zUhlke

empowering ideas

~

\

'w

'-&Mr

sustainability

Roundtable Reporting & Ratings ,
circle

Sustainability Circle, 16. Marz 2022

Sustainability Circle - Reporting & Ratings Mérz 2022 | Mischa Zschokke (carbotech) & Moritz Gomm (Ziihlke) | Slide 1 |© Zihlke 2022



lhre Gastgeber heute

carbotech ="

Umweltprojekte und Beratung

zuhlke

empowering ideas

Senior Business Solution Manager
Focus: Sustainability Innovation

Lead Link Environmental
Consulting Circle

Mischa Zschokke Dr. Moritz Gomm

Marz 2022 | Mischa Zschokke (carbotech) & Moritz Gomm (Zishlke) | Slide2 |© Zuhlke 2022

Sustainability Circle - Reporting & Ratings



Regeln tOr den Online Roundtable

= Wi3hrend dem Vortrag bitte Mikrofone und Kameras aus.
m Fragen fur den spateren Austausch bitte im Chat notieren.
= Verstdndnisfragen bitte direkt Gber Mikrofon stellen.

= Bitte am Anfang immer kurz Firma & Position sagen.

= Nur die Vortrage werden aufgezeichnet, die Diskussionen im Anschluss nicht.

m Die Folien erhalten Sie im Nachgang.
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Roundtables 2022 Impulse 2022

09.02. Kreislaufwirtschaft

Nachhaltigkeits-Reporting & Ratings

vJN S Transparenz / Digitaler Produktpass

Waste Management .
J pg.U4 Circular Economy

06.07. IXEENENEN G 1.05 EU Taxonomy

(XA Nachhaltigkeitskommunikation 22.06 Recycling

(EATN Sorgfaltpflichtsgesetz & Lieferkette 20.07 2. Impact-Startup Pitch Event

/MM Regularien & Normen 28.09 Bio-Komposite
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Agenda (9-12 Uhr)

Impulsvortrag (30 Min.) Prof. Dr. Dennis Ostwald (WifOR) M WifOR

INSTI TUTE
Theorle Griinder und CEO

Praxis Praxis Case-Study (25 Min.)  Jenny Butterweck (Lidl)

Manager Sustainability & CSR
Startup-Pitch (15 Min.) Benjamin Maischak (LOOM Impact) LCOM IMPACT

Product Owner Loompact Platform

In welcher
Pause Session méchten
Sie teilnehmen?
Breakout-Sessions: => Chat

1. Wie kommuniziert mal Nachhaltigkeit stakeholdergerecht? (mit Lidl)
- 2. Was bedeutet die Corporate Sustainability Reporting Directive fir uns? (mit WifOR)
3. Nachhaltigkeitsreporting: mehr als nur Kommunikation? (mit Loom Impact)
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Vorstellung der teilnehmenden Unternehmen



Bisherige Teilnehmer

Consumer Products Industrial Products
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Building Products Medical Products Components & Services
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Unsere neuen Gaste
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burkert

Fluid Control Systems

Mess-, Steuer- und Regelungssystemen
fur Flussigkeiten und Gase

Bzgl. Sustainability
 Hauptmotivation fur das Thema
* Organisatorische Verankerung

Sustainability Circle - Reporting & Ratings

Birkert GmbH & Co. KG (2020)

Umsatz
Mitarbeiter

Magnetventile

Prozessventile und
Regelventile

Elekiromotorische
Ventile

Pneumatik und
Prozess-
Schnittstellen

Sensoren, Transmitter
und Regler

Marz 2022 | Mischa Zschokke (carbotech) & Moritz Gomm (Zuhlke)

> 550 Mio. €
>3.000

Mikroventile und
Pumpen

Massendurchflussregler

Proportionalventile

weitere Produkte
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= _ GEA Group AG (2021)
Q—-ﬁ"\ Umsatz > 4.7 Mrd. €
Cl B 4 Mitarbeiter > 18.000

Prozesstechnik und Komponenten fur die Industrie

Bzgl. Sustainability
 Hauptmotivation for das Thema
* Organisatorische Verankerung
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Videor GmbH (2021)
Umsatz > 60 Mio. €
Mitarbeiter > 100

VIDEOR

Distributor fur Video- und Sicherheitstechnik

Bzgl. Sustainability
 Hauptmotivation for das Thema

* Organisatorische Verankerung
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Betty Bossi AG (2020)

Betty BOSSi Umsatz > ...

Mitarbeiter > ...

Produkte und Dienstleistungen rund ums
Kochen, Backen und Geniel3en

Bzgl. Sustainability
 Hauptmotivation for das Thema
* Organisatorische Verankerung
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Bahlsen (2019)
Umsatz > 540 Mio. €
Mitarbeiter > 2.750

WAFFELN, GEBACK, KUCHEN, GEBACKMISCHUNGEN, )
WEIHNACHTSGEBACK |

Bzgl. Sustainability
 Hauptmotivation for das Thema
» Organisatorische Verankerung
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Impuls-Vortrage
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INSTITUTE

Circle-Event: Sustainability reporting & rating

Using macroeconomics to measure, compare, and understand impact in three

dimensions — economic, social, and environmental

Prof. Dr. Dennis A. Ostwald March 2022




About WIfOR

Worldwide presence Facts & Figures

» Economic research institute
» Spin-off from Department of Public Economics &
Economic Policy at Technical University of Darmstadt,

®
(@) @ © Germany
g ® » 70 Employees
@®

® 7o o ® » Over 400 successful projects for companies,
® © O ® associations, and ministries
(e) o9 ® » Research areas:
® ®
© Impact Analysis
®
®
Health Economics
@ In 5 countries and 7 locations: Germany (Berlin, Darmstadt, Leipzig), International Social Policy

Greece, Ireland, Latin America and the USA
@ Active projects in 40 countries - global, regional, and national analyses

Source: own illustration.
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1 Current trends

2 Use Cases

Impact Analysis & Impact Valuation — Measuring
3 Sustainability

Agenda




Current trends




Stakeholders are demanding more transparency on corporate sustainability
— Macroeconomic impact analysis helps to meet these requirements

Key stakeholders

BlackRock

EU Green Deal
EU Taxonomy

W Selman Financial
2021 Trust Barometer
@) SUSTAINABLE R
markets @ DEVELOPMENT \J* *?ALS

S “an

Dow Jones
(. Sustainability Indexes Corporate Sustainability Reporting

Directive (CSRD)

value |\
balancing |
alliance

REPORTING
FOUNDATION

Reporting framework

Source: own illustration. 5




Changing reporting requirements: From traditional reporting to impact
valuation — Measuring impacts will tell what matters most to stakeholders

Traditional Reporting Impact Valuation

Value of Impacts

Outcome

How does society

How does the evaluate the change
What has changed outcome affect in health and
What th as a result of the society? environment caused
at are the : L _ : 5
T . business activity? = Climate change by the impact”~
' - iVi = Ecological patterns: and its = Social costs for
Which resources activity? carbog stoc?k consequences CO2 emissions
were used for = CO2 emissions = Social patterns: *  Future productivity = Social benefits from
production? from productlon intellectual capital increases training
=  Training hours
and supplies

= Investments

Source: Value Balancing Alliance.




Use Cases



Measuring impacts: Business figures are translated into macro indicators
— using company data, official statistics, and input-output modelling

Qompany datD
System of

System of _
Environmental-

National :
Accounts (SNA various Economic
statistics Accounting (SEEA)

Economic indicators Social indicators

Health & safety

GDP contribution Living wages GHG emissions
Employment Gender pay gap Water use
Local job multiplier Workforce diversity Energy use
Labor productivity Employee training Land use
R&D intensity Risk of corruption Waste reduction
R&D value contribution Child labor Materials

Risk of modern slavery

18
<&

Source: own illustration. 8




Use cases — Economic and R&D Footprint

Quantify economic and R&D impact — local content s;s;m:z::xe" Vi e
' = Demonstrate value contribution of innovation (e.g., clinical trials) | . .
= Show contribution to R&D policy targets
= Generate stakeholder specific key messages

Goals | @*

Policy & Communications | Corporate Affairs
government affairs

T
.
.'
Rd
5
.
H
H
5 .
, 5
Y Cd
0. ’0
AL TTT

obbvie SAI()FI

VOLKSWIRTSCHAFTLICHER

C
obbvie 0 SANOFI WERT UND BETRAG 20

Study

Examples

RWifoR
/900 Mio. euros G
o

e 0 P4
pap Video — The value of AbbVie’s Video — Sanofi’s Article and interview —

FECIETEIEn € R&D for the German economy R&D Footprint Sanofi magazine
German Industries

I

Economic



https://players.brightcove.net/2157889330001/default_default/index.html?videoId=6131821899001
https://www.youtube.com/watch?app=desktop&v=kFjRC0zmnSo
https://www.sanofi.de/-/media/Project/One-Sanofi-Web/Websites/Europe/Sanofi-DE/Home/media-center/publikationen/Newsletter-Standort-Gesundheit_Januar-2019.pdf?la=de&hash=55009289D49E51BE384987609F99118CDC19D114
https://english.bdi.eu/publication/news/importance-of-research-and-development-investments-in-the-industrial-health-sector/

Sample calculation — Economic and R&D Footprint (Gross value added)

Division A triggers more GVA than the
remaining divisions combined

08
I l 0.05  ysp billion

DIVISIONA DIVISIONB DIVISIONC DIVISION D

33% of the company’s indirect
global GVA occurs in the USA

Switzerland: $2.7 bn.

@

”

USA: $6.5 bn

Japan: $1 bn

Source: Company data; WIOD, Eurostat, OECD data; WifOR calculation

Lab Supplies

Logistics
Facilities &
Supply chain | Utilities
materials and R&D S Supply...
activities generate
the hlghest stration
contribution to w
indirect GVA
generation Engineering
T Marketing

The top 5 suppliers generate around 14% of GVA
in the company’s upstream supply chain

COMPANY A 211 335
compPANY B [l 1660 200

B Direct at supplier

ifioe 279
COMPANY C - Supplier of Supplier

Rest of Supply Chain

compaNy D B 5 100

COMPANY E Al 7664 USD billion

11

AY



Use cases — Sustainability Monitoring

@ B Quantify_ own operations’ contribution to sustainability in three dimensions: e = M
~..—.  economic, social, and environmental — local content ﬁ/" & =
n = Demonstrate own operations’ contribution to the United Nations’ SDG’s v=" = ——
g, = Compare and benchmark sustainability impact to peers and other sectors 4-» -A,\/v ‘:‘;‘{

= Generate stakeholder specific key messages T P

AND SANITATION

ol v

Communications | Corporate Affairs | Sustainability Non-Financial Reporting

N
SUDZUCKER

LN ]
.
.‘
o
5
.
H
H
5 .
, 5
Y Cd
0. ’0
AL TTT

Nachhaltig
Werte

Geschaftsbericht
2020/21
Stidzucker AG

Examples

Get the
g‘; Power

_ Roche.— L'JJ Roche — Sustainability flyers Suedzucker — Economic Footprint and
Society & Environment Sustainability Monitoring
13



https://www.roche.de/ueber-roche/verantwortung-dialog/gesellschaft-umwelt/mit-jeder-zelle-nachhaltig/
https://www.suedzucker.de/sites/default/files/2021-05/SZ_GB_2020-21_DE.pdf

Sample key messages — Sustainability Monitoring

THE COMPANY CONTRIBUTES TO SUSTAINBLE GROWTH AND INNOVATION
: On average, the company has contributed €6.1 billion to national GDP every year over the past 5 years.

The company invested 17% of gross value added into internal R&D spending, almost 6 times the EU 2020
target.

THE COMPANY IS AN INCLUSIVE AND LONG-TERM ORIENTED EMPLOYER
i 48% of the company’s workforce are women.

PLLT
B
-
0
0
-

.
N
.
.
.

.

The average employment duration at the company is 13 years.

The company emits 0.02 kg of greenhouse gas emissions per euro of GDP created, significantly less than
the national average for the company’s industry (0.08 kg).
The company requires only 1.5 g of waste per euro GDP vs 6.4 g on average in the company’s industry

Source: Company data; WIOD data; Eurostat data; WifOR calculation. 14




Use cases — Social Hotspot Analysis

eum
o

@ . De_tgiled supply chain analys_is — identify areas mo_st In need of action 102, s = }f
; : (critical hotspots by country, industry sector, supplier) @ Vvi
n = Fulfill upcoming reporting requirements and stakeholder (e.g., investor) demands Social
8 = Demonstrate SDG contribution
© . Benchmarking of company-specific results to industry averages

= Forms the basis for Impact Valuation

Reporting | Sustainability | Procurement | Supplier Engagement

i 20% of total estimated risk of child labor Non-fatal occupational accidents triggered i U NOVARTIS
can be attributed to the top 5 suppliers by German intermediate demand S
(7)) 0 WORKING PAPER % ®
: COMPANY A 8 FORSCHUNGSFORDERUNG “,ﬂ:
(:/5) 1- 161 * qC) PORSCHE
Q : bt
COMPANY B .
o I 110 @ _—
-7 &) F @
VNM 27,620
comMPaNy C || 62 - 63,218 :
0 18 Social standards in
s .
coMPANYD I 24 _ _ global value chains n u BASF
5 6 " Direct at supplier — Hans Boe_ckler We create chemistry
m Supplier of supplier Foundation
COMPANY E 7 28 Rest of Supply Chain

15



https://www.wifor.com/uploads/2021/10/Soziale-Standards-in-globalen-Wertscho%CC%88pfungsstrukturen..pdf

Sample calculation — Social Hotspot Analysis (Child labor)

Consulting

Facilities

IT

Supply chain
materials show by
far the highest risk

: Marketing...
Supply Chain
Materialg

#"= ™ Division A and B both show a high risk
%, for child labor

R&D

1112 1157

' ) of the occurrence ‘
of child labor Engineering
124 Supply_ chain
— ®  inchildren services
Lab
DIVISION A DIVISIONB DIVISIONC DIVISION D 4 supplies
(‘ » The risk of child labor is spread A, ™ 20% of total estimated risk of child labor can
: @ i across Asia, South America and Africa : oAg ! beattributed to the top 5 suppliers
‘«‘ \-/ .~: -‘" m m .':
N i 3 COMPANY A 161
y
COMPANY B | 110
-7
conrvrc WSS Bt
Rest of Supply Chain
company b I 24
Nigeria: 5-6
216
COMPANY E I? 28 In children

Source: Company data; WIOD, Eurostat, OECD data; WifOR calculation

16




Use cases — Environmental Footprint

Detailed supply chain analysis — identify areas most in need of action 132 L

ACTION AND SANITATION

(critical hotspots by country, industry sector, commodity, supplier) <> E
= Fulfill upcoming reporting requirements and stakeholder (e.g., investor) demands

= Demonstrate SDG contribution

= Benchmarking of company-specific results to industry averages

= Forms the basis for Impact Valuation

Goals | @*

Reporting | Sustainability | Procurement | Supplier Engagement

20 Utilities

T
.
.'
Rd
5
.
.
H
3 .
) .
Y Cd
0. ’0
MITT

) NOVARTIS

97 Bus. Dev. and Licensing

20 tiies |
85 Chemicals
75 Contract Manufacturing
97 Bus. Dev. and Licensing | —
N ez ©
= o 2
= Sscimcslevies S o
N 51 Fleet % PORSCHE
56 Scientific Services
G'J 30 Lab Suppl. and Equip. -
D: 70 Warehousing and Transport QJ
87 Surgical Equipment S
40 Professional Services G)
251 D:
11 Equipment, Machinery, Supplies ®
& X 12 Facilities Management i
X Impact of Novartis n u BASF
Along Global Supply  we create chemistry
Product group Site location Chains

18



https://www.wifor.com/uploads/2019/02/2018_Case_Study_Novartis_Global_Environmental-Impact_WifOR.pdf

Sample calculation — Environmental Footprint

Consulting IT Lab Supplies

Supply Chain
~" o ™  Division A and B trigger the bulk of Supply chain S
i GHG emissions materials and Marketing
".‘ : 3,752 3419 |_ . t t and Sales
, OgIstics generate Facilities &
the highest Utilities
contribution to

Admin

indirect GHG

12 in million kg generation & % Engineering

381

DIVISIONA DIVISIONB DIVISIONC DIVISION D - R&D

(W More than 50% of GHG is from the 8 ™. Thetop 5 suppliers generate 27% of
: @ i US, China, and Germany : ogAQ i upstream GHG emissions
. . . K ¥ 157 391
| 302
28- 87
m Direct at supplier
104 170
- Supplier of supplier
- 41 Rest of Supply Chain
22
2|0 a0 in million kg

Source: Company data; WIOD, Eurostat, OECD data; WifOR calculation 19




Use cases — Impact Valuation for Novartis

Build trust with society — make the company’s impact transparent and comparable for stakeholders |¥
Demonstrate the company’s net impact

Economic

Identify, understand, and measure trade-offs

Address issues and maximize positive impact E‘!

Goals | @*

Social
.,
“
. . . . . . .
: Integrated Reporting | Non-Financial Reporting | ESG Communications |
\. .' .
Crreas® Novartis social, environmental and economic impact in 2020 Cor po rate Affairs
N Indicator Results? Remarks
CD Social
— Living wages UsD 1.8 bn Own operations USD 11 bn, indirect USD 0.7 bn ' i

o Employee development USD 15bn Own operations USD 76 m, indirect USD 0.7 bn, induced USD 0.8 bn L N OVA RTI S

E Occupational safety? -USD 2.8 bn Own operations -USD 2 m, indirect -USD 1.8 bn, induced -USD 2.0 bn

cs Other human capital impacts Employee well-being, voluntary turnover, human rights beyond living wages not valued in 2020

>< Medicines UsD 242 bn Based on 68 Innovative Medicines brands and 71 Sandoz products in 131 counlries @
Environmantal Social Environmental Economic

LU Climate, energy and air pollution -USD 47 bn Own operations USD 138 m, indirect USD 17 b, induced USD 2.8 bn
Impact Valuation
Water and waste -USD 1.0 b Own operations USD 69 m, indirect USD 305 m, induced USD 433 m, downstream USD 153 m y
Land use -USD 20 bn Own operations USD 43 000, indirect USD 308 m, induced USD 17 bn
Other environmental impacts Blodiversity not valued in 2020
Economic .
GDP contribution LSD 874 bn Own operations USD 497 bn, indirect USD 7.0 bn, induced USD 20.6 bn VI d eo
Employment 057 433 FTEs Own operations 105 704 FTEs, indirect 342 000 FTEs, induced 510 000 FTEs P .
P — Mot v 12020 - — Novartis in Society

Total taxes Not valued globally in 2020 Integrated Report 2021

¥ 2021 figures will become avallable In May 2022 and will be published in our 2022 report.

2 Qur mathodology 18 Based on leamng approaches. Including WIOR (social Impact of medicines, direct GDP centribubion, Indirect and Induced environmental and economic impacts), Valung
Nalure (soctal Impact of wages and salaries), VBA (smployes development, occupalional salety, wasie, land use) and impact Valuation Roundiabie (general approach].

# Higher than in 2019, primarily dus to a change In the third-party database used for occupational diseases In the supply chaln

20



https://www.youtube.com/watch?v=KvdTRkS_Ek0&list=PL6YfpI0VEjhsIjA0_xaQm2pGi9tv3x5v2&index=1
https://www.novartis.com/sites/novartis_com/files/novartis-integrated-report-2021.pdf#page=12

Impact Analysis & Impact Valuation
— Measuring Sustainability



Macroeconomic perspective enables comparisons and offers reliable
Indicators regarding long-term performance

Revenue

Gross Value
Added

= GVA of a company directly measures its contribution to GDP
= Sum of all GVA equals the GDP!

= GVA enables comparison to other economic actors and to policy targets, e.g.,
Sustainable Development Goals.

Source: own illustration based on the European System of National Accounts 2010 (implemented in 2014). 29




Impact analysis quantifies (direct, indirect, and induced) effects of the
entire supply chain

Manufacituring R8£D Wholfsale

Direct — | usiness h i Kw
SLE Snterprise - Eﬂ

Effects

Economic activities
of the company (own

operations)
" — Materials and services &)
Indirect purchased trigger ripple ' % ﬂ&
Effects effects along the supply a é. [©5—o
chain (upstream)

Source: own illustration.

23




Holistic sustainability management — A different analysis for different
Impact dimensions along the company value chain

4 E Q‘D :; Company

Upstream Own operations Downstream Value Chain
IM Economic and R&D
Footprint _
Economic SOCIO-.
economic
O
Q0 Impact of
35 . e Products Impact
= Social Hotspot Sustainability )
= £ i T Valuation
& Analysis Monitoring

Social

Source: own illustration.

24




Impact Valuation reveals a company’s net social value and makes all
Impacts comparable

4 h QD;D t:. Company

Upstream Own operations Downstream Value Chain

¢,

Economic

A4

Social

Impact Valuation reveals a
company’s net social value
and makes all impacts
comparable.

Impact
Dimension

Impact
Valuation

Source: own illustration.

25




Impact Valuation provides both a high-level overview of net social value
and deep dives for economic, social, or environmental impact

Monetizing impacts:

= |s the language business understands

= Builds resilience by enabling companies to
weigh up trade-offs
v “If We Can’t Measure It, We Can’t Fix
It!”

= Fulfils information needs and is
recommended for:
v" Green Bonds
v' CSRD

= |s easily integrated into traditional accounting
systems and decision making

Economic Social
= Enables responsiven ess to external Business activities, Living wages, safety, GHG emissions, water,
: . R&D activities, ... corruption, health land, waste, energy,
analyses of corporate impact, e.g.: benefits material....

v Impact-Weighted Accounts of Harvard
Business School

Source: own illustration; Value Balancing Alliance, Harvard Business School, WifOR et al., The Case of Monetary Valuation, 2022. 26




WIfOR Institute

Joseph-Haydn-Strasse 1
10557 Berlin

Germany | Greece | Ireland | Latin America | USA

& +49 6151 50155-0
& +49 6151 50155-29
[] +49 1756859738

DK contact@wifor.com

www.wifor.com

Prof. Dr. Dennis A. Ostwald
CEO

Dr. Richard Scholz

Head of Impact Analysis

Katrin Ostwald

Business Development & Strategy
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WIfOR is your scientific partner for macroeconomic impact analysis

SCIENTIFIC RELIABLE EXPERIENCED
= Standard setter in economic,social, = Not dependent on specific = Foundedin 2009
and environmental impact associations, parties, ministries, or
measurement industries = 400 projects in more than 40 countries
v' Scientific sparring partnerofthe . cjgse collaboration with statistical = Research conducted for associations,
Value Balancing Alliance authorities ministries, companies, and NGO's
v' Peer-reviewed journal
publications = Consistent global approach = Two-thirds of projects in the field of

= Valid data and latest macroeconomic Impact analysis

models and methods

Selected cooperation and project partners

@) OECD  *|5"-  &» BDI & UV U ~ovartis

IFPMA
\I :?‘?-m ® .
), 620 A~ & vfa  Hans Bockier @ O -BASF
)T e balanaing SUDZUCKER == - Stiftung mm We create chemistry

alliance

Source: own illustration.

29




Only measuring impact will tell what matters most to stakeholders — We
translate your business figures into macroeconomic insights

Our approach makes your impacts:

— \J
|||l Measurable a =] Comparable E/ Transparent
=  We measure the economic, = We enable internal comparability = Results are used for ESG, non-
social, and environmental between different countries, financial reporting
impact of your company business units, departments
= Results support strategic
= We measure the effects along * We enable you to compare planning and decision-making
your entire value chain — yourself with other industries - .
upstream, own operations, and sectors coersnun:i igzear':?ctnevr:/ith different
downstream L wiE el
you to demonstrate stakeholders

your contribution to political
targets (e.g. SDGS)

Source: own illustration. 30




Selected Impact Analysis projects since 2018

2

SANOFI R&D Footprint of Sanofi-Aventis Groupe in Germany, China and France

=\ Boehringer
ll

Ingelheim
R&D Footprint of Boehringer Ingelheim in Germany
((:FS The Economic Impact of the European Sugar Industry for the European Association of Sugar
Manufacturers (CEFS)
Ewopa;',’o‘. Measuring the Economic Footprint of the Biotech Industry in Europe for the European Association for

Bioindustries

Hans Bockler
Stiftungmmm  Socio-economic Sustainability Structures of Global Value Networks for the Hans Bockler Foundation

b ol 4
(;"f,,\ BDI The importance of research and development investments by the industrial health care sector,
- ':_m . commissioned by the Federation of German Industries (BDI).

°  Piloting of method 0.1 in the context of the VBA for Porsche, SAP, and Novartis

PORSCHE

B
@ Global Impact Valuation of Bayer AG 2020 (Consumer Health, Pharmaceuticals, Crop Science)
R

U NOVARTIS Forecasting Novartis' Environmental Footprint

2018

2018

2018

2019

2020

2020

2020

2020

2020

31




Paper for the G20 presidency and B20 health taskforce

M WifoR

If We Can’t Measure It, We Can’t Fix It

Creating common metrics to assess health investments, measure their impact on economic
growth and societal well-being, and ensure health and financial system resilience

i .
W WifOR ey HARVARD 5’) 1620

INSTITUTE ’ UNIVERSITY Eiﬁ#mgsafgﬂopmm

Prof. Dennis Dr. Sandra Prof. Emmanuel Prof. Rifat A. Atun  Andrea Lucard Alan Donnelly Hatice Kuguk

A. Ostwald Hofmann Alexandrakis Harvard University Medicines for The G20 Health The G20 Health

WifOR Institute WifOR Institute WifOR Institute Malaria Venture and Development and Development
Partnership Partnership

32
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https://www.wifor.com/uploads/2021/05/G20_Health_Metrics_ROI_G20_B20.pdf
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Impact Transformation needs communication



Africa Greentec - Energieversorgung

7
AFRICAJ;

GREENTEC\

Griindung: 2016

Sitz: Hainburg, Hessen
Mitarbeiterzahl ca. 100
Branche: Energieversorgung

\ .

COTTT TS Y
[}

L 11

Herausforderung: neues Projekt in Subsahara-Afrika
1. Wie stellen wir Wirkung unseres Projektes (ImpactSidgs) dar?
2. Wie stellen wir die Wirkung als Multiplikator fiir das Okosystem dar?

LOOMPACT



Ein Unternehmen

Intrapre-
neurship

Portfolio

Inno-
vationen

Reporting
Produkt-
ebene

- so viele Anwendungsfalle

Transformation

Innovationen starten in kleinen
Einheiten

intern / externe Projekte sollen
moglich sein

offenes System fir neue Wege
Einbindung existierende

Programme, Portfolios
Kommunikation muss intern wie
extern moglich sein (z.B.
Reporting, etc.)

LOOMPACT



Losung: dynamische Kommunikation

Africa GreenTec AG

We empower people through sustainable energy!

access to clean electricity jcumulsted fin people
25K
o 75K
01/2016 1202028
Our Footprint Our reparting quality

Greenhouse Gas emissions along Silver level

@ @ 3

LOOMP/

& (> EE

KPlIs

Produkt / Projekt

o o o o 0
1 oo 3 4 Do 5 6
bl v~ M &
L7} [+] o
8 ouweom 9 10 " 12

LOOM:

@

Unternehmen / Portfolio

LOOMPACT



Transformation ist so individuell

Create and share
your impact reports

Personliches Setup / Onboarding: Dynamische Projektsoftware:

- lhre Anforderung = lhr Impact Modell - datenbasierte Struktur erlaubt individuelle Darstellung
- Was soll gemessen werden (Reduktion, Innovation, etc.) - modulare Kommunikationsmethoden

- Wo soll wie kommuniziert werden (intern, extern) - API fir Schnittstellen und flexiblen Einsatz

LOOMPACT



Neues angehen und daruber sprechen!
Wir machen Impact zu einem Mehrwert

HEAD OF PRODUCT
Benjamin Maischak

,;I 3
1 ¢ 9
r..

15 LD 16 foswow. 17 fownieaons

INSTITUTIONS g
xR
@0»‘3 -

malschak@loomac =
+49 152 373 80 32 O.cen

LOOMPACT is a brand of LOOM Impact AG (Torstrasse 201, 10115 Berlin, Germany / https://loomimpact.com/en/imprint); Copyright ©2022, all rights reserved
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Pricing Table Plan*
LOOMPACT offers solutions for different customer groups & needs

LOOMPACT basic

LOOMPACT premium

LOOMPACT pro

LOOMPACT enterprise

free forever

manage & communicate your impact

free help documents & webinars

basic support

Best suited for those
who are already familiar
with the impact world

€ 549

(10 % discount for annual booking: € 5.929)

all the features from “basic”

[+

portfolio management, individual reports

consulting for impact modelling &
your personal onboarding

premium support

Best suited for those
who setup or develop their
own impact controlling

€1.798

(10 % discount for annual booking: € 19.418)

all the features from “premium”

Q

APIs for existing software and data
models

impact modelling and onboarding of
portfolio companies / assets

personal support

Best suited for
organizations/funds that
have an impact model and
want to apply this to
their portfolios**

*Please note: All prices are on a monthly net basis, yearly bookings and are invoiced once a year in advance for 12 months.

individual

all the features from “pro”

(+)

tailored APIs, PDF reports, etc.

development of new impact models,
portfolios >25 entries, etc.

tailored support

Best suited for all those who need
very individual impact solutions

**for max. 25 portfolio members




Nachhaltigkeitsberichterstattung
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Nachhaltigkeitsberichterstattung Lidl Schweiz

Organisation des Bereichs CSR / Sustainability

CEO
HEAD OF CORPORATE
g COMMUNICATIONS
Tagesgeschaft -
Strategisch -

MITARBEITER DEPARTMENT

CSRAND MANAGER CSR AND

SUSTAINABILITY SUSTAINABILITY

CSR-TEAM

FACILITY
VERTRIEE PERSONAL MANAGEMENT
UND ENERGIE

Weinfelden, Marz 2022



Ubersicht Prozess
Nachhaltigkeitsbericht-

erstattung

Zentrale Meilensteine



Nachhaltigkeitsberichterstattung Lidl Schweiz

Rahmenbedingungen & Meilensteine

Rahmenbedingungen

« Berichterstellung alle 2 Jahre (Download unter: https://corporate.lidl.ch/de/nachhaltigkeit)

e Gemass internationalem GRI-Standard

Externe Audits: Wirtschaftsprufer, GRI Materiality Disclosure Service

Projektleitung CSR-Abteilung

Projektdauer ca. 1 Jahr

Meilensteine

 Initiierung & Projektplanung

« Wesentlichkeitsprozess & Definition Inhalte (inkl. Kennzahlen)
» Berichterstattung, Layout & Validierung

« Verdéffentlichung, Vermarktung & Evaluation

Weinfelden, Marz 2022


https://corporate.lidl.ch/de/nachhaltigkeit

Nachhaltigkeitsberichterstattung Lidl Schweiz

Initilerung & Projektplanung

Meilensteine

1. Projektplan erstellen

2. Geschaiftsleitung abholen

3. Offerten einholen:

- Beratungsunternehmen

- Audit-Unternehmen

- Layout-Agentur

4. Projektteam definieren & informieren

Weinfelden, Marz 2022




Nachhaltigkeitsberichterstattung Lidl Schweiz

Wesentlichkeitsprozess & Definition Inhalte

Meilensteine

1. Auswahl Stakeholder

2. Durchfihrung Wesentlichkeitsanalyse
1. Interne Workshops

2. Externe Befragungen (GRI 2021
fordert neues Vorgehen)

Definition Wesentlichkeitsmatrix

4. Inhalte / Entwicklungen und
Kennzahlen pro wesentliche Themen
definieren

1. Bilateral mit den zustandigen
Abteilungen

2. Projektentwicklungen und Fokus
definieren

Weinfelden, Marz 2022

RELEVANZ FUR STAKEHOLDERINNEMN

Wesentlichkeitsmatrix Lidl Schweiz caiioz«

Artgerechte Haltung

{ Kinderarbeit
[ Regionale Produkte
[ Food Waste Rohstoffe

—_— I Klima (B) [ Nachhaltige Produkte

{| Angemessene Entlohnung (LK) ¥ Ressourcenschonung (LK)

 Zwangsarbeit

J Ressourcenschonung (B)

[ Arbeitssicherheit
und Gesundheits-
forderung (B)

[l Arbeitnehmerinnenrechte [ Faire Geschiftsbeziehungen

B Angemessene [ Ruckverfolgbarkeit

: : . Entlohnung (LK) fl Arbeitssicherheit (LK)
B vielfalt und Einbeziehung  { Lokale Entwicklung f Diskriminierungsfreiheit

I Klima (LK)
[ Kreislaufwirtschaft

[ Transport (B) B rlanen und Bauen 0 Produktkennzeichnung J Transport (LK) 0 Compliance

§ Life-Balance [} Interne Befihigung
g [ Inhaltsstoffe und Nahrwertangaben -
[ Kundinnensensibilisierung g 0 Keoperationen

) . S Vereinigungsfreiheit
) Lieferantinnensensibilisierung ' gung

und -training

f Lieferantinnenbewertung
() stakeholderdialog

(I Corporate Citizenship

[ Hochwertige Produkte und
Produktsicherheit

Schadstoffeintrag

Biodiversitit

Silsswasser

Ressourcen [ Lieferkette || Betrieb [ Kundin Stratagisch wesantliche Themen: fett
LK = Wertschdpfungsstufe sLieferkettes

B = Wertzchdpfungsstufe Batriebs

IMPACT VON LIDL SCHWEIZ



Nachhaltigkeitsberichterstattung Lidl Schweiz

Berichterstattung, Layout & Validierung

Meilensteine
1. Texterstellung

2. Qualitatssicherung der Textinhalte (in Absprache mit
Beratungsagentur)

Freigabe externer und interner Stakeholder einholen

Lektorat

Layout einpflegen

Grafiken / Fotos erstellen

Kennzahlen erheben / einpflegen (essentiell fir das Monitoring)

Durchflhrung externer Audits

© © N O Vv s W

Finale Freigabe einholen

—_
o

. Korrektorat

11. Ubersetzungen

Weinfelden, Marz 2022




Nachhaltigkeitsberichterstattung Lidl Schweiz . e —

Veroffentlichung, Vermarktung & & 1
Evaluation 7 Weilnachhalti

einkaufen einfacher ist
als man denkt.

Meilensteine
1. Kommunikationskonzept
2. Veroffentlichung NHB

3. Umsetzung diverser Kommunikationsmassnahmen (Inserate,
Socialmedia-Beitrage, Flyer, Information an Mitarbeitende /
Stakeholder etc.)

4, Vergleich durch Ratings / Rankings

AKTUELL
LIDL NACHHALTIGKEIT
o

Debriefing

esagt, getan, gemessen.
nser aktueller Nachhaltig-

Weinfelden, Marz 2022




o 3 Learnings

Best practices & Learnings




Nachhaltigkeitsberichterstattung Lidl Schweiz 'ﬁ'
i O
Learnings

P Projektleitung

O w—

« Erstellung Projektplan - Definition fixer Daten, Puffer einplanen, Zeit blocken
* Involvierte Stakeholder tiber geplantes Vorgehen abholen

* Freigaberunden klar vorab definieren

Texte
* Abteilungen genligend Zeit fur Texterstellung geben
» Vorgesetze vorab Uber Textinhalte abholen

« Verantwortlichkeiten / Zustandigkeiten klaren & eruieren (Managementansatze)

S Lektorat / Korrektorat
'l @ * Vorab testen, ob Stil mit ,Unternehmenssprache® ilbereinstimmt

« Ubersetzungen gegenlesen lassen = Layout geniigend Platz einplanen

Weinfelden, Marz 2022 13



Nachhaltigkeitsberichterstattung Lidl Schweiz O'ﬁ'

Learnings ]

/\/'D Kennzahlen

ald * Maoglichst frih integrieren, Verantwortlichkeiten klaren = Verknlpfung GRI zentral

* Kennzahlenerhebung kann nach Texterstellung erfolgen

o@ Audit
Q « Detaillierter Auditplan - Verstandnis, was genau Uberprift werden muss (Briefing)

« Termine moglichst frih definieren (damit alle Verantwortlichen teilnehmen)

Layout

— « Kommunikationslayout méglichst friih definieren (,Gerlst” fir Textbausteine definieren)

Korrekturschlaufen in pdfs aufwandig, aber notwendig

Klare Uberarbeitungszeitpunkte festlegen

Weinfelden, Marz 2022 14



Nachhaltigkeitsberichterstattung Lidl Schweiz

Vier Schliisselbotschaften

Planung & Kontrolle

Projektleitung und -planung

Debriefings direkt nach der Bericht-
erstellung

Gutes Projektteam

Intern & externe Stakeholder tragen
zentral zum Gelingen bei
(regelmassiges Abholen und
Einbeziehen aller Stakeholder)

Weinfelden, Marz 2022

Zeit

Genugend Zeit einplanen, um
wichtige Entscheidungen treffen zu
konnen (Kennzahlen, Textverfassung)

Kommunikation

Zielgruppenspezifische
Kommunikationsbotschaften aus dem
Bericht ableiten

15



Lidl Schweiz DL AG

Dunantstrasse 15
8570 Weinfelden

Jenny Butterweck

Manager CSR / Sustainability

R, +41(0) 71627 86 43

&4 Jenny.Butterweck@lidl.ch






Breakout-Sessions
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Breakout Sessions (30 Min.)

s Wir weisen Sie den Rdumen entsprechend lhren Winschen zu

m Bitte schalten Sie Kamera & Mikro an (falls kein Hintergrundlarm da ist)

= Sie konnen den Raum mit [RETURN] oder [ZURUCK] wieder verlassen

= Nach 30 Min. schlieBt der Raum automatisch (mit 30 Sekunden Vorwarnung)

m Es gilt die Chatham House Rule fir die Diskussionen, d.h. Sie dirfen die
Informationen fur ihr Unternehmen nutzen, jedoch nicht die Identitdt der
Quelle preisgeben

Sustainability Circle - Reporting & Ratings Mérz 2022 | Mischa Zschokke (carbotech) & Moritz Gomm (Ziihlke) | Slide 27 |© Zihlke 2022



Themen der Breakout Sessions (30 Min.)

Die Moderatoren schreiben die wichtigsten Punkte mit und fassen diese spater zusammen

1. Wie kommuniziert mal Nachhaltigkeit stakeholdergerecht? (mit LidI)
Moderation: Mischa Zschokke, carbotech

2. Was bedeutet die Corporate Sustainability Reporting Directive fir uns? (mit WifOR)
Moderation: Johannes Gadigk, ipb

3. Nachhaltigkeitsreporting: mehr als nur Kommunikation? (mit Loom Impact)
Moderation: Georg von der Ropp, BMI Lab

Sustainability Circle - Reporting & Ratings Marz 2022 | Mischa Zschokke (carbotech) & Moritz Gomm (Zuhlke) | Slide 29 |© Zihlke 2022



Session 1: stakeholdergerechte Nachhaltigkeitskommunikation

Kommunikation des
Begriffs Nachhaltigkeit
bereits eine
Herausforderung, auch
innerhalb der Firmen
selber.

Unterschiedliche
Empfanger (Endkunden,
GrofRkunden) bendtigen
unterschiedliche Infos =
diverse ,Berichtsformen®

Kommunikation intern:
Workshops intern
umsetzen =» Themen
intern gesammelt,
aufgenommen: Spal}
erhalten

Sustainability Circle - Reporting & Ratings

Wie langweile ich die
Empfanger der
Informationen nicht? (ESG
ohne ROL...). = weiterhin
herausfordernd

Pool an Informationen
muissen fir den
individuellen Nutzer
abgeleitet werden

Standardisierung der
Standards wiinschenswert

Themenauswahl kann je
nach Publikum angepasst
werden (Themen-
spezifische Kommuni-
kation, zum Beispiel zu
Food Waste).

Gesetzgeber soll
Rahmenbedingungen
vorschreiben und zum
Beispiel den Mindest-
standard an Infos fur den
Kunden festlegen

Marz 2022 | Mischa Zschokke (carbotech) & Moritz Gomm (Zishlke)

Gap zu Wahrnehmung und
Erhebung der Impacts in
Zielgruppenspezifischer
Kommunikation (=»
Nudging als Ansatz)

Anforderungen der
Kunden sehr
unterschiedlich, wenn
moglich Gber einen
gemeinsamen Standard
abdecken

| Slide 30 |© Ziihlke 2022



Session 2: Was bedeutet die Corporate Sustainability Reporting Directive fir uns?

Dominik Handler (WIPAG): Dominik Handler (WIPAG) Stefan Novoszel (Zihlke) Hr. Fallasch
Wie kann sich der Wie kann sich Hersteller in Feedback zur ,Flughohe* Nachhaltigkeit auch
Hersteller ins System System integrieren? - Unternehmen lernen ihr Konsumabhangig (CO,-
integrieren? Unternehmen oftmals erst Fussabdruck reduz.)
- Mehrwert Kundenseite durch Wie berechnen Bosch o.
- Gesamtimpact a. ihren Impact?

AW: Downstream Effekt Analyse kennen (Beispiel

berechnen - Mehrwert fir Wasserverbrauch, Target-

Kundenseite Setting, Ruckblick, Ziele)

GABI bei WIPAG, wollen
Gesamtimpact berechnen

Sustainability Circle - Reporting & Ratings Mérz 2022 | Mischa Zschokke (carbotech) & Moritz Gomm (Ziihlke) | Slide 31 |© Zihlke 2022



Session 2: Was bedeutet die Corporate Sustainability Reporting Directive fir uns?

Fr. Benz (Voith)

CSRD - Tool impact
assessment

Wie kann sich Methodik in
CSRD-Framework
einbinden?

Impact assessment noch
komplementar

wird aber Zukunft sein mit
Hauptbestand sein

Sustainability Circle - Reporting & Ratings

WILO,

Smart-Products, im
Reporting authdngen

- Vergleich zu Standard
- Mehrwert durch neues
Produkt (Downstream

Vergleich Standard zu
Mehrwertpumpe, als
Downstream-Effekt
bemessen

Fr. Rommel (Biovox)
Investoren als Impact-
Investoren unterwegs
Welche KPIs messen und
reporten?

Impact Medizinprodukt,
fossil gegen biobasiert
ausgetauscht, Vorausschau
auf 10 Jahre?

Marz 2022 | Mischa Zschokke (carbotech) & Moritz Gomm (Zishlke)
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Session 3: Nachhaltigkeitsreporting: Mehr als nur Kommunikation?

Wie erstelle ich ein
aussagekraftiges N-Reporting?

Digitalisierung als Hebel fir
Ermittlung und Verbesserung
der Nachhaltigkeit?

Ziele des N-Reporting?

Sustainability Circle - Reporting & Ratings

Start mit

Ranking (z.B. ecovadis)
Wesentlichkeitsmatrix
Sammeln von
Berichtsanforderungen
Self-Assessment und interne
Reports

Datenerhebung
vereinfacht

Frihzeitig Daten fir
Standards ermitteln und
agreggieren

Monitoring von Anfang an
bericksichtigen

Veranderungen anstossen
Verstandnis fir N
ermdglichen

Auf wesentliche Treiber
fokussieren
Vergleichbarkeit
ermoglichen (Standards)

Herausforderungen

Verfugbarkeit von Daten in
einheitlicher Form?

Auswahl geeigneter Standards
Wie kann sozialer Impact
gemessen werden?
Realistische und erreichbare
Zielsetzung ?

Marz 2022 | Mischa Zschokke (carbotech) & Moritz Gomm (Zishlke)

Ansdtze

- Nutzung Datenbanken, fur erste
Einschatzung

- Auf geeignete Produkte /
Projekte setzen
Nutzen vorhandener Messungen
von sozialen Impact (z.B. Caritas,
Stiftungen)

| Slide 33 |© Zihlke 2022



/usammentassung der Breakout-

Sessions & Panel-Diskussion




Nachste Schritte

= Sie erhalten im Nachgang alle Folien per E-Mail.

= Melden Sie sich bei uns, um sich mit anderen Teilnehmer:innen zu vernetzen
= Bitte melden Sie sich fur den Vor-Ort-Event am 25.5. bei Frankfurt/Main an (siche Mail).

. ib
carbotech =~ ec[@]ncept ™ mstgtmrmopo,ymem BM|eLab

Umweltprojekte und Beratung d H h hule Hof
er mocnscnuie Ao

Sustainability Circle - Reporting & Ratings Mérz 2022 | Mischa Zschokke (carbotech) & Moritz Gomm (Ziihlke) | Slide 36 |© Zihlke 2022



Nachste Events

06.04.2022 Impuls-Talk ,Circular Economy” mit ec[@]ncept & BM | e Lab

27.04.2022 Roundtable ,Transparenz / Digitalter Produktpass” mit BM | e Lab

Sustainability Circle - Reporting & Ratings Mérz 2022 | Mischa Zschokke (carbotech) & Moritz Gomm (Ziihlke) | Slide 37 |© Zihlke 2022



Vielen Dank fir ihr Engagement!

Wir freuen uns darauf mit lhnen die besten Losungen
flir Sie und unseren Planeten zu finden!

- ib
ZUhlke CarbOtQCh E ec[a]ncept - Insti!c::t flir Biopolymere B M I e Lab

Umweltprojekte und Ber:
empowering ideas der Hochschule Hof

Sustainability Circle - Reporting & Ratings Marz 2022 | Mischa Zschokke (carbotech) & Moritz Gomm (Zuhlke) | Slide 38 |© Zihlke 2022
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