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Presenter�
Presentation Notes�
Today I’ll aim to set the stage for our other speakers by giving you some perspective of the sustainable business movement.

In the short time that I’m allotted, I will be speaking to two simple but important themes: our survival on this home that we call, Earth; and, the evolution of business.�





Presenter�
Presentation Notes�
We’re at a point where a few simple truths are being widely accepted: our natural resources are strained, energy resources are scarce, the climate is changing.

All the math points to there being a significant change in the way we live, work and develop as a society.  If all the world’s population consumed to the standards of the average North American, we would require the equivalent of 5 Planet Earths to sustain. �



Presenter�
Presentation Notes�
An, as evidenced by this very session today, the world is paying attention - business leaders are itching to take action.

So, in an attempt to offer some perspective of how the business community is adjusting to our new resource-constrained world and the future shape of sustainable business, I invite you to join me in reflecting on how business has evolved over the ages.

After all, in order to get a clear view of where we’re going, it’s often helpful to take stock of where we came from.�



Hunter 
Gatheris

evolution of sustainable business

• Primary focus on 
subsistence agriculture

• Local impacts
• No understanding of 

‘systems’

Presenter�
Presentation Notes�
“Corporate environmental behavior and the impact on brands,” Tandberg / Ipsos MORI survey, October 2007

Study across 15 developed nations:

80% of global workers believe working for an environmentally ethical organization is important

53% of global consumers said they would prefer to purchase products and services from a company with a good environmental reputation

But 32% of respondents admitted they have not yet taken personal action to reduce climate change�



Hunter 
Gatheris

Colonias 
Mercantilus

evolution of sustainable business

• Look beyond local borders for 
access to resources

• Learn to organize, specialize 
and trade

• Tendency to overwhelm 
habitats

Presenter�
Presentation Notes�
“Corporate environmental behavior and the impact on brands,” Tandberg / Ipsos MORI survey, October 2007

Study across 15 developed nations:

80% of global workers believe working for an environmentally ethical organization is important

53% of global consumers said they would prefer to purchase products and services from a company with a good environmental reputation

But 32% of respondents admitted they have not yet taken personal action to reduce climate change�
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evolution of sustainable business

• Large-scale industrialization
• Heavy resource consumer
• Overwhelms social/eco-systems 
• Singular focus on self interest
• Obsessed with rapid growth, even if at 

the expense of long-term sustainability

Presenter�
Presentation Notes�
“Corporate environmental behavior and the impact on brands,” Tandberg / Ipsos MORI survey, October 2007

Study across 15 developed nations:

80% of global workers believe working for an environmentally ethical organization is important

53% of global consumers said they would prefer to purchase products and services from a company with a good environmental reputation

But 32% of respondents admitted they have not yet taken personal action to reduce climate change�
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evolution of sustainable business

Homo 
Reductus

• Good governance, accountability to shareholders
• Focus on improving efficiency, minimizing waste
• Actively engages external stakeholders
• Experimenting with sustainable product/service 

innovation

Presenter�
Presentation Notes�
“Corporate environmental behavior and the impact on brands,” Tandberg / Ipsos MORI survey, October 2007

Study across 15 developed nations:

80% of global workers believe working for an environmentally ethical organization is important

53% of global consumers said they would prefer to purchase products and services from a company with a good environmental reputation

But 32% of respondents admitted they have not yet taken personal action to reduce climate change�
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Reductus

evolution of sustainable business

• Accountability to more diverse stakeholders
• Strategy & targets driven by holistic sustainability lens
• Skilled at managing complexity and uncovering 

opportunities for shared value creation
• Constant innovation, ‘leap-frog’ technologies & 

business models

Tomorrow’s 
Business?

Presenter�
Presentation Notes�
“Corporate environmental behavior and the impact on brands,” Tandberg / Ipsos MORI survey, October 2007

Study across 15 developed nations:

80% of global workers believe working for an environmentally ethical organization is important

53% of global consumers said they would prefer to purchase products and services from a company with a good environmental reputation

But 32% of respondents admitted they have not yet taken personal action to reduce climate change�
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Reductus Source: Tandberg / 

Ipsos MORI, 2007

“80% of global 
workers believe 
working for an 
environmentally 
ethical 
organization is 
important”

80%

evolution of sustainable business

Tomorrow’s 
Business?
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“Corporate environmental behavior and the impact on brands,” Tandberg / Ipsos MORI survey, October 2007

Study across 15 developed nations:

80% of global workers believe working for an environmentally ethical organization is important

53% of global consumers said they would prefer to purchase products and services from a company with a good environmental reputation

But 32% of respondents admitted they have not yet taken personal action to reduce climate change�
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Ipsos MORI, 2007

“53% of global 
consumers said 
they would prefer 
to purchase 
products & 
services from a 
company with a 
good 
environmental 
reputation”

53%

evolution of sustainable business

Tomorrow’s 
Business?

Presenter�
Presentation Notes�
“Corporate environmental behavior and the impact on brands,” Tandberg / Ipsos MORI survey, October 2007

Study across 15 developed nations:

80% of global workers believe working for an environmentally ethical organization is important

53% of global consumers said they would prefer to purchase products and services from a company with a good environmental reputation

But 32% of respondents admitted they have not yet taken personal action to reduce climate change�
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Ipsos MORI, 2007

“…but 32% of 
respondents 
admitted they have 
not yet taken 
personal action to 
reduce climate 
change”

32%

evolution of sustainable business

Tomorrow’s 
Business?
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Presentation Notes�
“Corporate environmental behavior and the impact on brands,” Tandberg / Ipsos MORI survey, October 2007

Study across 15 developed nations:

80% of global workers believe working for an environmentally ethical organization is important

53% of global consumers said they would prefer to purchase products and services from a company with a good environmental reputation

But 32% of respondents admitted they have not yet taken personal action to reduce climate change�



• Global issues like resource scarcity, social inequality 
and climate change are not going away

• Mainstream awareness of these issues is on the rise 
- collective action in response, still to be determined

• A new “species” of business is already evolving

what will tomorrow bring?

Will natural selection be your 
friend or foe?

Presenter�
Presentation Notes�
What will tomorrow bring?  

“The world doesn’t stop moving when you’re not looking” - so it’s ultimately up to you to take part in the evolution of sustainable business and determine our collective future.�



www.innovolve.com
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