Sustainability in Innovation:
Pain, pleasure or necessity?
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Today

Pamela Ravasio

Trends

What that means:
And why sustainability matters

Innovation Case Studies:
Risk Assessment vs. Trends

Sustainability:
Pain, pleasure or necessity?

The Wool Example
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MEGA TRENDS




Realities: Masdar — Zero Emission City
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Realities: Influencers

Key Influencing Factors: Main Challenges:
- demographic change - Supply
- urbanization (83%) - Energy, Water, Food
- climate change
- globalization Quality of life:
- living spaces & work

2045 - health & health care
Trends

L

Resource solutions:
- Water & Energy:
multi-solution, local & central
- Food: futuristic localisation
- Health Care:
Personalisation, prevention

Life style solutions:
- Spacial multi-use, fluidity
- Collaborative use
- De-centralisation of physical supplies
- Centralisation of digital supplies




MARKET INVERSION

@ picture-alliance/dpa




Realities: New geographies, new markets

3. Three billion people set to change their consumption patterns massively as they move through the key part of the ‘s-curve’

Argentina

Saudi Arabia
Rapid changes in

consumption patterns happen j Retail sales growth per annum, Cities of
in this income bracket Opportunity, 2012-2025
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Realities: Digital is the Standard

T HE FIRST HALF

TECHNOLOGY IS A NOVELTY
TECHNOLOGY IS SCARCE

DIGITAL IS5 A DIFFERENTIAT OR
DIGITAL. IS AN ADJECTIVE
TECHNOLOGY I5 WORK

FOCAL POIWT IS BUSINESS

DIGITAL. MARKETING IS NNOVATIVE
TS ABOUT TECHNOLOGY
TECHNOLOGY IS A SIDE ACTWVITY
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Realities: Supply Chain Disruption

Power of
Brands?
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mex | Multiple Assembly Print

3D print material i to Objets Conmex
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Ibgcﬁa//&;ﬁﬂmbll rubber for comfort
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rigorous wear.

Outsole// Rubber mixed with a greater
volume of plastic to increase material

Top Sola/ Mainly rubber 1o provide the
oA of (36 St M ot

Baze Sole// The densist rubber avatlable to
to ensure protection & form for the foot.




COLLABORATIVE COMPETITIVE MARKETS

What if -
We didn't buy to own?
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Realities: Buy? Own? ..
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THE SOCIETY OF THE WISE

What if —
2/3 of people were over 657?




URBANIZATION

What if —
‘outdoors’ just means being outside?




... Anywhere outdoors

: Notions

ities

Real




WHAT THAT MEANS
And why sustainability matter
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Trends happen within a finite system

climate change

Rockstrom, J; Steffen, WL; jand 26 others (2009), "Planetary
Boundaries: Exploring the Safe Operating Space for Humanity",
Ecology and Society 14 (2): 32

Raworth K. (2012), A safe and
just space for Humanity: Can we
live within the doughnut?”,
Oxfam Discussion Paper, February
2012



There is nothing more valuable than

the relationship with the customer
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INNOVATION CASE STUDVE{s
Risk Assessment vs. Trendsé’»"
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Continuous Improvement:
Sushi — (not) only for connoisseurs




Relationships with Customers:
Not: just ‘buy’. - Be part of the club

Huit Denim

Do one thing well

Jeans, initially 2 cuts for men only
Now: 3 cuts, men & women

Direct involvement

Jean breaker club
No Wash club

Scrapbook chronicles

Pedigree

Jeans master (autograph)
Limited numbers

Top quality

Open door policy




Risk Assessment:
5WH, now & in the future

VF 2012 Sustainability Materiality Assessment

L]
Ethical labor

Sustainable practices in

.mmoo VF factories

PY Chemical management

Water conservation @ .M -
in manufacturing  sustainable materials g of et e
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Ethical sourcing Customer
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reduction In VF facilities satisfaction

Community o .Anlmal weltare @ Waste reduction
engagement ° @ Employee engagement  in manufacturing
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Bold Innovation:
If it doesn’t exist, build it

This is TEUJIN's ECOCIRCLE recycling technology.

A true "circle" has no end.




SUSTAINABILITY
Pai“pleasure or necessity?




I1t’s getting warm - slowly




Assumption worth Questioning

Brick-&-Mortar Retail
has a monopoly on ‘experience’

Shopping
Perception: :f Store . \ y




Assumption worth Questioning

Brick-&-Mortar Retail
has a monopoly on ‘experience’

ip"?gP
Cente
Perception: jr Store ‘ y

Shoppin
Cente
‘ Store
High Str:

Reality: :"l Retailer
-

Consumer

Mobile e-




Assumption worth Questioning

Experience
is the highest order value proposition

h TIME : ¢ }’ Goals
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Vision and Measures: It’s ONLY about your business

Business Context — Start from your own business context
Sustainability Context — Understand global trends
Materiality Assessment — Identify priority issues

Future — Develop vision for the future & strategy direction
Baseline — Understand where you are now

Close the gap — Set goals, targets, actions

Integrate — Integrate, implement, reuvisit.
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Risk Analysis + Bold Innovation

Hard Shell Layer

Insulation Layer ‘
|
Mid-Weight Fleece Layer ‘

Business Context

* Increasing use of wool in outdoor

« Both, Merino (fine wool) and rare breeds
« Used in marketing

« Key for performance

« Small brands with little clout in global
context

*  Premium-price segment

Recent tendency: Merino in
* Base layers
» » Mid layer

"+ Sometimes even
* |nsulation
* Backing in Hardshell

Sustainability Context -
Understand global trends
. NGO activism

. Traceability in marketing

. Product safety (standards)
. Natural resources

. Image of outdoor




Risk Analysis + Bold Innovation

Materiality Assessment — Identify Future — Develop vision for the future
priority issues & strategy direction

. No or little insight into wool supply . One-stop-solution, simply as a
chain concept to take on board

High risk as a consequence, for Applicable to most relevant (supply)
quality, supply, animal welfare etc. geographies

Usable for small brands — which

means also for big brands’ suppliers.
¢ Auction, Traders Accepted/acceptable to animal

welfare orgs

STOCK DYE ? YARN DYE ?

WOOLEN FELTING
PROCESS (NONWOVEN)
SPINNING + FABRIC

Figae 41 WORSTED WEAVING +
WOOL PROCESS GILING DRAFTING KNIT (WOVEN)

PROCESSING

Wool processing steps from
sheep through the worsted COMBING YARN DYE ?
or woolen system to final

product of nonwoven felt or

knitten and woven textiles.




Vision and Measures: It’s ONLY about your business

Business Context — Start from your own business context
Sustainability Context — Understand global trends
Vateriality Assessment — ldentify priority issues

Future — Develop vision for the future & strategy direction
Baseline — Understand where you are now

Close the gap — Set goals, targets, actions

Integrate — Integrate, implement, reuvisit.




Baseline — Understand where you

are now

Lack of traceability
Question of animal welfare
Question of land management

Animal Welfare,
Natural (farming) resources

Tradition of collaboration

Expertise of some brands to
create input

Consumer perception of wool
and outdoor align well

Risk Analysis + Bold Innovation: RWS

Close the gap — Set goals,
targets, actions

«  Contribute, collaborate to
creation of standard as ‘one-
stop-solution’.

«  Guarantee suitability to outdoor:
size, cost, viability

Integrate — Integrate, implement,

revisit. To Do - later
. Educate brands

 Inform take up
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THANK YOU

pamela.ravasio@europeanoutdoorgroup.com
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