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MODULE 4

Vi hjeelper virksomheder med at svare pa:

15.11.2023

Hvilket ansvar tager | for verden,
som er autentisk og konsistent,
integreret i kerneforretningen,

prioriteret af topledelsen

Og inspirerer og engagerer jeres
interessenter?

CLEAR COMMUNICATION

PART 1
WHY-WHAT-HOW

SUSTAINABILITY
REPORTING

Reporting requirements,
standards & processes
Expert contributor:

Helena Barton, Deloitte

Real-life case:
Helle Carlsen Nielsen, Falck

PART 2
HOW

SUSTAINABILITY
COMMUNICATION

Communications strategies
in words & action

(7 principles & 7 planning steps)

Expert contributor:
Nicoline Olesen, Mark

Va=<

PART 3
WHAT-WHY-HOW

AUTHENTIC
COMMUNICATION

Greenwashing
& CSR dilemmas
Expert contributor:

Nicoline Olesen, Mark

Real-life case:
Jesper Nymark, Danwatch
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INABILITY
N

COMMUNICATION
STRATEGIES Purpose:

Show how CSR/ESG
communication can be
plannedin a
systematic and
strategic way so it
reinforces goals and
ambitions.

Communicating your company’s sustainability and responsibility efforts

is key to supporting business objectives, strengthening your corporate brand
and to obtaining stakeholder insights and feedback that you can feed into
business activities.

Strategic use of communication means targeting key internal and external
stakeholders with the right messages and interactions at the right time by
using the right range of relevant communication channels.

:I (TANIAZNE L]

WHAT YOU WILL LEARN... l_‘v";r\_] °

Kort om hvorfor vi skal kommunikere om vores indsats
8 kommunikationstendenser indenfor baeredygtighed

7 principper for impact kommunikation

Kommunikationsstrategi & planlaegningsveerktg;

En masse eksempler pa baeredygtighedskommunikation

@ o HOW WHAT

1:NILELLIS
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NVABILITY ‘ BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

THE REPORT CAN ACT AS A “"COLLECTION POINT” FOR
SUSTAINABILITY COMMUNICATIONS

OVERVIEW

SYSTEMATIC STORIES

(TANIA-RES

BACKGRO 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

#module4 #communication #reports

Det er iser de mellemstore og store virksomheder, som kommuni-
kerer om beeredygtighed. Hos de mellemstore virksomheder er tal-
let 84 pct., mens hele 93 pct. af de store virksomheder italesatter
[ i baeredygtighedsdagsordenen. Blandt virksomhederne med op til 50

S —— medarbejdere kommunikerer 47 pct. om beeredygtighed.

omagaa 537 4673

Flere virksomheder skal forteelle om
baeredygtighed Mere end to ud af tre vir arbejder isk med
Svar pa “Indgar { idin vi

kommende ar?"

Over halvdelen af danske virksomheder kom;
‘om bieredygtighed pa deres hjemmeside. DI vurderer, at
tendensen vil brede sig de kommende i, da investorers, G
kunders og medarbederes fokus pa bieredygtighed sti- procer

- Smivirksomheder halter efter de store. De bor derfor
omstille sig nu.

‘Dansk Industr har gennemfort en webscraping-anlyse af 774
danske visksombeders bjesmesider. Formilet med analysen har

e ——
pttemotrin

Ja, vi arbejder strategisk med Ja, med Kiima- og mijomzessig  Ja, med social beeredygtighed
baeredygtighed beeredygtighed

Darskindusti

Anm: Pé baggrund af svar fra 9.446 virksomheder
Kilde: Dansk Industri, Lokalt Erhvervsklima

(TANIA-NRES
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MODULE 4 | PART 2
SUSTAINABILITY COMMUNICATION %:

8 TENDENSER THE SOCIAL

BUSINESS
HVAD SKAL VI HAVE | BAGHOVEDET, ACADEMY
NAR VI KOMMUNIKERER? - N

TANIA-BRES

© TANIA ELLIS - The Social Business Company®. All rights r

é;\‘NAB”—'T" BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

GRONNE TENDENSER

Alvoren er gaet op for os 1o LT

global warming has ended;
the era of global boiling has
arrived...and the level of
fossil fuel profits and climate
inaction is unacceptable.
Leaders must lead”

Antonio Guterres,
FN’s generalsekretaer

Ma=<
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NVABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

GRONNE TENDENSER

Lovgivhingstsunami .
fra EU A <

‘Man on the moon project’

Y Nyt paradigme, Y
hvor finansiel rapportering

og ikke finansiel rapportering

veegtes lige hojt A

A <
. Na=3<

(TANIA-RES

élNNAB”-'T" BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

GRONNE TENDENSER
-
e
b
V% o

L=

e

Virksomhederne skal vaere

proaktive samfundaktorer
- og ledere skal vaere samfundsmaessige ledere

(TANIA-NRES




INABILITY
N

GRONNE TENDENSER

AINABILITY
ON

GRONNE TENDENSER

Hvad siger vi, nar vi ikke
laengere ma sige
baeredygtig?

BACKGROUND 7 PRINCIPLES
%

BACKGROUND 8 TRENDS 7 PRINCIPLES

15.11.2023

STRATEGIC PLANNING

”De unge skrider,
hvis din virksomhed
ikke leverer pa
den grenne omstilling”

(TANIA-RES

STRATEGIC PLANNING

”En baeredygtig udvikling
er en udvikling, som opfylder
de nuvarende behov, uden at
bringe fremtidige generationers
muligheder for at opfylde
deres behov i fare”

Undga greenwashing
Du ma ikke lyve
Du ma ikke overdrive
Du skal vaere relevant
Du skal kunne dokumenterer
Tal i et sprog vi forstar ‘

P1a=3<

(TANIA-NRES
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NVABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

GRONNE TENDENSER

Isbjornen skal do¢ A_ - _dMabet skal frem i lyset

Ma=3<

TANIAREES

7 PRINCIPLES STRATEGIC PLANNING
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”Feellesskab gar en
kampe forskel. Det har vaeret
fuldstaendig overset indtil videre,
for der har altid vaeret fokus pa
individet, der skal traeffe de
rigtige valg. Man har ikke taenkt
pa kollektivitet, og det, vi ser i
vores undersogelser, er, at nar
man handler kollektivt, abner
man op for storre reduktion af
CO2-aftrykket.”

Quentin Gausset,
lektor i antropologi

_i
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L‘NABlL'TY BACKGROUND 7 PRINCIPLES STRATEGIC PLANNING

GRONNE TENDENSER

Folkeligt modpres pa

_ klimaomstillingen -

”Derfor opfordrer jeg
til en europ=isk regelpause.
Vi skal eksekvere nu. Vi har
brug for stabilitet”

Emmanuel Macron, Frankrigs praesident

Ma=3<

(TANIA-RES

é;\‘NABlL'T" BACKGROUND 7 PRINCIPLES STRATEGIC PLANNING

Vv

. Alvoren er gaet op for os
. Lovgivningstsunami fra EU
. Virksomheder skal vaere proaktive

E TENDENSER samfundsakterer

. Climate quitting - conscious quitting

. Hvad siger vi, nar vi ikke lsengere
ma sige baeredygtig?

. Isbjgrnen ma do - habet skal frem

. Forandring kraever
handlefzellesskaber

. Folkeligt modpres pa
klimaomstillingen

Ma=<

(TANIA-NRES
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MODULE 4 | PART 2
SUSTAINABILITY COMMUNICATION @@

/ PRINCIPPER FOR
IMPACT BRANDING THE SOCIAL

BUSINESS

& KOMMUNIKATION ACADEMY

LEARN MORE | DO BETTER

HVOR BOR DEN GODE HISTORIE?

TANIAERES

© TANIA ELLIS - The Social Business Company®. All rights reserved

éhNAB”-'T" BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

Kommunikation omkring baredygtighed og ansvarlighed
skal forst og fremmest skabe impact. Det handler om at
bruge forretningen og brandet til at ggre en forskel. Til at
skabe positive forandringer - bade i virksomheden og

udenfor.

| Mark kalder vi det for Impact kommunikation eller
branding, fordi det er en disciplin for sig. Det handler om
at tage udgangspunkt i, hvilket problem i samfundet,
virksomheden vil veere med til at lgse.

Ma=3<

(TANIA-NRES
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NVABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

HVOR BOR DEN GODE HISTORIE

Indsatsen bliver forst rigtig relevant og
YGTIGHED vedkommende, nar den er koblet til jeres

ER | JERES dna og kerneforretning.
TNINGSSTRATEGI

(TANIA-RES

é;\‘NAB”—'T" BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

HVOR BOR DEN GODE HISTORIE

Det er dem, der skal udfgre den forandring,
B E J D E R N E | pnsker at skabe. Derfor skal de som de
ES VIGTIGSTE forste involveres og engageres i strategien -

og de skal forstd, hvad det betyder i deres

IEFORTALLERE dhliEe A

(TANIA-NRES
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NVABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

HVOR BOR DEN GODE HISTORIE

AL VZERE LET Guid jeres kunder, g¢r det konkret og vis
dem, hvordan de kan engagere sig og

NDERNE AT handle ansvarligt.
E

(TANIA-RES

é;\‘NAB”—'T" BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

HVOR BOR DEN GODE HISTORIE

Det handler ikke om jer - men om
N SKAL kunderne. Om hvordan de kan vise
HELTEN omverden, at de ogsa gerne vil bidrage
og vaere en del af Ipsningen.

(TANIA-NRES
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N

HVOR BOR DEN GODE HISTORIE

AINABILITY
ON

HVOR BOR DEN GODE HISTORIE

BACKGROUND & TRENDS

KAL KUNNE
E JER

BACKGROUND 8 TRENDS 7 PRINCIPLES

SKAL
| ORDEN

15.11.2023

STRATEGIC PLANNING

Det skal veere tydeligt, at | gnsker at skabe
en reel forandring, og at | har noget pa spil.

(TANIA-RES

STRATEGIC PLANNING

Veer transparente med, hvor | er pa rejsen.
Ingen forventer, | er i mal, men alle
forventer zerlighed.

(TANIA-NRES
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NVABILITY BACKGROUND 8 TRENDS STRATEGIC PLANNING

HVOR BOR DEN GODE HISTORIE

Skab et visioneert billede af, hvad | gnsker
at opna. Og husk ogsa at tale hgjt om de
ting, der ikke lykkedes. Det er svzert for alle,
og rlighed inspirerer.

TANIA-{NEES

é;\‘NABlLlT" BACKGROUND 8 TRENDS STRATEGIC PLANNING

HVOR BOR DEN GODE HISTORIE? 3,

Er det let for jeres kunder at afkode, hvor baeredygtige jeres
produkter og services er?

omkring i og i skal forst
©og fremmest skabe impact. Det handler om at bruge forretningen 4
og brandet til at gore en forskel. Til at skabe positive forandringer
- bade i virksomheden og udenfor. | Mark kalder vi det for Impact
kommunikation, fordi det er en disciplin for sig. Det handler om at. Huilken historie kan og vil jeres kunder forteelle om jer?
tage udgangspunkt i, hvilket problem i samfundet, virksomheden vil
vaere med til at lose. Vi har udarbejdet 7 principper, der kan give jer 5
inspiration til, hvor | starter - og hvordan | finder frem til den gode og .
i ikation. Og som lig kan & samtalen i
gang hjemme i organisationen.

Hvordan kan man mzerke, at | ikke bare taler, men har hinden
pé kogepladen?

Indsatsen bliver ferst rigtig relevant og vedkommende, nar
den er koblet til jeres dna og kerneforretning. 6

Taler | et sprog, som kunderne rent faktisk forstar, og som
giver dem et klart billede af den forandring, | ensker at skabe?

5 L S8
Det er dem, der skal udfare den forandring, | ensker at skabe. 7
Derfor skal de som de forste Involveres og engageres | strategien
- de skal forst, hvad det betyder | deres daglige arbejde.

Hvornar er | mest modige | jeres kommunikation?

Ma3<

(TANIA-NRES
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MODULE 4 | PART 2
SUSTAINABILITY COMMUNICATION %:

COMMUNICATIONS THE SOCIAL
STRATEGIES & BUSINESS

ACADEMY

PLANNING

TANIA-BRES

TAINABILITY
1o

‘ BACKGROUND 8 TRENDS 7 PRINCIPLES
7 PLANNING STEPS FOR YOUR CSR COMMUNICATION

4. WHICH 7.HOWTO
CHANNELS MEASURE

©)

7 Planning Steps For Your CSR Communication © TANIA ELLIS - The Social Business Company®.

32
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INABILITY
N

BACKGROUND 8 TRENDS

7 PRINCIPLES STRATEGIC PLANNING

KOMMUNIKATIONSPLANEN | SKABELON

Initiativ

Hvem kommunikerer  Hvad kommunikerer vi
vi med? om?

Hvordan
kommunikerer vi?

Hvilken effekt
ansker vi, og
hvordan males den?

Hvornéar og hvor ofte
kommunikerer vi?

Hvem er ansvarlig
for kommuni-
kationen?

15.11.2023

AINABILITY
ON

BACKGROUND 8 TRENDS

STEP 1:

7 PRINCIPLES STRATEGIC PLANNING

7 PLANNING STEPS FOR YOUR CSR COMMUNICATION | GUIDE

..do we wish to
communicate?
(which strategic
and
operational
goals do you
wish to address
with your
communication
e.g. employer
branding,
increased
sales,
stakeholder
engagement).

WHY

1I:NIELLIS

(TANIA-RES
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STEP 1: WHY

Wy
'T\Lans(romea{E =4
efforts FAL —

“Te mave fundamental changes

COMMUNICATION |

P S
e O\SLipy
\,"".‘vt r l"}lt

(TANIA-RES

éhNABlLlTY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING STEP 1: WHY

FORANDRINGSHJULET

HANDLINGSPLAN FOR INTERN FORANDRING & FORANKRING

Over-
vejelse

Analyse af behovet for forandring

Erkendelse og beslutning

Forbered- Gor truslen synlig
else

Etabler en steerk forandringsorganisation
Kotter

Fase 1 Opstil vision og mal

Interessentanalyse vendighed

Risikoanalyse 1. Eubler
;Op(cﬂc‘“’ %

st nedVety
o opd‘m cs‘(s:lcndc Koalition
faen sV g

Specificer og planlaeg

s komPe™

Olo|N|o|luo|slw|lN

- : jder
Kommunikationsplan e \waf“‘“d"bdd"‘
- 5 SOyTES

Implementer og eksekver forandringen ex |8 encer
6. Gene'®

Gennem-

o

jgrede
forelse qngof KortsiEt

Kotter M Forsta og fiern modstanden
Fase 2+3

uktion
Lesulatet °8 prod

12 Hold ud og fejr successer

13 Forankring af forandringen

Evaluering 14 Evaluer forandringsprojektet
Kotter

Fase 3

KOMMUNIKATION

Bjame Kousholt, Forandringsledelse, Akademisk Forlag, 2021

(TANIA-NRES
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NVABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING ,7" STEP 1: WHY

2. BUSINESS
MANAGEMENT

CLEAR PURPOSE
(vision, strategy, values)

R CONT NI TN SUSTAINABILITY IN THE

(stakeholder interaction,

reports, measurements) HEART OF BUSINESS

COLLABORATIVE
CO-CREATION
(partnerships &

value chain alliances)

© TANIA ELLIS - The Social Business Company®. Al rights reserved.

(TANIA-RES

éhNABlLlTY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING ) STEP 1: WHY

2A. SAMFUNDS-
AMBITION

“ En samfundsambition er en klar definition af den
forskel, I vil ggre for det samfund, | er en del af.
Den er en del af jeres eksistensberettigelse
og funderet i jeres kerneforretning.
Den er en ambitigs ledestjerne, der gor jer mere
relevante for alle interessenter og styrker jeres
konkurrencekraft.

(TANIA-NRES
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NVABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING ) STEP 1: WHY

2B. COMPLIANCE &
RISK MANAGEMENT

Tvzergaende
standarder

ESRS1 ° ESRS S1
Generelle krav Egen arbejdsstyrke

ESRS 2 ° ES_RS =2 i
" Arbejdstagere i
Generelle oplysninger vaerdikaeden

ESRS S3
Bergrte samfund

ESRS S4
Forbrugere og
slutbrugere

(TANIA-RES

SINABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

7 PLANNING STEPS FOR YOUR CSR COMMUNICATION | GUIDE

2. HOW

7 Planning Steps For Your CSR Communication. © TANIA ELLIS - The Social Business Company®.

1:NILELLIS

40
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NVABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING )

Examples of
consumer
How can we communication in

change the Module 3, Part 3
world together?
How can we help
you with what
you are

passionate about

We tell about

what we are

passionate
about
Hear about our
business

Buy our
product

© astridhaug.dk #sigdukanlimig

(TANIA-RES

SINABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

#module4 #communication #stakeholders

STAKEHOLDER
ENGAGEMENT

Lad os skabe
KONSULTATION fremtiden sammen -
og alle har lige meget
Pa den her at sige.
TEST baggrund, hvad
anbefaler | sa, atvi
Hvad synes | om det ~ 99T--.7
SALG her - hvad kan | lide/
ikke lide?
Vi har svaret - lad os
INFORMATION se, om vi kan fa jer til
at kobe ideen...
Det her mener vi...
take it or leave it!

Kilde - Inspireret af Peter Senge

Kilde: Mark / https://maerkcph.dk/wp-content/uploads/2017/06/Mark_Artikel_Involver-1.pdf

(TANIA-NRES
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NVABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

#module4 #communication #stakeholders

STAKEHOLDER
ENGAGEMENT

Veerdier, praksis,
adfeerd og kultur

Kompetencer,
design, processer,
roller og ansvar

Kilde: Mark / https://maerkcph.dk/wp-content/uploads/2017/06/Mark_Artikel_Involver-1.pdf

(TANIA-RES

é;\‘NABlLlTY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING STEP 2: HOW

#module4 #communication #stakeholders

STAKEHOLDER
ENGAGEMENT

Roll-over """ n

change?

Top-down

Roll-out e

@ N, ’
-
Results Behavioural

change

Roll-with = = © " we

change

Kilde: Inspireret af Hildebrandt & Brandi
Kilde: Mark / https://maerkcph.dk/wp-content/uploads/2017/06/Mark_Artikel_Involver-1.pdf

(TANIA-NRES
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NVABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES
STAKEHOLDER ENGAGEMENT | EXAMPLE

Ambassadgrerne spiller en vigtig rolle for Sinatur og
arbejdet med at forankre den bzeredygtige tankegangi alle
dele af virksomheden, og er blandt andet kendte for at:

E Sinatur Hotel & Konference
X Sinatur Hotel & Konference
Gaforan og gare, som naturen siger a E 080 Chowss

Gastronomi, akologi 0g et hierte, der banker for Kimat. Hos Sinatur o i meget amistess, nr det kommor il at passo pd naturon, S3
Spotte de nye muligheder i hverdagen Har du de kvalifikationer og ambitioner, s har vi jobbet til dig .

Men uden Nils il det kun e fineord o e stykke . Det o el ham
Stille spargsmal til og udfordre eksisterende praksis g hars mange er t, hordan nauren i det bere hos o, der ger, at i
Gor e forskel, an kan sige, o et o Nils o hans mange kolege,de o do
. _ Snevarige | vores snsvarighedssraegt
Dele deresideer o tiltag med andre
Bl nsperet af NI i o biosiarsteten st gang, du besager
i Sinatur Storebaeit.
Stotte op omkring kollegaerne

Fortzelle historier om, hvordan Sinatur arbejder med
baredygtighed

Kizede nye medarbejdere pé til at forst3 Sinaturs
samfundsambition

Nils arbejder
som havemand

Men han tzeni alt andet, han gor.

Fé indsigt, hwordan Nils sstterord pd sit gronne mindset ( Learn mo

(TANIA-RES

SINABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

DECIDE WHAT ROLE YOU WANT TO

Funder:
Bidrager til finansiering af sagen

(TANIA-NRES
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NVABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING ) STEP 2: HOW

DECIDE WHAT ROLE YOU WANT TO PLAY

Facilitator:
Guider og inspirerer andre og giver nia
dem en platform at tale og handle fra _Patago

Action
Works

Answer with
Action

(TANIA-RES

éhNABlLlTY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING STEP 2: HOW

DECIDE WHAT ROLE YOU WANT TO PLAY

Uddanner:

Gor fans - medarbejdere, kunder,
partnere - klogere og uddanner dem
til selv at kunne handle

Best Practices for Success in
the Environmental Movement

Nora G;llégher &
Lisa Myers

(TANIA-NRES
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NVABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

DECIDE WHAT ROLE YOU WANT TO PLAY

Fortaler:
Taler hgjt om den forskel der gnskes

skabt

A FILM BY SWEETGRASS

Jumbo
Wwild -

A

(TANIA-RES

SINABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING

DECIDE WHAT ROLE YOU WANT TO PLAY

Kriger: patagonia @ - Fllow
Provokerer, revolutionerer og he
sagseger

patagonia “We've fought to protect these
places since we were founded and now
well continue that fight in the courts.” —

President
Stole Your
Land

In an illegal move, the president just reduced the size

of Bears Ears and Grand Staircase Escalante National
O Q

234,387 likes

Monuments. This is the largest elimination of

protected land in American history.

(TANIA-NRES
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15.11.2023

EXERCISES

REFLEKSION

Hvilken rolle — hvilke roller — er
mest vaesentlige for din virksomhed
at indtage?

1:NELLIS

éhNABlLlTY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING STEP 3: WHO

7 PLANNING STEPS FOR YOUR CSR COMMUNICATION | GUIDE

..do we
primarily want
to target our

communication

at? (determined
by your
strategic and
operational
goals).

7 Planning Steps For Your CSR Communication. ® TANIA ELLIS - The Social Business Company®

N 17:\IT-ELLIS
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INABILITY
N

BACKGROUND 8 TRENDS

STEP 3: WHO

EXTERNAL & INTERNAL COMMUNICATIONS

&
G:J'.‘
o

oY
N

A}

(TANIA-RES

AINABILITY
ON

BACKGROUND 8 TRENDS

7 PRIBTEPLES WHOSTRATEGIC PLANNING

STEP 3: WHO
INTERNAL STAKEHOLDER ANALYSES
(See Module 1)

STAKEHOLDER MAP | TEMPLATE

!
E) Latents Promoters
Trends Keep satisfied Manage closely
&materialities

6 ANALYTICAL STEPS

3
Stakeholders Apathetics Defenders
(@ &internal) [

Keep informed.

Interest
NTERNAL STAKEHOLDER MAP

Employee Segmentation
Senior leadership team
Top exccutives across
the organiation
Millennials

Marketing and communications.
managers from each business area

Other primary customen-acing
fopees e,

(TANIA-NRES
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NVABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING STEP 3: WHO

INTERNAL
COMMUNICATION

EXAMPLES THEME WEEKS INTERNAL CAMPAIGNS

(Module 2, Part 2)

ety r_'_g

N

-
SIEMENS

DAILY INTERNAL COMMS

ARTEFACTS = DAILY INTERNAL
COMMUNICATIONS
= Internal newsletter with short
sustainability messages as a
communication channel

Repetition of our common goals

Reminder about rethinking
actions in daly business

Sharing best-practice

(TANIA-RES

éhNABlLlTY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING STEP 3: WHO

E M P L O Y E E / Chr. Hansen @Chr_Hansen - Apr 24, 2017
ADVOCACY v Follow Annemarie Meisling @AMeisling_CH and keep up-to-date with our

work to address global challenges with #bioscience

PERSONAL

B R A N D | N G » Annemarie Meisling @AMeisling_CH - Sep 28, 2020
: o Meisling Want to know how to reduce food waste in dairy with #GoodBacteria.
Annemarie M

<« 466 Tweets Then check out this 15 minutes webinar with Julien Biolley-Just from Chr.

Hansen

Unleashing the Power of
Following Good Bacteria to Fight Food
Waste in Dairy Products

Meisling linkedin.com
Annemarie Meisling on Linkedin: Unleashing the Power of Good Bacte...
<on Tweets about 1€ ! Cornell University is one of the top universities in the world when it
hY/Har:jBacter'\a 1#SDG #sustainability comes to food science. As one of their proud partners, this symposiu...
#Goo!

Annemarie

@AMeisling CH Followsyer generative #purpose

change maker @cCl

Sustainability odWaste

#SustalnableFood #F

(TANIA-NRES
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PERSONAL BRANDING IS NOT hOW
ABOUT BECOMING FAMOUS ’Your

BUT ABOUT BEING you Personal
RECOGNIZED FOR WHAT see Brand

yourself®

YOU ARE GOOD AT.

(TANIA-RES

é;\‘NABlLlTY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING /) STEP 3: WHO

EKSTERNAL STAKEHOLDER ANALYSES
(See Module 1)

A STAKEHOLDER RATING STAKEHOLDER MAP | TEMPLATE
| TEMPLATE
Scoping &Planning PP— P R —
3 1 J € A A
Trends G
& materialities

6 ANALYTICAL STEPS

Influence

CSR STAKEHOLDER VALUE PROPOSITIONS | TEMPLATE

Stakeholders | Demands & CSR activities Our added value Our added value Goals/Indicators/KPls
expectations (our stakeholder Financial returns Societal returns
response)

(TANIA-NRES
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CONSUMER
EXPECTATIONS

BACKGROUND

SEE MORE CONSUMER SURVEYS IN
ONLINE LIBRARY #CONSUMERS #REPORTS

AINABILITY
ON

CONSUMER
EXPECTATIONS

BACKGROUND

8 TRENDS

7 PRINCIPLES STRATEGIC PLANNING

The Nordic Consumer
Sustainability Index 2022 — in short

We are concerned for the environment
and motivated to act

Despite the critical situation in many areas e.g.
high inflation, the environment s still a major
concern for consumers in the Nordics

Climate change, plastic waste and loss of

biodiversity are considered to be the most
critical issues

Most of us are motivated and try to reduce our
environmental impact

Our mind, the society model and green
noise work against our intentions
Even though most people are motivated,

unconscious mental processes can be an
obstacle for behavioral change

The physical environment and model of society
often discourages green actions and behavior,
and instead stimulate to more consumption

Green noise in the form of

A green gap between our today’s lifestyle

and a future sustainable lifestyle

Almost everyone are doing something to reduce
their environmental burden

Itis primarily actions that don’t require major
change or letting go of comforts

Only a few does many high impact actions that

are more demanding

We consume much more in the Nordic countries
that what is sustainable

Few are satisfied with the effort to make
the green transition happen
We expect more action from both companies and

governments. Especially the greenest segment is
very impatient to see more action

More information is not the way to get more
action from consumers in general. This will only
work for the greenest consumers

ecolabels that are well known and

stands in the way for consumers who want to
make more environmentally friendly choices

trusted can be part of the solution for consumers
to make more environmentally friendly product
choices.

Source: Nordic Consumer Sustainability Index by Nordic Swan Ecolabel, IPSOS 2022

8 TRENDS

7 PRINCIPLES STRATEGIC PLANNING

15.11.2023

STEP 3: WHO

#consumers #reports

(TANIA-RES

STEP 3: WHO

#consumers #reports

9 ud af 10 mener, at egen miljgpavirkning er lavere eller som gennemsnittet i eget

land

55% finder det ofte sveert at se, om produkter er gode miljavalg, hvilket ger det
grenne valg sveerere

7 ud af 10 mener, at virksomhederne ofte overdriver, hvor miljgvenlige deres
produkter er

Kun 22% stoler pa, at et produkt er et godt miljgvalg, nar det markedsfares med
begreber som miljgvenlig, baeredygtigt eller klimaneutralt

61% irriterer sig ofte over, at produkter markedsfgres som ‘grenne’ uden en god

forklaring

Kilde: Nordic consumer sustainability Index, Nordic Swan Ecolable IPSOS 2022

(TANIA-NRES
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7 PLANNING STEPS FOR YOUR CSR COMMUNICATION | GUIDE

2. HOW 4. WHICH
CHANNELS

..do we want to
use to reach
our selected

target

audience? (e.g.
social media,

public
speaking, PR

with
link/reference
to full report).

(@

nnnnn g Steps For Your CSR Communication. © TANIA ELLIS - The Social Business Company®

STEP 4: CHANNELS

61

EXERCISES

REFLEKSION

Hvilke kommunikationskanaler benytter | til at
kommunikere om jeres CSR/ESG-tiltag /
samfundsengagement?

Udarbejd en brainstorm liste over kanalerne
(teenk i bade formelle/uformelle, skriftlige/personlige)

(@

1i7:NIIELLIS
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COMMUNICATION CHANNELS | GUIDE

Written (“formal”) Personal (“informal”)

Website (corporate, dedicated) Stakeholders (e.g. customers)
Webshop Customer meetings

Intranet, internal channels Exhibitions, fairs (messer)
Advertisements (job ads, flush ads, branding ads) Sales meetings / sales reps
Letterhead stationery Employees

Business cards Speeches

Signs Seminars/conferences

Annual reports Networking events

Invoices, offers Idea hack events

Articles, blog posts School visits

Newsletters Job interviews

E-mail signatures Public events (e.q. Folkemadet)

Social media (e.g. Twitter, Facebook, LinkedIn, Instagram, | Social media (e.g. Twitter, Facebook, Linkedin, Instagram, Pinterest)
Pinterest) Influencers (e.g. bloggers, celebrities)
Google ads, SEO Work groups, task forces

PR Awards

Product catalogue, info sheets Coffee machine

Care labels, hang tags Employee gifts

Merchandise (t-shirts, mugs etc) Customer presents

Sales materials Product samples

Screen savers, webinar background X-mas gifts (customers, employees)

1-220Z oA

(TANIA-RES
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INTERNAL
COMMUNICATION Reinforce sustainability strategy in every communication

CHANNELS |
EXAMPLE

Interface

Every letter that goes out

Every certificate about products sent to customers

T-shirts worn by factory workers

Coffee mugs used by employees everyday

Posters and labels in factories and showrooms Hvordan forteeller

| historien
Every tender document gennem hele

isen?
Every boX of carpet tiles kunderejsen?
All samples sent out to customers
Technical instructions on how to install carpet

All internal and external communication materials...

(TANIA-NRES
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COMMUNICATION CHANNELS
ROSKILDE FESTIVAL TOUCHPOINTS
[ EXAMPLE
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STEP 4: CHANNELS

#moduled #communication #cases °
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oge samicees biacenen
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N \svmmnz
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\..,mm *—{ Vejen til RF
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Kommunikationsform

Tkonkommunikation :ikon
Velegnet fl sma ikoner, som et logo eller en lle sztning, x slogans.

CandyCommricaton:cfch

~N

Deltagere

a
frivllgt feam eller organisation, presse eller indhold. Herunder
nar de indg:

festivalen f p

lidsjle & sekretariat

Lot

Fxvideo, billeder,skife,
sm«e & letakodelige put usw:

Content:viden
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BACKGROUND

AINABILITY
ON 8 TRENDS

USE COMMUNICATIONS CHANNEL
TO "WALK THE TALK"

Shop Women  Shop Men

4. Informs the user of
the impact of their
browsing behavior.

5. Does not make use

of videos.

7. Compresses all data
to the greatest extent
possible.

organicbasics  Regular store

im, indlzeg Uskriv p: . foredrag,
Ktuell :

osv.

Deltagerinvolvering :leg og inddragelse

rivillige
Allefivillige, der arbejder pé for,under og efter festivalen.

. der bidrager |

Egnet

kan akiiveres, hvor RF

at
gare det.Fxanvejn rasatonenlFesthaen varesvarfoos o

partnere.

Gewoger, Kenbode s v 0oy @Iog 5t
opr,smng/opmgmng proces

Omverden

Medier, der
for g ad delfagerne KormeetTaf it e el af Samt gonerel
oplysning om holdningsarbejdet. P& den anden side af festivalen

opnéet.

7 PRINCIPLES STRATEGIC PLANNING

Manifesto

8. Loads only the
most crucial
programming scripts,
frameworks an
cookies.

billede, vi skaber os udadil. Kommunikation fl denne malgruppe er
derfor 0gs3 synlig og flgenet de andre malgrupper.

(TANIA-RES

STEP 4: CHANNELS

#module4 #communication #cases

6. Stores data locally
on the user’s device
to minimize data
transfer.

(TANIA-NRES
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INNABILITY BACKGROUND 8 TRENDS

USE COMMUNICATIONS CHANNEL
TO "WALK THE TALK"

SINABILITY BACKGROUND 8 TRENDS

LABELS FOR ACTIVISTIC
COMMUNICATION....

7 PRINCIPLES

7 PRINCIPLES

STRATEGIC PLANNING 7

#module4 #communication #cases

STRATEGIC PLANNING

STEP 4:

STEP 4:

CHANNELS

15.11.2023

(TANIA-RES

CHANNELS

(TANIA-NRES
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7 PRINCIPLES STRATEGIC PLANNING ’::"

STEP 4: CHANNELS

DIRECT TRADE
Vi handler direkte med kaffefarmerne.
COFFEE COLLECTIVE Det ger vi, for at sikre os den bedste

kvalitet af ravarer, og samtidig sikre
farmeren en betaling, som praemierer
den hgje kvalitet. Det er i virkeligheden
meget simpelt. For at farmeren kan
fortseette med at leegge det store
arbejde i at dyrke specialkaffe, skal han
eller hun ogsa betales herefter.

(TANIA-RES
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BACKGROUND 8 TRENDS

STEP 4

7 PRINCIPLES STRATEGIC PLANNING y

: CHANNELS

COMMUNICATION
WITH LABELS &

CERTIFICATIONS

THE BUTTERFLY MODEL

\ e ' 4 DS 43001

e-maerket

| -
>~ =
rJ @ ANBEFALET AF ‘ r
kontrolleret DYRENES
okologisk % BESKYTTELSE g
— COSMOS .
©  ORGANIC
WWW.LETZCERTI.COM

XM.&.‘X#

(TANIA-NRES
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STEP 4: CHANNELS

&

SINATUR

Du spiller en viglig rolle i vores
forretningsstrategi

STRANDBY
FISK

(TANIA-RES
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MAKE IT EASY

MOBLER

(W=

Samvirke

Dit klimaaftryk fra madindkeb
116 kg COe

Folg dit

pejagt: Hvilke er giftige, og
52

(TANIA-NRES
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EXERCISES

OPGAVE

Hvilke interessenter bgr min virksomhed malrette sin

CSR-kommunikation til?

Hvilke kanaler kunne veere relevante at tage i brug
for at informere/kommunikere/engagere de udvalgte
interessentgrupper?

N, 1ILELLIS

é\INNABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING / STEP 4: CHANNELS

PRIORITIZED STAKEHOLDERS
(Analysis from Module 1)

J [ CE

Which persons,

companies and

organizations are affected

by or have significant
influence on our business
operations?

C] (place in inner circle)

Which persons,

companies, organizations

or authorities - in addition

| to the above-mentioned -
/

j / may have a significant

impact on your business?

L ] (place in outer circle)

Model inspired by Overskud Med Omtanke, Erhvervs- og Selskabsstyrelsen, 2006
[TANIAH RS
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Kanaler Vores vigtigste interessenter

3.

Hjemmeside

Arsrapport

Nyhedsbreve

Facebook

LinkedIn

Twitter

Presseomtale

Artikler

Annoncer

Foredrag

Meder

Konferencer

Kurser

1:NELLIS

75
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PLANLAGNINGS-
VARKTQOJ Our most important People stakeholders
| EKSEMPEL 3.Potential | 4.Educational | 5.Familiesof | 6.Customers &

Website

Annual
report

Newsletters *
(current &
potential)

Facebook X

Linkedin X

PR Nothing Nothing Nothing Nothing Nothing
planned in planned in planned in planned in planned in
2013-2014 2013-2014 2013-2014 2013-2014 2013-2014

Articles — X

Speaking

Ambassador
meetings

Conferences

Courses

Intranet

Training

lob
introductions

(TANIA-NRES
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Hvem er ansvarlig
for kommuni-
kationen?

INABILITY
N

Hvornéar og hvor ofte
kommunikerer vi?

KOMMUNIKATIONSPLANEN | SKABELON

Hvilken effekt
ansker vi, og
hvordan males den?

Hvordan

Hvad kommunikerer vi
kommunikerer vi?

Hvem kommunikerer
om?

Initiativ
vi med?

(TANIA-RES

TRENDS 7 PRINCIPLES STRATEGIC PLANNING STEP 5: WHAT

AINABILITY
ON

7 PLANNING STEPS FOR YOUR CSR COMMUNICATION | GUIDE

1. WHY 2. HOW 3. WHO

4. WHICH
CHANNELS

..do we want to
communicate?
(choice of
messages

adapted to

your chosen
target

audience).

7 Planning Steps For Your CSR Communication. © TANIA ELLIS - The Social Business Company®.

1:NILELLIS

78
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INPUT TIL
KOMMUNIKATIONS
PLANEN

(Se Modul 1&2)

Interne analyser (Modul 1)

VASENTLIGHEDSANALYSE

Materiality analysen

Rammer Reaktioner
Retning Risiko
Regler Resultater
Roller Refleksioner
Relationer

Risikoanalysen 9R Forandringsanalysen ——

(TANIA-RES
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TELL STORIES

1o hell with facts!
We need stories!

Reports, numbers and rational arguments are easily forgotten, but stories stand the test of time.

(TANIA-NRES
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Vi har brug foren pos itiv fremtld
hvor vi fjerner kllma-apaﬁen

Per Espen-Stoknes, klimapsykolog
Distancering

Dommedag.

Dissonans.

Fornzegtelse

dentitet ‘QJRC}}\_DN‘YWA‘T
“L(ME
/\ HN(‘ ‘K\a\N\‘ S

R - \VgRg

|
[TANIASNEE]

é\hNABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING /) STEP 5: WHAT

Viden alene virker ikke.

Verdens udfordringer skal ikke ind i
hovedet pa os - de skal ind i vores
hjerter, for vi kan skabe reel forandring

Inspireret af Maria Toft - forsker i miljgadfeerd og klimabevaegelser

(TANIA-NRES
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"’ Worn Wear

a film about th'e stories we wear

(TANIA-RES
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COMMON THREADS INITIATIVE

REDUCE
WE maka uselul goor thal ksts a long time
YOU dont buy what you don't need
REPAIR
WE help you repair your Patagonia gear
YOU pledge 1o fix what's broken
REUSE
WE haip Snd & homa for Patagonia oo
YOU N BOger Nitd
YOU seil or pass it on®
RECYCLE

WE wil take back your Patagonia peer
that is wom out
YOU placige 10 keop your st out of
he lanalil and Incinerator

TR

W

REIMAGINE
TOGETHER we reimaging & workd whars weo take
only what natune can mpiace

patagonia

TANIA-NRES
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#module4 #communicatio

FROM CORPORATE ¥ CORPORATE  SHORT&DOC LS ABOUT
BRANDING TO WGUPEHHM}EN FILM COMPANY.

STORYTELLING

NEWS

KENYA - A FARMER'S STORY

And | remember when | started this farm.

http://www.cphfilmcompany.dk/portfolio-item/kenya-a-farmers-story/

(TANIA-NRES

43



NVABILITY BACKGROUND

8 TRENDS

MAKE YOUR CUSTOMER THE HERO

Link til video:https://www.youtube.com/watch?v=23LnEPW6k5A

éhNABILITY BACKGROUND

VORES MAL ER AT INSPIRERE 50
MILLIONER MENNESKER INDEN 2020

68

Vivil Inspirere husholdning tl at gare en forskel | kampen mod madspild. Der findes
ingen nem made at taelle hvor mange mennesker, man inspirere. S& vi har valgt at male
det ud fra antal registrerede brugere af vores app.

ERE END 1/3 AF
L MAD SPILDES

2,4 3.982 9,0

mitioner mennesker roddsr caféer, restouranter,
llereds mad | Danmark supermarkeder, bogerlsr,
hotoler (03 meget andet) ori
‘oppen

milfoner mitidor reddt |
“Donmark - indth idste

8 TRENDS

TOO GOOD TO GO
KOM MED PA
MADSPILDSSKOLE

10 dage siden | Lea Mosegaard

GREEN FRIDAY

PS & TRICKS

GORBLACKFRIDAY
GRON

2rsiden | Lea Mosegaard

TIPS & TRICKS
KAN MAN LEVE AF
OVERSKUDSMAD?

2 arsiden | Sabine

OPSKRIFTER
SP/ZNDENDE
RETTERAF
OVERSKUDSVARER

2 r siden | Katharina Kjeldgaard

7 PRINCIPLES STRATEGIC PLANNING STEP 5: WHAT

15.11.2023

(TANIA-RES

7 PRINCIPLES STRATEGIC PLANNING STEP 5: WHAT

Klar mission
og mal

86 procent af
danskerne ved godt,
at madspild er en
central del af
klimaproblematikken
- men ofte ved de
ikke, hvad de skal
gere ved det.

(TANIA-NRES
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SIMPLIFY
MESSAGES

"

1 X Jj Climat
NAZ Justiceg
2 ow!
SUS,

fooe W4
) 08 or )
SOS :

(TANIA-RES

é\hNABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING STEP 5: WHAT

VALUES-LED ACTIVISM

Where it Campaign Goal of
starts development Campaign

(TANIA-NRES
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BE AN ACTIVIST

start 2008

Tony’s creates awareness

start 2012

Tony’s leads
by example

Our mission to make 100% slave start 2019

free the norm in chocolate is not Tony’s

easy. The situation is complex. ] n ]

But Tony's roadmap will help us splres to aCt
accomplish it.

(TANIA-RES
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BE AN ACTIVIST

Tony's Chocolonely
56,263 followers
4d « Edited « @

Together with 49 other Dutch companies, we sent a letter to Minister Sigrid
Kaag. In this letter, we as a business express our support for a legal framework
for due diligence ensuring more transparency and equality in the supply chain.
We strongly believe that companies should seriously tackle their negative
impact on human rights and the environment.

More legislation is needed! Go Kaag!

https://Inkd.in/e2x9pKX

Due Diligence Legislation puts an end to.. - Tony's Chocolonely

tonyschocolonely.com « 2 min read

(TANIA-NRES
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3 TYPES OF
CORPORATE
ACTIVISM

1. Toplederaktivisme

Toplederaktivisme drives af markante og abenmundede topledere, der bruger deres platform,
taletid og reekkevidde pa sociale medier til at udbrede et markant synspunkt og italesaette det,
der er galt med verden.

2. Forretningsmodelaktivisme
Forretningsmodelaktivisme beskriver den form for aktivisme, hvor virksomheden bruger
forretningen som lgftestang til at lase samfundsudfordringer.

3. Bevaegelsesaktivisme

Bevaegelsesaktivisme er et udtryk for brands, der mobiliserer deres fanskare til at kaste lys pa
konkrete sager og som lgftestang til at eendre uretfaerdigheder, fx gennem aktivistiske
kampagner og aktiviteter. Brands, der giver deres medarbejdere og kunder en platform, sa de
har lettere ved at bevaege sig fra at vaere ansvarlige forbrugere til at vaere aktive borgere.

KILDE: Mark

(TANIA-RES

SINABILITY ‘ BACKGROUND 8 TRENDS 7 PRINCIPLES STEP 5: WHAT
.!!bx UNE
R CONNECTION TO

g(‘(?UR'CORE I'BU‘SINESS CIRKULZR
OKONOMI

IKEA tilbagekeber deres
gamle mebler for at

give dem et nyt liv - og
AT BSETET ~~ o
IKEA-KATALOGEN GAMLE ‘ dermed minimere

Ring Nima p& 941 66 916

maengden af affald og

forbruget af ressourcer.

Ma=<

(TANIA-NRES
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Feellesskaber danner en lokal kultur, der
F%l leSSka ber er et gOdt pavirker mennesker til at leve mere

redskab til at begraense limavenligt

vores kllmaaﬁ:ryk og fa Tage afsaet i andelstanken - alle kan veere

; med, behgver ikke en gren profil, men at man
sat gang | den grenne beslutter sig for at gere noget i feellesskab

omstilling

Som individ kan vi ikke veere specialister i det
hele - det kan feellesskaber - inspirere og
motivere hinanden

Ogsa nar man kontrollerer for indkomst,
politisk orientering, viden om klima, alder og
ken, tyder det p3, at feellesskab isoleret set
bidrager med et markant formindsket
fodaftryk

v' I Kilde: Compass - Collective Movements and Pathways to Sustainable Societies - Beskrevet i information 2020

(TANIA-RES
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ACT TOGETHER - PATAGONIA CIVIL ENGAGEMENT

_— ; Answer with Action

Action
Works K Patagonia Action Works: Connecting Individuals and Grassroots
P - & Organizations to Bring About Positive Change on Behalf of the Planet
atagonia ActionWorks

U () @

AND LocAL comat
VTS ¥ omecTLy

n 1972, Patagorsa opaneditha doors of our corporste
offces 0.3 young graduote studens, Mark Capelh, Mark was

help 10 protect C Street, ona of ou Eavorts point breaks

Wo gve Mark a dosk and maibo aad occaonaly 3 grant
chock. Anct 3 Patagona grom. 0 ce ous support for

s gratitying 1 see how our money and intarest i b

e far waching logal rocadants fo proacting waters
satemde
e thos ealy days we've donted more than $39

globe, il working 1o create posdive change forthe planet
athaie own backyard. This dvecse 3nd scrappy bunch

They

originstores,

brotected and restored

(TANIA-NRES
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7 PLANNING STEPS FOR YOUR CSR COMMUNICATION | GUIDE
1. WHY 2. HOW 3. WHO 4. WHICH 5. WHAT 6. HOW
CHANNELS OFTEN

HOW OFTEN

7 PRINCIPLES

L‘NAB'LITY BACKGROUND 8 TRENDS

..do we wish to
communicate?
(your strategic
and operational
goals will
determine
frequency and
time period).

7 Planning Steps For Your CSR Communication. © TANIA ELLIS - The Social Business Company®
17:NII-ELLIS

15.11.2023

97

STEP 6: HOW OFTEN

8 TRENDS 7 PRINCIPLES

AINABILITY
ON

When and how often

do we communicate? for the

What effect do we
want and how is it

measured?

COMMUNICATION PLAN | TEMPLATE

What do we
communicate about?

How do we
communicate?

Who do we
communicate with?

Initiative

Who is responsible

communication?

1I:NIELLIS

Translated from “Forandringsledelse og forandringskommunikation”, Kousholt, Bjarne, 2014
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}\‘NAB"—'TY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING ) STEP 6: HOW OFTEN

COMMUNICATION
PLAN | EXAMPLES

ommunication plan

(TANIA-RES

SINABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STEP 7: MEASURE

7 PLANNING STEPS FOR YOUR CSR COMMUNICATION | GUIDE

1. WHY 2. HOW 3. WHO

4. WHICH 7.HOW TO
CHANNELS MEASURE

..whether we
have
succeeded
(e.g. use of

quantifiable
KPls &
measures).

7 Planning Steps For Your CSR Communication. © TANIA ELLIS - The Social Business Company®

N 17:\T-ELLIS
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H“AB"-'TY BACKGROUND 8 TRENDS 7 PRINCIPLES STRATEGIC PLANNING STEP 7: MEASURE

#module4 #communication

GROW 10 most common social media BRAND
ENGAGEMENT marketing goals AWARENESS

Comments. « Increase brand awareness
Fans/Followers

Likes, Saves Initiate conversation with your customers Website visits through social media platform
Shares, Regrams, Reweets, Reposts ‘Shares/Re-shares

Generate interactions using owned or shared media
Engagement rate € Mentions.
Mertons, Enhance customer support Inbound traffic
Replies. Assemble a group of loyal advocates Trackbacks

User-§ ated contents.

Video Views Spur product development A
Bounce rate LIS
Tore cpest orsie Grow website referral traffic to key web pages Hides

Get more potential leads

Hire employees

Research/Survey
Time spent on landing page
Bouncerate
impressions.
Reach
Total number of social shares
Profilevisits
Link or image dicks

INCREASE
S SALES PUBLIC

Emailsign-ups

e « Puthases/Saes RELATIONS

Cost per lead ) .
(Cont per chck * Website conversions

Blog subscriptions * Paid event ticket sales
Direct website inquiries * Customer acquisition cost
Quality of inqiries .
Group membership o ¥
Returns, Refunds Growth of your community micro-influencers

(TANIA-RES
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SINABILITY BACKGROUND 8 TRENDS 7 PRINCIPLES STEP 7: MEASURE
SOCIAL MEDIA KPI / INTERACTION METRICS | GUIDE

1. Alerts (register and response rates / by channel / CTR / post click activity) 18. Posts

. Bookmarks (onsite, offsite) 19. Profile (e.g. update avatar, bio, links, email, customisation, etc)

20. Print page
3. Comments 50

21. Ratings
Downloads
22. Registered users (new / total / active / dormant / churn)
. Email subscriptions
23. Report spam / abuse
. Fans (become a fan of something / someone)
24. Reviews
. Favourites (add an item to favourites) .
25. Settings
. Feedback (via the site . : . S A
( ) 26. Social media sharing / participation (activity on key social media sites, e.g. Facebook,

. Followers (follow something / someone) Twitter, Digg, etc)

10. Forward to a friend 27. Tagging (user-generated metadata)

05-G- £ 88Y/60|q/Wos AoueyNsU08//sdy :83In0s

11. Groups (create / join / total number of groups / group activity) s

2. Install widget (on a blog page, Facebook, etc) ZaEeSpeTton key BRgsS

. 30. Time spent on site (by source / by entry page)
Invite / Refer (a friend) P ] Y ¥ page)
31. Total contributors (and % active contributors)
. Key page activity (post-activity)
32. Uploads (add an item, e.g. articles, links, images, videos)
. Love / Like this (a simpler form of rating something)
33. Views (videos, ads, rich images)
16. Messaging (onsite) . 3 N .
34. Widgets (number of new widgets users / embedded widgets)

17. Personalisation (pages, display, theme
(pag DAY, ) 35. Wishlists (save an item to wishlist)

JuswabeBus-ainseaw-djay-orsidhy-elpau

(TANIA-NRES
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7 PRINCIPLES STRATEGIC PLANNING STEP 7: MEASURE

L‘NABILITY BACKGROUND 8 TRENDS

COMMUNICATION PLAN | TEMPLATE

When and how often  Who is
do we communicate? responsible for the
communication?

What effect do we
want and how
measured?

How do we
communicate?

Initiative Who do we What do we
communicate with? communicate about?

Translated from “Forandringsledelse og forandringskommunikation”, Kousholt, Bjarne, 2014

VI I:ILELLIS
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BACKGROUND TRENDS

7 PRINCIPLES STRATEGIC PLANNING

7 PLANNING STEPS FOR YOUR CSR COMMUNICATION | GUIDE

TAINABILITY
ION

1. WHY 4. WHICH 7.HOWTO

..do we wish to
communicate?
(which strategic
and
operational
goals do you
wish do
address with
your
communication
, e.g. employer
branding,
increased
sales,
stakeholder
engagement).

..dowe
primarily want
to target our
communication
at?
(determined by

your strategic
and

operational
goals).

CHANNELS

..do we want to
communicate?
(choice of
messages

adapted to

your chosen
target

audience).

7 Planning Steps For Your CSR Communication. © TANIA ELLIS - The Social Business Company®

(e.

]/

MEASURE

.whether we

succeeded

quantifiable
KPls &
measures).

have

g. use of

AMILELLIS
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KEY LEARNINGS

WHAT YOU HAVE LEARNT... @ e

Kort om hvorfor vi skal kommunikere om vores indsats

WHY

& HOW WHAT

8 kommunikationstendenser indenfor baeredygtighed
7 principper for impact kommunikation

Kommunikationsstrategi & planleegningsvaerktg;j

En masse eksempler pa baeredygtighedskommunikation

1:NELLIS

(e

105

CLEAR COMMUNICATION

PART 1 PART 2 PART 3
WHY-WHAT-HOW How WHAT-WHY-HOW

SUSTAINABILITY SUSTAINABILITY AUTHENTIC
REPORTING COMMUNICATION COMMUNICATION

Reporting requirements, Communications strategies Greenwashing
standards & processes in words & action & CSR dilemmas

Expert contributor: Expert contributor:
Helena Barton, Deloitte (7 principles & 7 planning steps) Nicolinel®lesentMark

Real-life case: Expert contributor:

) Real-life case:
Helle Carlsen Nielsen, Falck

Nicoline Olesen, Mérk Jesper Nymark, Danwatch

(TANIAZNEE]
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THE SOCIAL
BUSINESS
ACADEMY

TANIA ELLIS - The Social Business Company®

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

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

$ WWW.TANIAELLIS.COM
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