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Backdrop
These are the summary notes of the 2nd Sustainable Innovation Lab, an initiative of 
Professor John Bessant and Dr Sally Jeanrenaud of the Business School,University of 
Exeter.  For the 1-day event a very diverse group with representatives from industry, 
academia, NGOs and government gathered to explore background and meaning of 
sustainability-driven innovation.1   Particular focus of this second meeting was to explore 
what is happening at the organisational level to embed sustainability-driven innovation.
The flow of the day was as follows: after first immersing ourselves in what sustainability-
driven innovation was like 5 to 10 years ago, and anticipating where we might be by 
2020/2025 through an exercise led by Dorothea Seebode we then heard three stories of 
what is happening in organisations today from !Nigel Topping, Chief Innovation Officer at 
the  CDP (formerly known as Carbon Disclosure Project), Matthew Roberts, Head of 
Sustainability at Landmarc, and Kelly Grainger, Head of Sustainability for UK at Interface.
The afternoon session kicked off with Sally  Jeanrenaud and John Bessant sharing insights 
on the state of knowledge in the field of sustainability-driven innovation, drawing on a 
recently published report by the Canada-based Network for Sustainable Business.  The 
insights and framework provided by the report provided some structure for reflection and 
discussion before we engaged in a ‘world cafe’ setting, to explore what all this means for 
organisational aspects such as culture and reward systems, relationships, products and 
processes, and reporting.2

Our Next Events
! 20th June 2013, Workshop hosted by Marks & Spencer, London
! 12th September 2013: Conference hosted by Ordnance Survey, Southampton.
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1 Additional information can be found in the appendices: Appendix I: Announcement of the Sustainable 
Innovation Lab; Appendix II: Invitation to Launch Event; Appendix III: The Day’s Agenda; Appendix IV: 
Launch Event Participants; 

2 ‘World Cafe’ means that each table has a particular topic which is facilitated and hosted by one person who 
stays at that table whereas the other participants move to a different table after a set period of time.  This 
way the insights and discussions become much richer, and each participant is able to part-take in a number 
of different discussions with different people, make most of the diversity available.



Experience
Dorothea kicked us off by  engaging us in a dialogue of what was shaping innovation 5-10 
years ago; what was the focus of innovation, how did we do it, why, and for whom?  
Having captured that we then (physically) moved on to the future, contemplating the same 
questions, with the assumption that sustainability would have become an important driver 
for innovation. Key thoughts are captured in the table below. 

PAST (2003-2008) FUTURE (2020-2025)

The What 
& How

• Improving processes
• Information & Knowledge
• Internet as driver and enabler of 

connections and change
• IP as main protection mechanism
• Premium offerings
• Celebrity capitalism (Dragons 

Den)
• Collaboration on the rise

• How do we get a share of the new market?
• Multi-polar world, co-existence
• How do we compete, do we compete at all?
• How do we collaborate not only internally and with 

customers & suppliers but also between industries?
• With competition remain driver?
• Mega cities will bring new challenges
• Challenges around intellectual property
• What was considered waste is becoming a resource

The Why 
and for 
Whom

• Driven by competition and 
consumer aspirations

• Profit maximisation
• Cutting costs
• Creating desires
• Response to globalisation
• Business case for innovation 

focused on increasing economic 
gain 

• A shift from nation state to the power of cities?
• Asia is on the rise
• Global and local
• Social dynamics shift
• Importance of conflict management (states, 

organisations, people)
• Issues around ‘have-nots’ and poverty
• People are looking for meaningful work
• Prices for resources will increase

It was interesting to observe where participants positioned their organisations on the 
spectrum from past to future, why, and how they expected it to change over the coming 
years.  Most participants felt their organisation was at least in the present if not a little in 
the future. The participant form one particular company, coming from the background of 
scarcity  namely  South Africa, felt that his organisation was further advanced that most; 
having experienced issues of scarcity awareness of resource constraints and challenges 
associated with it were already engrained in that company’s culture. 
The majority of participants felt that a rising awareness of the importance of sustainability 
in their organisations would lead to a leap forward over the coming years.  Dorothea 
shared the experience where she had run the exercise before where some people had felt 
that their organisation would not move at all, or even move backwards. A small number felt 
that challenges were such that they were rather expecting a slow-down in the move 
towards sustainability-driven innovation.
Some questions for you:

Looking at the two ends of the spectrum, where is your organisation today ?
What would it take to accelerate your organisation’s journey towards a more 
sustainability-oriented future ?
Whom could you engage to accelerate the journey ?
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Share
During this session we had the pleasure of hearing from three different contributors what is 
actually done to embrace and embed sustainability-driven innovation in their 
organisations.

Nigel Topping, Chief Innovation Officer at the  CDP
Nigel shared with us the history of the innovation journey of CDP, formerly known as 
Carbon Disclosure Project, an organisation that was set up  by Paul Dickinson in 2000 as a 
not-for-profit organisation.  Their original goals were twofold: (a) getting investors to ask for 
information about sustainability and (b) providing some transparency of information.  When 
talking to investors about their plan they got some strong resistance and, believing that 
you should go where the energy is, decided to shift direction. Very unusual for the NGO 
context is that CDP operates a franchise model, which means that they have a global 
presence, and that their communication material is of very  high quality, customary more 
likely to be associated with in the investment rather than the NOG context.  
Nigel emphasised that they did not do very much themselves but operates a lot through 
third parties, for example for the writing of reports. They operate much through influencing 
and partnerships such as, for example, PriceWaterhouseCoopers who do a lot of data 
crunching for them and with whom they  have developed a sustainability ranking 
mechanism which is now well respected.  When Walmart knocked at their door they 
immediately jumped at that opportunity; within 6 months they had a collaboration 
partnership, within a year they had 20 major multinationals who used CDPs platform to 
engage with their suppliers.
In 2007 the World Economic Forum wanted to set up a carbon disclosure project. Rather 
than spurring what might be considered ‘the enemy’ they have the approach of ‘loving 
them to death’, i.e. they are more likely to work with than against organisations in their 
endeavour to achieve change.  While this approach is not always easy, it leads to fantastic 
results, as for example the setting up of the Climate Disclosure Standards Board which 
involved accountants and accounting standard boards. Another example of opportunism 
and reading the zeitgeist was the move into water, which had been suggested by Nestle.
Interestingly, in 2010 chair of Aviva Insurance came to them and challenged them to move 
beyond disclosure to action - exactly  what they had wanted to start out with originally  but 
had also realised that the market was not yet ready.  Now they ave a group of 200  
investors who are not only  seeking disclosure but are also  asking for specific targets and 
actions.  
Some lessons,

They have been very opportunistic over the course of the development - it is an 
emerging field and many things would have been impossible to predict or anticipate; 
It is important to be able to read the ‘readiness’ of the market and act accordingly.  
Many of the connections happen through personal relationships and networking, 
such as the collaboration with Dow Jones who have since started using CDP data. 
If you want to drive radical innovation there needs to be some real personal risk, 
perhaps not financial but time and reputation. 
It is important to be able to say ‘no’.
The real killer is getting egos out of the way…
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Some questions for you:
How flexible and adaptive is your organisation when opportunities arise ?
How willing is your organisation to embrace and collaborate with competitors for the 
greater good ?
How much effort is spent into reading context and market in order to understand 
readiness to embrace an innovation (internally as well as externally)?
How often do you revisit ideas that may have been to early at the time when tey were 
originally proposed ?

Mat (Matthew) Roberts, Landmarc, Head of Sustainability
Landmarc, which has about 1,300 employees and a turnover of £100 million, were set up 
12 years ago to support the MoD Defence Training Estate.  They are responsible for the 
maintenance of approximately  2220,000 hectare of land, 30,000 buddings, and support up 
to 8 million solider training days per annum. This support includes a range of 
infrastructural, hotel, catering, booking and IT services as well as maintaining the land and 
property of the Military of Defence.  As a special purpose vehicle Landmarc was set up 
with a fixed life term of 10 years in line with its contract.
When Mat first joined Landmarc there seemed to be a lack of understanding and 
awareness around environmental and sustainability issues - not only at Landmarc but at 
their customer, the Ministry of Defence, too. For him it was about waiting for the right 
moment which was about 3 years ago when everyone was starting to realise that time was 
running out - the end of their contract was getting nearer.  They were concerned that the 
competition would come up with something better and more exciting.  This was the 
moment to suggest embracing sustainable supply chain management, which was definitely 
perceived to be sexy and leading edge.  Indeed, they have managed to get from Level 1 to 
Level 5.  As no one told Mat what he could and could not do, so, 3 years ago, he proposed 
a net positive strategy.  
About a year later, when first results were visible, he then suggested that they become a 
social enterprise. This was not really such a strange idea as they had a capped profit 
contract with open book accounting where all profit above the agreed number is reinvested 
into the estate - which was really not that different from the social enterprise mode!  
However, it was felt to perhaps be one step  too far.  However Landmarc’s owners did like 
the ‘social’ aspect and reaching out from behind the (security) fence, not least because 
their customer was not always a well-liked neighbour.... Thinking about how they could 
work with rural communities (which by the way is not something looked at in future 
scenarios very often!) was something that resonated well with senior management, and 
with their customer.
They are about to launch Landmarc100 at the Hay  Festival (Literature Festival) end of May 
2013.  In the Landmarc100 programme they have set aside £100,000 of their profit and 
10,000 hours to invest in 100 grass root innovations coming from the rural communities 
surrounding the estates. Staff will be acting as gatekeepers. Interesting also that those 
submitting their ideas need to know someone working for Landmarc - which basically 
makes innovation champions out of all Landmarc staff!  Mat explained that Landmarc are 
not  looking for equity nor for intellectual property; what they want to do is see things move 
from the back of a beermat to prototype stage.
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Some lessons
Affecting cultural changes towards a better understanding of sustainability and more 
sustainability-driven innovation is not as much about excellence as it is about the following, 

Being in the right place at the right time,  
Connecting the dots,
Taking people with you by having earned their respect and being persistent - for 
drivers of change this often requires being an ‘irritant’; 
Being pretty good at doing many things, rather than excelling at one.

Some questions for you:
For your organisation, what are challenges (present or future) that might accelerate a 
shift towards sustainability-driven innovation ?
What can you do to create greater awareness, interest and urgency around 
sustainability-driven innovation ?
How often do you dare to ask for the outrageous in order to achieve the radical ?  

Kelly Grainger, Interface, Head of Sustainability for UK & Ireland
Kelly shared with us some thoughts and insights from the remarkable Interface story, an 
organisation founded 1973 by American Ray Anderson.  The company, which has invented 
the carpet tile, has an annual turnover of $1bn and is represented in 130 countries around 
the globe.  Being fundamentally a B2B company they operated as a successfully, regular 
mainstream until 1994/95 - when one of their customers challenged them to disclose their 
environmental impact.  For founder Ray  this was not really on his radar, the company had 
always prided itself in being at the forefront when it came to adhering to regulations and 
standards but environmental considerations had not really been on the agenda.
So when Ray was asked to give a speech to the 
leadership  team about what the company  was doing 
for the environment he did not quite know what to say!  
Searching around he came across the book “Ecology 
of commerce” by  Paul Hawkins which at some point he 
described as ‘a spear to his chest’. Ever since that 
moment he has pushed In ter face towards 
sustainability  stating that “one day people like me will 
go to jail”.  In order to move towards sustainability Ray 
felt that an outrageous vision was needed and 
promptly announced ‘Mission Zero’, which referred to 
the intent of reducing emissions and waste to zero by 
2020.  It was clear to everyone that in order to achieve 
that they would have to look beyond current wisdom 
and technology, and it provided a clear and engaging 
focus for everyone.
Being listed on the stock exchange Ray’s mission had 
to be sold to the New York stock exchange.  The first 
question was, is this a viable business model - and 
how much does it cost?  Some were a bit more blunt 

Our Mission
Interface will become the first name in 
commercial and institutional interiors 
worldwide through its commitment to people, 
process,  product, place and profits.  We 
will strive to create an organization wherein 
all people are accorded unconditional respect 
and dignity; one that allows each person to 
continuously  learn and develop. We will focus 
on product (which includes service) through 
constant  emphasis on process quality  and 
engineering,  which we will combine with 
careful attention to our customers’ needs so 
as always to deliver superior value to our 
cus tomers , t he reby  max im iz i ng a l l 
stakeholders’ satisfaction. We will honor the 
places where we do business by  endeavoring 
to become the first name in industrial ecology, 
a corporation that cherishes nature and 
restores the environment. Interface will lead 
by  example and validate by results, including 
profits,  leaving the world a better place than 
when we began, and we will be restorative 
through the power of  our influence in the 
world.
From: www.interface.com, 7th May 2013
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and asked Ray whether he was a “tree hugger” - and how much does it cost?  In fact, all 
challenges and questioning came back to the question: how much does it cost?  Ray 
countered by saying that even though they were changing their business model they were 
still about making carpets, so there was not really any risk involved.
Kelly pointed out that the cultural change journey they embarked upon was not a quick nor 
an easy one - the industry  was quite established and set in its ways, and some 
fundamental changes around values and assumptions were required when shifting to the 
new paradigm of ’purpose, performance, and profitability.  Setting such an outrageously 
bold vision was part of what enabled the shift: there was no way it could be achieved by 
doing more of the same. The next important step though was to move from vision to 
action, for which a roadmap was created for how to ‘climb Mount Sustainability’ as Ray 
phrased it. 
While engaging with leadership  from a wide 
range departments around the globe team 
Ray also put together a 10-strong team  of 
visionary experts - the Eco Dream Team as it 
was known, who provided input and thought 
leadership on Interface’s journey towards 
sustainability.  The following seven Fronts with 
goals, time lines, resource allocation and 
metrics were identified:
• Front 1! Eliminate Waste: Eliminate all forms of waste in every area of business.
• Front 2 ! Benign Emissions: Eliminate toxic substances from products, vehicles and facilities.
• Front 3! Renewable Energy: Operate facilities with 100% renewable energy .
• Front 4! Close The Loop: Redesign processes and products to close the technical loop using 

recovered and bio-based materials.
• Front 5! Resource Efficient Transportation: Transport people and products efficiently to 

eliminate waste and emissions.
• Front 6! Sensitize Stakeholders: Create a culture that uses sustainability principles to improve 

the lives and livelihoods of all of our stakeholders – employees, partners, suppliers, 
customers, investors and communities.

• Front 7! Redesign Commerce: Create a new business model that demonstrates and supports 
the value of sustainability-based commerce.

Their approach for tackling the first front was QUEST, which stands for: quality  utilising 
employee suggestion & teamwork.  This was all about eliminating waste and resulted in 
quick and wide-spread change across the business.  The beauty was that everyone could 
get involved, that it helped to move people away from ‘the way things are done’ and that it 
led to quick results which, as Kelly  pointed out, is important if you want to keep people 
engaged.  The eco and socio metrics they developed also allowed to track progress, and 
feed back to everyone on a regular basis.  Business improvement teams across 
geographies and departments were put in place that helped break down silo mentality.
Another important aspect was a move towards a culture where people felt ‘permission to 
fail’; in fact, Interface talks about ‘successful failure’.  Kelly  emphasised how important 
acceptance of failure is as people will not be willing to take risks otherwise.  As he put it, 
“out of ideas 9 might not lead anywhere, but one might be an absolute gem”.
In addition to accepting failure as part of the innovation process incentivise were put in 
place to reward the ‘right’ kinds of behaviour and celebrate success.  It is important to 
assure people when they are doing the right thing, and things are moving in the right 
direction.  For example, instead of rewarding people for maximum output (which would 

Interface’s Eco Dream Team

Amory Lovins - Jonathon Porritt - Janine Benyus - D. Karl-
Henrik Robert - John Picard - Walter Stahel - Robert Fox - 

Paul Hawken - William D. Browning - L. Hunter Lovins
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have been the case previously), people were rewarded for being change agents, focused 
on the reduction of waste as well as energy and water consumption.
Another aspect Kelly  emphasised was that as organisation gets more committed to the 
cause of sustainability it is important to keep  educating and influencing.  For example, 
Interface offers 3 levels of training.  Level 1, training to “fast forward to 2020” is 
compulsory for everyone.  Level 2 is specific to particular functions to help people drive 
sustainability  in the context of their particular function.  Level 3 is an external 2-day course 
for those volunteers who want to become ambassadors for higher levels of sustainability; 
part of their work is to develop ideas and write reports which will be externally marked; 
they are the group of people from whom the next great shifts are anticipated. Interface has 
currently 120 ambassadors across Europe - a title that is coveted and has to be earned.
A positive side effect of Interface’s longstanding commitment towards sustainability  is the 
talent it attracts, and talent that already believes in Mission Zero; this helps to keep 
momentum going.
The point Kelly left us with is the importance of the human dimension - which gets easily 
overlooked; however, the human element is key, and it is the hardest to get right.  Part of 
that human dimension is that it is not enough to tell the sustainability externally.  Unless 
people on the inside of the organisation are experiencing what is being told to the outside 
world it will not work - especially not in today’s world where the internet offers the 
possibility for making such discrepancies public, on a global basis, in the shortest space of 
time.
Having converted one person at the time, sustainability is now deeply embedded into of 
Interface’ DNA.
Some lessons

Set ambitious, outrageous goals (if you want to move at all);
If you offer a meaningful, worthwhile vision people will follow gladly; 
Don’t only tell people what to do, enable them to achieve what you expect from them;
Organisational change is about winning individuals over, one by one;

Some questions for you
Is the vision / mission of your organisation outrageous ?
Who could engage senior management in your organisation to embark on the 
sustainability journey ?
What are barriers to a stronger focus on sustainability as a driver for innovation ?
In your organisation, have you discussed the costs of not embarking on a journey 
towards sustainability-driven innovation ? 

Conceptualise, Plant & Harvest
The afternoon was split into two parts, in the first half John and Sally introduced and 
explored implications of two frameworks which are useful for structuring our exploration 
around sustainability-driven innovation and its implications.   The second half was 
dedicated to world-cafe-style group discussions, exploring how we expect culture, 
relationships, products, processes and reporting to shift as a consequence of shift towards 
sustainability-driven innovation.
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The first framework John introduced offers four 
distinct areas of organisational activity around which 
we can innovation: (1) Offers: what products or 
services are we offering the world? (2) Processes: 
how do we do and deliver our offerings? (3) 
Position: this is about where and to whom we are 
offering our products and services, in terms of 
geography and market segment but also in terms of 
the benefits we are highlighting.  Think for example 
about Lucosade; originally  it was a drink associated 
with and sold as ‘sickness recovery drink’; today it is 
known as a health and fitness drink. (4) Models: is 
about mental as well as business models, for example, are we in the train or people 
transportation business?  Along each of these four dimensions we can change 
incrementally  (at the centre) or radically.  As John pointed out, in today’s highly  competitive 
world it is probably  no longer sufficient to focus on incremental innovation exclusively - and 
to achieve sustainability it is most definitely  not sufficient.  In order to achieve sustainability 
some serious rethinking of how, where, with whom and why we are doing things needs to 
happen. Hence it is not just about thinking about sustainability-driven innovation per se, 
but perhaps even more importantly  how and what to change inside organisations to help 
us achieve sustainability-driven innovation and through it sustainability.
The second framework was in fact the one that has guided the flow of the three SusIn Lab 
workshops. It was developed as part of research into what is currently actually  happening 
around sustainability  driven innovation today - not what could or should, but what is, the 
evidence. For the ‘Innovation for Sustainability’ report, which was commissioned by the 
Canadian-based Network for Sustainable Business and which is available to download 
from the SusIn Lab website (http://ex.ac.uk/susinlab), over 6000 articles, websites and 
other bits of information were reviewed, 160 eventually fed into the report. 
The framework proposes a three-level approach to achieving sustainability-driven 
innovation:

A 3-Stage Framework for Innovating

Companies’ positions on each of the dimensions correspond to the following three stages: Operational Optimization, 
Organizational Transformation and Systems Building.
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Organizations in Stage 1 add environmental and social criteria to existing quality or profit criteria. The result? Reducing 
the harm caused by business as usual. Organizations in Stage 2 see the business opportunity in producing new 
products or services that serve human needs and/or benefit the environment. This can be described as devising a 
business model around “doing good.” Organizations in Stage 3 are positive change agents who view themselves as part 
of an interconnected ecosystem – existing to benefit and change society. 

The Framework at a Glance

6 Innovating for Sustainability: A Guide for Executives

1. Operational Optimisation (Workshop 1) - which is close to the centre in John’s first 
framework; this is fundamentally about doing what we are doing better; it is about 
compliance, efficiency and reducing resource consumption.

Position

Processes Offers

Models

Innovation
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2. Organisational Transformation (Workshop 2) - is about developing new market 
opportunities through new products and services; it is about doing good by doing good 
things; it is also about creating some shared values and can even be about changing 
what we are about.

3. Systems Building (Workshop 3) - is based on the realisation that no single enterprise 
will be able to truly change things; this is about changing networks, changing up and 
down the supply chain and becoming net positive. 

The following were suggested as some of the challenges and questions arising for an 
organisation when embracing the first step, organisational optimisation:

Out of all the things we could do, what would be the ones that would really make a 
difference, i.e. Not getting bogged down by things that do not matter.
Understanding and defining our actual starting point. 
What are new metrics and reporting systems that might be needed? 
Focusing on the operational improvements might keep us so busy that we forget to 
move on to the next level.
What happens to the money we save - is it reinvested in sustainability or syphoned 
off for other causes?
How can we avoid reinventing the wheels and learn from others?
And not least: how to maintain the momentum?

Sally then took over and stimulated a discussion on what questions are, and what we 
might have to consider in order to achieve changes at the organisational level.  So, if 
operational optimisation is about regulation, compliance, bolt-on, incremental change, risk 
reduction and short term solutions, what is required to move forward to the next stage?  
How can we address some of the shortcoming of the first stage and move beyond doing 
less harm which merely delays hitting the brick wall?  In order to move from ‘doing less 
harm‘ to ‘doing good‘ we need to identify what changes are necessary, and where and with 
whom, to ensure that sustainability  is permeating more deeply in organisations. By offering 
thought starters and examples Sally facilitated the group’s exploration around five topics: 
culture, relationships, products, processes and reporting.  These five topics where then 
picked up  again after the break in a world-cafe setting.  The key points from the initial 
discussion as well as the smaller group output are captured below.

CultureCultureCulture

What we need / changes Some challenges Some examples

• Bold targets help
• We need the belief that we can 
change

• Performance targets and bonuses 
need to be realigned to include 
sustainability targets

• New values need to be communicated 
and embedded, and communicated 
differently (eg story telling)

• Create a culture that 
survives leadership 
changes

• Avoid ‘green-washing’
• Achieve it within the 
necessary time frames

• Moving away from wanting 
things to be perfect to 
getting things done

• Interface: Mission 
Zero

• Lafarge: reduce CO2 
by 10%

• Unilever: sustainable 
living plan

• Landmarc: 
sustainable supply 
chain
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Culture & Reward Systems

Create a movement, something that takes people on the journey with us by incentivising and 
engaging them in a positive way rather than using sticks;
Make being part of the journey something desirable, perhaps by creating some initial 
exclusivity;
Find ways to establish and nurture two way trust;
Share & celebrate the successes you create together;
Give permission to fail - but make sure the permission is not to use as an excuse; 
Be aware of potential conflicts between the ‘new’ and ‘old’ ways of doing things, e.g. 
permission to fail might conflict with the generally dominant desire for flawless execution;
Don’t forget that people might emotionally attached to their work as it is; 
It is also import to understand psychology of the work environment

RelationshipsRelationshipsRelationships

What we need / changes Some challenges Some examples

• Set up new internal and external 
networks

• Understand individuals’ concerns, 
convert ‘one person at the time’

• Work with your strongest critiques
• Use outsider challengers to help 
move things internally

• Decentralise decision making
• Have stretch targets to involve and 
engage everyone

• Freedom to explore and do things 
(fail fast, fail forward)

• How to achieve honesty, 
transparency and trust which 
are necessary preconditions

• In these new relationships, 
how to understand and work 
across different cultures

• Achieve the right kind of 
customer focus and 
involvement

• You have to mean what you 
say and prove it thought 
action

• Lafarge’s 
partnership with 
WWF; 

• Philips working with 
Greenpeace

• SAB’s mission: to be 
the worlds most 
admired (by all 
stakeholders) 
brewer in the world

• Facebook: get 
things done rather 
than be perfect

Relationships

A shared language is important; jargon etc can get in the way;
Innovation in the future is all about co-creation with external parties;
The shared vision that is needed to guide the collaboration needs to be bold enough to offer 
space for many individual stakeholder goals while at the same time not becoming arbitrary;
Organisations have to become ever more inclusive versus exclusive;
Shared values and morale codes are needed;
Individuals are the starting points for relationships;
Longevity of leaders can affect dynamics (positive as well as negative)
Create environment of safety;
Social media is a catalyst for change;
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ProductsProductsProducts

What we need / changes Some challenges Some examples

• Moving from selling 
‘hardwares’ (physical products) to 
selling services 

• Design for disassembly 
• Moving towards cradle to cradle 
design and production

• Stewardship of materials stays with 
manufacturer 

• Moving towards the circular economy 

• Moving customers from 
owning to leasing / renting

• Philips: selling 
lighting services 
rather than fixtures

• Cleaning product 
Splosh (http://
www.splosh.com) 

Products

Boundaries between products and service are blurring, as is the ownership of offerings;
It is about considering and designing whole systems;
Trust and respect are ever more important;
There is no one individual who knows best - which may be difficult to accept for those who 
are used to being right, and in control;
Communication of offerings etc. Is critical;
New offerings should be a combination of desirability and ease of use;

ProcessesProcessesProcesses

What we need / changes Some challenges Some examples

• Co-creation with the user, from 
the outset

• Moving towards cradle to 
cradle design and production

• Look towards nature for 
inspiration 

• From linear to systemic

• Consider things from a wider / longer 
term perspective, i.e. considering 
both purchase and maintenance 
costs which are currently often with 
different budget holders

• Promise versus reality - not all than 
can be recycled is recycled

• Landmarc has 
moved away from 
large framework 
contracts to 
individual contracts

Processes

Design thinking will become a widely used way to create ideas and concepts;
Recyclability needs to be designed into the processes;
Experimenting & piloting shared value business models as opposed to linear models;
Identify people’s real needs rather than just wants;
Open innovation plays an important role in sharing risk, rewards and resource in the creation 
sustainable values;
It is important to demonstrate success stories;
Manufacturers are collecting wares at end of their lifecycle;
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Processes

Importance of engaging the majority of people who based purchasing decision on cost rather 
than sustainability; 
We need to communicate what we are doing and why; 
Transparency of the supply chain (who is doing what using which materials etc.) is possible 
through RFID (radio frequency identification)
Gamification will be used to design new processes;
Crowdsourcing inside and out will become the norm;
Bring emotional commitment that people have outside work into work;
Ask new people first as they have fresh ideas and a fresh perspective;

ReportingReportingReporting

What we need / 
changes

Some 
challenges

Some examples

• A shift towards 
reporting against 
the triple bottom line

• Disclosure of impact 
and transmission

• Publicly committing 
to targets means 
that something is 
being done about it

• Concern about 
negative 
reaction of 
stock market

• Puma, leading on transparency and disclosure on 
their cost on society; they have the world’s first 
environmental profit and loss account; everyone 
thought it would cause issues with shareholders but 
instead they external €145 million negative impact 
on biodiversity and water  

• Global Reporting Initiative, e.g. Canon, NovoNordisk
• At Philips reporting was used to stimulate internal 
change 3bn people positively impacted by Philips 
products by 2025

Reporting

Can help tell the story, especially about the journey, what happened, what the sticking points 
were, what the organisation has learned, what others can learn from it;
Helps us to prove business case;
Help the case by showing the costs of not being sustainable;
Can drive business to do things faster and better;
Can create progress and transparency;

Some challenges and questions:
Information can get ‘lost in translation’;
What are you reporting for ?
Whom are you reporting to ?
Can we present information that makes sense to people ?
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Appendix I! Sustainable Innovation Lab Announcement

Announcement:  

Sustainable Innovation Lab - Exploring The New Innovation Agenda 
An Initiative of

We are delighted to welcome you to the Sustainable Innovation Lab, an initiative of the Business School, University of Exeter.
Over the course of a year we are inviting you to explore and discuss the new innovation driver: SUSTAINABILITY.  
The challenges we are facing at the economic, environmental and social levels are making innovation more necessary than ever before - but not just any kind of innovation!  
WHAT IF ...

Any innovation today, be it around products, services, processes or business models, was driven by one common goal, the big idea: 
In 2050 some nine billion people live well and in the limits of the planet?!

The role of business in society would change; co-creation and cooperation leading to multi-stakeholder value creation became the new competitive edge?
New strategies, ways of thinking and working, tools and measures required to implement sustainable innovation were already there, waiting to be found and applied?

These are questions we would like to explore with you, developing insights, approaches and tools as we go along.

Do join us on this exciting and necessary journey and put the following dates into your diary - and sign up with us sooner rather than later as places for the workshops are limited:
Thursday 13th December 2012! Workshop 1: What is Sustainability-oriented Innovation @ 15 Hatfield, Chadwick Court, London, SE1 8DJ
Thursday 21st March 2013 ! Workshop 2: Who plays which roles in Sustainability-oriented Innovation
Thursday 20th June 2013 ! Workshop 3: How to make Sustainability-oriented Innovation a Reality
Thursday 12th September 2013! Conference: Pulling it all together; hosted by Ordnance Survey in their HQ (built on sustainability principles) in Southampton

We have now fixed our venue in London, and are talking to companies such as Marks & Spencer, Shell and Canon who have expressed an interest to host the March and June 
events at their facilities in London - we will keep you briefed!

Much looking forward to hearing from you, and to welcoming you to our kick-off meeting 13th December,
On behalf of the Steering Committee,
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Dr Bettina von Stamm, Director & Catalyst, Innovation Leadership Forum

Steering Committee:
Prof John Bessant, Director of Research and Professor of Entrepreneurship and Innovation, University of Exeter Business School

Dr Sally Jeanrenaud, Senior Research Fellow - Sustainable Development, University of Exeter Business School

Dr Dorothea Seebode, Sustainable Innovation Expert, Author of the Philips publication on “Sustainable Innovation”
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Appendix II! Sustainable Innovation Lab 2 - Invitation & Agenda

Invitation & Preliminary Agenda

Organisational Transformation

When:! Thursday 21st March 2013, 9.30-16.30
Were:! 15Hatfields, Chadwick Court, London, SE1 8DJ

Sustainability  is moving onto the agenda, in organisations in general and for innovation in 
particular.  What does this means for capabilities, processes, structures, goals and targets, and 
relationships at the organisational level?  These are questions to explore and discuss during out 
second Sustainable Innovation Lab 21st March in London!  Below our preliminary agenda - now 
all we need is YOU to join the dialog, share your insights and ask questions!

10.00! Welcome & Introduction 
10.15 ! EXPERIENCE - the journey of embedding sustainability 

considerations into organisations thinking & practice
11.15! Break
11.45! SHARE - stories and insights from those leading the pack; here 

from : 
! Nigel Topping, Carbon Disclosure Project, Director of 

Research and Professor of Entrepreneurship and Innovation, 
University of Exeter Business School

! Matthew Roberts, Landmarc, Head of Sustainability
! Kelly Grainger, Interface, Head of Sustainability for UK
13.00! Lunch
14.00! CONCEPTUALISE - drawing on the knowledge that is already 

out there
15.00! Break
15.30! HARVEST & PLANT - making sense, identifying open issues and planning next steps
16.30! Close
!

What next:! Let us know if you can join us !!!! (Bettina@innovationleadershipforum.org)

Much looking forward to welcoming you on the 21st March,
With best wishes,
On behalf of the Steering Committee,

Bettina
Dr Bettina von Stamm, Director & Catalyst, Innovation Leadership Forum

Steering Committee:
Prof John Bessant, Director of Research and Professor of Entrepreneurship  and Innovation, University of Exeter 
Business School
Dr Sally Jeanrenaud, Senior Research Fellow - Sustainable Development, University of Exeter Business School
Dr Dorothea Seebode, Sustainable Innovation Expert, Author of the Philips publication on “Sustainable Innovation”

15Hatfields‘ Credentials:
• Named as the UK’s most sustainable 

conference and event venue at an awards 
ceremony held at the Food Link Conference 
organised by Sustain - the alliance for better 
food and farming.

• First venue in the UK to receive certification 
of the NQA Sustainable Development 
Management Scheme.

• Pursue a zero waste to landfill policy and 
introduced the latest energy saving devices, 
reducing its utility bills by 50 per cent.

• A strict ‘no bottled water’ policy has 
prevented 1 million plastic water bottles 
ending up in landfill (we filter our own water 
on site and serve to clients in reusable glass 
bottles).

• Distributed over 2 million wild flower seeds 
as part of our campaign to help save the 
decline of bees in London.
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Appendix III! Sustainable Innovation Lab 2 - Participants
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Title First name Surname Company email
Steering GroupSteering Group
Dr Bettina von Stamm ILF bettina@innovationleadershipforum.org
Prof John Bessant University of Exeter j.bessant@exeter.ac.uk
Dr Sally Jeanrenaud University of Exeter S.Jeanrenaud@exeter.ac.uk
Dr Dorothea Seebode Sustainable Innovation ExpertDoro.Seebode@gmx.net
SpeakersSpeakers
Mr Kelly Grainger Interface kelly.grainger@interface.com
Mr Matthew Roberts Landmarx matthew.roberts@landmarc.mod.uk
Mr Nigel Topping CDP Nigel.Topping@cdp.net
ParticipantsParticipants
Mr Chris Parker Ordnance Survey Chris.Parker@ordnancesurvey.co.uk
Mr John Goldfinch Gearing Up john@gearingup.co.uk
Mr Ian Osborne Intellect, the UK Technology Trade Associationian@osborneassociates.com
Mr John Goldfinch Gearing Group john@gearingup.co.uk
Mr Michael Pitts Technology Strategy BoardMichael.Pitts@tsb.gov.uk
Mr Henrik Bo Larsen Novo Nordisk hbln@novonordisk.com
Ms Judith Austin Canon Judith.Austin@canon-europe.com
Dr David Pencheon NHS Sustainable Development Unitdavid.pencheon@sdu.nhs.uk

Ms Carol Patrick Kent County Council carol.patrick@kent.gov.uk
Mr David Simoes-Brown100% Open david@100open.com
Mr Leyton Lark Leyton Consulting leyton.lark@larkconsulting.co.uk
Mr James McGilvray Bridgelight james@bridgelight.co.uk
Ms Caroline Griffiths EDF Energy Caroline.Griffiths@edfenergy.com
Mr Richard Foulerton Allianz richard.foulerton@allianz.co.uk
MS Lamiju Ariyo olamijuariyo@hotmail.co.uk
Mr Will Sambrook Akenham will@akenham.com
Mr Francis Bealin-Kelly SAB MIller Francis.Bealin-Kelly@sabmiller.com
Ms Joanna Gilroy jeg213@exeter.ac.uk

Ms Liane Fredericks lianefredericks@gmail.com
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