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MODULE 3 I PART 2

SUSTAINABILITY
PARTNERSHIPS 

COLLABORATIVE ALLIANCES
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H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

WHY WHAT

S U S T A I N A B I L I T Y  P A R T N E R S H I P S

HOW
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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 …

Reasons why partnerships are key to sustainable business success

5 collaborative pathways for sustainable solutions

5-step guide for building valuable collaborative alliances
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Tools for mapping partners and value creation
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P A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E S H O WW H Y W H A TM O D U L E  3

WHY
SUSTAINABILITY 
PARTNERSHIPS
When a company works with responsibility and sustainability, it addresses an 
agenda that reaches far beyond the operational scope and performance of a 
business. That’s the reason why operating with different kinds of stakeholder 
alliances is key. 

Purpose: 

Understand why 
stakeholder 

engagement and 
partnerships are key to 

fulfilling your 
sustainable business 

ambitions.
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H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

”CSR is corporate voluntary work with 

integrating social and environmental 

concerns into their business activities 

and in interaction with their stakeholders.”

• Social, environmental, ethical 
human rights and consumer 
concerns 

• Into business operations and core 
strategy

• In close cooperation with 
stakeholders to create shared 
value

• Link to innovation (products etc)

• Emphasis on intl standards 
(G.C. – ISO – UNs principles)

C R E A T I N G  S U S T A I N A B L E  V A L U E  I S  A  J O I N T  E F F O R T  . .

INSERT SLIDE FROM 
MODULE 1, PART 1 

(DEFINITIONS)

“the responsibility of enterprises for 
their impacts on society.”

Corporate Social Responsibility

Social, environmental, ethical human rights and consumer concerns 

Into business operations and core strategy

In close cooperation with stakeholders to create shared value

Link to innovation (products etc.)

Emphasis on international standards (e.g. UN Global Compact, 
ISO, UN Guiding Principles)

Taking responsibility for the 
business impact on society
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”CSR is corporate voluntary work with 

integrating social and environmental 

concerns into their business activities 

and in interaction with their stakeholders.”

• Social, environmental, ethical 
human rights and consumer 
concerns 

• Into business operations and core 
strategy

• In close cooperation with 
stakeholders to create shared 
value

• Link to innovation (products etc)

• Emphasis on intl standards 
(G.C. – ISO – UNs principles)

S U S T A I N A B I L I T Y  C H A L L E N G E S  R E Q U I R E  
S Y S T E M I C  S O L U T I O N S  …

ENGLISH VERSION
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S Y S T E M I C  S O L U T I O N S  R E Q U I R E  
M U LT I - S T A K E H O L D E R  
A L L I A N C E S
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”CSR is corporate voluntary work with 

integrating social and environmental 

concerns into their business activities 

and in interaction with their stakeholders.”

• Social, environmental, ethical 
human rights and consumer 
concerns 

• Into business operations and core 
strategy

• In close cooperation with 
stakeholders to create shared 
value

• Link to innovation (products etc)

• Emphasis on intl standards 
(G.C. – ISO – UNs principles)

E X A M P L E  I  M A E R S K
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”CSR is corporate voluntary work with 

integrating social and environmental 

concerns into their business activities 

and in interaction with their stakeholders.”

• Social, environmental, ethical 
human rights and consumer 
concerns 

• Into business operations and core 
strategy

• In close cooperation with 
stakeholders to create shared 
value

• Link to innovation (products etc)

• Emphasis on intl standards 
(G.C. – ISO – UNs principles)

E X A M P L E  I  M A E R S K

#m o d ule3 #p artnersh ip s #cases
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MISSION

Vi samler økosystemet og 
styrker viden, handling og 
samarbejde om 
samfundsansvar og 
bæredygtighed i globale 
værdikæder
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WHAT
SUSTAINABILITY 
PARTNERSHIPS
Sustainability partnerships can take many shapes and forms. There are 
different pathways to collaborating with stakeholders to address common 
sustainable development goals, and there are different formats for working 
together.

Purpose: 

Understand what kind 
of partnerships and 
value chain alliances 

you might want to 
consider. 
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#m o d ule3 #p artnersh ip s #curricu lum

Source: Partnerships for Sustainable Development, Harvard Kennedy School 

Sup p lie rs, d istrib uto rs, re ta ile rs, 
investo rs, investees, c lients, 

jo int venture  p artners e tc. 

N G O s, g o vernm ent entities, 
research  o rg anizatio ns e tc. 

Develop new technologies, products, 
services, business models

Responsible, inclusive and 
sustainable growth along value chain

B usiness lead ers in  C R  co alitio ns, 

trad e  and  ind ustry asso ciatio ns e tc.

Drive sector-wide change, scaling 

innovations, industry standards, 
public policy advocacy, SDGs etc.

C o m p anies +  g o vernm ents and /o r 
c iv il so cie ty o rg s; o p en 
co llab o ratio n p latfo rm s

Overcome systemic market failures or 

governance gaps, transf. change
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C A S E  
E X A M P L E
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C O L L A B O R A T I V E  P A T H W A Y  # 1  I  E X A M P L E  ( To n y ’s  C h o c o l o n e l y )
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C O L L A B O R A T I V E  P A T H W A Y  # 2  I  E X A M P L E  ( To n y ’s  C h o c o l o n e l y )

Sourcing Principle #1

Traceable Beans

Tony’s Beantracker CLMRS
C hild  Labor M onitoring  
and R em ediation  System

CLMRS, a tool by International Cocoa Initiative (ICI), for traceability on social 
data on illegal - & child labour.
ICI and Nestlé developed this system, that addresses the issue of child labor 
in cocoa production and helps improve the living conditions of the farmers. 
Tony’s implemented the Child Labor Monitoring and Remediation System 

(CLMRS) at partner cooperatives in Ghana and Ivory Coast. 
The CLMRS monitors the children of the farmers that supply cocoa. Besides 
raising awareness of the consequences of child labor in cocoa communities, 
social data is gartered to ascertain whether, where and why child labor is 
being used. In this way, it’s possible to take action and to find permanent 
solutions.
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C O L L A B O R A T I V E  P A T H W A Y  # 3  I  E X A M P L E  ( To n y ’s  C h o c o l o n e l y )
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C O L L A B O R A T I V E  P A T H W A Y  # 4  I  E X A M P L E  ( To n y ’s  C h o c o l o n e l y )

WWW.SLAVERYFOOTPRINT.ORG
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C O L L A B O R A T I V E  P A T H W A Y  # 5  I  E X A M P L E  ( G A I N )

Source: Partnerships for Sustainable Development (full version), Harvard Kennedy School 
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HOW
SUSTAINABILITY 
PARTNERSHIPS
Sustainability partnerships must help the company fulfil its ambitions, 
strategic goals and desired impacts. This requires a strategic match, and that 
all involved parties are clear on what the purpose of the alliance is, what 
their respective contributions are, and what kind of return and value they 
respectively wish to achieve through the alliance.

Purpose: 

Understand how you can 
engage in partnerships 
that will reinforce your 
company’s sustainable 

business strategy.

24

https://cocoainitiative.org/
https://cocoainitiative.org/news-media-post/ici-and-nestle-launch-clmrs-in-ghana/
https://cocoainitiative.org/news-media-post/dutch-ambassador-visits-clmrs-project-in-suhum/
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H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

  #1 – Ensure strategic fit

  #2 – Which kind of partners ?

  #3 – What kind of exchange ?

  #4 – What kind of value ?

  #5 – Learn from others

 

C O L L A B O R A T I V E  A L L I A N C E S  |  G U I D E
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S T E P  # 1  – E N S U R E  S T R A T E G I C  F I T
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C S R  A P P R O A C H E S  2 . O  I  M O D E L
I N C L .  S T R A T E G I C  P H I L A N T R O P Y  &  E T H I C S

SUSTAINABLE 
BUSINESS

COMPLIANCE

PHILANTHROPY

STRATEGIC 
PHILANTHROPY

§

Model: CSR approaches 2.0. TANIA ELLIS – The Social Business Company® 
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S T R A T E G I C  V A L U E  M A T C H

INSERT 
VERSION 

FROM 
MODULE 1 
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P U R P O S E  O F  
C O L L A B O R A T I O N

#m o d ule3 #p artnersh ip s #rep o rts
NEW RESOURCE

How businesses are collaborating for the sustainable development goals, BSR, 2018
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#m o d ule3 #p artnersh ip s #rep o rts

S C O P E S  O F  
C H A N G E

How businesses are collaborating for the sustainable development goals, BSR, 2018
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#m o d ule3 #p artnersh ip s #curricu lum

Source: Partnerships for Sustainable Development, Harvard Kennedy School 

Sup p lie rs, d istrib uto rs, re ta ile rs, 
investo rs, investees, c lients, 

jo int venture  p artners e tc. 

N G O s, g o vernm ent entities, 
research  o rg anizatio ns e tc. 

Develop new technologies, products, 
services, business models

Responsible, inclusive and 

sustainable growth along value chain

B usiness lead ers in  C R  co alitio ns, 

trad e  and  ind ustry asso ciatio ns e tc.

Drive sector-wide change, scaling 
innovations, industry standards, 

public policy advocacy, SDGs etc.

C o m p anies +  g o vernm ents and /o r 
c iv il so cie ty o rg s; o p en 
co llab o ratio n p latfo rm s

Overcome systemic market failures or 

governance gaps, transf. change
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B U S I N E S S

VALUE CHAIN

S O C I E T Y

MATERIALITIES / ISSUES

S TA K E H O L D E R S

WHO

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

INSERT UPDATED EXAMPLE 
FROM MODULE 1, PART 3

H A V E C H A N G ED  TH E T ITLE O F TH IS  SLID E, SO  N EED  TO  
U PD A TE IN  TH E TO O LS SEC TIO N

33
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V A L U E  C H A I N  P A R T N E R S H I P S  I  E X A M P L E S

OneWorld Health is today PATH

This is a small but significant agreement. By working together 
with Air France-KLM and paying a premium to use SAF, we are 
embarking on the same journey with our suppliers as our green-
minded customers are when they choose to pay a premium for 
Maersk ECO Delivery, our low-carbon product manufactured from 
recycled sustainable biomass and one of the only options for 
green emissions in shipping today.
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PARTNERSKAB
VÆ RDIKÆ DE

EXAMPLE 
(FLUGGER)

Ulla Matthiesen, Hold 2020
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A L L I A N C E SM O D U L E  3

M A T E R I A L I T Y - D R I V E N  
P A R T N E R S H I P S  I  E X A M P L E S

Champions 12.3 consists of executives from governments, businesses, 
international organizations, research institutions, farmer groups, and civil 
society dedicated to inspiring ambition, mobilizing action, and 
accelerating progress toward achieving SDG Target 12.3 by 2030.

36
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S T A K E H O L D E R

P A R T N E R S H I P S  I  E X A M P L E S

#m o d ule3 #p artnersh ip s #to o ls
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A L L I A N C E SM O D U L E  3

Partnership categorier & casesN G O s / foundations / charities Socia l enterprises Business / Industry C om petitors / ”com pellaboration”

Academ ia C ustom ers / c itizensM unic ipa lities / C ities Entrepreneurs / S tartups

S T A K E H O L D E R  P A R T N E R S H I P S Update for next 
cohort

38

H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

#module3 
#partnerships #tools

INSERT UP-TO-DATE SCREEN 
DUMP
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New 
pinboard 
resource

#module3 
#partnerships #tools
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  #1 – Ensure strategic fit

  #2 – Which kind of partners ?

  #3 – What kind of exchange ?

  #4 – What kind of value ?

  #5 – Learn from others

 

C O L L A B O R A T I V E  A L L I A N C E S  |  G U I D E
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M O D U L E  3  
I N T R O

P A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E S H O WW H Y W H A T

WHAT KIND OF 
EXCHANGE?

42
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H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
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43

Partnership Contributions. TANIA ELLIS – The Social Business Company®

P A R T N E R S H I P  C O N T R I B U T I O N S .  W H A T  K I N D  O F  E X C H A N G E  ?

FINANCIAL 
SUPPORT VOLUNTEERS

PRODUCTS
SERVICES

EXPERTISE

LOCAL 
KNOWLEDGE

RESSOURCES 
PRODUCTS 
EQUIPMENT 

JOINT PR
AMBASSADORS

LOCAL 
COMMUNITY 

ACCESS

CONTACTS
NETWORK
RELATIONS

43
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A L L I A N C E SM O D U L E  3

• Knowledge/information capture

• Communication 

• Accommodation

• Secondment 

• People 

• Relationships/network

• Expertise/know-how

• Funds

• Other

#m o d ule3 

#p artnersh ip s  #to o ls

What can 
each partner 
bring to the 

partnership?

Expertise

• Technical experts (All)
• Project developm ent (All)

• Training/capacity-building (All)

• M anagem ent (BS)

• M arketing (BS)
• Facilitation (CS)
• Convening (PS)

Inform ation (dissem ination)
• Electronic com m unications system s 

(All)
• W ord of m outh (All)

• Published m aterials (All)

• Networks (All)

O ther

• Transport (PS, BS)
• Equipm ent (PS, BS)
• Furniture (PS, BS)

Products

(depending on focus of project and on 
the businesses involved)

• M edicines (BS)
• Food (BS)

• IT (BS)
• Energy supplies (BS, PS)

etc.

Accom odation for
• Partnership / Project O ffice (All)

• M eetings / W orkshops (All)
• High profile events (PS, BS)

• Storage (BS, PS)
• Project activities (All)

• Public inform ation point (All)

Inform ation (capture)
• Statistics / Legal fram eworks (PS)

• M arket analysis / Forecasting (BS)
• Local knowledge / Social conditions 

(CS)
People

• Specialist staff (All)

• Secondee (BS, PS)
• Volunteers (CS, BS)

• Students / Interns (PS)
• Adm inistrative support (All)

Relationships w ith

• Donors (CS, PS)
• Policy m akers (BS, PS)

• Suppliers / Labour organisations (BS)
• Religious institutions (CS)

• Com m unity groups (CS)
• Um brella organisations (BS, CS)

• M edia (All)
• General public (PS, CS)

PS =  Pub lic  secto r     B S  =  B usiness secto r    C S =  C ivil so cie ty    A ll =  A ll secto rs

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

CLASSIC SHARED VALUE CO-CREATIVE

Partnership Transaction Categories. TANIA ELLIS – The Social Business Company®
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C L A S S I C  E X A M P L E  I  N O V O  N O R D I S K
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S H A R E D  V A L U E  E X A M P L E  I  
I N T E R F A C E
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48
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C O C R E A T I O N  E X A M P L E  I  
D A N O N E

49
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A L L I A N C E SM O D U L E  3

Stakeholder Purpose of the collaboration The company's contribution Stakeholder contribution

Ed ucatio nal institutio ns C reate  p ip e line  o f ta lents
Em p lo yer b rand ing

Internsh ip s
Teach ing  in  sch o o ls

So lving  tasks in  th e  co m p any (p erh ap s in  new  w ays)

W o rd -o f-M o uth  m entio n o f th e  co m p any

Entrep reneurs and  

intrap reneurs

C reate  a  p ip e line  o f new  p ro d uct and  service  

id eas
Susta inab le  inno vatio n

Financing  o f a  sp ecia l inno vatio n aw ard  / 

aw ard  w ith  b rand ing  o f th e  co m p any

M ake cro w d so urcing  p latfo rm  ava ilab le

Fresh  kno w led g e and  new  p ro d uct / service  id eas

Sup p lie r Im p ro ving  q uality  / sa fer service  d e liveries

A ch ieve  p re ferred  sup p lie r sta tus w ith  o w n 
custo m ers

Tra in ing  p ro g ram  to  ensure  o ng o ing  
kno w led g e sh aring  ab o ut new  in itia tives / 

p ro d ucts / custo m er need s / susta inab le  
m ateria ls  o r so lutio ns

O p enness ab o ut d e livery ch alleng es

K no w led g e and  id eas fo r h o w  th e  co m p any can 
im p ro ve  its  p ro cesses o r p ro d uct / service  so lutio ns

P A R T N E R S H I P  P U R P O S E - C O N T R I B U T I O N  |  E X A M P L E

Purpose-Contribution Partnership table. TANIA ELLIS – The Social Business Company® 

TRANSLATE

50

E X E R C I S E S

1. Hvilke (3) interessenter kunne det give mening for jer 
at samarbejde med?

2. Hvad skulle formålet med samarbejdet være? 
(tænk i gevinster/værdi)

3. Hvad kunne I bidrage med i samarbejdet? (tænk i 
mere end penge)

4. Hvad kunne interessenten bidrage med i 
samarbejdet? (tænk i forretningsfordele)

INPUT TIL EKSAMENSOPGAVE 8AB

O P G A V E

51

M O D U L E  3  
I N T R O

D A Y  2  – C O L L A B O R A T I V E  
A L L I A N C E S H O WW H Y W H A T

B U S I N E S S

VALUE CHAIN

S O C I E T Y

MATERIALITIES / ISSUES

S TA K E H O L D E R S

WHO

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

52

M O D U L E  3  
I N T R O

D A Y  2  – C O L L A B O R A T I V E  
A L L I A N C E S H O WW H Y W H A T

Interessentgruppe Formål med samarbejdet Virksomhedens bidrag Interessentens bidrag

U d d annelses-institutio ner Skab e p ip e line  a f ta lenter 

Em p lo yer b rand ing

Praktikp lad ser

U nd ervisn ing  p å sko lerne

Lø sning  a f o p g aver i v irkso m h ed en 

(m åske  p å nye  m åd er)

W o rd -o f-M o uth  o m tale  a f v irkso m h ed en

Entrep renø rer o g  

intrap renø rer

Skab e p ip e line  a f nye  p ro d ukt- o g  service id éer

B æ red yg tig  inno vatio n

Finansiering  a f en sæ rlig  

inno vatio nsp ris/aw ard  m ed  b rand ing  a f 
v irkso m h ed en

Stille  cro w d so urcing  p latfo rm  til råd ig h ed

Frisk  v id en o g  nye  p ro d ukt/service id éer

Leverand ø rer Fo rb ed ring  a f kva lite t / m ere  sikre  
service leverancer

O p nå fo re trukken leverand ø rstatus h o s eg ne  
kund er

Træ ning sp ro g ram  fo r a t s ikre  lø b end e 
vid end eling  o m kring  nye  
in itia tiver/p ro d ukter/kund eb eh o v/b æ red y

g tig e  m ateria ler e lle r lø sning er

Å b enh ed  o m kring  leveranceud fo rd ring er

V id en o g  id éer til h vo rd an virkso m h ed en kan fo rb ed re  

sine  p ro cesser e lle r p ro d ukt/service -lø sning er

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

Formål-Bidrag Partnertabel. TANIA ELLIS – The Social Business Company® 

53

M O D U L E  3  
I N T R O

P A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E S H O WW H Y W H A T

Lin value proposition to 
stakeholder needs    

Marta: eksempler på 

CSR value proposition 
+ CSR business case

HANDOUTS

54
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M O D U L E  3  
I N T R O

P A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E S H O WW H Y W H A T

Lin value proposition to 
stakeholder needs    

Marta: eksempler på 

CSR value proposition 
+ CSR business case

TAG EVT. AFSÆT I INTERESSENTANALYSEN FRA MODUL 1

55

M O D U L E  3  
I N T R O

D A Y  2  – C O L L A B O R A T I V E  
A L L I A N C E S H O WW H Y W H A T

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

M aria  W o lf R asm ussen, H o ld  2019

56

H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

  #1 – Ensure strategic fit

  #2 – Which kind of partners ?

  #3 – What kind of exchange ?

  #4 – What kind of value ?

  #5 – Learn from others

 

C O L L A B O R A T I V E  A L L I A N C E S  |  G U I D E

57

H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

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

58

H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

INSERT UPDATED VERSION FRO 
M MODULE 1, PART 2

IMPROVED IMAGE STRONGER EMPLOYER BRAND REINFORCED VALUES

MORE CONTRACTS

DIFFERENTIATION

OPERATIONAL EFFICIENCYAHEAD OF LEGISLATION COMPETITIVE PRICES

PRODUCT INNOVATION CUSTOMER LOYALTY STRONG VALUE PROPOSITION IMPROVED BOTTOM LINE

T H E  B U S I N E S S  R E T U R N S  O F  C S R  ( R O I )  I  M O D E L  

59

H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

W H A T  A R E  T H E  E F F E C T S  /  B E N E F I T S ?

60
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H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

B E N E F I T S  M A T R I X  I  E X A M P L E

McKinsey & Company, Making the most of corporate social responsibility, 2009

#m o d ule3 #p artnersh ip s #rep o rts #to o ls

61

H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

”Our biggest reward from collaborating with Ruby Cup 
wasn’t much about CSR, but more about thinking in 
new ways, innovation and exposing the organisation to 
a dynamic startup mindset, which our employees have 

adapted in their own daily work.”

- Carsten Faltum, R&D Vice President, Coloplast

Tania  E llis , ”F ilantro p i – fyo rd  e lle r fo rre tn ing sm ulig h ed ?”, C SR .d k

#m o d ule3 

#p artnersh ip s #casesT H E  X - F A C T O R …     

62

H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

  #1 – Ensure strategic fit

  #2 – Which kind of partners ?

  #3 – What kind of exchange ?

  #4 – What kind of value ?

  #5 – Learn from others

 

C O L L A B O R A T I V E  A L L I A N C E S  |  G U I D E

63

H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

64

H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

#m o d ule3 
#p artnersh ip s #rep o rts

65

H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

#m o d ule3 

#p artnersh ip s #to o ls Check if in 
pinboard

66
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H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

#m o d ule3

#p artnersh ip s #to o ls

67

H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

#module3  #partnerships #reports

This one is new =>
h ttp s://w w w .b sr.o rg /rep o rts/B SR _R o ckefe lle r_Private-

Secto r_C o llab o ratio n_fo r_Susta inab le_D eve lo p m ent.p d f

68

H O WW H Y W H A TP A R T  2  – C O L L A B O R A T I V E  
A L L I A N C E SM O D U L E  3

  #1 – Ensure strategic fit

  #2 – Which kind of partners ?

  #3 – What kind of exchange ?

  #4 – What kind of value ?

  #5 – Learn from others

 

C O L L A B O R A T I V E  A L L I A N C E S  |  G U I D E

69

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 …

Reasons why partnerships are key to sustainable business success

5 collaborative pathways for sustainable solutions

5-step guide for building valuable collaborative alliances

W
H

Y

Tools for mapping partners and value creation

W
H

A
T

H
O

W

70

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  Y O U R  S U S T A I N A B L E  P A R T N E R S H I P S

What kind of sustainability partnerships do you engage in today?

Which key stakeholders could be potential alliance partners?

What could your partnership contribution be?

What is the purpose of these alliances? (ROI, SDG value)

What could their partnership contribution be?

71

M O D U L E  3

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

Expert deep-dive: 
Measuring Scope 1-3 emissions

Sustainability 

partnerships

P A R T  1

WH A T - WH Y - H OW

T H E  S U S T A I N A B L E  
V A L U E  C H A I N

P A R T  3

WH A T - WH Y - H OW

C U S T O M E R  
E N G A G E M E N T

P A R T  2

WH Y - WH A T - H OW

V A L U E  C H A I N  A L L I A N C E S  
&  P A R T N E R S H I P S

 

Consumer engagement (b-t-c)

Sustainability & sales (b-t-b)

Sustainable supply chain 
management & procurement

Supply chain 

due diligence in practice
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TAK FOR I DAG!

73

© 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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