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oSuccessful businesses thrive in healthy
communitiese

Barry Salzburg CEO Deloitte & Touche USA LLP
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Prof. Robert Lauterborn Integrated Marketing Presentation
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The Consumer who Cares Is Impacting your
business and across society today

My levels of optimism, aspirations

How | see businesses role in and attitudes to change

making a difference to society
and the environment

Health and wellbeing personally
How much | care and in society

My personal action in and what | do about
supporting non-profit and it

) . Financial control and how
community organisations

IS DEFINING YOUR | use that

MARKET TODAY

| make active choices in purchasing of
products and services
(purchasing, paying more for or
avoidance) Views on fairness and equity in
society and cultural values

My sense of safety and security
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Expectations, needs,
beliefs and priorities
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Pragmatic Optimists 258,000
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Exploring markets needs based on beliefs and
actions around CSR and sustainability

Source: Nielsen Media Research Panorama (Jan-Dec 2007) Nick Jones & Associates Ltd
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Consumer who Cares Segments

M National 15+ ™ Auckland Regional Council ™ Central Auckland
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Sustainable competitive advantage - Some

things to consider
A Truly orientate yourself to your market and look
through your consumers/employees eyes

A Engage your consumers, employees and community
and get them involved

A Play to your strengths
A Consistent and simple language not terminology

A Give me easy options e.g. collaborative approaches
on complex issues

A Educate and inspire C take me on a journey of
rewarding discovery
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If you would like to discuss the Consumer
who Cares service in more detail please
contact Nick Jones on 021 679 244 or by

email nick@njassociates.co.nz
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