s active in waste
'management reduction initiatives

Packaging made of recyclable
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Brand stands for no animal cruelty
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Delovno okolje, zdravje in varnost zaposlenih
Eticno, transparentno poslovanje

Dobicek

IzobraZevalno-zabavne vsebine za otroke

®
@ Razvoj majhnih lokalnih podjetij s kakovostnimi surovinami
‘D Sponzorstva, donacije

Lazji dostop do visoke kulinarike

PURCHASE INTENSION
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KAJ IN KAKO?

3. Katere vidike naj zajamemo? Zajemite vse vidike trajnostn

ZAVEZA UPORABNIKOM ZAVEZA OKOLJU ZAVEZA DRUZBI
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20 milijonom ljudem bomo pomagali k lazjemu doseganju Okoljski odtis Argete bomo zmanjsali za 20 odstotkowv. Z izobrazevanjem, podporo boljsi prehrani in promocijo
prehranskega ravnovesja in bolj zdravi prehrani. $porta bomo pozitivno vplivali na kakovost Zivljenja

20 milijonov ljudi.




KAJ IN KAKO?

4. Ali so strategije medsebojno usklajene oz. integrirane? PURPO

Strategija Strategija
komuniciranja - blagovne
znamke

Poslovna
strategija : Trajnostna
strategija




KAJ IN KAKO?

5. Ali smo si postavili zavzeze, ki so relevantne za naso blag

TRAJNOSTNE
SESTAVIME TER .
KAKOVOST IN l\ /\ IZBOLJSANJE
KAKOVOSTI
VARNOST IZDELKA vSFKDANJEGA
ZIVLIJENJA
* Vsaj 60 odstotkov nasih POSAMEZNIKA
dobaviteljev bo imelo . bl bome kakovs .
vsaj en GFSI ali okoljski : uth ma kako st zabavno-
standard. izobrazevalnih vsehin za otroke.
* Uporabljali bomo * Povecali bomo dostopnost visoke
100-odstotno krajnostna kulinarike.

pridelano meso in ribe.



KAJ IN KAKO?

6. Ali potrebujemo pri tem partnerj

We give a cluck about
INDUSTRY LEADERS NESTLE AND JDE PEET’S fighting food waste.
JOIN FORCES TO LAUNCH NATIONWIDE
COFFEE POD RECYCLING SCHEME IN THE UK

20.11.2020

Did you know that 40% of healthy grocery store food gets tossed into a landfill?
That's not okay. We know we can, and should, do better.

Yo R

Do Good \ Pl

Good for Plate & Planet™ We pick up healthy surplus We turn that healthy YYou buy the chicken at your
food from local grocery surplus grocery food into local grocer
stores after food bank nutrient-dense chicken feed and feed your family great-
donations — that mimics their natural diet. tasting chicken and combat
then load them into reusable climate change from your
coolers (like the kind used kitchen. Winner, winner!

for picnics, but bigger).

QO Jozef
Stefan
® ‘. Institute




KAJ IN KAKO?

7. Kaj pa ce nam ne uspe? Smo lahko ambiciozni? Bodite tr

Sysco

Achieving some goals, refreshing others

We also achieved several milestones, including finalizing cur Animal Welfare

Policy for Suppliers, establishing responsible sourcing guidelines for four of
our five key commeodities, rolling out mental health awareness initiatives for
our associates and expanding our meal denation program.

With the COVID-19 pandemic forcing almast all hotels and restaurants to
stop operations or reduce them to a minimum, Sysco had to pause some
of our planned efforts to shift focus toward supporting cur customers and
associates. That meant reevaluating some of our 2025 goals to align with
a shifting market, such as our energy goal. We began the work to develop
broader carbon reduction goals informed by science and expect the work
to be completed in FY2021.

Table 4: Progress on commitments

Target

20

Status

100% fish and
saafood from sus-
tainable fishing or
rasponsibla farming
by the end of 2025

98%

Slightly ahead

100% of our
vegetables from
sustainable farming
practices by tha
end of 2025

Increase the
healthy maal
choice part of our
porticlio year after
year

1007 of our port-
folio to be withouwt
tasta enhancers,
artificial lavors and
artificial colorants
by the end of 2022

Reduce our opara-
tional greenhouse
gas emissions in-
tensity by 45% from
a 2017 baseline
and reach net-zemn
emissions well
before 2050

10075 of ouwr con-
sumar packoging
will ba recyclable
by the end of 2022

88%

91.5%

98%

-22%

90%

Ahead

On track

On track

Slightly ahead

Slightly behind

Nomad Foods






KAKSNA JE VREDNOST?
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6" Na letni ravni (pri enakih kolicinah):

\ir 1) zmanjsanje transporta za 14,2%
" 2) manjsa poraba papirja za 12,3%

iginal
5 aditivoy

Izpusti emisij CO, na tono proizvoda za proizvodnjo v ADK izola in AA Sarajeve

v letih 2018-2021
ADK Izola 2018 2019 2020 2021
Proizvodnja v tonah 7.198 8.856 £.895 B.715
Emisije CO, v tonah 2.076 2.441 2.016 1.513
Emisije CO,,
v kg ns tor idelk 288,4 2756 339 174
AA Sarajevo 2018 2019 2020 2021
Proizvodnja v tonah 6.866 7.402 9.892 10616
Emisije CO, v tonah 3.574 3.757 4015 3.849
Emisije CO,, 520,5 507,5 405 362

v kg na tono izdelka




KAKSNA JE VREDNOST?

Velika vecina potrosnikov v nasi kategoriji pride v trgovino ze odloce
ni samo za imidz.

46% w==p 499, 56% == 1% 49% wmmp 54%

OKOLJSKO ODGOVORNA ZNAMKA PROIZVAJA BOLJSE IZDELKE DRUZBENO ODGOVORNA ZNAMKA

Vir: BVC 2020-2022




Uspesno!
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