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1Istainable development is development
at meets the needs of the present

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




Drivers for sustainable business
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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

Enact
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Climate concerns play an important role in Gen Zs’ and
millennials’ career decisions. More than half of
respondents say they research a brand’s 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 they’re
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. “However,
we must acknowledge that affordability remains a key
barrier.“ (Simon Kucher).
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The aim 1s 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

2. Sustainable
finance &
taxonomy

4. Due Diligence
(CSDDD)
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1. The Green Deal

3. Reporting
(CSRD)

5. Sector and topic
specific regulation



Regulation: From voluntary to mandatory
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Eg‘l EU taxonomy "JV

CSRD- Corporate SFDR - Sustainable
Sustainability Reporting Finance Disclosure
Directive Regulation
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CSRD and CSDDD

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

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

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




Omnibus Proposal for Simplification

Enact

Monitor the process

Continue using double materiality
and risk-based due diligence

Consider stakeholder expectations on
transparency beyond compliance
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ere 1s No Business
n a Dead Planet




Humanity’s Journey on Earth
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State of the planet

9 out of 6 planetary
boundaries are
passed
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Source: Azote for Stockholm Resilience Centre, based on analysis in Richardson et al 2023.



Climate change and (in)action

The three components of the
Carbon Law: halve fossil fuel
emissions every decade, reduce
land-use related emissions, ramp
up carbon storage solutions.
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NATURE IS DISAPPEARING: THE AVERAGE SIZE
OF WILDLIFE POPULATIONS HAS FALLEN BY A
STAGGERING 73%

The latest edition of the Living Planet Report, which measures the average change in
population sizes of more than 5,000 vertebrate species, shows a decline of 73% between 1970
and 2020.
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Discussion:
Our Drivers for Sustainability LV-

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

Have the drivers changed?







Examples

A study by Gartner found that 85% of investors consider ESG factors when making
decisions, while socially responsible investments have grown 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 increased costs due to
inaction on sustainability.




Circular Economy
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Circular Business Models

Reform use of resources

Optimise capacity use

@ CIRCULAR SUPPLY CHAIN

@e SHARING PLATFORM

Manufacturing Logistics
Use of renewable energy, bio-based or potentially

Increased usage rates through collaborative models for
completely recyclable materials

usage, access, or ownership

Marketing

SOUECEE & sales

Offer outcome oriented solutions

Circular value /&  PRODUCT AS A SERVICE
chain L
Recover value in waste Product Offering of products for use with retention of product
use ownership which incentivises increase in resource
@ RECOVERY & RECYCLING productivity along the whole life cycle
Recovery of usable resources or energy Reverse End of life Extend life cycles
logistics disposal

from waste or by-products

Extension of the life cycle through repair, maintenance,
upgrading, resale and remanufacturing

Source: SITRA
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Moving towards
sustainable value
creation

« Regulation 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.

« Integrating sustainability in
business strategy and
governance is key.



The Sweet-Spot
for Sustainable
Value Creation

Reducing risk for the business

Reducing negative impact
for people and the planet

Increasing business value

Increasing positive impact
for people and the planet







Finding Your Sweetspot
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Original Ikigai

What
You Love

What the
World
Needs

You Are

You Can
Monetise
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Adapted lkigai

What
You Are
Good At

What the
World
Needs

Monetise



1 Ikigai for Organisations

Being great al
and loving to

deliver a non- ity

essential value
proposition

Most Industry
Leaders

Successful |\
monetisation of
deepcore |
competence,
regardless of
impact on vital
capitals and
alignment with
what the world
needs,

Good At

<
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What
You Love

What the
World
Needs

You Can
Monetise
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Source: Alice Kalro

Regenerative Business

Manetisation of systems
value creatien /
regeneration. the mere
regeneration you deliver,
the more shareholder value
yCu create.

Impact
Organisations,
Social Enteprises
Monetisation of
catering to what the
world needs with

varying degrees of
competence.

Offerings essential for
wellbeing, which we
cannot produce
without causing harm

-] et

Successful business
in low maturity
markets

Successiul monetisation
of market opportunities
without deep core
competence, regardiess of
impact on wital capitals
and afignment with what
the world needs.
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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.

Enacf' Source: Ellen McArthur Foundation




Enact

Traditional (linear) thinking vs. Systems thinking

Traditional thinking
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From linear
to circular

Product as a service

Sharing platforms

Product life extension

Circular supplies

Resource recovery

Enact

Source: Sabina Popin, Futurice
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The right business model for a sustainable future?

Enact
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Discussion:

Future Proofing the Business



Future Proofing
the Business

What does our market look like
in a net-zero, circular, and just world?

What is our business model for succeeding
in that market?

What changes do we need to make now
to prepare?

What supporting conditions will we need?




Sustainable value creation



Understanding materiality is key

Planet and
Company Outward impact society
Sustainability Double
impact (I) Materiality

Impact materiality &—/ Financial materiality

Company impact on the Sustainability and climate

: : Inward impact ;
environment and society impact on your company

Co CarbonCloud

Enact

Financial risk (R)
& opportunity (O)



Impact, Risk and Opportunity Along the Value-c
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The Sweet-Spot
for Sustainable
Value Creation
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Reducing risk for the business

Reducing negative impact
for people and the planet

Increasing business value

Increasing positive impact
for people and the planet
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Boston Consulting Group

Define the ambition, strategy, and roadmap

Drive new
sustainable growth

Make the core
business sustainable

o

Build sustainability
as an advantage

Enable the transformation

Enact



John Kotter

Implementing & N
5ustaining for 8. Make it stick
change
7. Build onthe change
Engaging & 6. Create quickwins
enabling the
Creating the -
climate for 3. Createa vision for change
change
2. Form a powerful coalition

Enact



Managing change

The Change Curve

Integration
Denial

- Shock ‘ . Decision

(@) Frustration

(o R

Depression |
Experiment
State State Guo Disruption Exploration Rebuild
Reaction Shock, Denial Anger, Fear Acceptance Commitment
Apprﬂach Communicate, Watch, Listen, Support Explore, Test, ltterate Communicate success and
Contextualize, Explain and Guide and Empower acknowledge resistance

Source: Dr. Kiibler-Ross
Enact



Group discussion

Which are the most important enablers and
blockers to drive change in your organisation?

List and discuss.









Connect to
Business Priorities

Speak the Language of Other Departments
Secure Leadership Support

Build Cross-Departmental Alliances

Enact 54
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Empower Action

Encourage discussion, bringing up dilemmas
and conflicts of interest.

Be transparent when something went wrong,
and what the consequences were.

Enact




Be Practical

Create concise materials explaining what HRDD
is, why it matters, and how it benefits the
company.

Develop role-specific trainings.

Partner with NGOs or consultants who can
provide credibility and technical support.
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Take aways

« Understand your audience
« Align sustainability efforts with their priorities

« Identify one internal champion
within your own organization
who can help advocate

« Start small, but think big




Questions &
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