


Innovation Breakfast: How to Communicate 
to Your External Stakeholders



The biggest network of sustainability leaders in Zurich

Unsere Mission

GreenBuzz ist eine globale Bewegung, die 
den Weg in eine nachhaltige Zukunft weist.

We are a family of professionals who drive change in business for a more 
sustainable planet.

Our Main Partners



About Us

5 local initiatives in 3 countries:  Zurich, Bern, 
Geneva, Berlin, Amsterdam - Total 7000+ «Buzzer»

Public events and 
learning format

90+

«Buzzers» in 
Zurich

3’000+

85+
Partner Organisations Successful Intrapreneurs 

and Entrepreneurs

100+
  International  Impact

Our Reach in Zurich
3’000+

15+

150+

Network of Buzzers
in Zurich

Paying Members

Core Team and 
Volunteers



Become an Individual Member

5

➔ Get free and/or discounted tickets
➔ Get access to member-only events
➔ Get a personalized metal name badge 
➔ Be part of the best local community of sustainability 

professionals!



«In their growth, GreenBuzz Zurich has come to represent a driving 
force of influential sustainability professionals.» 

Wolfgang Hafenmayer. Former Managing Partner LGT Venture Philanthropy 

2010

2011

2012 2014

2015

2016

2017

2018

2019

Become an Organisational Partner of GreenBuzz Zurich

2013



Upcoming Events

● October 2nd: The Future of Mobility and Spatial Planning

● October 23rd: Workshop: Sustainability Reporting with Sustainserv

● October 24th: Workshop: Pitching for Purpose with KSP 

● October 29th: Energy Transition - Filling the Gap 

● November 19th: Workshop: ESG Implementation 

● December 19th: Dinner: Earthling Ed goes GreenBuzz Zurich

● January (TBA): Unconference for Sustainability Professionals 

● January 23rd: Circular Plastic Economy

● February (TBA): Blended Finance

● March (TBA) Technology and Sustainable Food Production



Event Programme

07:45 - 08:15 Registration and light breakfast

08:15 - 08:30 Welcome by GreenBuzz and Simon Sudbury 

08:30 - 09:40 Dr. Philipp Bachmann (UZH)

08:40 - 08:50 Margreet Groot (Mondelez International) 

08:50 - 09:00 Gabriel Hansmann (Globalance Bank)

09:00 - 09:15 Coffee break

09:15 - 09:25 Andreas Renggli (Polarstern)

09:25 - 09:35 Daniel Krieg (KSP Krieg Schlupp Partner)

09:35 - 09:45   Manuela Huck-Wettstein (Sustainserv)

09:45 - 09:55 Robert Dornau (RobecoSAM)

09:55 - 10:30 Informal networking / buzzing, including a small brunch



c/o WWF Schweiz, Postfach 660, 8010 Zürich

www.greenbuzz.global/zurich

info.zurich@greenbuzz.global 



Philipp Bachmann
Senior research and teaching associate in media 

and communication studies 

University of Zurich (UZH)



Department of Communication and Media Research (IKMZ)

How to communicate sustainability to your 
stakeholders

GreenBuzz, Zurich, September 26, 2019
Dr. Philipp Bachmann
University of Zurich
Department of Communication and Media Research
Andreasstr. 15
8050 Zurich

p.bachmann@ikmz.uzh.ch
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How to 
communicate 

sustainability to 
your 

stakeholders?

2. Take them 
seriously as 

reflective human 
beings.

1. Know what your 
stakeholders think 

and talk about 
sustainability.



Department of Communication and Media Research (IKMZ)

Thank you for your attention

Dr. Philipp Bachmann
IKMZ-Department of Communication and Media Research
University of Zurich
Andreasstrasse 15
CH-8050 Zurich
Tel. +41 44 635 20 41
p.bachmann@ikmz.uzh.ch

(Bachmann, 2017)



Margreet Groot
Global communications lead for Cocoa Life 

Mondelez International



Global CoCoa life 
CommuniCations lead
29 Sep 2019



It all starts with CoCoa 

At Mondelēz International, we are 
passionate about chocolate. 

Cocoa is the essence of our chocolate 
and vital to our business, so we ensure 
it is ‘made right’. 



makinG CoCoa riGht means taCklinG the 
Complex ChallenGes CoCoa farmers faCe

Climate change intensifies the productivity problem. 
Low cocoa productivity can tempt farmers to deforest –
unaware that deforestation releases carbon emissions, 
creating a vicious cycle of unpredictable weather patterns 
that further impact cocoa productivity.

Complex social issues are at play in many farming 
communities. 

Child labor, a consequence of several socio-economic 
challenges. And women play a critical role in cocoa farming 
and communities, but often go unrecognized.

Farmers are living in poverty. 

The majority of the world’s cocoa is grown by 4.5 
million smallholder farmers, who struggle to get 
the most out of their farms. 

.



CoCoa life is mondelēz International’s 
Commitment to taCkle these ChallenGes

Today, Cocoa Life works with

142,000+ farmers 

1,400+  communities 

across 6 cocoa origins

43% of our chocolate sources 
cocoa from Cocoa Life

By 2025 all our chocolate brands 
will source through the program

key areas of InterVentIon



many stakeholders are inVolVed 



CampaiGninG nGos will haVe with their own 
aGenda

Mighty Earth on deforestation in cocoa 



stakeholder CommuniCations & manaGement -
key to dos 
1) PRIORITISE: Map your stakeholders on influence and interest so you 

create 3 tiers

2) BE STRATEGIC: Define a coms strategy for each tier

3) BUILD CONSTRUCTIVE RELATIONSHIPS: Assign people to
stakeholders on tier-1

4) KEY POSITIONING: Ensure an aligned positioning & key messages 
that can be used for all channels across your organisation (e-letters, 
social media, website) 

5) BRAND ALIGNED: Align your communications with your brand 
identity/ key messaging to ensure consistency

6) INFORM INTERNALLY: Ensure your senior stakeholders are aware 
of the issue and our positioning head of any major publications.



stakeholder prIorItIzatIon

• Tier 1 stakeholders – objective is to 
ENGAGE with a view of creating or 
deepening the relationship. Contact with 
these stakeholders is frequent 
throughout the year

• Tier 2 stakeholders– objective is to 
COMMUNICATE with a view of better 
understanding and positively influencing 
their views. This will typically require 
setting up a 1-2-1 call or meeting in the 
first instance.

• Tier 3 stakeholders - objective is to 
KEEP THEM INFORMED. Engagement 
with these stakeholders does not need 
to be customized.

• Other stakeholders should be 
MONITORED only.

COMMUNICATE

MONITOR

MONITOR

ENGAGE ENGAGE

COMMUNICATE ENGAGE

KEEP 
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KEEP 
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the paradox of 
sustainability  
CommuniCations

‘all the boats 
should rise’
Versus
‘be better then 
the rest’



Gabriel Hansmann
Research Analyst

     Globalance Bank



How can we 
engage our 
clients?
Gabriel Hansmann

Zurich, 26 September 2019



1995 2000 2005 2010 2015 2018



2

Intergenerational conflict

Baby boomers Gen X Millennials Gen Z

Source: Carbon Brief; Guardian Graphic
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Disruption of Materials

• Dematerialization

• Demonetization

• Democratization
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How are demographic
changes and 
urbanization affecting
the automotive
sector?



Source: Stuchtey, Enkvist 2018

Mobility: Today

2%
• 95% Parking

• 3% Traffic jam

• 2% Use



Autonomous Cars

↓Accidents

↓Cases of
Death

↓Organs

↓Car Maintenance

↑Leisure time

↓Energy drink Sales

↑ Sleeping

↑«MyCar Income»

↑Real-time Data Collection

↓Enforcement of Rules

↓Goverment Income

↑ Compliance with Speed Limits

↑ Speed Limits

↓Short term Flights

↓Accident Risks

↓Insurance Prices

↓Car Sales

↓Auto Stocks

Toyota: 
Medical Services

↓Car Ownership
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Transparency: What about my money?

?

Personal 
Wealth
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What’s the footprint of my money?



Typical Client Experience



Client Experience with Banks
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Your personal portfolio

Live here…

https://www.youtube.com/watch?v=9VDaCfl-koU
https://footprint.globalance-bank.com/de/portfolio
https://footprint.globalance-bank.com/de/portfolio
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Disclaimer

The content of this presentation is not intended for individuals or legal entities who, due to their nationality and/or domicile/residence or any other reason, are subject to any prohibiting or
limiting by the jurisdiction or of cross-border activities of a foreign financial institution.

Prior to making investment decisions investors should, under circumstances through the inclusion of an advisor, examine the information with regard to its compatibility with his own
circumstances as well as the legal, regulatory, tax, etc., consequences involved. Especially, the selected investment strategy must suit the investors‘ risk profile.

The content is intended solely for informational purposes and targets investors with domicile Switzerland. Even if it may constitute an offer or a solicitation to purchase or sell financial
instruments or services, this does not relieve the recipient from making an independent assessment of the matter at hand.

Past performance is no guarantee of future performance. An investment in fund units is associated with risks, in particular with regard to fluctuations in price and returns. Upon redemption of
the fund units, it is possible the investor will receive less than the amount originally invested. When foreign currency is involved, there is an additional risk that the foreign currency will
depreciate against the investor’s reference currency. Subscriptions are only valid on the basis of the latest sales prospectus, the key investor information document (KIID), the Fund Statutes
and the Fund’s latest annual report (or semi-annual report if it is more recent). The aforementioned documents can be obtained at no cost at www.fundinfo.com.

Globalance Bank Ltd. shall assume no liability whatsoever for losses or damages of any kind from direct or indirect consequential damages that could arise from the use of this information.

Copyright © 2019 Globalance Bank Ltd. – all rights reserved.



Coffee Break

15 Minutes



Andreas Renggli
Communication and PR expert and owner of

Polarstern Agentur AG



 

26 September 2019

B2C 

How to share sustainability  
issues with customers
Best practice and trends in sustainability communication
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Andreas Renggli
Founder and partner

andreas.renggli@polarstern.ch
+41 32 558 30 40

Polarstern Ltd
Agency for sustainability communication
Lucerne and Solothurn, Switzerland

Team of 10 communication specialists  
working for start-ups, SME, international  
players and several federal offices (energy, 
environment, public health and spatial  
development including sustainability)
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Message

Integration

Maturity model: our first approach

Model developed by Polarstern in co-operation with FHNW

Culture

Sustainability strategy

Minimal Underperformed Sufficient Optimised Excellent

Relations

Communication strategy
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Sustainability communication canvas for big pictures

Model developed by Polarstern in co-operation with ZHAW

IMPACTCOMMUNICATIONINPUT

       Values         Messages

        Media/Channel

      Goals

        Stakeholders

       Strengths

       Resources
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Sustainability communication canvas for big pictures

Model developed by Polarstern in co-operation with ZHAW

IMPACTCOMMUNICATIONINPUT

       Values         Messages

        Media/Channels

      Goals

        Stakeholders

       Strengths

       Resources

    Are the sustainability 
values appropriate to 
reach the goals?

1

     Are the strengths 
good enough for  
inspiring messages?

2

     Which channels are 
most suitable to reach 
the stakeholders?

3
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Communication follows stakeholder involvement

Model developed by Polarstern in co-operation with HSLU

Entertainment 
emotional

Entertainment 
emotional

Entertainment 
emotional

Entertainment 
emotional

Very low involvement Low involvement High involvement Very high involvement

Information
rational

Information
rational

Information
rational

Information
rational
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Swisscom  
Sustainability 
blog
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Migros  
Ecological 
packaging

Wer umweltbewusst einkaufen will, wird bei Plastikverpackungen meist stutzig. Doch moderne 
Verpackungen aus Plastik sind für unsere Umwelt oft besser als solche aus Karton, Papier und 
Glas. Die Auflösung drei hartnäckiger Umweltmythen und was Sie tun können, um umweltbe-
wusst einzukaufen.

Verpackung ist

gen. Mit dem Wechsel von Karton behältern 
auf dünne Kunststoffbeutel reduzierte die 
Migros zum Beispiel die Umweltbelastung der 
Bio-Quinoa-Verpackung um 65 Prozent.

Bio-Plastik soll zum neuen Standard 
für Verpackungen werden.

Falsch. Bio-Plastik verursacht nach wie vor 
eine grössere Umweltbelastung als herkömm-
licher Plastik. Denn für den Anbau der Pflan-
zen braucht es viel Wasser, Dünger, Pestizide 
etc. Zudem hat Bio-Plastik nicht die gleiche 
Reissfestigkeit wie herkömmlicher Plastik. Für 
Tragtaschen aus Bio-Plastik ist 30 Prozent 
mehr Material notwendig als für herkömm-
liche Plastik-Taschen. Und schliesslich wird 
Bio-Plastik meist aus Lebensmitteln wie Mais 
und Zuckerrohr hergestellt. Die dafür genutzte 
Anbaufläche steht dann nicht mehr zur Le-
bensmittelproduktion zur Verfügung.

Erfahren Sie mehr über Verpackungen,  
umweltfreundlichen Einkauf und Recycling:  
» generation-m.ch

Publireportage
 

Lebensmittelverpackungen sind eine 
überflüssige Umweltbelastung. 

Nein. Verpackungen haben eine wichtige 
Funktion: Sie schützen die Lebensmittel vor 
zu frühem Verderb. Zudem trägt die Ver-
packung nur einen sehr geringen Anteil zur 
Umweltbelastung eines Produkts bei – in der 
Regel weniger als vier Prozent. Umweltbelas-
tend ist vor allem der Anbau der Lebensmittel. 
Die Verpackung verhindert also das schlimms-
te Szenario für die Umwelt, nämlich das Weg-
werfen von Nahrungsmitteln (Food Waste).

Plastikverpackungen belasten die 
Umwelt am stärksten.

Nein. Zwar belastet ein Kilogramm Plastik die 
Umwelt stärker als ein Kilogramm Glas oder 
Karton. Aber Verpackungen aus Plastik benö-
tigen meist deutlich weniger Material als Ver-
packungen aus Glas, Karton oder Papier. Sie 
sind also leichter. Das spart Ressourcen und 
reduziert die Belastung beim Transport. So 
sind leichte Plastikbeutel-Verpackungen zum 
Beispiel die umweltfreundlichsten Verpackun-

die umweltfreundlichste 

1. Stecken Sie eine kleine Mehrwegtasche 

in Ihre Handtasche oder Mappe, damit Sie 

jederzeit gerüstet sind für einen Einkauf. Das 

ist erst noch gut fürs Portemonnaie. 

2. Verwenden Sie Mehrwegsäckli (zum 

Beispiel den Veggiebag) für Früchte und 

Gemüse.

3. Wählen Sie Nachfüllpackungen  

(z. B. Waschmittel, Seife). Leichte Beutelver-

packungen sind ökologischer als Karton-

schachteln.

4. Benutzen Sie Mehrwegschalen statt 

Wegwerfteller am Migros-Take-Away.

5. Bringen Sie die leeren Plastikflaschen 

(PET-Getränkeflaschen, Plastikflaschen von 

Milch, Shampoos, Waschmittel und ähnliche) 

zurück. Wir führen diese dem Recycling zu.

Mythos 1

Mythos 2

Mythos 3

TIPP 

So können Sie im Alltag  
Verpackungen vermeiden

Wieso Plastik oft 

migros-publireportage-schweizer-familie-20171027.indd   1 27.10.17   14:51
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SwissShrimp  
Fresh Shrimps from Switzerland
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Ernte on Demand
Wir ernten erst, wenn Sie bestellen. So 
verringern wir gemeinsam Food Waste.
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Tomorrow

1. Customer awareness of sustainability issues 
will further rise.

2. Sustainability fatigue will increase too.

3. Emotional stories based on facts will have 
good effects on customers.

4. Continuous sustainability communication 
with customers will be established.

5. Sustainability communication (messages and 
channels) will be integrated into marketing  
communications more often. 



Daniel Krieg
Founder and CEO

KSP Krieg Partner Schlupp Werbeagentur



KSP



KSPKSP

PURPOSE =
CUSTOMER VALUE 
X PUBLIC VALUE

KSP for GreenBuzz – there is no purpose, if one of the factors is 0 



KSP

PURPOSE
IS NOT THE FILLING OF A
BUCKET, BUT THE LIGHTING

OF A FIRE

Based loosely on William Butler Yeats



KSP

CREATE PURPOSE

OFFER PURPOSE BY BUILDING
IT INTO YOUR CORE BUSINESS

PROVE IT OFFENSIVELY
WITH YOUR COMMUNICATION

The recipe for successful „sustainability“ communication



KSPSome few KSP examples from the last 15 years



KSPAnd a very current example



KSP

PITCH
YOUR PURPOSE

THRIVE
YOUR BUSINESS

ATTUNE YOUR
COMMUNICATION

KSP for GreenBuzz



KSP

KSP KRIEG SCHLUPP PARTNER 
WERBEAGENTUR AG
Seestrassse 367
CH-8038 Zürich

www.kspch.ch

+41 43 399 80 50

© Die Ideen und Layouts dieser Präsentation sind geistiges Eigentum der KSP KRIEG SCHLUPP PARTNER WERBEAGENTUR AG, ZÜRICH

KONTAKT

Danke für Ihre Aufmerksamkeit!

daniel.krieg@kspch.ch 
uwe.schlupp@kspch.ch



Manuela Huck-Wettstein
Senior consultant

 Sustainserv



Greenbuzz Innovation Breakfast, 26 September 2019

Driving Impact Through Sustainability Reporting

Manuela Huck-Wettstein, Senior Consultant



Sustainability Management Consultancy

Founded in 2000 in Zurich und Boston Interdisciplinary team with longstanding experience



Our mission is to inspire our clients to create 

long-term and meaningful value for themselves, society and the environment.

Our vision is to redefine how companies 

plan, achieve and communicate sustainable performance.



Our Services

Strategy and Management Performance Reporting

• Materiality Assessments

• Stakeholder Engagement

• Benchmarking

• Strategy Development

• Business &Value Creation Models

• Integrated Management

• Goal Setting

• Sustainable Development Goals

• Science Based Targets

• Performance Metrics

• Carbon Management

• Sustainable Supply Chains

• Sustainability Reporting

• Integrated Reporting

• Investor Communications



Leading in Sustainability and Integrated Reporting

Supported more than 270

Annual & Sustainability Reports

Global No 1 Service Provider 
according to Corporate Register



The Big Disconnect

More and more companies report that 

their commitment to sustainability is 

strong and increasing.

But somehow this good news is not 

reflected in studies monitoring the 

state of our planet. 

T. Dyllick & K. Muff (2017)

29. July 2019



Do we just make companies look good 

and help them «greenwash»?

An Event-full Blog (2015)

1millionwomen.com.au (2015)



A Materiality Assessment Builds the Foundation for 

External Reporting and Internal Strategic Steering

External Reporting

Internal Strategic Steering

Materiality Assessment

Surveys

Interviews

Workshops

Strategy 

Map

Goals, KPIs

Sustainable 

Innovation

Business 

Units



Our Materiality Assessment Approach

Integrating 3 Perspectives
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Impact on Sustainable Development



3 Steps for Determining Material Topics

Identify Prioritize

 Compiling a list of 

potentially material 

topics

 Identifying internal and 

external stakeholders

 Evaluating potentially 

material topics

 Analyzing relationships 

of topics

 Checking results for 

relevance and 

plausibility

Validate



Internal Steering Starts with an Integrated Strategy Map

Revenue Profit Costs

Customers

Products

Suppliers Investors

Production

Diversity

Processes

Innovation
Trademarks / 

Patents

Energy Emissions Water Waste Land

Qualifications



Engaging People Along the 

Sustainability Reporting Process

1

Review & 

Benchmarking

2

Materiality 

Assessment

3

Data and Information

Collection

4

Report 

Development

▪ Current reporting

▪ Peers- and 

competitors

▪ Current strategies, 

management 

approaches, KPIs and 

governance

▪ Determination of 

material topics

▪ Engagement with 

external stakeholders

▪ Identification of topic 

owners

▪ Information collection
(qualitative)

▪ Data collection
(quantitative)

▪ Data analytics and 

evaluation

▪ Report concept

▪ Management 

Approaches  & 

(GRI) Disclosures

▪ Text

▪ Layout / Design

▪ (GRI-Check)

▪ Communication to 

relevant stakeholders



It’s Not About the Report – It’s About the Reporting Process

Global Reporting Initiative (2017)



23. October 2019, 8:30 - 11:30, Zurich

➢ Deep-dive into how sustainability reporting can 

drive positive impact.  

➢ Case Studies: Companies present how 

sustainability reporting helped change their 

business.

➢ Opportunities for peer-to-peer learning

Deep-Dive Workshop: 

Driving Impact Through Sustainability Reporting





Robert Dornau
Director of ESG benchmarking and digital product 

management

 RobecoSAM



How to Communicate Sustainability to Your Stakeholders –
Financial Community

Robert Dornau, 26 September, 2019



RobecoSAM’s definition of materiality of sustainability

RobecoSAM defines Materiality as “Any factor which might have a present or future impact on companies‘ 
value drivers, competitive position, and thus on long-term shareholder value creation“

2

Financial Materiality Framework

ESG Ratings

Forms of capital

• Intellectual capital 

• Customer capital

• Manufactured capital

• Human capital 

• Environmental capital 

• Social capital 

• Financial capital & business model

Impact on financials

• Growth (Revenue)

• Profitability (Costs)

• Capital Efficiency

• Risk profile

Key Question

How do different 
forms of capital 
impact financial 
performance?



The SAM Corporate Sustainability Assessment

From data to score

The SAM Corporate Sustainability Assessment uses a consistent, rule-
based methodology to convert an average of 1000 data points per 
company into a total sustainability score. The size of the segments in 
the graph below represents the weight (materiality) assigned at the 
different levels. This chart is a sample, not representative of your 
industry. 1000 Datapoints

Assessed values, text, 
checkboxes, documents

100 Questions
Scored as sum of 
weighted datapoint scores

20 Criteria
Sum of weighted 
question scores

3 Dimensions
Sum of weighted 
criteria scores

1 Total Score
Sum of weighted
dimension scores

SAM – Company Benchmarking Report for Company 5 XYZ, September 2018



Pharmaceuticals

4

Industry Specific Approaches

ESG Ratings

Mining & Minerals Restaurants

Source: RobecoSAM

Differing by focus areas and 
weight matrices

• Payment transparency

• Mineral waste management

• Water related risks

• Biodiversity

• Asset closure mgmt.

• Community impact

• Stakeholder engagement

• Innovation management

• Product Quality and Recall management

• Climate Strategy

• Address cost burden

• Access to drugs

• Health outcome contrib.

• Brand Management

• Customer Relationship Management

• Raw Material Sourcing

• Local Impact of Business Operations

Industry specific criteria 
examples

Economic

Social

Environmental
Economic

Social

Environmental

Economic

Social

Environmental
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The CSA futureproofs participating companies

RobecoSAM

CSA introduced topics before they where the focus of mainstream ESG investors

• Human capital development (2002)
Human Capital Management Coalition, established 2017, 25 asset owners, $2.8tn in assets 
(source http://uawtrust.org/hcmc)

• Human Rights (2002)
Top ESG criterion for Money Managers in 2018 representing USD 2.2tn 
(source: www.ussif.org) 

• Climate Strategy (2013)
TCFD recommendations 2017, 100+ C-level supporters, company, financial institutions, exchanges, 
raters, index provider

• Tax transparency (2014)
UNPRI investor guide 2018: evaluating and engaging on corporate tax strategy 
(source: www.unpri.org) 

• Policy Influence (first introduced 2017)
Top shareholder concern in 2018, filing by 74 institutional investors at 50 US companies 
(source: https://www.corpgov.net)



Human Rights – need for a comprehensive approach

Most industries 
are likely to be 
impacted by 
climate change, 
albeit to a varying 
degree; 
consequently, 
they face a need 
to design 
strategies 
commensurate to 
the scale of the 
challenge for their 
industry

The focus should 
be both on the 
risks associated 
with a changing 
climate and the 
identification of 
business 
opportunities 
linked to this 
global challenge.

•Management 
Inctives
•Strategy in place 
with regard to 
climate change 
risk and 
opportunities
•Scenario analysis
•GHG emission 
reduction 
activities and 
targets
•Financial risks 
analysis
•Financial 
Opportunities
• Internal Carbon 
Pricing

1Rationale 2Expected 
approach

3Performance 
indicators

4Value 
Drivers

As part of their responsibility 
to implement the United 
Nations’ Guiding Principles on 
Business and Human Rights 
(UNGPs), companies must 
have systems and practices in 
place enabling them to know 
and show that they respect 
human rights. 

Involvement in Human Rights 
related incidents can result in:

• Customer boycotts

• Fines 

• Project delays

• Loss of license to operate 

Companies are expected to 
have an active commitment 
to respecting human rights.

Respecting human rights 
means:

• Avoid causing or 
contributing to adverse 
human rights impacts 

• Address such impacts 
when they occur

• Prevent or mitigate 
adverse human rights 
impacts from own 
operations and from 
products or services by 
business relationships

Company wide commitment, 
well documented, covering:
• Direct activities (own 

business, subsidiaries)
• Value chain, partners
• Processes for remediation

Due diligence:
• periodic risk mapping 
• own operations, value 

chain and related 
activities

Assessment:

• Activities’ exposure
• Classification of risk
• Status of mitigation for at 

risk sites
• Vulnerable groups 

assessed

Public disclosure

• Risk profile

• Profitability

• Growth

6
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Thank you for your attention

RobecoSAM

Robert Dornau
Director, Senior Manager ESG Benchmarking

RobecoSAM AG
Josefstrasse 218
8005 Zurich Switzerland

+41 44 653 12 39
robert.dornau@robecosam.com
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Disclaimer

RobecoSAM

No warranty This publication is derived from sources believed to be accurate and 
reliable, but neither its accuracy nor completeness is guaranteed. The material 
and information in this publication are provided "as is" and without warranties of 
any kind, either expressed or implied. RobecoSAM AG and its related, affiliated 
and subsidiary companies disclaim all warranties, expressed or implied, 
including, but not limited to, implied warranties of merchantability and fitness 
for a particular purpose. Any opinions and views in this publication reflect the 
current judgment of the authors and may change without notice. It is each 
reader's responsibility to evaluate the accuracy, completeness and usefulness of 
any opinions, advice, services or other information provided in this publication.

Limitation of liability All information contained in this publication is distributed 
with the understanding that the authors, publishers and distributors are not 
rendering legal, accounting or other professional advice or opinions on specific 
facts or matters and accordingly assume no liability whatsoever in connection 
with its use. In no event shall RobecoSAM AG and its related, affiliated and 
subsidiary companies be liable for any direct, indirect, special, incidental or 
consequential damages arising out of the use of any opinion or information 
expressly or implicitly contained in this publication.

Copyright Unless otherwise noted, text, images and layout of this publication are 
the exclusive property of RobecoSAM AG and/or its related, affiliated and 
subsidiary companies and may not be copied or distributed, in whole or in part, 
without the express written consent of RobecoSAM AG or its related, affiliated 
and subsidiary companies.

No Offer The information and opinions contained in this publication constitutes 
neither a solicitation, nor a recommendation, nor an offer to buy or sell 
investment instruments or other services, or to engage in any other kind of 
transaction. The information described in this publication is not directed to 
persons in any jurisdiction where the provision of such information would run 
counter to local laws and regulation.

© 2019 RobecoSAM AG
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