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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

SUSTAINABILITY & SALES

B2B + B2G | WHAT-WHY-HOW

SUSTAINABILITY & SALES /. SUSTAINABILITY & SALES ‘ SUSTAINABILITY & SALES /.
(B2B & B2G) (B2B & B2G) (B2B & B2G)

(TANIA-ERES

WHAT YOU WILL LEARN...

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 to create segmented and relevant sales argumentation

Different examples of sales value propositions

@ e HOW WHAT

1:NILELLIS
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

SUSTAINABILITY & SALES
(B2B & B2G)

Linking sustainability and sales is about how big a part of the company's revenue Understand what
that contributes to sustainability — or how sustainability contributes to the linking sustainability
company’s turnover. and sales is about.

Purpose:

I7:ILELLIS

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

DO YOU KNOW
HOW MUCH OF .
YOUR REVENUE

CONTRIBUTES TO ’

SUSTAINABLE
DEVELOPMENT?
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MODULE 3 CONSUMER ENGAGEMENT (B2C) STAINABILITY & SALES (B2B)

#module3 #sales #cases
ABOUTUS  CONTACT  CAREER MEDIA  SUSTAINABILITY INVESTORS
Iproving food & healeh.
FOOD CULTURES & ENZYMES PLANT HEALTH ~ ANIMAL HEALTH HUMAN HEALTH & PROBIOTICS HMO
Sustainability Targets and governance Our contribution to the UN Global Goals

Our contribution to the UN Global Goals

More than 80% of Chr. Hansen's revenue contributes to the UN Global Goals

Targets and
governance

3 ¥
_ —wour future.
Naturally.

How ingredients contribute to
of our revenue have a direct positive contribution to the UN Global Goal§ _upment no. 2,3 the UN Global Goals

e
and 12. We do this by promoting sustainable agriculture, improving global,  \.9d reducing food waste.

The UN Global Goals were adopted by all UN member states in 2015 and set the direction for how to address the DOWNLOAD REPORT
world's biggest challenges over the next 15 years.

(TANIA-ERES
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= Corporategﬂjghtg ABOUT US  RANKINGS  MAGAZINE  EVENT:

2023 GLOBAL 100 RANKING TABLE

Showing 1to 10 of 100 entries SEARCH: I:| Corporaw@nigh‘s ABOUT US  RANKINGS  MAGAZINE  EVENTS

2023 GLOBAL 100 RANKING TABLE

%NON-

% %
Ha o CARBON o MAE | o FINAL . CLMATE
LocATION ¥ pRODUCTIVITY ¥ BoaRD ¥ SUSTAWABLE v SUSTAWABLE & goppe © commimmg

DmEcToRs | REVENUE INVESTMENT
Showing Tto 10 of 100 entries SEARCH:
Schnitzer  Portlond,  $15928
us.

Steel
Industries
Inc

VestasWind Aarhus,  $22213 15°C, S8T vansic prarrarmp—
Systems A/S  Denmark Handoisbonken Sweden
a8

Brambles Sydney, $156,386 15°C, SBT CanodianTire  Toronto,
Ltd Australia Corporation  Canada

Evoqua Pittsburgh,  $26,868 o KesoOy  Hosnki  STAAT
Water Us. fFinand
Technologies NordsaBank  Holink,  $3537626
Corp Abp Fiiond
Siomens  Zomudio,  $514578 15°C, SBT Societs pois, Sz
GénérolosA fronco
Gamesa  Spain
Renewable
Energy SA

nife  Toomo  Sazom
Foancthe  Gonada

oot Toonte, $2246m
TaiwanHigh Taipel,  $7061 Montrd  Gonad
SpeedRail  Taiwon KoFoancal  Seod S35
o

Corp Guouphe  South
Korea

Xinyi Solar  Wuhu, $843 Investocttd Sandton,
South

Holdings Ltd ~ China

Ao

Smsitd  Mascot,  $45238 FRr————
Australia Ron

SunPower  Richmond,
Corp

FirstSolor  Tempe, US. 15°C, S8T
Inc
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

A REPORTING REQUIREMENT | EU TAXONOMY & CSRD

D | %

-

N g
alil | &%
Turnover CapEx OpEXx

%-rate that is %-rate that is %-rate that is
aligned & eligible aligned & eligible aligned & eligible
with EU Taxonomy with EU Taxonomy with EU Taxonomy

[Omszetning] [Kapitaludgifter / investeringer] [Driftsudgifter]
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

Purpose:

(B2B & B2G) — Te—

sustainability should
be integrated as a part

Sustainability demands in tenders, concessions and procurement policies along of a company's sales
with demands for data and documentation from corporate clients are all together parametres.

turning sustainability into a sales parameter alongside price and quality.

(TANIAZNEE]




MODULE 3

SUSTAINABLE PROCUREMENT PILLARS

ENVRONTENT

Sustainable utiisation
of raw materials and
natural resources.

LEADERSHIP

MODULE 3

SOCAL ECONOMIC

Procurement through Developing supply
fair trade and ethical agreements based on
sourcing schemes ‘mutually beneficial

partnerships

OVER 500 CERTIFIED B
CORPORATION
COMPANIES ARE PUBLICLY
COMMITFING TO REDUCE
THEIR GREENHOUSE GAS |
EM FO NET ZE

BY THE YEAR 2030

NET ZERO %

25/10/2024

CONSUMER ENGAGEMENT (B2C) USTAINABILITY & SALES (B2B)

150 26000

Supplier
150 20400 Code of
Conduct

CIFIC / PRODUCT-SPECIFIC
SMETA / UTZ / FSC / PEFC / RSP0 / ICTI CARE / MSC /.

GLOBAL REPORTINGINTIATIVE (GRID / A 1000 /

CsDD CSRD

Mandatory due diligence Reporting vehicle by
companies must which companies will
implement regarding report their relevant
human rights and )

) ! sustainability
environmental impacts B
along their supply chains R

(TANIA-ERES

CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

BUSINESS-TO-GOVERNMENT (B-T-G ) DEMANDS

m European |
Commission

SUSTAINABLE
PROCUREMENT
PLATFORM

Den
Ansvarlige
na o : Indkeber

nachhaltige

The public sector shows
the way!

Carbon-neutral
public procurement

The Austrian Action Plan for Sustainable Public Grenne indkab for
Procurement (naBe) as a model for responsible and en g ron fremt |d

careful use of resources to protect the environment

e - strategi f ffentlige indkab
and offer next generations a future worth living. O e ik

q.’ SEE MODULE 3, PART 1: MARKET DRIVERS (B2B)
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MODULE 3 CONSUMER ENGAGEMENT (B2C)

ThermlIT lost million order because they
didn’t have a concrete SDG work plan

% b

Y

RMIT ERMIT

anglende verdensmal kostede
millionordre: - Man laerer altsa af det

) THERMIT®

MODULE 3 CONSUMER ENGAGEMENT (B2C)

POTENTIAL
BUSINESS
BENEFITS

STRONG PARAMETER
IN E.G. PUBLIC BIDS

YourValue Proposition

STRONGER CUSTOMER
VALUE PROPOSITION

Familieejet lampefirma fik foden
inden for hos Novo Nordisk via
Linkedin-opslag og
genbrugskoncept

25/10/2024

SUSTAINABILITY & SALES (B2B)

FISCHER
LIGHTING

FOR A BRIGHTER FUTURE

(TANIA-ERES

SUSTAINABILITY & SALES (B2B)

DIFFERENTIATION
FROM COMPETITORS

COMPETITIVE/
PREMIUM PRICE

ENGAGEMENT

NEW ENGAGEMENT
OPPORTUNITIES

STRONGER CUSTOMER
RELATIONS/LOYALTY

(TANIA- N RES



MODULE 3 CONSUMER ENGAGEMENT (B2C)

(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.

MODULE 3 CONSUMER ENGAGEMENT (B2C)

USTAINABILITY & SALES (B2B)

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.

SUSTAINABILITY & SALES (B2B)

25/10/2024

1:NILELLIS

Qualify the leads
#1 — Segment your customers @
< &
#2 — Understand your customer’s interests & needs

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

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

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

Build the relationship Discover their needs

Negotiate and close Present a solution

The Sustainable Sales Process. TANIA ELLIS - The Sacial Business Company®

(TANIA- N RES



25/10/2024
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(TANIA-ERES

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

SEGMENT YOUR THE B2B CUSTOMER MATRIX | TEMPLATE
CUSTOMERS

| EXAMPLE c
ustomer Customer Customer Customer
o o

Main selling points:
Main selling points: +  Compliance
» Compliance CSR skills
+ CSRskills ¢ Shared CSR goals

+ Training/education * Training/education

Customer Customer Customer
logo logo logo

Main selling points: Main selling points:
+  Price »  Compliance

+  Traceability

+ HSE

Budget impact

CSR maturity
TANJASNEES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

SEGMENT YOUR
CUSTOMERS
I EXAMPLE

Example: segmentation in construction industry

Green building | Traditional Retrofit &

projects building Renovation
projects

Private Private Requirement to Prioritise energy

contractors contractors meet the strictest efficiency and

seeking materials looking for public sector reduced water

& equipment emissions standards for consumption

with specific reductions but audited lifetime

green balancing with carbon

certifications, cost-effectiveness emissions

such as LEED or

BREEAM

(TANIA-ERES

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

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.

Ii' - Andrew Buay, Vice President, Sustainability
L\

(TANIA- N RES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

REDUCE YOUR ENERGY USE
FROM OPERATIONS BY UP TO

0%

WITH INVERTERS

elLtwin

8ig enough to matter - Small enough to care

eeltwin emotron

[(TANIAZEE

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

THE SUSTAINABLE SALES PROCESS | GUIDE

#1 — Segment your customers

Qualify the leads

customer’s interests & needs
Build the relationship Discover their needs

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

Negotiate and close Present a solution

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

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

The Sustainable Sales Process. TANIA ELLIS - The Social Business Company®

[TANIA-NRES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

IDENTIFYING Y
CUSTOMER NEEDS e A =

- =
_ T

Professional, Fair Price, Service’
SAFTEY
Well lit, Updated Equipment, Low crime

APPEARANCE

Clean facility, Consistent branding, Simple instruction

(TANIA-ERES

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

Revise and update adidas q
Group’s stﬁ,tegyand Identify key stakeholders:

programmes internallyand externally,
locallyand globally

Develop, confirmoradjust  AANALY SIS PRULESS %

materialityassessment
: Regularly engage with

stakeholdersand collect
% input
Analyse and process @

input centrally

(TANIA- N RES
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MODULE 3

SALGERVARKT®J | GUIDE
Salgerveerktej: Corporate Social Responsibility (CSR)
Erhverve- og Selskabsstyrelsen

Velkommen

CONSUMER ENGAGEMENT (B2C)

Hvorfor kommer det kunden til gode, at din virksomhed arbejder med Corporate Social Responsibility (CSR)?

Flere og flere virksomheder stiller krav inden for CSR. Det betyder, at hvis ||
og hvis | forstar at kommunikere de tiltag, | ger p4 omradet, kan det blive d

Nar | kommunikerer om virksomhedens CSR-indsats, kan jeres kunde dant
Den viden, | giver videre, vil indga i kundens overvejelser, nar han skal vael
noget, kan kunden ikke tage det med | sine overvejelser!

Dette vaerktaj kan hjeelpe jer med at identificere de omrader inden for CSR,
hvor | matcher jeres kunders tiltag, eller hvor jeres kunder foretager sig nog

I mister 100% af de chancer, | ikke tager!

Jors pdtoger sig ikke answar or 30, som nogen mtte e

f handkngar som faigo af opiysninger Sramiammot vod by af vi

OVERSKUD MED OMTANKE
gennemfores af 0g stottet af
EU's Sociall¢

Rummelighe

| samarbejde med

Priceneriioust(Corers @

EANVERVS. 06 SELSRARSSTYRELSEN

SALGERVARKTOJ | GUIDE
Markedskendskab

Start

¥ Indtast virksomhedsnavn: | Virksomhedsn:
» Indtast kundenavn: Kundenavn

Efter at have indtastet navn tastes "ENTER".

Fra denne side kan | g4 til de enkelte indtastningssider, hwor | skal
besvare en reekke spargsmdl. | kan vasige at arbejde med alle
kategorieme eller vesige nogle enkelte ud.

Hvis | er | tvivi om, hvad der menes med spargsmélet,

er der en kommentarboks med en kort foridaring til hvert
Kommentarboksen er markaret med en lille red pil i everste hajre
hjeme af spergsmalet. Boksen dbnes ved at kere musen henover
spergsmdlet.

| kategorien markedskendskab er der ikke indsat kommentarbokse.
Hvis | ensker en mere uddybende forklaring samt en beskrivelse af,

hvilke konkrete kundefordele, der kan veare forbundet med det
spedifikke spergsmél, skal | idikke p& knappen "Foridaring” everst
pd siden.

CONSUMER ENGAGEMENT (B2C)

e
| Arbejder virksomhedens konkurrenter med CSR?

Har virksomheden madt CSR-krav fra sine kunder?

Har branchen taget stilling | forhold bl CSR?

Er der udsigt Bl, at lovgivningen | branchen inden for mijo,
arbejdsmilje og social ansvarfighed skeerpes i de
kommende &r?

Indarbejder virksomheden sociale, milje- eller
arbejdsmiljgmaessige foranstaltninger | jeres.
produkt/jenesteydelse?

Stiller virksomheden krav til sine leveranderer om, at de
skal leve op til krav inden for mifje. og social
ansvarfighed?

Har virksomheden deltaget | udbud, hvor CSR var et
vurderingskriterie?

Formidier eller kommunikerer | offentigt om sociale
forhoia? (social rapport. hiemmeside olign.)

25/10/2024

STAINABILITY & SALES (B2B)

Markedskendskab
Arbejdsmilje
Det rummelige arbejdsmarked
Soclalt engagement
Milje
Certificerbare ledelsessystemer

Produktmaerker

(TANIA-ERES

it engag
EZE TN

Virksomhedsnavn

Far | polikker, procedurer eller nedskrevne holdninger,
som acresserer bamearbejde?

Findes der polikker, procedurer sller
holdninger, som addresserer arbejdstid?

Findes der polikker, procedurer eller nedsKrevne

Stiller virksomheden krav om socal ansvarlighed hos
jeres kunder?

Findes der polikker, procedurer sller nedskrevne
holdninger, som addresserer korruption?

(TANIA- N RES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

VALUE-BASED SALES

1. Open questions about customer’s processes
2. Elaborating questions
3. Challenging questions

4. Presentation of solution

TANIA-INEES

MODULE 3 CONSUMER ENGAGEMENT (B2C)
EXAMPLES OF QUESTIONS

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?

(TANIA- N RES
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CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

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

indkabsproces?" (ofte sidder kunden ikke med ideen til, hvad man sa kan

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

gange fart til, at vi ikke har praesenteret noget som helst, idet vi ikke har

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

m Jan Hgjvang Matthiesen, Section Manager

TANIA-INEES

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

TRAINING
OF ALL STAFF

(TANIA- N RES
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MODULE 3 CONSUMER ENGAGEMENT (B2C)
SALES TRAINING | EXAMPLE

Eco Advocate
Program

Focus:
Customers

Sustainability Eco Advocate content levels

Network
4. Customer intimacy

Focus: Sites and &briefings
- communities (Speakers’ Bureau)
3. Deeper knowledge 1-hour web-
+tools casts + tools

2. Quick tips and news Podcasts
Sales newsletters

1. Basic knowledge Four 10-minute videos

(TANIA-ERES

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

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

(TANIA- N RES

16



25/10/2024

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

THE SUSTAINABLE SALES PROCESS | GUIDE
#1 — Segment your customers

Qualify the leads

#2 — Understand your customer’s interests & needs

Build the relationship

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

Negotiate and close Present a solution

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

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

The Sustainable Sales Process. TANIA ELLIS - The Social Business Company®

TANIA-INEES

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

HOW DO WE FIT INTO
OUR CUSTOMERS'
VALUE CHAINS? FIRM INFRASTRUCTURE

HUMAN RESOURCE MANAGEMENT

TECHNOLOGY DEVELOPMENT

PROCUREMENT

INBOUND OPERATIONS OUTBOUND MARKETING
LOGISTICS LOGISTICS AND SALES

SUPPLIER CHANNEL
VALUE
CHAINS

UPSTREAM DOWNSTREAM
VALUE VALUE

(TANIA- N RES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) STAINABILITY & SALES (B2B)

IMPACT?

Forretningsmodellen

Partnere 7 | mieter § | verdtooorer (7% | Kunderelatoner
- ke | S . 0 |

LANDFILL

REPURPOSE

Ressourcer & Vejen i kundene.

Omkostninger | inctegrer MAINTENANCE

1ON
INSTALLATION h’usg

Product Purchasing Production Distribution Product Re-use
development and service in use

(TANIA-ERES

MODULE 3 CONSUMER ENGAGEMENT (B2C) STAINABILITY & SALES (B2B)

SUSTAINABILITY BUSINESS MODEL CANVAS | TEMPLATE

Vision, mission and strategic objectives ﬁ
ail

= Vision: 3000000
* Mission: x00000000¢
* Strategic objective: 000000000

Key partners Key activities “li Value proposition Customer relations ~ Market & Customer
) = \‘2 segments
* Environmental operations - Main * Digital solutions - handicap
supplier = Environmentally friendly technology
* Ideation Day * Closure of plant
How can we, How can we
* XXX Dialogue (Innovation) * Electronics - waste
» Environmentally friendly technology * Ideation Day through our o8 Support out
. How can our initiatives, involve customers' CSR-
= Responsible supply chain * Dialogue (Innovation) work with and strengthen related business
corporate social relationships with needs?
responsibility our customers?
strengthen our And how can we
customer value possibly attract
Which value- Key resources proposition? new segments with
creating CSR- Channels )} our CSR profile?

* Empowerment project

alliances could we * Leadership development

engage in within « Antistress

our value chain? » Graduate programme How can we use
= XXXXX partnership CSR to reach our
* Diversity - employees customers?

* Physical & mental work environment
* Responsible supply chain management

Cost structure Revenue stream & pricing model

* Staff associations * Fitness, massage, sports, healthy eating

= XX00 Camp » Paper - recycling, consumption (printing system)

* Student jobs. * Christmas gift donation (How) can we make profit by integrating CSR into our business?

= Equality * REFOOD certification

= Video and teleconferencing * Use of cleaning products (dosing system)

Business risks f\

* Strategic risks: What is the risk of not integrating social responsibility into our business? £ et

AMILELLIS

* Financial risks:

* Operational risks: Anti-corruption

37
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

Social variables dealing with
‘community, education, justice,
social resources, health,
‘well-being, quality of life

Your Offering

Environmental b i i

ic variables dealiny
variables relating to n: E bd h or contributing l:
resources, water & air quality, the bottom line

The What The energy conservation & land u e e

Mca)z::if\::e Customer P I a n etl\ ! P rOﬁt

Needs
Your Value Proposition

(TANIA-ERES

MODULE 3 CONSUMER ENGAGEMENT (B2C) USTAINABILITY & SALES (B2B)

Key
activities:
The things you
do to make your
ValueProposition
happen
Key
Ly [P resources:
The vendors and The things re-
suppliers you do

. quired to deliver
business with.

on your Value
Proposition.

Value

Proposition: Customer

Cost structure: The value relationships:

o yolipay that you offer ———o

to run your your customer to people listed
business, segments. in customer
segments.

Customer
segments:

Revenue

stream:
The ways you The demo-
graphic groups

make money you serve

(TANIA- N RES
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MODULE 3

ARGUMENTS

MODULE 3

CONSUMER ENGAGEMENT (B2C)

SUSTAINABILITY & SALES (B2B)

25/10/2024

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 help
customers to do the right thing?

CONSUMER ENGAGEMENT (B2C)

WHY YOU SHOULD CHOOSE THE FISCHER LIGHTING CONCEPT

Economy

guality

Certified solutions of the highest quality. Our LED-Iighting meets all applicable standards of safety and quatie- =

Save money by using what you have. Rather than investing in new lighting fixtures, save mo
existing fixtures. You minimize maintenance costs while securing a solution for the future w

overall economic framework.

GOOD HEALTH
AND WELL-BEING

@
SUSTAINABLE
DEVELOPMENT

SIALS

SUSTAINABILITY & SALES (B2B)

(TANIA-ERES

(TANIA- N RES
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CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

DIFFERENTIATION VALUE PROPOSITION

R @ wehlers

e Design Chair made of Ocean Plastic

CLIMATE

PURE MATERIALS
SOCIAL RESPONSIBILITY
REUSE

ERGONOMICS

The chair's name is 'RUM"
Short for:
Re-Used-Materials

Buy online & remove 2 kilos ocean plastic

RUM is available for sale now for
all conscious consumers.

#module3 #sales #cases

(TANIA-ERES

CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

Den filantropiske fortelling er mindre interessant end den
forretningsbarne fortaelling. Vores samarbejde med UNICEF, indsats
overfor udsatte grupper, overholdelse af code of conduct er ikke det, der
pavirker priserne. Men fordi vi arbejder med effektivisering af transport,
baeredygtig produktion, cirkuleer ekonomi, leengerevarende
leverandersamarbejder osv, kan vi holde vores lave priser. Vores vigtigste
opgave er at skabe forstaelse for, at baeredygtighed ogsa handler om

langsigtet akonomisk baeredygtighed.

@ - Jonas Engberg, Sustainability Manager

(TANIA- N RES
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MODULE 3

PART 3 - CUSTOMER
‘ ENGAGEMENT ‘ CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

INTERNAL SALES SUPPORT

People & Planet
Positive
CONTENT PEOPLE &
IKEA Group
Sustainability PLANET POSITIVE

Strategy for 2020 01. The world around us

02. IKEA vision and business foundations
03. People & Planet Positive

04. Enabling change

05. Overview: People & Planet Positive
06. A more sustainable life at home

07. Resource and energy independence
08. Better life for people and communities
09. A little IKEA & sustainability dictionary

y E?
. »
Please visit People & Planet on www.IKEA.com Sustainability Report 10

(sl

44

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

THE SUSTAINABLE SALES PROCESS | GUIDE
#1 — Segment your customers

Qualify the leads

#2 — Understand your customer's interests & needs
Build the relationship Discover their needs

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

Negotiate and close Presenta solution

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

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

The Sustainable Sales Process. TANIA ELLIS - The Social Business Company®
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22



25/10/2024

MODULE 3 =
obu CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

(TANIA-ERES

MODUL =
E 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)
#module3 #sales
#incen

. -
GlaxoSmithKline mcent!vised

L e on their
scientific
GSK creates a new business i
model with innovative s
marketmg and sales practices ek
success of the

tical company ranks first in both trust and customer value,
business.

ording to a survey of 4,000 US healthcare professionals. Tom Idle reports...
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MODULE 3

Intel links a portion of
every employee's variable
compensation—from
front-line staff to our
CEO—to environmental
sustainability metrics.

Intel 2013 Corporate Responsibility Report

MODULE 3

Qualify the leads

Build the relationship Discover their needs

Negotiate and close Present a solution

25/10/2024

CONSUMER ENGAGEMENT (B2C) USTAINABILITY & SALES (B2B)
#module3 #sales

#incentives #cases

Intel's Corporate Responsibility Oversight Structure

Business Group and Cross-Functional Teams

Click ortap the () symbol for additional information.

Intel's Environmental Sustainability Oversight Structure Intel's Ethics and Compliance Oversight Structure

Board of Directors Board of Directors
Corporate Goverance and Nominating Comittee. Corporate Goverance and Audit Committee
Sustainability Committee Ethics and Compliance Oversight Committee
gement Eco Stakeholder Compliance Group
e e fC ¥ progs
©
Employee-driven Initiatives

Click o tap the (9 symbol for additionalinformaion. Click or tap the () symbol for additional information.

the.

Legal
company’s ethics and compliance expectations.

TANIA-E 8 ES

CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

THE SUSTAINABLE SALES PROCESS | GUIDE

#2 — Understand your customer’s interests & needs

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

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

omers to be part of joint CSR efforts

The Sustainable Sales Process. TANIA ELLIS - The Social Business Company®

TANIA-EEES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

#2 — Edit choices

#3 — Influence & educate

HHeY

#6 — Co-create

(TANIA-ERES

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

VALUE CREATING CUSTOMER
ALLIANCES | MODEL

Sustainable Fundamental Business — How do we create a
business models strategic and measurable gain for the

operational effect customer?
CSR as

value-creator

— How do we help
Compliance CSR as Medium to high customers to follow the
with legislation risk management operational effect regulations and norms?

>

S
8 Contribute with CSR as Little operational Do Good — How do we he|p
°

N (Undsandknow-how Ehlanticpy effect customers to do the right thing?

Modek T CSR Joumey. TANIA ELUS - Th Socol Bsines Compony®

(TANIA- N RES

25



25/10/2024

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

CONSERVATION ECONOMIC TELECOMM
DEVELOPMENT

pmes | 9887622

i‘ ‘ v > '3 v/ y 7
RREAToES S g
ower LA ‘ ‘ )

dable solar products to P
Afforaa your WOr @inepower G D RO | enSEy

GivePower has given over 300,000 individuals access to
electricity in over 13 countries.

AT ELSE WE'VE DONE

(TANIA-ERES

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

One MW. One School.

/\ 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

give power SolarCity

UNDATION

(TANIA- N RES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

Byggeriet belaster klimaet. Det er ikke nyt.

SPRING OVER Og det er bestemt ikke godt! Klimakravene til byggeriet
HVOR GERDET skarpes lebende. Det er til gengaeld godt. Saerligt for klimaet.
ER LAVEST- Men dell) s(:ler ogs: kravdtll ﬁlg: :éndv:evke(;e:.d.en(;ep:}nmen

MED GOD og bygherren. For ved alt nybyggeri, er det dig, der har

dokumentationspligten. Og dig, der er ansvarlig for at fore

SAMVITTIG H E D 'Klima-logbogen'. Det kan vaere bde besvaerligt og tidskraevende.

Hos STARK stér vi bag dem, der kan deres handvaerk.
Og bag dem, der bygger fremtidssikret. Vi mener, at klimaet
er for vigtigt til forkerte tal og endelese beregninger.

Derfor introducerer vi KlimaLog®. For dig og klimaet. Med bare et
klik dokumenterer du dit konkrete projekts klimabelastning.

Du handler, vi beregner,
og bygger vi profi

Klimalog

71 STARK Klimalog

(TANIA-ERES

MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

. circular

CIRCULAR CIRCULAR
SUPPLY COMPANY

| ]
7 )FISCHER m
N !E.!gaﬂﬂmg novo nordisk
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

THE SUSTAINABLE SALES PROCESS | GUIDE

#1 — Segment your customers

Qualify the leads

Bl h relatonship Do i e #2 — Understand your customer's interests & needs

#3 — Relate your CSR efforts to your customer's needs

Negotiate and close Present a solution

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

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

1:NEELLIS

CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

16.09.2020 | Strategi & ledelse

Indspark: Sadan far du CSR ind i
hjertet af salgsindsatsen

vis forretning og samfundsengagement skal g& hand i

hand, er det ikke nok at bygge ansvarlighed og
beeredygtighed ind i design, produktion og leverandgrkeaede. I
sidste ende skal der ogs4 veere et kommercielt afkast i form
af salg. Her er 4 bud p& hvordan.

#module3 #sales

Kortleeg jeres egen
baredygtighedsindsats - hvor
differentierer | jer?

Kend dine kunder - forsta hvad
baeredygtighed betyder for dem.

Forteel ikke kun om
produktegenskaber - skab ogsa
synlighed om veerdien.

Veer relevant - undga
"massekommunikation”.

(TANIA- N RES
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MODULE 3 CONSUMER ENGAGEMENT (B2C) SUSTAINABILITY & SALES (B2B)

#module3 #sales

OTHER USEFUL
RESOURCES

Marketing
sustainability

Er - Al o iemer

James Bryce Smith

Sustainability Marketing - Strategy
& Creative. Helping B2B companies
investing in sustainability create a
competitive advantage.

What you'll learn about:

1. The profound impact of sustainability on B2B buying criteria and behaviour

2. Why companies must create sustainability communications specifically targeting customers
3. Opportunities and risks

4. Updating messaging and branding

5. Making sustainability appealing while avoiding greenwashing

6. When is the right time to communicate

7. What sort of content is relevant

8. Who should participate in the initiative

9. How to get started

(TANIA-ERES

WHAT YOU HAVE LEARNT...

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 to create segmented and relevant sales argumentation

Different examples of sales value propositions

@ e HOW WHAT

1:NILELLIS
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EY
REFLECTIONS

REFLECTIONS ON SUSTAINABILITY & SALES @

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?

(s

1:NILELLIS
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MODULE 3

PARTNERSHIPS | COLLABORATIVE CO-CREATION

PART 1 PART 2 PART 3

WHAT-WHY-HOW WHY-WHAT-HOW WHAT-WHY-HOW

THE SUSTAINABLE VALUE CHAIN ALLIANCES CUSTOMER
VALUE CHAIN & PARTNERSHIPS ENGAGEMENT

Sustainable supply chain Expert deep-dive:

Consumer engagement (b-t-c)
management & procurement Measuring Scope 1-3 emissions

Sustainability & sales (b-t-b)
Guest contributor: Sustainability

Value chain due diligence in practice partnerships

1:NIELLIS
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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)

Q® WWW.TANIAELLIS.COM

This presentation may not be copied, used or distributed publicly without permission.
I ; TANIA-N 8K
© TANIA ELLIS - The Social Business Company®. All rights reserved




