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SUSTAINABILITY/CSR 

HAS BECOME BORING…

• Reduction of negative impacts

• The new business as usual

• Extra processes but no new offers

• Issues managed on edge of 

business

• Compliance-based

• Not attractive to 

marketers/consumers
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… AND IT IS NOT (ENOUGH)

CHANGING THE WORLD

+ 50%

- 30%
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FROM « LESS BAD » TO « MORE GOOD » : 

THE POSITIVE PSYCHOLOGY OF SUSTAINABILITY

2// BRAND DIFFERENTIATION
• Maximize positive impacts

• Extended producer responsibility

and exponential change in the BM

• Proactive change

• Lead  

+

-

1// RISK PREVENTION
• Minimize negative impacts – « Clean label » or « no nasties » 

approach

• Incremental change in the products

• Reactive/defensive strategy

• Comply/compete

UTOPIES
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”LESS BAD” IS NEEDED BECAUSE 

TRANSPARENCY IS HERE TO STAY…

UTOPIES
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BUT WE NEED TO MOVE TO ”MORE GOOD” 

& BRANDS ARE PAVING THE WAY IN FOOD…

UTOPIES
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… AS WELL AS IN NON-FOOD SECTORS

UTOPIES
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”MORE GOOD” IS ABOUT BRAND PURPOSE 

AND PRODUCT INNOVATION

UTOPIES
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… BUT ALSO ABOUT PERFORMANCE !

UTOPIES
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MORE GOOD IS ON ITS WAY…

UTOPIES
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… AND IT IS ABOUT 

TAKING STRONG PUBLIC STANCE

UTOPIES
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THE KEYS TO HARNESSING 

BUSINESS FOR THE COMMON GOOD

• AN AMBITIOUS BRAND PURPOSE with CSR embedded

• A CHOICE EDITING approach with disruptive innovation in 

the products & business model 

• PROACTIVE STANCE vs reactive on specific issues

• CONSUMER INVOLVEMENT beyond information 

• STRONG ACCOUNTABILITY and transparency

UTOPIES
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AS A CONCLUSION…

UTOPIES
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OR IF YOU PREFER…



THANKS FOR YOUR ATTENTION !

laville@utopies.com

mailto:laville@utopies.com



