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The world as it will be ... 1IVD | % S R o

“It is change, continuing change, inevitable change, that is the
dominant factor in society today. No sensible decision can be
made any longer without taking into account not only the world
as it is, but the world as it will be...

This, in turn, means that our statesmen, our businessmen,
our everyman must take on a science fictional way of thinking,”

— |Isaac Asimov, Asimov on Science Fiction
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TIME FOR A

RESET.

THE NEW AGENDA

THIS IS THE
NEWAGENDA

We live in a time of disruption and fragmentation
but where others see difficulty, we see opportunity
— not just fo survive but to thrive: To stand up for
wealth creation and free enterprise as drivers of
development. To promote better business by
holding companies to account. To empower our
readers to lead the way in business, society and
the wider world. This is the new agenda.

STATEMENT ON THE PURPOSE OF A CORPORATION

Americans deserve an economy that allows each person to succeed through hard work and creativity and to lead a life of meaning and dignity. We believe the free market system
is the best means of generating good jobs, a strong and ble economy, a healthy and economic opportunity for all

Businesses play a vital role in the economy by creating jobs, fostering innovation and providing essential goods and services. Businesses make and sell consumer products;
manufacture equipment and vehicles; support the national defense; grow and produce food: provide healthcare; generate and deliver energy; and offer financial, communications
and other services that underpin economic growth.

WHILE EACH OF OUR INDIVIDUAL COMPANIES SERVES ITS OWN CORPORATE PURPOSE, WE SHARE
A FUNDAMENTAL COMMITMENT TO ALL OF OUR STAKEHOLDERS. WE COMMIT TO:

DELIVERING VALUE TO OUR CUSTOMERS. We will further the tradition of American companies leading the way
in meeting or exceeding customer expectations.

INVESTING IN OUR EMPLOYEES. This starts with compensating them fairly and providing important benefits, It also
includes supporting them through training and education that help develop new skills for a rapidly changing world
We foster diversity and inclusion, dignity and respect

DEALING FAIRLY AND ETHICALLY WITH OUR SUPPLIERS. We are dedicated to serving as good partners to the other
companies, large and small, that help us meet our missions.

SUPPORTING THE COMMUNITIES IN WHICH WE WORK. We respect the people in our communities and protect the
environment by embracing sustainable practices across our businesses.

GENERATING LONG-TERM VALUE FOR SHAREHOLDERS, WHO PROVIDE THE CAPITAL THAT ALLOWS COMPANIES
TO INVEST, GROW AND INNOVATE. We are committed to transparency and effective engagement with shareholders.

EACH OF OUR STAKEHOLDERS IS ESSENTIAL. WE COMMIT TO DELIVER VALUE TO ALL OF THEM,
FOR THE FUTURE SUCCESS OF OUR COMPANIES, OUR COMMUNITIES AND OUR COUNTRY.

BRT.org/OurCommitment BFD Business Roundtable
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LARRY FINK'S ANNUAL LETTER TO CEOS

A Sense of Purpose

LARRY FINK'S 2019 LETTERTO CEOS

Purpose & Profit



Global tendencies that are shaping a
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How are these global trends
affecting my business?

1. They are redefining the way businesses
create value (value proposition) from license
to operate, product design, operations,
marketing, sales, compliance, logistics,
finance to even business models

2. Bring purpose and agility inside the market
space, pose questions that Board members
are not used to answer.
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Agile business react quickly when challenged and are
able to adjust to new ways of doing things

Purpose instills leadership clarity and
material strategic priorities.

Defining the impact we want to have
in the world can drive business to act
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What is the purpose of your business?

3 minutes: Don’t over think!

?
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All the forces 1o
the world are
not so g@ W@E’f

--Victor Hugo--
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Purpose The Nexus: Purpose-driven companies place authenticity
v ; and building trust at the core of the business model. To
Authenticity (Internally) ® successfully build trust, a company needs to communicate
Measunng and Mmanaging goals . or signal its intentions to pursue a purpose beyond profits.
round purpose, ahigning incentves M— This is critical because trust ultimately drives choices to be
with purpose, uphoiding transparency made by stakeholders of the business, helping shape

a competitive advantage in the marketplace.

: <
3 le. T
- Trust in Purpose

Trust drives choices to be made 1y

(akeholgers. €@ Q. CusStoMmers, employes

Sign

COMpPanies 1

als (Externally)
et LO Signal their purs

siternative corporate forms Value Creation
Compeaettive advaniage

Source: The value of corporate purpose https://www.kksadvisors.com/value-of-corporate-purpose/
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Purpose:
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Impact Purpose
Measure. trace and be Why a business exists, what makes
transparent. your business distinctive.
KPIs and targets - Transformative vs. self-
 Inform decision making congratulatory
* Assess and reward
performance - Aspirational societal contribution
based on unique attributes.
Sustainability analytics: prove
points and gaps - Does not have to be altruistic, it
has to be ”of service”

WIHY
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Are you aware of the impact your business has
on society and the environment?

Your impact =
the world with your involvement
minus
the world without your involvement

S
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Defining a Purpose: TIVD | & oo,
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“To make sustainable living commonplace. We want to help create a world
where everyone can live well within the natural limits of the planet. “We meet
everyday needs for nutrition, hygiene and personal care with brands that help
people feel good, look good and get more out of life.”

“Use the power of sport to move the world forward. We believe in a fair,
sustainable future—one where everyone thrives on a healthy planet and
level playing field. Bring inspiration and innovation to every athlete* in the
world” *If you have a body you are an athlete”

“We are in business to save our planet. At Patagonia, the protection and
preservation of the environment isn’t what we do after hours. It’s the reason
we’re in business and every day’s work.

Build the best product, cause no unnecessary harm, use business to inspire and
implement solutions to the environmental crisis.”

patagonia
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contribution against

Purpose that instills material strategic priorities, clarity and authenticity

Materiality Impact Purpose

Most pressing sustainability (ESG)
issues faced given the sector/industry
that are likely to affect the financial
condition or operating performance.

Long-term value

Managing material issues
risk and opportunities.

WHAT WHY
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Stock Price Performance of Portfolios
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Material ESG Issues
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“Using both calendar-time portfolio stock
return regressions and firm-level panel
regressions we find that firms with good

ratings on material sustainability issues o ananiy petormanee.
significantly outperform firms with poor

ratings on these issues. In contrast, firms with

good ratings on immaterial sustainability

issues do not significantly outperform firms MATEAL
with poor ratings on the same issues.

HIGH

Low

Source: Khan, Mozaffar, George Serafeim, and Low o
Aaron Yoon. "Corporate Sustainability: First o
Evidence on Materiality." Accounting Review

91, no. 6 (November 2016).
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26 criteria

SASB: 11 sectors,

Extractives &
Minerals
Processing

Consumer Goods

Dimension General Issue Category @ Click to expand Click to expand
GHG Emissions _
Energy Management
Environment
Water & Wastewater Management _
Waste & Hazardous Materials Management _
Ecological Impacts _
Human Rights & Community Relations
Customer Privacy

Data Security

Social
N Access & Affordability
Capital
Customer Welfare
Selling Practices & Product Labeling
Labor Practices
Human Employee Health & Saf
mployee Hea afe
Capital ploy v
Employee Engagement, Diversity & Inclusion
Product Design & Lifecycle Management _
Business Model Resilience
Business
Model & Supply Chain Management _
Innovation

Materials Sourcing & Efficiency
Physical Impacts of Climate Change
Business Ethics

Competitive Behavior
Leadership &

Management of the Legal & Regulatory Environment
Governance & & i Y

Critical Incident Risk Management

Systemic Risk Management

Financials

Click to expand

Food & Beverage Health Care

Click to expand Click to expand

@ 2N18 The SASR Fnundatinn All Richts Raceruvad
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Renewable
Resources &
Alternative Energy

Resource

Infrastructure
Transformation

Click to expand Click to expand Click to expand

Technology &

. . Transportation
Communications

Click to expand Click to expand Click to expand
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Apparel, Accessories & Appliance Manufacturing Building Products & E-fommerce Household & Personal Multiline and Specialty

Dimensi General Issue Category
an ner Footwear Furnizhings Products Retailers & Distributors

Toys & Sporting Goods Click to expand
GHG Emissions

Ajr Quality

Water & Wastewater Managament _

Enwironment

Waste & Hazardous Materials Management

Ecological Impacts

Human Rights & Community Relations

Data Sacurity
Social .
Capital Arcess & Affordability
Customer Welfare
Selling Practices & Product Labeling
Capital mployes Hea ety
Employes Engagement, Diversity & Inclusion _
. Business Model Resilience
Business

Model & Supply Chain Managemenit _
Inmovation
Marerials Sourcing & Efficiency _
Fhysical Impacts of Climate Change
Business Ethics

Competitive Behavior
Leadership &

M t of thie Legal & Regulatory Envi t
Governance anagement af the Legal & Regulatory Envirommen

Critical Incident Rizk Management

Systemic Risk Management
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Materiality maps:

ESG MATERIALITY MAP

Human rights
practices
Investor activism
and proxy voting

Increasing Importance to Stakeholders

a
¥ °  (overnance
=]

w Social ®  Environment

A A
®  Data privacy and security ha
g '@ privacy and secury -
Employee incentives

a
¢ \
U] and risk culture

accountability,
and reporting

W Consumer financial health
Community investment
Wealth inequality
Systemic risk management

'/ Access to finance

A

¥ Zero-tolerance conduct
grievance mechanisms

Employee diversity

Financing transition t
low-carbon economy

elogo

ESG integration in financial analysis

Be

¢ Employee knowledge
of ESG issues
Equal pay and
wage gap
& Lobbying and public
policy engagement

Retail branch strategy/presence

Operating within the legal and
regulatory environment

B o=

W' Natural resource Board diversity and
in operations independence
ain
GHG/Non GHG emissions
n internal operations , , ) .
= i & Employee practices and benefits
and supply chain - J 2
Employee : . :
a volunteerism é Talent attraction and retention
é Workforce
reduction :
educaons Responsible
sourcing

Increasing Importance to Business Success

é People

Ethical
behavior

Consumer
financial
protection

Materiality assessment

v Anti-competitive behavior . . Briberyand corruption
5 - - e
Responsible supply chain ‘ : Ssfeandhealthy
Sustainable materials . workenvironment
., Fairanddecent employment : ' ; Impactondimate change
. T Sustainableindustry . : Energyeficency
20 3 . L
s . : o Diversity,
c¥ : : inclusiveness and
EZ Watermanagement 3 o
57 non-discrimination
%E Impacton (M T
=£ biodiversity Waste management
.X’U
w
Training of employees
Contribution tosociety

Important

Important «——  Skanska'simpacton sustainability topics ——p Crudial

Social conditions and personnel @ Ethics

Environment @ Humanrights @ Sustainable industry
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Higher

Importance to stakeholders

Lower
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@ Agricultural Sourcing
Women's Rights & Opportunities @ @ Climate Action
@ Deforestation
@ Packaging & Waste
@ Nutrition & Diets
@ HumanRights yater @

\

JERV U
VERT Mo

V LI
/ UIRH

Sanitation & Hygiene @
@ Ethics, Values & Culture

Economic Inclusion @ Trusted Products & Ingredients @

Animal Testing & @

Welfare @ Fair Compensation Talent @
@ Consumers &

@ Non-agricultural Sourcing Sustainability

Responsible Marketing & Advertising @ @ Tax & Economic Contribution

Governance & Accountability @

@ Data Security & Privacy
Employee Well-being @

Responsible Use Of Innovation & Technology @

® Communicable Diseases

Impact on the business Higher




Two key material issues for your business

3 minutes: Don’t over think!
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authentic, clear and

Let’s share:
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Purpose that instills material strategic priorities and leadership clarity Purpose that channels business transformation

Materiality
Impact Purpose Social innovation
- Resources, capital
allocation, M&A, R&D and
organizational architecture. | <
) Compositio.n and agenda of Novel market solutions to
N the leadership team. global social and
L > environmental problems:
T > creating or improving products,
Long-term value x services, processes, business
models and markets to more
< effectively and efficiently
“Internal and External respond to societal unmet
needs.

- Communication,
stewardship

Co-creation, partnerships
for innovation

WHAT WIHY HOW
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Let’s do an exercise _, SOCIAL INNOVATION

EVERYONE NEEDS TO HAVE
CONTACT WITH THE PAPER

NO ONE NEEDS TO HAVE
CONTACT WITH THE GROUND
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Purpose that instills material strategic priorities and leadership clarity Purpose that channels business transformation

WIHAT
Materiality W[HY

Impact Purpose Social innovation

- Resources, capital
allocation, M&A, R&D and
organizational architecture. | <
- Composition and agenda of
the leadership team.

Novel market solutions to
global social and
T environmental problems:

\ 4

> creating or improving products,
services, processes, business
models and markets to more

< effectively and efficiently
respond to societal unmet
needs.

Long-term value T

-Internal and External

- Communication,
stewardship

Co-creation, partnerships
for innovation

¢ I

Sustainable development Goals

My,
i

F




Cynics and believers exercise Qd

Booo...
o A
&2 @ o Believer: What does purpose and agility mean
for your organization? What is the dream? Be

specific

Cynic: Why the dream is not going to happen!
(think in terms of capabilities)

Take 2 min to write
Dreamer: what points made hit home?
Cynic: what specific issues from the dream do you share?
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Cynics and believers exercise Qd

o - Ea?':-.-‘
Ge . %

Believer: Repeat the dream

Cynic: What can HR do to make the dream happen?
(use capabilities you have or you can develop)

Take 2 min to write
What called your attention this time?

Copyright © 2019 IMD. All rights reserved.
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* have a purpose that guides them to create value reimagining the what and how

* align purpose with material issues that drive social innovation, resource commitment and
engagement.

* have dynamic and engaged people that believe and act on purpose

e shift from authority and isolation to partnerships and collaborations

e foster innovation and discovery along with transparency

* move mindset from scarcity to abundance

Copyright © 2019 IMD. All rights reserved.




vanina.farber@imd.org
@vaninafarber

Challenging what is
and inspiring what
could be.

We develop leaders
who transform
organizations and
contribute to society.

WORLDWIDE
OPEN PROGRAMS
8 YEARS IN A ROW

(

WORLDWIDE
EXECUTIVE EDUCATION




SOME BUSINESS EXAMPLES

Nike and Unilever
NIKE - % 2
& ?@@%
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Nike material focus 1IVD | % S
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[he FY 18 NIKE Impact Report focuses on our 2020

Targets and Priority |ssues most relevant across O H?ﬂmrﬁi Tﬁill,m:
our value chain and to our stakenolders Certron , i,'_,. .I',.. " t, f

% nalving our impact 7
FY18 Priority Issues Linid LaSor

Water
Existing Pricrity lssua @
|ssues with Increased
Halavance in FY18'
Chemistry Chemistry

Climate Change Risks

Active Kids

Diversity & Equal Opportunity Energy
Occupational Hanltl:r:p;smat GHG Emissions
: ! Material Waste

Total Compensation

Non-Renew able
Workforce Development

Resource Depletion
Water Use

Priority Issues®
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Purpose driving Innovation and engagement
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“Use the power of sport to move the world forward. We believe in a fair, sustalnable future—
one where everyone thrives on a healthy planet and level playing field. Bring inspiration and
|nnovat|on to every athlete* in the world” *If you have a body you are an athlete”

How Nike's Green
Design Recycled 82
Million Plastic Bottles

1%
LIGHTER®

DIV/ERS
WASTE FROM
LANDFILL

CARBON

FOOTPRINT

9 MORE

DURABLE™

RECYCLED
LEATHER

FIBER

How might we create a waste-
free, circular future by designing

everyday products using Nike

—
A7 g .
j - 'If they thifyour dreams are crazy,
- - 9 ’ J o —d
Grind materials? show th‘Eat crazy dreams.can-ga:
9 e =

BUSINESS et 29mE i

el Now Makmg Most O s ShoesFrom s
(i G

 never e how e coud get aoutwaste sas ke’ sutanably
(i
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OUR VALUE CHAIN

’ INND va r’0~

\\\"\G“‘
a
PURPOSEFUL ¥ \ CONSUMER BENEFITS
PEOPLE < OUR PURPOSE
To Make Sustainable Living Commonplace ~ TOP & BOTTOM LINE

N gus A(L:Es & %, GROWTH

RESOOR / __CREPT—— | % IMPROVED HEALTH &

To grow our business, whilst decoupling our environmental % WELL-BEING

footprint from our growth and increasing our positive social impact

FINANCIAL &
RESOURCES Fog delivered through the Unilever Sustainable Living Plan: _S?STA'NABLE DE/ELOPMINE SOALS
z IMPROVING HEALTH REDUCING - .
A 5 AND WELL-BEING ENVIRONMENTAL LIVELIHOODS .\,
FOR MORE THAN m"“"m FOR REDUCED
S ANGIBLE 1BILLION 1/2 MILLIONS B ENVIRONMENTAL IMPACT
ASSETS St SUSTAINABLE DEVELOPMENT GOALS
OUR STRATEGY 5 o
SUPPLIERS To deliver long-term growth and sustainable value creation §
-
2TPAI'\‘RETHNOEL&ERS Supported by Division strategies: <
Beauty and Personal Care / ENHANCED LIVELIHOODS
SUSTAINABLE DEVELOPMENT GOALS

SUSTAINABLE DEVELOPMENT GOAL “-}(
<
- Home Care
-, s ==,
@ m Foods and Refreshment o
: & e
o"\b
\ s = [ A4
Ma RKe TING Q (/ g ﬁ
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Purpose that drives financial commitment and innovation
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“To make sustainable living commonplace. We want to help create a world where everyone can
live well within the natural limits of the planet. “We meet everyday needs for nutrition, hygiene
and personal care with brands that help people feel good, look good and get more out of life

bu5|ness OLLY | | | .
US brand OLLY supplies gummy vitamins and A 4
supplements, as well as protein powders and snacks - D;)v(' . Dove E
Unilever buys New York based v.,) Doe i & Do
The Laundress to boost cleaning v i ‘;3" -
business | b
UNILEVER ACQUIRES THE é‘; v 0 j :5;
VEGETARIAN BUTCHERTO £ 5 0 /O
MEET DEMAND FOR VEGAN LESS WATER FOR RINSING
MEAT ‘

Unilever CEQ Announces Divestment From Non- =~ -
Sustainable Portfolio Companies

# By SallyHo — Lastupdated Aug7,2019
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Posted on April 12, 2019 by knjohn | Leave a comment

BIG STORY 10 SEPTEMBER 12, 2019 / 4:55 PM [ 14 DAYS AGO

Unilever reveals global tea suppliers in drive
for slave-free sourcing

Unilever versus Kraft/Heinz:
Competing Models of Capitalism

Posted in: Economics




