Mapping Stakeholder Sustainability Strategy Goals – Uniworld Boutique River Cruise Collection
	Stakeholder Perspective
	Strategic Goals
	Future-Fit Goal (FF 1-23) from: http://futurefitbusiness.org/break-even-goals/#
	SDGs met
(SDG1 -17) from:
https://sustainabledevelopment.un.org/#
	Contributing Key Future-Fit Indicators (KFI):
	Measure of Status Quo*
	Target State*
	Justification

	Financial
	F1: Profitable Growth
	FF01: Energy is from renewable sources








FF04: Procurement safeguards the pursuit of future-fitness




FF07: Operational waste is eliminated






FF23: Financial assets
safeguard the pursuit
of future-fitness
	7. Ensure access to affordable, reliable, sustainable and modern energy for all





12. Ensure sustainable consumption and production patterns



12. Ensure sustainable consumption and production patterns




1. No poverty
8. Decent work and economic growth
11. Sustainable cities and communities
	Switching to Renewable Energy Supplier and encouraging supplier to 





Use local suppliers where possible




Eliminating all possible food waste and unnecessary SUPs and switching from paper to digital

Moving into less explored/less travelled areas through charters/partners
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2
	Renewable sources increasingly cheaper – cost saving. Enhance reputation with consumer



Reduce transportation and import costs. Enhance local reputation


Reduce food and supplies costs.






Providing guests with wider options of travel, Increased revenue, reduced operational costs

	Customer
	C1: Be the Vendor of Choice
	FF15: Product communications are honest, ethical, and promote responsible use



	16. Peace, justice and strong institution

12. Responsible consumption and production
	Educating guests in responsible tourism
Driving strategy forward when publicly communicated
	1
	3
	Increasing our target market of Sustainable travellers. Also opens company to input and feedback from customers




	
	C2: Improve Customer Well Being
	FF16: Product concerns are actively solicited, impartially judged and transparently addressed



	16. Peace, justice and strong institution

12. Responsible consumption and production
	Incorporating sustainability feedback into our Guest surveys.
Initiating feedbacks from our supply chain and communities we sail in
	0.5
	2.5
	Incorporating feedbacks into our strategy/action plans strengthens reputation and enhances outputs

	
	C3: Provide Great Customer Support
	FF15: Product communications are honest, ethical, and promote responsible use



	16. Peace, justice and strong institution

12. Responsible consumption and production
	Openly communicate challenges faced in CSR initiatives.Allows future guests to make informed decisions prior to choosing us
	1
	3
	Reaching the right target market decreases complaints and allows CSR strategy to be further developed

	Internal
	I1: Provide Great Value
	FF07: Operational waste is eliminated

















FF19: Products can be
repurposed
	12. Ensure sustainable consumption and production patterns















11. Sustainable cities and communities
12. Responsible consumption and production

	Eliminating items and services which do not offer additional value to guests




Training employees and developing procedures of fighting food waste and recycling onboard



Unused equipment, uniforms, furniture (ship rebuilds) should be repurposed
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2
	3








3









3
	Elimination will save on resources, human and financial. These may also be substituted with items/services which enhance value.
Training will stimulate employees, and create engagement on the topic, while reducing waste and cost.


Eliminates our storage of unused items, builds company reputation, avoids waste




	
	I2: Innovate our product offerings
	FF08: Operations do not encroach on ecosystems or communities
FF03: Natural resources are managed to respect the welfare of ecosystems, people and animals
	1. No poverty
11. Sustainable cities and communities
14. Life below water
15. Life on land
	Ensure each land operation/tour brings positive impact to the surrounding community/environment

Eliminate non sustainably sourced items in our menu cycles

Innovation of technical aspects of our ships, new and old
	1







1




1
	3







3




3
	Enhance local and global reputation. Allows a unique niche in the market



Unique marketing message in this industry


After initial investment operational costs decrease. Positive marketing.

	
	I3: Anticipate Customer Needs
	FF16: Product concerns are actively solicited, impartially judged and transparently addressed
	
	
	
	
	

	
	I4: Improve Operations
	FF08: Operations do not encroach on ecosystems or communities
	11. Sustainable cities and communities
13. Climate action
	Design a protocol/required standard which assesses new vendors/products/suppliers prior to partnership
	0
	2
	Sets a minimum standard and entry requirement for future operations. Avoid additional work input further down the way.

	People
	P1: Ensure Employee Well being
	FF10: Employee health is safeguarded












FF11: Employees are paid at least a living wage







FF12: Employees are subject to fair employment terms
	3. Ensure healthy lives and promote well-being for all at all ages










8. Decent work and economic growth
10. Reduced inequalities






8. Decent work and economic growth
	Continuous re-evaluation of health benefits, healthy diets and initiatives for healthy life onboard ships and in office. Zero tolerance of bullying and harassment.



Monitoring of salary ranges across positions and industry norms – ships and office




Mandatory enforcement of legal working hours and vacation terms across all positions.
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2
	Positive outcome employee branding. Increased health equals less sick leave and turnover, decreased costs. Employee loyalty increased. Mental health issues reduced resulting in less turnover.

Positive for employee branding. We are able to pick candidates which fit our company standards. Increased loyalty in employees, less turnover
Employees who work reasonable hours, who feel secure in their employment, and who are afforded adequate time off are more likely to thrive physically, emotionally, and mentally – in and outside work.

	
	P2: Develop our Human Capital
	PP17: People’s capabilities are strengthened
	4. Quality education
8. Decent work and economic growth
9. Industry, innovation and infrastructure
	Training access to all employees, regardless of position or location. Resources need to be allocated accordingly
	1
	3
	Increased skills across the workforce. Increased engagement and opportunity. Decreased turnover

	
	P3: Work our Values
	FF14: Employee concerns are actively solicited, impartially judged and transparently addressed








FF13: Employees are not subject to discrimination

	5. Gender equality
10. Reduced inequalities
16. Peace, justice and strong institutions









5. Gender equality
10. Reduced inequalities

	Review and ensure protocols and channels are in place for all employee grievances/issues. Neutral followup by 3rd party. Dedicated followup in each case. Implementation of exit interviews.

Set target for balance of genders in all management levels
	1
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2
	Increased trust within company fosters loyalty and productivity amongst employees.








Positive outcome for Employee branding. Increased opportunities for existing employees


	Society
	S1: Improve Society at Large

S3: Ethically Conduct our Business
	FF20: Business is conducted ethically
	16. Peace, justice and strong institutions
	Develop means of assessing all product and procedures existing and future relative to our Company Culture
	0.5
	3
	Alignment with our Company Culture contributes to environment, employees, customers and therefore financial goals

	
	S2: Support our Communities
	FF09: Community health is safeguarded
	11. Sustainable cities and communities
	Place appropriate mechanisms to pre-empt, identify, assess and manage community concerns, so that potentially serious issues and legitimate grievances do not go unaddressed
	1
	2
	Safeguard our company for future business, enhance reputation locally and globally

	Environment
	E1: Products do No Harm
	FF17: Products do not harm people or the environment
	3. Good health and well-being
6. Clean water and sanitation
11. Sustainable cities and communities
12. Responsible consumption and production
14. Life below water
	Set timeline for all strategic implementations and goals and persons responsible
	0
	3
	Ensures appropriate action is taken  that targets may be achieved

	
	E2: Operational Outputs do No Harm
	FF02: Water use is environmentally responsible and socially equitable













FF05: Operational emissions do not harm people or the environment
FF06: Operations emit no greenhouse gases
	6. Clean water and sanitation















12. Responsible consumption and production
15. Life on land
13. Climate action
	Assess and restrict all unnecessary water usage or adapt method. Ship washing and water release from swimming pools.
Enforce partner companies to certain specifications on their ships for no release into rivers

Monitor and eliminate all unnecessary methods of transportation: eg transfers to and from airport
Set future targets for emissions decrease against current status.
Reassess travel of employees and eliminate unnecessary – consider increase of home office for all travelling positions.
	1
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3
	Have zero impact on the rivers on which we sail














Decreased cost, minimized impact for company reputation

	
	E3: Operational Inputs do No Harm
	FF03: Natural resources are managed to respect the welfare of ecosystems, people and animals


FF01: Energy is from renewable sources

	12. Responsible consumption and production
14. Life below water
15. Life on land


7. Affordable and clean energy
	Inventorize all items used within operation and assess “remove, replace, recycle” status

Forming coalition with competitors to contribute/lobby towards shore power in targeted ports
	1






0
	2






2
	Decreased cost, increased storage, decreased labour




Strategic alliance within industry, enhanced reputation in communities, eventual decreased cost



* 0 = no impact; 1 = low level impact; 2 = medium level impact; 3 = high level impact (on achieving SDGs)


Business Sustainability Strategic Map (Edit or devise your own)

	SocietyS2: Support our Communities
-Place appropriate mechanisms to pre-empt, identify, assess and manage community concerns, so that potentially serious issues and legitimate grievances do not go unaddressed
-

S3: Ethically Conduct our Business
- Develop means of assessing all product and procedures existing and future relative to our Company Culture
-
S1: Improve Society at Large
- Develop means of assessing all product and procedures existing and future relative to our Company Culture
-

	FinancialF1: Profitable Growth: 
-Switching to Renewable Energy Supplier
-Using local suppliers where possible
- Eliminating all possible food waste
[bookmark: _Hlk36995289]- Eliminating unnecessary SUPs
- Eliminating paper used
- Moving into less explored/less travelled areas through charters/partners





	EnvironmentE3: Operational Inputs do No Harm
- Inventorize all items used within operation and assess “remove, replace, recycle” status
- Forming coalition with competitors
-
E2: Operational Outputs do No Harm
- Assess and restrict all unnecessary water usage or adapt method.
- Enforce contractually  partner companies to certain specifications on their ships for no release into rivers
- Monitor and eliminate all unnecessary methods of transportation
- Set future targets for emissions decrease against current status
- Reassess travel of employees 

E1: Products do No Harm
- Set timeline for all strategic implementations and goals and persons responsible
-























	
	Customer


C2: Improve Customer Well Being
- Incorporating sustainability feedback into our Guest surveys
- Initiating feedbacks from our supply chain and communities we sail in
C1: Be the Vendor of Choice:
- Educating guests in responsible tourism
- Increased communication of initiatives and strategy

C3: Great Customer Support
- Openly communicate challenges faced in CSR initiatives.



	

	
	InternalI1: Provide Great Value
- Eliminating items and services which do not offer additional value to guests
- Training employees and developing procedures of fighting food waste and recycling onboard
- Unused equipment, uniforms, furniture (ship rebuilds) should be repurposed





I4: Improve Operations
- Design a protocol/required standard which assesses new vendors/products/suppliers prior to partnership
I2: Innovate our product offerings
- Ensure each land operation/tour brings positive impact to the surrounding community/environment
-Eliminate non sustainably sourced items in our menu cycles
- Innovation of technical aspects of our ships, new and old
I3: Anticipate Customer Needs
-

	

	
	PeopleP3: Work our Values
- Review and ensure protocols and channels are in place for all employee grievances/issues
- Assign Neutral follow-up by 3rd party.
- Implementation of exit interviews.
- Set target and timeline for balance of genders in all management levels

P2: Develop our Human Capital
- Training access to all employees, regardless of position or location. Resources need to be allocated accordingly
P1: Ensure Employee Well being
- Continuous re-evaluation of health benefits, healthy diets and initiatives for healthy life onboard ships and in office
- Zero tolerance of bullying and harassment.
- Monitoring of salary ranges across positions and industry norms in ships and office
- Mandatory enforcement of legal working hours and vacation terms across all positions
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