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Quanto le tre dimensioni influenzano la qualita
della vita
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Come misurare il progresso di un
Paese
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O Mational progress should e evaluated bassed mostly on money based econdmic indicators

B Mational progress should be ewvaluated based egqually on social, environmental and econamic
indicators
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Q2. In your opinion, what would be the impact of more efficient resource use on

each of the following elements?

The quality of life in
our country; | N = I <M - |

Economic growth in : —
[OUR COUNTRY] I - I -0 e

Employment . .
opportunities in || N > - -l &>
[OUR COUNTRY]
| | B m
Very Somewhat  Somewhat Very Don't
positive positive negative negative know

@ cuzs

4%

5%

5%

ATTITUDES OF EUROPEANS TOWARDS
WASTE MANAGEMENT AND RESOURCE

EFFICIENCY
Eurobarometer June 2014

Q3. Which of the following actions do you think would make the biggest

difference in how efficiently we use resources?

Reducing and recycling waste in industry
and construction

Reducing waste and sorting recyclable _ 519%
waste at home °

50%

Stricter protection of natural resources "
(e.g. water, air, land, fish, biodiversity, etc.) _ ®

Setting more efficient,

environmentally-friendly product _

standards

Cutting taxes on employment and
increasing taxes on resource use

Setting resource efiiciency targets [ 12

Don'tknow [ 3%

(MAX. 3 ANSWERS)

29%

28%

@ E£uzs



An unsustainable world

@ African countries
Asian countries
European countries
@ Latin American and Caribbean countries
(0 North American countries
@ Oceanian countries

UNDP threshold for high human development
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World average biocapacity per capita in 1961

World average biocapacity per capita in 2006 @ o ‘
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High human development
within the Earth’s limits

2 0.4 0.6
United Nations Human Development Index

source: Global Footorint Network (2010): UNDP (2009)
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LA GREEN ECONOMY:
Il Rapporto dell’ UNEP

Il Rapporto “verso una green economy’ del 2011 la definisce
“come un’ economia capace di produrre un benessere, di
migliore qualita e piu equamente esteso, migliorando la
qualita dell’ ambiente e salvaguardando il capitale
naturale”.

Il rapporto stima che per attuare la conversione

dell’ economia tradizionale in una green economy, sia
necessario impegnare annualmente investimenti pari a circa
il 2% del Pil mondiale, una cifra che si aggira intorno a 1.300
miliardi di dollari, in 10 settori strategici,che sarebbero in
grado di rilanciare lo sviluppo e | occupazione producendo
anche notevoli benefici ambientali e di mitigazione della crisi

climatica
8




OECD 2011 - Decoupling growth and

resource consumption

Decoupling trends, OECD
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Rifiuti per unita di prodotto in Italia e nei principali Paesi dell’Unione europea
Anni 2008 e 2012 (tonnellate di rifiuti ogni milione di euro prodotto)

Italia

Spagna

Grandi paesi UE
Germania
Regno Unito
Francia

Unione Europea
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* Francia, Italia, Germania, Spagna e Regno Unito
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L'ecoefficienza dell’industria italiana (per unita
di prodotto) — 2008-2012
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imput energetici  recupero materia emissioni produzione impatto
atmosferiche di rifiuti ambientale

Fonte: elaborazioni su dati Eurostat, Ecocerved e Istat
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Come misurare la competitivita: livello

Macro

MEASUREMENTS OF COMPETITIVENESS - SUMMARY TABLE

Level of

Measure of Cornpetitiveness

Analysis (Driver vs. Performance) Indicator Retersnces
Growth rate of real GNP Jorgenson and Wilcoxen (1990)
Level and growth of GDP
Jorgenson (1991)
Prosperity/Standard of living and GNP
(Performance)
GDP per capita; .
) . World Economic Forum (2007
GDP per capita adjusted for Esty and Porter (200(1) )
M | Intern purchasing power
A | ation
c al/ Depperu (2006)
R | Natio Mulatu, Florax, Witaghen (2004)
0] nal ) Net Export Rose (1997)
International Trade
(Performance) Feenstra and Rose (1997)
International trade flows Mulatu et al. (2001)
Produ_ctivity Productivity growth Jaffe et al. (1995)
(Driver) )




Livello Meso

MESO

Sector / Industry

Market Performance
(Performance)

Market share

Peterson (2003)

Financial Performance (Performance)

Earnings Before Interest,
Tax, Depreciation and
Amortization (EBITDA)

Carbon Trust Paper (2004)

International Trade

(Performance) Net Export OECD (2003)
Investment flows OECD (2003)
Investment Leonard (1984;1988)
(Driver)
Direct foreign investment Blazejcack (1993)
Productivity Total Factor Productivity Jaffe and Palmer (1996)
(Driver) (TFP) Lanoie, Patry, Lajeunesse (2001)
Innoyatlon R&D expend_ltun_e and Patent Jaffe and Palmer (1997)
(Driver) applications
Peterson (2003)
Localization Fortis (2000)

Resource endowment (Driver)

Zoboli (1999)

Cost of transport

O’Sullivan (1984)

Proximity

Iraldo (2002)
Dicken and Lloyd (1997)
Krugman and Obstfeld (1995)




Livello Micro

MICRO

Firm /Plant

Market Performance
(Performance)

Turnovers

Dofour et al. (2007)
Levy (1995)

Market growth

Gray and Shadbegian (1993)

Market share

Gray and Shadbegian (1993)

Import or Export Performance (e.g. net

exports)

Cagatay, Koska and Mihci (2004)

Firm’s or plant’s survival over time on the

market

Levinson (1995)

Economic Performance
(Performance)

Return on Equity (ROE) and
Return on Assets (ROA)

Bragdon and Marlin (1972)
Russo and Fouts (1994)
Coeck and Verbeke (1997)

Return on Sales

Levy (1995)

Net Income

Freedman and Jaggi (1992)
Brannlund et al. (1995)

Financial Performance
(Performance)

Cash Flow (Equity and Assets)

Freedman and Jaggi (1992)

Return on Investment (ROI)

SQW (2006)

Efficiency (Performance)

Estimated Cost Function

Gollop and Roberts (1983)
Sims and Smith (1983)

Ability to distribute costs of compliance

Helland and Matsuno (2003)

Innovation (Driver)

R&D Expenditure

Jaffe and Palmer (1997)




Sostenibilita e CSR

Per Joseph Stiglitz |la CSR e:

: B

“A business contribution to sustainable
development”

: B

Corporate sustainability and responsibility
(Corporate citizenship)



CSR in una prospettiva CE

* Corporate Social Responsibility (CSR) is “a concept
whereby companies integrate social and
environmental concerns in their business
operations and in their interaction with their
stakeholders on a voluntary basis” (European
Commission, 2001).

* CSR “can play a key role in contributing to
sustainable development while enhancing Europe’s
innovative potential and competitiveness”
(European Commission, 2005)



Nuova definizione e obiettivi della CSR

“New definition of the concept, for which CSR is “the
responsibility of enterprises for their impacts on society [...];

To fully meet their corporate social responsibility, enterprises
should have in place a process to integrate social, environmental,
ethical, human rights and consumer concerns into their business
operations and core strategy in close collaboration with their
stakeholders, with the aim of:

Maximising the creation of shared value for their
owners/shareholders and for their other stakeholders and
society at large;

*ldentifying, preventing and mitigating their possible adverse
impacts.”

Communication from the Commission - A renewed EU strategy 2011-14 for
CSR. Bruxelles, 25.10.2011 COM(2011) 681 final



Perché le imprese si impegnano?

* Per essere percepite come diverse nel mercato

Immal”

* Per aumentare il senso di appartenenza di chi
vi lavora jmms) Comunicazione interna

* Per migliorare le relazioni con gli stakeholder
lmm) Comunicazione sociale

Non solo, ma piu in generale per aumentare il
proprio valore



ISTITUTO

DI MANAGEMENT

Porter

* A growing number of companies known for their hard-nosed
approach to business—such as GE, Google, IBM, Intel, Johnson &
Johnson, Nestlé, Unilever, and Wal-Mart—have already
embarked on important efforts to create shared value by
reconceiving the intersection between society and corporate
performance.

 The purpose of the corporation must be redefined as creating
shared value, not just profit per se. This will drive the next wave
of innovation and productivity growth in the global economy. It
will also reshape capitalism and its relationship to society.



“IN OGN! INIZIATIVA INDUSTRIALE NON C'E VALORE DEL
SUCCESSO ECONOMICO SE NON C'E ANCHE L'IMPEGHD

NEL PROGRESSO SOCIALE",
Anstide Merloni (1967


http://www.fabrianostorica.it/personaggi/immagini/a.merloni.jpg

%‘M g cts can
flourish only
1n sociceties
that are healthy.
And societies
n g healthy
rkets
to; lourish.”

— H_.E. Ban Ki-moon,
UN Secretary-General
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Quali relazioni tra sostenibilita e

[ ) o [ ] Q
competitivita
Primary
Stakeholder
Env/CSR Man. . Env. /CSR | Competitive
Practices ) Performance 1 Performance
Secondary
Stakeholder D
Positive Positive
influence influence

Regulation

@i\ Scuola Superiore
: ,‘J Sant’ Annd

i
di Studi Universitari e d



Institutional theory

La teoria istituzionalista enfatizza il ruolo delle pressioni social
e culturali che influenzano le pratiche e le strutture
organizzative nelle imprese (Scott, 1992).

Di Maggio ePowell (1983) sostengono che le decisioni
manageriali di adozione iniziative ambientali possono essere
Influenzate da tre meccanismi istituzionali, ovvero pressioni:
coercitivi, “mimetici” e normativi.

Questi meccanismi creano un diffuso e comune set di valori,
norme e regole che danno luogo ad un “campo organizzativo”
che coinvolge un sistema di attori (|l ottenimento di
una legittimazione sociale)



La regolazione

Porter e Van der Linde (1995) sottolineano che “properly
designed environmental regulation can trigger innovation that
may partially or more than fully offset the costs of complying
with them”

Come vedremo occorre considerare diverse categorie di
strumenti di politica ambientale, in funzione della loro logica
(e.g.. “Polluter Pays Principle” vs. market-oriented
approach) o del grado di cogenza: direct regulation (command
and control), economic instruments and soft instruments



Legami tra environmental regulation e competitivita
nel settore delle costruzioni

Ordered probit models: 6 equazioni per verificare se una politica
ambientale piu restrittiva puo influenzare la competitivita

dell’ impresa

'"depbe'"dent Innovation Business performance Intangibles performance
e
i performance
Technical Business Green Personnel Competence Reputation
Innovation performance business motivation of technicians
performance
Independent Coeffici Coeffici Coeffici z Coeff z Coeffici Coeffici
Variable ent ent ent ent ent
Technolopy 2.58 2.05 2.25 2.96 2.43
based 0.664 Pl 0.524 i 0.128 | 0.50 53 % O:719 | iy | 95F5 i
standards
Green public ; :
P 0.530 | 27° | 0.112 0,58 | 0.066 | 0.36 .262 225 | 0558 | 22 | 0323 | 1817
procurement RS ke
-3.70 -2.55
InpUt taxes -0.199 | -0.95 | -0.877 | “,is |-0.58a | "7 | 111 | -0.57 | 0.208 | 1.05 | 0.001 | 0,47
LR chi2 21.89%** 16.41%** 6.77" 11.43% % 31.43% %4 16.57%%*
Pseudo R- R ) o o o o
0.1412 0.1117 0.0480 0.0612 0.1605 0.0842

square




Q3. Here are some statements about environmentally-friendly products. Which of the following statements best describes your behaviour
towards these products in general?

You often buy environmentally-friendly products |G :c
You sometimes buy environmentally-friendly products - |G s

You do not buy environmentally-friendly products but you definitely .
intend to do so in the future

You do not buy environmentally-friendly products but you may do so

inthe future NN 6%

You used to buy environmentally-friendly products but you stopped [ 1%

You have not bought environmentally-friendly products and do not o
intend to do so ®

You don't know what environmentally friendly products are (DO o,
NOT READ OUT) |

Don't know [l 3%

Base: All respondents = 25568

Q4. Here are some statements about the environment and
environmentally-friendly products. For each one please indicate if you
agree or not.

You feel that using

environmentally-friend!
products isythe righ); I - I 2 > | 1% | 1%

thing to do’

Buying

environmentally-friendly
products sets a good _ ST "- % ". 6% I 2% 1%

example

Your family or friends
will think it's a good

g tyouuse N N > < | =+

environmentally-friendly

products
o O O m
Strongly Tend to Tend to Strongly Don't
agree agree disagree disagree know

Source: Attitudes of Europeans towards building the single
market for green products — Eurobarometer 2013

I consumatori

Q4. Here are some statements about the environment and
environmentally-friendly products. For each one please indicate if you
agree or not.

Buying
environmentally-friendly

products can make a | =D << - | 2

real difference to the
environment

Environmentally-friendly

products are as
effective as regular I I - sl o

products
| m | O
Strongly Tend to Tend to Strongly Don't
agree agree disagree disagree know

Q6. How much more, if anything, would you be willing to pay for products if you
were confident that they were more environmentally friendly?

You would not be willing to pay more | 20%

You would be willing to pay 5% more [N 37%

You would be willing to pay 6% to 10%

I 25
more 28%

You would be willing to pay 11% to 20% 3
more H 7%

You would be willing to pay more than <
20% W 5%

Total 'Yes' |G 77

Don't know [ 3%

2%

5%



La pressione delle associazioni

L

1la labels

Nestlé claims to market baby milk responsibly,
but look at what it does - not just what it says it does

What Nestlé says:

“There i no question about breast milk being the best
start a baby can have in life. Nestlé firmly believes that
breastfeeding is the best way to feed a baby and is strongly
committed to its protection and promotion.”

“Nestlé takes very serlously its responsibility to ensure

that our marketing practices abide by the World Health
Organisation’s International Code of Marketing of Breast-milk
Substitutes. We have implemented extensive measures to
ensure strict compliance with it.”

What Nestle does:
€%, lestlé knows that babies fed on formula are more likely to become sick than breastfed babies
Bj/fv and, fn conditions of poverty, more likely to die. Yet around the vrorld it targets pregnant viomen,

mothers and health vrorkers vith labels and promotions with claims such as its formula “protects”
babies, gives them a “natural start” and so on. Look at some examples of its labels in 2013,

o
Afghanistan Bosnia Croatia Indonesia [ international Code Article 9.2
“Gentle start”  Protective arms logo “Protect” Logos and claims
“Neither the
| i container RAL S,
4 nor the oy
iy o label should
3 ve ...
&1 N N pictures or
B text which
¥ may idealise
the use DHA 48y / 100,
\] of infant G
formula,” | S—
Lithuania Maldives Portugal Taiwan Thailand
“Protect” “Gentle Start” Hypoallergenic claim Protect logo “Natural Start”

“Start Plus" logo

- Philippines Ukraine  United Kingdom Venezuela
Nestlé battles regulations “Protect”  “Advanced Gold System™  “Comjortis”

Mother images
The Philippines requires stafutory

wamings on labels in English
and Filipino and prohibits claims
Nestlé does not use its “protect”
or “nanural start” claims, but is
still using logos and highlighting
ingredients, Nestlé s also backing
attempts to introduce a new law
that would legitimise many of its
e Sement misleading marketing strategies

Global monitoring by the Intermational Baby Food Action Network (IBFAN) finds Nestlé, the market [ E]
leader, to be responsible for more violations of the baby milk marketing requirements than any
other company. For this reason it is the target of an international boycott

sABY HLK www.babymilkaction.org

18FAN UK

ApoLro DE JESUS MIUNERA LOPEZ

MURDERED SINALTRAINAL LEADER
BARRANQUILLA BoTTLING PLANT

ISIDRO SEGUNDO GIL
MURDERED SINALTRAINAL LEADER

CArEPA BoTTLING PLANT
|
|




Tre diverse prospettive...
...con focus diversi:

* Cosa determina il vantaggio competitivo delle
imprese?

>>> || paradigma Struttura-Condotta-Performance

* Come condurre I'impresa a condizioni che
garantiscano una migliore performance
competitiva?

>>> [ g catena del valore e le strategie di Porter

* Cosa supporta la creazione e il mantenimento
del vantaggio competitivo?

>>> [a Resource Based View



Gestire bene la sostenibilita rende

* La letteratura manageriale ci mostra che con una
gestione responsabile dell'impresa possono migliorare:

Elevata immagine e
reputazione,
affidabilita, ..

Qualita, efficacia dei
processi

Minori rischi e costi,
continuita del
business, ....

Persone piu motivate
e competenti,
maggiore

produlttivita..




Le strategie competitive di Porter:

Secondo quali logiche e possibile orientare in
senso socio-ambientale le strategie
competitive per garantire il raggiungimento e
mantenimento delle performance?

Consideriamo le tre strategie competitive di
Porter:

1. Leadership di costo
2. Differenziazione
3. Focalizzazione



La Resource-Based View ridefinisce il concetto di
competitivita:

* || vantaggio competitivo di un’impresa non
dipende dall’intensita delle forze settoriali e dalle
conseguenti strategie di base individuate da
Porter, ma dalle caratteristiche e capacita
dell’impresa stessa, vale a dire dalla sua
dotazione di risorse.

>>> Per avere un reale effetto sulla competitivita dell’impresa,
allora, le performance ambientali dovrebbero essere in grado di
migliorare le risorse a disposizione dell’impresa. E’ possibile
che cio accada?



Resource-Based View

Secondo l'originaria formulazione di Grant (1991)
le risorse su cul si basa la competitivita
dellimpresa sono di 6 tipologie:

* Finanziarie
 Fisiche

* Umane

« Tecnologiche
* Reputazionali
* Organizzative

Vediamo solo alcuni esempi d1 effetti positivi legati all’eccellenza
nella gestione della sostenibilita



Risorse Finanziarie

Le garanzie fornite dalle imprese che gestiscono in modo corretto
le problematiche ambientali e sociali possono offrire accesso
privilegiato a fonti di finanziamento e, quindi, aumentarne la
disponibilita

Risorse Fisiche

Le imprese eccellenti sotto il profilo socio-ambientale sono in
grado di migliorare la propria capacita di utilizzare le risorse
utilizzate come input nei propri processi produttivi




Table 5

Estimation result of performance equations.

Physical resources

Dependent variable

Use of natural resources

Wastewater effluent

Risk of environmental severe accidents

Environmental agreement

Coefficient Marginal effect Coefficient Marginal Coefficient Marginal effect Coefficient Marginal
(1) (2) (3) effect (4) (5) (6) (7) effect (8)
Impact of environmental 1.35%* 049*** 1.48%** 0.49*** 1.58*** 0.51** - -
agreement
EMS 028*** 011** 0.05 0.02 0.12* 0.04** 021**" 0.08*"*
Facility size 001" 001" 0.01" 0.01 —0.01 —0.01 0.01**" 001
Facility belongs to publicly —0.038 -032 -0.02 —0.01 -0.01 -0.01 0.05 0.02
traded firm
Market concentration 0.01 0.01 0.19 0.11 0.06** 0.02** -0.03 —0.01
Primary customer is wholesaler 0.14 —0.05 —0.02 —0.01 0.04 0.02 —0.03 —0.01
Primary customer is 0.10 —-0.04 -0.01 —0.01 —0.03 -0.01 0.03 0.01
household consumers
Primary customer is other 024" -0.11*" —0.10 —0.03 -0.14 —0.05 0.11 0.04
facility within own firm
USA —0.06™" 012" 017" 0.69 0.24* 0.10 -0.01 —0.01
Germany 024** 0.09** —0.07 -0.27 —0.03 —0.04 0.06 0.02
Hungary —0.04 —0.02 —0.47""" —0a7 021" —0.08"" 057" 0.18™"
Japan 0.14 0.05 —0.11 —0.04 —0.13 —0.05 -0.20° -0.07*
Norway 025 0.09 0.05 0.02 0.45*"" 017" —0.28" -0.11"
France 034** 013** 0.32%* 0.12 0.34*** 0.13** 048" —0.19***
CONS —1.09"" —1.24"" —1.53""" 040"
Wald chi* 93647 1614.14** 2020.70%
No of observations 2832 2832 2832

« Gusmerotti et al., The role of negotiating tools in the environmental policy mix

instruments: determinants and effects of the Environmental Agreement, Journal of
Cleaner Production (2012),



Risorse Tecnologiche

’attenzione nei confronti della sostenibilita spinge a sviluppare
innovazioni che hanno un impatto positivo anche sulla capacita
tecnica-tecnologica complessiva dell’'impresa

Risorse Organizzative

Il perseguimento di obiettivi legati al miglioramento delle
performance sociali e ambientali dell’impresa puo supportare
processi di riorganizzazione interna e di razionalizzazione delle
modalita di lavoro




Le strategie ambientali coinvolgono
I'intera organizzazione

Government
Affairs
Marksting S

Accounting

Human Besources Strategic Planning

pNLEH

(Pjublic an_d Environmental,
ommunlty Health and Safety
Relations

Legal Counsel Finance

RandD Operations

Engineering



Alcune evidenze aneddotiche

Ecolucart, leader nel settore del tissue per comunita, ha da sempre
fruito di vantaggi di costo grazie all'impiego di carta da macero. Grazie
alla possibilita di praticare un prezzo in linea con i prodotti tradizionali,
Ecolucart ha aumentato le vendite del 15% medio annuo dal lancio della
linea “Grazie”, conseguendo una market share del 5%.

=7

g

-
MaterisPaints ha puntato sulla differenziazione dei prodotti vernicianti,
lanciando un nuovo prodotto a “zero emissioni” di Sostanze Organiche
Volatili che nel settore del “FaiDaTe” ha raggiunto una quota di mercato
pari al 3,5% ad un anno dal suo lancio



'influenza della sostenibilita sulla competitivita
delle imprese

Fienamente Molto d'accordo Abbastanza FPoco d'accordo Assolutamente in
d'accordo d'accordo disaccordo

Fonte: Indagine SIM



Quali sono i vantaggi competitivi conseguiti
dalla Sua azienda (Indagine SIM)?

@enm immaginefreputazione

Conservazione/conquista nuowvi clienti

@mo rapporti conﬁ@

Incremento dell'efficienza

Diffusione cultura della sostenibilita

Consenso da opinione pubislis

Evoluzione relazioni con i fornitori

Miglioramento relazioni stakeholder istituz.

Miglioramento rapporti con i distributori

hcremento attrazione R.U. qualifica

Agevoiazioni € esenzioni fiscali

Collabor.fcooperaz.con concorrenti

:?33,3% 575’1%
37 A%
35,6%
32,4%
izg,g%
. 22,1%5 :
—
59,5% :
59,6%
59,6%
8.2%

Focalizzando l'attenzione su specifici strumenti lo studio EVER (2006) ha evidenziato che il

principale vantaggio competitivo ottenuto dall’adesione ad EMAS riguarda I'incremento degli
intangible assets in particolare la corporate reputation. Meno rilevanti appaiono invece i benefici in
termini di performance economiche e incremento dell’efficienza.




Quali sono i comportamenti che qualificano un'impresa sostenibile

(il

135 19
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Attivita poste in essere sul tema della sostenibilita e tasso di successo
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Naturale prevalenza delle attivita di “marketing tradizionale” ma rilevanti
anche le iniziative orientate alla qualita ambientale del prodotto

determinants (fattori esterni, caratteristiche impresa e mercato, etc.)

Cruciale e I'analisi incrociata con i vantaggi competitivi e




Cosmic — Risultati della correlazione

Workplace-related CSR Community related CSR Market related CSR
Codes o Benefits o GSCM _env | GSCM_enveth
f fi Staff evaul | Intern._inifiat | Local comm CSRReport | SC_agreem - -
Conduct employ. - - = - cert
Turnover -0.3187#+% | 0.1920%+* | 0.0203 0.3217% %+ 0.1228%* 0.1711%%* 0.0547 0.0004 0,200 3%
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£ . -
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o motivation
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] productivity
8 Reputation 0.0047 0.0772 0.1005 -0.04%0 -00230 0.0022 00632 0.0808 0.0361
i
. Relation with | 0-3831%* -0.1261%* | 0.0273 0.3253 %% 0.1596% * 0.0831 0.1100* 0.1758%+* 0.3110%**
=
) stake holder
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= _ 0.1789 %%
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...risultati della correlazione...
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Incidenza percentuale delle imprese esportatrici tra le imprese che investono in prodotti e tecnologie
green, a confronto con quelle che non investono, per settore di attivita e classe dimensionale

55,0 e, . .
50,0 'E E E 48,4 47,1
45,0 ! 5 44,3 5
40,0 o : :
35,0 o : ; 34,0
30.0 H H 30,2 H
L H H
25,0 o 280 237
20’0 .E 19,6 E E
: : 14,4 14,8 :
.l L] 2 L]
15,0 : : : 115
' 9,4 ' '
10,0 o 5 5 73
50 o : 3,5 :
0,0 o' ! !
L 2 5 g £ 5 8 & g 8 ¢
2 % £ £ 28 2 5 5 5 ] =
o 3 & = 5 ] o o o o °
o 2 = B 3 » & < < =] o
£ ] ° ] o N | g
£ = [] - o o =
. o © [ e T
k] 3 N o
£ o S

© imprese che investono nel green
® imprese che non investono nel green

RAPPORTO

Greenltaly | 2014




Incidenza percentuale delle imprese che hanno sviluppato nuovi prodotti o servizi tra le imprese che investono in
prodotti e tecnologie green, a confronto con quelle che non investono, per settore di attivita e classe dimensionale
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Incidenza percentuale delle imprese con fatturato in aumento nel 2013, rispetto al 2012, tra le imprese
che investono in tecnologie green, a confronto con quelle che non investono, per settore di attivita e

classe dimensionale
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Alcune risposte

2: Which of the following does your organization associate with sustainability?
(Please choose all that apply.)

Economic sustainability of the organization

Environmental issues

Corporate social responsibility issues

Increased emphasis on long-term perspective

Employee health and well-being

Customer health and well-being

Safety issues

None of these
[1%

6: What factors have led to changes in your business model? (Please choose all
that apply.) (Only those who answered "Yes" on Question 4 are considered)

Customers prefer sustainable products/services

Resource scarcity

Competitors increasing commitment to sustainability

Legislative/political pressure

Owners’ demands for broader value creation

Customers willing to pay a premium for sustainable offering

Stricter requirements from partners along the value chain

Competing for new talent

Maintaining "license to operate”

Meeting demands of existing employees

None of the above



Sostenibilita e business models
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Elementi

del % of respondeats who say

sustainability adds profits 4o 55% -
busines LS.
mode] l . I l
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Number of business sodel and “vakee chain

elements changed processas’

VALUE PROPOSITION: OPERATING MODEL:
are changed

TARGET SEGMENTS: VALUE CHAIN:
Which customers do we choose to serve? How are we configured to deliver on customer

Which of their needs do we seek to address? demand?

What do we do in-house?

What do we outsource?
PRODUCT OR SERVICE OFFERING: COST MODEL:
What are we offering customers to satisfy their How do we configure our assets to deliver on our
needs? value proposition profitably?
REVENUE MODEL: ORGANIZATIONAL CHANGE:
How are we compensated for our offering? How do we deploy and develop our people to

sustain and enhance our competitive advantage?



Cambiamenti

5: What elements of the business model has your company changed in connection
with sustainability? (Please choose all that apply.)

Product/service offering

Value chain processes

Organizational structure

Cost model

Target segments

Revenue model

gy veneeolel
. Average of respondents
No business model change with changed business model



