
TR A D E
”a challenge for all of us is 

to ensure that trade remains a driver of

better living standards, growth and 

job-creation around the globe”

/Roberto Azevêdo
Director-General 

WTO



STRATEGIC

OPERATIONAL

TOP
LINE

BOTTOM
LINE

T O P  L I N E  V A L U E
&  

S T A K E H O L D E R  V A L U E

R I S K  
M A N A G E M E N T

THE JOURNEY TOWARDS TOP LINE VALUE 
AND STAKEHOLDER VALUE
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VAD HÄNDER I VÅR OMVÄRLD SOM 

GÖR ATT LEVERANTÖRSRELATIONEN 

BLIVIT SÅ INTRESSANT?
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VARFÖR ÄR DET 
INTRESSANT

FÖR ER?
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TIPS & IDEER PÅ HUR MAN ARBETAR 
MED LEVERANTÖRSKEDJAN FÖR ATT 

ÖKA VÄRDET PÅ VARUMÄRKE, 
PRODUKT & FÖRETAG
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Some 1.8 billion people are expected to join the 
global consuming class by 2025, a 75 percent 
increase over 2010

Source: 
McKinsey 2016, 
Label Insight 2018

By 2021, we expect 
the sustainably minded 
shoppers to spend up to 

$150 B on sustainable 
FMCG goods an 

increase of $14 B 
– $22 B

3 in 5 Adults are more 
likely to buy food 

products packaged
in sustainable 

packaging

70% say having 
accurate information 
displayed at the shelf 
or with the product’ is 

very important to 
them

61% of Millennials 
more likely to buy 

eco-friendly 
products

. 



56% of Consumers would remain 
loyal for life to brands that have

transparent supply chains

Source: Label Insight 2018



VARFÖR ÄR DET 

VIKTIGT
HÄR & NU?

2



QUALITY

PHILIP CROSBY defined “quality” not in terms 
of fitness, but in terms of requirements: those 
established for the product, and those of the 
consumer





“Quality isn’t something achieved just on the shop floor. 
Rather, Quality is the coordination of an entire company 

across a product’s lifecycle together with partners, 
suppliers and stakeholders”



GLOBAL CHALLENGES 
becomes 

LOCAL PROBLEMS



More than 90% of the damage 
caused to the environment by 
consumer packaged goods (CPG) 
producers — including 80% of 
greenhouse gas emissions —
comes from the supply chain

Source: McKinsey 2016



CREATING BOTH IMPACT & INNOVATION 
REQUIRES A COLLABORATIVE APPROACH

QUALITY - SOURCING – ENGINEERING
together with

SUPPLIERS



Step 1: Lay the foundation.
Step 2: Co-create a shared vision & objectives.
Step 3: Adopt guiding principles.
Step 4: Align expectations and interests.
Step 5: Stay aligned.



TIPS & IDEER PÅ HUR MAN ARBETAR 
MED en LEVERANTÖRSKEDJA FÖR 
ATT ÖKA VÄRDET PÅ VARUMÄRKE, 

PRODUKT & FÖRETAG

3





84% of Supply Chain Pros have 

listed that lack of visibility is their
biggest challenge

Source: IBM 2018



CUSTOMERS

require

responsible 

business 

practices

facing the facts 1
THE STAKES 

ARE

HIGH 

entailing

A NEW 

RISK REALITY



Brand & Shareholder value
directly impacted by 

operational practices in the 
supply chain

- the ”how” of a supplier -



ACCESS INSIGHTS SO THAT YOU 
UNDERSTAND THE CONTEXTUAL 
RISKS OF A SUPPLIER
TO BALANCE CONTROL VS TRUST



NEXT: 

FOCUS ON SUPPLIER 
SPECIFIC ”HOW” PRACTICES 
& MEASURES
sustainable operations



UTILISE HIGH TOUCH POINTS 
TO GATHER DATA

Audits, Visits, Meetings

to build TRUST 



Don´t let the risk 
analysis get the best of 

you – move on to 
the real stuff



ESTABLISH

SUPPLIER PERFORMANCE 

VALUE DRIVERS

plan-do-check-act

SUPPLY CHAIN PRICE SUSTAINABILITYQUALITY INNOVATIONPROACTIVITY


