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Framework for Corporate Sustainability Planning
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Adding value through Sustainability

Value creation

The potential impact

levers of sustainability efforts
< A stronger brand and
1 Pricing power greater pricing power
— © Greater operational efficiencies
argin | . -
improvement Cost savings < More efﬁ::l?nt us? ojf re?-."nurces
| Profits < Supply chain optimization
< Lower costs and taxes
[
| g
| Employee © Enh?nced ahlht}r to attract,
| U recruitment and retain, and motivate employees
| engagement < Greater employee productivity
|
" Tﬂ::'llid | < Improved customer loyalty;
share er ' lower rate of churn
return Lo___ Market share
| Revenue
| ' growth © Enhanced ability to enter
| entry .
Free cash | © More potential sources
flow | of revenue
|
: < Lower market, balance-sheet,
Valuation |<- - ‘ and operational risks
— multiple RIS ERRL A © Lower cost of capital

< Greater access to capital,
financing, and insurance

Sources: The Sustainability Initiative 2009 Survey, BCG and MIT Sloan Management Review; interviews with thought leaders.
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Supply Chain Sustainability is the
management of environmental,
soclal, and economic impacts, and

the encouragement of gt]ood
Hovernance practices, throughout
e liIfecycles of goods and
Services.
UN Global Compact
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Presenter
Presentation Notes
Supply chains are critical links that connect an organization’s inputs to its outputs. Traditional challenges have included lowering costs, ensuring just-in-time delivery, and shrinking transportation times to allow better reaction to business challenges. However, the increasing environmental costs of these networks and growing consumer pressure for Eco-friendly products has led many organizations to look at supply chain sustainability as a new measure of profitable logistics management.
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LIFE CYCLE THINKING

http://www.dlinkgreen.com/greensupplychainmanagement.asp
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LIFE CYCLE THINKING

Key considerations for green design of products and

services

Materials Manufacturing Retail

Reduce your raw Where possible, change Redesign packaging
materials where the manufacturing process where possible. Can your
possible and look for to reduce energy and products be distributed
more environmentally water use. Simplify the in a more environmentally
friendly options. product packaging design friendly way?

to reduce the number
and volume of materials.
Cut out waste from
production processes
where you can.

Source: The Carbon Trust
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Redefining good business.

Product in use Product end

of life
Think about your product Reuse: Encourage the
life cycle — can it be re-use of the product

extended by making the
product easier to repair?
Can the life of any

Re-cycle: Redesign the
product and its packaging
to maximise what can be

. t b .
wearing parts be recycled at the end of life

extended to reduce

the environmental Disposal: Minimise
footprint of your packaging, especially
product? This is likely if it can't be recycled

to be appealing in an
environmentally
conscious market.
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ENVIRONMENTAL, SOCIAL AND ECONOMIC IMPACTS
EXIST THROUGHOUT EVERY STAGE OF SUPPLY CHAINS

Regional Fi Customers
: 1eld J
Sources: Warehouses: h _ demand

lants ; Warehouses:
b stocking ki centers
vendors : stocking \

points ' sinks

ports points

=

LLLLLL LLLL
&
—~—  Inventory &
warehousing
T COStS
Production/ ,
purchase |_Transportation _|
COSts COStS
Adapted from: Supply Chain Management. Simchi Levi et al.
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Pressures for supply chain
sustainability

Response to Competitive
stakeholders advantage

Env. and
social
pressure
groups

Customer
demands

Legal
demands/

regulation

Reputation
loss
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Sustainability requires and end to end vision of
the value chain... here iIs an example on sourcing

Findings structure

Motivation
/ Relevance

How to
implement

What
issues to
address

Rationale for companies to
address sustainability
Importance on focusing on
supply chain

Key issues to consider for
implementing a sustainable
supply chain strategy

Specific topics that companies
are addressing, within the
social, environmental and
product dimensions

Source: UC Berkeley. Developing a world-class supply chain sustainability str
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Sustainability issues along the value chain

How to design sustainable
products for the customers, with
a life-cycle perspective?

How to ensure sustainable and
responsible behavior by
suppliers and contractors?

How to manufacture the
products sustainably and
responsibly?

Sourcing

How to minimize the impact of
the distribution activities (i.e.
channels, networks)?

How to encourage customers to
use and dispose the products in
a sustainable way?

Global Sustainability Summit
Seattle, USA 08.15.2013

Haas School of Business
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Framework for Corporate Sustainability Planning
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UC Berkeley, Haas, Corporate Sustainability framework
Romero-Hernandez et al., 2011

10/
= CENTER FOR University of California
\ Global Sustainability Summit © Omar Romero-Hernandez
RESPONSIBLE Seattle, USA  08.15.2013 oromero@haas.berkeley.edu Berkeley

¢/ BUSINESS

Haas School of Business



A Framework for Corporate Sustainability Planning

4 )

SET

Level of
Assessment

Involves UNDERSTANDING of current state (internal & A
external), along with expectations, ambition and trends.
1. HIGH level assessment
2. ASPECT- and IMPACT-weighted criteria assessment
\3. PROCESS level analysis Y
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2.1 Materiality Analysis

4 )

RECOGNIZE
Opportunities
and Risk

2.1 Materiality Analysis
2.2 Stakeholder Analysis
2.3 Risk Analysis
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2.1 MATERIALITY
ANALYSIS

The GRI defines materiality as:

» Topics and indicators that: reflect
the organization’s significant impact
(economic, environmental, and
social) or

IrPisens & an mlwhm A i arnant 5 and Dt{ll-hb-l'li

e that would substantively influence
the assessments and decisions of
stakeholders.

Signifcance of Feonamic, Ervironmentsl, and Sodisl Impaces
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http://4.bp.blogspot.com/-RR4XSXCt84o/TfypOidJGlI/AAAAAAAAAbM/RFVn2m_XHRc/s1600/GRI+Materialitymatrix.JPG
http://www.globalreporting.org/

Risk Analysis

o 8
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g0
2 <60 60-100 >100
Risk Priority Number
high
Power
low
Source:

Nick Pabo, Betul Balci,
Ganesh Ananthanarayanan,
MBA290P, Fall 2012
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Stakeholder Analysis

Harvest board and

Local Government upper management

Electric Company

Regulatory Agencies :
& ¥ hk Construction Contractor

Waste Generators

Compost Buyers

Local Activists

Local residents
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Many possibilities, many opportuniti
lot of information...

Guess what... a lot of this may affect
(positively or negatively) the BRAND...
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CSR and Sustainability

can transform a brand.
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Principles for Conveying your MESSAGE

O NOoO Ok DR

Souree:KellieNVIicEIhaley
RESPONSIBLE

BUSINESS

Authenticity
Fit
Consistency
Simplicity

Fun & Positive
Targeted
Story-Telling
Social Media

Global Sustainability Summit
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It’'s About Solutions

@' PRODUCTS AND SERVICES  INYESTODR RELATIONS OUR COMPANY | Vs SUSTAIMABILITY ENERGY INNOVATON CAREERS

Solutionism. The more we talk together, the more we solve together.

- LALE THE LIGHTER 8I0DE
] R PWJ?.E%.. A
bl THE CONVERSATION ‘. 1

- . - - K
WHEN GREAT i | i
IDEAS MSE o
F \E . MOAING AT THE
| - SPEED OF SMALL

GREEN BUILDINGS
FROM THE ROOF BOWH

AN IDEA S0 LOUD T
DOESNT MAKE A SOUND

THE SPARE OF
REINVEMNTION
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http://www.youtube.com/watch?v=POt4H7o44Rs

So, please take away the following:

No sustainability strategy... no long term gain

In-House improvements... just a small picture
of the whole animal

Look into the value chain... find out where the
opportunities are

Achievements # perception... find out the
best way to communicate your gains

It takes one event to waste years of build up reputation...
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