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M O D U L E  1  
I N T R O

S T R A T E G Y  I  C L E A R  P U R P O S E

ESG & legal compliance

Linking CSR & business

The business case

P A R T  1

WH Y - WH A T

T H E  S U S T A I N A B L E  B U S I N E S S  
M I N D S E T

P A R T  3

H OW

T H E  S T R A T E G I C  
F O U N D A T I O N

P A R T  2

H OW

S U S T A I N A B L E  B U S I N E S S  
D E V E L O P M E N T

Global megatrends

Sustainable market drivers

Key phases & concepts

The analytical toolbox:

6 analytical steps

Real-life case: Nilfisk
Linkingsustainability & business

SustainableStrategy Development?
Sustainablebusiness development?

Sustainablebusiness 
approaches & models

ÆNDRE DAY 2 OVERSKRIFT ”SUSTAINABLE BUSINESS 
STRATEGIES” TIL ”SUSTAINABLE STRATEGY 

DEVELOPMENT”?
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MODULE 1 I PART 3

THE ROADMAP
& TOOLBOX

THE STRATEGIC FOUNDATION
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P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

H O W
STRATEGIC FOUNDATION
A precondition for a strong business case and a sustainable business strategy is a 
solid analytical foundation. W ith a structured and systematic approach to collecting 
and managing relevant data, it is possible to establish baselines and to take 
informed decisions. 

A strong strategic foundation enables the company to not only explain what it is 
doing, but also why it has chosen to integrate CSR aspects into its business.

Purpose: 

Introduction to analytical 
methodologies and tools 

that you can apply to 
ensure a strategic and 

systematic approach to 
developing a sustainable 

business strategy and 
business case. 
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N
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# 1  - S T R A T E G I C  A N A L Y S I S

PRESENT FUTURE

# 1  - S T R A T E G I C  A N A L Y S I S # 2  – S T R A T E G Y  D E V E L O P M E N T

R O A D  M A P  F O R  S U S T A I N A B L E  B U S I N E S S  D E V E L O P M E N T

I’ve changed the heading –
slide reupload to SBCM.dk:

http://icecream.me/084423658d
7717625d6b6c149e025fe4

Minor amendment to the Tool section
(https://www.sbcm.dk/tools) : 

http://icecream.me/1a7503338ce5d6635589
be83f60104e9
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K E Y  L E A R N I N G S

W H A T  Y O U  W I L L  L E A R N …

Documentation & data for cohesive, value-adding approach

Select, prioritize and justify strategic choices

Examples of how to use tools and templates

Overview of key analytical methodologies and frameworks

H
O

W
W

H
A

T

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

Indsæt Analytical wheel som ikon

Hvad bliver de i stand til at gøre…

Roadmap
Analytical tools

Putting it all together…
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

W H O  IS  H E R E  W IT H  Y O U
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.
Worked with political conditions for SME’s in DI.
Fundraised and worked with building rural environmentally friendly schools 
in Nepal.
Established first shared economy clothing library in Denmark in 2014.
Founder and partner of consultancy bureau KRIDT.
Crashed initiative to improve private philanthropy.

www.linkedin.com/in/susannekrogh
Skp@ehhs.dk / 30108096
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

TANIA ELLIS – The Social Business Company®. 

Scoping & Planning

Trends
& materialities 

Stakeholders 
External & internal

Competitors 
& customers

Value chain 
& activity map

Risks 
& Opportunities

1

2

3

4

5
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S T E P  1 :  S C O P I N G  &  P L A N N I N G

6  A N A LY T I C A L  S T E P S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Purpose: 

Understand how you can 
obtain adequate 

resources, mandate and 
alignment on framework 

for your analytical and 
strategy development 

approach.

S T E P  1 :  S C O P I N G  &  P L A N N I N G

H O W
1. SCOPING & PLANNING
Before starting a strategy development process, it is important together
with top management to align on both mandate and ambition level.

It is also important to consider whether it would make sense to organise 
your sustainable business efforts around particular frameworks or systems. 
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

P R O J E C T  G U I D A N C E  I  M O D E L  

Steering committee

Project guidance

Project management

CSR task force Reference group

S T E P  1 :  S C O P I N G  &  P L A N N I N G

Purpose

Success criteria

Why are we initiating this activity?

What do we want to achieve (effect)?

Goals & KPIs How are we going to achieve results?

Idea

P R O J E C T  P L A N  I  M O D E L  

P R O J E C T  O R G A N I S A T I O N
TIP! 

Check for 
other internal 

change 
initiatives
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T E P  1 :  S C O P I N G  &  P L A N N I N G

S E T  A M B I T I O N  L E V E L O V E R A L L  A M B I T I O N  L E V E L
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T E P  1 :  S C O P I N G  &  P L A N N I N G

A M B I T I O N  L E V E L S  &  P O S I T I O N S  I  M O D E L

DEFENCE 
STRATEGY

Incremental
reduction and risk

managment

Philantrophic
endeavours

Strategic links   in 
action

No differentation

E.g. single 
production line 

changed

Well on way with 
reductions

Strategicly
connected

Innovation efforts

Some
differentiation

ISOLATED 
STRATEGY

EMBEDDED 
STRATEGY

Full 
transformation

Revenue stream = 
impact business

Strategicly
determinating

Key factor of 
differentiation

TRANSFOR-
MATIONAL 
STRATEGY

Transformating
external

surroundings (e.g. 
supply chain, 

industry)

Advocacy and 
sharing

Beyond 
competition

DENIAL 
STRATEGY

No recognition

Philantrophic
action for 
marketing

No connection
with strategy

No differentation

G raphic: Susanne Krogh Petersen. Based on Va lente, 2017

POSITION

ACTIONS 
TAKEN

LINK TO STRATEGY 
& COMPETITION
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T E P - B Y- S T E P  
A M B I T I O N S
I E X A M P L E

Exam ple from  C SR-rådg ivning .dk, Lars Konggaard , 2018

S T E P  1 :  S C O P I N G  &  P L A N N I N G

DK
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

A P P LY
B E N C H M A R K S  
&  B A S E L I N E S

RISK RATINGS & INDEXES

S T E P  1 :  S C O P I N G  &  P L A N N I N G

#m o d ule  1  #fram ew o rks #to o ls
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

A P P LY
B E N C H M A R K S  
&  B A S E L I N E S

S T E P  1 :  S C O P I N G  &  P L A N N I N G

Natural resources are managed to ensure their continued 
availability for future generations, and to prevent damage to 
supporting ecosystems and communities.

Natural resources are managed to respect the 
welfare of ecosystems, people and animals

23 
business 

goals
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T E P  1 :  S C O P I N G  &  P L A N N I N G

A P P LY  B E N C H M A R K S  
&  B A S E L I N E S

www.erhvervshushovedstaden.dk/baeredygtighed Find hjulet 
her

DK
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

#m o d ule  1  
#certificatio ns

S T E P  1 :  S C O P I N G  &  P L A N N I N G

I S O  S T A N D A R D S  I  G U I D E

New pinboard link 
(see notes below)
+ add the “snake” 
image as separate 

pdf in Toolbox 
section

ISO  26000 I C SR m anagem ent

ISO  49001 I C SR m anagem ent (D K)
ISO  20400 I Susta inab le p rocurem ent
ISO  14067 I C O 2 footp rint

ISO  14001 I Environm enta l m anagem ent
ISO  50001 I Energy m anagem ent 

ISO  30415 I D iversity  &  Inc lusion

Ver. 2022-8

ADD THIS NEW 
VERSION TO TOOLS 

SECTION
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

#m o d ule  1  #fram ew o rks

S T E P  1 :  S C O P I N G  &  P L A N N I N G

C O N S I D E R  R E L E V A N T  F R A M E W O R K S  
&  S Y S T E M S  I  G U I D E

U N  G uid ing  Princ ip les (U N G P)

U N  G lobal C om pact (U N G C )

Susta inab le D evelopm ent G oals (SD G s)

O EC D  G uidelines for M ultinationa l Enterp rises

ISO 26000 +  other ISO  standards

B  C orporation certification

A ccountab ility  A A  1000 Series o f Standards

Future F it m ethodology

The N atura l Step  Fram ew ork

FSC  Rem edy Fram ew ork

SA 8000 – Socia l A ccountab ility  Internationa l

BSC I – Socia l aud iting  m ethodology

Ecovad is Rating

C arbon D isc losure Pro ject (C D P)

Science-Based  Targets (SBT i)

C lim ate Leadership  Fram ew ork (C arbon Trust) 

C rad le-to-C rad le certification

Princ ip les for Responsib le Investing  (U N PRI)

ESG  rating  bureaus (e .g . T ruC ost, Susta ina lytics, M SC I)

Susta inab ility  A ccounting  Standards Board  (SA SB)

G lobal Reporting  In itia tive (G RI)

The Internationa l Integrated  Reporting  C ouncil (IIRC )

Ver. 2022-8

VERD EN SM Å LSC ERTIFIC ERIN G
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

C O N S I D E R  R E P O R T I N G  F R A M E W O R K S  &  
S T A N D A R D S

https://webgate.ec.europa.eu/regdel/web/delegatedActs/2111/documents/20661?lang=da

Crosscutting standards

ESRS 1  General requ irem ents

ESRS 2  General strategy, 
governance and im pacts, risks
and opportun ities, m anagem ent 
d isclosures

Standards for environm ental
aspects

ESRS E1 C lim ate change

ESRS E2 Po llu tion

ESRS E3 W ater and m arine 
ressources

ESRS E4 B iod iversity and 
ecosystem s

ESRS E5 Ressource use and 
circu lar econom y

Standards for social aspects

ESRS S1 Own workforce

ESRS S2 W orkers in  the value
chain
ESRS S3 Affected com m unities

ESRS S4 Consum ers and end-
users

Standards for governm ental
aspects

ESRS G1 Business conduct

S GE

C S R D  – C o r p o r a t e S u s t a i n a b i l i t y  R e p o r t i n g  
D i r e c t i v e

19

K E Y  
R E F L E C T I O N S

R E F L E C T I O N S  O N  S C O P I N G  &  P L A N N I N G

What is your mandate from top management?

How could you set up your project organisation?

What framework(s) would be most relevant for your business?

What is the overall ambition of your sustainable business efforts?

How could / should you create a benchmark or baseline?

20

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T E P  3 :  S T A K E H O L D E R S

6  A N A LY T I C A L  S T E P S

TANIA ELLIS – The Social Business Company®. 

Scoping & Planning

Trends
& materialities 

Stakeholders
External & internal

Competitors 
& customers

Value chain 
& activity map

Risks 
& Opportunities

1

2

3

4

5

6
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Purpose: 

Tools and methodologies 
for mapping and 

involving key 
stakeholders in order to 
identify their sustainable 
business-related needs 

and expectations.

H O W
STAKEHOLDERS
The company’s stakeholders are those who make it possible to run a 
business. Customers, employees, regulators etc. 

It is therefore important to understand what kind of CSR-related demands
and expectations they may have, to what extent they can impact the 
business – and to what extent our business can impact them. 

S T E P  2 :  S T A K E H O L D E R S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

O U R  S T A K E H O L D E R S

#1
WHO ARE 

THEY

#2
HOW 

IMPORTANT 
ARE THEY

#3
WHAT DO 

THEY CARE 
ABOUT

#4
HOW DO WE 

RESPOND

S T E P  2 :  S T A K E H O L D E R S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Check questions

Which persons, 

companies and 
organizations are affected 

by or have significant or 

critical influence on your 
business operations?

(place in inner circle)

Which persons, 

companies, organizations 

or authorities – in addition 
to the above-mentioned – 

may have an impact on 

your business? (place in 
outer circle)

Model inspired by Overskud Med Omtanke, Erhvervs- og Selskabsstyrelsen, 2006

S T A K E H O L D E R  M A P  I  T E M P L A T E

NEW for Tools section 
(replace old one – there 

was an error in this 
English version)

S T E P  2 :  S T A K E H O L D E R S

24
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T A K E H O L D E R  R A T I N G  
I  T E M P L A T E

Influence

Concern

     
 High Concern / 
High Influence

    
 High Concern / 
Low Influence

     
 Low Concern / 
Low Influence

     
 Low Concern / 
High Influence

S T E P  2 :  S T A K E H O L D E R S
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T A K E H O L D E R  R A T I N G  
I  E X A M P L E

Janni Tangen, 2020 Cohort

NEW for Tools section

S T E P  2 :  S T A K E H O L D E R S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

See more examples in People & Profit guide, pp. 25-33

S T A K E H O L D E R S  I  E X A M P L E S
NEW for Tools section

MORE STAKEHOLDER EXAMPLES

Social entrepreneurs

Sustainability-related institutes and 

organisations

Governmental organisations

Municipalities

Online communities

Specialist consultants

ALSO 
CONSIDER 

SILENT 
STAKE-

HOLDERS!

S T E P  2 :  S T A K E H O L D E R S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T A K E H O L D E R
A N A LY S I S  
I  E X A M P L E

S T E P  2 :  S T A K E H O L D E R S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T A K E H O L D E R
A N A LY S I S  
I  E X A M P L E

S T E P  2 :  S T A K E H O L D E R S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

I N T E R N A L  S T A K E H O L D E R  M A P P I N G

MOVED FROM INTERNAL ANALYSIS, 
PART 2

S T E P  2 :  S T A K E H O L D E R S

30
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

NEW for Tools section

Janni Tangen, 2020 Cohort

E M P L O Y E E  S U R V E Y ( k n o w l e d g e &  m o t i v a t i o n )  I  E X A M P L E
#m odule1 #m odule2

#em ployee_surveys

S T E P  2 :  S T A K E H O L D E R S
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

1. Vores overordnede forretningsstrategi 

• Hvilke forretningsmål, indsatsområder inden for de næste 3 år? 
• Hvad er brændende platform / største udfordringer inden for de næste 3 år?
• Hvilke udviklingsplaner? Forretningsmuligheder? 
• Hvor ligger største omkostningsposter?
• Hvad forbinder du med CSR / hvilken opfattelse har du af CSR? 

• Hvilken værdi oplever du at CSR har – eller kan få – for forretningen? 

2.   Funktioner (drift; udvikling; kunde; kommunikation; forretningsudvikling; økonomi)

• Hvilke vigtigste mål er der for afdelingen de næste 3 år?
• Hvad er de 3 største udfordringer inden for de næste 3 år?
• Hvilke udviklingsplaner / -muligheder er der inden for de næste 3 år?
• Hvor ligger de største omkostningsposter?
• Hvad forbinder du med CSR / hvilken opfattelse har du af CSR? 
• Hvilken værdi oplever du at CSR har – eller kan få – for forretningen? 

S P Ø R G E G U I D E  T I L  A T  F Å  I N P U T  F R A  F O R R E T N I N G E N  |  E K S E M P E L

S T E P  2 :  S T A K E H O L D E R S

DK
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

E X T E R N A L  S T A K E H O L D E R S  –  G E T  T O  K N O W

S T E P  2 :  S T A K E H O L D E R S

DK

TALK/MEET

SURVEYS

REPORTS
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Stakeholders Demands & 
expectations

CSR activities
(our stakeholder 
response)

Our added value 
Financial returns

Our added value
Societal returns

Goals/Indicators/KPIs

C S R  S T A K E H O L D E R  V A L U E  P R O P O S I T I O N S  I  T E M P L A T E

CSR stakeholder value propositions. TANIA ELLIS – The Social Business Company®. Model inspired by Haisler & Holbech, CSR-ledelse, Børsens Forlag, 2008    

S T E P  2 :  S T A K E H O L D E R S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Stakeholders Demands & 
expectations

CSR activities
(our stakeholder 
response)

Our added value 
Financial returns

Our added value
Societal returns

Goals/Indicators/KPIs

O w ners Financia l return

Reputation

ESG -related business activ ities Return on investm ents that are

above average

Positive environm enta l and  

socia l contributions

RO I

H igh ESG  and  Im age ratings

Em ployees D evelopm ent 
opportunities

Im age

Susta inab le em ployee
engagem ent activ ities

Skilled volunteering

Low  em ployee turnover rate / 
h igh retention rate

G ood p lace to w ork – happy
and  hea lthy em ployees

Em ployee contributions for 
socia l or environm enta l im pact

Em ployee satisfaction rate 
m inim um  80%

Top ranking G ood P lace To W ork

C S R  S TA K E H O L D E R  V A L U E  P R O P O S I T I O N S  I  E X A M P L E

CSR stakeholder value propositions. TANIA ELLIS – The Social Business Company®. Model inspired by Haisler & Holbech, CSR-ledelse, Børsens Forlag, 2008    

S T E P  2 :  S T A K E H O L D E R S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T A K E H O L D E R  E N G A G E M E N T  I  M O D E L

M o d el: K PM G  Internatio nal

Examples of 
stakeholder 
engagement 
in Module 4, 

Part 2

S T E P  2 :  S T A K E H O L D E R S

36
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T A K E H O L D E R  A N A L Y S I S  
&  E N G A G E M E N T  I  G U I D E

Replace slide  on  sbcm .dk - I’ve m ade m inor change on th is
slide  (page  reference  to  O verskud  M ed O m tanke). O n  

sbcm .dk include link to  O verskud  M ed O m tanke – e ither
d irect link (https://docp layer.dk/379488-

O verskudm edom tanke-praktisk-gu ide-til-v irksom heders-
sam fundsengagem ent.htm l) or to  the  P inboard

#bonus_curricu lum ?

#m odule1 
#stakeholders #tools

S T E P  2 :  S T A K E H O L D E R S

37

K E Y  
R E F L E C T I O N S

R E F L E C T I O N S  O N  S T A K E H O L D E R S

Who are your primary & secondary CSR/business stakeholders? 

How can/are they affecting your sustainable business efforts?

How could you get input from key internal stakeholders?

How could you get input from key external stakeholders?

38

E X E R C I S E S

R E F L E K S I O N

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

39

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T E P  2 :  S T A K E H O L D E R S

F O R O P G A V E  T I L  M O D U L  1

” K O R T L Æ G  I N T E R E S S E N T E R N E  T I L  D I N  V I R K S O M H E D S C A S E ”

DK

40

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T E P  2 :  S T A K E H O L D E R S

Interessenter Krav & 
forventninger

CSR aktiviteter
(vores svar på 
forventningerne)

Den merværdi vi skaber
Økonomiske gevinster

Den merværdi vi skaber
Samfundsgevinster

Mål/Indikator/KPI

C S R  S T A K E H O L D E R  V A L U E  P R O P O S I T I O N S  I  S K A B E L O N

CSR stakeholder value propositions. TANIA ELLIS – The Social Business Company®. Model inspired by Haisler & Holbech, CSR-ledelse, Børsens Forlag, 2008    

DK

41

P A R T  3  –  T H E  S T R A T E G I C  
F O U N D A T I O N 6  A N A L Y T I C A L  S T E P S

6  A N A LY T I C A L  S T E P S

TANIA ELLIS – The Social Business Company®. 

Scoping & Planning

Stakeholders

 External & internal

Trends and 
materialities

Competitor
analysis

Value chain 
& activity map

Risks 
& Opportunities

1

2

3

4

5

6

S T E P  2 :  T R E N D S  &  M A T E R I A L I T I E S  

42

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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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

H O W
TRENDS & MATERIALITIES
In order to focus your sustainability efforts, it is important to first assess
and then to prioritize which global megaforces and market trends that
may affect the business both short and long term.

This assessment and prioritization should be conducted as seen through
the lense of the company’s business activities and stakeholder
expectations.

S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

Purpose: 

Analytical approach to 
gaining overview of 

change drivers and their 
impact on business as 
well as prioritization of 

sustainability issues that 
would be most relevant 

for the business 
to address.

43

6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

Business impacts

Risks & opportunities

Market drivers

Stakeholder demands

Global Sustainability Megatrends

Outer Inner

S U S T A I N A B I L I T Y  I S S U E S  =  B U S I N E S S  I S S U E S  I  M O D E L

Model: Sustainability issues = Business Issues. TANIA ELLIS – The Social Business Company® 

44

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

Source: KPMG, Leading Change With Impact, 2013

B U S I N E S S  R I S K S  &  O P P O R T U N I T I E S  I  E X A M P L E
NEW EXAMPLE 

FOR TOOLS 
SECTION

Janni Tangen, 2020 Cohort

45

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

P E S T E L  I  M O D E L

S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

Political

Economic

Social

Techno-logical

Includes changes in government and resultant policy 
changes.

Includes changes in public spending, interest or exchange
rates, and the climate for business investment.

Includes new products and services, or new approaches to 
research and development activity.

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

Environmental
Includes the impact of green policies to minimize the effects
of climate change.

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

#m odule1 #PESTEL

46

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

M E G A F O R C E S / T R E N D S  A N A LY S I S
( c o m p i l a t i o n s l i d e )

S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

47

D A Y  3  –  T H E  S T R A T E G I C  
F O U N D A T I O N 6  A N A L Y T I C A L  S T E P S S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

M A T E R I A L I T Y
A N  A U D I T I N G  &  A C C O U N T I N G  C O N C E P T

48
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

A  M A N D A T O R Y  R E P O R T I N G  R E Q U I R E M E N T  ( C S R D )
MO R E  A B O U T  C S R D  I N  M1 ,  P A R T  1  ( o v e r v i e w ) ,  P A R T  2  ( E S G  &  l e g a l  c o m p l i a n c e )  +  M4 ,  P A R T  1  ( i n - d e p t h )

The application of the regulation will take 
place in three stages:

• From  1 January 2025 (reporting on 
2024 data) for the largest and listed 
companies already subject to the non-
financial reporting directive.

• From  1 January 2026 (reporting on 
2025 data) for other large companies 
that are not presently subject to the 
non-financial reporting directive.

• From  1 January 2027 (reporting on 
2026 data) for listed SMEs, small and 
non-complex credit institutions and 
captive insurance undertakings.

Dates by when the rules will apply

Source: Deloitte, Nov 2022

C S R D  R E P O R T I N G  A R E A S :

• Business model and strategy, including plans to ensure compatibility with the limiting of global 
warming to 1.5°C, and consideration of stakeholders.

• Sustainability goals and progress:
• Role of governance bodies 
• Sustainability policies and description of (i) due diligence, (ii) adverse value chain impacts, and, 

(iii) remediation actions.
• Sustainability risks and their management
• Indicators related to the above topics.
• Intangibles, i.e. intellectual, human, social and relational capitals.
• Double materiality assessment. 
• Time horizon: short, medium and long term.
• Value chain including own operations, products and services, business relationships and supply 

chain.

Source: Deloitte

Dobbelt-
check

49

6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

M A T E R I A L I T Y  A S S E S S M E N T  V E R  1 . 0
S T A K E H O L D E R / I M P A C T  M A T E R I A L I T Y

S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

M A T E R I A L I T Y  A S S E S S M E N T  V E R  2 . 0
D O U B L E  M A T E R I A L I T Y

NY

50

D A Y  3  –  T H E  S T R A T E G I C  
F O U N D A T I O N 6  A N A L Y T I C A L  S T E P S S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

Dobbelt væsentlighedsvurdering
Skal afdække indvirkninger (I), risici (R) og muligheder (O) i din værdikæde.

INDVIRKNINGSVÆSENTLIGHED
Hvordan indvirker (I) din virksomhed 

på mennesker, klima og miljø?

Dobbelt væsentlighed

FINANSIEL VÆSENTLIGHED
Hvilke risici (R) og muligheder (O) inden for bæredygtighed påvirker din 

virksomhed finansielt?

51

D A Y  3  –  T H E  S T R A T E G I C  
F O U N D A T I O N 6  A N A L Y T I C A L  S T E P S S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

Hvilke IRO’er afdækker du
.

Anbefalet liste 
fra ESRS eller 
basismodul

Afdækning af 
generel kontekst 
i geografi og 
branche

1
2

3 Virksomhedens 
specifikke 
aktiviteter

52

D A Y  3  –  T H E  S T R A T E G I C  
F O U N D A T I O N 6  A N A L Y T I C A L  S T E P S

S O U R C E S  F O R  I D E N T I F I C A T I O N  
O F  M A T E R I A L I T I E S  I  E X A M P L E S

S T E P  2 :  T R E N D S  &  M A T E R I A L I T I E S  

53

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Editable template for the 
online toolbox on Wix

S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

TRANSLATE TEMPLATE (IT IS EDITABLE)

TRANSLATE

Check if this is 
available in Tools 
section in English 

version?

54
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

G4 Sustainability Reporting Guidelines, GRI Reporting Principles and Standard Disclosures

M A T E R I A L I T Y  P R O C E S S  I E X A M P L E

Guide til 
væsentligheds-
vurdering (maj 2024)

https://w w w .efrag.org/A s
sets/D ow nload?assetU rl=
/sites/w ebpublish ing/S ite
A ssets/IG +1+M ateria lity+
A ssessm ent_final.pdf

55

D A Y  3  –  T H E  S T R A T E G I C  
F O U N D A T I O N 6  A N A L Y T I C A L  S T E P S S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

56

D A Y  3  –  T H E  S T R A T E G I C  
F O U N D A T I O N 6  A N A L Y T I C A L  S T E P S S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

Væsentlighedsvurdering for SMV'er - sådan griber du det an | 
Bæredygtige værdikæder (xn--bredygtigevrdikder-oubke.dk)

57

D A Y  3  –  T H E  S T R A T E G I C  
F O U N D A T I O N 6  A N A L Y T I C A L  S T E P S S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

58

D A Y  3  –  T H E  S T R A T E G I C  
F O U N D A T I O N 6  A N A L Y T I C A L  S T E P S S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

59

D A Y  3  –  T H E  S T R A T E G I C  
F O U N D A T I O N 6  A N A L Y T I C A L  S T E P S S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

60

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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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

#m odule1
#m ateria lity  #cases

S T E P  2 :  T R E N D S  &  M A T E R I A L I T I E S  

M A T E R I A L I T Y  A S S E S S M E N T  V E R  2 . 0
” D O U B L E  M A T E R I A L I T Y ”  I  E X A M P L E

Materiality assessment, 

Telefonica, 2022

61

6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

R E M E M B E R  S T A K E H O L D E R  E N G A G E M E N T  T O  
V A L I D A T E  O U T C O M E S   +  P R O C E S S  D O C U M E N T A T I O N !

Stakeholder 
perspective 
is still important! 

Process graphic: www.telefonica.com/en/communication-room/blog/
double-materiality-its-importance-and-how-we-apply-it-at-telefonica/

E xam p le  o f 
T e le fo n ica ’s  

m ate ria lity  
a sse ssm en t 
p ro ce ss :

S T E P  2 :  T R E N D S  &  M A T E R I A L I T I E S  

NY

#m odule1
#m ateria lity  #cases

62

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S O M E  U S E F U L  T O O L S …

#m odule1 

#m ateria lity  #tools

S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

Materiality planning & process elements:

ü Research (materiality topics)

ü Impact/financial perspective
ü Value chain impacts- upstream/downstream
ü Positive/negative
ü Actual/potential impact
ü Time horizon (short, medium, long-term)
ü Stakeholder segmentation (internal/external)

ü Engagement formats
ü Prioritization
ü Process documentation

www.finchandbeak.com/1713/double-materiality-tips-for-practical.htm

63

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S O M E  U S E F U L  T O O L S …

#m odule1 

#m ateria lity  #tools

S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

64

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

S O M E  U S E F U L  T O O L S …

#m odule1 

#m ateria lity  #tools

DK

VIRKSOMHEDS
GUIDEN.DK

Sådan laver du en dobbelt væsentlighedsvurdering | Virksomhedsguiden

65

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Fo cus areas 1

Fo cus areas 2

Fo cus areas 3

Fo cus areas 4

H um an rig h ts

Our modified version of Deloitte matrix model from CSR Drejebogen, Erhvervsstyrelsen, 2014. 

S T E P  3 :  T R E N D S  &  M A T E R I A L I T I E S  

TRANSLATE

D O U B L E  M A T E R I A L I T Y  M A T R I X  I  T E M P L A T E

Hi
gh

 im
pa

ct
Lo

w
 im

pa
ct

Low impact High impact

Impact on business value

Im
pa

ct
on

 so
ci

et
y

Responsible supply 

chain

H ealth

Safe ty

Energ y

D iversity

A nti-co rrup tio n

Hi
gh

 im
pa

ct
Lo

w
 im

pa
ct

Low impact High impact

Impact on business value

Im
pa

ct
on

 so
ci

et
y

Energ y

Safe ty

H ealth

D iversity
Responsible supply 

chain

H um an rig h ts

A nti-co rrup tio n

66

https://virksomhedsguiden.dk/content/temaer/baeredygtig-omstilling/ydelser/saadan-laver-du-en-dobbelt-vaesentlighedsvurdering/aace9fdb-206e-4996-a327-bf3704450166/
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E X E R C I S E S

R E F L E C T I O N S  O N  T R E N D S  &  M A T E R I A L I T I E S

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

Would working with scenarios be relevant for your business?

How could you gather materiality input from key stakeholders?

Which sources would you use to identify materialities?

67

E X E R C I S E S

Menneskerettig
heder

Ansvarlig 
leverandørstyri

ng

Sundhed

Sikkerhed

Energi

Mangfoldighed

Antikorruption

Menneskerettig
heder

Ansvarlig 
leverandørstyri

ng

Sundhed

Sikkerhed

Energi Mangfoldighed

Antikorruption

R E F L E K S I O N

1. Hvilke kilder ville du bruge / hvordan ville du 
researche dig frem til virksomhedens væsentligheder?

2. Hvilke umiddelbare væsentlighedsinput kan I få fra 
udvalgte interessenter uden at sætte en større proces 
i gang? 

V Æ S E N T L I G H E D S M A T R I X

68

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

6  A N A LY T I C A L  S T E P S

TANIA ELLIS – The Social Business Company®. 

Scoping & Planning

Stakehoiders 
External & internal

Trends and 
materialities

Competitors 
& customers

Value chain 
& activity map

Risks 
& Opportunities

1

2

3

4

5

6

S T E P  4 :  C O M P E T I T O R S  &  
C U S T O M E R S

69

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

6  A N A LY T I C A L  S T E P S

TANIA ELLIS – The Social Business Company®. 

Scoping & Planning

Trends
& materialities 

Stakeholders
External & internal

Competitors 
& customers

Value chain 
& activity map

Risks 
& Opportunities

1

2

3

4

5

6

S T E P  4 :  C O M P E T I T O R S  &  
C U S T O M E R S

70

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Purpose: 

Analyze how you can 
differentiate your 

sustainability efforts and 
how you can position the 

business to meet both 
customer expectations 

and demands.

S T E P  4 :  C O M P E T I T O R S  &  C U S T O M E R S

H O W
COMPETITORS & CUSTOMERS
The ability to differentiate is key to gaining a competitive advantage in your particular 
market. That’s why it is important to understand how competitors are working - or not 
working – with responsibility and sustainability. 

71

P A R T  3  –  T H E  S T R A T E G I C  
F O U N D A T I O N 6  A N A L Y T I C A L  S T E P S S T E P  4 :  C O M P E T I T O R S  &  C U S T O M E R S

A N A LY S I S  O F  Y O U R  M A R K E T

C O M P E T I T O R S  +  C U S T O M E R S

72
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Source: Drejebog CSR i SMVer: Fra Princip til Praksis, Erhvervsstyrelsen 2014

P E E R  R E V I E W  /  C O M P E T I T O R  A N A LY S I S  I  T E M P L A T E

C o m p e tito r A C o m p e tito r B C o m p e tito r C  C o m p e tito r D C o m p e tito r E

C SR  fo cu s
are as

C SR  activitie s

G o ve rnance

R e p o rting

Stak e ho ld e r

d ialo g u e

SBCM PRACTITIONER’S TIP

Ift benchmark parametrene er det 
vigtigt at holde for øje, hvad det 

er præcis, I vil sammenligne jer på 
med tanke på jeres ambition og 
de konkrete indsatsområder, I 

overvejer at differentiere jer på.

Når jeg har lavet peer reviews har 
det ofte været i forbindelse med 
et konkret initiativ fx klima. Jeg 

har også tidligere brugt at 
inkludere hvorfor de er peers. Er 
de konkurrenter ift produkter? Er 

de konkurrenter ift medarbejdere?

 

S T E P  4 :  C O M P E T I T O R S  &  C U S T O M E R S

DK
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Competitor A Competitor B Competitor C Competitor D Competitor E

CSR focus areas -------- -------- --------
• Business
• Reporting
• Environment
• Financial understanding
• Society
• Organisation – business integrity 

board
• Employees – women in top 

management

• CSR
• Responsible business
• Sustainability
• Environment
• Supply chain
• Responsible investment

Activities • Reducing energy consumption • Donation
--------

• Senior citizens - self-service 
solutions

• Children / young people - 
financial understanding

• Responsible investment –
screening

• Reducing energy consumption
• Etc.

• Stakeholder involvement
• Identifying important CSR focus 

areas
• Reporting – status & 

measurement

Governance
-------- -------- --------

• CSR Board
• Responsibility policy
• Member of UN Global Compact

• CSR report

Communication • Annual report 
• Compliance and climate impact

• Annual report 
• Employee well-being
• No policy for climate or human 

rights
• Donation

• Annual report 
• Employee well-being
• On website: ”we offer social 

responsibility for empl. with 
special needs”

• Dedicated websection for CSR • Dedicated websection for CSR

P E E R  R E V I E W  /  C O M P E T I T O R  A N A L Y S I S  I  E X A M P L E  
ADD TRANSLATED 

VERSION TO TOOLS 
SECTION

S T E P  4 :  C O M P E T I T O R S  &  C U S T O M E R S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

P E E R  R E V I E W  ( s u p p l y c h a i n )  I  E X A M P L E

Add to Tools section 
if not already there

S T E P  4 :  C O M P E T I T O R S  &  C U S T O M E R S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

P E E R  R E V I E W  ( v a l u e p r o p o s i t i o n s )  I  E X A M P L E

Add to Tools section 
if not already there

S T E P  4 :  C O M P E T I T O R S  &  C U S T O M E R S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Competitors CSR maturity CSR approach CSR issues (SDGs) Our comp.advantage
(weak – strong)

Action
(no – improve)

(Use material issues 
to compare)

The CSR Competitor Map. TANIA ELLIS – The Social Business Company®.

T H E  C S R  C O M P E T I T O R  M A P  |  T E M P L A T E

S T E P  4 :  C O M P E T I T O R S  &  C U S T O M E R S

77

P A R T  3  –  T H E  S T R A T E G I C  
F O U N D A T I O N 6  A N A L Y T I C A L  S T E P S S T E P  4 :  C O M P E T I T O R S  &  C U S T O M E R S

A N A LY S I S  O F  Y O U R  M A R K E T

C O M P E T I T O R S  +  C U S T O M E R S

78
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

”Jeg mener, man kan gøre en 
forskel i verden gennem sine 
produktvalg og indkøb” R efresh

R eta il 2 .0

Bæredygtighedsbarometeret 
22:23

https://csr.dk/forbrugeradf%C3%A6rd

Evt. Inkluere 
Sustainable Brand 

Index (+ nogle af de 
andre consumer 

surveys fra Day 1 og 

M3)

S T E P  4 :  C O M P E T I T O R S  &  C U S T O M E R S

C U S T O M E R  I N S I G H T S  ( B 2 C )
Reports & insights in Module 1, Part 1 + Module 3, Part 3

#co nsum ers #rep o rts

79

6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

#m o d ule1

#co nsum ers

S T E P  4 :  C O M P E T I T O R S  &  C U S T O M E R S

A N A LY S I S  O F  C U S T O M E R  
S E G M E N T S  ( B 2 C )

80

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

C U S T O M E R  S U R V E Y S

S T E P  4 :  C O M P E T I T O R S  &  C U S T O M E R S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

C u sto m e r A C u sto m e r B C u sto m e r C  C u sto m e r D C u sto m e r E

C SR  o n 

w e b site

C SR  re p o rt?

E x am p le s o f 
in itiative s

A re as o f 
fo cu s

Customer analysis (B2B)                                      Benchmark & rating

CSR Drejebogen, Erhvervsstyrelsen, 2014

Possibly include M3 slides with new B2B matrix 
(placed at end of this document)

C S R  C U S T O M E R  A N A LY S I S  ( B 2 B )  |  T E M P L A T E

TRANSLATE

TRANSLATE

S T E P  4 :  C O M P E T I T O R S  &  
C U S T O M E R S

ADD TRANSLATED 
VERSION TO TOOLS 

SECTION
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

C u sto m e r A C u sto m e r B C u sto m e r C C u sto m e r D C u sto m e r E

C SR  o n w e b site
Sh o rt m entio n ”A  resp o nsib le b anq ue” N o  – b ut p art o f ‘o ur va lues’ :

N o  b o nus p ro g ram m es, 
in ternal sa les g o als o r o th er 

a im ed  at increasing  sa les. 

"In  in teractio n w ith  so cie ty" C o nsistently  inco rp o rated  
into  th e  w eb site

C SR  re p o rt? Yes Yes A nnual ”Susta inab ility  

R ep o rt” . 

M em b er o f U N  G lo b al 
C o m p act s ince  2009. 

Yes

M em b er o f U N  G lo b al 

C o m p act s ince  2010. 

Yes – annual rep o rt includ es 

‘g reen acco unting ’

E x am p lae s o f 

in itiative s

• Jo b b ank - m anag em ent 

career
• M ento ring  p ro g ram  - 

lead ersh ip  ta lents
• G end er &  career 

• R esp o nsib le  ad viso ry and  

lend ing  p o licy
• Eth ica l investm ents

• G reen lo an
• Transp arent p rices
• N o  1 p erso n b o nus 

sch em es

• Pro cesses &  p rincip les fo r 

resp o nsib le  lo ans &  
investm ents

• C o ntrib utes to  eco no m ic 
co m m unity d eve lo p m ent 
w ith  lo ca l b ranch es, 

taxes, jo b s.

• Free  financia l ad vice  fo r 

ab used  w o m en, ex-
so ld iers

• R ed uctio n o f C O 2
• Presence  in  rura l areas

• C o re  b usiness is  b ased  

o n C SR  p rincip les
• A m o ng  o th ers: screening  

o f custo m ers b ased  o n 
enviro nm ent and  so cia l 
facto rs

• G reen acco unting

A re as o f fo cu s • G end er &  C areer (2010-

2012)
• Financia l und erstand ing  

(2013 = > )

• C usto m ers and  p ro d ucts

• Em p lo yees
• C o m m unity

• C lim ate  &  enviro nm ent

• C usto m ers

• Em p lo yees
• Taxp ayers

• C lim ate  and  

enviro nm ent
• R esp o nsib le  investm ents

• So cia l p artnersh ip s
• Stakeh o ld er d ia lo g ue

• Lo ans to  enviro nm enta l &  

so cia l p ro jects, cu lture  
and  ed ucatio n

• Susta inab le  investm ents
• Transp arency in  re la tio n 

to  custo m ers

C S R  C U S T O M E R  A N A LY S I S  |  E X A M P L E

TRANSLATE

S T E P  4 :  C O M P E T I T O R S  &  
C U S T O M E R S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Competitor A Competitor B Competitor C Competitor D Competitor E

CSR focus areas -------- -------- --------
• Business
• Reporting
• Environment
• Financial understanding
• Society
• Organisation – business integrity 

board
• Employees – women in top 

management

• CSR
• Responsible business
• Sustainability
• Environment
• Supply chain
• Responsible investment

Activities • Reducing energy consumption • Donation
--------

• Senior citizens - self-service 
solutions

• Children / young people - 
financial understanding

• Responsible investment –
screening

• Reducing energy consumption
• Etc.

• Stakeholder involvement
• Identifying important CSR focus 

areas
• Reporting – status & 

measurement

Governance
-------- -------- --------

• CSR Board
• Responsibility policy
• Member of UN Global Compact

• CSR report

Communication • Annual report 
• Compliance and climate impact

• Annual report 
• Employee well-being
• No policy for climate or human 

rights
• Donation

• Annual report 
• Employee well-being
• On website: ”we offer social 

responsibility for empl. with 
special needs”

• Dedicated websection for CSR • Dedicated websection for CSR

P E E R  R E V I E W  /  C O M P E T I T O R  A N A L Y S I S  I  E X A M P L E  

S T E P  4 :  C O M P E T I T O R S  &  
C U S T O M E R S

84

https://retailinstitute.dk/praesentation/refresh-retail-2-0/
https://retailinstitute.dk/praesentation/refresh-retail-2-0/
https://via.ritzau.dk/data/attachments/00427/1e722e3b-ef8c-413d-85d8-b7d3cc4ab28c.pdf
https://via.ritzau.dk/data/attachments/00427/1e722e3b-ef8c-413d-85d8-b7d3cc4ab28c.pdf
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

C U S T O M E R  
T E S T I M O N I A L S

S T E P  4 :  C O M P E T I T O R S  &  
C U S T O M E R S

Monday Morning

Morten Christensen
CFO, Monday Morning

“A 100% biologically degradable product is in full 
alignment with Monday Morning’s green mindset as well 
as the sustainability projects that we conduct under our 
brand Sustainia. We were concerned about the quality, 

but after a trial print we had no concerns at all.”

85

K E Y  
R E F L E C T I O N S

R E F L E C T I O N S  O N  C O M P E T I T O R S  &  C U S T O M E R S

Who are your main competitors? Who are admirable frontrunners? 

Which peer benchmark criteria would be relevant to apply?

How could you map customer behaviour and expectations?

Who are your main customers (b2b / b2c)?

86

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

6  A N A LY T I C A L  S T E P S

TANIA ELLIS – The Social Business Company®. 

Scoping & Planning

Trends
& materialities 

Stakeholders
External & internal

Competitors 
& customers

Value chain 
& activity map

Risks 
& Opportunities

1

2

3

4

5

6

S T E P  5 :  V A L U E  C H A I N  &  A C T I V I T Y  M A P

87

6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Purpose: 

Map positive and 
negative value chain 

impacts as well as the 
value of current 

sustainability efforts in 
order to determine the 

right scope and focus for 
future practices.

H O W
VALUE CHAIN & 
ACTIVITY MAP 
A full value chain assessment of your business activities can help you
identify materialities, assess impact risks & opportunities and define
priorities. 

Mapping the value of current CSR activities will also help display gaps
between current practices and ambitions for future value creation.

S T E P  5 :  V A L U E  C H A I N  &  A C T I V I T Y  M A P
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

CHECK CSR-LEDELSE IGENNEM FOR 
PRAKTISKE EKSEMPLER PÅ 
HVORDAN

‪

V A L U E  C H A I N  |  M O D E L

S T E P  5 :  V A L U E  C H A I N  &  A C T I V I T Y  M A P
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

‪

V A L U E  C H A I N  |  E X A M P L E

S T E P  5 :  V A L U E  C H A I N  &  A C T I V I T Y  M A P

91
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

CHECK CSR-LEDELSE IGENNEM FOR 
PRAKTISKE EKSEMPLER PÅ 
HVORDAN

‪

S T E P  5 :  V A L U E  C H A I N  &  A C T I V I T Y  M A P

V A L U E  C H A I N  I  E X A M P L E S  

FIND MORE VALUE CHAIN EXAMPLES AT WWW.SBCM-ONLINE.COM

SERVICE VALUE CHAIN

STAKEHOLDER VALUE CHAIN

STRATEGIC VALUE CHAIN

CSR VALUE CHAIN SDG VALUE CHAIN PARTNERSHIP VALUE CHAIN

BUSINESS OPP.  VALUE CHAINCONSULTING VALUE CHAIN

FIND MORE VALUE CHAIN EXAMPLES AT WWW.SBCM.DK
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

CHECK CSR-LEDELSE IGENNEM FOR 
PRAKTISKE EKSEMPLER PÅ 
HVORDAN

‪

V A L U E  C H A I N  |  C I R K U L Æ R  Ø K O N O M I

S T E P  5 :  V A L U E  C H A I N  &  A C T I V I T Y  M A P
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

‪

V A L U E  C H A I N  |  E X A M P L E

S T E P  5 :  V A L U E  C H A I N  &  A C T I V I T Y  M A P
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

V A L U E  C H A I N  T O O L  I  G U I D E S

CHECK CSR-LEDELSE IGENNEM FOR 
PRAKTISKE EKSEMPLER PÅ 
HVORDAN

‪

S T E P  5 :  V A L U E  C H A I N  &  A C T I V I T Y  M A P

V i r k s o m h e d s g u i d e n

E r h v e r v s h u s e n e /
B æ r e d y g t i g e v æ r d i k æ d e r . d k E t i s k  H a n d e l

DK
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

V A L U E  C H A I N  T O O L  I  T O O L

CHECK CSR-LEDELSE IGENNEM FOR 
PRAKTISKE EKSEMPLER PÅ 
HVORDAN

‪

S T E P  5 :  V A L U E  C H A I N  &  A C T I V I T Y  M A P

DK
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

CHECK CSR-LEDELSE IGENNEM FOR 
PRAKTISKE EKSEMPLER PÅ 
HVORDAN

‪

V A L U E  C H A I N  |  G U I D E

INSERT ENGLISH 
VERSION FROM SDG 

COMPASS

S T E P  5 :  V A L U E  C H A I N  &  A C T I V I T Y  M A P
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

C S R  /  E S G  A C T I V I T Y  
M A P P I N G

S T E P  5 :  V A L U E  C H A I N  &  A C T I V I T Y  M A P
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Societal value

Business
value

Low High

High

Low

SHARED
VALUE

BUSINESS-
DRIVEN CSR

DO GOOD
PHILANTHROPY

COMPLIANCE
RISK MANAGEMENT

Th
e 

Sh
ar

ed
 V

al
ue

 M
at

rix
. T

AN
IA

 E
LL

IS
 –

 T
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 S
oc

ia
l B
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in
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T H E  S H A R E D  V A L U E  M A T R I X  I  T E M P L A T E

S T E P  5 :  V A L U E  C H A I N  &  A C T I V I T Y  M A P

I HAVE TRANSLATED “SKABELON” TO 
“TEMPLATE”

100

Business Unit 1 Business Unit 2 Business Unit 3 Business Unit 4 Business Unit 5 Business Unit 6 Business Unit 7

SDG 1 Raising money to 
families in need

SDG 2 Reduce food waste

SDG 3 Donations youth sports clubs Limited travel

SDG 4 Students & schools

SDG 5 Gender equality Diversity breakfast, diversity 
in events & investment

Gender diversity 

Sponsor xxxx jam 

SDG 6
SDG 7 Energy optimization (sites)

Facility management

SDG 8 Recruitment guidelines Compensation, recruitment
employee health

HR initiatives

SDG 9
SDG 10
SDG 11
SDG 12 Reduce lifecycle footprint Reduce and recycle waste 

(canteen), buy organic 

materials (shop), waste 
management 

From physical to digital Christmas gifts
Vegetarian food (events) 

Green procurement (office)

Svanemærket and FSC 
certified boxes and 

paper, sending 
redeemed gift cards 
digitally

Reducing material use, 
hazardous materials, 

recycleable materials, Code 
of Conducts, Sustainable 
transport and 

communication

Rights and responsibilities, 
more recycling

Code of conducts for 
externals

Recycling

SDG 13 Bornholm Climate Days, 
climate group (incl. "Green 

Play Book", life cycle analysis 
tool), Recycling waste (NF)

SDG 14 Water optimization (sites)
Facility management

No bottled water (canteen) Recyclable plastic materials, 
carton based packaging

SDG 15 Animal welfare standards 
(meat in canteens) 

SDG 16 Data security Data protection

SDG 17 Partnerships with 
companies

Raising money for 
NGOs through gift 
cards 

Project "Sustainable 
Production" 

EXAMPLE

101

K E Y  
R E F L E C T I O N S

R E F L E C T I O N S  O N  T H E  V A L U E  C H A I N  &  A C T I V I T Y  M A P

What is the negative impact of your current business activities?

What is the positive impact of your current business activities?

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

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

What activities are you already doing – where are your largest gaps?

102

E X E R C I S E S

R E F L E K S I O N

1. Hvilken form for forretningsværdi skaber/kan 
virksomhedens nuværende CSR-aktiviteter skabe?

2. Hvilken form for samfundsværdi skaber/kan 
virksomhedens nuværende CSR-aktiviteter skabe?

3. Hvad (mere) kunne virksomheden gøre 
for at skabe ’shared value’?

103
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N S T E P  2 :  S T A K E H O L D E R S

F O R O P G A V E  T I L  M O D U L  1

” L a v  e n  r å  b r u t t o l i s t e  o v e r  a l l e  d e  C S R - r e l a t e r e d e  a k t i v i t e t e r  i  d i n  c a s e v i r k s o m h e d ”

DK

104

6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N S T E P  6 :  R I S K S  &  O P P O R T U N I T I E S

6  A N A LY T I C A L  S T E P S

TANIA ELLIS – The Social Business Company®. 

Scoping & Planning

Stakeholders 
External & internal 

Trends and 
materiality

Competitors 
& customers

Value chain 
& activity map

Risks 
& Opportunities

1

2

3

4

5

6
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Purpose: 

Conduct a risk and 
opportunity assessment 

on the basis of your 
selection of analyses, 

so that you can make a 
final prioritization of 

your sustainable 
business efforts.

H O W
RISKS & OPPORTUNITIES
There are many ways a company can link its business and sustainability
efforts. 

By assessing the company’s biggest risks as well as opportunities, it 
becomes easier to prioritize and realize the biggest impact and business 
improvement potentials.

S T E P  6 :  R I S K S  &  O P P O R T U N I T I E S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Risk Consequence for 
project (1-5)

Probability
(1-10)

Risk figures
(K x S)

Proactive
Action plan
"Plan A" / Prevention / Opportunity”

Reactive
Action plan
”Plan B” / Reaction / Risk management 

R I S K  A N A LY S I S  |  T E M P L A T E

Inspiration:Thorborg, Steen, Forandringsledelse – en grundbog. 

S T E P  6 :  R I S K S  &  O P P O R T U N I T I E S

TRANSLATE

Have amended a couple 
of typos in this template 

(“risik” => “risk” + 
renamed the last 

column. Re-upload to 
Tools section
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Inspiration:Thorborg, Steen, Forandringsledelse – en grundbog. 

S T E P  6 :  R I S K S  &  O P P O R T U N I T I E S

TRANSLATE

R isk C o nseq uence  fo r 

p ro ject (1-5)

Pro b ab ility

(1-10)

R isk  fig ures

(K  x  S )

R eactive

A ctio n p lan
”Plan B ” / R eactio n / R isk  m anag em ent 

Pro active

A ctio n p lan
"Plan A " / Preventio n / O p p o rtunity”

Competitors deliver same 
service:
DfR
SRM
Education (e-learning etc.)

5
5

4
8

20
20

?
?

DfR sold as package / recycling membership.
SRM through incentive agreements

No buy-in from customers 5 5 25 Concepts with shared value Carry out value-based customer segmentation (not 
only tons/€) but also based on needs and maturity

Regulations (directives for 
packaging, plastic etc.)

1 10 10 Take inquiries from customers when they 
arrive

Incorporate the upcoming legislation in different 
workshops and advice to customers already before 
entry into force

Media (positive coverage / 
shitstorm)

1/5 5 5/25 Crisis management company (media) Media management included as part of the external 
communications plan (SoMe etc.)

New Head of Sales could change 
the course and delay the project 

4 8 32 To be taken ad hoc Align expectations (incl. direction and timeplan)

Gap between BF initiative 
(shared value) and the normal 
operation (compliance)

5 (risk for entire
understanding of CSR 
efforts)

8 40 ?? To be addressed in Sustainability Forum in relation 
to the overall CSR efforts: clarify focus areas, 
employee engagement (internal analysis) 

Not well integrated in the 

organisation: 
Top management

Inbound (sales)
Other

4

4
2

2

8
5

8

40
10

To be taken ad hoc. with top management

On going information and engagement

1-2 sales employees join the reference group of the 

project group. Sales material needs to be 
understandable, so that seller takes ownership.

These various stakeholders need to be included in 
the internal communications plan. 

Complet dependence of 

consulting function in Sweden 
(Design for recycling)

5 8 40 Follow up meetings

List of ativities w. prioritization and timeplan

The amount of DfR activities justifies a position in 

Denmark, or partnership with external consultants.

R I S K  A N A LY S I S  |  E X A M P L E

IN
T

E
R

N
A

L
E

X
T

E
R

N
A

L
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Strengths Weaknesses

Opportunities Threats

Internal

External

Helpful Harmful
S W O T  |  T E M P L A T E

S T E P  6 :  R I S K S  &  O P P O R T U N I T I E S
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M O D U L E  1  
I N T R O

D A Y  3  –  T H E  S T R A T E G I C  
F O U N D A T I O N 6  A N A L Y T I C A L  S T E P S6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  

F O U N D A T I O N

6  A N A LY T I C A L  S T E P S
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

Too much analysis 
may lead to paralysis!
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# 1  - S T R A T E G I C  A N A L Y S I S

PRESENT FUTURE

# 1  - S T R A T E G I C  A N A L Y S I S # 2  – S T R A T E G Y  D E V E L O P M E N T

R O A D  M A P  F O R  S U S T A I N A B L E  B U S I N E S S  D E V E L O P M E N T
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P U T T I N G  I T  A L L  T O G E T H E R

‪

The strategic alignment pyramid. Source: sixsigma.knowledgehills.com

O B J E C T I V E S  &  K P I s

S T R A T E G I C  A L I G N M E N T  P Y R A M I D  |  M O D E L

113

P U T T I N G  I T  A L L  T O G E T H E R

C S R  S T R A T E G Y  H O U S E
E X A M P L E S  &  T E M P L A T E S
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P U T T I N G  I T  A L L  T O G E T H E R

A M B I T I O N  L E V E L ,  C S F  A N D  K P I  |  T E M P L A T E

Translated model from: Drejebog CSR i SMVer: Fra Princip til Praksis, Danish Business Authorities (Erhvervsstyrelsen) 2014

O B J E C T I V E S  &  K P I s

ADD THIS TRANSLATED 
VERSION TO TOOLS 

SECTION

Registrering af nærved ulykker 
og behandling af, hvad der kan 
reducere risici på månedlige 
møder

115



28.08.2024

20

P U T T I N G  I T  A L L  T O G E T H E R

C S R  A C T I O N  P L A N  |  T E M P L A T E

Model kilde: Drejebog CSR i SMVer: Fra Princip til Praksis, Erhvervsstyrelsen 2014

CSR-focus-
areas Ambition level KSFs KPIs Deadline Activities to 

support KPI
Responsible for 

KPI 

Environment Structured approach to 
our resource 
consumption

We must be resource-
conscious and show 
environmental considerations 
in our store and in our offices, 
thereby reducing our impact 
on the environment.

1. 10% reduction in energy 
consumption before 2022 based on a 
survey of current energy consumption 
in 2020

2. 10% reduction of packaging / paper 
consumption before 2022 based on a 
mapping of the current packaging / 
paper consumption in 2020

2022
Examine how much 
paper we use and 
find a solution to 
reduce 
consumption

Ole

Employees The industry's best 
workplace

We must attract and retain the 
industry's best employees and 
give them a workplace that is 
‘second to none’

1. Maximum 10% employee turnover

2. Employee well-being survey <80 in 
the annual survey

2023

2023

Establish baseline Kristina

…

A C T I O N  P L A N
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P U T T I N G  I T  A L L  T O G E T H E R

N I L F I S K  I  R E A L - L I F E  C A S E
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P U T T I N G  I T  A L L  T O G E T H E R

N I L F I S K  I  R E A L - L I F E  C A S E
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T E P  1 :  S C O P I N G  &  P L A N N I N G

C O N S I D E R  R E L E V A N T  F R A M E W O R K S  
&  S Y S T E M S
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T E P  1 :  S C O P I N G  &  P L A N N I N G

S T R A T E G Y  - E X A M P L E
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6  A N A L Y T I C A L  S T E P S
P A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N

S T E P  1 :  S C O P I N G  &  P L A N N I N G

S T R A T E G Y  - E X A M P L E
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N S T E P  1 :  S C O P I N G  &  P L A N N I N G

S T R A T E G Y  - E X A M P L E
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6  A N A L Y T I C A L  S T E P SP A R T  3 .  T H E  S T R A T E G I C  
F O U N D A T I O N S T E P  1 :  S C O P I N G  &  P L A N N I N G

S T R A T E G Y  - E X A M P L E
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K E Y  L E A R N I N G S

W H A T  Y O U  H A V E  L E A R N T …

Documentation & data for cohesive, value-adding approach

Select, prioritize and justify strategic choices

Examples of how to use tools and templates

Overview of key analytical methodologies and frameworks

H
O

W
W

H
A

T

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

Indsæt Analytical wheel som ikon

Hvad bliver de i stand til at gøre…

Roadmap
Analytical tools

Putting it all together…
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M O D U L E  1  
I N T R O

S T R A T E G Y  I  C L E A R  P U R P O S E

ESG & legal compliance

Linking CSR & business

The business case

P A R T  1

WH Y - WH A T

T H E  S U S T A I N A B L E  B U S I N E S S  
M I N D S E T

P A R T  3

H OW

T H E  S T R A T E G I C  
F O U N D A T I O N

P A R T  2

H OW

S U S T A I N A B L E  B U S I N E S S  
D E V E L O P M E N T

Global megatrends

Sustainable market drivers

Key phases & concepts

The analytical toolbox:

6 analytical steps

Real-life case: Nilfisk
Linkingsustainability & business

SustainableStrategy Development?
Sustainablebusiness development?

Sustainablebusiness 
approaches & models

ÆNDRE DAY 2 OVERSKRIFT ”SUSTAINABLE BUSINESS 
STRATEGIES” TIL ”SUSTAINABLE STRATEGY 

DEVELOPMENT”?
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T H E  S B C M  
P R O G R A M M E

M O D U L E  O V E R V I E W
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TAK FOR I DAG!
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TAK FOR I DAG!
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© TANIA ELLIS – The Social Business Company®. All rights reserved. 

This presentation may not be copied, used or distributed publicly without permission.

TANIA ELLIS - The Social Business Company®

We inspire and help companies & professionals
create value for society and the bottom line with our: 

Speaking (trends) I Club (networking) I 
Academy (training) I Consulting (business development)

W W W . T A N I A E L L I S . C O M
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