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Director's Role in Sustainability Strategy and Marketing

This course provides an introduction to the key ideas and processes for creating and
managing the organization’s overall sustainability and marketing strategies with a
focus on Low and Zero Carbon Resource Efficient solutions (LZC). It considers the
main approaches to strategic sustainability direction and marketing within the
organisation, and will assist you in your role of leading the strategic process. It also
identifies and simplifies the critical elements of the LZC strategic process and
facilitates their exploration and practice in terms of compliance & voluntary actions.

Who should attend

Directors and Executives, from all sizes of organisations and industry sectors.

What to expect

Gain a clear understanding of the role of the board in the development and
implementation and measurement of an LZC strategy

The opportunity to examine the issues surrounding strategy and marketing with
fellow directors in a risk free environment

The opportunity to examine and use a variety of LZC techniques that assist the
strategic process

An opportunity to examine how your board formulates implements and monitors its
Sustainability and Marketing strategies

An opportunity to discuss and assess Sustainability and Marketing concepts with
directors from other organisations before taking them back and applying them within
your own business

Provides reference material and real life state of the art examples and post-course e-
learning that reinforce the key learning points
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Programme Objectives

Participation on this programme will enable you to:
Understand what LZC strategy is and how a board uses it to generate value.

Appreciate the strategic importance of a clear purpose as provided by vision, mission
and values, and effective strategic thinking.

Appreciate the techniques and knowledge required to develop a sustainable world
class marketing plan in a low carbon economy

Appreciate how and LZC strategy can transform the way an organisation works,
reduce carbon footprints and improve business and brand performance

To understand key processes for defining and managing an LZC offer and a
sustainable business model, “a profitable business is a sustainable business”

Be equipped with tools to help make an effective situation appraisal and evaluate the
relationship between the internal and external environments of the organisation

Understand that good LZC strategic analysis is essential to good strategy formulation
and implementation of compliant and voluntary actions

Have an understanding of the means by which strategic LZC options may be
generated and evaluated to arrive at the strategy that will deliver the vision.

Understand the role of the Board in implementing strategy and the part played by
marketing. Appreciate the importance of operational capability, its sources and the
means by which it can be acquired.

Obtain an overview of risk and measurement with respect to LZC strategy
implementation, disclosure and independent verification in today’s media
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Phase Two - Simulation Review

Phase Four — Resource Allocation and Monitoring

The 2003 Royal Society Report on Environmental
Pollution concluded that stabilisation would only

» be possible if the current level of global carbon
’ footprints were reduced by 60% up to 2050
Q followed by a further 80% reduction leading up
to 2100, this is not business as usual.

Now is time for all nations and
individuals to go beyond complianc
reduce their carbon footprints.

A BFC understand a range of solutions that break through
* ' the conventional paradigm that low carbon solutions

0 and economic growth are at best mutually exclusive
0 objectives, dominated by a world of regulation and the
. ever increasing cost of compliance.

The Stern Report has quantified the opportunity and
the size of the prize for enlightened organisations of
more than £257bn by 2050 for low carbon products
and services




