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Temi

L'urgenza di una modifica del modello di
sviluppo nella prospettiva della green
economy

Qualche dato su dove stiamo andando

Green, Sostenibilita e performance
Impresa

Nuovi business models



An unsustainable world

- I 1£
[ 4
@ African countries qé |
Asian countries 21
European countries ¥ . BT
e
@ Latin American and Caribbean countries z
> North American countries = : &
@ Oceanian countries =1
Z 1 —|8
5 ®
= 1
21
O
= | —16
= 4@
Q.
s 1
-
=N |
World average biocapacity per capita in 1961 Y | —14
== =3 == =2 o= L] == = == -— —-— @m —_— c= =3 =2 == == a3 @m = == =a o= == L} o= . —-— = o= o= i==1 L] == =3 = L = = ==
fs) i
2 2 : o .»
@
World average biocapacity per capita in 2006 > ‘ ‘ 0 _I3
@ High human development
.. “ o °o® . e-00 I within the Earth’s limits
I | | |
2 04 0.6 0.8 1.0

United Nations Human Development Index
Snnrre: Glnhal Fnntnrint Natwark (20101 HINDP (2009}

Ecological footprint (global hectares per capita)



LA GREEN ECONOMY:

La definizione dell’ UNEP e il
decoupling dell’OCSE

* |l 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”.
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L'ecoefficienza dell’industria italiana (per unita
di prodotto) — 2008-2012
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Fonte: elaborazioni su dati Eurostat, Ecocerved e Istat



Q3 Here are some statoments about anvircomentally-Inendly products. Winch of the following statements best deseibas your behaviour
towards these products in pereral?
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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 'E E 44,3 E
40,0 ! : :
35,0 o : ; 34,0
300 H H 30,2 H
., H H
25,0 o 280 237
20’0 .E 19,6 E E
: ' 14,8 :
15,0 o} ; 14,4 ;
00 of 24 s
50 o : 3,5 :
0,0 o' ! !
% I 5 8 £ 5 8 & g & ¢
2 g £ £ 28 2 5 5 5 5 =
o 3 & = 5 [ o o o o °
o 2 = B 3 » & < < =] o
£ ] ° ] =) N g g
£ = [] - o o =
. o © wn ] 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

60,0 °, .
50,0 ! ;
40,0 ! :
40,0 o} 18% 5
30,0 o! ;
: 12,6 :
200 o
10,0 o! ;
0’0 .I '

o s G 5 g g i g

g 2 2 2 T 5 o ]

g 3 58 7 3 g 3

£ g 3 N 3

[«] - o o

o wn n

o~

ind. manifattu-
public utilities

© imprese che investono nel green

® imprese che non investono nel green RAPPORTO

Greenlitaly | 2014

NUTRIRE IL FUTURDO




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
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59,6%
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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.




RBV e 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. Q
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 0.28*** 011** 0.05 0.02 0:12* 0.04** 021% 0.08"**

Facility size 0.01*" 001** 0.01° 0.01 —-0.01 -0.01 0.01** 0.01***

Facility belongs to publicly -0.08 -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""" 0.12*** 0.17° 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"*" -0.17*** -0.21** -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*** 0:17°%° -0.28"" -0.11*"

France 034" 013*** .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
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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),




Le strategie green coinvolgono l'intera
organizzazione

Government
Affairs

Marketing Accounting

Human Besources Strategic Planning

Public an_d Environmental,
Communlty Health and Safety
Relations

Legal Counsel Finance

RandD Operations

Engineering
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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



Elementi
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VALUE PROPOSITION: OPERATING MODEL:

What are we offering to whom? How do we profitably deliver the offering? are c hﬂﬂﬂo d
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

e gy ueneeotal
. Average of respondents
No business model change with changed business model
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PRINCIPALI AMBITI DI
AZIONE

TEN-P Sostenibilita nella
supply chain

Servizi Ecosistemici (Stati
generali ad Ecomondo)

Rating di legalita
Human rights

Reporting (materialita,
SDG’s e nuova direttiva)



