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Jon Dettling 
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Jonathan Horrell 
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Quan%s:	
  
Who	
  we	
  are	
  &	
  	
  
What	
  we	
  do	
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Our	
  Mission	
  
The	
  mission	
  of	
  Quan.s	
  is	
  to	
  
empower	
  companies	
  to	
  	
  
perform	
  sustainably.	
  	
  

	
  
We	
  help	
  companies	
  measure,	
  
understand,	
  manage	
  and	
  
communicate	
  on	
  the	
  

sustainability	
  story	
  of	
  their	
  
products,	
  services	
  and	
  

opera.ons.	
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Our	
  Values	
  



6	
  6	
  

A	
  selec%on	
  of	
  clients	
  	
  
from	
  various	
  industries	
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Our	
  Team	
  
	
  	
  A	
  team	
  of	
  50+	
  dynamic	
  and	
  diverse	
  experts	
  

shaping	
  the	
  future	
  of	
  sustainability	
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That’s	
  a	
  li2le	
  about	
  
us…now	
  let’s	
  hear	
  
about	
  you!	
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Many	
  companies	
  are	
  invesCng	
  
significant	
  efforts	
  on	
  collecCng	
  
and	
  measuring	
  data.	
  	
  
	
  
However,	
  many	
  companies	
  
leave	
  the	
  data	
  to	
  collect	
  dust	
  
on	
  a	
  shelf	
  -­‐	
  ignoring	
  the	
  game-­‐
changing	
  opportuniCes	
  that	
  
lie	
  inside.	
  

Unlocking	
  opportuni%es:	
  	
  
Crea%ng	
  Value	
  from	
  your	
  Data	
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Unlocking	
  opportuni%es:	
  	
  
Crea%ng	
  Value	
  from	
  your	
  Data	
  

Ø  Focused	
  Sustainability	
  Strategy	
  
Ø  Understanding	
  &	
  Decision	
  

Support	
  
Ø  Manage	
  &	
  Track	
  Progress	
  
Ø  Engage	
  stakeholders	
  across	
  the	
  

value	
  chain:	
  employees,	
  
customers,	
  suppliers…	
  

Ø  Create	
  a	
  compelling,	
  fact-­‐based	
  
story	
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Data	
  →	
  Value:	
  	
  
Unlocking	
  the	
  power	
  of	
  your	
  metrics	
  

Develop	
  new	
  
products	
  

Set	
  your	
  
strategy	
  

Empower	
  
your	
  teams	
  

Engage	
  your	
  
suppliers	
  

Tell	
  your	
  
story	
  

Quan%s	
  is	
  proud	
  to	
  collaborate	
  with	
  these	
  sustainability	
  leaders.	
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LESSONS	
  	
  
FROM	
  LEADERS:	
  	
  

Arnaud	
  Herrmann,	
  	
  
VP,	
  Sustainable	
  Development	
  	
  

ACCOR	
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Group-­‐wide	
  Environmental	
  Footprint	
  (Quan%s	
  2014)	
  

IdenCfying	
  relevant	
  hotspots	
  

  Energy	
  consumpCon	
  and	
  laundry	
  
  Food	
  &	
  Beverage	
  
  On-­‐site	
  water	
  consumpCon	
  

Robust	
  &	
  Transparent	
  
target	
  se\ng	
  

þ  Robust	
  methodology	
  
þ  Exploring	
  new	
  environmental	
  issues	
  
þ  On	
  the	
  relevant	
  wider	
  scope	
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Ecodesign	
  &	
  InnovaCon	
  

Supply	
  Chain	
  Engagement	
  

Croissant	
  &	
  Bague2e	
  	
  
impact	
  reducCon	
  

Redesigning	
  hotel	
  rooms	
  

Water	
  Risk	
  Assessment	
  

From	
  Footprint	
  	
  
to	
  Ac%on	
  
5	
  Projects	
  over	
  the	
  
last	
  18	
  months!	
  

1	
  

2	
  

3	
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Empowering	
  B2B	
  Sales	
  

Cabon	
  opCmizer	
  -­‐	
  B2B	
  Events	
  Footprint	
  Tool	
  

Engaging	
  Clients	
  &	
  Raising	
  
Awareness	
  

(2015)	
  Footprinter	
  on	
  the	
  booking	
  website	
  

5	
  Projects	
  over	
  the	
  
last	
  18	
  months!	
  

From	
  Footprint	
  	
  
to	
  Ac%on	
  

5	
  

4	
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Q&A:	
  ACCOR	
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Understand

Measure Communicate

• Disclosure	
  	
  
	
  programs	
  

• CSR	
  reporCng	
  
• Brand	
  image	
  and	
  	
  	
  	
  	
  	
  	
  
	
  	
  	
  markeCng	
  
• Customer	
  	
  
	
  awareness	
  

• Value	
  chain	
  	
  
collaboraCon	
  

• 	
  Hotspots	
  
• 	
  Risks	
  &	
  OpportuniCes	
  
• 	
  Strategic	
  acCons	
  

• 	
  Corporate	
  strategy	
  
• 	
  Supply	
  chain	
  and	
  sourcing	
  
• 	
  Eco-­‐design	
  
• 	
  InnovaCon	
  

• 	
  Corporate	
  	
  
	
  footprint	
  
• 	
  Product	
  	
  
	
  footprint	
  

Data	
  →	
  Value:	
  Various	
  Paths	
  and	
  Objec%ves	
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FOCUS	
  :	
  	
  
4	
  Ways	
  to	
  Unlock	
  the	
  Value	
  of	
  your	
  Data	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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Unlocking	
  opportuni%es	
  with	
  
Materiality	
  &	
  Strategy	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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Most	
  companies	
  address	
  materiality	
  based	
  solely	
  on	
  the	
  
qualita%ve	
  input	
  from	
  internal	
  and	
  external	
  stakeholders.	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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A	
  corporate	
  footprint	
  should	
  support	
  your	
  materiality	
  assessment	
  to	
  
deliver	
  quanCtaCve	
  results	
  that	
  support	
  decisions.	
  

Focus	
  on	
  a	
  few	
  issues	
  

This	
  is	
  valuable	
  input	
  
for	
  your	
  sustainability	
  
strategy	
  and	
  repor.ng	
  
programs.	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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  MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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  h2p://www.nestle-­‐nespresso.com/sustainability/the-­‐posiCve-­‐cup/climate	
  
h2p://www.quanCs-­‐intl.com/en/projects/#case13	
  

Methaniza%on	
  

Waste	
  mgmt	
  
Recycling	
  

Waste	
  

Which	
  one	
  is	
  ?	
  best…	
  
Nespresso	
  Capsule	
  

Al	
  system	
  
Capsule	
  3	
  Scenario	
  
Bio-­‐sourced	
  system	
  Results	
  from	
  an	
  earlier	
  study	
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h2p://www.nestle-­‐nespresso.com/sustainability/the-­‐posiCve-­‐cup/climate	
  

	
  

The	
  LCA	
  idenCfied	
  
the	
  relevant	
  areas	
  for	
  
carbon	
  footprint	
  

reduc%on	
  
	
  

Results	
  of	
  Nespresso’s	
  first	
  global	
  LCA	
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h2p://www.nestle-­‐nespresso.com/sustainability/the-­‐posiCve-­‐cup/climate	
  

Ecolabora%on™	
  Launched	
  2009	
  
Taking	
  acCons	
  from	
  end	
  to	
  end	
  to	
  opCmize	
  	
  

the	
  environmental	
  performance	
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h2p://www.nestle-­‐nespresso.com/sustainability/the-­‐posiCve-­‐cup/climate	
  

	
  
By	
  2013,	
  the	
  carbon	
  footprint	
  of	
  a	
  cup	
  of	
  Nespresso	
  

coffee	
  was	
  reduced	
  by	
  20%	
  vs.	
  2008.	
  	
  
	
  

A	
  2020	
  journey	
  to	
  address	
  climate	
  change	
  impacts	
  is	
  
now	
  defined.	
  

	
  
As	
  part	
  of	
  this	
  journey,	
  Quan%s	
  is	
  evalua%ng	
  the	
  

environmental	
  impacts	
  and	
  benefits	
  of	
  the	
  Nespresso	
  
AAA	
  Sustainable	
  Quality™	
  implementa%on	
  in	
  coffee	
  

producing	
  countries.	
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h2p://www.nestle-­‐nespresso.com/sustainability/the-­‐posiCve-­‐cup/climate	
  

The	
  LCA	
  approach	
  helps	
  Nespresso	
  	
  
•  Assess	
  the	
  scope	
  of	
  its	
  environmental	
  impacts	
  
•  Make	
  informed	
  decisions	
  to	
  op%mize	
  its	
  environmental	
  

performance	
  and	
  to	
  build	
  effec%ve	
  programs	
  
•  Track	
  the	
  reduc%on	
  of	
  its	
  carbon	
  footprint.	
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Unlocking	
  opportuni%es	
  with	
  
Supply	
  Chain	
  Management	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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0%	
  

10%	
  

20%	
  

30%	
  

40%	
  

50%	
  

60%	
  

70%	
  

Supply	
  chain	
   Inbound	
  logisCcs	
  Manufacture	
  and	
  
overhead	
  

Outbound	
  
logisCcs	
  

Retail	
  and	
  
markeCng	
  

Product	
  use	
   End-­‐of-­‐life	
  Mgmt	
  

Carbon	
  Footprint	
   Water	
  Footprint	
   Biodiversity	
   Health	
  effects	
  of	
  polluCon	
   Resource	
  consumpCon	
  

For	
  most	
  companies,	
  the	
  supply	
  chain	
  is	
  the	
  biggest	
  area	
  of	
  
environmental	
  impact,	
  and	
  therefore	
  	
  

the	
  biggest	
  opportunity	
  within	
  their	
  footprint	
  

Let’s	
  take	
  a	
  closer	
  look	
  
at	
  the	
  supply	
  chain	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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Drilling	
  into	
  the	
  supply	
  chain	
  can	
  reveal	
  the	
  top	
  priori%es	
  	
  
for	
  your	
  sustainable	
  sourcing	
  efforts	
  

Environ.	
  indicators	
  

Steel	
  harware	
  

Aluminum	
  casings	
  

Organic	
  chemicals	
  

Electronic	
  
components	
  

PlasCcs	
  

Paperboard	
  

Neoprene	
  

Precious	
  metals	
  

Ba2eries	
  

Social	
  indicators	
  

0%	
   20%	
   40%	
   60%	
   80%	
  

Hexane	
  

Xylene	
  

Styrene	
  

Analine	
  

Phenol	
  

Ethylbenzene	
  

Benzene	
  

Can	
  we	
  
reduce	
  our	
  
impact	
  of	
  

Hexane	
  use?	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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Supply	
  Chain:	
  The	
  Mondelez	
  Example	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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1.	
  Understanding	
  the	
  
environmental	
  footprint	
  	
  

•  Mondelez	
  has	
  been	
  tracking	
  its	
  environmental	
  
footprint	
  since	
  the	
  company	
  became	
  Mondelez	
  in	
  
2012	
  

•  Footprint-­‐based	
  metrics	
  contributed	
  to	
  success	
  in	
  
corporate	
  disclosure	
  programs:	
  
ü  Pa2ern	
  of	
  conCnual	
  improvement	
  in	
  CDP	
  

scoring	
  
ü  ConCnually	
  being	
  listed	
  on	
  DJSI	
  

However,	
  Mondelez	
  used	
  	
  
this	
  informa>on	
  in	
  other	
  ways…	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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During	
  the	
  project,	
  we	
  used	
  the	
  data	
  to	
  
provide:	
  
	
  
Ø  Input	
  to	
  sustainability	
  strategy,	
  focusing	
  

on	
  key	
  impacts	
  
Ø  A	
  framework	
  for	
  planning	
  and	
  tracking	
  

progress	
  in	
  the	
  supply	
  chain	
  -­‐	
  by	
  drilling	
  
into	
  the	
  data	
  behind	
  the	
  bars	
  

Ø  Analyzing	
  future	
  goals	
  
Ø  Communica%ng	
  with	
  key	
  customers	
  and	
  

stakeholders	
  
Ø  And	
  more…	
  

2.	
  Gelng	
  added	
  value	
  from	
  the	
  
data	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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Unlocking	
  opportuni%es	
  with	
  
Communica%ons	
  &	
  Marke%ng	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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Biotherm:	
  The	
  product	
  footprint	
  results	
  indicate	
  the	
  
importance	
  of	
  consumers	
  habits	
  

	
  

Water 
consumption 

Water pollution 

Climate change 

Use phase  
95% 

Use phase  
90% 

End of life 
78% 

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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  MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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Over	
  two	
  generaCons	
  of	
  packaging,	
  Sprint	
  was	
  able	
  to	
  cut	
  their	
  
packaging	
  carbon	
  footprint	
  by	
  50%	
  (with	
  similar	
  reducCons	
  in	
  other	
  
environmental	
  impacts)	
  

The	
  Sprint	
  Example:	
  	
  
Using	
  footprint	
  informaCon	
  to	
  get	
  the	
  story	
  out	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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Sprint	
  is	
  dedicated	
  to	
  delivering	
  
the	
  greenest	
  products	
  and	
  
services	
  to	
  its	
  customers.	
  
	
  
Their	
  B2B	
  and	
  B2C	
  
communica%ons	
  strategy	
  was	
  
mul%-­‐channel:	
  Facebook,	
  
YouTube,	
  environmental	
  press.	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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Unlocking	
  opportuni%es	
  with	
  
Employee	
  Engagement	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
  



Veolia	
  
Engaging	
  employees	
  with	
  
Eco-­‐Ac%ons	
  Footprinter	
  

Link:	
  hmp://ecofootprint.veolia.com/en/ecofootprinters/index.html	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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The	
  Life	
  Cycle	
  Percep%on	
  Business	
  Game	
  
The	
  LCP	
  game	
  encourages	
  understanding	
  of	
  the	
  metrics	
  and	
  

mo%vates	
  teams	
  to	
  unlock	
  the	
  value	
  beyond	
  the	
  data	
  

More	
  than	
  

4,000	
  
individuals	
  
have	
  played	
  
the	
  game	
  

Training	
  
Engagement	
  
Focus	
  Groups	
  

MATERIALITY/STRATEGY	
  	
  SUPPLY	
  CHAIN	
  	
  COMMUNICATIONS	
  &	
  MARKETING	
  	
  EMPLOYEE	
  ENGAGEMENT	
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LESSONS	
  	
  
FROM	
  LEADERS:	
  	
  

Nathalie	
  Perroquin	
  	
  
VP,	
  Corporate	
  Sustainability	
  	
  

COTY,	
  INC	
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Coty	
  2	
   “Learn how to see, realize that  
everything connects  
to everything else” 

Leonardo Da Vinci 
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MulC-­‐Indicator	
  
Product	
  LCA	
  

QualitaCve	
  
Consumer	
  

Focus	
  Groups	
  

Internal	
  
Engagement	
  

Cross-­‐
FuncConal	
  
Workshop	
  

Life	
  Cycle	
  Percep%ons	
  (LCP)	
  Workshop	
  
May	
  2015	
  

Coty	
  Headquarters,	
  New	
  York	
  
Facilitated	
  by	
  Quan%s	
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1.  Understand what is at stake for your Brands 
 
 
2.  Develop knowledge around environmental 

impacts of our product categories. 

3.  Imagine how designers, engineers and 
marketers can integrate life cycle thinking.  

4.  Work as a cross-functional team on 
sustainability opportunities, acknowledging that 
all is connected.  

94% Agree or 
Strongly Agree 

94% Agree or 
Strongly Agree 

78% Agree or 
Strongly Agree 

89% Agree or 
Strongly Agree 

Leading	
  the	
  Change	
  –	
  The	
  Objec%ves	
  of	
  the	
  Workshop	
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“Excellent	
  sustainability	
  overview”	
  

“A	
  marke>ng	
  group	
  that	
  is	
  more	
  
enlightened.	
  	
  .	
  .	
  .and	
  willing	
  to	
  
partner	
  with	
  the	
  other	
  cross	
  
func>onal	
  teams	
  to	
  get	
  the	
  low	
  
hanging	
  fruit.”	
  

“Challenge	
  our	
  
	
  work	
  prac.ces”	
  

“Think	
  differently	
  about	
  carbon	
  footprint,	
  
water	
  waste	
  and	
  biodiversity,	
  and	
  let	
  the	
  
experts	
  do	
  the	
  work	
  (and	
  not	
  guess	
  myself!).”	
  

“The	
  game	
  'visually'	
  showed	
  people	
  	
  
the	
  content	
  of	
  what	
  is	
  at	
  stake.”	
  

COTY	
  -­‐	
  EMPOWERING	
  OUR	
  EMPLOYEES	
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1.  A culture of change to help move an organization out of its 
comfort zone, develop curiosity and empowerment while creating 
a common language around environmental challenges. 

 
2.  Cross-functional fertilization of ideas that create stronger 

links and help break silos in multi-national companies.  

3.  A tailored session to engage marketing teams, showing a 
different light on sustainability while making a clear link with 
product design. Consumer focus perception gives communication 
tips to marketers. 

4.  Science-based facts that bring a new dimension to product 
development & design allowing benchmarking & progress 
tracking. 

LIFE	
  CYCLE	
  PERCEPTIONS	
  –	
  A	
  GAME	
  TO	
  ENGAGE	
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Time	
  for	
  some	
  Q&A	
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How	
  will	
  you	
  unlock	
  the	
  value	
  of	
  your	
  data?	
  



Thank you for joining us.  For more 
information, contact: 

Emmanuelle Aoustin: emmanuelle.aoustin@quantis-intl.com 
 http://www.quantis-intl.com/en/ 
 
Arnaud Herrmann: arnaud.herrmann@accor.com 
http://www.accor.com/en.html 
 
Jon Dettling: jon.dettling@quantis-intl.com 
http://www.quantis-intl.com/en/ 
 
Jonathan Horrell: jhorrell@mdlz.com 
http://www.mondelezinternational.com/ 
 
Nathalie Perroquin: nathalie_perroquin@cotyinc.com 
http://www.coty.com/ 
 
http://www.greenbiz.com 
 


