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 Introduction

Page 2
                        

2
 Introduction
 Creafutur First Annual Outlook
 In a context of an exponentially increasing number of studies and reports on the demand for “Sustainability” and similar topics, Creafutur First Annual Outlook presents a new approach to understanding and addressing today’s concerns while aiming toward the future
 This Report is about Demand for Sustainability and Business Opportunities related to it, with special relevance given to the consumer perspective
 This report pretends not only to state the facts, but to bring the reflections further and show the different motivation or reasons behind this increased attention: relevance, where sustainability comes from, what the motivations of consumers and companies are, how it is going to evolve in the future with business generation
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 Introduction
 Document Objectives
 This document develops a viewpoint on the phenomenon of “Quest for Sustainability” as an increasingly relevant macro-trend , analyzing what propels it and how it is likely to evolve
 This document integrates an analysis of social and market trends, successful business case studies and international consumer insight
 From this reflection, business opportunities arise. These business opportunities can be grouped into two categories
 Short term opportunities; those that respond to a current societal demand
 Middle-long term opportunities ; those that help the market for sustainability to grow
 The business opportunities shown are relevant to different sectors and time horizons

Page 4
                        

4
 Introduction
 Methodology and Structure
 To detect and develop Business Opportunities Creafutur has employed a series of analysis tools from different disciplines to provide the most accurate and exhaustive results possible
 Some of the tools used include
 Current Trends Analysis(covering Social, Market & Technology areas)Successful Case StudiesHavas Climate Change Global ReportConsumer insight Studies (Eurobarometer, Field work -quantitative & qualitative, other relevant studies)Nodelab observatory
 The document includes the core analysis Document and Four Annexes showing the tools used to perform the study
 Main Document shows the results of the analyses performed
 AnnexesTrendsCase studiesQuantitative and qualitative studyOutputs for Spain
 Business opportunities around sustainability
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Chapter 2
 Sustainability; a new paradigm
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 Sustainability; a new paradigm
 The demand for sustainability among consumers is now one of the major drivers for business innovation, investment and start-up opportunities. Many businesses now see sustainability as a central strategic element in the direction of their company and their value proposition to consumers
 Far from the radical environmentalism of the 1960’s and 1970’s, today's activities for sustainability are technologically advanced, value generating, innovative, and beneficial for many stakeholders
 Investments in clean technologies are experiencing an unprecedented increase. World investments grew 50% in the 2005-2006 period (71.000 Million$ vs. $50.000 Million)*
 By being a sustainable business (tackling simultaneously economic, environmental and social aspects) companies have the opportunity to redefine the playing field and open up possibilities for offering pioneering solutions and being leaders in the market
 Investing in a sustainable future
 GE EcoImagination was incorporated in 2005 with the objective of benefiting societythrough products that benefit the environment , whilst providing financial gain to the company.
 With a revenue of over $10 billion in 2005, the objective is total revenue of $20 billion in 2010.
 Just one example of revenue-generating sustainable business.
 GE Ecoimagination
 *
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 Defining sustainability
 “…a dynamic process which enables all people to realise their potential and to improve their quality of life in ways which simultaneously protect and enhance the Earth’s life support systems”
 “Humanity has the ability to make development sustainable - to ensure that it meets the needs of the present without compromising the ability of future generations to meet their own needs.”
 Our Common Future – The Brundtland Report , World Commission on Environment and Development. 1992
 Forum for the Future , London
 Some common definitions
 “Creating a sustainable world means creating new ways for people to live and thrive — while keeping the planet's ecosystems and the global social tissue healthy and able to sustain us and future generations”
 The Natural Step
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 Sustainability; a new paradigm
 There are many definitions of sustainability, but two common factors in all definitions are quality of life and longevity (the objective of being able to achieve the same quality of life continuously in the future)
 In order to do this, actions must generate mutual benefits (and minimal negative impacts) for the economy , the environment and society as a whole
 Recent thinking on this model has noted that the three dimensions are not evenly weighted. Currently there is more emphasis on the environmental dimension because:
 - without the environment and the earth’s resources, there is no economy
 - a clean, diverse and thriving environment has a major benefit for society
 Defining Sustainability. Three interrelated dimensions
 SUSTAINABILITY
 EnvironmentalEconomic
 Social
 SUSTAINABILITY
 EnvironmentalEconomic
 Social
 EnvironmentalEconomic
 Social
 SUSTAINABILITY
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 Where has the concept of sustainability come from?
 Since the industrial revolution a high importance has been placed on economic growth, and the production-consumption system has been based on a linear materials flow to-and-from the earth
 Why is this a problem?
 Because we presume this system can continue infinitely. On top of this, the economy is based on growth, in which case, not only do we want to continue taking, making and wasting, but also want to do this in more and more quantity as time goes on
 Take Make Waste
 A linear system has its limits
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 Sustainability; a new paradigm
 1. Because the earth’s resources, in most cases, are NOT infinite…
 …especially if simultaneously we are handicapping the ‘regenerative capacity’ of the Earth (the ability to create more of these natural resources) by changing landscapes, removing habitats, and occupying more space
 2. Because the Earth has limits – the Earth only has a certain ‘Carrying Capacity’, which means, it can only deal with so much taking and so much wasting
 Where has the concept come from? Why is this a problem?
 “Humans started to exceed Earth’s capacity to regen erate from the mid-1980’s onwards”Proceedings of the National Academy of Sciences (PNAS)
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 Where has the concept of sustainability come from?
 Biodiversity loss
 Deforestation
 Desertification
 Air pollution
 Water pollution
 Soil pollution Radioactive waste
 Global warming
 The result of this linear system
 Toxicity
 Over fishing
 Ozone depletion
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 Sustainability; a new paradigm
 Where has the concept come from? A complex systemic challenge
 Within context of an economy based on continuous growth
 Equality, political stability, safety, employment, financial security, nature…
 Equality, political stability, safety, employment, financial security, nature…
 Increase in world
 population Dreams of a standard of living
 Dreams of a standard of living
 With the increase in population, these dreams are increasingly hard to achieve
 for everyone
 Social tension=
 =
 +
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 Where has the concept of sustainability come from?
 Increase in world
 population
 Need for more material input
 Minerals, wood, fibres, fuels, fish, crops, food, water, etc
 Need for more and more natural resources…
 …when we are taking up more and more space and creating pollution – making it difficult to produce the resources
 + +
 The Earth’s Carrying Capacity is at a limit…=
 A complex systemic challenge
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 Where has the concept of sustainability come from?
 …and our Ecological footprint is too big!
 A complex systemic challenge
 The Ecological Footprint measures how much land a water area a human population requires to produce the resources it consumes and to absorb its wastes using current technology
 In 2003 the World Ecological Footprint was 2,2 hectares per person, 25% more than the Carrying Capacity of the Earth
 Some examples of the imbalance between countries:
 USA: 9,6 hectares per person
 Spain 5,4 hectares per person Russia 4,4
 United Arab Emirates 11.9
 Finland 7,6
 Kenya 0,8 China 1,6
 India 0,8
 Japan 4,4
 Peru 0,9Bolivia 1,3
 Source: Global Footprint Network
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 Where has the concept of sustainability come from?
 If just China develops to the same level of consumption as the US and Europe, we would need 4 planet Earth’s to support it.
 Emerging economies: will we have enough?
 When emerging economies (India and China) start to have similar dreams of standards of living, consumption, and economic growth it will put even more strain on world resources.
 When emerging economies (India and China) start to have similar dreams of standards of living, consumption, and economic growth it will put even more strain on world resources.

Page 16
                        

16
 Sustainability; a new paradigm
 “In the long term, the economy and the environment are the same thing. If it's unenvironmental it is uneconomical. That is the rule of nature .“
 Mollie Beattie(first woman to serve as director of
 the U.S. Fish and Wildlife Service)
 A new model is necessary
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 The roots of sustainability have a long history
 First signs of a problem
 1962 1969 1971 1972
 Publication: Silent Spring , Rachel Carson
 Friends of the Earth forms
 Greenpeace Canada forms
 Publication: “Limits to growth”, Meadows and Randers, Club of Rome
 1974
 Potential effects of CFC’s on ozone layer published in “Nature” magazine
 1956
 In London, The Great Smog kills 4000 people in 4 days. Coal fires banned throughout entire city
 Scientists realized that gases in the atmosphere cause a "greenhouse effect“(Svante Arhenius)
 US Clean Air act
 1970
 Asbestos banned in the UK
 1915
 Building on scientific findings, first legal measur es
 First big problems
 First organisations
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 The roots of sustainability have a long history
 Separate issues to global thinking
 1983 1985 1992 1997
 World Council on Environment and Development formed
 Arctic Ozone hole discovered
 United Nations Conference on Environment and Development inRio de Janeiro.
 Brundtland report
 Kyoto Protocollaunched
 2001
 Ratification of Kyoto after USA rejection
 2002 2008
 Earth Summit
 Hurricane Katrina
 Exxon oil spill
 1989
 Chernobyl disaster
 1986
 Nike scandal on child labour
 Ethiopian drought
 1984
 Spain water shortage
 837,000 square kilometres (323,000 square miles) of Amazonian rain forest has been cleared, 13 %of its original area.
 Montreal protocol bans CFC’s, to reduce impact on ozone layer,
 Carbon footprinting begins
 ‘Inconvenient Truth’, Al Gore
 Tsunami
 2004
 Realization extent problem effects on daily-life
 Big environmental disasters
 Legal & geopolitical structures
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 Sustainability; a new paradigm
 The current pictureThe effects of the problem are becoming more visible
 Effects of globalwarming on weather
 patterns
 Rocketing priceof petrol
 Legislation banninghazard causing
 materialsResource crises
 e.g. water
 Health effects of substances
 Fuel vs. foodcontroversy
 Food crisise.g. price of
 corn
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 The changing agenda for sustainability in business
 How has industry reacted according to environmental changes?
 � “End of Pipe”
 � “Bunging the holes”
 � An extra cost
 � Environmental management systems
 � Process efficiency
 � Ecodesign
 � Green design
 � Design for disassembly
 � CSR (Corporate Social Responsibility)
 � Legislation for:- end-of-life recycling- energy efficiency- reduced toxic substances
 � Product service systems
 � Sustainable technologies
 � Sustainable business models
 � Renewable materials sourcing
 � Zero waste and emissions
 � Products or services that encourage consumers to live sustainable lifestyles.
 1970 1990 TODAY1980
 Cleaning technology
 Cleaner Production
 Cleaner Products
 Sustainable business
 From eco-efficiency to eco-effectiveness
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 Sustainability: a new paradigm
 This approach is called Natural Capitalism because it is what capitalism might become if the largest category of capital – the “natural capital” of ecosystems -was properly valued. In order to achieve it there are four major shifts in business practice:
 Leading thinkers in sustainabilityNatural Capitalism: Amory Lovins, Paul Hawken, Hunter Lovins
 Nat
 ural
 Cap
 ital
 Quality of life
 B A
 D C
 Deg
 rade
 dP
 rote
 cted
 Not achieved Achieved
 1. Dramatically increase the productivity of natural resources –reducing the wasteful and destructive flow of resources away from depletion and pollution. Fundamental changes in production design and technology enable natural resources to stretch 5, 10 or 100 times further than they do today
 2. Shift to biologically inspired production models – to eliminate waste. By using closed loop production systems modelled on nature’s designs, every output is either returned harmlessly to the ecosystem as a nutrient (such as compost) or becomes an input for manufacturing another product
 3. Move to a solutions based model – move from selling goods to delivering value as a flow of services. This requires a new perception of value, a move from the acquisition of goods as a measure of affluence
 4. Reinvest in natural capital – business must restore, sustain and expand ecosystems so that they can produce their vital services and biological resources.
 Currently ,depending on the country, we are mostly achieving situation C or D.The ideal is to achieve situation A: quality of lif e whilst protecting natural capital .
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 Leading thinkers in sustainability
 McDonough and Braungart make the case that an industrial system that is still based on "take, make and waste" can become a creator of goods and services that generate ecological, social and economic value. The Cradle to Cradle approach sees “waste as food”
 The destructive qualities of today’s cradle-to-grave industrial system can be seen as the result of a fundamental design problem. In good principled design all things that we make, use, and consume provide nutrition for nature and industry , when growth is good and human activity generates a restorative ecological footprint. Imagine an industrial system that:
 • Purifies air, water, and soil
 • Retains valuable materials for perpetual, productive reuse• Measures prosperity by natural capital productively accrued
 • Requires no regulation
 • Creates positive emissions
 • Celebrates an abundance of cultural and biological diversity
 • Enhances nature’s capacity to thrive• Grows health, wealth and useful resources
 • Generates value and opportunity for all stakeholders
 Cradle to Cradle - McDonough and Braungart I/II
 Source: mcdonough.com
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 Leading thinkers in sustainability
 Cradle-to-cradle design goes beyond retrofitting industrial systems to redu ce their impact on the environment, such as the conventional approaches which focus on Eco-efficiency (doing less bad), and moving towards Eco-effectiveness (waste equals food, use current solar income, respect dive rsity)
 In Cradle to Cradle there are two cycles: a biological metabolism and technical metabolism , which must be kept separate in order for the two cycles to work.
 Biological (green cycle) – natural and biodegradable nutrients posing no immediate or eventual hazard to living systems, and can be safely returned to the environment
 Technical (blue cycle) – a synthetic material that remains in a safe closed-loop system of manufacture, recovery, reuse, maintaining its highest value through many product lifecycles.
 Cradle to Cradle - McDonough and Braungart II/II
 Source: mcdonough.com
 Biological metabolism Technical metabolism
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 Leading thinkers in sustainability
 Ray Andersen’s vision of a prototypical company of the 21st century has been inspired by other key visionaries such as McDonough and Braungart, Natural Capitalism and The Natural Step framework. His company, Interface, has the ambition of being 100% sustainable. The Seven Fronts to reach this goal are:
 1. Zero waste
 2. Benign Emissions
 3. Renewable energy
 4. Closing the loop
 5. Resource efficient transportation
 6. Sensitivity Hookup
 7. Redesign of Commerce
 Ray Anderson, Interface
 Source: Mid Course Correction – Ray Anderson
 – to attack unwanted linkages to the biosphere
 – which means going upstream to find the raw materials or processes that create the emissions, not just focusing on the end-of-pipe
 – 100% renewable, being it a combination of hydrogen fuel cells, photovoltaic, wind power or gas turbines
 – achieving100% recycling of old products. Creating two new cycles –an organic natural materials cycle, and a technical cycle of man-made materials
 – avoiding travel when possible and offsetting emissions. but above all supporting sustainable transport technology.
 – service and investment in the community and customers
 – shifting emphasis from simply selling products to providing services, with pricing that reflects full costs to the environment as well as to the company.
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 Leading thinkers in sustainability
 Ray Anderson, Interface
 Source: Mid Course Correction – Ray Anderson
 Even though this model could be applied in any type of company, the Interface experience shows that there are many challenges in putting this into practice, depending on your business and product type.
 However, even if 100% sustainability is not achieved, Interface has shown that working with this strategy can still result in major benefits in cost savings, innovation, differentiation, and company strategy guidance.
 A prototypical company of the 21st century

Page 26
                        

26
 Sustainability; a new paradigm
 Even though sustainability has three inseparable, interdependent dimensions, in this study we used the environmental element as the starting point
 For the business opportunities, we have chosen to use the environmental element as the key driver because our most pressing problem to achieve quality of life for all in the future is to address our use of natural resources
 Without the environment and the earth’s resources, there is no Economy
 A clean, diverse and thriving environment has a major benefit for society
 The Creafutur focusVisions of a sustainable future
 In the 21st Century companies with vision in sustainability stand out from their competitors because they operate in a mutually beneficial cycle with the earth
 EnvironmentalEconomic
 Social
 SUSTAINABILITY
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Chapter 3Sustainability Today
 Overall context
 Reaction of companies
 Consumers towards sustainability
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 Introduction
 Sustainability Today. Overall Context
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 An overwhelming growth in the last years
 In the last years environmental problems (and Sustainability) have experienced an overwhelming growth as a global concern
 The presence of sustainability in the media has increased so that now it has an almost everyday presence. Citizens are better informed about environmental problems and companies are beginning to position themselves to address this
 International initiatives, such as the Kyoto Protocol – and subsequent meetings and agreements – are proof that environmental problems are a global concern. Different countries - with varying levels of development, interest, background and culture- are trying to reach common measures to deal with the situation
 This increasing importance of Sustainability could be monitored through
 Media
 Consumer demand
 Public sector - Legislation
 Market movements
 Sustainability Today. Overall Context
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 An increasing presence in the media…
 Messages related to Sustainability have increased their presence in the media,going from occasional and niche to continuous and mainstream (mainstream newspapers and TV programs have now fixed sections about Sustainability or ecology)
 Technological outcomes related to efficiency, pollution reduction or less harmful waste management have full coverage
 Media generates trends but also answers to demand
 On the one hand companies releasing eco-friendly products and services ask for media coverage
 On the other hand the public is increasingly demanding (or ready to receive) more information about sustainability and environmental issues
 Sustainability Today. Overall Context
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 … more strict legislation and political measures…
 Public sector. From local governments to international organizations (such as the U.N.) we are witnessing a launch of a wide range of proposals, laws, rules and standards to increase the protection of the environment
 This is a growing trend driven both top-down and bottom-up
 E.g. European Union directives on energy generation through renewable energy sources are transposed to national or even regional governments
 E.g. Citizen Association proposals about concrete items such as spills in a river, electromagnetic fields from high voltage lines or the location of a waste management plant are sometimes transformed into rules or laws by public demand
 This increasing legislative pressure has been more focused on companies rather than in people but it may change in the next years
 Sustainability Today. Overall Context
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 … and a great economic opportunity
 Market movements in the recent years have brought new businesses to life and led to the re-arrangement of existing companies towards more sustainable products, services and processes
 “Greentech is the largest economic opportunity of the 21st century. It is an unprecedented challenge that demands great doses of innovation, velocity and scale”
 Kleiner Perkins Caufield & Byers, leading venture capital firm, Silicon Valley
 The Investment Growth in Venture and Private has been overwhelming. Only in the U.S.
 $ 2.700 million invested in 2005$7.100 million invested in 2006
 European green tech investments hit $1.23 billion in 2007 , a 34 percent increase from the year before
 Since 2001, the amount of venture capital pumped into this youngindustry has grown an astonishing 625 percent in Europe and North America
 Sustainability Today. Overall Context
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 … especially in certain areas of activity…
 Sustainability Today. Overall Context
 There are certain areas or sectors in which the demand for Sustainability is gaining a special relevance (due to the level of investment, media impact and increase of consciousness of society)
 Renewable Energy Generation
 Finding and using alternative materials and fuels (bio fuels, renewable materials, natural materials, etc)
 CO2 emissions and carbon footprint. Trade markets, offsetting companies working towards carbon neutrality
 Waste reduction, management and reutilisation
 Communicating Sustainability achievements of the company (annualSustainability reports, marketing, advertising, etc)
 Social innovations, inside and outside the company (corporate social responsibility)
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 Technology, innovation, constant change
 The aforementioned areas have produced, in the recent years, some of the major technological breakthroughs and achievements
 The driver of technical innovation acts in two directions
 Improves efficiency of already existing technologies, minimising the harm to the environment (less energy consumption, less waste)
 Develops new alternatives to current needs (new materials, new sources of energy) that allow not only to minimise the effects to the earth but not harm it
 Sustainability Today. Overall Context
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 Not an isolated phenomenon…
 In the current context, resources are jeopardized and more expensive everyday, legislation is more restrictive and the consumer expectations related to sustainable products and services are more demanding
 Up until recently, business has considered these as unrelated elements
 But now, some companies begin to understand that it is a complex system in which legislation, resources, consumers, waste and technological development are intimately related and form an unique systemic scenario. Changes to that scenario directly affect their business and strategy
 Taking measures to anticipate movements of this new scenario could, therefore, become an excellent competitive advantage
 If the trends around sustainability remain, and certain conditions are given, sustainability will become a new paradigm
 Sustainability Today. Overall Context
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 Sustainability in 2008
 A new paradigm
 Present
 Past Future
 Increased competitive capacity
 Quality
 Innovation
 Sustainability
 Cost
 Time to market
 Sustainability Today. Overall Context
 It may become a new paradigm. If the current trends remains and certain conditions are given
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Reaction of companies
 Overall context
 Consumers towards sustainability
 Chapter 3Sustainability Today
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 Companies have begun to react
 Considering the changing scenario towards sustainability in the following areas of activity…
 regulatory framework
 natural resources management
 waste management
 relationship with the consumer and other stakeholders
 …some companies are beginning to take action towards this, in one of two approaches:
 Reactive, adapting either to new regulatory framework, competitors initiatives or consumer demand
 Proactive, forecasting the future situation, proposing new products, processes, positioning… etc, In order to capture a competitive advantage before the scenario changes
 Sustainability Today. Reaction of companies
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 Different approaches towards sustainability
 Sustainability Today. The reaction of companies
 Sustainable customer vs. Sustainable companies
 Companies taking advantage of the increasing trend and Demand for Sustainability operate between two extremes;
 Sustainability responsibility moved to the consumer ; Companies offering a product that helps to reduce energy consumption, helps reduce waste or, incites sustainable behaviour, without necessarily changing major structures of the company or being a sustainable organisation themselves
 Re-considering the whole company structure from the core and changing the activity of the company towards Sustainability
 Inside or around the green wave
 There are also companies who benefit from this trends towards sustainability, who are not implementing core changes in their company structure nor offering “green products”, but are providers for the green industries and sustainable companies. E.g. solar technology providers
 Solar mower
 High efficiency light bulb
 Fair trade coffee
 Ice cream from a “sustainable company”
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 Sustainability Today. The reaction of companies
 A successful business in Sustainability is one that has the ability to meet market demands while offering a sustainable value proposition
 There are different approaches to benefit from this new context, depending on whether the change is internal (new processes) or external (new products oriented to “green” consumers) and to which level of commitment sustainability values are incorporated into the future vision of the company
 Companies making a switch towards sustainability are not only forecasting a new situation and obtaining advantages in doing so but also minimising certain risks , such as lack of resources, new and more restrictive laws or demands of sustainable consumers in the near future
 Depending on the specific characteristics of each company the path towards sustainability is different for each case. There are new companies offering sustainable products which are emerging su ccessfully . These are the ‘Green Core’ Companies
 Other companies, that have not been originally formed with sustainable values are also starting to take actions such as adopting new processes , developing sustainable business section, or simply placing emphasis on the communication of their merits for sustainability . These types of conversion can be classified as:
 1. Green surface,
 2. Green branch
 3. Green switch
 Different approaches towards sustainability
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 Different approaches. Sustainability as a central objective
 Sustainability Today. The reaction of companies
 GREEN CORE
 Green core companies have Sustainability principles as central values, and are part of the DNA of the company since the origin. Sustainability is an objective integrated throughout the whole value chain, from raw materials, selection of suppliers and distributors, corporate social responsibility, product design lifecycles, etc
 The decisions or strategies that they carry out have repercussions along the whole value chain as well as the different levels and functions of the company
 They do not necessarily change Sustainable habits or attitudes of their consumers, but promote Sustainability through the communication of their business practices
 DNA- green companies that have Sustainability as one of their core values
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 Different approaches. Different options towards sustainability
 Sustainability Today. The reaction of companies
 1 GREEN SURFACE
 First steps towards Sustainability (generally with a focus on marketing and communication of Sustainability credentials)
 Investment in marketing & publicity campaigns (often underlining specific product attributes)
 No major changes in internal processes, products or services towards sustainable systems
 Only certain departments of the companies are involved in the initiative, sustainability is not an objective integrated across the whole company structure
 If the level of commitment is low, these measures could be financially worthwhile
 Greenbusiness image
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 Sustainability Today. The reaction of companies
 2 GREEN BRANCH
 Companies reconsidering a part of their range of products or internal processes
 The aim is not to re-plan the whole company strategy, but carry out an important process change or launch a dedicated branch of the business to help position the company towards Sustainability
 Generally offering a range of green products within their offer of products or services
 The level of commitment is higher than in the case of Green Surface. Therefore the credibility of the company regarding Sustainability is also higher and very much appreciated by well-informed consumers
 Green range of products
 Different approaches. Different options towards sustainability
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 Sustainability Today. The reaction of companies
 3 CORE SWITCH
 Companies in the process of rethinking their strategies and bringing Sustainability into the core of their business
 The decisions or strategies that they carry out have repercussions along the whole value chain as well as the different levels and functions of the company
 Even from the core, sustainability measures partly define the products, processes and communication and more
 In these cases, the change is not motivayted by the vision of business opportunity, but from a real understanding of Sustainability as a central element of a long term business
 Switch- Change the spirit of the company according to the times
 Different approaches. Different options towards sustainability
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 Sustainability Today. The reaction of companies
 1. Redefining production lines to create ultra efficient systems
 2. Carrying out pioneering technological research – e.g. Virgin Atlantic
 3. Reducing carbon footprint to zero e.g. Marks and Spencer's
 4. Greening the supply chain – e.g. Tesco’s and Wal-Mart
 5. Localising instead of globalising to reduce footprint, build local economies and reduce fuel costs
 6. Investment in sustainable technologies
 Types of actions that companies are taking in the present day
 Internal processes and value chain
 7. Finding more sustainable ways to produce the same type of products e.g. Patagonia
 8. Defining a separate new sustainable product line
 Product lines
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 12. Defining a new sustainable business section that will shape their company for the future e.g. GE’s Ecoimagination
 13. Solving a specific problem caused by current un-sustainable system e.g recycling business as a solution to increase in waste
 Simultaneous process and product changes
 Business area
 9. Converting to a % of resources to renewable energy or renewable sources of raw materials e.g. bio plastics
 10. Creating cyclic, rather than linear production systems – “waste = food” , closing the loop and industrial ecology e.g. Interface, Shaw
 11. De-materialising the product or creating product-service-systems (delivering the same value function to the consumer with less or no materials)
 14. Purely marketing and communication of company sustainability, with little or no substance
 Greenwashing
 Sustainability Today. The reaction of companies
 Types of actions that companies are taking in the present day
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 The consumer as an active stakeholder
 Sustainability Today. The reaction of companies
 Companies are ever more consumer oriented. There is an increasedunderstanding of the consumer and his/her role in a complex system
 There is a realisation that the consumer is no longer only a “receiver” of products and services but an active player
 But now, some companies begin to understand that it is a complex system in which legislation, resources, consumers, waste, competitors, and technological development are intimately related. And that changes to that scenario directly affect their business and strategy
 It is essential to understand and take the consumer into account in the alignment of offers to the new reality because the increasing consumer demand for Sustainability will mean that companies will have to adjust offers to continue to attract their customers in th e future
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Consumers towards sustainability
 Overall context
 Reaction of companiesChapter 3Sustainability Today
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 Sustainability today. Consumers towards Sustainability
 Objective
 The purpose of this section is to understand what motivates and drives consumers demand for sustainability today and how this is likely to evolve in the near future
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 Concern and Awareness of problems
 People are increasingly worried about climate change and environmental issues because they already suffer their inconvenient consequences in daily life:
 Source: Havas Media report plus Ndde user interviews
 Changing Weather patterns
 Rising prices of oil and energy
 “We can’t make plans with this unpredictable weather”
 “You can go through all seasons in one single day”
 “Oil prices are rising every day... I can’t afford to travel to my parents’ every weekend”
 “I’ve heard Government will increase the price of electricity by 10% next month… how are we going to pay our bills?”
 “We can’t fill our swimming pool due to water restrictions”
 “Reservoirs were empty last month and now the village is flooded”
 Lack of water (and sometimes excess)
 Food crisise.g. price of
 corn
 Health effects of substances
 …
 Sustainability today. Consumers towards Sustainability
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 Main barriers for moving towards Sustainability
 But even if increasingly concerned, the majority of people are still not changing their behaviours or habits in order to make their life more sustainableThis gap between awareness and behaviour exists in many countries but it is much higher in Spain than in average UE countries
 Main reasons for this gap (= barriers for change) are:
 Source: Analysis of FF field work Spain plus Node interviews
 1. Unwillingness to change2. Insufficient resources
 (money and time)3. Infoxication
 (lack of or excess of information)4. No (or Invisible) Results
 � “It’s up to the government to do something with the taxes we pay”
 � “Big industrial companies are the main polluters so they are the ones that need to change in order to protect the environment”
 � “I deserve to do what I want with the money I’ve earned”
 � “It takes time to do things right but I’m short of time!”
 � “I would be more sustainable if I had more money: ecological and efficient products are more expensive”
 � “Government should incentivise sustainable habits with financial aid”
 � “I don’t know what else I can do besides recycling and turning off lights”
 � “I see a lot of different labels but I don’t know what they mean or if there is any difference among them”
 � “There’s too much information to go through when making a purchase”
 � “My recycling is worthless because my flatmates do it wrong and it gets mixed up at the end”
 � “I can’t see how much energy I’m saving, it’s difficult to keep motivated”
 � “Nobody tells you what’s the concrete impact of your actions”
 Sustainability today. Consumers towards Sustainability
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 Main barriers for moving towards Sustainability
 Today, due to the existence of important barriers to overcome, the desire to live sustainably is not successful as the sole and unique consumer driver to create a mor e sustainable society
 But there are some common drivers of human actions that, stand-alone or combined, have a relevant effect on Sustainability:
 If their effect is positive, they can be considered as drivers of Sustainability
 If the effect is negative, they can be considered as anti-drivers of Sustainability
 Sustainability today. Consumers towards Sustainability
 Motivation
 Other drivers
 Desire to live sustainably
 Action Results
 A more sustainable
 society
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 Drivers and anti-drivers of Sustainability
 Sustainability today. Consumers towards Sustainability
 Spirituality
 Respect forthe Law
 Consumerism
 Saving Money
 Socialrecognition
 Connection with Nature
 Belonging to a Community
 Selfish Comfort
 Fear
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 People are driven by these influences to different extents , depending on their cultural background, education received, way of life and personal values and choices
 The importance of the different drivers varies among nationalities, age and cultural background:
 Drivers and anti-drivers of Sustainability
 Sustainability today. Consumers towards Sustainability
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 Own Comfort vs. Sustainability
 In 21st century wealthy societies, people are used to increasing quality of life standards :
 Sacrificing quality of life for social /environmental reasons without getting something in exchange (money or social recognition) is not usual
 Prioritising own comfort is generally an anti-drivers for Sustainability
 Sustainability today. Consumers towards Sustainability
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 Save Money vs. Sustainability
 Saving money is one of the strongest motivations fo r saving resources (eg: water and energy at home)
 Higher purchase prices of sustainable products & services and efficient electronic goods can stop consumers from acting greener, even if the difference of price is usually compensated during the product life
 Overall impact of “wanting to save money” on sustain ability is positive but not extreme
 Sustainability today. Consumers towards Sustainability
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 Respect of Law vs. Sustainability
 The importance of laws, rules and standards in changing habits is largely proven, even when they face initial opposition (especially the ones that forbid certain actions) :
 Today, regulation concerning sustainability and care of the environment is not yet very strict and demanding on citizens
 But in the years to come governmental decisions (at UE and National levels) will possibly push people to change non sustainable habits :
 e.g.: eco taxes in transport, taxes for using plastic bags, penalizing high energy consumption, water usage restrictions, financial incentives for green inversions…
 Respect for law will become a major driver of susta inability for citizens
 Sustainability today. Consumers towards Sustainability
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 Belonging to a Community vs. Sustainability
 People’s need for belonging to a community provokes gregarious behaviours
 “Doing what others do” can be both a driver or anti-driver towards sustainability:
 A driver in contexts / countries where sustainable behaviours are the most usual like Northern European countries, Germany orJapan
 An anti-driver in contexts where sustainable behaviours are still uncommon
 Today Spain and South-European countries are in a transition stage :
 Sustainability is still not mainstream (at a behavioural level), but some sustainable habits are spreading (eg: recycling) and beginning to force consumers to act in that way
 In the years to come, as regulation promoting sustainability develops, and ecological awareness rises, “doing what others do” will help promote more sustainable behaviours
 Sustainability today. Consumers towards Sustainability
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 Social Recognition vs. Sustainability
 Even if we follow group decisions, some tend to like standing out from the crowd at the same time:
 Being recognised as environmentally-friendly by neighbours, friends and colleagues can be a powerful motivation for people to change unsustainable habits and make small sacrifices in daily life
 Sustainability today. Consumers towards Sustainability
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 Spirituality vs. Sustainability
 Many religions recognise the key role of nature in creating (or allowing the creation) of human life , and venerate its elements
 Followers of these religions have a deep respect for nature and for all living creatures and therefore, when possible, avoid harming the environment throughout their actions
 This respect for nature due to spiritual reasons is not mainstream in Western countries, but it is increasing, due to the spread of alternative healt h, wellbeing and medicine practices (e.g. yoga, feng shui, aromatherapy, reflexology, shiatsu), The common factor is that these approaches place nature’s wisdom, nature’s chemistry or nature’s ene rgy as central to the techniques and treatments
 This is also linked to trends such as “back to basics” and “slow movement” (fighting consumerism and hyperactivity) and followed by the same niche target
 Sustainability today. Consumers towards Sustainability
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 Connection with Nature and Sustainability
 Most genuine care for nature comes from connection to na tural surroundings (the ”part of earth” that is closest to were we live)
 Connection with Nature decreases with urban develop ment , because in cities there is reduced direct contact with nature
 So, even if connection with natural surroundings is one of the most powerful drivers of sustainability, its relevance is lowering as more of the population move to urban areas
 Sustainability today. Consumers towards Sustainability
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 Fear and Sustainability
 Fear is one of the most natural human emotions , letting people escape from real dangers but sometimes leading them to take irrational decisions
 People are increasingly aware and fearful about environmental issues :
 Natural disasters (tsunamis, floods, droughts…) have dramatic consequences which are often amplified by media, causing exaggerated fear
 Raises in oil and food prices contribute to economic crises and threaten current standards of living
 Health concerns or lack of water among others also make people get more worried about their and their children‘s future
 The effect of fear on sustainability is not easy to mea sure and can act in both directions
 Sustainability today. Consumers towards Sustainability
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 Sustainability today. Consumers towards Sustainability
 Summary of most relevant Market, Society and Technology trends
 Society &culture
 Economy &Market
 Science & Technology
 Legislation
 Cradle to cradle
 Green energyCO2 offsetting
 Eco iseverywhere
 Service-orientedBusiness models
 Green is InBack to basics
 New ways of lifeConsumer power
 hypersecurityInfoxication
 Certification andmore restrictive
 regulation
 PromotingRational use of
 resources
 Simplicity
 Digital HomeEfficientproducts
 New materials
 New sourcesof energy
 See Annex I for more detail on these and other trends
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 Consumers Towards Sustainability
 Effect of trends on barriers
 Main barriers will progressively decrease with trends that push the sustainability agenda (new legislation framework, further financial incentives, increasingly efficient technologies, social concerns…) and the demand for sustainability in all aspects of society could rise
 However, in order to fight confusion over sustainability issues (infoxication) and possible reticence to change, education is key
 Lack ofresources
 Unwillingnessto change Infoxication
 No (or invisible)results
 Conceptual
 Relevance
 Impact on sustainability
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 Consumers Towards Sustainability
 Conclusion
 In the future, both key motivations will increase, (Desire to live more sustainably and the Other drivers) in which case, the combined effect will lead to a more sustainable society
 Put simply: for one reason or other, consumers will demand more sustainability from companies
 Motivation
 Other drivers
 Desire to live
 sustainably
 Near Future
 Action Results
 A more sustainable
 society
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 Business Opportunities
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 Business opportunities
 The process of Creating Business Opportunities
 Outputs from other parts of this project Other sources
 Relevant sectors
 Case Studies
 Consumer insights
 Trends
 +
 Business opportunities
 Utilities Construction Transport Tourism Food RetailTextile-Fashion
 Others
 Other studies
 Havas climate change report
 NodeLab Observatory
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 Business opportunities
 The Output of the process (I)
 Business sectors
 Utilities Construction Transport Tourism Food Retail Textile- Fashion Others
 14 main Business opportunities have been created and developed:
 Covering different relevant sectors…
 … and taking advantage of market gaps and consumer demands
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 Business opportunities
 The output of the process (II)
 Some of the Business Opportunities are open areas which could lead to various related opportunities
 In these cases the smaller related business opportunities are described in less detail
 Each business opportunity is evaluated for its sustainability potential, both for the company and society
 The Main Business Opportunities detected are:
 1. Just Comfort
 2. My Sustainable Partner
 3. B2B Sustainable Line
 4. Incentivise Tele-working
 5. Regenerative Building Construction
 6. Personal Mobility
 7. Fastainable fashion
 8. New Antiques
 9. Passport to True Sustainable Experiences
 10. Unpacking points
 11. Reverse vending recycling
 12. Waste in the city
 13. Fresh Healthy food concept
 14. Positive CO 2 Offsetting
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The Business Opportunities from a user perspective
 1. Just Comfort
 2. Mysustainable
 partner3. B2B
 sustainable line
 4. Incentivise
 teleworking
 5. Regenerative building construction
 12. Waste in the city
 6. Personalmobility 10. Unpacking points
 7. Fastainable fashion
 8. New Antiques
 11. Reverse vending
 13. Fresh healthyfood concept
 9. Truesustainableexperiences
 Shopping
 Supermarket
 Home
 City
 Transport
 WorkHolidays
 B2B
 14. Positive CO 2
 offsetting
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 Structure and Content of Business Opportunities
 Business Opportunities
 Target
 Needs & Context of use
 Added Value
 Trends & Case Studies
 User insights
 Market intelligence
 Business Model
 Barriers to overcome
 Sustainability evaluation
 Others (Communication, CSR, commitment…)
 1. Idea and main benefits for consumers
 2. Description of the opportunity from the
 consumer point of view
 3. Assessment of the opportunity’s success
 potential
 4. How to make it happen
 The different business opportunities are explained following a common flow and all contain the same relevant elements
 Main values
 Main benefits
 Short description
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 Sustainability evaluation of business opportunities
 Each business opportunity is assessed on a conceptual level, considering the negative impacts and positive benefits on the economy, environment and society (equity)
 Yes indicates that the business opportunity has great potential to perform well in this area
 No indicates that the business opportunity may have negative impacts in this area
 ? Indicates that depending on the how the business opportunity is realised, there is potential to have negative or positive impacts
 For each business opportunity, conditions are defined, to convert ‘?’ into ‘Yes’ to ensure a sustainable and win-win-win solution (economically, ecologically and socially)
 Ensuring win-win-win situations
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 No
 Yes
 ?
 Source : MBDC
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 Sustainability evaluation of business opportunities
 Ensuring win-win-win situations
 ECONOMY ECONOMY
 EQUITYEQUITYECOLOGY
 ECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 Profitable product or service for a company
 Improve quality of life of the stakeholders
 involved
 Creates and improves the health of the habitat
 Increases the economic health or the
 quality of life of the community
 Product achieved with fair benefits and
 wage practices
 Enhance stakeholder health and safety
 Product and production safe for local and global community and ecosystems
 Resources used efficiently
 Products used efficiently
 Source : MBDC
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 “Big idea” + Main benefits for user
 Utilities sector. Integrated Heating and Cooling Service
 JUST COMFORT
 1. JUST COMFORT
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 1. Just Comfort
 The opportunity at a glance
 Efficient heating & cooling
 More transparency and control
 Economic Saving
 Move the responsibility of the efficiency of the heating and cooling of a house or business to the actor that can provide the most efficient –therefore sustainable- solution
 Safety
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 Domestic Consumers�Key target; building with several neighbours (sharing facilities as a key factor to energy efficiency)
 1. Just Comfort
 Description of the opportunity from the consumer point of view
 Description Target
 Needs & Context of use Added Value
 � Fixed Price. No surprises� No investment needed� No maintenance cost� Can be combined with renewable energy offer or CO2
 offsetting plan� Related to Efficiency certification opportunity� Social Benefits
 Business� Malls, Cinemas,
 Offices, Retails, Gymnasiums,…
 � Provide comfort conditions at a Fixed Price and in the most efficient way (heating in the winter, cooling in the summer)
 Need Comfort , � Controlled temperature and hot
 water at home or at work premises
 Context� Throughout the day� To avoid drastic temperature changes� Mainly during the extreme temperature months of the
 year (summer, winter)
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 New business models: service oriented
 Simplicity
 Efficient products
 Green is In
 1. Just Comfort
 Why this opportunity can be succesful?
 Trends & case studies User insights Other insights
 People are not aware of the energy expense or where it comes from
 This invisibility, or lack of transparency, is one of the main barriers towards energy saving measures
 Lack of knowledge about energy issues is another barrier
 A increasing number of consumer would pay more for a more efficient / clean energy
 Increasing offer of services from the utilities companies
 Renewable Energy offers (at least percentage) from several utilities – and companies specialised in renewable sources of energy
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 1. Just Comfort
 How to make it happen
 Utilities have several barriers to increase their market share (mainly due to legislative and infrastructural causes). Offering new products and services with higher added value to current consumers is a good chance to increase their revenues
 Competitive Advantages for Utilities:
 The technical know-how - finding the best technical solution in each case, improving equipments, installing shared facilities among several homes or offices, isolating or even self-generating solutions
 Financial capacity - to make investment with a good rate of return for a company but unviable for an individual homeowner
 Consumer Base – generally big consumer base and an established communication channel with them
 Credibility – being a long term company
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 1. Just Comfort - Related Opportunities
 For an Utility, offer to its clients the opportunity to buy electricity from renewable energy sources
 Economic Benefit. Increasing the price of kwh invoiced
 Image Benefit: Change of the positioning to progressively offer an image of credibility related to sustainability
 Other Benefits: To detect potential clients to offer them other products related to sustainability
 The key success factor depends on how to offer this product to customers. All the clients of the utility must be reached in order to detect the ones who are the green consumers
 This kind of measure has been offered before but it has not always been successful. Timing and context may have been the reasons for lower rate in customer uptake. In the last years the interest and knowledge among the public has grown, so the context is now more prepared
 This opportunity is related to a long-term trend in the energy sector of micro-generation and distributed generation
 100% Green Energy
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 1. Just Comfort
 Depending on how this business opportunity is implemented, it could be sustainable or completely un-sustainable, but it would be more economically viable to the service provider if it was delivered in the most sustainable way possible
 Sustainability evaluation
 Conditions for offering maximum sustainable solutions
 Minimise energy demand and find the best solution for each type of building enhancing the passive solar design (e.g. solar orientation, colour use, natural ventilation, thermal insulation, shade and efficient technologies)
 Use the best resources and technology in each case (e.g. district heating, using surplus energy of surrounding companies, renewable energy, on site water treatment)
 Use green energy suppliers
 Consider the location and local community and logistics connections
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 Yes
 ?
 No
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 2. My Sustainable Partner
 The opportunity at a glance
 Trust
 A whole range of sustainable P&S at a hands reach
 Impartial advice and eco-certified providers
 A proof of real commitment with environment &
 sustainability
 Somebody else does the “dirty”job for you
 “A new type of company focused on bringing sustainability to people’s life without asking
 them to make sacrifices”
 Standing out from the crowd
 No wasted timeEase of use and
 Convenience
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 2. My Sustainable Partner
 Description of the solution
 Mainly those related with housing:
 Utilities
 Housing furniture
 Electric appliances
 … but also many others:
 Legal
 Insurance
 Transport
 Tourism
 Books /Publishing
 …
 Build an integral portfolio of sustainable P&S:
 Managed by the company
 Delivered by the company or a third party: a “preferred provider”
 All “preferred providers” must be certified by the most renowned sustainability labels in their field (e.g. Cradle to Cradle, Energy Star…)
 Ensure a close and trusting relationship with final clients:
 Always being at a “arm’s reach” (tel. , email…)
 Using sustainable channels (like internet) to communicate with clients and providers
 Further educating people on sustainability
 Global Solution Sectors concerned
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 2. My Sustainable Partner
 Several packs “I am sustainable at home” at fixed monthly rate including some (or all) of the following:
 Technical, Financial and Legal Advice anytime the user needs it
 Intermediation with Utilities (electricity, gas and water provider) to negotiate best contracts
 Selling / Leasing of most efficient electrical appliances and environmentally friendly home furniture (including renovation every x years if leasing)
 Bureaucracy (eg: asking for subsidies from public administration)
 All packs would include for free:
 “Sustainable lifestyle” audit - previous to subscribing to any of the packs
 “Sustainable lifestyle” global plan , including guidelines about the ideal user-partner relationship and recommendations about sustainable habits
 Educational / “Sustainability is fun” workshops
 All packs could be incremental :
 New services & products can be added progressively while network of providers grows (ex: sustainable travel agency, sustainable transports…)
 Example of a solution for Housing services at a more detailed level
 Illustrative
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 2. My Sustainable Partner
 Need Target
 Context of use Added Value
 � One single speaker instead of dozens of companies providing partial services
 � Learn how to lead a sustainable life thanks to trustful and clear advice
 � Willingness to lead a sustainable life without making sacrifices (in terms of money and time)
 � Need of help to make decisions regarding sustainability
 � Waste management critical moments
 � Moments where purchasing decisions about home furniture / equipment need to be taken
 Description of the opportunity from the consumer point of view
 � Any person / family could be potentially interested in the offer
 � But it would make sense to target first eco-aware families of mid and high income
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 Utilities are increasing their portfolio of P&S and starting to offer “green advice” tools
 Companies as RACC are constantly adding new services to their portfolios in order to simplify their clients’ life
 Infoxication
 New business models: service oriented
 Green Energy
 Certification
 Efficient products
 2. My Sustainable Partner
 Trends & case studies User insights Other insights
 The field work showed that more than half of Spanish would like to have more sustainable lifestyles but don’t know exactly what to do (apart from recycling)
 Consumers trust in companies that they perceive to be “impartial”
 Comfort, simplicity, single speaker
 Why could this opportunity be successful?
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 2. My Sustainable Partner
 Companies from various sectors could become a “Sustainable Partner”:
 e.g.: Utilities, Insurance, Banking, and specially Technical Assistance / RACC-type
 But first they would need to make a green switch and make their current offer evolve into a coherent sustainable portfolio. Afterwards find ways to attract and convince eco-aware consumers:
 e.g. Waste management, because consumers currently don’t get enough education and help to manage their waste in a sustainable way
 They could leverage this strategic change in:
 their current client base their know-how / leading position in their core businesstheir current networks of providers, clients and partners
 Fidelity of clients will be high if the services are well delivered, because they’ll have the feeling of belonging to a selected club
 How to make it happen

Page 89
                        

89
 2. My Sustainable Partner
 The Sustainable Partner service should provide the most reliable information about products and services to optimize the personal and household footprint . The selection of the products and services to be offered should be based on environmental criteria such as toxicity, materials scarcity, resources, energy and water used, CSR, design for environment, etc
 Sustainability evaluation
 Conditions for offering maximum sustainable solutions
 The service should cover the following areas:
 Housing: data on sustainable houses, apartments for buying, selling, or renting
 Household equipment: green and non-toxic cleaning and maintenance products, efficient appliances etc
 Personal Mobility: most sustainable transport options for each journey
 Food and beverages: online market of regional organic food shops calculating co2 emissions
 Entertainment, hotels and restaurants, and related activities with lowest co2 emissions
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 Yes
 ?
 No
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 2.B Related opportunities. Sustainable Social Network
 An interactive online platform that makes it easy and fun for a community of people to adopt sustainable habits related to energy and water consumption, recycling patterns, purchase of electric appliances and any other action impacting the ecological footprint
 There could be many different types of communities: All workers of an office, all neighbours of a building, all citizens of a village / country…
 The platform would allow users to measure, control and monitor their individual ecological footprint in real time as well as to know the evolution of the “community ecological footprint”
 Multiple awards and contests could be organised in order to incentivise most sustainable behaviours like:
 Eco-design awards (of energy and water saving gadgets) open to all users and voted by all members of a community or by all users of the platformCo-creation contests organised by leading fashion and consumer goodbrands to create more sustainable productsContests among homogeneous communities (ex: the different offices of a multinational company, different districts in the same city…) giving sustainable awards to winners
 Description of the solution

Page 91
                        

91
 An increasing number of companies allow their clients to customize and co-create some products
 The power of user-generated content in Web 2.0 is exploding and green blogs raise
 Consumer power
 New ways of life
 Digital home
 Making energy visible
 2.B Related opportunities. Sustainable Social Network
 Trends Case studies User insights
 Why can this opportunity be succesful
 Social drivers are main motors of this opportunity, together with saving money
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 2.B Related opportunities. Sustainable Social Network
 How to make it happen
 It could be developed / sponsored by some or all of the following actors:
 Utilities
 IT companies
 Internet providers
 Green bloggers & social networks
 Electronic goods manufacturers
 Electric meters providers and installers
 Local authorities and NGOs
 etc
 This opportunity requires a high level of home digitalization and some technical improvements must already be in place
 eg: technologies for measuring, controlling remotely and sharing energy consumption in households and companies
 Due to this current technological gap, this opportunity is not likely to be implemented in the short term but some regulation to come is possibly going to accelerate changes in the years to come (ex: obligation to install electronic meters in all Spanish households)
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 8.- O2SETTING
 9.- B2B GREEN CERTIFIER -CONSULTANT3. B2B SUSTAINABILITY LINE
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 3. B2B Sustainability Line
 The opportunity at a glance
 Provider of information related to sustainability for companies willing to
 Make a green switch
 Take advantage of sustainability
 Integrated services
 Clear information
 Single speaker Trusted Brand
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 3. B2B Sustainability Line
 Need Target
 Context of useAdded Value
 � Single speaker� Clear communication
 of services� Possible partnership
 with other companies� Growing together –
 increasing numberof services
 � Comprehend and use in an effective way the advantages of sustainability as atrend (efficiency and legal taxadvantages)
 � Legislative changes
 � Sustainability becominga competitive advantage
 � Companies willing to broaden their portfolio of services and products
 Description of the opportunity from the consumer point of view
 � Companies wishing to increase their sustainability � From processes to
 products and internalprocedures
 � Not knowing how, why and when

Page 96
                        

96
 3. B2B Sustainability Line
 Not a classical consulting company but a Partnership in Sustainability that can provide different kinds of services related to sustainability, such as
 Auditing, Testing and Certifying of processes and products
 Technical, financial and legal advice
 A certifier of efficiency of products
 Services offered classified in several levels
 Certifier of products efficiency…
 Purpose partnerships, communication agencies, etc
 Excellent opportunity for companies that are already working in certification (industrial, environmental, quality, health & security) as they already know the current legislation and have technical experts of different fields
 The real opportunity is trying to be severe and strict with the standards and build a solid brand -with the support of the public administration- in order to generate a Trusted Brand that warrants the sustainability of the products of the companies granted by it
 Description of the solution
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 3. B2B Sustainable Line
 The aim of this service should be B2B assessment to (re)design products, to obtain Cradle to Cradle products or services and /or to (re)design companies with the overall objective of optimization of its ecological footprint.
 Sustainability evaluation
 Conditions for offering maximum sustainable solutions for B2B assessments
 Sustainable products (Design for Environment or Good design)
 Raw materials analysis (renewable, recycled, recyclable, low or green embodied energy, non toxic, etc)
 Manufacturing process (optimization of resources, renewable energy, water use, by-products instead of waste etc)
 Optimization of logistics and packagingFactory and company site (enhanced quality
 of life for workers, public transport options, air quality, comfort etc)
 Social responsibility (fair practices for workers and other stakeholders)
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 Yes
 ?
 No
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 4. INCENTIVISE TELEWORKING
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 4. Incentive teleworking
 The opportunity at a glance
 Create more opportunities for teleworking, by incentivising it for companies and
 providing efficient hardware and software necessary.
 Save money on commuting
 Reduce time wasted in travelling
 Increase employee efficiency
 Improve work-life balance

Page 100
                        

100
 4. Incentive teleworking
 Provide all the necessary tools to perform the work of your job from home (e.g. solutions for file sharing, conference calling, phone call billing, access to servers etc)
 Or offer flexible working timetables to allow travel in off-peak times of the day
 Companies encourage a percentage of total employee time to be completed from home, and provide hardware and software for this to work efficiently
 Companies whose employees mostly travel to work using private transport or who have non-ideal public transport to work
 In turn companies receive an incentive via government or use teleworking hours as part of their CO2 emissions reduction plans
 All the necessary technology already exists. It is a matter of wrapping it all up and offer convenient solutions in an easy-to -consume way
 Description of the solution
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 4. Incentivise teleworking
 Need Target
 Context of use Added Value
 � Happier relaxed employees = moreproductivity
 � Reducing thecarbon footprintof the company
 � To balance work / life� Save costs (fuel, food etc) � To optimise time in the day� To work efficiently in own space and time scale� To use own equipment� Comfort of being at home� Relieve stress
 � Situations where the work could be completed from anywhere
 � Situations where traffic problemis a disadvantage
 Description of the opportunity from the consumer point of view
 � Employees of companies where the work is almost exclusively computer based - especially people whonormally use the car to go to work
 � Companies who are either in an area where there is generally a lot of trafficcongestion
 � Companies whose employees needa car to get to work.
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 Rising price of petrol means transport costs will be higher –more searching for alternatives
 Congestion in cities is increasing
 Associations already exist about encouraging teleworking in some sectors, especially focused on the self employed
 Some existence of software companies focused on providing for teleworkers in particular sectors
 Rational use of resources
 Eco-cities
 New ways of life
 Efficient products
 Digital home
 Simplicity
 4. Incentivise teleworking
 Trends & case studies User insights Other insights
 People are increasingly choosing more sustainable alternatives
 People value more flexibility to manage their time
 Why could this opportunity be successful?

Page 103
                        

103
 4. Incentivise teleworking
 Barriers may exist for some companies who believe it is a risk to allow employees freedom without control. This may not be applicable to all industries, as some are strictly locational
 Opportunities as an internal initiative
 Companies could increase productivity by raising happiness and lowering stress levels of employees
 If regular tele-work is encouraged, companies can save on desk space (and consequently office costs)
 As an ‘external’ business opportunity
 There are opportunities in offering software and hardware to various sectors to facilitate teleworking. (Each sector and type of company has different hardware but particularly software needs)
 As part of Carbon Emissions policies
 There are opportunities for Governments in creating directives to incentive teleworking, as part of a sustainable transport strategies
 In part-time tele-working solution, the traffic gets relieved at rush hours. Whole traffic emissions are minimized although the number of cars remain the same
 Could be offered in conjunction with Sustainable Pa rtner
 How to make it happen
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 4. Incentivise teleworking
 This is a crucial business to solve mobility problems and facilitate work/life balance. In Catalonia 17% of the population take between 30 and 60 mins to get to work, and increasingly more in private rather than public transport. Culturally Catalonia is behind other nations in offering flexible work models or teleworking solutions
 Sustainability evaluation
 Conditions for offering maximum sustainable solutions
 Offer flexible work times, to reduce the need to be mobile at peak hours
 Offer and enhance hardware and software solutions for various types of work, as well as (re)designing offices for people in transit (the commutable)
 Ensure the energy efficiency of the appliances used
 Potential to establish a network of ‘peripheral’telework offices with accompanying services. These telework offices are closer to residential areas, for people from different companies to use and aggregate costs services and transport solutions
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 Yes
 ?
 No
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 5. REGENERATIVE BUILDING CONSTRUCTION
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 5. Regenerative Building Construction
 Building of houses and offices considering highest and more recent developments in energy efficiency,
 waste management and water saving adapted to the circumstances of each
 situation
 The opportunity at a glance
 Energy Efficiency
 Sustainable lifestyle
 High Quality Buildings
 Adapted solutions
 (consumer & environment)
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 5. Regenerative Building Construction
 Description Target
 Needs & Context of use Added Value
 � Security provided by domotic control of the house
 � Gives added value to houses� Buyers are consulted in the final design of the
 house in order to adapt their needs and appliances to the building
 � Design and construction of the buildings incorporating the latest technologies in order to reduce the effects on the environment such us
 � Water saving devices (rainwater capture , grey water recovery..)
 � Energy consumption visualisers� Most effective waste disposal system
 � To have access to easy ways of being more efficient / sustainable
 � Need of comfort at home (temperature, security, control, information, etc)
 � At home or at long term office buildings (non rental)
 Description of the opportunity from the consumer point of view
 � New home buyers� House owners willing to
 perform major works at home� Building companies that
 need to upgrade their product to competein a more challengingmarket
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 5. Regenerative Building Construction
 How to make it happen
 Leverage the growing trend in legislation about home energy / efficiency certification
 Currently in Spain the new RITE makes it mandatory to label new houses according to their energy efficiency
 In U.K. this measures are much more stronger, as there is a target to create all buildings carbon neutral by 2012
 Integrate the measures since the beginning of the design, adapting it to be more sustainable taking in account the different conditions of the future users and the location of the house
 e.g. If a house is located near to a pneumatic waste transportation system maybe the new house could be integrated into it rather than using traditional trucks for waste management
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 e.g. A real state promotion of 5.000 houses
 On site Power Generation. Management or co-management performed by the building company
 High efficiency house appliances provided
 Houses built to be hyper-efficient, community infrastructure designed to minimise transportation, etc
 Several measures to control the consumption and the ‘patterns of use’
 5. Regenerative Building Construction
 A new scenario in in-home consumption
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 5. Regenerative Building Construction
 Buildings consume more energy in use than in construction. Therefore orientation, geometry and energy efficiency will play the main role for energy consumption during occupancy. If this is also accompanied by low energy intensity materials, it would reduce the CO2 emissions greatly
 Sustainability evaluation I/II
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 Yes
 ?
 No
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 5. Regenerative Building Construction
 Sustainability evaluation II/II
 Conditions for offering maximum sustainable solutio ns
 Sustainable Site: e.g. develop and remediate brown field sites, design of communities, sun orientation, water and waste management on site
 Materials selection: avoid toxic materials, regional products and materials, promote use of recycled, reused and recyclable, promote rapidly renewable sources such as cork or bamboo, design for deconstruction, low energy intensity
 Water efficiency: optimise water demand of buildings, reclaim and reuse rainwater, use plants for shade, humidity control and natural (cooling) ventilation, infiltrate water to avoid runoff
 Greening of buildings not always reduces water demand, rather the contrary, but uses water in the most effective way possible for the sake of the environment and our comfort
 Energy optimisation: orientation, insulation, heat transfer systems, use of shade, natural ventilation etc
 New Market opportunities: Create markets for reusable construction elements, or use of C2C materials in construction. Design for De-Construction (by the way a single BO on itself in terms of specialised companies on de-construction)
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 6. Personal Mobility
 The opportunity at a glance
 Adapted transport needs
 Pollution and traffic reduction
 More environmentally
 friendly
 Create a more sustainable mobility system around cities
 through
 Creating a float of rental electric vehicles (cars, motorbikes and bikes)
 Providing the necessary electric supply infrastructure
 Creating convenient car-sharing solutions
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 6. Personal Mobility
 The Business Opportunity consist mainly in two systems to develop
 Electric Downtown
 Convert an area of the city into a Combustion-Free area where only electric vehicles (and pedestrians or bikes) can circulate
 Provide a public service of electric vehicles to rent, allowing the possibility to take them in one place and give it back in another
 Provide the necessary infrastructure to supply electricity to electric cars while they are parked
 e-car pool
 Car pooling systems using network systems in internet so that users can detect and contact people in the suburbs of the cities to travel together to the city
 In Los Angeles there is a informal network, where they fix times and places to wait, the car goes past and picks you up. you don't even contact each other beforehand
 Description of the solution
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 6. Personal Mobility
 Description of the solution
 Home
 City
 Work
 Car pool
 Car pool
 Electric car
 Public transport
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 6. Personal Mobility
 Description of the solution
 CityWork
 Electric car
 Pilot solutions may be launched in industrial parks with many companies where there are need to connect the public transport to the different companies
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 6. Personal Mobility
 Description Target
 Needs & Context of use Added Value
 � Cost according to use � No investment needed� No maintenance cost� Allows “just one direction
 ” trips� Future tax advantages� Convenience� Use of high occupation lanes� Save time (no traffic jams) and
 money
 � Provide public rental electricvehicles to be used during the time it is needed and thenreturned to the same or otherrecharge station
 � Provide public parking spaces with option to connect to the grid
 Mobility� Availability to public
 vehicles to move arounddowntown
 � Possibility to re-chargethe own electric car
 � Adapting the kind of vehicle to each occasion needs
 � Needs to be cheaper and more convenient solution than using your own car
 Description of the opportunity from the consumer point of view
 Consumers� Pioneers with their own
 electric vehicles� Eventual users who need
 a vehicle for a while� Business – Administration� City Councils pretending to
 broaden their public transport offer
 � Transportation and Courier companies
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 It needs to be cheaper and more convenient solution than using your own car
 Networking for car-sharing could include more services or products related
 Could be integrated into the service offered by “Your Sustainable Partner”
 In northern European countries, car sharing works by each individual’s initiative (the system has improved a lot with internet)
 Spain is placed among the first places in the use of renting (El Pais 5/06/2008 )
 New business models: service oriented
 Rational use of resources
 Consumer power
 Ecocities
 Eco- cars
 6. Personal Mobility
 Trends Case Study Other insights
 Why could this opportunity be successful
 Bicing.
 Public Bike rental service promoted by the Barcelona city council
 Over 100.000 users in less than a year
 The success of this initiative has convinced politicians in other cities in Europe and Latin America to launch this kind of service
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 6. Personal Mobility
 How to make it happen
 There are certain barriers that should be avoided in order to make this concept sustainable
 Infrastructures; some major changes in the grid in the city in order provide the relevant electric supply system
 Citizen behaviour to get adapted to a more restrictive structure
 Legislatives; User would pay for the parking time and electricity would have to be provided for “free”
 Pilot experiences could be launched in industrial parks around cities
 People living in the city and working in the suburbs who need a short distance vehicle to reach their final destination
 Further developments might include the Microfactory Retailer Concept. Manufacturing electric cars near where they are intended to be used may reduce the major barriers of car industry by making reliable a production of 5.000 units per year
 Legislative measures, subsidising first and penalising afterwards must come together to the implementation of the system
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 6. Personal Mobility
 Personal mobility has a high impact on overall CO2 emissions, on average it makes up 26% of global emissions. Modification of personal mobility requirements could represent important impacts on CO2 emissions, dependence on fossil fuels, land use, construction materials, maintenance and infrastructure
 Sustainability evaluation
 Conditions for offering maximum sustainable solutions
 Infrastructures for new fuels or to supply electricity for transport
 Communal transport for companies
 Urban planning tools to reduce transport requirements
 Promoting logical transport by aggregating services delivered on one journey
 Car construction through Micro Factory Retailing
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 Yes
 ?
 No
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 7. Fastainable fashion
 The opportunity at a glance
 A green switch of clothing retailers, based on recuperating old clothes and use their materials again in the production process, following Cradle to Cradle design scheme
 Access to eco-friendly clothes is democratized
 Less “lack of space” problems caused by accumulation of unused clothes
 Long-lasting and chemical free materials
 Sustainable behavior is rewarded (money returning, discounts on purchases…)
 Affordable eco fashion
 Easier wardrobe
 management
 Higher quality
 € Compensation
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 7. Fastainable fashion
 A deep change in the clothing & accessories industry is necessary…
 Raw materials(ex: Cotton)
 Manufacturing
 Shop ConsumerNew co
 nsumer
 (2nd hand)
 Throw away
 Manufacturing
 Shop Consumer
 Return it to shopRecuperation of materials
 From a linear…
 … to a cyclicsystem
 Raw materials(ex: Cotton)
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 7. Fastainable fashion
 Description of the solution
 “Green switch” of fashion retailers at two main levels:
 Apply Cradle to Cradle sustainable model to clothing desi gn and production :
 This implies choosing materials without chemicals (formaldehydes and gums…) and easy to reuse
 Create an “reverse logistics distribution ” system to recuperate old clothes
 e.g. through “collection units” in current shops or in new accessible centres, where customers can bring the clothes they want to get rid of
 In order to incentivise the usage of collection units by customers, several marketing strategies can be developed:
 Give money back (a % of initial price) or offer discounts on new purchases
 Exclusive offers (eg: products of an “eco line” only accessible to people using the collecting service)
 Collection Day Events
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 7. Fastainable fashion
 Need Target
 Context of use Added Value
 � Value for Money� Being part of the “food chain”
 of clothing� More knowledge about clothes
 composition and best materials
 � Wear good quality clothes at reasonable prices
 � Keep wardrobes under control
 � Planned shopping� Returning to a shop in
 order to change or return an item
 Description of the opportunity from the consumer point of view
 � Rational buyers that plan purchase (not driven by impulse)
 � Mid or mid-high income� At least a little sensitive to
 environmental issues (eg: recycling at home)
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 Many big retailers are performing a green switch
 Green is In and eco fashion
 Cradle to Cradle
 New materials
 Premium experiences
 Concern forthe future(& hyper security)
 7. Fastainable fashion
 Trends Case Studies Consumer insights
 Why can this opportunity be succesful
 Social recognition could become main driver for adopting sustainable fashion, together with saving money (=getting some back)Fear could become relevant if we faced a shortage of raw materials
 Californian supplier of outdoor clothing Patagonia is looking for environmentally friendly process and products
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 7. Fastainable fashion
 How to make it happen
 Image by stringberd (via Flickr CC).
 Main retailers of the fashion industry could lead this change in the fast fashion industry to make it “fastainable”
 This opportunity implies a high level of commitment and investments because the production and commercialisation systems need to be rethought but the changes could be implemented progressively :
 Start applying the Cradle to Cradle scheme to a single factory (or even a concrete product line)Test a “collection unit” in one city and improve /refine the logistics and the marketing strategy to incentivise its useThen define the growth strategy (to more product lines, factories and cities) following the test results
 The positive environmental impact of this change would be huge because:
 Use of raw materials drastically reduced (due to inverse distribution)Less CO2 emitted during production and transport
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 7. Fastainable fashion
 Related Opportunities
 Transportation solutions
 To help consumers transport used clothes to collection units in shops, or the other way round
 Clothes Stocking solutions
 To help consumers manage their wardrobes, fashion retailers could begin to sell specific solutions that today are only commercialised by furniture retailers
 Premium Eco fashion
 To pay off the initial investments of Cradle to Cradle production system, it makes sense to start applying it to high-end clothes (of high quality materials) that “posh greens” (eco-sensitive people looking for premium products and experiences) would appreciate
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 7. Fastainable fashion
 Some experts define fashion as the tool to implement perceived obsolescence of goods in order to enhance their consumption. In this business opportunity, the fast turnover of goods is not challenged, but the opportunity is to enhance durability of fibres so that they can be re-manufactured, using Cradle to Cradle processes
 Sustainability evaluation
 Conditions for offering maximum sustainable solutions…examples:
 Set up reverse logistics systems (back2back, re-entry) to ensure recovery of end-of-life garments
 Accurate selection of materials with no toxic compounds
 Avoid Hybrid Monsters, hence textiles with inseparable compostable and non-compostable parts. If biological and technical nutrients are used, make sure that can be easily separated
 Design cloth as biological nutrient, analysing all its compounds (vegetable dyes, gadgets,..) to ensure its compostability)
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 Yes
 ?
 No
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 8. New Antiques
 The opportunity at a glance
 Provide consumers with a waste-free solution to decorating and furnishing their homes based
 on Cradle to Cradle design.
 Renew-ability
 Pride in having ‘items with
 history’
 Efficient and convenient
 service
 Design value
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 8. New Antiques
 The user wants to buy a new table because he is tired of the style of the old furniture
 He wants something different that also communicates his sustainable lifestyle
 He can ‘buy’ a cradle to cradle table, which has had 3 previous owners, one of which was a famous designer, so he likes the prestige of owning a table like this, even if its only until he moves house.
 The furniture service provides him with a table that has had light maintenance, but shows the history of its users
 The furniture service gains revenue each time they renew, maintain and ‘re-sell’the items
 All items, when they are no longer able to be used, can be recycled 100% into new furniture designs. (Using cradle to cradle materials)
 Description of the solution – a kind of renting
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 8. New Antiques
 Description of the solution - a kind of renting
 Produce cradle to cradle item Sell service
 (customer 1)
 100%recycling
 Repair/ upgrade
 Sell service(customer 2)
 Repair/ upgrade
 Sell service(customer 3)
 Produce cradle to cradle item
 Customer 1 has new item
 Customer 2 has new item
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 8. New Antiques
 Need Target
 Context of use Added Value
 � Spread fixed costs that allow you to renew items without having to buy them outright
 � No maintenance costs� No disposal costs or
 inconveniences� High quality furniture
 � Renew furniture for functional or style reasons
 � To get rid of unwanted furniture easily
 � To try newinnovative ways
 of consuming
 � Redecorating or redistribution
 � Moving house� Family changes
 (having a child,sharing with anew person)
 Description of the opportunity from the consumer point of view
 � Design conscious and style driven
 � Adopters of new waysof living
 � Antique lovers
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 Fatigue with IKEA model is creating demand for something different
 Cradle to Cradle
 New ways of life
 Questioning consumerism
 New materials
 Premiumexperiences
 Certification
 8. New Antiques
 Trends & case studies Case studies User insights
 Why can this opportunity be successful
 Cradle to Cradle has revitalized the carpet industry in some markets (specially USA and UK)
 Increasingly household items and furniture are being developed following Cradle to Cradle scheme
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 8. New Antiques
 What kind of company could offer this?
 Furniture manufacturers
 Home sustainability service providers - In conjunction with ‘My sustainable Partner’
 Designers collectives and distributors
 Interior design brands
 Competitive advantages:
 Customer loyalty
 Continued contact with the customer
 Direct ‘sales channel’ for similar offers
 Cost saving in materials
 Differentiation – doing the opposite to what is already on the market
 How to make this happen
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 8. New Antiques
 What is key in this opportunity is not only to produce new furniture that is Cradle to Cradle designed but also refurbishing of old goods with a high aesthetic and emotional value. What makes this proposal different from existing services in this market is the Cradle to Cradle approach.
 Sustainability evaluation
 Conditions for offering maximum sustainable solutions…examples:
 Design for the environment of products (e.g.. Modular design easy to disassemble, mechanical joints instead of glues, bio-inspired adhesives and paints, optimal resource use, …)
 Selection of durable and non-toxic materials
 Quality of technical & biological components: FSC or certified wood
 Use of recycled and recyclable materials to make the furniture
 Investigate best practices in craftsman skills, invigorate old techniques, which are being lost due to recent industrialised manufacture
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology*
 Yes
 ?
 No
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 The business oportunity from a company point of vie w
 SUSTAINABLE TOURISM PASSPORT
 No fixed template
 Estaría genial hacer uno de verdad!!! � lo hago yo a mano en un A3 + IVAN lunes
 9. A PASSPORT TO TRUE SUSTAINABLE EXPERIENCES
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 9. A Passport to True Sustainable Experiences
 The opportunity at a glance
 A passport that allows to experience a wide variety of tourist resorts in exchange of
 subscribing a commitment with sustainability
 Not only being close to Nature, but also respecting its laws
 Much more than visiting and taking photos
 Being a pioneer in leading sustainable life and hopefully a role model?
 Meeting other people sharing the same values
 0 Footprint Holidays
 Standing out from the crowd
 Tourism as an Experience
 Green Community
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 9. A Passport to True Sustainable Experiences
 Description of the solution (I)
 A local network of tourist resorts that are truly committed to sustainability:
 They have signed a pentalogue of sustainable rules and apply it to all their processes
 They spread sustainable habits among their customers and ask them to respect the same rules
 Different types of resorts : Accommodation, Restaurants and Food, Activities, Transports (between the various resorts) etc
 A passport is given to every client to identify himself among the local sustainable network
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 9. A Passport to True Sustainable Experiences
 Description of the solution (II)
 Passport’s Cover (p.1) identifies the client: a single person or a family
 Passport’s Last page (p.4) has the sustainable pentalogue signed
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 9. A Passport to True Sustainable Experiences
 Description of the solution (III)
 The passport keeps track of the person’s trip to sustainability
 Every time the client experiences a new resort the stamp is added to the “Our trip to enjoying sustainability”page
 Some of the activities can only be performed if specific workshops have been taken previously (eg: diving may require attending a workshop about biodiversity in the ocean)
 Every time the client attends a new workshop to learn and practice the sustainability norms, the correspondent stamp is added to the “Our trip to practicing sustainability”page
 Passport’s page 2 keeps track of all the resorts experienced or visited
 Passport’s page 3 keeps track of all the learning and practicing workshops around
 the sustainability norms
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 � Lovers of nature and highly eco-sensitive people would be natural targets of this new touristic offer
 � But many other people could feel attracted to it for “non sustainable” reasons:
 � Urban citizens looking for mental peace� Workers wishing to disconnect from stress� People wanting to discover other aspects of culture� People loving adventure activities in nature� People not having enough money to travel abroad� People tired of the “Benidorm style” holidays� People starting to feel guilty about the footprint of their holidays
 (still minority in Spain)� etc
 � Additionally, solutions can be adapted to different segments : families, seniors, kids, singles, couples…
 9. A Passport to True Sustainable Experiences
 Target & Needs Added Value
 Context of use
 � Holidays� Any week-end throughout the year
 Description of the opportunity from the consumer point of view
 � A complete, attractive and educative offer around Nature and Sustainability
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 The tourism sector in Spain is waiting for this type of solution:
 Completely aligned with the current strategy of diversification
 Finding valuable alternatives to the expiring “sun and beach” formula
 Bringing more quality to current offer using existent resources
 Helping promote tourism throughout the year (de-seasonalising it)
 Back to the origins
 Local and 0-miles
 Eco-awareness
 Slow movement…
 In other countries, similar initiatives are being developed (but at a less integrated level)
 9. A Passport to True Sustainable Experiences
 Trends & case studies Market Intelligence
 Why can this opportunity be succesful
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 9. A Passport to True Sustainable Experiences
 Great opportunity for all Tourist Resorts of a geographical area:
 Generates cross-selling among the different type of resorts
 Maximizes the touristic value of a region and increases its knowledge among citizens (creating the equivalent of “Denominación de Origen” for wine)
 Size of network is not critical because the opportunity lies in “local values”, so the way to expand is adding new sites in the region
 In order to overcome possible conflicts of interests among players, there must be a strong central agent coordinating the whole offer, ensuring that all resorts respect the sustainability commitment and getting public support:
 This would be the role of a specialised travel agency
 How to make this happen
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 9. A passport to true sustainable experiences
 Tourism consumes a lot of resources and has a large ecological footprint. The critical point will be not in trying to find zero CO2 emissions, but in maximising its benefits, by producing services and natural capital
 Sustainability evaluation
 Conditions for offering maximum sustainable solutions…examples:
 Minimize the environmental impacts by: organizing collective transport, selecting sustainable activities, hotels and resorts, incentivise the best visitor behaviours in water and energy savings etc
 Maximise benefits by: finding second uses for infrastructures and services….e.g. in off peak season use as conference venue; design activities and infrastructures that can also be used by local residents, focus on local visitors first.
 Restorative tourism: use tourism to restore/protect the natural capital by bringing back more than what is extracted
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 Yes
 ?
 No
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 10. Unpacking point
 The opportunity at a glance
 Provide ways for consumers to actively reduce packaging on the products they buy, by un-packing and leaving excess
 packaging at the point of purchase
 Reduce volume of shopping
 to carry home
 Reduce waste at home
 Feel that you are “Doing the
 right thing”
 Save money on rubbish taxes
 (UK)
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 10. Unpacking point
 After the checkout, users are entitled (or obliged) to remove all excess packaging.
 Consumers (with help of personnel) sort reusable items from recyclable items, and place them in containers accordingly
 Supermarket (with partnerships) is responsible for reuse and recycling
 Supermarket-lead packaging reduction and recycling
 Unpacking Points
 Description of the solution
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 .
 10. Unpacking point
 Need Target
 Context of use Added Value
 � Major impact on supermarket image in the eyes of the consumer – i.e. “This supermarket makes recycling easier for me”
 � Creation of business for other actors, not just the supermarket
 � Easy solutions to reduce their waste – before it even arrives home
 � Convenient recycling� Need for EASE and
 simplicity
 � At home - Annoyance at the use of so much excess packaging
 � Inefficient use of energy in refrigeration of extra packaging on food
 Description of the opportunity from the consumer point of view
 � Supermarket customers� Starting as a voluntary pilot
 with green aware consumers, working towards including all consumers
 � Need for guidance and practical examplestowards having a more sustainable lifestyle
 � Leaving the checkout with shopping, being able to get rid of packaging that is unnecessary for transport or storage at home
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 One barrier to sustainable consumption is lack of information as to what to do –in this case, the consumer has first hand experience –
 1. being able to conveniently unpack and recycle in situ
 2. to see for themselves which products are over-packaged
 In some parts of Europe consumers are ready to ‘punish’ a brand by choice editing
 Rational use of resourcesQuestioning consumerismConsumer powerNew business models: service orientedEfficient productsNew materials
 10. Unpacking point
 Trends & case studies User insights Other insights
 Why can this opportunity be successful
 There is a consumer movement in unpacking excessively packed products and leaving it at the checkout…as a protest
 “I’m paying 3 times for my rubbish - at the supermarket checkout, in rubbish taxes, then in indirect environmental costs”.
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 10. Unpacking point
 How to make it happen and Implications
 Requires agreement between supermarkets and recycling collectors, with potential subsidies from Governments for the cost of collection etc
 Implications for supermarket supply chains:
 If supermarkets are made partly responsible for the packaging collected, they will lean on the supply chain to reduce packaging quantity, and innovate in effective solutions, such as
 Cradle to Cradle or fully recyclable packaging
 Super-efficient packaging with as little material as possible
 Innovations in product communication without need for excess packing products
 Logistics systems without need for disposable primary or secondary packaging
 Etc
 e.g. The Walmart case study demonstrates the positive effect this type of initiative has on the supply chain
 It also opens up business opportunities for new players… from logistics to waste processors
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 10. Unpacking point
 Supermarkets as an infrastructure are a good starting point for reverse logistics. The aim will be to avoid useless packaging & to promote GOOD (INTELLIGENT + ENVIRONMENTAL) packaging design among supermarket’s suppliers, based on users needs and pressure
 Sustainability evaluation
 Conditions for offering maximum sustainable solutions:
 Avoid situations in which the cost (economical & environmental) of a packaging is greater than product itself
 Educative role: best products will be the ones with a best intelligent designs.
 Adapt form & design to function, not the opposite
 Optimize consumers transport, time & space: Avoid transporting & storage useless issues, mix use of the trip to supermarket (buy issues + drop garbage)
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 Yes
 ?
 No
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 11. Reverse vending recycling
 The opportunity at a glance
 Consumers can bring back bottles, cans and plastic, place them in reverse
 vending machine in supermarket and receive a token which gives a discount
 on the shopping in the same supermarket
 Recycle cleanly and with
 incentives
 Reduce waste at home
 Get discount on your shopping
 Save money on rubbish taxes
 (UK)
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 11. Reverse vending recycling
 Need Target
 Context of use Added Value
 � Major impact on supermarket image in the eyes of the consumer
 � Consumer has financial incentive to recycle� The supermarket builds customer loyalty
 � Convenient recycling� Need for EASE and
 simplicity� Need for incentives,
 guidance andpractical examplestowards having amore sustainablelifestyle
 � Arriving at the supermarket with recycling, to ensure getting a discount on this weeks shopping
 � At home, saving up the bottles and cans, knowing that you will not have to pay for their disposal
 � At the supermarket – choosing items in returnable packaging to make sure you receive the discount
 Description of the opportunity from the consumer point of view
 � Supermarket customers� Starting with offers and
 clear financial incentives
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 Opportunity is in products or services that enable the consumer to display their environmental credentials while maintaining high standards of living
 Does not require you to give up something you enjoy
 Rational use of resourcesQuestioning consumerismConsumer powerNew business modelsEfficient productsNew materialsCase study of a financial incentive for recycling:“Recycle bank” -successful service in USA which does curb side recycling collection, has barcode system of assessing $ value of content of bin, then reimburses consumer.
 11. Reverse vending recycling
 Trends & case studies User insights Other insights
 Why can this opportunity be succesful
 Reverse vending in supermarkets already exists in many European countries
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 11. Reverse vending recycling
 Opportunity for supermarkets, reverse vending manufacturers, recycling and waste processors
 Government subsidies as part of waste processing strategies
 Requires agreements between organisations for use of standard sizes and forms for some packaging, for reasons of logistics and electronic recognition of products
 Requires agreement of price per item for discount purposes, to make it sufficiently attractive for the consumer, but at the same time, profitable for the supermarket
 Implications: packaging itself becomes less of a sales driver (if it has to become a standard shape and size)
 Implications: creating the culture of recycling for consumers, so that it becomes a daily normal habit
 How to make this happen
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 11.B. Related opportunity – Refilling stations
 Convenience No waste
 Fair Price“Best way of reducing packaging is eliminating it”
 Buying things only when you need them
 No useless packaging
 You only pay for the amount you need
 The opportunity at a glance
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 11.B. Related opportunity – Refilling stations
 Area with vending machines dispensing liquid consumer goods categories such as :
 DrinksPersonal care (body gel, shampoo, sunscreen, eau d toilette….)Cleaning products (bleach, softener…)Could also include recharging of mobiles phones or other “non liquid”things
 Could be in gas stations, convenience stores, train stations and airports, but also in fitness centres, schools…
 System allows you to choose different quantities of a product
 If user has not brought his own recipient, the machine could give one biodegradable plastic package at an extra cost:
 Or, as a strategy to increase fidelity of clients, a customizable sustainable recipient could be offered, associated to the use of a “fidelity program”(similar to the fidelity cards that gas stations already have)
 Description of the solution
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 11.B. Related opportunity – Refilling stations
 How to make this happen
 Joint opportunity of Retail (specially convenient stores) and Consumer Goods brands:
 CG brand enters a new context of use with a very convenient and flexible offer, and so positions itself very good in this new channel
 Retailer differentiates himself from competitors and increases fidelity of clients
 Some obstacles to overcome for implementing this solution:
 Strict legislation around hygienic selling conditions (specially when it comes to food and drinks)
 Pressures from big consumer brands to avoid “cannibalisation” or lowering prices
 Opportunity for manufacturers that are innovating on packaging and new materials
 This “refilling stations” could also be integrated in our Waste in the city areas
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 11. Reverse vending recycling / Refilling stations
 Reverse vending currently exists in other European countries, but there is still a big opportunity to run these systems in Spain and Catalonia. Supermarkets as an infrastructure are a good starting point for reverse logistics
 Sustainability evaluation
 Conditions for offering maximum sustainable solutions:
 Promotion of the reuse of some packaging articles, rather than directly recycling
 Ensure the minimisation of transport journeys by reducing the number of trucks travelling empty….combine the delivery journeys with recycling logistics
 Refilling stations is a further step which could contribute significantly to municipal waste reduction (packaging suppose 12% municipal waste), i.e. for household products, …
 Design packaging to optimize its footprint (material intensity vs durability)
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 Yes
 ?
 No
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 12. Waste in the City
 Main benefits for the consumer
 “Pollinating sustainability around urban recycling points”. Converting recycling points into social active meeting points
 where you can have fun, learn and connect up.
 All sustainable P&S in the same place
 Building stronger relationships within neighbourhood
 Through workshops, information stands and sharing experiences
 Turning a dirty routine into an appealing ritual
 Convenience
 Education about
 Sustainability
 Waste = Fun
 Socialising & Community

Page 165
                        

165
 12. Waste in the City
 Current recycling points face some limitations
 Recycling points are not properly used because they are not easy nor convenient enough for citizens, and their bad usage has unpleasant consequences .
 Uff.. It’s too complicated . I never
 know what goes where… one needs to study a Master to do Waste Management!
 It smells really bad, coz’people throw
 organic waste there! I avoid going near it.
 It gets very dirty , on week-ends. People
 leave their stuff on the floor when they find it
 closed
 It’s too far from home! I’m not going to walk 15 min just to get rid of an
 old TV.
 Not convenient Not easy
 Not pleasant
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 12. Waste in the City
 Most of these limitations would be easily overcome…
 … if we evolve a green point into an attractive area where citizens, local initiatives and companies committed to sustainability can meet
 Illustrative
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 12. Waste in the City
 Target Need
 Context of use Added Value
 � Green points are not a “rubbish throwing point” any more, but a cool meeting point making it easy and fun to be sustainable
 � Neighbours of the area and their friends and family
 � Especially: kids, seniors,housekeepers, families on week-ends
 � Current context of use of green points and many new:
 � Getting informed� Socialising� Advice for shopping
 Description of the opportunity from the consumer point of view
 � Good reasons to overcome laziness to use green points and other current barriers
 � Help to make the right choices
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 “Green points” and waste management areas are proliferating in Spanish big cities
 Other public services promoting sustainability are developing too (eg: bicing)
 Infoxication
 Simplicity
 Eco-cities
 Back to basics
 New ways of life
 Consumer power
 12. Waste in the City
 Trends & case studies User insights Other insights
 “Green points” in Bcn are not currently adapted to citizens needs
 30% of rubbish is not properly recycled (LVG, 28/01/2008)
 Why could this opportunity be successful?
 (international + Field work Spain)
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 12. Waste in the City
 Short-term implementation is possible at reasonable levels of investment because built on current existent infrastructures (green points, parks, bicing stops, waste management areas…)
 Of course, this would require agreement and involvement of public authorities
 Space limitation could be the main barrier
 Players from all sectors could benefit from Waste in the City areas:
 Direct beneficiaries: companies of Waste Management, Construction of public spaces, Telecoms & Internet, Transport, Food Service
 Consumer goods brands could inform about their sustainable P&S in an information stand (ex: tourism, utilities, home furniture, food, cosmetics…) or sponsor some activities
 The Waste in the City area could be the most appropriate channel to communicate to those consumers concerned about sust ainability
 How to make this happen
 “Pollinating sustainability around existent urban green points
 Sarah Jessica Parker in Waste in the city
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 12. Waste in the City
 Promote the idea of Waste = Fun. Door2Door picking and Green Points are much more interactive ways to deal with waste. Sewage, Solid Waste, GHgases, they are all human waste that can be used for fun in gardens
 Sustainability evaluation
 Conditions for offering maximum sustainable solutions:
 Explain and educate people about the difference between an organic compostable nutrient (biological cycle) and a recyclable nutrient (technical cycle)
 Ensure the cleanliness and quality of natural plant life in the area to create pleasant space for people to be in
 Upcycling: Convert waste into valuable goods: composting, energy, second life or exchange markets, recycling...
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 Yes
 ?
 No
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 12.B. Waste in the City - related opportunity
 Related Opportunity: Grow your-own in the city
 Give people the tools and the know-how to grow some of their own food, in an urban
 setting.
 Easy
 Convenience
 Space efficient “I did it!”
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 Other offers in this area provide tools for gardening, often for those with big gardens, but the main things that people lack are:
 Knowledge – how to do it
 Time – when to do it
 Space –where to do it
 Motivation – how to keep it up!
 Rising price of petrol + use of bio fuels will increase price of food exponentially
 Backlash against high Food Miles
 Lack in trust in supermarket produce
 Supporting locally produced
 Back to basics
 Eco is everywhere
 Rational use of resources
 Eco-cities
 Concern for the future
 Questioning
 consumerism
 Simplicity
 12.B. Waste in the City - related opportunity
 Trends & case studies Other insights
 Related Opportunity: Grow your-own in the city
 Example: Leopoldo Urban garden
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 12.B. Waste in the City - related opportunity
 Related Opportunity: grow your-own in the city
 Providing tools and equipment adapted to limited spaces
 Information , community and education programmes
 Potential for services management, guidance, ‘holiday cover’ e.g. “look after my plants whilst I’m on holiday”
 Online services: networking, expert advice, calendar, reminders
 The opportunities are in…
 The Waste in the City areas could form a central information point for urban garden initiatives
 Gardening as a hobby
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 Reverse vending recycling
 Reverse vending recycling Waste in the CityWaste in the CityUnpacking pointsUnpacking points
 12. Opportunities in the recycling chain
 The result of three other Business Opportunities opens further areas of activity:
 Opportunities for various players
 - Business in super efficient packaging solutions
 - Business in logistics which requires no or very little disposable secondary packaging
 - Further and new business creation in the separation, logistics and processing for recycling
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 12. Opportunities in the recycling chain
 Potential roles and benefits
 Player Role and benefitPackaging manufacturer Creation and launch of super efficient packging solutions that are preferred choice of
 supermarkets with un-packing points or reverse vending. Ie. Cradle to cradle 100% recycleable, super efficient use of materials, or elimination of excess packaging
 Logistics 1. Logistics for un-packing points – sorting and transporting, with little or no disposable packaging i.e. Sorting reusable items
 2. Logistics for reverse vending – assuring the correct functioning of the sorting, storage and transport of refillable packs
 Recyclers Increase in capacity to receive well separated packaging materials from un-packing points and reverse vending, which means increasing possibility to make higher grade recycled materials
 Reverse vending operators Sales of more reverse vending machines, and the management of the electronics and physical logistics systems withint the supermarket
 Government waste collectors The combined result of the Waste in the City areas, the Un-packing points and the Reverse Vending is increased level of recycling and to a better level of separation, saving time and money
 Government in general Benefits to the government in needing to reduce dependence on landfill, encourage more recycling and gain tax revenue from it
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 12. Opportunities in the recycling chain
 Family of “Producer Responsibility” directives
 End-of-life vehicles WEEE Waste Electronics and Electrical Equipment
 Packaging Future sectors?
 2005 2006 2007
 2008
 2009
 2010
 2011
 2012
 2013
 2014
 2015
 Begin to recover end-of-life products
 Target of recycling 85% of weight of product
 Target of recycling 95% of weight of product
 One of the main drivers for these initiatives is the Producer Responsibility set of EU legislation
 A main driver
 Continued pressure from the EU to achieve these targets means that the recycling industry is set to grow
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 13. Fresh Healthy Food Concept
 Inside the food industry, Natural & Organic and Authenticity are among current major trends
 European consumers, increasingly concerned and afraid of health issues value products of trusted local sources coming with origin in ecological farm
 This trend gets reinforced when it comes to the care of children. Parents are especially careful with the food they give to their children and are increasingly worried about it
 Governments are taking measures to promote Healthy habits and Healthy Food is one of the main concerns they are trying to correct
 In Spain, recently, the government has launched an initiative topromote restaurants offering a “Healthy Option”
 Additionally, there are certain organizations promoting this kink of food (such as Slow Food) and many official and unofficial brands and certification warranting the trusted origin of certain products
 Current situation I /II. A favourable scenario
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 13. Fresh Healthy Food Concept
 On the other hand, there are certain barriers that need to be avoided in order to make this trend succeed
 One of the major barriers is the price . Organic food today is significantly more expensive than non-organic
 There is also a “cultural” barrier , because in most of the countries organic food buyers (or organic restaurants consumers) are niche, high income and, usually, urban people with alternative cultural trends (vegetarianism, oriental cultures, yoga, etc)
 Some people may be interested in eating healthy and sustainable , but not eating Tofu or Seaweeds
 Lack of knowledge. People value more sustainable products but they do not know where to buy them and even if they do, it is hard to distinguish real ecological products from others just advertised as bio or healthy
 People value fair trade & locally produced more important than organic, as they found it easier to identify the products they want¡
 Current situation II /II. Barriers
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 13. Fresh Healthy Food Concept
 How to promote “sustainable food”
 In order to avoid the mentioned barriers and make successful “sustainable food initiatives”…
 Provide a system of tracking the origin of the food in shop and restaurants in an easy way (mileage since origin, official label, etc)
 Promote information and education about organic food advantages (both for health and the planet)
 Lower the “eco” food to normality by involving first class restaurants (or restaurants with other attractive features, rather than being “eco”) into the project,
 You can eat local-sustainable tomatoes and beef…. Don’t need to eat seaweeds after a yoga class
 The generation of demand for such sustainable products has the effect of price reduction
 In the mid-long term, promoting local organisation to buy in bulk from local food producers
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 13. Fresh Healthy Food Concept
 Using CPUL concept for cities, villages and human settlements in general. There is a huge potential for bio-regional food production in our latitude and climate conditions, especially if we take it as a whole eco-system to solve various problems at once (Gunter Pauli “Las Gaviotas Project”)
 Sustainability evaluation
 Conditions for offering maximum sustainable solutions:
 Healthy food at the right time, place and serving size. Decentralized supply chain that reduces building footprint
 Seasonal, local food. Let’s become Native to our Place !!. Huge educational potential on top
 Imported food should be the exception not the norm (e.g. not ‘organic ‘ apples from New Zealand) and should be limited to commodity, not fresh, products
 Optimized packaging and processing to diminish the footprint of the food
 Develop local economies and revenues by supporting cooperatives, small farmers, neighbourhood organisations, direct sale farms etc
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 Yes
 ?
 No
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 14. Positive CO2 offsetting
 Current situation
 Carbon Dioxide in an inevitable product produced primarily through the burning of fossil fuels in electric generation, powering of vehicles, aircrafts, etc and home heating and cooking
 The Kyoto Protocol, negotiated by more than 160 nations, aims to reduce greenhouse gas emissions by setting legally binding emissions reduction targets for developed countries.
 Under Kyoto, there are currently many initiatives both consumer and business oriented aiming to offset carbon emissions related to products and services such as air travel, car rentals or electronic goods by investing in clean technologies or reforesting campaigns
 One of the main problems in this situation is the lack of clarity which generates mistrust among consumers, as different companies use different ways to calculate and offset CO.,2
 Additionally offsetting implies moving the “guilt “of use to the consumer. Companies “criminalise” their products and services by saying that purchasing their products needs a compensation
 All these situation makes that only the most committed consumers offset their purchases
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 14. Positive CO2 offsetting
 Description of the opportunity
 Around the CO.2 emissions market there are several opportunities, both for final consumer and business between companies
 Final Consumer. O2-setting
 New concept, instead of compensating (offsetting) emissions of CO2 offer ways to be “positive”
 Provide clear information, transparency and control to the consumer, not letting them feel their effort may not be worthy
 Companies. Emission rights
 Selling emission rights to obtain liquidity.
 Changing the process to improve the efficiency or reduce the production in order to reduce emissions and be able to sell the non-used emission rights
 Additionally, becoming a Broker in the CO.2 market is an excellent opportunity that will be increased in the nearly future
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 14. Positive CO2 offsetting
 If objective should be to focus the service, not on ‘guilt’ and compensation for services ‘consumed’, but to allow consumers to actively participate in finding positive steps to use CO2 in new applications or initiatives.
 Sustainability evaluation
 Conditions for offering maximum sustainable solutions:
 Find new market opportunities based on CO2, methane and other greenhouse gases (GHG) sequestration processes: algae based food, new construction materials based on carbonates, lime for housing, products based of biologic materials with rapid growth (bamboo, …), regenerative agriculture, energy sources…
 Alternative products and processes to GHG sources, ie. alterative bindings instead of cement, alternative fuels, rice production, energy sources, incineration, landfills…
 ECONOMY ECONOMY
 EQUITYEQUITY
 ECOLOGYECOLOGY
 Economy Equity
 EquityEconomy
 EquityEcology
 EcologyEquity
 EcologyEconomy
 Economy Ecology
 Yes
 ?
 No
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 Conclusions
 The most probable scenario
 Companies Consumers
 Resource crises
 Media Legislation
 New Sustainable Scenario
 Today’s Global Context
 Resource crises LegislationMedia
 Pressure:Crisis, trends, laws, demand, competition, shortages, price increases…
 Companies Consumers
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 Conclusions
 As we have seen, given the pressure for change in many aspects of society towards sustainability, the business context is changing towards a new scenario
 It is possible that disrupting events or changes at a global level may divert the direction of this change, but the most probable business scenario of the future is that where sustainability is a key conditioning factor for innovative opportunities
 In order to avoid pitfalls of sustainable business and increase consumer acceptance of the new opportunities there are certain measures that must betaken in consideration
 The most probable scenario
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 Conclusions
 Communication : Create a coherent communication strategy that stands out from the mainstream greenwashing wave, ensuring that as a company you are being honest, transparent, educative, positive and receptive, but above all, that you communicate only what correctly reflects your actions
 Education : Aim to educate consumers
 The general level of education around sustainability is still low
 � Lots of things need to be explained
 But the level of concern about the impact of climate change in our lives is high
 � People are willing to do things
 There’s an excess of information, often contradictory and biased, about sustainability
 � Confusion is growing and eco-fatigue is emerging among citizens
 Commitment : Consumers will perceive the level of commitment your company has for sustainability. If your values, mission and objectives for sustainability are clearly expressed, and put into visible action in your product/service offer, this is more likely to create trust and loyalty with consumers
 Make sustainability work for your business
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