


First - who are we?

Hello!

We are a partnership between
Ekokumppanit and Gofore and
we are jointly developing the
Good Growth model together.

https://ekokumppanit.fi

www.gofore.com
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Sustainability Officer
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Olli Vakkala - Project
Manager

Ecofellows Ltd.
+358407285677
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COFORE
The Business of Sustainability
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SUSTAINABLE INVESTING, once a niche area of interest, has moved into
the mainstream. Earlier this month a survey showed that 75% of American

asset managers say their firms offer sustainable-investing strategies, which

focus on environmental, social and governance (ESG) issues. Almost 90%

Gen Z (Aged 15-20] | Millennials (21-34) Gen X (35-49) Baby Boomars Silert Generation

(50-54) (65+)

Financiers join EU ‘green recovery alliance’

ByF imon | FURACTIV.com 8 May 5, 2020 {upoated: () May 5, 2020}
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To be a leading consultancy, we need to deliver on
the rapidly changing needs of our customers. 'Today,
sustainability 1s a top strategic “Must Win Battle”

It’s also predicted to be a 12 trillion USD
business by 2030

source: https://www.europeanbusinessreview.com/sustainability-a-12-trillion-a-year-market-by-2030/






Good Growth 1s a way of working that ensures
your business embeds sustainability into
everything you do.

It’s also a way to measure the concrete impact of
your sustainable developments



Three lenses of Good Growth

Good Growth is a way to ensure you People
evaluate your work through three lenses:
People - improves the lives of people and ®
their communities
Nature - aims to eradicate or reduce harm Business Nature

to the natural world

Business - makes good business sense
for everyone involved

Measurable Good Growth



Three stages of Good Growth

The process is clear, logical and scalable for
all types of projects

' Making an ,‘_1 Setting The
- Unifies - it’s a way of working that helps impact Stage
multiple stakeholders work together -‘ y

* Formula - that helps repeat success
across different projects and teams

> Flexible - it’s scalable and easy to adapt




The elements of Good Growth

Elements are collaborative activities that

help us address important sustainability , ;

questions along the way. Making an 2 Setting The
| | impact  § Stage

* Choose - the elements that best suit the
project

* Try - new activities that evolve your
thinking

- Combine - a set of elements or just
cherry-pick individual activities




Element sets (examples)
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Good Growth KPI’s

SDG’S and KPI’s for your projects are set
using the Good Growth KPI tool.

« Connect - your project KPI’s to wider UN
Sustainable Development Goals

- Track & measure - Good Growth KPI
throughout the process
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SDG’s guide GG KPI’s

Case example: Finnish Tax service
VERO.fi

Together with customers and partners
we define the main SDG’s we are
targeting through the work and set
specific, concrete KPI’s for each Good
Growth lens.

People

20% increase in ethic
minorities using the service
with 1st year

~ .
Operational costs
reduced by 15% in first
year due to more
efficient working
methods

30% reduction in
paper usage within
6 months
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http://VERO.fi

GG business dashboard

The vision is to build a data driven
dashboard to track and measure impact

The data could be shown to a number of
audiences:

Customers

Cities & government
Employees
Investors

Public

Industry & academia




Good Growth Projects Good Growth Impact Dashboard Good Growth Audiences

o O
» Customers can show concrete
i'"'b 'I‘@ impact

g Cities can align KPI's with overall
government targets

Q = & Employees have meaningful work and
| 'n‘@ can see their impact

. @ |nvestors trust that the company is
b v . . . H
g S= delivering on sustainable business

! o mnm Publicare inspired, company brand
5 'n‘@ awareness increases

X Industry & academia will reference you
GG KPI's set on all KPI’'s entered and % 5[ as a leader in the field

projects tracked on the dashboard






Lastly - we are looking for...

Do you want to get
involved?

We need forward thinking
companies/partners that would
like to co-pilot the development
of Good Growth with us.

Timeline now!
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