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MODULE 3 I PART 3

SUSTAINABILITY 
& SALES

CUSTOMER ENGAGEMENT
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B2C
Business 2 Consumer

B2B
Business 2 Business

B2G
Business 2 Government
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B2B + B2G I WHAT-WHY-HOW

S U S TA I N A B I L I T Y  &  S A L E S
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K E Y  L E A R N I N G S

W H AT  Y O U  W I L L  L E A R N …

Reasons why sustainability should be part of B2B sales efforts

The potential business benefits of putting sustainability into sales

How to create segmented and relevant sales argumentation

The sustainable sales process in 5 steps

W
H

Y

Different examples of sales value propositions

W
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WHAT
SUSTAINABILITY & SALES 
(B2B & B2G)
Linking sustainability and sales is about how big a part of the company’s revenue 
that contributes to sustainability – or how sustainability contributes to the 
company’s turnover.

Purpose: 

Understand what 
linking sustainability 
and sales is about.
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DO YOU KN OW 

H OW MUCH  OF  

YOUR REVENUE 

CON TR I BUTES  TO 

SUSTAI N ABL E 

DEVELOPMEN T ?  
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#module3 #sales #cases New 
pinboard 
resource
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#module3 #sales #cases New 
pinboard 
resource

Co-branding
Pinboard
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[Kapitaludgifter / investeringer] [Driftsudgifter]

A  R E P O R T I N G  R E Q U I R E M E N T  I  E U  TA X O N O M Y  &  C S R D

[Omsætning]
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WHY
SUSTAINABILITY & SALES 
(B2B & B2G)
Sustainability demands in tenders, concessions and procurement policies along 
with demands for data and documentation from corporate clients are all together 
turning sustainability into a sales parameter alongside price and quality. 

Purpose: 

Understand why 
sustainability should 

be integrated as a part 
of a company’s sales 

parametres.
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B U S I N E S S -T O - B U S I N E S S  ( B -T- B  )  D E M A N D S

SDG12

S E E  M O D U L E  3 ,  P A R T  1 :  M A R K E T  D R I V E R S  ( B 2 B )
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B U S I N E S S -T O - G O V E R N M E N T  ( B -T- G  )  D E M A N D S

S E E  M O D U L E  3 ,  P A R T  1 :  M A R K E T  D R I V E R S  ( B 2 B )
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ThermIT lost million order because they
didn’t have a concrete SDG work plan
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COMPETITIVE/
PREMIUM PRICE

STRONG PARAMETER
IN E.G. PUBLIC BIDS

DIFFERENTIATION
FROM COMPETITORS

STRONGER CUSTOMER 
RELATIONS/LOYALTY

NEW ENGAGEMENT
OPPORTUNITIES

STRONGER CUSTOMER
VALUE PROPOSITION

P O T E N T I A L  
B U S I N E S S  
B E N E F I T S

Put into boxes with 
different coloured frames 

like this
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HOW
SUSTAINABILITY & SALES 
(B2B & B2G)
If your company wants to profit from its CSR efforts, it must integrate responsibility 
and sustainability efforts into its value proposition and sales efforts. For this, you 
have to understand the needs and motivation of your customers, so that you can 
help them gain measurable business benefits; reduce risks and comply with 
regulation; or do good even better.

Purpose: 

Show you you how you 
can link sustainability to 
your sales efforts, so it 
creates value for both 

society, your customers 
and the company’s own 

bottom line.
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A  G E N E R I C  
S A L E S  P R O C E S S

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

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

#2 – Understand your customer’s interests & needs

#1 – Segment your customers

#3 – Relate your CSR efforts to your customer’s needs

#4 – Build value creation & impact into rewards/bonuses

The Sustainable Sales Process. TANIA ELLIS – The Social Business Company® 
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CSR maturity

Budget impact

     
 Main selling points:
• Compliance         

CSR skills              
• Shared CSR goals
• Training/education 

Main selling points:
• Compliance           
• CSR skills                     
• Training/education

     
 Main selling points:
• Price

     
 Main selling points:
• Compliance           
• Traceability
• HSE

Customer 
logo

Customer 
logo 

Customer 
logo 

Customer 
logo 

Customer 
logo Customer 

logo 

Customer 
logo 

Customer 
logo 

Customer 

logo 

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

T H E  B 2 B  C U S T O M E R  M A T R I X  |  T E M P L A T E
HAVE TRANSLATED 

“SKABELON” INTO “TEMPLATE”
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Green building 
projects

Traditional 
building 
projects

Government Retrofit &
Renovation

Private 
contractors 
seeking materials 
& equipment 
with specific 
green 
certifications, 
such as LEED or 
BREEAM

Private 
contractors 
looking for 
emissions 
reductions but 
balancing with 
cost-effectiveness

Requirement to 
meet the strictest 
public sector 
standards for 
audited lifetime 
carbon  
emissions

Prioritise energy 
efficiency and 
reduced  water 
consumption

E x a m p l e :  s e g m e n t a t i o n  i n  c o n s t r u c t i o n  i n d u s t r y

S E G M E N T  Y O U R  
C U S T O M E R S  
I  E X A M P L E
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In the B2B space, as the climate change agenda strengthens amongst corporates, 

we have been able to position services like cloud, and other ICT solutions as 

enablers for the B2B clients’ carbon reduction strategies. 

- Andrew Buay, Vice President, Sustainability
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#5 – Invite customers to be part of joint CSR efforts

 

  #2 – Understand your customer’s interests & needs

  #1 – Segment your customers

  #3 – Relate your CSR efforts to your customer’s needs

  
#4 – Build value creation & impact into rewards/bonuses

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

The Sustainable Sales Process. TANIA ELLIS – The Social Business Company® 
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S Æ L G E R V Æ R K T Ø J |  G U I D E
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S Æ L G E R V Æ R K T Ø J |  G U I D E
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V A L U E - B A S E D  S A L E S

1. Open questions about customer’s processes

2. Elaborating questions

3. Challenging questions

4. Presentation of solution
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E X A M P L E S  O F  Q U E S T I O N S

Are you experiencing sustainability demands from your market? 
If not, (when) do you expect to?

When do you think investors/shareholders/customers/consumers will put 
sustainability demands? 

Do you see a need for working with sustainability as part of your 
business? 

Can you see any potential benefits for you to work with the sustainability 
agenda?

Do you have a plan for your sustainability efforts?
Do you report on sustainability? 

Do you use the SDGS as a part of your sustainability framework?

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

29
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Hvis det er noget, der giver værdi for kunden, lægger vi vægt på det - og 

hvis ikke, gør vi ikke. Vi stiller spørgsmål som fx ”Hvad betyder det med 

bæredygtighed for jer", "Hvordan har I tænkt jer at omsætte det i jeres 

indkøbsproces?" (ofte sidder kunden ikke med ideen til , hvad man så kan 

gøre - men det kan vi så byde ind med forslag til). Denne tilgang har enkelte 

gange ført til, at vi ikke har præsenteret noget som helst, idet vi ikke har 

kunne se os som en værdi-skabende faktor i kundens processer. 

- Jan Højvang Matthiesen, Section Manager
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S A L E S  
T R A I N I N G
O F  A L L  S T A F F
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S A L E S  T R A I N I N G  |  E X A M P L E
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H O W  T O P  D A N I S H  C O M P A N I E S  S U P P O R T  S A L E S P E O P L E

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

33
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#5 – Invite customers to be part of joint CSR efforts

 

  #2 – Understand your customer’s interests & needs

  #1 – Segment your customers

  #3 – Relate your CSR efforts to your customer’s needs

  
#4 – Build value creation & impact into rewards/bonuses

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

The Sustainable Sales Process. TANIA ELLIS – The Social Business Company® 
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H O W  D O  W E  F I T  I N T O  
O U R  C U S T O M E R S ’
V A L U E  C H A I N S ?
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W H E R E  D O  W E  H A V E  A
P O S I T I V E / N E G A T I V E  I M P A C T ?
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INSERT TRANSLATED VERSION 
FROM MODULE 1 (PART 2 OR 

PART 3)

Revenue stream  & pricing model 

Customer relations 

Vej til kunderne

Market & Customer 
segments

§ Staff associations
§ XXXXX Camp
§ Student jobs
§ Equality
§ Video and teleconferencing

Cost structure

§ Strategic risks:
§ Financial risks:
§ Operational risks: Anti-corruption

Business risks

§ Vision: xxxxxxx
§ Mission: xxxxxxxxx
§ Strategic objective: xxxxxxxxxx

Vision, mission and strategic objectives

Channels

Value proposition

§ Empowerment project
§ Leadership development
§ Anti-stress
§ Graduate programme
§ XXXXX partnership
§ Diversity – employees
§ Physical & mental work environment
§ Responsible supply chain management

Key resources

§ Digital solutions - handicap
§ Environmentally friendly technology
§ Closure of plant
§ Electronics - waste
§ Ideation Day
§ Dialogue (Innovation)

Key activities 

§ Environmental operations - Main 
supplier

§ Ideation Day
§ XXX Dialogue (Innovation)
§ Environmentally friendly technology
§ Responsible supply chain 

Key partners

§ Fitness, massage, sports, healthy eating
§ Paper - recycling, consumption (printing system)
§ Christmas gift donation
§ REFOOD certification
§ Use of cleaning products (dosing system)

What is the risk of not integrating social responsibility into our business?

How can our
work with
corporate social 
responsibility
strengthen our 
customer value 
proposition?

How can we use 
CSR to reach our 
customers?

How can we, 
through our CSR 
initiatives, involve 
and strengthen 
relationships with 
our customers?

How can we 
support our 
customers' CSR-
related business 
needs?

And how can we 
possibly attract 
new segments with 
our CSR profile?

Which value-
creating CSR-
alliances could we 
engage in within 
our value chain?

(How) can we make profit by integrating CSR into our business?

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

38
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T H E  C U S T O M E R  
V A L U E  P R O P O S I T I O N  
|  M O D E L

Value 
Proposition: 

The value 
that you offer 
your customer 

segments.

Key
 activities: 

The things you 

do to make your 
ValueProposition 

happen.

Key 
resources:  

The things re-

quired to deliver 
on your Value 

Proposition.

Customer 
relationships:  

How you relate 

to people listed 
in customer 

segments.

Customer 
segments:  

The demo-

graphic groups 
you serve.

Revenue 
stream: 

The ways you 

make money.

Cost structure: 

How you pay 
to run your 
business.

Key partners:  

The vendors and 
suppliers you do 

business with.

39
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S A L E S  
A R G U M E N T S

CREATE A TRANSLATED 
EXAMPLE

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

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

Do Good – How do we help 
customers to do the right thing? 

• ….
• ….
• ….

• ….
• ….
• ….

• ….
• ….
• ….
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#module3 #sales #cases

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

42
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Den filantropiske fortælling er mindre interessant end den

 forretningsbårne fortælling. Vores samarbejde med UNICEF, indsats 

overfor udsatte grupper, overholdelse af code of conduct er ikke det, der 

påvirker priserne. Men fordi vi arbejder med effektivisering af transport, 

bæredygtig produktion, cirkulær økonomi, længerevarende 

leverandørsamarbejder osv, kan vi holde vores lave priser. Vores vigtigste 

opgave er at skabe forståelse for, at bæredygtighed også handler om 

langsigtet økonomisk bæredygtighed. 

- Jonas Engberg, Sustainability Manager 
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I N T E R N A L  S A L E S  S U P P O R T
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#5 – Invite customers to be part of joint CSR efforts

 

  #2 – Understand your customer’s interests & needs

  #1 – Segment your customers

  #3 – Relate your CSR efforts to your customer’s needs

  
#4 – Build value creation & impact into rewards/bonuses

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

The Sustainable Sales Process. TANIA ELLIS – The Social Business Company® 
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#module3 #sales 
#incentives #cases
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Intel 2013 Corporate Responsibility Report

#module3 #sales 
#incentives #cases
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The Sustainable Sales Process. TANIA ELLIS – The Social Business Company® 
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  #1 – Inform

  #3 – Influence & educate

  #5 – Involve

  #6 – Co-create

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

  #4 – Nudge

  #2 – Edit choices

50

C O N S U M E R  E N G A G E M E N T  ( B 2 C ) S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )M O D U L E  3  P A R T  3  – C U S T O M E R  
E N G A G E M E N T

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

A L L I A N C E S  I  M O D E L  

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

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

Do Good – How do we help 
customers to do the right thing? 

ENGLISH VERSION

V Æ R D I S K A B E N D E  
K U N D E A L L I A N C E R  I  

51



25/10/2024

26

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

D O  G O O D
|  E X A M P L E
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Our CSR projects provided opportunities for 
creating compelling digital media featuring 
of our employees and product in action, 
exploring frontier markets with new 
innovations, and engaging existing or 
prospective partners in new ways, in 
addition to leaving a meaningful positive 
impact in thousands of communities around 
the world.

- David Rechbaum, Global Program Manager

53



25/10/2024

27

M O D U L E  3  C O N S U M E R  E N G A G E M E N T  ( B 2 C )P A R T  3  – C U S T O M E R  
E N G A G E M E N T S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

C O M P L I A N C E
|  E X A M P L E
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S U S T A I N A B L E  
B U S I N E S S
|  E X A M P L E
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#5 – Invite customers to be part of joint CSR efforts

 

  #2 – Understand your customer’s interests & needs

  #1 – Segment your customers

  #3 – Relate your CSR efforts to your customer’s needs

  
#4 – Build value creation & impact into rewards/bonuses

T H E  S U S T A I N A B L E  S A L E S  P R O C E S S  |  G U I D E
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M O D U L E  3  
I N T R O C O N S U M E R  E N G A G E M E N T  ( B 2 C )D A Y  3  – C U S T O M E R  

E N G A G E M E N T S U S T A I N A B I L I T Y  &  S A L E S  ( B 2 B )

#module3 #sales

1. Kortlæg jeres egen
bæredygtighedsindsats – hvor
differentierer I jer?

2. Kend dine kunder – forstå hvad
bæredygtighed betyder for dem.

3. Fortæl ikke kun om 
produktegenskaber - skab også
synlighed om værdien.

4. Vær relevant - undgå
”massekommunikation”.
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#module3 #sales

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

W H AT  Y O U  H A V E  L E A R N T…

Reasons why sustainability should be part of B2B sales efforts

The potential business benefits of putting sustainability into sales

How to create segmented and relevant sales argumentation

The sustainable sales process in 5 steps

W
H

Y

Different examples of sales value propositions

W
H

A
T

H
O

W
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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 U S TA I N A B I L I T Y  &  S A L E S

What segmentation criteria could you apply on your customer base?

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

How could you train & incentivise your sales organisation?

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

Which CSR-efforts could you invite your customers to join?
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M O D U L E  3

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

Expert deep-dive: 
Measuring Scope 1-3 emissions

Sustainability 
partnerships

PA R T  1
W H A T - W H Y - H O W

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

PA R T  3

W H A T - W H Y - H O W

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

PA R T  2

W H Y - W H A T - H O W

V A L U E  C H A I N  A L L I A N C E S  
&  PA 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

Guest contributor: 
Value chain due diligence in practice
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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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