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Short Menti.com Quiz

2-3 minutes of your time☺

• Name 3 cultural sustainability types

• Then Go to www.menti.com

and use the code 

7362 3400

Name 3 social sustainability types

Then Go to www.menti.com

and use the code

3969 40 2
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Elkington 1997, Coel 2010, Alhaddi 2015

What is ESG (Environmental, Social and Governance)? | Definition from TechTarget

UN & UNTO 2005

https://www.techtarget.com/whatis/definition/environmental-social-and-governance-ESG#:~:text=Environmental%2C%20social%20and%20governance%20(ESG)%20is%20a%20framework%20used,various%20sustainability%20and%20ethical%20issues.
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Social Sustainability

“The key objective of social sustainability is to 

satisfy essential human needs. These essential 

needs include clean water, nutrition, and 

sense of security. 

In addition, the most important themes of 

social sustainability include well-being, 

justice, a democratic system of governance, 

and a democratic civil society.”
Brundtland Commission Our Common Future 1987
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Social Sustainability and the UN's 
Sustainable Development Goals

• SDG 1: No poverty. 

• SDG 2: Zero hunger. 

• SDG 3: Good health and well-
being. 

• SDG 4: Quality education. 

• SDG 5: Gender equality.

• SDG 8: Decent work and 
economic growth. 

• SDG 10: Reduced inequalities

Social Sustainable Development – Sustainable Development (bc.fi)

https://www.un.org/sustainabledevelopment/poverty/
https://www.un.org/sustainabledevelopment/hunger/
https://www.un.org/sustainabledevelopment/health/
https://www.un.org/sustainabledevelopment/education/
https://www.un.org/sustainabledevelopment/gender-equality/
http://www.un.org/sustainabledevelopment/economic-growth/
https://www.un.org/sustainabledevelopment/inequality/
https://keke.bc.fi/Kestava-kehitys/english/social-sustainable-development/
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Culture: at the heart of Sustainable Development Goals | The UNESCO Courier

Culture at the heart of SDGs

”Culture is, who we are, and what 
shapes our identity. Placing culture at 
the heart of development policies is 

the only way to ensure a human-
centered, inclusive, and equitable 

development.”

Tekoniemi-Selkälä 2024

https://courier.unesco.org/en/articles/culture-heart-sustainable-development-goals#:~:text=Culture%20is%20noted%20specifically%20in,culture%27s%20contribution%20to%20sustainable%20development.
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Culture and the UN's Sustainable 
Development Goals

• SDG 3: Good health and well-being. 

• SDG 4: Quality education. Especially 
SDG 4.7

• SDG 5: Gender equality.

• SDG 8: Decent work and economic 
growth. 

• SDG 10: Reduced inqualities

• SDG 11: Sustainable Cities and 
Communities 

• SDG 17: Revitalize the global 
partnership for sustainable 
development

Culture: at the heart of Sustainable Development Goals | The UNESCO Courier

http://www.un.org/sustainabledevelopment/health/
https://www.un.org/sustainabledevelopment/education/
https://www.un.org/sustainabledevelopment/gender-equality/
http://www.un.org/sustainabledevelopment/economic-growth/
http://www.un.org/sustainabledevelopment/inequality/
http://www.un.org/sustainabledevelopment/cities/
http://www.un.org/sustainabledevelopment/globalpartnerships/
https://courier.unesco.org/en/articles/culture-heart-sustainable-development-goals
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Sustainable Value Propositions
1) Customer  (Profit)

2) Society (People)

3) Environment (Planet)
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Customer´s Value Proposition

Value Proposition: How to Write It with Examples (investopedia.com)

https://www.investopedia.com/terms/v/valueproposition.asp




COMPONENTS OF A STRONG VALUE DIFFERENTIATION

VALUABLE

“I want” & “I need ”

DIFFERENTIATED

“No alternatives are as good”

SUBSTANTIATED

“I trust” & “I believe”

SELLER

Value Proposition

CUSTOMER

Value Perception

DECISION TO SELL DECISION TO BUY

VALUE PERCEPTION GAP



Product: Company: 

Ideal customer: 

Substitutes:

GAIN CREATORS

Describe how your products and 

services create customers gains

GAINS

Benefits customers expect, 

desire, or would be surprised by.

PAINS

Negative emotions, undesired 

costs, situations and risks 

PRODUCT & 

SERVICES

List of products and 

services your value 

proposition is built 

around

JOBS

What specific 

customer segment is 

trying to get done

Describe how your products and services 

eliminate customers pains, negative 

emotions or undesired costa and situations

PAIN RELIEVERS

PRODUCT CUSTOMER



Sustainability Perceptions 

Index

Sustainability Perceptions Index 2024 | The Annual Brand 

Value Ranking | Brandirectory

Brand Finance’s Sustainability Perceptions Index is based 

on a study of over 150,000 respondents across 40 countries. 

Key outputs include:

• the role of sustainability in driving choice in each industry

• the brands that global consumers believe are most 

committed to sustainability

• the financial value of a reputation for sustainability

• the value at risk, or value to be gained, arising from a gap 

between sustainability perceptions and performance

https://brandirectory.com/reports/sustainability-perceptions-index-2024
https://brandirectory.com/reports/sustainability-perceptions-index-2024
https://brandirectory.com/reports/sustainability-perceptions-index-2024
https://brandirectory.com/reports/sustainability-perceptions-index-2024


The Customer Value Proposition for Sustainability

• New research from the World Federation of Advertisers confirms that

• 88% of customers would like brands to help them be more environmentally friendly and ethical in 

their daily lives.

• But people don’t always buy the most sustainable products. So why is there a gap between 

intention and buying behavior?

• A recent report on Selling Sustainability from Futerra and Business for Social 

Responsibility (BSR) suggests that

• marketers need to change how they talk about sustainable product benefits.

• Often, product messaging focuses on how environmental or social features benefit the planet and 

society, but not the customer.

• Environmental performance may have been the driver for the product design process. But the 

marketing message must focus on the customer. In other words, how does design-for-

environment increase value for the customer?

• Bringing the marketing message closer to home with a clear, personal value 

proposition is powerful. It is Marketing 101: What is in it for the customer?

The Customer Value Proposition for Sustainability - The Green Business Lab (gblsim.com)

https://www.gblsim.com/the-customer-value-proposition-for-sustainability/
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“Three factors are driving us toward a major 
shift in consumption patterns where 
consumers will consider sustainability as a 
baseline requirement for purchase:

1) Trust drives behavior and, ultimately, 
business outcomes

2) Sustainability promotes trust, particularly 
among younger generations

3) Younger generations will soon have most 
of the purchasing power in the U.S.

Companies that understand these trends —
and create truly sustainable brands that 
make good on their promises to people and 
the planet — will seize advantage from 
brands that make flimsy claims or have not 
invested sufficiently in sustainability.”

Research: Consumers’ Sustainability Demands Are Rising (hbr.org)

https://hbr.org/2023/09/research-consumers-sustainability-demands-are-rising
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BFG Nine Most Impactful Sustainable Behaviors.pdf (kaosalondivision.com)

https://www.kaosalondivision.com/content/dam/sites/kaousa/www-kaosalondivision-com/redesign-pdf/sustainability-for-salon/BFG%20Nine%20Most%20Impactful%20Sustainable%20Behaviors.pdf
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BFG Nine Most Impactful Sustainable Behaviors.pdf (kaosalondivision.com)

https://www.kaosalondivision.com/content/dam/sites/kaousa/www-kaosalondivision-com/redesign-pdf/sustainability-for-salon/BFG%20Nine%20Most%20Impactful%20Sustainable%20Behaviors.pdf


(Bocken, 2021; Cf. Richardson, 2008; Osterwalder–Pigneur, 2009; Rice University, 2022)



Sustainability Communication 

Assessment Tool

Self assessment tool – Vastuullisuusviestinnästä lisäarvoa 

liiketoimintaan – VALUE (eoppimispalvelut.fi)

https://blogi.eoppimispalvelut.fi/value/self-assessment-tool/
https://blogi.eoppimispalvelut.fi/value/self-assessment-tool/
https://blogi.eoppimispalvelut.fi/value/self-assessment-tool/


Kiitos!

Teija Tekoniemi-Selkälä
Senior Lecturer M.Sc. (Econ.)

Lapland UAS 
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