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Impact on sales

Attitude behavioural gap modell for the Sustainable Development Goals

14, Life below water

7:Affordable and clean energy

6, Clean water and sanitation

9, Industry, Innovation & Infrastructure

1, No Poverty

2, Zero Hunger

4, Quality Education

3, Good Health and wellbeing

5, Gender equality

11, Sustainable cities and communities

12, Responsible consumption and production

13, Climate Action

8, Decent work and economic growth15, Life on land

16, Peace, justice and strong insitutions

17, Partnership for the goals

10, Reduced inequalities
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Value for money

Reliable

High quality

Wide range

Convenient

Show others where I shop 

Good taste
Uniqueness

Most popular

in it category

Is a genuin Swedish company

Attitude behavioural gap modell for the Sustainable Development Goals + 10 traditional positioning points

SDG

Traditional
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RESULTS

Capsule Collection

• 3-4 times higher price

• Sold out in two hours

Collection

• Higher price

• Initially faster sales and 

higher sell through



Black box for 

Transparency & 

Traceability

A portable solution that autonomously collects primary data on sustainability impact caused

by manufacturing in the textile value chains and makes this information available to stake-

holders.



GPS-located, Gateway

LoRaWAN & Teleoperator

Wideco - Wision

Data aquisition

Data Management

(Transfer & Storage)

Summarize

& disclosure

Application

Digital Product Passport

EU Taxonomy Reporting

Stakeholder engagement etc

SYSTEM



Tack!
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