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STRATEGY | CLEAR PURPOSE

PART 1 PART 2 PART 3
WHY-WHAT How HOW

THE SUSTAINABLE BUSINESS SUSTAINABLE BUSINESS THE STRATEGIC
MINDSET DEVELOPMENT FOUNDATION

Global megatrends ESG & legal compliance The analytical toolbox
Sustainable market drivers Linking CSR & business 6 analytical steps

Key phases & concepts The business case Real-fife case: Nilfisk
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KEY LEARNINGS

-
WHAT YOU WILL LEARN... s

Overview of key analytical methodologies and frameworks

HOW  WHAT

Examples of how to use tools and templates
Documentation & data for cohesive, value-adding approach

Select, prioritize and justify strategic choices

Roadmap for putting it all together (analyses + strategy dev.)
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http://icecream.me/084423658d7717625d6b6c149e025fe4
http://icecream.me/084423658d7717625d6b6c149e025fe4
https://www.sbcm.dk/tools
http://icecream.me/1a7503338ce5d6635589be83f60104e9
http://icecream.me/1a7503338ce5d6635589be83f60104e9
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Susanne Krogh Petersen

Career touchdowns.

Works with green and just transition for companies at Erhvervshus
Hovedstaden.

Leader of Ide&co, project house for social & cultural projects.
with political conditions for SME's in DI,
and worked with building rural environmentally friendly sch

Established first shared economy clothing library in Denmark in 2014.
Founder and partner of consultancy bureau KRIDT.
Crashed initiative to improve private philanthropy.

wwwlinkedin.com/in/susannekrogh
a
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STRATEGIC & ANALYTIGAL STEPS

6 ANALYTICAL STEPS

Scoping & Planning

Value chai
& activity map
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PROJECT ORGANISATION

PROJECT GUIDANCE | MODEL

Project guidance

Steering committee.

CSR task force. Reference group.

Project management

=

STRATEGIC & ANALYTICAL sTERS

PROJECT
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takeholder
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materialitie:
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TIPL
Check for
other internal
PLAN | MODEL change
inititives

Idea

Purpose Why are we initating this activity?

Success

Goals & KPIs

AMBITION LEVELS & POSITIONS | MODEL

DEFENCE

POSITION e

Incremental

ACTIONS reduction and risk

TAKEN managment
Philantrophic
endeavours

LINK TO STRATEGY

& COMPETITION Strategic links in

action

No differentation

<

ISOLATED
STRATEGY

Eg. single
production line
changed

Well on way with
reduction:

Strategicly
connected
Innovation efforts.

Some
differentiation

criteria What do we want to achieve (effect)?

How are we going to achieve results?

TRANSFOR-
MATIONAL
STRATEGY

EMBEDDED
STRATEGY

Full Transformating
transformation external

surroundings (e.g.
Revenue stream = supply chain,
impact business

Strategicly

Advocacy and
determinating sharing

Key factor of Beyond

differentiation competition
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What does the B Impact Assessment cover?

he B Impact Assessment provides:

ul

Standards

*
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& ANALYTICAL

APPLY BENCHMARKS
& BASELINES

B pogsitive Pursuits

Break-Even Goals represent the line in
the sand every business must strive to
reach to be sure it is not slowing down
progress to a flourishing future.

Natural Resources
o esourcesaro managed torspoct the
reA et A

[ |
22 ) 3« 135 )

ISO STANDARDS | GUIDE

Accessasey o e s ronmnet \

Positive Pursuits identify the socially
beneficial and environmentally
restorative outcomes any business may
pursue to speed up our progress.

al d to ensure their continued
abiiy for future generations, and to prevent damage to
SUpporting scosysterns and communities

www.erhvervshushovedstaden.dk/bacredygtighed
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https://ehhs.dk/content/ydelser/hvor-baeredygtig-er-jeres-virksomhed/8bceaf15-2d72-47b4-bb8d-01a9a4a0eeed/
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CONSIDER REPORTING FRAMEWORKS &
STANDARDS

CSRD — Corporate Sustainability Reporting
Directive What is your mandate from top management?

Crosscutting standards aspects

aspects

How could you set up your project organisation?

What is the overall ambition of your sustainable business efforts?

£5Rs 1 Generot reaurements £SRS €3 Cimate chanae £sRs 51 Own workioree EsRs 1 Business conduct How could / should you create a benchmark or baseline?

ESRS 2 General strategy, ESRS E2 Pollution ESRS $2 Workers in the value
e e £5R8 £3 water and marine
s, | S RV ——
s freiaiit £SRS 4 Consumers and ene What framework(s) would be most relevant for your business?
cons € essourc s ans
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Tools and methadolagies
for mapping and
involving key
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STAKEHOLDER MAP | TEMPLATE

{ I I JE) (e
{

OUR STAKEHOLDERS

Which

organizations are affected

#1 #3
WHO ARE WHAT DO

THEY THEY CARE
ABOUT

by or have significant o

business operations?

(place ininner circle)

Which persons,

]
il

companies, organizations

#2

or authorities - in addition

#4
HOW
IMPORTANT O DM [ J [

ARE THEY REspon \\
[ 1 J

@ odel mapired by Overssd Med Orotanke, Erhveres o Seskabstyaloan, 2006
4

tothe above-mentioned -
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outer circle)
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https://webgate.ec.europa.eu/regdel/web/delegatedActs/2111/documents/20661?lang=da
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STAKEHOLDER RATING
| TEMPLATE

High Concern / High Concern /
Low Influence High Influence

Concern

Low Concern / Low Concern /
Low Influence High Influence

Influence
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¢ ANALYTICAL STERS ‘

STAKEHOLDERS | EXAMPLES

A50
CONSIDER

SILENT
Local STAKE-
Community MORE STAKEHOLDER EXAMPLES  HOLDERS!

Social entrepreneurs.

= =
Employoes. Custo Governmental organisations

Municipalities.

Online communities

Specialist consultants

‘See more exampies in Feople &It QuIGe, pp. £5-33

=
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STAKEHOLDER

ANALYSIS
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HE STRATEGIG & ANALYTIGAL STEPS STAKEWOLDERS

STAKEHOLDER RATING Appendix 8: Stakeholder rating
EXAMPLE

High Concern / Low Influence | High Concern / High Influence

Low Concern /Low Influence | Low Concern / igh Influence

Influence
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STAKEHOLDER
ANALYSIS The stakeholder analysis — Process will often start by identifying all stakeholders and
L EXAMPLE step two will be to prioritize identified stakeholders
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SPORGEGUIDE TIL AT FA INPUT FRA FORRETNINGEN | EKSEMPEL

1. Vores overordnede forretringsstrategi

e Critical Business Challenges
MVOW sustainability journey survey 2020

(Kopiér) Huvilke forretningsmal, indsatsomrader inden for de naeste 3 ar?
of

Hvad er braendende platform / sterste udfordringer inden for de naeste 3 ar?
. . Huilke udviklingsplaner? Forretningsmuligheder?
Plss nswer e llming questions o Hvor ligger sterste omkostningsposter?
o o Hvad forbinder du med CSR / hvilken opfattelse har du af CSR?
Hvilken vaerdi oplever du at CSR har - eller kan fa - for forretningen?

Funktioner (drift; udvikling; kunde; kommunikation; forretningsudvikling; ekonomi)

Hvilke vigtigste m3l er der for afdelingen de neeste 3 3r? An O zux sy
Hvad er de 3 storste udfordringer inden for de neeste 3 r? - = -

Hvilke udviklingsplaner / -muligheder er der inden for de neeste 3 r?

Hvor ligger de storste omkostningsposter? »s
Hvad forbinder du med CSR/ hvilken opfattelse har du af CSR?
Hvilken vaerdi oplever du at CSR har - eller kan fa - for forretningen? B
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EXTERNAL STAKEHOLDERS - GET TO KNOW CSR STAKEHOLDER VALUE PROPOSITIONS | TEMPLATE

e rnter 2 Konener " et 3 vens

T X Mo
restaurationsskolen M
g

Hev.af Festivaler
e e K
Fn\k(m-d; bensocal

Rapistond oK Fonden

plandbrugs e
Fodevarer *Mink 2 Lokelsamfundet

*, . Hrogenresyrisn
K asatiry
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SURSAAESTRATE SIS e 1eAL STEP 2: STAKEHOLDERS
SUNBATIEN € ANALYTICAL sTERS : e 6 ANALYTICAL 3TERS

STAKEHOLDER ENGAGEMENT | MODEL

Examples of

G e e e Ry stakeholder

engagement

in Module 4,
Part 2
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STAKEHOLDER ANALYSIS
& ENGAGEMENT | GUIDE

et 50

Engage Stakeholders

Aality
Iﬂ:::xment

REFLEKSION

Hvilke CSR/ESG-krav &
forventninger har jeres interessenter?

REFLECTIONS ON STAKEHOLDERS

WILELLIS

9

Who are your primary & secondary CSR/business stakeholders?
How can/are they affecting your sustainable business efforts?

How could you get input from key external stakeholders?

How could you get input from key internal stakeholders?

28.08.2024
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FOROPGAVE TIL MODUL 1

KORTLAG INTERESSENTERNE
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CSR STAKEHOLDER VALUE PROPOSITIONS |

STRATEGIC & ANALYTICAL sTERS

SKABELON 6 ANALYTICAL STEPS

Risks
& Opportunities

=

‘ srer 2 sraxenoLoEns

STEP 2: TRENDS & MATERIALITIES

Stakeholders

External & internal
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https://docplayer.dk/379488-Overskudmedomtanke-praktisk-guide-til-virksomheders-samfundsengagement.html
https://docplayer.dk/379488-Overskudmedomtanke-praktisk-guide-til-virksomheders-samfundsengagement.html
https://docplayer.dk/379488-Overskudmedomtanke-praktisk-guide-til-virksomheders-samfundsengagement.html
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SUSTAINABILITY ISSUES = BUSINESS ISSUES | MOD

Global Sustainability Megatrends

Purpose:

TRENDS & MATERIALITIES prabicalappasc

In order to focu: inability efforts, it is important to firs >a siness as i
I e e bal megaforces and market tren Market drivers

ich g
may affect the business both short an term dorovchr

sustainability i at
would be most vﬂh—mm // Stakeholder demands

ent and prioritization should be conducted as seen through for the ess
company's b ities and stakeholder ot

Business impacts

Risks & opportunities

doesthe business is the vlue

- - s ompory motel enerte profit proposiion created
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rar s Tue srxareaic aenos & MATeRALTE
« anavvricas arers AT e . .

BUSINESS RISKS & OPPORTUNITIES | EXAMPLE PESTEL | MODEL

Climate Char
= ginCheng [ e m————————
changes.
- - Crr "
EEE) (i) () (e )
rates, and the climate for business investment.

] [ ] Includes changes in lifestyle, attitudes, buying habits or
demographic changes.

™
+ e ortrs oy " Includes new products and services, or new approaches to
e e et sy research and development activity.
e, - Erpyesdstcion
o

e
e —

Includes the impact of green policies to minimize the effects
Sy of climate change!

G phonine
Includes new legislation, such as the introduction of
minimum wage, changes in health and safety legislation etc.

amerton
+ Conoetonce
evaopmant
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MATERIALITY
MEGAFORCES/TRENDS ANALYSIS AN AUDITING & ACCOUNTING CONCEPT

materiality

/ma'trart'alxti/

the quality of being relevant or significant.
"the applicant must establish materiality on the balance of probabilities”
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& ANALYTIGAL sTEPS AL EaT S STrATESIC o ANALYTIGAL aTERS ‘ STEP 1. TRENDS & MATERIALITIES

MATERIALITY ASSESSMENT VER 1.0 MATERIALITY ASSESSMENT VER 2.0

Reporting double materiaity

Visual representation ofpriricizacin of opics [E—

——

CSRD REPORTING AREAS:

‘warming to 15°C, and consideration of stakeholders.
+ Sustalnabily goals and progress:
+ Roleof govermance bodles

(i) remeciation actions.
« Sustalnabllity Heks and their management
+ Indicators related to the above topics.
« Intangibles, .. intellectua, human, socialand relational captals.
« Double materialty assessmert.
« Time harizor short, meclum and long term.

Ifluence on stakeholder

assessments & decisions

chain.

Signficanc of the reporting organization's
economic, environmental & sodal impacts.

impact on society and

impact on company value

WRILELLIS

Dobbelt vaesentlighedsvurdering

Skal afdzekke indvirknil (1), risici (R) og i (0)idin

INDVIRKNINGSVASENTLIGHED
Hvordan indvirker (1) din virksomhed o Atdekning af

p8 mennesker, klima og miljo? Anbefalet liste enerel kontekst
fra ESRS eller i geografi og Virksomhedens
he specifikke

basismodul brancl
Dobbelt veesentlighed
FINANSIEL VASENTLIGHED

Huilke risici (R) og muligheder (0) inden for bwredygtighed pivirker din
virksomhed finansielt?

£ sTRATEGIC & ANALYTICAL sTERS TR o o ANALYTICAL BTERS STEP 3. TRENDS & MATERIALITIES

'DOBBELT V/ESENTLIGHEDSVURDERING,

SOURCES FOR IDENTIFICATION
OF MATERIALITIES | EXAMPLES

seages

Customersurvers Interalesternal st reports
Intemal Sources

« Interviews with Board and Executives

« Enterprise Risk Management Reports

* Subject Matter Experts.

» Historic Sustainability Reports ~peetng sgendas L Reguletorylogl

ast Materiality Assessments determining

« Company Objectives and Strategic Planning Materla |ty

atBarloworld

INDVIRKNINGSVASENTLIGHED

External Sources s —
« Global and Industry Trends reauiremants percestion sureys
* ESG Investor Indexes

« Peer Companies.

* Community Response Mechanisms g
« Media Scans ik manogemant process . Sakobalder sngagements

:ZLLJ\L,WL., FINANSIEL VESENTLIGHED.

-~ . TESESCENED

WILELLIS
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MATERIALITY PROCESS | EXAMPLE

e tl
entligheds-
vurdering (maj 2024)

EFRAG IG 1
Materiality
Assessment

(M EFRAG

DAY 3 - THE ETRATEGIC
2 & ANALYTICAL 8TEPS

UNDATION

Skitsering af veerdikeede

a Afdaekning af

Baeredygtighedsrelaterede IRO'er 1
(indvirkninger, risici og muligheder)

| [orermmews e B

G
ol

T ——

TR P — E

el [ ——

Stkaholdrincushaness

SosiabityContrt | Satabider nckaress

G4 Sustinatilty Raporing Guidtines, GRI Repor plas and Stand

WILELLIS

£TEP 3: TRENDS & MATERIALITIES

Vurdering af IRO (indvirkninger,
sici og muligheder)

Efterfolgende skridt

for SMV'er - sidan eriber dudetan |

bke dk)

£ STRATEGIC & ANALYTICAL sTEPS

Risici og muligheder

Upstream

Niveau 3 Niveau 2 Niveau 1

STER 3: TRENDS & MATERIALITIES

Egne aktiviteter Downstream

28.08.2024

& ANALYTICAL STEPS STEP 3: TRENDS & MATERIALITIES

T | e el \ ety

Understand value chain Create overview of
impacts, isks and stakeholders and
opportunities (IROs) longlist of material
topics/ IROs

Assess most material topics through Validate and integrate
stakeholder input, data and other results into reporting
relevant sources and strategy

DAY 3 - THE sTRATEGIC
PalNoATEN

& ANALYTICAL 8TEPS STEP 3: TRENDS & MATERIALITIES
1\ Erhvervshusene

Hvordan identificerer du dine IRQ’er? &

28 preadefinerede kort med generiske indvirkninger, risici og muligheder

& ANALYTICAL STEPS STEP 3: TRENDS & MATERIALITIES

Vaesentligt / uvaesentligt

'DOBBELT VAESENTLIGHEDSVURDERING

FINANSIEL VESENTLIGHED.

10


https://www.efrag.org/Assets/Download?assetUrl=/sites/webpublishing/SiteAssets/IG+1+Materiality+Assessment_final.pdf
https://www.efrag.org/Assets/Download?assetUrl=/sites/webpublishing/SiteAssets/IG+1+Materiality+Assessment_final.pdf
https://www.efrag.org/Assets/Download?assetUrl=/sites/webpublishing/SiteAssets/IG+1+Materiality+Assessment_final.pdf
https://www.efrag.org/Assets/Download?assetUrl=/sites/webpublishing/SiteAssets/IG+1+Materiality+Assessment_final.pdf
https://www.efrag.org/Assets/Download?assetUrl=/sites/webpublishing/SiteAssets/IG+1+Materiality+Assessment_final.pdf
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MATERIALITY ASSESSMENT VER 2.0
“DOUBLE MATERIALITY” | EXAMPLE

WILELLIS

& ANALYTICAL 8TEPS
SOME USEFUL TOOLS

—_—

Finch ¢ Beak

Materiality planning & process elements:
Research (materialty topics)

\mr)ac{/ﬁnancla\ perspective

Value chain impacts- upstream/downstream
Positive/negative

Actual/potential impact

Time horizon (short, medium, long-term)
Stakeholder segmentation (internal/external)
Engagement formats

Prioritization

Process documentation

v
v
v
v
v
v
v
v
v
v

Finch Beak | 5RO

WALELLIS
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SOME USEFUL ToOLS.. @)

enthatidentiesreiro .. Sédan laver du en dobbelt
2 bt mottare vaesentlighedsvurdering
fr—
pre—
P

R T —

adap laver du en dobbelt
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REMEMBER STAKEHOLDER ENGAGEMENT TO
VALIDATE OUTCOMES + PROCESS DOCUMENTATION!

A
Wentifcation

nd updating of
materialissuos

materiaiy process

©)  value o the Company

Stkstolder Fe i
dor R WO
B | g |

1= identified and

WRILELLIS

rast s Tue sTRaTeGIc
AT commmen s | [arer s vewor s wareaimes

SOME USEFUL TOOLS

e — Timeline

Sttchinthedsired deine b ot s sage

Materiality
Assessment

DOUBLE MATERIALITY MATRIX | TEM

Eneray

Impact on society
Impact on society

i [ e T
Impact on business value Impact on business value

11


https://virksomhedsguiden.dk/content/temaer/baeredygtig-omstilling/ydelser/saadan-laver-du-en-dobbelt-vaesentlighedsvurdering/aace9fdb-206e-4996-a327-bf3704450166/
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REFLECTIONS ON TRENDS & MATERIALITIES REFLEKSION

Which trends & market drivers would you include in your PESTEL?

kilder ville du bruge / hvordan ville du

Would working with scenarios be relevant for your business?

ig frem til virksom s vaesentligh

Which sources would you use to identify materialities?

bare vasentligh
ter uden at s
i gang

How could you gather materiality input from key stakeholders?

WAILELLIS

& ANALYTICAL sTEPS PALL 3, ThE ETRATEGIC & AnALYTICAL sTERS
6 ANALYTICAL STEPS & ANALYTICAL STEPS

Scoping & Planning Scoping & Planning

@ TANAELLS - The Soci Busness Con Q TANIA ELU - The o

WALELLIS WAILELLIS

ANALYSIS OF YOUR MARKET

COMPETITORS + CUSTOMER

COMPETITORS & CUSTOMERS

Purpose:

Analyze how you can

Market Opportunity
differentiate your

Competitors

WRILELLIS

12
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& ANALYTICAL STEPS STRATEGIC & ANALYTICAL STEPS OMPETITORS & CUSTOMERS

PEER REVIEW / COMPETITOR ANALYSIS | TEMPLATE PEER REVIEW / COMPETITOR ANALYSIS

Competiters  Com, CompetiterC  Competitord  Competitor€
SBCM PRACTITIONER'S TIP

Ift benchmark parametrene er det
vigtigt at holde for oje, hvad det
er prascis, | vil sammenligne jer pd
med tanke pé jeres ambition og
de konkrete indsatsomrader, |
overvejer at differentiere jer pé.

csR actviies

Govermance

Ndrjeg har lavet peer roviews has
vaeret | forbindelse med
et konot st ki Jeg
har ogsé tidligere brugt at
mkmdere hvorfor de er peers. Er
ift produkter? Er
do omiumemor medarbejdere?

wlosing © Empiee wei i
(e TR At S
rssonsiy for el witn

Bion i
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sTeaTECIC & ANALYTICAL STEPS ToRS & cusToMERs TART 3, ThE sTRATEGIC & ANALYTICAL sTERS 4 coMPETITORS & CusTOMERS

PEER REVIEW (supply chain) | EXAM PEER REVIEW (value propositions) | EXAMPLE

Competitor A Compatitor Compettor C Compatitor D Compatitor E Area Examples of value derived

e I N Semondbl Procrmen Encouraging XK s tialing a smartphone app that duces
fers ere Jentone @ pr 4 Argentina includes. L T neive  Prinok e behaviour change discounts to safe drivers encouraging safer driving
Smposediahavea  notpory prchooioratptall i onriepi 4ot

4 ronmaniad ceria o e 1o reduce claims

CRcause Ll suppliers
Minimom  Yos, covers human Y65, suppliers assed o5, covers human Operations By 2011, XXX achieved a 16% reduction on 2008 baseline for energy Reduces waste
o e " againstcrteria . Folows intemational best consumption, 14% reduction in water consumption and a 30% reduction in * Manages costs
= e iabour, = UNDAR L0,
e Torced . o office supplies compared to 2009

G Yes, contracts with

stratogy or
policy.

Procurement paicy in

St SRS nor et ol Somi
pronin iy oy Customers Y000 oflrs a carinsurance poicy f reducerisk horough a praventon | Reducos sk
Charte such 8 not oA e ot M o waskande and canying no mers
tnan 2 passengers

RsAwa sive o svsre
Suppiers e
Supplors xpecid
Resorsvespien e L i Bl Reducng the XHKK has usod th repai over
ek e o impact of ciaims age. Amonitring
vougn e ofplastor and ronder on walls

‘Supplers aro assessed
againstthe standards

stancards not met
Risk Management | XOOXX investment strategy is based on sustainabiliy. In 2005 it was Sustainable investments can

in

decided that 80% of investments in equities and bonds should meet generate higher returns for the

sustainabily criteria same level of sk, according to
Munich Re

wiaiog iy
o sl i rovans
Pryschinbimidios el 1
oucparormancal . aaanaie soveopmantn Brand / Reputation 00X states ey
oGy maters ot s Gfrontair, insphos usthour Customrs, boosts the vl of Atracts customers
rguge e i e Gra's s our enances our -
oo eeponabity ok

People
a strong team-based culture”

WALELLIS WAILELLIS

TORS & CUSTOMERS & ANALYTICAL sTERS 4 COMPETITORS & CUSTOMERS

& ANALYTICAL STEPS

THE CSR COMPETITOR MAP
STOMER

Competitors R maturity CSRapproach Action
(no-improve)

(Use material issues
to compare)

Market Opportunity

Competitors

WRILELLIS
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TpESTRATEGIC & ANALYTICAL STEPS

CUSTOMER INSIGHTS (B2C)

Reports & insights in Mo Part 1+ Module 3.

MWEILW

CONSUMER

sos0e
«

NORDIC CONSUMERS
& CUMATE CHANGE.

| [orerecoursmmons w cusromers

mener, man kan gore en
fordkel verdan gennem sine
produktvalg og indkeb" &t

ee@

ARE-
gYGTlGHEDS—
BAROMETER

Brands
jBarometer  and Politi

& ANALYTICAL 8TEPS

CUSTOMER SURVEYS

3 Types of Customer Survey

Feedback form Review request

Analyse af danskernes
syn pa klima og
baeredygtighed

= 0]

[

WILELLIS

customer

Market research

Length: short
Benefitss  You
Responses:
Al customers To:

Publishect
All customers

ATIEN

CSR CUSTOMER ANALYSIS | EXAMPLE

snm mentin

Toxpayars
s

“ | -

b2

Length:

Benefits:

Rosponses:  Roported on

Tor Customer groups

WALELLIS

HE STRATEGIG & ANALYTIGAL STEPS

ANALYSIS OF CUSTOMER
SEGMENTS (B2C)

e

sustaiiabla ! Q
Consumio

Icressing engagement.

h the s and taking acton

28.08.2024

COMPETITORS & GUSTOMERS

There s currently no globally recognized or agreed
definition of a sustainable consumer/ lfestyle.

Opimists 21%)
Commited snd
want o feel good

Iterstd/
Fashionable/
Confidnt

Followers(8%)

PART S Tue sTRATEGIC
Follaarls

commrnea s |

CSR CUSTOMER ANALYSIS (B2B) | TEMPLATE

[ TS———

WRILELLIS

THE 828 CUSTOMER MATRIX

[ T— High 00/ igh maturty

Low 00X Low matuity Low 0 High maturiy

SR matorty

82

PART 3. THE STRATEGIC
8UNaTITH

e & ANALYTICAL 3TERS

PEER REVIEW / COMPETITOR ANALYSIS |

p—

LRI o v

o e Syl en v

83
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RT3 THE STRATEGIC A
80 BATEN & ANALYTICAL STEPS

=
CUSTOMER REFLECTIONS ON COMPETITORS & CUSTOMERS
TESTIMONIALS

|
J

4

“A 1003 bidlogically degradable productsin full
St g e e Kt
as e sustainabilfty projects that we conduct under our
brand Sstania Wo wereconcemod oot e uaiy,
ot after a trial print we had no concems atal.*

Vondey Moming Who are your main competitors? Who are admirable frontrunners?

Morten Givistensen
CFO, Monday Morming

Which peer benchmark criteria would be relevant to apply?
Who are your main customers (b2b / b2c)?

How could you map customer behaviour and expectation

AILELLIS
WILELLIS

& ANALYTICAL sTEPS & AcTIviTY NaP PALL 3, ThE ETRATEGIC & ANALYTICAL 8TEPS TEP 5. VALUE CHAIN & ACT

6 ANALYTICAL STEPS

Scoping & Planning

VALUE CHAIN &%
ACTIVITY MARTT9)

Afullv q 3 " o h stainability

WALELLIS

ART 3. THE STRATEGIC N 0 o | THE STRATEGIC — o
SUNBATIEN & ANALYTICAL STEPS VALUE CHAIN & ACTIVITY MA : e 6 ANALYTICAL 3TERS VALUE CHAIN & ACT]

VALUE CHAIN | EXAMPLE

Upstream Downstream

Training, R&D
Support
Processes

consumables Competitive

Advantage

Inbound
Logistics
Primary Operations
Business{ | [ fecero" <printing sarshousive . parnornip

* Finishing * Order fulfimer . ising
Processes. " nsportation | $ Averting.

. « istribution +Prometion
planning

Outbound
Logistics.

Marketing and
Sales.

WILELLIS
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ABLBATHE STRATES I © AnALYTIGAL STEFS
VALUE CHAIN | EXAMPLES

SERVICE VALUE CHAIN CONSULTING VALUE CHAIN

‘SR VALUE CHAIN SDG VALUE CHAIN

& ANALYTICAL 8TEPS

EXAMPLE

ot .

VALUE CHAIN |
Handter

ART 3. THE STRATEGIC
SUN3ATIEN & ANALY;

VALUE CHAIN TOOL I TOO

RISIKOKORTL/EGNING

STRATEGIC VALUE CHAIN BUSINESS OPP. VALUE CHAIN

PARTNERSHIP VALUE CHAIN STAKEHOLDER VALUE CHAIN

WILELLIS

N & ACTIVITY MAP

ing af de veesentligste
Coops vaerdikaede

N & ACTIVITY MAP

TIcAL STEPS
L

PRIORITERING AF RISICI

HE STRATEGIG & ANALYTIGAL STEPS
oMl

VALUE CHAIN | CIRKULAR @KON

28.08.2024

Cirkuleer okonomi

Restaffald

PART 3. THE ETRATEGIC
Folhoarion & ANALYTICAL STEPS

VALUE CHAIN TOOL | GUIDE

DUE DILIGENCE PROCESSENS SEKS SKRIDT

amawaigens
womeasions [

et

Bzeredygtige

ﬁ Vaerdikseder
Erhvervshusene/

Baeredygtigevaerdikaeder.dk

WALELLIS

WRILELLIS

Ansvarlighedstjekket

Tl i i eksmhets e s

.M\J*:m"*

Virksomhedsguiden

e —
s

) De6skridt

Etisk Handel
WAILELLIS

VALUE CHAIN & AcTi

In action: Mapping the SDGs against the value chain

VALUE CHAIN | GUIDE

h

506

Ry | A AORUGHED
e “ ek
ey s

e B
vy =

Baeredygtige

Veerdikeeder

WILELLIS
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Rowmatoials . Supplers  [150Ud, Company | piguuion . Product
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80 BATEN

CSR / ESG ACTIVITY
MAPPING

& ANALYTICAL STEPS

Human rights

Environment & Nature

= Circular aconomy

noray/viater/materials
= Animal welfare
erative solutions

& ANALYTICAL 8TEPS

BUSINESS-
DRIVEN CSR

Business
value

Societal value

100

SHARED
VALUE

DO GOOD
PHILANTHROPY

What activities are you already doing - where are

VALUE CHAIN & AGT

Social/community

munity development.
orate Volunteering
of Pyramid (BOP)

& act

REFLECTIONS ON THE VALUE CHAIN & ACTIVITY MAP [u \\‘\\,

1Y MAP

Employees.

= Socialnclusion
ntegration

Suppliers

e
ES s
B v
e
i

WILELLIS

1TY MAP

WALELLIS

What is the negative impact of your current business activities?

What is the positive impact of your current business activities?

ur largest gaps?

What kind of business value is gained from current CSR-efforts?

What kind of societal value is gained from current CSR-efforts?

WAILELLIS

28.08.2024

& ANALYTIGAL STEPS

Hare aittskontol. Bget produltion
Milepi antal producerede ogsolgteprodukter  Mindsketspld
Bedre arbepdstorneid

i energ, sorterafald, minmere spld

sammeniine med forige

WRILELLIS

Business Urit 1

Business Unit 2

Business Unit 3

Reduce food van

Gander squlty Doy brekion, dersty | Gender aversty

Recuimont gudsins | Com
Smpbres bt

T | i |

nShing

Sadnale papar,sanding racyclsble matorl,Code
mangement rsdeamed it cards | of Conducs, Sustanible
Recyeing ey Shrepent s

SOG 13

oo Cirate Gaye
S G SuR e sen
Py Bk, e cyce ansiyes
o i

e Sy

e

REFLEKSION

Hvilken form for
virksomh: nuv

Hvilken form for

for at s

B poteeien

kaber/kan
vaer e CS viteter skabe?

s
N ciR A

skaber/kan
e CSR-aktiviteter skabe?

WANLELLIS
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& ANALYTICAL STEPS HE STRATEGIC

& ANALYTIGAL STEPS
FOROPGAVE TIL MODUL 1 6 ANALYTICAL STEPS

Lav en rd bruttoliste ove le de CSR-relaterede

Scoping & Planning
0 Stakeholders
ortunitie External & internal

Trends and
materiality

104

e

& ANALYTICAL 8TEPS

Compettors devr same.

sters

RISKS & OPPORTUNITIES

WILELLIS

105

PART 3. THE ETRATEGIC
Folhoarion

¢

commrnea s |

RISK ANALYSIS | TEMPLATE

WRILELLIS

STEP 4: RISKS & OPPORTUNITIES

P ——

TS

107

RISKS & OPPORTUNITIES ART3. THE sTAATEGIC

SWOT | TEMPLATE

DR s 0 package  racycing membersin.

et oo, S, il -en s

ELUIS

109

& ANALYTICAL sTERS sTer ¢ misks &

Helpful

2 s a 2 . SR Broudh mceaov sareerie
Ed
s B B 2 :
2 Elkatonteteoming tc)
o s s . ed valoe
Ragultions dscves o ' 1 1 Internal
peckaging, plosc e ) e otkhas nd v 0 cotomer hesdy before
New Hesd of el coud shange | ¥ g =
he cours and deley the project
Stk ntre w n To e sdressed nSun sation
2 sl ployaes o the Teerancs 1o ofthe
. . projetgoup Sl mterlnasds o be External
s 3 @ On going iformaten and sngagement
H H 1 E 3 Thessvarius stkeholders nsd t be incuded i
he el communications pln

Harmful
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6 ANALYTICAL STEPS

Too much analysis
may lead to paralysis!

Velde chairt
&activitymap

Colmpetitors
&custorpers

¢

WRILELLIS

110 111

PUTTING IT ALL TOGETHER

ROAD MAP FOR SUSTAINABLE BUSINESS DEVELOPMENT OBJECTIVES & KPIs

STRATEGIC ALIGNMENT PYRAMID | i

P—
{ What do we want to be in the future?
.

& Cpponunites { How do we intend to accomplish our vision?

What areas must we focus on
to achieve our vision?

What are our metric indicators
of success?

‘What action programs will
achieve our performance goals?

PRESENT FUTURE

WALELLIS

112 1

IS T ot _

OBJECTIVES & KPIs
CSR STRATEGY HOUSE

EXAMPLES & TEMPLATES AMBITION LEVEL, CSF AND KPI | TEMP

Whatis our level of Critical success factors - what do
mbition? we need to achieve in order to
reach our level of ambition?

KP1 - how should we measure
‘our progress?

An average score of over 8 in the
ion
they

[ fsonkiory Our employess are happy
good place to work to work with us

would recommend us to others

Our level of

security must be trate accidents and
high

Re
consider how do reduce risks at
‘monthly e

All our employ
the risks of occu

WILELLIS
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NILFISK

ACTION PLAN

CSR ACTION PLAN | TEMPLATE

CSRifocus- S Activtiesto | Responsible for
e support KPI K2l
Oe

1 222 paper e Use and
s CSR 2020 plan
our resource. conscious and show consumpion before 2022 based on a findasoluionto hdiisinl
Commumption reduce Comama 27
inourstore andin ouroffces, 12020 consumpion .
thereby recucing our impact i
packaging  paper =
consumption before 2022 based on a i
mapping ofthe curent packaging / i
paper consumption n 2020 o
1. Masimum 2023 Kisina
industy's best employees.and
ployee well 2023
Becond o none’ he il sunvey

ELLIS
WRILELLIS

-
<
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PART 3. THE ETRATEGIC
PUTTING IT ALL TOGETHER B T & ANALYTICAL 8TERS

CONSIDER RELEVANT FRAMEWORKS

NILFISK | REAL-LIFE CASE & SYSTEMS

-
Forandring | Beredygtiohed | Veerdighed | fagiiastolthed | Handlekompetence

HOW TO
BUILD A CSR
STRATEGY

Skabe positve samfundsforandinger gennem mad og maltider

SDGeme: 12+ 13+ 17

— 3

Onilfisk

~ linking business fil CSR

I

X Strategy development

E t Hodn

WALELLIS
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STRATEGY - EXAMPLE

TOGETHER TOWARDS .
ZERO & BEYOND G

C) () = e

ZERO ZERO ZERO ZERO
Farming Packaging Accidents
Waste

Carbon
Footprint Footprint Culture

Community
t

Living By
nclu Our Compass Engagement

Responsible Diversity, Equity
Sourcing sion

ur ourvose s brewina fo  btte todu and tomarrow. N

WILELLIS FILELLIS
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RT3 THE STRATEGIC
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STEP 1: SCOPING & PLANNING

& ANALYTICAL STEPS HE STRATEGIC

& ANALYTIGAL STEPS

STRATEGY ADDRESSING OUR MATERIAL IMPACTS, RISKS AND OPPORTUNITIES

How our Together

STRATEGY - EXAMPLE

ZERO
Carbon
Footprint

i o ot vt by
s v cn by 2040 &2 poiuion

Finonioll Moteiol.

impect Motariol
Topcol Stondards Topicol Stonderds

& Climatechonge  Climote chonge

3 Woter & morine resources
8 Bosversty  ecosstems

5 Resource se & cirvtor 5 Resoure ue & calor
economy my
1 Own werkdorce

2 Workersin thevaue chain

3 Affected communies
et -
4 Consumers & endusrs 84 Consumers & endasers
s —)

@1 Business condct

WILELLIS WRILELLIS
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-
WHAT YOU HAVE LEARNT... =

STRATEGY | CLEAR PURPOSE

Overview of key analytical methodologies and frameworks
Examples of how to use tools and templates
Documentation & data for cohesive, value-adding approach

Select, prioritize and justify strategic choices

Roadmap for putting it all together (analyses + strategy dev.)

WAILELLIS

o
N (9 e HOW WHAT

MODULE OVERVIEW

II oermmons

)

127

e
DRIVERS & DEFINITIONS (et rasrase e

GLoBAL 7% £ cusgitosion
ek | [fo P

- “ e

PART 1
WHY-WHAT

THE SUSTAINABLE BUSINESS
MINDSET

Global megatrends.
Sustainable market drivers

Key phases & concepts

125

TAK FOR | DAG!

128

PART 2
How

SUSTAINABLE BUSINESS
EVELOPMENT

ESG & legal compliance
Linking CSR & business

The business case

THE SOCIAL
BUSINESS
ACADEMY

PART 3
HOW

THE STRATEGIC
FOUNDATION

The analytical toolbox:
6 analytical steps

Real-life case: Nilfisk

wAILELLIS

WAILELLIS
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THE SOCIAL
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