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[A] Sustainability is out, regeneration is in. According to a 2019 survey by ReGenFriends™’,
nearly 80% of US consumers prefer “regenerative” brands to “sustainable” brands. Gen Y and
Z*? consumers find the notion of “sustainability” too passive. They want to buy from
regenerative businesses that (a embody and practice the three noble qualities found in all living
systems: renewal, restoration and growth. Regeneration goes beyond sustainability by creating a

deeper and wider socio-economic impact.

[B] Sustainable brands strive to just do less harm to the planet. Regenerative businesses go
beyond sustainability and vie** to do more good to society and the planet. Specifically,
regenerative firms seek to boost™ the health and vitality of people, places and the planet
simultaneously in a synergistic*® manner. In doing so, there is a growing body of evidence to
suggest that regenerative businesses can achieve far better financial performance and impact

than their sustainability—focused (1 jpeers.

[C] In the Amazon, we find an example of how regeneration works in practice. The murumuru
is a palm tree that grows in the Amazon forest. The Amazon’s Indigenous tribes chop this palm
tree down and use its wood to produce and sell items such as brooms. As it happens, we can
obtain a highly moisturizing butter from the seeds of this palm tree, which is very efficient at
repairing and renewing damaged hair. The value of these seeds is seven times greater than that
of this palm tree’s wood. As such, people in the Amazon can generate seven times more
economic value by preserving the murumuru tree than cutting it. Businesses are taking notice.
Natura, a Brazilian cosmetics firm, is collaborating with Amazonian Indigenous people to
ethically source murumuru butter for a variety of hair care products, using their traditional
farming techniques. This mutually beneficial collaboration means Indigenous communities are
regenerating themselves and the planet along three complementary dimensions: economic (by
increasing their ), socio-cultural (by preserving and utilizing their traditional agricultural

expertise) and environmental (by safeguarding the biodiversity*® of the Amazon and its

[3 ] chm)

[D] Take Japan, a country that is aging rapidly. 30% of its population is already over 65. The
average life expectancy of its citizens is 84 years. Sadly, longevity*” doesn’'t promise vitality.
Meiji Yasuda is Japan's oldest largest life insurance firm. During COVID-19, the firm realized
that its true mission should be to boost people’s vitality rather than protect them from death. In

11



April 2020, the firm launched MY Mutual Way 2030, a 10-year plan to (bm the life insurance
firm into a life regeneration company. This strategy calls for prolonging the healthy life
expectancy of its clients and vitalizing local communities across Japan where the firm operates.
In the past, the firm's sales representatives would consult clients to explain insurance products
and services. Today, the agents act as wellbeing coaches who encourage customers to adopt and

maintain wellness routines and avoid loneliness by partaking in social activities. (F#)

[E] To get buy-in*® from internal and external stakeholders*’, businesses should explain how
their triple regeneration strategy - the synergistic revitalization of people, places and the planet
- could (CM great economic and social value for all stakeholders. Visionary*"° food companies
and apparel makers like Danone, General Mills, Eileen Fisher Illycaffé and Patagonia are
investing in regenerative agriculture. They are doing it not only because it drastically reduces
water use and emissions, boosts soil fertility and improves animal welfare but also because it
enhances the livelihoods of farmers. For instance, US farmers can increase their

profitability by up to 120% by transitioning to regenerative agriculture. (F1#%)

[F] Given the climate urgency, it is time that businesses think and act beyond sustainability.

They must evolve into regenerative businesses thatl 5 | , | 6 | and | 7 | people, places

and the planet synergistically.

4

BOOSTING

HEALTH & VITALITY OF
PEOPLE, PLACES, PLANET

()

Y
REGENERATIVE
BUSINESS

BUSINESS

SUSTAINABLE

\

©

2000 2010 2020 2030 2040 2050

Source: Navi Radjou

¥ *1 ReGenFriends VY xz 43l —Ya3 OV IR A%2MHETHII =T
*2 GenY and Z Generation Y (1981 ~ 19964 % #1), Generation Z (1997 ~ 20124 % 1)
*3 vie HEEZERT 720102 RLT
*4 boost D
*5 synergistic MFEMRDOD S
*6 biodiversity WL EENE
*7 longevity ¥
*8 buy-in XFF
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*9 stakeholders FlERItRH
*10 visionary JEHOHDOH %

Hi Fr © Navi Radjou “Regeneration : Why businesses are moving beyond sustainability and
thinking about regrowth”, World Economic Forum. Published: June 6, 2024
(https://www.weforum.org/stories/2024/06/businesses-are-moving-beyond-sustainability-

welcome-to-the-age-of-regeneration/) (—#RkH:)
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(a) embody

@ discard 2 omit 3 represent @ modify
(b) evolve

@ create @ change (3 protect @ assemble
(c) yield

@O produce @ preserve (3 dismiss @ select
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@ friends @ customers (3 performances @ firms

3 [C) B A HEETE LWIEFICERTH S bodEnd. b
BE B OELDTOO~@7 5 1 DBEI RS v,

(D merchandise products

2 income forests
3 products income
@ forests farming
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(D financially-challenged @ environmentally-challenged

(3 culturally-challenged @ agriculturally-challenged
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@ clean improve help

@ invest boost enhance
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@ CO. emissions @ life expectancy

(® performance and impact @ environmental preservation
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[fl) o

(D Enhancing the health and vitality of people, place and the planet is the aim of
regenerative businesses.

2 The economic value generated by preserving the murumuru tree is the same as the
value generated by cutting it down for wood.

(3 Natura, a Brazilian company, is unfairly using Indigenous people in Amazon to obtain
murumuru seeds for their business profit.

@ Meiji Yasuda's new strategic plan aims to continue operating primarily as a
traditional life insurance firm.

(® Meiji Yasuda's current agents take on the role of wellbeing coaches, supporting
healthy lifestyles and social interaction for their clients.

(6 Progressive companies such as Patagonia invest in regenerative agriculture solely out

of environmental considerations.
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