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WHAT YOU WILL LEARN... 4

SUSTAINABILITY & SALES

Reasons why sustainability should be part of B2B sales efforts
B2B + B2G | WHAT-WHY-HOW
The potential business benefits of putting sustainability into sales

The sustainable sales process in 5 steps

HOW  WHAT WHY

How to create segmented and relevant sales argumentation

Different examples of sales value propositions
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Our contribution to the UN Global Goals

More than 809% of Chr. Hansen's revenue contributes to the UN Global Goals
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ThermIT lost million order because they
didn’t have a concrete SDG work plan

€ Manglende verdensmal kostede
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POTENTIAL
BUSINESS
BENEFITS

STRONG PARAMETER
IN E.G. PUBLIC BIDS

DIFFERENTIATION com
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PREMIUM PRICE

STRONGER CUSTOMER
VALUE PROPOSITION

NEW ENGAGEMENT

STRONGER CUSTOMER
OPPORTUNITIES

RELATIONS/LOYALTY
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SUSTAINABILITY & SALES
(B2B & B2G)

Show you you how you

can link sustainability to

s, it m ibility y efforts, so it

ale: creates value for both

society, your customers.

mply with and the company's own
bottom line.
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ONE SIZE
FITS

ALL?
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A GENERIC

SALES PROCESS

Qualify the leads

Build the relationship

Negotiate and close
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THE SUSTAINABLE
SALES PROCESS

#1 - Segment your customers ®

#2 - Understand your cu:

Discover their needs

#4 - Build value creation & impact into re

Present a solution
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THE B2B CUSTOMER MATRIX

Shared CSR goal
Training/educatio

Budget impact
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SEGMENT YOUR
CUSTOMERS
| EXAMPLE

Example: segmentation in construction industry

(oo il | Heciione] LCEEiBL: In the B2B space, as the climate change agenda strengthens amongst corporates,
projects building Renovation

we have been able to position services like cloud, and other ICT solutions as
Private Private Requirementto  Prioritise energy

enablers for the B2B clients’ carbon reduction strategies.
contractors contractors meet the strictest  efficiency and
seeking materials looking for public sector reduced water
& i i for c
with specific reductions but audited lifetime

green balancing with  carbon m ~ Andrew Buay, Vice President, Sustainability
certifications, cost-effectiveness emissions 1\

such as LEED or

BREEAM
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THE SUSTAINABLE SALES PROCESS

REDUCE YOUR ENERGY USE
FROM OPERATIONS BY UP T0

#1 - Segment your customers
O e
#2 - Understand your customer’s interests & needs

WITH INVERTERS
FROM ELTWIN

T #3 - Relate your CSR efforts to your customer's needs Li&
o
#4 - Build value creation & impact into rewards/bonuses B

#5 - Invite customers to be part of joint CSR efforts.
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Revise and update adidas
IDENTIFYING CUSTOMER - Group's strgtegyand q Identify key stakeholders:
CUSTOMER NEEDS OFNEEDS : programmes internallyand externally,
locallyand globally
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input centrally
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VALUE-BASED SALES EXAMPLES OF QUESTIONS

Are you experiencing sustainability demands from your mar
Ifnot, (when) do you expect
1. Open questions about customer’s processes When do you think investors/shareholders/customers/consumers will put
sustainability demands?
2. Elaborating questions Do you see a need for working with sustainability as part of your
business
3. Challenging questions
9ing 9 Can you see any potential benefits for you to work with the sustainabilty
. . agenda?
4. Presentation of solution
Do you have a plan for your sustainabiliy efforts?
Do you report on sustainability?

Do you use the SD part of your sustainability fram;

Houw fast would you like to be able to communicate results?
What kind of results?

WALELLIS ALELLIS
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Hvis det er noget, der giver vaerdi for kunden, laegger vi vaegt pa det - og
hvis ikke, ger vi ikke. Vi stiller sporgsmal som fx “Hvad betyder det med
baeredygtighed for jer", "Hvordan har | taenkt jer at omsaette det i jeres

indkebsproces?” (ofte sidder kunden ikke med ideen til, hvad man séa kan

gere - men det kan vi sa byde ind med forslag til). Denne tilgang har enkelte
gange fort til, at vi ikke har praesenteret noget som helst, idet vi ikke har
kunne se os som en vaerdi-skabende faktor i kundens processer. o,

Jan Hajvang Matthiesen, Section Manager
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SALES TRAINING |

@

Sustainability
Network

Eco Advocate
Program

Focus:
Customers
. _

Focus: Sites and
communities

&briefings

(Spekers burea
3. Deeper knowledge
+tools

2. Quick tips and news

1. Basic knowledge
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SUSTAINABLE SALES PROCESS

#1 - Segment your customers

CONSUMER ENGAGEMENT (B2C)

WHERE DO WE HAVE A
POSITIVE/NEGATIVE IMPACT?

Product  Purchasing
development

Production  Distribution

and service

Eco Advocate content levels
4. Customer intimacy

1-hour web-
casts + tools

Podcasts
Sales newsletters

Four 10-minute videos

WILELLIS
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Re-use

WILELLIS

CONSUMER ENGAGEMENT

HOW TOP DANISH COMPANIES SUPPORT SALESPEOPLE

1. Training: In sustainability,
terminology, relevant issues to the
business and customers,

and greenwashing regulation

2.Tools: E.g. approved messages,
sales slides, communications
checklists, impact calculators

3. Vetting: Checking of sales materials
before they are shared externally

=
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Your Offering

The What The
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Your Value Proposition
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ARGUMENTS

WILELLIS

Business — How do we create a
measurable gain for the
customer?

— How do we help
customers to follow the
regulations and norms?

Do Good - How do we hel
customers to do the right thing?
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HOW THE BETTER EFFECT
INDEX WORKS
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Design Chair made of Ocean Plast
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THE CUSTOMER
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| MODEL
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WHY YOU SHOULD CHOOSE THE FISCHER LIGHTING CONCEPT
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INTERNAL SALES SUPPORT

People & Planet
Positive

IKEA Group
Sustainability
Strategy for 2020

CONTENT PEOPLE &
PLANET POSITIVE
o1, The world around us

02, IKEA vion and business foundations
03, People & Panet ositve

04. Enatiing crange

05, Overview: Peopl & Panet Positve.
06. A more sustanabl e at home

09, A lnte KEA & sustsinabity dtonary

44
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Intel links a portion of
every employee's variable
compensation—from
front-line staff to our
CEO—to environmental
sustainability metrics.
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THE SUSTAINABLE SALES PROCESS | GUIDE

#1 - Segment your customers

#2 - Understand your customer’s interests & nee

#3 - Relate your CSR efforts to your customer's needs Li
o

#4 - Build value creation & impact into rewards/bonuses 7@

#5 — Invite customers to be part of joint CSR efforts

T Susasbi e rocess.TANIA ELS - The Sl usioass Company

WRILELLIS

health

GSK creates a new business
model with innovative )
marketing and sales practices

The pharmaceutical company ranks first in both trust and customer value,
according to  survey of 4,000 US healthcare professionals. Tom Idle reports...

GlaxoSmithKline
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SUSTAINABLE SALES PROCESS | GUIDE

#1= Segmentyour customers @

#2 - Understand your customer’s interests & needs

pe—

#3 - Relate your CSR efforts to your customer’s needs °

000

#4 - Build value creation & impact into rewards/bonuses B

#5 — Invite customers to be part of joint CSR efforts
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CONSUMER ENGAGEMENT
CUSTOMER VALUE CREATING CUSTOMER
'EEENACGIE[‘”EESNT ALLIANCES | MOD

| GUIDE

#1 - Inform

Sossinable Fondamanil Business - How do we create a
#3 - Influence & educate bien models rowicoa e et v i o
epmatone sl et

csRas
Value-crator

Compliance

— How do we help
s Mediom 1o bigh customers to follow the
with legisation risk management operational effect regulations and norms?
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=

p
customers to do the right thing?

WILELLIS

WRILELLIS

CONSUMER ENGAGEMENT (R2€]

CONSUMER ENGAGEMENT (32€)

SUSTAINABILITY & SALES

SolarCity.

COMPLIANCE SUSTAINABLE
| EXAMPLE BUSINESS
SPRING OVER

| EXAMPLE
O det e bestem ke godt! Kimakravene t byggeriet
HVOR GARDET
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THE SUSTAINABLE SALES PROCESS | GUIC

#1 - Segment your customers
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Indspark: Sadan far du CSR ind i
hjertet af salgsindsatsen

ganandi

. Kortleg jeres egen

baredygtighedsindsats - hvor
differentierer | jer?

. Kend dine kunder - forsta hvad

baredygtighed betyder for dem.

H i or ot ks nck o oy an
o) = g orkzece |
#2 - Understand your customer’s interests & needs €; Siase Ele kel cer g v i atcest | i

. Fortael ikke kun om
produktegenskaber - skab ogsa
synlighed om vaerdien.

. Veerrelevant - undga
“massekommunikation”.
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OTHER USEFUL
RESOURCES

James Bryce Smith
Sustinabity Marketing - Strte
& Creative, Helping 828 companies
investing in sustainabiity create a
competiive advantage.

WHAT YOU HAVE LEARNT.

"W Marketing
sustainability

to customers Reasons why sustainability should be part of B2B sales efforts

The potential business benefits of putting sustainability into sales

The sustainable sales process in 5 steps

HOW  WHAT WHY

What you'll learn about: How to create segmented and relevant sales argumentation

1

2
3. Opportunities and riks

4 Upcating messaging and brancing

5. Haking sustainabiity sppealing whie avoiding greemwashing
6. When i the right time ko communicate

7. What sort o content s relevant

8. Who should paricipate Inthe ncative

9. How to gt started

Different examples of sales value propositions

WAILELLIS

WALELLIS
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PARTNERSHIPS | COLLABORATIVE -CREATION

What segmentation criteria could you apply on your customer base?

What kind of CSR-related needs and interests do they have?

How could you link your own CSR-efforts with customer needs?

How could you train & incentivise your sales organisation?

Which CSR-efforts could you invite your customers to join?

PART 1
WHAT-WHY-HOW

THE SUSTAINABLE
VALUE CHAIN

Sustainable supply chain
management & procurement

Guest contributor:

Value chain due diligence in practice

PART 2
WHY-WHAT-HOW

VALUE CHAIN ALLIANCES
& PARTNERSHIPS

Expert deep-dive
Measuring Scope 1-3 emissions

Sustainability
partnerships

PART 3
WHAT-WHY-HOW
CUSTOMER
ENGAGEMENT

Consumer engagement (b-t-c)

Sustainability & sales (b-t-b)
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