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Eliminating Waste

We are transforming our value chain into a circular system with less waste.
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Components of Sustainable Marketing Strategy KPIs for Sustainable Marketing

Consumer Satisfaction Surveys. <lgiuall Laa 53>

Objectives / Goals

Strategy
What are we looking to achieve? 2

How are we going to get there?
Leadership, Collaboration,

Valuecrin, Environmental Impact Assessments. sl AY15>

Partnerships

Where do we want to get to?
Organisational strategic alignment

PURPOSE /

Tactics / actions Market Share. 4:\3}&5\ 4.:.4;5\>

Situation Analysis

Where are we now? q1 IMPACT DRIVEN How exactly are we going
Operating landscape, to get there? What are we
Stakeholder analysis, practically going to do? . ,. -
Competitor activty, Channel mix shifts, Corporate Reputation. 4 sall daaull}>
Collaboration, Innovations, Messaging,
Purpose / Values alignment, Story / Narrative,
Opportunities Campaigns
Data

Measurement / KPls
Return on Purpose,
ROI Sustainable Marketing,
Continuous learning / Optimisation
Data/ R6p0rting © Can Marketing Save The Planet 2023
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https://unglobalcompact.org
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https://www.unesco.org/en/environmental-commitment-and-policy
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Environment.

https://environment.ec.europa.eu/index en
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Climate

UAE-led weather
warning project to
reach 100 million

farmers by 2030

Cop30 announcement heralds expansion of initiative
launched in 2023
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