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Business sustainability:
The key challenges and opportunities




The Nine Planetary Boundaries

BIOSPHERE INTEGRITY

BIl CLIMATE CHANGE

(Notyet
quantified)

=5 .

NOVEL ENTITIES
"~ (Not yet quantified)

LAND-SYSTEM
CHANGE
"‘ STRATOSPHERIC
| OZONE DEPLETION
FRESHWATER USE

.~ ATMOSPHERIC AEROSOL
< LOADING
(Not yet quantified)

ACIDIFICATION

[l Below boundary (safe)
1 in zone of uncertainty (increasing risk)
[ 8eyond zone of uncertainty (high risk)

BIOGEOCHEMICAL
FLOWS

Source: Stockholm Resilience Centre, Stockholm University
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Path to Sustainability

» Taking Good Care of the

Planet .
Evolving to a Better Society

Economy
All society stakeholders acting responsibly to ensure

the well being of current and future generations

Role-of-Business
(incl. Financial Sector Leverage)

Efforts of Other Society Stakeholders

(Households, Communities, Science, Academia,;NGOs)

Role of Policymakers

Financial
Services

Government

Urgent Action Needed



The four pillars of sustainability

ENVIRONMENTAL
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Sustainability References

United Nations

Climate Change

The Paris Agreement is a legally binding international treaty on climate
change. (...)

Its goal is to limit global warming to well below 2, preferably to 1.5
degrees Celsius, compared to pre-industrial levels.

To achieve this long-term temperature goal, countries aim to reach
global peaking of greenhouse gas emissions as soon as possible to

achieve a climate neutral world by mid-century. (...)

0 =

S g ; Nationally Determined Contributions (NDCs)

ECONOMIC GROWTH

(]
Government Policies and Regulations

@
SUSTAINABLE
DEVELOPMENT . .
G:ALS Science Ethics
S and and

17 FOR THE GOALS

Technology Values







Challengé 1: The Economic Growth Conundrum

Human Activity & Global Social
Economic footprint Well-being (GSW)

Current footprint

Planetary Limits

Target Footprint & Target GSW

economicfRctivit
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Challenge 1: The Economic Growth Conundrum

Human Activity &

Global Social

Economic footprint Well-being (GSW)
+
Current footprint
. , T
g. circular economy) and
more Efficiency in Processes
Planetary Limits
Target Footprint & Target GSW 4
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Challenge 3: Walking the Talk

Superficial Approach

erm follow on
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Challenge 3: Walking the Talk

Superficial Approach
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* Collaboration
* industry, policymakers, NGOs, academia, communities




Challenge 5: Transparency

* Society increasingly connected and able / willing to scrutinize

* Remaining plugged-in to all stakeholders a_
fagebols ;
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comes, problems, sol

Related Financial Discl




Where to Start ?

Vision
& System of
Beliefs and Values

{} b

ORGANIZATION,

Strategy “ GOVERNANCE &

CULTURE
. 5 W

Outcomes
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Is your business fit for the future®e
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How does your business measure up¢
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https://singleorganizingidea.org/confidence-scorecard/
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Where is your business today?2

We're all serewed
So don'ttell us that
We can imagine a healthy future

Because the reality is

| 's too late to fix the climate crisis
And we don't trust anyone who says
We need to demand a livable planet

Because we don't have a choice

Nowread i

Buy Less,
Demand
More.

. @ it Tada.

patagonia

i Ation
anever S

Expectations around core responsibilities are increasing

Expectations of Companies, “Held Responsible For,” Net Expectations,* Average of ifﬂ*::
20 Countries,** 1999-2020 2020

80

——Safe/healthy products
= Providing fair wages

——Treating employees fairly

===Don’t harm environment

===\/ision to make world better I

\

40
(o w ®
® oS o
*(4+5) minus (1+2) on a scale of 1to 5, where 1 is "Not held ible™ and 5 is “Held
**Includes Argentina, Australia, Brazil. Canada, China, France, Germany. India, Indonesia, Italy, Japan, Kenya, Mexico, Nigeria. Russia, South Korea, Spain,
Turkey. UK. and USA. Not all countries were asked in all years. Before 2019 this question was asked using an in-person and telephone methodology.
T23. Below are things some people say should be part of the responsibilities of large companies. For each one. please indicate to what extent you think @

companies should be held responsible.
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Economic
purpose

SOI

Single Organizing Idea

Social
purpose
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Economic
purpose

Sustainable
progress for all

Social
purpose
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Improves Attracts Delivers

Social Procurement choices The best employees United ecosystem
strategy of stakeholders -
Employee retention New ideas value chain facilitation
Innovation New partnerships Short and long-term
value creation for
Reputation Long-term investors both shareholders
and society
Transparency Lower cost of capital
Sustainable - 5
Sustainable prosperity
= Organizational efficiency
strategy

Risk management

An SOI® led and aligned business ensures
sustainable progress for all stakeholders whilst Sales and marketing
enhancing the performance and risk profile of
the business. 7
Supply-chain
Typically, we expect an SOI® to deliver a minimum management
return on investment of 5:1. Due to our systems
and technology we are able to prove our ROl every

year with hard commercial and impact metrics. Stakeholder engagement

© 2021 Single Organizing Idea Ltd



Sustainability

Harvard

Business The Comprehensive
Review Business Case for

Sustainability

by Tensie Whelan and Carly Fink

October 21, 2016

https://hbr.org/2016/10/the-comprehensive-business-case-for-sustainability

© 2021 Single Organizing Idea Ltd



Examples

SINGLE ORGANIZING IDEA (SOI®) TYPE

Enabling Change

Partners for Good

Collective Success

Promote and Protect

Pride

Believing in Better

Mining the Resource. Enriching the Nation*

Cultivating Wholesome Food

Building Better Communities

Assuring Confidence

Waste

Maximising Circular Value

Inclusive business network/platform

American INGO

New Zealand tax collection technology

Global human rights organization

British clothing manufacturer

American faith-based INGO

Anglo/African mining company

French food products company

New Zealand construction company

American accreditation organization

Canadian apparel manufacturer

Dutch logistic company

ENTERPRISE

IBAN

Global Communities

DataTorque

UNHCR - GANHRI

Community Clothing

Catholic Relief Services

Debswana

Danone - Blédina

Hawkins

ABET

Norden

Euro Pool System

© 2020 Single Organizing Idea Ltd
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How fo fransition your business




‘The CORE Playbook provides a simple, direct, paintby-numbers guide to identifying, creating,

implementing and measuring the impact of a core purpose for almost any organization’
Rob Markey, Co-Founder Net Promoter System, Co-Author of The Ulfimate Question 2.0

NEIL
GAUGHT

C @ R PLAYBOOK

The complete SOI® toolkit, including over 40 detailed diagrams and step-by-step

oot
A

e
P
et \:“‘9

explanations you can follow immediately to change your business for good

With a foreword by Julian Richer
Entrepreneur; philanthropist-and author m

SINGLE ORGANIZING IDEA
(so1®)
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Transitioning to a 21st century business

model

1: IDENTIFYING

Research & analysis

DEFINI 3: ALIGNING

SOI® Strategic framework

Organisational development

Desk research | interviews | workshop

crowdsourcing |

comms/brand audit | touchpoint journeys People & culture

| societal impact analysis Positioning Business Innovation

| trends analysis | benchmarking | statement functions Communication

stakeholder mapping | competitor analysi Products & services

| Processes & systems
Sales & marketing

Assessment
Gaining feedback, measuring
results and making refinements
through SOI® Learning Loops

GOING STAKEHOLDER COMMUNIC

© The positioning statement frames and ® |dentified during the research phase . An SOI® is a simple, memorable call to
explains what the value of the values support and underpin the action. Relevant, compelling and
the SOI® is to your enterprise and to SOI®. Each value is a commitment authentic, an SOI® succinctly captures the
society in two or three pithy sentences. against which actions and ideas can core purpose of your enterprise.

be assessed and monitored.
It's your elevator pitch. It’s your guiding star.
They are carefully selected
to help ensure holistic and consistent
alignment of the your enterprise with
the SOI°.

© 2021 Single Organizing Idea Ltd
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Desk research

SOI® PESTLE analy:

POLITICAL How may government and
other political factors
impact my business?

What economic trends
could have an impact on
my business?

What are the emerging
social and demographic
trends?

What technological

innovations could affect
market?

What changes in

legislation could Impact

my businass?

ENVIRONMENTAL What ecological aspects
influence the business?

Inferviews

Stakeholder mapping

Interview questions

Workshops

w

NEGATI

°
-1
-1
o

8

8
o
@
@
@

=
@
o

a
o

=

B
s

L

a
@
e
&

a

Degree of influence/importance of the stakeholder HIGH

Identified stakeholder groups
Customers.

Staff

Shareholders

Suppliers

Competitors

Media

NGOs

8. Associations

9. Sector think tanks

10. Policy makers/regulators
11. Government watchdogs

N@ oL

The first part of the exercise is 1o brainsiom all
he stakeholders you can think of. This axomple
shows a very shert lst of fop-line siakeholder
groups. Each of these groups con be broken down
into types and then individual organizations. For
insfance, fhere are lofs of fypes of media. You
could ecsily identity 30+ stokeholders in o
beainstorming session with colleagues.

Understanding who is in the ecosystem of which
your business is a part will influence how, when,
where and who you engage with in the future o
help build o business for good. Note your
competitars are amongst your siokeholders
ond possible future ollies!

1. Bockground

1.1 What has mode the business successful fo date?

12 i i five, or neviral?
1.3 How s the reputafion of the business managed? Haw do you think it should be monaged?
1.4 Whot rolo d o oyees, leadership,

1. you descrl he business; done?
1.5 Are successes colsbroted; whol ones, when and how?

1.6 Is there pride in the business; what is the basis for it

2. Sector
2.1 Who is the repulofion of Fhe seclor?

22 he soctor; dogree wi oge; how will ihe sector develop?

2.3 Who/what i inflvencing that change?
24 ' i
2,5 What fodtors 86 companies in the sector compele ot

3. Positiening

3.1 Howis the by ot ehuays boen the casst How should it ba posiionsd in the futura  the same/difersniiyt
3.2 Who do you regord most immed: flors? How ore the top th 2 '

3.4 Doss i

3.5 What are the ions of yaue

Y your customers changing

3.7 How do you rank i who are the poriant? which o

4. Future.

4.1 What is the ambition of the business?

4.2 Howwill the businss measure success in the furrs?

4.3 Who are the crifcol factors that willoffact e business” parormance i the future
4.4 Who organizotians do you mas! odmirs i the sactor?

4.5 Wha organiaatians do you mesi admire oviside the secior and why?

5. And finally.
51

\| 7

SOIE Workshop o0

Prompt cards

@08 || scispromac

Q0D | | 0 fromot card o

© 2020 Single Organizing Idea Ltd



Positioning Social contribution analysis

Charity Philanthropy Shared Value Sustainability

Responsibility

£ Vb shiifwic i Fhd# idginfirg  Dfvirquitkap b ¥hi Iphoni| Ij#rfndd D fvirquibkdwiivwahi
g nhgghvvitd Yij#ik, Whafkip#erz seiibk, kdp #Q ., swedp ¥
= ‘i
E ruikhiexvihvy vrfh
=3
% Vkrudinp P Ly2rq Olup Frp sdigfhiz Ik# Irfxvieal R svb iy hewick
o wdagdwvitujhd i suriideXid ddj qp haqwhfurvvidak
5 Hp | jhathy qEwirquiiitkhi
3 swedp #roly
Irfxvhgirgisuwryblj# Uhvsrqvedit thadrqukEvi f£rp p rafighdo
thchi F dxvhyuvhg £1d}hqukls sxuxhgie |#p hit
qfvirquic ki Exigljthihfuyhl
Wisderwrp #hh# exvhhw hfrv|whp #
thsrudyi# thalvirqviksvi
Dfkhylpj#
Exlglyj #ucw frp shwtd/h# Tggrydvirgitkdwp hhwi
Eacscnalty dgydaihi Wkhithhgvit ik
Relationships Scale EE e B TR
Understanding =3 = —
Collaboration L Uyt hifEhgE b hoxE1g
<« NTANGIBLE Qualities TANGIBLE ] hv;;)qj # Core SOI® strategy

Touch-point analysis Crowdsourcing

SOI® Touch-point Dashboard

Touch-point - .
e e e G e 600 LIKEMIND
0 How energised do you feel about this idea?

| feel very engaged, because | feel | have a role to play

Business
function area Love the idea, but difficult to implement in our organization

Positive Positive Positive Positive Positive
Neutral Neutral Neutral Neutral Neutral
Negative Negative Negative Negative Negative
50
Alignment
CiitEEEs Start Start Start Start Start
Alignment
stage stop stop Stop Stop stop
Keep Keep Keep Keep Keep

© 2020 Single Organizing Idea Ltd
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SOI® Strategic Framework
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CORE Playbook example

Positioning statement and values relationship

Positioning statement

Our success is borne
out of belief, a history
of partnering and an
understanding of what
matters, and what
doesn’t.

By being bold enough
to dare and willing to
care we help make
everyone feel

like winners.

Core values

Cooperative

Our heritage shows that we get the best
results when we work in solidarity. By being
inclusive we unite and support joint efforts
that enhance our collective strength.

Accountable

Our success is determined by the standards
we set, the outcomes we pursue and the
responsibility we take. By being
straightforward, fair and answerable we
underline we are dependable.

Attentive

By being tenacious, by having the
confidence to open our minds and
empathise, we create unique opportunities
that allow compassion and understanding
to push forward progress.

Courageous

Achieving better takes audacity and
commitment. By relentlessly looking for
improvement we challenge the status quo
and shape new solutions and efficiencies.

Single Organizing Idea

Feel-good

Cooperative

Our success is borne out of belief| a history of partnering &
Accountable _l
understanding of what matters and what doesn’t.
Courageous
By beink bold enough to dare in e help make everyone

feel like winners.

Attentive

Single Organizing Idea

Performance: A standard of success/achievement
Behaviour: Positive morals and ethics, kindness, fairness

Can be measured/assessed/factored
|

FEEL- GOOD

A human sense/emotion

Image: Quality, finish

Associated with aptitude, intuition, inclination
An outcome/reaction resulting from a
connection, experience (a moment of truth)

© 2020 Single Organizing Idea Ltd



Stress testing

8 POINT STRESS TEST

Criterion 1:

Credible

Is the SOI® based on reality, hard facts
and evidence?

Criterion 2:

Resilient

Will the SOI® be sustainable over the long-
term regardless of management,
technology and market changes?

Criterion 3:

Relevant

Will the SOI® deliver value to our business
and our stakeholders?2

Criterion 4:

Commercial

Will alignment with the SOI® help ensure
that our business thrives and maintains
commercial success?

Criterion 5:

Beneficial

Will the adoption of the SOI® impact
positively on people and the planet?

Criterion 6é:

SINGLE

Will the SOI® provide the single-minded
focus required to help separate what is
important from what is not2

Criterion 7:

ORGANIZING

Will each function of the business and the
wider ecosystem be able to self-organize
their alignment and contribution to the
SOI®2

Criterion 8:

IDEA

Is the SOI® a compelling concept that
people internally and externally will admire
and aspire to be a part of?

© 2020 Single Organizing Idea Ltd
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Total alignment

Communicated position

Do internal and external
communications consistently
express and support the SOI®
through media channels?

Are service/product
experiences, impacts and
innovations advancing the
enterprise towards the SOI®?

Stories &

experiences

Culture & e’
behaviour

Actual position
Does the root and branch reality of the °
structure, culture and behaviour of people in the .

enterprise align with values that are moving it .

towards the SOI®? .
Conceived position

Do perceptions of the organization, its image,
behaviour and performance, consistently align
with a sustainable purpose that external
stakeholders understand, buy into and actively
contribute to?

Word of mouth

Inspired by Professor John Balmer's ACCID test

Ideal position

Is the enterprise positioned for future success
around an SOI® that is embedded at the core
of the business which will deliver sustainable
business and societal benefits?

Leadership

Desired position

Is leadership totally committed? Does
leadership consistently plan, reference,
measure and promote the value of the
SOI® through statements, speeches,
discussions, reports, decisions and
commitments?

© 2021 Single Organizing Idea Ltd



Business functions

Communications People & culture
Smart internal and external communications that Challenging long-held rituals and hard-nosed
remind, support and underline the value of the business attitudes and aligning them with an
SOI®, engage stakeholders with it and invite idea that humanises is tough. A relevant and
contributions to it. compelling SOI® that people care about and
have contributed to defining helps shape a
more satisfying and rewarding way of
working together.

Communications People & culture

Innovation

Understanding the core objective
. of the business helps it decide
Products & services where it should (and shouldn’t)
invest its new thinking — what it
should start, stop and keep doing.

Products & services

Sustainable improvements are
primarily delivered through the quality
and performance of products and
services. Alignment with an SOI®
ensures stakeholder needs, wants
and values are met.

Systems & processes Sales & marketing
The way in which businesses manage quality and 3 Alignment with an SOI® ensures consistency
efficiency is a reflection of their values. Establishing | and impact throughout the design, development
and reinforcing best practice through the lens of an and implementation of sales and marketing
SOI® uncovers new and better ways of doing ) \ ' processes and technigues.
things that build a positive reputation. N

© 2021 Single Organizing Idea Ltd



"Culture eats strategy =
for breakfast”

Peter Drucker
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People and culture

Spectators

% of total workforce

High

UNDERSTANDING

These individuals are self-
centred. They understand
the aims of the organisation
but have elected not to take
part for personal reasons.
They can often be

quite senior.

Seekers

% of total workforce

These individuals have

plans outside of the organisation.
They do not believe the company can
help them realise their dreams or
goals.

COMMITMENT

Stars

% of total workforce

These individuals are highly involved
on both levels. They understand the

big picture

and actively participate and
encourage others to help
deliver it.

Settlers

% of total workforce

The organisation meets the
expectations of these individuals. But
they don’t have the understanding or
tools they need

to contribute to it beyond their

daily roles.

© 2021 Single Organizing Idea Ltd



A | Spectators Stars A %

High % of total workforce % of total workforce High ’0
X o

These individuals are self- These individuals are highly involved "
centred. They understand on both levels. They understand the x ¢ x
the aims of the organisation big picture x ’0
but have elected not to take and actively participate and *
part for personal reasons. encourage others to help ’0 x
They can often be deliver it. *

O} i ior. O}

9 quite senior 2 x ’0

2 S o'

4 Seekers Settlers i R X
% of total workforce % of total workforce

=l % of total workf % of total workf o] X e X X

) ) ‘0 x& X

A
These individuals have The organisation meets the x’« X X
plans outside of the organisation. expectations of these individuals. But x x
They do not believe the company can they don’t have the understanding or «’ x x
help them realise their dreams or tools they need *
goals. to contribute to it beyond their ’0 x x x x
daily roles. *

COMMITMENT i COMMITMENT

© 2021 Single Organizing Idea Ltd



Collaboration that leads to innovation

Intellectual and emotional commitment

Ebase 2 Gaining alignment

WGl Il bR E el sled  Collaborating, creating
people and ideas and recommending

Ability

Tipping point

Attitude

Settler

Gaining ntellectual buyin

[T E el lnalValle=1{e1iEY Seeing and understanding
that inform and educate RNl Risldelgtlglel:]
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“Vs’ry few companies have
made ang: |

innovation everyone" é.rb!le
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Gary Hamel, What Matters Now, 2012
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START

What should we start doing? What could we create or deliver at this touch-
point that would align it with our Single Organizing Idea (SOI®)?

idea

idea

idea

STOP

What should we stop doing? What could we stop doing at this touch-point that
would align it with our Single Organizing Idea (SOI®)?

idea

idea
idea

KEEP

What should we keep doing? What are we doing at this touch-point that
already aligns with our Single Organizing Idea (SOI®)?

idea

© 2021 Single Organizing Idea Ltd



g Date/versit
SOI® Alignment Canvas ate/version
SOI®@ Strategic Business function commitments o
Framework

soie ACTION 0eAs e AcToN 106AS ~TeT T ™ |
u |

Positioning STOP S e

statement naw [———
KEEP KEEP
SALES & MARKETING
ACTION oErS = ACTION 08AS
38 B0 O B 3
START START
Core values
STOP STOP
Cost summary
KEEP KEEP
PRODUCTS & SERVICES PROCESSES & SYSTEMS
AGTION 10EAS AcTion = o
e ® Y Resources
START START
STOP STOP
Ecosystem partnerships
KEEP KEEP

v.2_03.2020
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2021 2022

April May June July August September October November December January February March

The SOI® Assessment System™
Measuring

Stage 3: Aligning

P
(7]
)
<]
d=
[0}
i
<
ol
(7]
x
@
o
@
o
o =
=5
o
L
=
=t
o
E
==
E
E
o]
(&)
%
=
T
=
i)
4
7]
B Organisational development
=

I T I R I R I I R I R R R R A

Stage 1: Identifying Stage 2:_ Defining
Research and analysis Strategic

framework
Start date w/c 5 April

Time: Stakeholders exposure to the SOI® [
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21 FEBRUARY 2021 21 FEBRUARY 2021 02 MARCH 2022

PREPARED FOR PREPARED FOR PREPARED FOR
SAM DAVIES ‘SAM DAVIES SAM DAVIES
NTD GROUP LTD NTD GROUP LTD NTD GROUP LTD
BY

BY BY
ASSESSMENT REPORT CEAIHE HAMLIN ASSESSMENT REPORT CLAIRE HAMLIN ASSESSMENT REPORT CLAIRE HAMLIN
Q5 PARTNERS Q5 PARTNERS Q5 PARTNERS

SO | SO | SO |

SINGLE ORGANIZING IDEA SYSTEM™

SINGLE ORGANIZING IDEA SYSTEM™ SINGLE ORGANIZING IDEA SYSTEM™

© 2021 Single Organizing Idea Ltd



600

SINGLE ORGANIZING IDEA

CERTIFIED

Month 12

Repeats
annually

Month 1

Month 3

Month 7

Month 5

Overall SOI® Score
51

Average 47

Score 44

People & Culture
Competence, engagement and culture is optimised to
deliver the SOI®

Average 61

Score 58

Products & Services
Commercial and societal products and services
provide long-term sustainablility

Average 80

Score 88

Sales & Marketing
Articulates and promotes the business SOI®

Average 47

Score 44

Leadership
Leaders champion the SOI® and manage and develop
the business culture around it

Average 54

Score 69

Communications
Needs of stakeholders are known and SOI®
communication is effective

Averaie 63
Score 61
Innovation

Innovation is SOI® orientated and effective

Average 49
Score 31
Systems & Processes

Systems and processes are managed to optimise
performance aligned with the SOI®
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