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“global car fleet to double 

to 1.7 bn cars by 2030” 

“changing lifestyles, 

shifting dietary habits” 

Source: UN World Population Prospects; the 2010 revision 
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India and China Make Waves in the Global Middle Class 

Source: OECD Working Paper 

“3 billion consumers  

will join the middle classes  

over the next 20 years” 
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By 2050, the planet will need to 

produce 70% more food, with 

less land, water and energy while 

also reducing greenhouse gas 

emissions 
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Jason Clay, Vice President WWF, Dublin - 2012 
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“Sustainability is the single biggest business opportunity of the 21st century, and will be the next 

source of competitive advantage.”  Walmart 

“This agenda of sustainability and corporate responsibility is not only central to business strategy 

but will increasingly become a critical driver of business growth.” Unilever 

“The intention is to create a gap between ourselves and the competition”  M & S 

Retailers & Manufacturers embracing Sustainability... 

“Sustainability is about being ready for the future. Climate change, water scarcity and limited 

resources will impact on our business. That is why we are taking decisive action now.”  Diageo 
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Role of Sustainability continues to evolve....... 

Reputation 

• Answer the accusation 

• Robust defense 

• Compliance with the law 

Build brand value 

• Offer something extra 

• Value for values 

• Point of differentiation 

Reactive 

Proactive 

http://www.sainsburys.co.uk/sol/index.jsp?GLOBAL_DATA._searchType=0
http://www.tesco.com/
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Targets being set for key areas 

• Examining more than carbon Water 

Biodiversity 

Welfare 

Carbon 

Key Areas 

Waste 

• Focus on improvement 

• Looking to their suppliers 

• Doing the work for consumers 
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Sustainable Living Plan 
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Consumer Awareness of Sustainability - 2011 
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Summary view from the marketplace...... 

Sustainability now a key business issue 

Strategies and targets in place 

Consumer understanding increasing 

Looking to retailers and manufacturers to deliver 
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Opportunities for  

Ireland 
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FT 26:01:2012 
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Ireland is at a good starting point.......... 
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Irish food seen to have strong Sustainability credentials 

“Relative to Holland Ireland stands for more space, 

better climate, fresh grass” 

“Superquinn built a reputation for high quality local food, 

can not achieve this without good local food suppliers” 

The fact that an Irish farm was chosen as the 

McDonalds Flagship Farm for beef in Europe 

indicates Irish farms are doing good things and 

can farm in a sustainable way 

…green and natural… 

...we now need to 

prove it..... 
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Demonstrating our Green Credentials 

Water 

Biodiversity 

Carbon 

Key Areas 

Welfare 
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Sustainability Programme 

Farming 
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Retail 
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Agriculture uses 70% of the world’s 

freshwater  
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Ireland has a very favourable water stress index 
(% of territory under water stress) 

Source: Yale University 
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Sustainability offers opportunities for  

Irish food industry 

 
Customers looking to suppliers to help achieve targets 

A proactive approach offers: 

• Potential to strengthen relationships 

• Improve market position 

 However, credible actions needed 

Initiatives need to fit with strategic goals of customers 

Broadening focus beyond emissions 
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Focus on improvement offers benefits..... 

Farmers 
Improve Profitability  

• Reduce costs       

• Potentially add value to output  

Exporters 

Customers 

Use sustainability programmes as a USP 

to build market position 

Help them achieve corporate 

social responsibility commitments  
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Summary on Ireland 

Good starting point in terms of emissions per unit of output 

Positive market perception 

Need to demonstrate credentials & show focus on improvement 

 Delivering on this offers opportunities with key customers 

Acting now can help create point of difference.......... 
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