THE WORKS DESIGN

SUSTAINABILITY ANALYST COMMUNICATIONS

NATE VAN BEILEN

e ———— e, — —————
16| CURWUSNESS R el 1 L
Jovative biologkcal medcines such 25 The laurch of Novotic "
sase are Novo Nordsk's key contrbution  sgrvtcans .-:.h,.":'”“ was 3 FIVE
b dritng dabeles Hourwr Be  ambiicn 10 move from 1 s pieTL> CORE
o e e L 5 s e s X e oy CAPABILITIES
orly 0 part of the job I takes more Bun 2006, Novo Norcksk feg e "
medicre © Mwm {u-mn That s why  approval of kong-acting factor X wad Nordak's core e have
Novo Nordisk, hangieg Diabetes®, & for the treatment of ~gr #d retined over
ofher actvites emed at e thermo - os 8. fur oo
g egy are a sharp focus on & engaged 11 OPer actvdes ae cre, the ¢ s )
that make up Novo Nordisk’s corporate strat o atig awareonss of type 2 Gabetes and  clottig factor in s 2 long-a 75 ENGINEERING, FORMULATING,
The Ipechenss pabilties and 3 dear purpose, all anchored n a values-based promoting hestly Mestyes and ool hascphia A Now Nordea's s s, DEVEL DELIVERING
therapeutic areas, five core C chonges Dt are needed 1 O th 2 eadri potons mron & PROTEIN-BASED TREATMENTS
o arming e In new Canes of the dsease s A and hoemoghin Bty %0 NOrdk's esearches are among the
management sys recent example 5 Gties Changeg Diabetes, 3000t Novo Nordisk's actvtes witen e O, DO WO proten engineering,
B e — sbal inftistree 10 tackle diabetes n th o
_ orid's big cbes. Read more about
NOVO NORDISK'S STRATEGY Novo Nosdsk's ppetine of
ABILITIES PURPOSE % in development,
STRATEGIC FOCUS AREAS CORE CAP : » Mﬁn
— \ e chaenge of gt dabetes
/ Expand leadershp ‘ \ Cities Changng Dadetes,
in DIABETES \
Engneerng, \
ad | Buldng and
e | = [ PR | o | | POV L
t Estabhsh presence v p gescale | global aleadng tdefestdiabetes | & ¥ PRESENCE IN OBESITY
in OBESITY Gy | undien poducton | nchesof | postion and other serious p
- e : o e ekt - Obesty s known 10 be 2 mayor sk fac
§ P iesdersis e e products | markets / developing senous daeuses such a1 1
In HAEMOPMUA et / abtes and, 2 Sch, 5.3 natural ther
———————— / ares for Nowo Nordh 1o erter Obewty
Expand leadership In reached pandemc proportons, with
GROWTH DISORDERS. | JL then €00 milon adts hawng ¢
L L —_ obesty (defrned s hawing 3 Body
] B
tere are few pharmaceutcal bestment
cotors avalabe teat obesty,
eeturement these medat
Since & wan founded in Derveark more than  growsh dscedes, nd 15 well on &5 Way 10 4 over the yeirs and Continues 10 leverage imited. The pharmacevtical
50 yours g0, Novo ek P boen hargrgy ki presence wen obesty 3 four erapet reas. The fnal ngre for chesty products Curterty amaurt
datees The herae K gwen the comgary deet of the stategy & the vakues-based 4.0 10 bibon troner
experience and capabilies Tt #ho eratie & The sharp focus o 3 few selecind thers  maragement system, She Nowo Nordsk
%0 help prople defeat cther sencus Gheonc  peutic s 5 3 key part of Novo Nordsk’s  Way. Al of whch serves the purpose of In 2015, Nowo Nordek entered
rtons haemoghia, gowth diorders  Corporate siategy Another & the song g change 10 defeat dabetes and ofher market with WP:W
and obwsty Today, Novo Nondisk &3 leadeg 101 0 the constan development of five  serious chvonic conditions. Aead more 300t WO was urched in the US
Company wthn datetes, hasmophia and  core capabiities at Novo Nordisk has bt the Novo Nordisk Way on now 350 avaable  Dermart
Nowo Nordek's amaten s to
R e — e T prevnce © e cbesty market
Sanerca® o seen a8 Pe frit of sever,
Sowarts achieviny the. fmad
Nowo Nordk's cbesty strat
6 3. PURSUE LE
IIIIIIIIIII
Hoemephla & an inher
bloedng dacrder that preverts tiood
oting. An estenated &
workdwde a0 berg weth moder:
haemoghiy | The gobal haemophia phar
"\'mwh)\cn Fourd
M.mmmv. od
SVl i receet yeary !
s Moo ertared e
996 Wi NowcSever fo the tegtmer
PRple With hanmoghiy Sodes geert
3%t vadtior vestment
ok AN PR 20%

~ Accomplishments

Analyzed over 100 companies.
Learned GRI, UNGC, SDG and OECD frameworks.
Researched industry materiality and stakeholder trends.

Purpose

Lead a research project on sustainability

The Works Design Communications is an integrated

design studio that specializes in stakeholder

Gained an understanding of effective sustainability

reporting trends and best practices and reporting, corporate identity, and collateral

contributed to client sustainability projects. development. strategy.
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Key Takeaway Design Matters

A sustainability report can only be as good as the
extent to which sustainability has been integrated

iINnto a company’s strategy and business model
Circular Supply Chain | Recovery and Recycling | Product

Stakeholder engagement

Knowing what stakeholders value will help focus a

sustainability report and make it useful. Its

essential for understanding what’s important

Design is a critical component in delivering a
message. People respond emotionally before
responding rationally and effective design is key to
creating messages that actually reach people.

GRI guidelines

to the UNGC

incorporated the
SDGs

themselves with the
IIRC

Life Extension | Sharing Platform | Product as a Service (material).
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of companies follow of companies report of companies have Of companies align

*Making a report useful to investors is difficult due to a
lack of standardized non-financial KPlIs.

*Setting long term non financial targets creates
accountability which some companies avoid.
*Communicating corporate sustainability is difficult
without greenwashing.

*Following the growing array of reporting frameworks
and guidelines is arduous.

*Consulting for companies with different outlooks and
values can result in cognitive dissonance.

40%

of companies align
with GRI G4 Core

+253%

of companies identify
priorities or of
specific stakeholder
groups

+295%

of companies
highlight targets and
achievements

11%

of companies align
with GRI G4
Comprehensive

+49%

of companies explain
how they plan to
address stakeholder
concerns

+252%

of companies
articulate long term
goals

71%

of companies have
their reports audited

99%

of companies identify
material topics

297%

of companies
mention supply chain

Facts and figures

43%

of companies
highlightvalue
creation

+283%

of companies explain
their approach to
materiality

34%

of companies cover
supply chain policies,
targets, and
performance
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