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"Sustainable development is development 
that meets the needs of the present 

without compromising the ability of future generations 
to meet their own needs."

Source: òThe Brundtland Reportò. 
Report of the World Commission on Environment and Development: 

Our Common Future, 1987
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Drivers for sustainable business

Driver 1: Itôsgood for business 



A new reality
License to operate
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Social and legal license to operate
1. Talent Attraction and Retention

2.  Customer Loyalty

3.  Access to Capital

4.  Regulatory Compliance

Climate concerns play an important role in Gen Zsô and 
millennialsô career decisions. More than half of 
respondents say they research a brandôs environmental 
impact and policies before accepting a job, while notably, 
one in six say they have already changed jobs or sectors 
due to climate. Nearly four in 10 say they have rejected 
work assignments due to ethical concerns, while more 
than one-third have turned down employers that do not 
align with their values. (Deloitte)

Consumers say their environmental concerns are 
increasing due to extreme weather; study shows theyôre 
willing to change behavior, pay 12% more for sustainable 
products. (Bain &Co).

54 percent of consumers are now willing to pay a premium 
for sustainable products, up from 35 percent. ñHowever, 
we must acknowledge that affordability remains a key 
barrier.ñ (Simon Kucher).



The bar is raised



The aim is to shift
financial streams 

Increasing transparency and comparability to encourage financial actors 
to invest in sustainable companies. 

Driving transformation towards more sustainable businesses.

Thereby supporting the implementation of the Green Deal and drive the 
competitiveness of the EU.



Transparency and traceability through the value chain
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1. The Green Deal

2. Sustainable 
finance & 
taxonomy 3. Reporting 

(CSRD)

5. Sector and topic 
specific regulation

4. Due Diligence 
(CSDDD)



Source: RadoBank

Regulation: From voluntary to mandatory



CSRD and CSDDD

ÅCSRD  is about what companies must report  on 
sustainability -related issues, focusing on transparency 
and information disclosure.

ÅCSDDD  is about what companies must do  to 
prevent and mitigate negative human rights and 
environmental impacts, focusing on active due diligence.

ÅThese key principles are demanded by stakeholders 
and useful for business regardless of regulation



Omnibus Proposal for Simplification

Monitor the process 

Continue using double materiality 
and risk-based due diligence

Consider stakeholder expectations on 
transparency beyond compliance



Driver 2: ItôsGood for Planet and People



There is no business on a dead 
planet
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There is No Business 
On a Dead Planet
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9 out of 6 planetary 
boundaries are 
passed

Source: Azote for Stockholm Resilience Centre, based on analysis in Richardson et al 2023.

State of the planet



Climate changeand (in)action
COP 29: Less than ¼ of funds 
needed for climate action 
pledged. 
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Sourc: WWF Living Planet Report 2024
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Desired state

21Source: Stockholm ResilienceCenter



Discussion: 
Our Drivers for Sustainability

List the key drivers for your organisation to become
more sustainable - internal and external. 

Have the drivers changed?
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The Business Case



Examples
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A study by Gartner found that 85% of investors consider ESG factors when making
decisions, while socially responsible investments havegrown by 22% in recent years.

Deloitte found that 70% of companies would avoid mergers or acquisitions involving
firms without solid ESG strategies, emphasizing the financial risks of neglecting
sustainability .

Delaying or neglecting sustainability investments can lead to financial losses. For 
instance, 57% of companies in a study by Stern and Deloitte on food and agriculture
companies reported revenue losses, and 68% experienced increasedcostsdue to 
inaction on sustainability .



Circular Economy



Circular Business Models

Source: SITRA
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Other examples



Moving towards 
sustainable value 
creation

ÅRegulation  requires companies 
to describe how they ensure that 
their business model and 
strategy are compatible with 
the transition  to a sustainable 
economy, and how they follow 
responsible  business practices.

ÅIntegrating  sustainability in 
business strategy  and 
governance  is key. 



The Sweet-Spot 
for Sustainable 
Value Creation

Å Reducing risk for the business

Å Increasing positive impact
for people and the planet

Å Increasing business value

Å Reducing negative impact
for people and the planet



The How
Sustainable value creation
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Finding Your Sweetspot
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Systems Thinking
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Systems thinking 
- What is it?

Systems thinking is the ability to 
understand how the parts of a system 
interact to produce the behaviour of 
the whole. 

If we apply reductionist (i.e. linear 
cause and effect) thinking to complex 
problems we will likely arrive at 
solutions that lead to unintended 
consequences.

Source: Ellen McArthur Foundation
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38Source: Sabina Popin, Futurice
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The right business model for a sustainable future?



Discussion: 

Future Proofing the Business



Future Proofing
the Business

1. What does our market look like 

in a net-zero, circular, and just world?

2. What is our business model for succeeding 

in that market?

3. What changes do we need to make now 

to prepare?

4. What supporting conditions will we need?



Sustainable value creation



Understanding materiality is key

Sustainability 
impact (I)

Financial risk (R) 
& opportunity (O)
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Impact, Risk and Opportunity Along the Value -chain

Source: GHG-protocol



The Sweet-Spot 
for Sustainable 
Value Creation

Å Reducing risk for the business

Å Increasing positive impact
for people and the planet

Å Increasing business value

Å Reducing negative impact
for people and the planet

Requires
change!



Driving Change



Change Management Models


