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Marketing to the Poor:
A JUSTICE-INSPIRED APPROACH

Nicholas J. C. Santos, S.J.
Gene R. Laczniak

Business engagement with impoverished consumers as a distinct strategy option
was rarely considered until recently, as the impoverished market segment was
typically evaluared as having little to contribute to the exchange process. Thought
of in classic “definition of a market” terms, the poor may have the desire to purchase
but they lack sufficient abifizy to buy. This financial hurdle was overcome by multiple
analyses demonstrating that there was now an emerging profit potential in low-
income markets.! With saturation experienced in servicing many high and middle
incotne markets, as well as excess production capacity, seeking out growth opportu-
nities in developing markets such as India, Brazil and Indonesia is a logical strategy
from a business perspective.” Accordingly; a number of multinational corporations
{MNCs) have in recent years shown an increased interest in the low-income
segment.? Major global corporations that have ventured into the low-income market
include Cemex, Kodak, Nestlé, Proctor and Gamble, and Unilever.* This trend of
the corporate sector into the low-income market is reflected in the curriculum
change in business schools. A report released by the Aspen Institute in 2007 indicares
that the number of business schools that included material focused on low-income
markets, also characterized as the bottom or base of the pyramid (BoP), grew
phenomenally in 2007 compared to 2005.” According to the reporr, the inclusion
of BoP-related material is taking place across a wide range of disciplines in the MBA
curriculum as well as in business schools across the globe. There have also been a
number of academic conferences in recent years that have focused exclusively on the
BoP market.®

Nicholas Santos, S.J., Santa Clara University and Gene Laczniak, Marquette University. This article is
a modified version of a paper first presented at the annual meeting of the Colleagues in Jesuit Business
Education, July 2008 (Fordham Univeusity) and deaws o other working and published papers by Santes
& Laczniak, some of which are listed under note 13.
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The involvement of MNCs in the Bol® market puts a focus on including groups
that were earlier kept at the periphery of tnarging of economic development. As
Przhalad (2005) points our, “when the poor are converted inro consumers, they get
mote than access to products and services. They acquire the dignity of attention and
choices froin the private sector that were previously reserved for the middle-class
and rich.”” While the interest of multinational corporations in the low-income
market sepment is a recent phenomencn, there has been periodic business
involvement with low-income consumers for many years. Along with this, there has
Leen concern raised about a plethora of unethical practives accompanying market-
place transactions with low-income consumers, In what could pethaps be deemed
as the fiest comprehensive presentatien of seme of these unethical pracrices, sociol-
ogist David Caplovitz (1967) shows how "the marketing system that has evolved in
fow-income areas is in many respects a deviant oue in which exploitation and fraud
are the norm racher than the exceprion.™ kxamples of exploitative practices in the
lovr-income segment include predatory lending, inflated prices ra wire funds inter-
nationally, unconscionable labor practices, and exorbitant rene-to-own transactions.?
While such tactics take advantage of the vulnerabilities of the impoverished segment
due 1o lack of financial resources, education [evel’? and cven access w land,'" they
are also driven by the powerful desire of these consumers for hercer quality products
and an improved quality of fife."

While the involvement of inultinational corporations in the low-income market
afforcds the oppottunity afa more inclusive capitalism, the evidence of unfair business
practices involving impoverished consumers presents the theeat of a greater
exploitation of these consumers. [n keeping with the “preferential option for the
poer” doctrine espouscd by both the Social Teaching of the Catholic Church and the
last few General Cangregations of the Socicty of Josus, [esuit business schools ought
1o feel compelled w encourage the development and dissemination of managerial
[rameworks that enable business corporations to engage impoverished consuraers in
a manuner that is “fair” atd “just” to both parties (i.e., the business unit and the
consumer). This is particulardy important it an impersonal economic marketplace
that too ofien axploits the poor due to an “imbalance” of resources, information or
financial leverage on the part of the less advantaged member, typically the huyer.

With the task in mind of enhancing justice when marketing 1o the paat, we
have developed 2 normative framework which we label as the Integrative Justice
Model (ITM) for impoverished markets. The |JM is a worlc-in-progress resulting
from a series of confercnce presentativns, published papers and working papers.'
There are a number of reasons that augur for the significance of the /M in Jesuie,
and more broadly, Cathalic business education. For one, the TJM responds to the
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need for Catholic business education to capitalize on the call for “a rich traditon
on the discourses of faith and reason” in how we teach our students, especially
coneetning issues of social justice.'® Furthermore, the IIM also speaks dizectly to
the demand that an integraced business education in the Catholic tradision would
be focused, in part, on the needs of the poor.'” Lastly, the TIM is consistent with
Posth et al,'s (2009) suggestions about how the mission starcments of Catholic
Universities, at least ideally, sheuld drive Catholic business school pedagogy to
inform our students abour the fundamental dignicy of the human person.'® This
dimnension, of course, is a central concern of the TJM perspective. We begin with
briefly presenting the fundamental elements of the I[JM and show how thesc are
connected to the principles of Catholic Social Teaching. We then highlight some of
the implications of the JM for business education in Jesuic business schools, Finally,
we identify a few areas of further rescarch.

The Integrative Justice Model (IJM)

The IJM is consttucred using a normative theory building process in philvsophy
proposed by the philosagher Johs Bishop!” and is comprised cof ethical elements
thac ought to be present when marketing ta the poor.™ The IfM dues not blend
different theovies or types of justice (e.g. legal justice, procedural justice, efc.),
Instead, it integrates the notion of “fairness” ar “equity” in marketing ransactions
as developed from different strands of thought in moral philosophy and management
theory."” Based on these pertinent streams of thaught we identified and developed
five characteristics of “just” market situations. These chamcteristics which form the
value inputs of the model (sce figure-1) are:

1. Anauthentic engagement with consumers, partcuarly impoverished ones,
with non-exploitative intent:

2. Co-creation of value with customers, especially those wha are impoverished
or disadvanraped,

W

Investment in future consumption wirhout endangering the environmens

4. Inrerest representation of all stakeholders, parsicularly impoverished
customers;

5. Focus an loag-term profit management rather than short-term profic

magimization.

The outcomes {or business firms that adhere to the above characteristics are:
fong-term relationships, customer empowerment, sustainable business initiatives,
and the creation of a fairer matketplace, The aitm of the M is to enhance fairness
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Figure 1: An Integrative Justice Model for Impoverished Markets

Authentic engagement with consumers, particularly
impoverished ones, with non-exploitative intent,
Co-creation of value with customers, nspacially thase
who are impoverished or disadvantaged.

investment in future consumplion without endangering
the environment.

fnterest representalion of all stakeholders, particularly
impoverighed custarmers,

Focus on lang term profit management rather than
short-term prafit maximization.

Value Inputs

FIRM

[MPOVERISHED
EXCHANGE TRANSACTIONS MARKET

SEGMENTS

Outcomes

Lang term relationships
Custorner empowerment
Sustainable busingss injtiatives
Creation of a fairer marketplace
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and equity in cconomiic transactions involving impoverished consumers while the
vision is 1o lay (e foundation for prototype markets that empower the poor while
creating “win-win” situations for buvers and sellers.

The UM in the light of Catholic Social Teaching™

Catholic social teaching (CST) is comprised of the tradition of Papal, Church
Council, and Hpiscopal documments thar deal with che Church’s 1esponse and
commitment o the social demands of the gospel in the context of the world. At the
heart of the CST corpus are four principles that are referred o as the permanent
principles of the Church’s social docrrine,”' These are: the digpity of the human
person; the commeon good; subsidiaricy; and solidarity. A fundamental economic
assumption made in the classical theory of exchange Is that both parties w the
exchange are on an equal footing, which is very often net the case. In fact, is is
precisely hecause ef the inegualities that exist in the exchange process, that we sec
an cver-increasing amount of injustice in the current market system. Therefore, a
major challenge in the construction of “just” marlets is of creating economic “win-
win” situations for all participants. The principles of CST offer a framework for
creating such “win-win" situations. In what folluws we show how the fundamental
elemetis of the IJM (characteristics of “just” market situations) are closely connected
to the principles of CST.

IM ideal #1: Authentic engagement with consumers

If all human persons, as ST points our, have an inviolable dlgmry, then
treating any person as merely an object or means to the profitahility of the company
is a violation of the principle of human dignity. Consistent with philasophes
Irnmanucl Kant’s second lvrmulation of his categorical imperarive, Laczniak (1999)
points out that “members of the human community, particularly those most subject
to exploitation, should never be used as an expedicnt ineans to a financial end.”™
An example of companies taking advantage of the valnerabilifies of consumers is
that of the prepaid phone card industry.?! For many iminigrants, particularly these
from Latin America, prepaid phone cards are their main connection to their families
back home. Unfortunately, as press reports indicate, many providers of prepaid
phone services enpage in deceptive marketing and even fraud.® Lhese providers
routinely manipulate the minutes that consumers can use and also charge a wide
array of service fees which are sometimes part of the (ine print but cannor be casily
deciphered by a largely illiterate population.

In contrast to examples of companies thay exploit the vuluerabilitics of
consumers, there are several commendable cases of organizarions that genuinely seek
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to address the disadvantages that consumers face. Oue such instance is that of the
Grameen Bank in Bangladesh which was awarded the Nobel Prize for Peace in 2006.
Grameen Bank started as an initiative in 1976 to provide small loans 1w enrrepre-
neurs who could not qualify fot loans from traditional banks.” T 1983 it was set
up as « formal bank. Since its inception, Grameen Banlk has disbursed abour $10.12
billion in loans. As of December 2010, its total number of borrowers roral 8.34
million af which 97% are wormen. An innovative approach of Gramecn Bank is that
the borrowers of the bank own 95 percent of the equity of the bank with the
remaining cquity being held by the government. Grameen Bank dves not require any
collateral from its borrowers nor does it require its borrowers to sign any legal
document as iv does not wish to take borrowers to court for non-repayment. Despite
this, the repayment rate is about 98 percent which is much higher than the repayment
rate of most traditional banks, Among several notable aspects of the Grameen Bank
example is the idea that [impoverished] customers of rhe bank have heen not only
made partners in an reonomic exchange process but that the ourcome vl the trans-
action has allowed them: to be a stronger future participant in the marketplace.

The difference berween companies that exploit the vulnerabilities of consumers
and those rhat seck 1o reduce Uie vulnerabilities or disadvantages that consumers
[ace is that the latter are able to view their businesses as serving a greater social
purpose than simply the relendess pursuit of profic maximization. In viewing
customers, particularly impoverished ones, not as objects to be taken advantage of
but rather as subjccts who have legitimate needs, these companies adhere to CST’s
principles of the digniry of tie liman person, of the common good, and of solidarity
{i.e. the brotherhood and sistethood of all humaniry).

IJM ideal #2: Co-creation of value

Iz their path-breaking work invalving the services-dominant logic {S-D logic)
of marketing, Vargo and Lusch (2004) argue that Marketing is transforming to a
new evolutionary logic, “one in which service provision rather than goods is funda-
mental o economic exchange, #a According to Varge and Lusch, “a service-centered
dominant logic implies that value is defined by and co-created with the conswmer
{emphasis added] rather than embedded in output.”™ In the $-D logic, customers
are lreatcd as operant resources {producers of effects) rather than operand resonrces
(semething to be acted upon). Such a shift is in keeping with CST’s cmphasis on
the inherent worth of cach individual person. Thus, for instance, while the impov-
crished customets might have limited puréhasing power, they also have a wealth of
knowledge, skills, and ideas that can be potentially beneficial to business enter-
prises.*? Consider for example, the approach of Proctor and (amble (P&G). P&G
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senr its maskert researchers t spend time in rural villages in develaping countties,
observing the everyday behavior of paur consumers.™ This approach enabled P&
to develop products that the customess necded rather than what P&G thought they
needed. P&G was able to leverage the kuowledge it gained from a first-hand
experience of the situation of its impoverished consnmers to create value for its
impovesished consumers as well as for iself. Another example is that of Ogilvy &
Mather (O&M) which uses tradirional folk performances to appeal to rural
customers.”’ ORM’s approach uses the skills of the folk perfoymer to create brand
value among customers for whom these traditional art forms have tremendous
meaning and significance.

IJM ideal #3: Investment in future consumption

"The U.S. Catholic Bishops, in their pustoral letter Economic fustic for A, assert
thar an cconomic system should be judged “by whar it does for and 7o people and
by how it permits all to parsicipate in it.”>*
and co-creating value with them undoubtedly enhances their participadion in the
economic system. However, the participation of partcularly impoverished
consumers is restricied by their lack of access to capital and ether resonsces. Making

An authientic engagement with consumers

capital and other resources available to impoverished censumers increases the
potential of these consumers to participate in the market economy. We sce cvidence
of this in the example of (Grameen Bank. Further, as Marwaha cual. peint out, “any
atrcmpt to grow the pour's capacity to consume must focus on increasing their

™3 One result of business engagement with the impoverished market

income.
segment is the increase of employment opportunities, This can be either directly, by
way of employment with the business firm or indircctly, as suppliers, distributors,
and rerailers, In part, the emerging popularity of “Fair Trade” products (e.g., coffee,
cocoa, tea) with consumers embodics this trend, While the “fair trade” movement
has often heen a consumer driven social phenomcuon, allowing buyess o “feel good”
that they have not purchased products produced under “exploitive” conditions, the
net cffect has been ta instiutionalize a living wage and improved working conditions
for partners in the supply chain. These conditions, typically at shott-term cost to
the masi powerful channel members, have often allowed weaker channel members
1o continue as partners in a future cycle of economic exchange.

1M idcal #4: Interest represcntation of all stakeholders

In the last few decades, multinatienal corporations have been involved in devel-
opmenral projects in developing countries. While many of these projects were meant
te help the ultimate heneficiarics, the pont, it was realized that instead they ended



54 Journai of Jesuit Business Education

up with the pocr being even worse off than before.* For example, Caufield (1996)
cites the example of the Narmada Dair Project in western lndia.** An abjective of
building this mcga dam was to help irrigation, particularly in the drought-hit areas
of states such as Gujarat and Maharashtra. It was argued that by enabling irrigation,
the productivity of the land would be improved, and the economic conditions
of these areas would improve. However, the dam resulred in the displacement of
hundreds of thousands of cribal people who resided on the banks of the Narmada
River. The resettlement plan was very poor and the affocted people were given arid
land in exchange for the ferrile land they previously held. The Narmada Dam
Project, thus, unwittingly pashed a large number of people into poverty instead of
providing citizens in the area an opportunity for jobs and the monctary rewards to
engage better in the consumnption pracess.

in Rangan and McCaffrey’s (2004 and 2006} vpinion, a najor reason that
projects such as this resudted in the poor being worse off than before was that the
interests of the peor cnd clicnt were not sufficiently represented or taken inro
account.® Together witl the interests of the shareholders, it is inportant for the
business urganization to consider the intercsts of other stakeholdess particilarly rhose
that do not have much vaice in the econoinic negotiation process, For example, the
Brazilian retailer Casas Bahia, which sells products to low-Income consumers on an
installment basis, has a consumer education process in which salespeople teach
consutners to buy according to their budget.”” At times, this process might result in
thie consumer selecting a cheaper product, which could be considered a foss for Casas
Bahia. However, this loss is compensated by the relationship and trust that is buils
with the low-income consumers. Considering the intercst of the often voiceless
impoverished consirer is in accordance with the CS8T principles of the common
good and subsidiariry.

IJM ideal #5: Long-term profit management

CST recognizes che legitimate role of profits in the functioning of the business
enterprise and for economic development.® However, a prenccupation with
profitability, ironically, can uct aguinst the long-term interests of the business organ-
ization.” Such a preoccupation is largely the ourcome of a short-term mentaliey that
is driven by quarterly profit increments or even annual ROT Largets. The pressure
for short-term profir maximization can lead to vatious forms of unethical husiness
hehavior as evidenced by the corpurate scandgls and financial melrdowns that charac-
terized the first decade of the twenty-first Century Instead, the market development
of impoverished seginents is inherently a longer process thun one that is dictated by
the length of fiscal reporting periods and/or annualized share performance scores.
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An example of a company that has a long-term perspective is the Aga Khan Fund
for Economic Development, a for-profit company based in Geneva. The Aga Khat,
who is the spiricual leader of the Ismaili Muslim secr and the c¢hairman of the
company, maintains that he is more focused on Jong-term outcomes rather than
being preoccupied with short-term profits,™ One of the invesunents of the Aga
Khan Fund is a fish net factory in Uganda. A project initiared by Karen Veverica,
an aguaculture expert with Auburn University, and financed by the United Srates
Agency for International Development is jump-starting a fish-farming industry in
Liganda. However, this project requires special types of nets. Presently, chere is no
demand for these nets but, without them, the fish-farming industry cannot take off.
Mahmood Ahmed, the Aga Khan Fund’s representative in Uganda, points our that
investinents such as these requice thinking long-term. While the fund will not enter
a husiness without the promise of profit, there are morc considerations than simply
profit. According to C$'1) the individual profit of a business enterpeisc should
never become the sole objective of a company, Rather, it should be considered
togethier with another equally fundamental objective, namely, social usefulness, A
corapany is more likely to consider its social usefulness when it has a long-term
rather than a short-term perspecrive.

Implications of the IJM for Jesuit Business Education

At the International Association of Jesuit Business Schools” 7th International
World Forum in Mexico in 2000, the then president of the World Undon of Jesuit
Alumnifae, Fabio 'tehén Londono, in his video presentation said: “Business
decisions in uday’s marketplace should not be merely what the numbers add up to
or what best serves 1 company’s bouom line. We have a meral obligation towards
the needy of aur natians.”** More recently, Fr. Nicolds, the Superior General of the
Socicty of Jesus, reminded delegates at the Netwoerking Jesuis Higher Fdlucation
conference in Mexico City of a point made during the 35th General Congregation,
namely, that we “bear a common responsibifity for the welfarc of the entire world
and irs development in a sustainable and life-giving way."* [ the context of Jesuit
Business Education, this “moral obligation towards the needy” or “responsibility for
thie welfarc of the entire world” does not have ta be limited to corporate phitanthropy
or even to enhancing the economic elliciency of organizations charged with dealing
or helping the poor lnstead, Jesuit business schools vught o also consider
motivaring their students to examine the factors that contribure w “unfair” marker-
place transactions, particularly when engaging impoverished marker segments, and
the organizational mechanisms that exist for making them more cthical. Pope John
Paul i1 in £x Corde Eeclesiae lists “the proinotion of justice for all” and “a more just
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sharing in the wotld’s resources” among the serious contemporary problems of vur
time.® ' I'hus, a most obvious utilization of the IJM in Jesuit business schools would
he w inject discussion of the value inputs or “justice” dimensiens of the IJM inco
the wide variety of classes, already raught in business school curricala, which touch
on impoverished suatkets in some fashion. Courses that come w mind ate business
ethics, corporate social responsibility {(CSR), social entreprencurship, internatiosnal
management policy, and assorted special units that offer “MBA consultancy teams”
to social service organizations.

In addition Lo its applicability at the micro-level of business disciplines ar even
courses within chose disciplines, the [[M provides a framework that is Jikely to be
useful for business eduvarion at Jesuir business schools ar a macro-level, Business
scholars have recently called on academics ta renew their engagement with the
connection of business activity ta broader social issues and systemic effects. "I 'he
IJM succincetly encapsulates the core principles of Carholic Social Teaching as well
as nrcromatkering corcepts such as distributive justice. stakehofder theory,
corporate social responsibility. sustainability, and the triple bottom line.* We find
it significant that the Vaticau Office of Penilentiary recently suggested that Global-
ization gives rise to emctging and troubling social sins such as “polluting the
environment™ and “causing social inequities”.” In postulating these normative
idealg, the IJM implicitly informs the issue of rhe distinctiveness of Jesuit business
education. Entirely consistent witl the IJM, what ought distinguish busincss
education at Jesuit business schools -among other things—is char it strives towards:
{1) developing a moral and spiritual character in Jesunit school graduates;
{2) nurturing skills thac will help maragers utilize their economic knewledge with
an oricntation to serve oihers, (3) fostering in Jesuit business school graduates a
special concern for the wellure of einployess they manage; (4) highlighting the
societal ramifications of busincss decisions thar are made, and {3} exhibiting a special
empathy for the poor and marginalized who are frequently at a distinet disadvantage
in the economic process,™ The [JM elements of authentic cngagement with inpov-
erished consumers, co-creation of value with customers, investment in fulure
consumption without endangering the enviranmenr, interest representation of all
stakeholders. and a focus on long-term prolit management rather than short-term
profic maximizarion, are each directly cantributory to these primary goals of Jesuit
business education, )

The authentic engagemeni with nnn_—exp?m'm@e intent element calls for a change
in approach from the “busitess as usual” nentality of pure economic utilicatianism
where greed, corruption, and éi?ploitaﬁun are oo often the prevailing norm. The
co-rieation of value element emphasizes that cven though impoverished customecs
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might have a lack of income, wealth, and access ta capital, they do have skills,
knowledge, and a desire for economic improvement that ean contribute Lo the
mutual value added in the exchange process. Tn short, the dignily of impoverished
consumers merits not only respect bur the cpportunity of partnership. The
inpestment in fissure consumpiion clement calls for an enbarged mindset, from viewing
market segricnes merely in verms of presenc ability to purchase to one that considers
business engagement in impoverished markes as a long-term investment chat is
aimed at creating sustainable markers that all can actively participace in and benefit
from over the long run. The dnrerest representation of all stakeholders element
subscribes to a siakeholder crientation but upholds that impoverished customers
should be treaced as primary stakeholders. The forus an long-term profit munagemens
element, while recognizing the legitimacy of financial rewurns, calls for a perspecrive
that considers not merely financial rewards in the short run bur also overall benefits
to the organization and rhe broader community, The IJM’s ultimate payott in being
blended into business school teaching involves helping students establish a set of
principles that can be drawn on when dealing with vulnerable marker sepments,
especially the poor.’ In order to help Jesuit business school students and faculty
better incorporate the IJM ideals in their coursework, we offer some tentative but

derailed principles flowing from cach of the []M elements (see Table 1 for details).™

A Comment Concerning Further Research

All of the distinguishing characteristcs of the I[TM are subject to further
commentary, research and hypothiesis testing. Here's one example. While interesz
represensitsion of all stakebolders is a normative ideal, ar the practical level, it valves
developing metrics to evaluate whether interest representation of stakeholders bas
indeed taken placa via some sort of advucacy protocol—i.e. has the voice of each
stakeholder group been represented o the organization when it needed to be? Such
research might need 10 draw insights from varied ficlds such as culrural anthropology,
sociology, psychelogy and theology and could be of 2 crass-cubtural or longitudital
nature. As is often the case, the chaﬂcnge Lies in the details nfapplicarion—-dla( is,
the setting forth of acrionable puidelines for specific situations as Jesuir business
schaol faculty experiment with and explore the 1JM modecl. We welcome our
colleagues in Jesuit business education to help us to conrinue to refine the fullness
of the [JM, while recognizing that the enhancement of ecanamic efficiency, berause
it Is a normative model, is zof the IJM's primary test. Instead, the richness of the
[IM approach will be found in its consistency with Jesuit educational ideals while
also allewing business firms to remain sensitive o prefitability as they discharge
theit econowic missions.
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Table 1
UM Guidelines

|JM Element

Gulding principles |

Authentic cngsgsment without
exploitative intent

Develop trust with all stakeholders, particularly
impoverished cuslumers

Build competitive acvantage through a procass of
coilaboration rather than by eliminating compeetition
Adhere to a long-term perspective that aims at
improving the quality ot society and the
envircnment

Reirain from taking :ndue advantage of the

relative weaknasses of disadvantaged stakeholders
Build a trustworthy reputation fer fair clealing,
dependability, and continuous care

Suppert formalization of consumer rights thal
guarantee safety, redress, sufficient information and
other hasic requiremeonts of exchange faimess
Foster social sustainability while ensuring
orofitabitity in 2he lang run

-

Co-meation of value

Involve consumers in L value-creation process

*+ se resources to offer what is of bast economic
value cspecially to impoverished customers

s Foster sustainad parmerships snd devclop mutual
trust with impoverished custarrers that extends
beyond the consumption of the product or service

¢ Leverage local Innovativeness

Seck input: from impoverished customers efther

directly or through obsatvation and incorporate this

feedback into the dedision-making process

Caonsider ways in which imooverished customers can

he given an owaership stake in the company

+ Callabarate with lacal commiinities s¢ as to tap into

Lhe social network they consritute

Investment in future conzumption

* Invest in research end development aimed at
devcloging innovalions for impaoverished markets
that are both socially benelicial and environmentally
friendly
incraase capabilities ot impoverished segments so
as 10 ensure that thase can better participate in the
markel econnmy
Pay empleyees a living wage sn as to ensure that
they can conlribute w the cverall ecenomy

“Minimize ecclogical foutprint in the conception,
praduction, and doiivery of goods snd services

* Alford aceass to products and services {e.q. leasing

or sharing) ratker than focusing on ownership

»
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IJM Element

Interast representalion of
all stakeholders

Guiding principles

L]

Consider what matters to the stakeholclers and what
iz to their advantage

Diemonstrate through business policies and ethical
audits that all stakeholders inlerasts are being
consicered

Treat impovershed customers as primary stake
holders

Encourage cmploysas to have 3 tirst-hand
expetience of the real world of low-income
consumers "

Enstre that dacisicns, aclicns, procedurss, that are
promulgated do not further disadvantage
impoverished cuslomers

Engage in dialogue with impaverichad customers to
beller ensure that their interests are baing taken
‘nte account

Expand capahilities of impoverished customeals to
cnable a richer tirm-consumer relationship

Inzlude cansumer education and counseling as part
nf the marketing strategy 50 @y to enable customors
ta make better informed chnices

Make products and services atfordable, accessible
and availahle

Ensure that intormation abeut products and sorvices
is easily understood by impoverished customers

Long-term pralit management
rather than shart-term profit
maximization

Aim al cregting sustainable valuz in the jong run
Consider social goals as enas in themselves rather
than as mcans to a financial end

Incroase busiress success with 2 long-lerm
perspective based on social, environmmental and
financial returns

View impoverished markets as sources of
opportunity, innuvatan end competitive advantage
Support lacal communities in their holistic
deveiopment in terms of supporting education,
health, sports, the arts etc. at a scale and focus
befitting the lecal community and culiure
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