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I. Overview
During this presentation our aim is the value proposition of Eco-Switch, a 
plug-in for the webshop of large grocery stores (hypermarkets) that aims at 
making customers more responsible and pushing for environmentally-friendly 
consumption.

The key aims of our product-service are multi-faceted and are as follows:

Environmental: Incentivize the purchase locally-produced, low-carbon 
products relatively to their cheaper, industrially-made and 
environmentally-unfriendly counterparts

Educational: Making consumers aware that they are responsible of their 
environmental impact through their consumption (disrupt the “Alone, I am too 
insignificant to make a difference” mindset)

Customer-User-orientated: the most impactful target is the customer 
through their purchasing behaviour

Democratic: being responsible is not a monetary question! Budgeting 
grocery-shoppers need to be part of the fight for sustainability!

• Increasing access and creating monetary incentives to choose 
the environmentally-friendly equivalent



II. Why is this issue important?
Innovate and Impact

There is a need for 
innovation when it come 
to making the 
user-experience of 
customers friendlier and 
aimed at sustainability

Location and 
Centralisation

Targeting online 
platforms is key when 
they are the fastest 
growing industry
Big distributors represent 
our target (their website) 
due to their dominant 
position

Sustainability

Today, food production accounts for a 
large portion of global carbon-emissions, 

contributing to Climate Change
On the other hand, very little has been 

done to decrease these emissions.

Activation

There is a clear sign that people want and 
need more sustainability, meaning that 

there is untapped potential to reduce 
emissions.

This project enables customer-users to do 
so and to fight the “I am insignificant to 

have an impact” mindset and individually 
contributing to lowering 

consumption-based climate impacts

Eco-Switch



III. Key considerations

Measuring impact and Adapting 
accordingly

If impact decreases, need for strategy to 
be revised to implement corrections 

The Global Picture

There needs to be a clear image of the 
global situation in order to impact and 

create change effectively

Create links with customer
While implementing the project, it is key 

to keep in touch with the user 
community and implement their 

propositions

Communication
Communication of the 
value proposition to 
key stakeholders is 
key to enabling the 
project

Making the project 
feasible

Through market study and 
research the project 
needs to be viable in order 
to be effective



IV. Deployment Stages and Strategy

1. MARKET STUDY

Talk to online 
shoppers, get data 
from supermarkets 
and producers

5. TRACK THE IMPACT

KPI’S, follow 
habits and correct 
accordingly

3. PRODUCT 
DEVELOPMENT

Creation of the plugin, 
incorporation of the 
plugin to a 
supermarket’s 
website, test the 
project, find the 
potential buyers of the 
plugin

2.FEASIBILITY TESTING

Talk to distributors (big supermarket 
brands) would they be interested in the 
project? Would they agree to give us their 
distributors list, would they allow us to 
use their website to test our project?

The following infographic shows the major milestones 
of the deployment strategy as well as the 
corresponding measures to take

4. LAUNCH THE 
PRODUCT

Track the usage, 
does it impact the 
shoppers decision?



V. Canvas Business Plan



VI. Economic simulation of the activity



VII. Visualization of Eco-Switch

1. The customer has 
chosen these bananas 
to purchase

2. Next to the usual « Purchase » button, the user 
will find the « Eco-Switch » button, letting them 
opt for the sustainable alternative

3. Now they, have the option to buy 
the sustainable alternative, also 
showing them the discount linked to 
their purchase

Acheter



VIII. The mechanism step-by-step
Through the aggregation of the initial process, impact increases and the final 

basket of the consumer will be potentially composed of a environmentally 
friendlier basket. Benefits are both environmental and monetary (for the 

company and the customer as well). 

Final purchase

The alternative is being displayed, while 
displaying the linked incentive 

The proposition
The customer has 
decided to opt for 
the environmental 
alternative

Initial choice

The consumer-user has selected their 
initial, environmentally unfriendly product 

The Switch



IX. The Team

Caroline Jeremy

Master International 
Management and 

Sustainability

NathalieRaphaëlleRemi

Master 
Communication 

Médias et 
Industries 
Créatives

Master 
Communication 

Médias et 
Industries 
Créatives

Master Organisations et 
Management des 

Ressources Humaines

Master Finance et 
Stratégie


