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Warm Welcome to the HEINEKEN Experience!
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HEINEKEN at a Glance

>190 
COUNTRIES IN 

WHICH OUR 
BRANDS ARE 

PRESENT

>160 
BREWERIES

>350
INTERNATIONAL
AND LOCAL BEER
& CIDER BRANDS

~3billion
TOTAL # 
of CASES

~36billion
REVENUE

HEINEKEN® LOCAL PREMIUM CHAMPIONSINTERNATIONAL BRANDS
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Path to an inclusive, 
fair and equitable world

Our sustainability strategy covers 
three areas

Path to moderation and
no harmful use

Path to 
zero impact
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Evolving landscape of frameworks 
and standards set by NGOs and regulators

Third-party data rating agency business also growing rapidly, using multiple methodologies

ESG
Ecosystem

Multi-stakeholder initiatives developed to create 
more consistency, consensus and depth to reporting

Carbon Footprint

Mandatory 
reporting

Retailers

Sustainability Data are evolving from voluntary to mandatory reporting



1 96% has been audited with limited assurance.

Sustainability data are shifting from own operations to Value Chain
Engaging suppliers and customers is key

HEINEKEN’s entire carbon footprint (scopes 1, 2, and 3) in 2022 

was 18.3 million tonnes CO2e. 

Our footprint is broken down across the following lifecycles:

Scope 1 
1.2 million 

tonnes 
CO2e 

Scope 2 
0.5 million 

tonnes 
CO2e 

* More than 60% of the ‘Other’ category is related to commercial activities and expenses, business travel, employee commuting 

Scopes 1 and 2

Scope 3

19% 4% 9%36% 7%11% 14%

Agriculture ProcessingPackaging CoolingProduction Logistics Other*

Scope 3 
16.7 

million 
tonnes 
CO2e

2022 Total
18.3 million 

tonnes CO2e
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How does HEINEKEN collect and share data from value chain actors?

Supplier engagement:

- Upskilling suppliers 
capabilities 

- Annual survey

- Modelling emissions from 
suppliers

Collaboration with industry

- Define standards with 
BIER (Beverage industry 
environmental 
roundtable)

- Clarify methodology, best 
practices. Harmonize 
standards

Retailer Engagement: 

- Collaborate with retailers 
on their sustainability 
platforms

- Share data on annual basis 
on CDP or retailers' 
platforms
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What is the future for Sustainability Data?

- Focus on exchanging data that contributes to optimal resource usage (e.g. Circular 
packaging)?

- Harmonised regulatory framework (EU PPWR, EUDR, CBAM)?

- Shifting from Corporate to Product Footprint?

- Efficiency or Disruption from Gen AI?

- New business relationships across the value chain (e.g. direct between suppliers 
and customers)?





Thank you!

The slide deck and recording of the 
session will be shared afterwards



Marcin
Baranski

Co-founder Playdesign / 
VOX





Business, Education, Innovation and Non-Profit



CONCORDIA DESIGN 
The first private
design and innovation centers in Poland. 

Incubator for start-ups, innovations, 
creativity, business and education
for adults & children.



SWPS

The first and biggest
private university in Poland. 

Place of work, science, research
and experiments
for over 40 000 students and 
scientists



SCHOOL OF FORM 

Design school, 
where education
is the combination of 
psychology, sociology, 
design and technology.



COLLEGIUM DA VINCI 
& enStudios
Business college and production
studio, offering new fields of 
studies, based on trends and 
changes in the world economy.

Games development, Mediaworking
(IT&marketing), Digital Business, E-
commerce management, …



by Human Touch is the ability to understand and implement continuous changes, 

where humans, their needs and values, as well as the development of their talents and potential, 

are at the center of attention.

 our core values are: learning, co-creation, and change!



• PLAYFULNESS / GAMIFICATION

• PHYGITAL / ONLINE-OFFLINE EXPERIENCE

• DEMOCRATIZATION / AFFORDABILITY

• NEW GENERATION OF SHOPPERS / GEN Z

• NEW TECHNOLOGIES /AR/VR/AI/...

GLOBAL TRENDS SHAPING BUSINESS ENVIRONMENT

• SOCIAL RESPONSIBILITY

• ENVIRONMENTAL SUSTAINABILITY





Purpose: to provide consumers, companies, 
and authorities with access to key product 
information throughout its entire life cycle.

DPP
Purpose: to prevent products linked to 
deforestation or forest degradation from 
being placed on the EU market.

EUDR

VOX in the DPP & EUDR Pilot Projects

Implementation from 2026 (initially for furniture, 

textiles, and electronics)

Implementation from 2025

Key obligations include:
• applies to wood and wood-based products,
• proof of origin down to the plot level,
• due diligence statements and traceability.

The passport will include:
• origin of raw materials and components,
• repairability, reusability, and recyclability details,
• carbon footprint, certifications, and material 

content,
• compliance with sustainability and safety 

standards.
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• Smaller carbon footprint – reduced 
energy and material use, and lower 
emissions related to transport and 
logistics.

• Sustainable consumption – customers 
can plan their purchases better, which 
reduces the risk of returns and resource 
waste.

• Digitization = less waste – digital 
catalogs and interactive visualizations 
eliminate the need to produce paper 
brochures and marketing materials.

ESRS E1 – Climate Change

•  Reduction of greenhouse gas 

emissions through the limitation of 

physical infrastructure (stores, 

transportation).

ESRS E5 – Resource Use and Circular 

Economy

•  Possibility of integrating VR with the 

option to select recycled or eco-

friendly products.

•  Reduction of the amount of waste 

generated and optimization of 

resource usage.



INTERIOR DESIGN PRODUCTS





YOUNG COLLECTIONS
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• Greater accessibility – the project enables 

interior design services for people in 
smaller towns without the need to travel.

• Co-creation with customers – enhances 
customer engagement by allowing products 
to be tailored to individual needs and 
values.

• Customer education – through 
gamification and VR interaction, awareness 
of sustainable interior design and material 
choices can be increased.

• New employee skills – development of 
competencies in VR, UX, and digital 
technologies represents an investment in 
human capital.

ESRS S1 – Own Workforce / S2 – Local 

Communities

• Potential to create new digital roles (VR 

consultants, online designers) that 

support employment transformation.

• Broader social access to services – also 

beyond major urban centers.

ESRS S4 – Consumers and End-users

• Increased accessibility of products and 

services (also for people with limited 

mobility).

• Improved customer service and real-time 

personalization.



All rights reserved



All rights reserved
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• Process transparency – integration with 
e-commerce enables tracking of the 
purchasing process, data analysis, and 
improved ESG reporting.

• Innovation – implementing modern 
technologies demonstrates the 
company’s openness to change and 
investment in responsible development.

ESRS G1 – Business Strategy and Business 

Model

• The company can present this project as 

part of its ESG strategy, supporting 

digital transformation and sustainable 

growth.

• An innovative sales model that enhances 

customer value while minimizing 

negative environmental impact.

ESRS 2 IRO-1 / SBM-3: omnichannel transformation of sales models 

is an important element of our strategy for sustainable development



All rights reserved

VOX stores:

• VOX INTERIORS (FURNITURE & 
ACCESSORIES, DOORS AND FLORS, 
EXTERNAL AND INTERNAL CLADDING 
AND SKIRTING BOARDS); 

• VOX FURNITURE SHOWROOMS 
(FURNITURE AND WALL OFFER)

• VOX DOORS&FLOORS STORES 

• SHOP-IN-SHOP FORMAT (BRAND 
CORNERS - DEDICATED SPACE WITH 
A VOX BRANDING IN LARGE 
RETAILERS STORES)

• NEW BUSINESS MODEL
„VOXBOX STUDIO”



PLAY & DESIGN 

STUDIO

New Business Model for 

Retail and Omnichannel
• Easy to scale internationally
• Space saving / Cost optimization / Eco friendly
• Unique customer experience
• Combination of Touch&Feel and VR presentation
• Co-creation – „sense of agency”
• Flexibility - Different formats of stores, design studios, 

showrooms, pop-ups, …







SHOP IN SHOP



POP UP STORES



Dedicated space for co-creation in store where 
consultants/designers work together with 
clients using the PLAYDESIGN platform.

Shops with digital support

Virtual shelfs/showrooms

Walk in VR

Online/Offline interaction with customers

Retail with Digital 
Technology

SPACE SAVING / COST OPTIMIZATION / ECO



Gamification & 
Integration with 
eCommerce

Full integration with e-commerce and products 
catalogue ensures user convenience.
Different approach to traditional cross and up –
selling supporting the company's conversion 
rates and value of the customers.

Full catalog of products inside the app

Add-to-cart functionality

Real-time price calculation

DPP – IMMEDIATE PRODUCT INFORMATION



FLOOR
PLANNER
• Intuitive (SIMS/MINECRAFT experience)
• integration with product’s catalogues
• integration with product’s configurators
• integration with e-commerce
• co-creation
• helpful features (measure, sunlight check, doors collision,...)



• online
• concept stores and pop-ups
• traditional stores

OMNICHANNEL
INTEGRATION



QR at
PLAY & DESIGN 
STUDIO
• Product information on each sample
• Marketing materials
• Inspirations
• Instructions



QR for
INTERNATIONAL
TRADE FAIRS
• More than 100 events every year
• Connecting with customers
• Growing use of mobile devices



QR 
MARKETING
MATERIALS
• Product information
• Inspirations
• Instructions
• Building engagement on SM



QR for 
EXTENSION
OF DISPLAYS
• 360 presentations
• product info
• all types of displays
• easy content creation



VIRTUAL
SHOWROOMS
• no limits of sqm for exhibition
• hundreds of inspirations / categories
• virtual shopping center
• training and onboarding tool
• connection with e-commerce
• cost optimization
• eco-design



PLAYDESIGN
GAMIFICATION IN BUSINESS

• Build engagement
• Interactions with products
• Different experience
• Positive use of technology
• Fun as a part of proces
• Educational options
• Better planning
• Zero waste

“Gamification is a great way to make the shopping experience more dynamic, keeping consumers 

engaged at various touchpoints.”



THNX

www.playdesign.com



Thank you!

The slide deck and recording of the 
session will be shared afterwards



Marco Beghini
Global Sustainability 

Director Barilla Group



BARILLA SUSTAINABILITY JOURNEY

GS1 InterACT 2025: Sustainability Unveiled 

Amsterdam, June 25th 2025



A FAMILY BUSINESS

We have been an Italian 
Food Company since 1877.

Now, 147 later, our products are 
there for people at every mealtime.



GROUP BRANDS

“The Joy of Food for a Better Life”



SUSTAINABILITY TIMELINE



FROM FARM TO FORK

The need to extend the perspective with an holistic approach and 
the final goal to bring people together around the joy of good food



SUSTAINABILITY STRATEGY

The need to have a new Compass 
to guide the Company 



STRATEGY ACCROSS THE CHAIN

How CSRD Materiality can drive the design of a pragmatic, consistent and extended strategy 



OUR JOURNEY AFTER 18 MONTHS

LEARNINGS

A ‘risk based approach’ 
helped the Company to make Sustainability 

more pragmatic and 
close to business.

Re-approaching sustainability 
in a strategic way, re-energized 

the group of ESG Leaders.  



OUR JOURNEY AFTER 18 MONTHS

CHALLENGES

In the next years many regulation will 
impact Barilla from many different angles: 

EUDR, ECGT, CSRD, CSDDD, Taxonomy, PPWR.

We have just started the journey, 
many things need still to be fixed especially on 

data accuracy and governance.



OUR JOURNEY AFTER 18 MONTHS

OPPORTUNITIES

Working on ecosystem across the 

chain will be crucial and GS1 Italy is 

helping us to start fixing data 
sharing and transparency.

Circular economy can be 
the game changer, re-defining a 

more sustainable 
way of doing business.



PARTNERING WITH

Improve data sharing 
between retailers and 

manufacturers

77%

Improve consumers’ 
behaviors understanding 

between ‘say’ & ‘do’ 

Improve products’
 circularity & sustainability
throughout entire life cycle



Thank you!

The slide deck and recording of the 
session will be shared afterwards



Jean-Marc 
Klopfenstein

Strategic Industry Data 
Stewardship

Nestlé



Sustainability Unveiled – Connecting the Dots 
with GS1 Standards

JM Klopfenstein/June’25



Our purpose and values

Our purpose

We unlock the power of food 
to enhance quality of life for everyone,

today and for generations to come.

Our Values

Our values are rooted in respect. 
Respect for ourselves. Respect for others. 

And respect for the future.



2 000 +

Brands 
worldwide

Nestlé at a glance in 2024

Providing 
safe, quality nutrition 
for more than

155 years

Number 
of countries 
we sell in

185

337
factories
in 74 countries

Around

270 000 
employees

CHF 91.4
billion
Group sales

in 2024



What & Where we sell (2024 in CHF billion)



Our purpose and values

Our purpose

We unlock the power of food 
to enhance quality of life for everyone,

today and for generations to come.

Our Values

Our values are rooted in respect. 
Respect for ourselves. Respect for others. 

And respect for the future.



Creating Shared Value at Nestlé - 2024

https://www.nestle.com/sites/default/files/2025-02/creating-shared-value-nestle-2024.pdf


Exponential increase of data points….



How is GS1 playing a role in managing Sustainability data



GS1 as a key enabler to power trust in data for everyone, everywhere

Share  Data across value 
chain

3

GS1 & Nestlé

Actively promote and leverage 
Industry standards solution to 
exchange data.

Define industry framework to 
enable automatic data exchange 
using GS1 identities

Assign & sustain trusted 
identity using Industry 

stds

GS1

1

Trust and efficiency start with a 
valid identity that can be validated

Examples

• Location Number (GLN)

• Raw/Pack Material (GTIN)

Connect Identity to 
Nestlé data

Nestlé

2

• Business partner identifier

• Product Identifier



Trusted Identification as a foundation for digitalization

Assign & sustain trusted 
identity using Industry 

stds

GS1

1

Trust and efficiency start with a 
valid identity that can be validated

Examples

• Location Number (GLN)

• Raw/Pack Material (GTIN)

Downstream
• 100% of products have a GTIN
• >90% of customers have a GLN

Upstream
• Less than 20% of products have a GTIN
• Less than 10% of vendors have a GLN

What

Who

Examples

• Upstream identification (business partners, 
products, …)

• Discipline in implementing Identity Management 
rules

• Pilot with Coffee farms involving GS1 Europe, 
GS1 Colombia and GS1 Global Office

Our Focus

32



GS1 Standards embedded in our ecosystem to connect internal & external 
processes

What

Who

Connect Identity to 
Nestlé data

Nestlé

2

• Business partner identifier

• Product Identifier

• Many internal data standards mentioning GS1 
Standards

• GTIN/GLN Management rules documented with food 
examples

Examples

Our Focus

• Where/How to integrate EUDR data points 
minimizing incremental work

• Definition of roles & responsibility for the 
execution internally



Automatic sharing to enable high-quality, fast and reliable data 

What

Who

Share  Data across value 
chain

3

GS1 & Nestlé

Actively promote and leverage 
Industry standards solution to 
exchange data.

Downstream
• Over 40% of Finished product master data 

exchanged with GDSN

Upstream
• 0% exchange with GDSN

Define industry framework to 
enable automatic data exchange 
using GS1 identities

Examples

Our Focus

• Transition to QR code to enable GS1 Digital Link 
at scale

• Continue to deploy GDSN to automate product 
master data exchange



GS1 as a key enabler to power trust in data for everyone, everywhere

Share  Data across value 
chain

3

GS1 & Nestlé

Actively promote and leverage 
Industry standards solution to 
exchange data.

Define industry framework to 
enable automatic data exchange 
using GS1 identities

Assign & sustain trusted 
identity using Industry 

stds

GS1

1

Trust and efficiency start with a 
valid identity that can be validated

Examples

• Location Number (GLN)

• Raw/Pack Material (GTIN)

Connect Identity to 
Nestlé data

Nestlé

2

• Business partner identifier

• Product Identifier



Key messages

Nestlé is committed to actively leverage GS1 Standards

GS1 has a key role to play in allocating & governing Trusted identities

One GS1 to support speed and scale in digital transformation

It’s a journey…



THANK YOU



Thank you!

The slide deck and recording of the 
session will be shared afterwards
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