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Venstre siger nej til klimalov
Venstre star sammen med Liberal Alliance og Dansk Folkeparti uden for den
netop vedtagne klimalov. Den vil koste arbejdspladser, mener de. : n
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W8  \ed Dansk Folkepartis sommergruppemede besgger gruppen en
% B cementproducent og diskuterer klimapolitik.
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ATTITUDE SOLUTION RESPONSIBILITY

I am an optimist 59 % Reducing consumption - 44 % Individuals

It's too late " Technology & innovation Government & companies

.  FORBRUGERNE

Sweden Norway Denmark Finland

* Diskuterer b ghed # Engagerer sig i baeredygtighed
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Hvorfor?




Grundleeggende
strategisk og
operationel effekt

Baeredygtige
forretningsmodeller

/

Overholdelse CSR som Medium til hgj
af lovgivning risikostyring operationel effekt

veerdiskaber

Bidrage med CSR som Lidt operationel
penge og vide filantropi effekt




Hvordan?




. @ &
= \V/EKSTFONDEN WEETErE| TrygVesta

wp Coloplast

novo nordisk

4 R
NCC™ Orsted @ KAZARY

LT

Lyreco, seas-nve A%I((]?{‘IIJEN ROSKILDE

skandia: m _.‘\5 Nordzucker

BEC

DG NGLEBY ¥ GLADSAXE

FARMS & FORESTS

Copenhagen Airports M

EHS ANJj COPENHAGEN
BUSINESS SCHOOL
ANOELSHRISKOLEN

HANOI

flyin
i
tiv’el? = **CIS CIVILSAMFUND

cepenhagen I UDVIKLING
LB FORSIKRING

5.5
Kolune aLLearsQ2. DNB NORD E?ﬁ ODENSE

GN KOMMUNE
PANDORA & Interface Am

@ FOLKEKIRKENS fgdevare

octasance

Sustainable solutions







#1 - Hvad er vores ambition?

DULIAL
MEGATRATING

Leading industry/public initiatives

Leadership
Public advocacy ‘
SUSTRNARILITY

Transforming the market leading to first mover advantages

SOCIAL
novarion g
Proactive B
Intl::':oninmt:rﬂm.n‘tprums CSR. _ce '- V COI:OGAT!

Best practice leading to competitive advantage
SHARED VRALUE

SOCIAL
ENTREFREWEURSH P

Compliance with standards Codes of conduct o

Established norms and industry standards Training of key people

Reactive
Compliance with law v

Model: KPMG International




Investments

in emission reduction
projects in
developing countries

Companies/ : | ]
governments including ' 5
needing to meet tree planting /
their emissions & renewable _

targets energy projects —‘
certificate obtained

for payment of
carbon offsets

Fly Responsibly

Flying - after all these years the feeling is still magical. For many of us it changed
our world forever.

When we started 100 years ago, our major concern was your safety. Little did
we know about the impact we would have on the environment. Today we know
aviation comes with another big responsibility - to make sure our children have
a planet to explore, as well

For the past 14 years we have been at the top of the Dow Jones Sustainability
Index. We have made serious progress in weight reductions, recyding, carbon
offsetting, and we have invested in the first sustainable fuel plant in Europe
However, we still don't have all the answe!

Many other leading airlines have also made great strides. To truly create a
sustainable future for aviation, we need to work together and do even more.
All airlines, all stakeholders in the aviation industry. And yes, all air travellers, too.

That is why we kindly ask everyone to join forces.

We invite the aviation industry to join us in making the world aware of our
shared responsibility. We value competition, but we must work together in
sustainable aviation. That is why we commit to sharing what we have learned
with you and open our best practices to you. Feel free to make use of our
certified carbon offset programme. We also invite all corporations to join a
corporate biofuel programme - ours or another. And, we invite all air travellers
to make responsible decisions about flying

Let's build a sustainable future together.

Find out more on kim.com/flyresponsibly
On behalf of all our 33,000 employees,

Pieter Elbers
President & Chief Executive Officer KLM Royal Dutch

Royal Dutch Airlines




#2 ¢ Hvilken veerdi gnsker vi at skabe?

AFSKAF SUNDHED KVALITETS- LIGESTILLING i i Vil
FATTIGDOM OGTRIVSEL UDDANNELSE MELLEM KBNNENE De pOte“tle“e forretnlngsge nster (R0|) ved CSR
. e 7
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Tourism opportunities, challenges and threats in relation to the SDGs, as reported in 41 Voluntary Naticnal Reviews (VNRs)

No Poverty - SDG 1 N @EWB
&

Zero Hunger-SDG 2 [HIEEE 6

Good Health and Well-being-SDG3 B ﬂ

Quality Education-SDG 4 @
GenderEquality- SDG 5 [N %Eﬁ
Clean Water and Sanitation- SDGE [N

Affordable and Clean Energy—- SDG 7 [l

I Decent Work and Economic Growth- SDG 8
Industry, Innavation and Infrastructure- 30G o [NNNNININEGEGEGEEEEGEGE
Reduced Inaqualiies—- SOG 10
Sustainable Cities and Communities— SDG 11 [NNNININGNGNENGEGENEENN
I Responsible Consumption and Production- 350G 12 [ NI I
Climate Action - SDG 12 |1 NN

Life below Water - SDG 14 I

Tourism and the
Sustainable Development Life onLand- 50G 15 INEG_——
Goals - Journey to 2030
Y Peace, Justice and Strong Institutions-S0G 16 |1 NG
HIGHUGHTS
| Partnerships forthe Goals - SDG 17 _ I |
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Number of couniries

m Opportunities mChallenges = Threats




ANSTANDIGE JOBS:
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HOSPITALITY
GROUP
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RESPGNSIBLE HOSPITALITY

| BC Hospitality Group arbejder vi ud fra begrebet Respensible
Hospitality. Det betyder, at vi - udover at levere den bedste service
til vores geester og kunder - ogsé tager ansvar for forretningens
pévirkning pé& milj@ og samfund, og bestraeber os pé at have en

postiv indvirkning pa vores omgivelser.
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Sociale Partnerskaber




#3- Hvor kan vi ggre den stgrste forskel*

Firm infrastructure: General management, Planning Management, Legal, Finance, Accounting l _\._.
1. Pre-purchase phase 2. Purchase phase
Human Resource Management: Recruitment, Retention, Training, R&D p p p
Support engagement engagement
Processes . q o NI . ;
Technology Development: Continuous improvement in printing & finishing assets Engaging with custemners in regard to Engaging with customers to support @
their attitude towards the company and sustainable purchase behaviour by choice
. . sustainability in general editing, nudging, information etc
Procurement of Resources: Purchasing paper, printing consumables and other finishing
consumables Competitive LIFE CYCLE
Advantage
A ENGAGEMENT
—
:_anu:‘d opP Marketing and Im '
. ogistics Logistics Service
Primary Operations Sales
2 * Reception H
Business -S!cr;ge i * Warehousing W enership + Customer 4. Discard phase 3. Use phase
[ * Order fulfilment N support
rocesses || « Inventory control N e = Advertising Engagement engagement
+ Transportation + Distribution * Promotion
planning Engaging with customers in regard Engdging with customers in regard to use
to how, when and where customers of company products e.g. by incentivizing
discard company products sustainable use or by behaviour adapting

and awareness-raising product functions

Make ItMéarkbar, Deloitte, 2016



See & Do Eat & Drink Work & Study Business & Invest Info Think Sustainably
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Climate change affects us all. Helsinki is g \
committed to promoting a more sustainable way = P 0 AY S o e
of life — for everyone. Our new service helps you : — , BN o -
make more sustainable lifestyle choices. \\ = %, , A e v To512
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@ Make steps towards a better life through your
everyday choices - see the sustainability criteria.




#4 - Hvem kan vi ggre det sammen med-

Forbrugere

Sociale iveerkssettere Konkurrenter

Leverandarer -  NGOer
ey
Udvikling salg&
Forretning + CSR i i o
st B St Interesseorganisationer < Interessenter > Specialist konsulenter

forretningsudvikling Baredygtig "‘“"“"""Lf'
Shared value Business A o
partnerskaber ndeinvolvering e

Kommuner T2 |nvestorer

Uddannelsesinstitutioner

Offentlige myndigheder

Kommuni-
kation Public Affairs

CSR rapporter Overholddse& af

it il Online f=llesskaber Lokalsamfund [ borgere

Figur: Den Baeredygtige Organisation
TANIA ELLIS — The Social Business Company®




Tourism opportunities, challenges and threats in relation to the SDGs, as reported in 41 Voluntary Naticnal Reviews (VNRs)

No Poverty -SDG 1 I

Zero Hunger-SDG 2 [HIEEE éi %
Good Health and Well-being-SDG3 g ﬂ

Quality Education-SDG 4 W

GenderEquality- SDG 5 [N %EB

Clean Water and Sanitation- SDGE [N

5DG 17 - Strengthen the means of implementation and Professional davalopmant;

revitalize the global partnership for sustainable development [ Rty gl Farinerships for aducation; Wildife

and acosystems animal protection;
Otffsatting actions; Supplier and
Customar invohvemarnt; Client
relatonships; Staff Fvolvermant and
refationships; Commurity invohement

Dwe to its cross-sactoral nature, tourism has the ability 1o strengthan privatefoublic
partrerships and engage multiple stakeholders - interrational, national, regional
ard local = o wark togather 1o achieve tha SDGs and othar comman goals. Public
palicy and innovative financing are at tha cona for achieving the 2000 Aganda.

Climate Action - SDG 12 |1 NN

% Life below Water - SDG 14 I
Tourism and the
Sustainable Development Life onLand- 50G 15 INEG_——
Goals - Journey to 2030
Y Peace, Justice and Strong Institutions-S0G 16 |1 NG
HIGHUGHTS
| Partnerships forthe Goals - SDG 17 _ I |
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Number of couniries

m Opportunities mChallenges = Threats




De sma bliver sterke i strategiske alliancer

> | CSR
- - KOMPASSET
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Branchenitistver

Fiskeribranchen Sambe, parfume, tekrisukemiske
Forsvarsindustrien

Tekstl- og peki@oningsbranchen
Fodevareteanchen

Tele- og IT-pranchen
Hancelssoxtoren T

ransgonbranchen
Den kemi
sk branch T

b i T

Udvinaingsd
Raogwningsbrancher 3yogeri og infrastruktur
Smykkebranchen £nanssexioren

sustainableevent

ISO: 20121

Sustainable Event
Management Systems

Dansk Luftfart etablerer fond for

at na klimamal

en danske luftfartsbranche vil danne en uafhengig

klimafond. Fonden skal faciltiere luftfartens gronne
omstilling og blandt andet bygges op om klimabidrag fra
rejser.

CHAMPIONS J{12.

SDG TARGET 12.3 ON FOOD LOSS

A
wmno

AND WASTE: 2016 PROGRESS REPORT m

FORUM FOR Q Sammen om
Lt)::::::m < INTEGRATION

@ Sevitornenr GLbALS
| PARTNERSHIPS PLATFORM |

L _a¥

) What you can What the
do industry can do

SUSTAINABLE TOURISM

#GREENTRAVEL

FOR THE WHOLE FAMILY

Wi oregangirleraundihewneld com

GOODG \"',ALS FLY SMARTER
LIFE\J % SRR

TAKE THE BUS

MOVE AN
SMILE MORE

STAY SUSTAINABLE

EAT LOCAL

16 iz

PASS ON PLASTIC

EXPLORE LOCAL



#5 ¢ Hvordan kan vi kommunikere det?

IDENTIFYING
1. Why couew : ; ; ;
st e, . omcyerrandi, nrosed o, asanair encapamat CUSTOMER NEEDS

2. HOW do we want to communicate? (which level of engagement do you want 1o achieve, what style and
tone for your various stakeholder groups)

3. WhD do we primarily want to target our communication at? {determined by your strategic and
operational goals)

4. Which channels do we want to use to reach our selected target audience? (e.g. social media, Q /

public speaking, PR with link/reference to full report}

5. What do we want to communicate? (choice of messages adapted ta your chosen target audience)

frequency and fime period)

6. How often do we wish to communicate? (your strategic and operational goals will determine Q

7. How can we measure i we have succeeded (e.0. use of quantifiable KPIs & measures)







HEAD OF
SUSTAINABILITY

EVENT GUIDE

An inspirational guide to making
your event more

DB R corewnsoe susiniss s

KEY LEARNINGS

WASTE REDUCTION
Vagetariza maals. Surting waste

Page 14
,  Resseable tabisware

Poge 14

Name tags

PROCUREMENT
Grean decaratons

“ page 24
Organic cattos products
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Baeredygtighed bundlinje

#1 ¢ Saetambitionsniveau

#2 ¢ Afklar gnskedegevinster/ veerdi
#3 ¢ Identificér indsatsomrader

#4 ¢ Find derette samarbejdspartnere

#5 ¢ Kommunikér kommuniker kommunikeér
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DO GOOD & DO WELL

Today, | will bring
value to the world
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Hvad mener
danskerne om

Travel Insigths
Oktober 2019




Epinion

DANISH HOLIDAY TRAVEL SURVEY

REPORT — TRAVEL BEHAVIOR, PREFERENCES, AND TRENDS MAY 2019
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A dUndersRgel se bl andt
danskerne om rejser og
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R a p p oSadan rejser danskerne2 0 1 9 0

Neesten tre fijerdedele af danskerne har foretaget en ferierejse i 2018 i langt
stgrstedelen rejste pa en leengere ferierejse i udlandet

8,1 mio. ferierejser
(2,5 ferierejser pr. person)

27% 73%
Danskere var paen

4 4

ferierejse i 2018 | Danmark Udlandet |
(3,3 mio. rejsende) : 53% lange ferierejser 82% lange ferierejser :
| 47% korte ferierejser 18% korte ferierejser |

Korte ferierejserne: 1-3 overnatninger e
46 SpRrgsm=l: oOHvor mange ferierejser har du LanBefeitrejspr-Meie erl 8 dv8rratinger Eplnlon



Associationer til OEn bbredygtig ferieb

Baeredygtighed = CO2-udledning pa transporten til destinationen

0 esa Epinion



