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“There must be a better way to make the things we want, 
a way that doesn’t spoil the sky, or the rain or the land.” 

- Paul McCartney



A  B U S I N E S S  O P P O R T U N I T Y
As business leaders we have a unique opportunity to make 

a difference. Not only for our companies and teams, but for 
the larger picture: our communities, and even our planet. 

We just need to know where to start, and then take one 

small step at a time. This Playbook is intended to help you do 
just that.

About 20 years ago, I moved from market research positions at 

Unilever and GfK to become responsible for one of Sweden’s 

pioneering sustainability brands, Grumme. I stayed for a five year 

period and learned a lot. Still today, Grumme is considered one of 

the most environmentally friendly brands in the country. A country 
that is known as one of the top ten environmentally sustainable 

countries in the world. And one of the most innovative. 

The brand had less than a decade earlier pivoted from a traditional 

household cleaning brand with roots going back to 1882, to a brand 

with focus on environmental sustainability. Why? Because 
someone in the company had identified a business opportunity in 

the evolving Swedish values and beliefs, and saw an opportunity to 

do well by doing good. Grumme liquid detergents quickly became

B E T T E R  B U S I N E S S a commercial success and grew to become a serious competitor 

to Unilever’s and P&G’s liquid detergents. 

Today, sustainability is so much more than it was two decades 

ago, and many companies are already capitalizing on this 

moment to become a force for good. However, many more need 

to start considering the opportunity because good business is 

simply good for business! So where might you start? How might 
your company evolve into a Better Business? 

This Playbook is designed to inspire you, as a business leader, to go 

beyond business as usual - and consider the vast strategic 

opportunities connected to Better Business. Starting with the 

opportunities that reside in environmental sustainability and 
climate change. While these issues contain imminent threats that 

need to be urgently addressed, they also offer the kind of hairy, 

wicked, thorny challenges that business is particularly well-

equipped to figure out and able to do good in the process. 

Let’s take a first step by taking a look at why you might want – and 
urgently need – to consider it. And then learn from those currently 

in the frontline.

Warmly, 
Elisabet Lagerstedt
Founder & Principal

https://www.grumme.se/
https://epi.yale.edu/epi-results/2020/component/epi
https://www.wipo.int/global_innovation_index/en/2019/


“We must stop considering nature as something separate from society 
because people and nature are truly intertwined... Development can no 
longer be done without an increased understanding of nature’s role for 

our own survival and well-being.” 

- Stockholm Resilience Center
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“Sustainable development is development that meets the 
needs of the present without compromising the ability 

for future generations to meet their own needs.”

- Gro Harlem Bruntland



We live in a world of accelerating change where industrialization 

and globalization has helped us leap forward and transform the 
world in ways that were previously unimaginable. Today, our 

lifespans are longer, we are better educated, millions have been 

lifted out of poverty, and our way of living is more comfortable 

than ever before.  

This comfort has, however, also come at a great cost for our planet, with 
unwanted consequences such as biodiversity loss and climate change. 
Over the years, it has also become increasingly clear that business as 
usual will not save the planet. Neither will the Sustainable Development 
Goals (SDGs) if we do not act on them. But are things moving? 

A Harvard Business Review study found that most corporations seem to 
be addressing the SDGs on a superficial level. Most simply connect what 
they are already doing to one or a selected set of these goals. 
Consequently, very few companies are actually doing something 
beyond business as usual. 

We believe that this is because the world’s wicked problems are still 
seen as something to be solved by governments, universities, and other 
actors rather than seen as the business opportunities that they really 
are. 

Why? Possibly because sustainability in the business world is still 
viewed as risk reduction and a dry topic reserved for experts, rather 
than as real opportunities that can enable companies to do really 
well by doing good, and integrating that thinking into their business 
plans and operating models.

As business leaders, the time has come for us to step up and make a 
difference. Because there are indications that the world is at a tipping 
point where our involvement is urgently needed.

A T  A  T I P P I N G  P O I N T

A tipping point can be described as the moment at which a series of 
small changes or incidents becomes significant enough to cause a 
larger, even more important change. Such a tipping point may be 
here now. Largely due to a united global community, a persistent 
Swedish girl, and a global pandemic. 

Let’s examine this statement. 

2015 was the year of the 2020 Agenda and the 17 SDGs. The SDGs are 
an urgent call for action by all countries and organizations to act on a 
number of critical issues for the global good. It was not until 2019, 
however, that a young Swedish  girl named Greta Thunberg opened 

the eyes of world leaders about the urgent need to address 

the climate crisis. 

D O I N G  W E L L  B Y  D O I N G  G O O D
B E T T E R  B U S I N E S S

http://www.igbp.net/globalchange/greatacceleration.4.1b8ae20512db692f2a680001630.html
https://sustainabledevelopment.un.org/sdgs
https://hbr.org/2019/06/business-as-usual-will-not-save-the-planet
https://sustainabledevelopment.un.org/
https://en.wikipedia.org/wiki/Greta_Thunberg


2020 now seems to be the year of the COVID-19 pandemic. This virus 

outbreak across virtually the entire globe – in combination with the 

climate crisis – could actually be the turning point that is already 

transforming the world as we know it. 

Treating the COVID-19 pandemic as unrelated to climate change 

and ecosystem destruction would be a potentially fatal mistake. 
Since the first publication of the Club of Rome (1972), scientists have 

warned that infectious diseases are directly linked to climate 

change and the destructive impact of humans on nature. The public 

health crisis and the climate crisis are similar; they both pose a 

threat to human health and economic well-being. However, climate 
change and the destruction of eco-systems is a threat to all life on 

planet Earth. These are wicked problems indeed.

W I C K E D  P R O B L E M S

A wicked problem is a difficult or impossible problem to solve 

because of incomplete, contradictory, and/or changing 

requirements that are often challenging to recognize. The world’s 

unprecedented environmental and social challenges are 
tremendously wicked. Seeing that climate change is striking harder 

and more rapidly than expected, the Global Risk Report has stressed 

the urgent need to take action by 2030. 

That gives us less than a decade to face the threats of climate 

change. And we cannot afford to fail. Climate change is, of course, 
not the only wicked problem on the horizon. Wicked problems are in 

plentiful supply. They also offer interesting business opportunities for 

those who dare to go the extra mile. Elon Musk and Tesla is a great 

example of a visionary leader seeing a business opportunity in a 

wicked problem.  

In the years to come, we believe that Better Business will emerge 

from appreciating  and understanding the wicked problems that are 

already upon us, and developing solutions and business models that 

address customer needs while also helping to solve important 

dilemmas. 

How? Understanding the SDGs is a first step for you as a business 

leader to navigate the global challenges. This is especially pertinent 

when it comes to realizing which challenges your company can 

contribute to solving, as well as where you could focus your efforts. 

In business lingo, wicked problems, such as climate change and the 
related changes in consumer values, politics, and regulations could 

also be viewed as inflection points. As such, they have a potentially 

vast impact on businesses across the globe.

https://en.wikipedia.org/wiki/COVID-19_pandemic
https://clubofrome.org/
https://en.wikipedia.org/wiki/Wicked_problem
https://www.weforum.org/reports/the-global-risks-report-2020
https://sustainabledevelopment.un.org/sdgs


A  S T R A T E G I C  I N F L E C T I O N  P O I N T

An inflection point is a moment where a certain change in your 

business  environment will mean dramatic change to your business.  

Used strategically, this turning point can poise your business for 
bigger things. It can create new spaces – blue oceans – and destroy 

outdated technologies and business models. As such, it represents 

both opportunities and threats. An inflection point even has the 

power to bring about exponential change. Even though it feels like 

this change is sudden, it has quite possibly been gestating for some 
time. It normally develops gradually – out of scope for many - and 

then it suddenly seems evident. Hence, it can be spotted early and in 

time to react for those who scan the horizon and can pre-emptively 

make sense of what is happening. 

As such, inflection points may mean that you need to change the 
very assumptions on which your company was founded in the first 

place. In this light, strategic renewal is vital for any business to 

survive inflection points long-term. Without strategic renewal, a 

company is destined for decline as it fails to remain relevant and 

value-adding. The most important question that you need to answer 
right now is whether you are at an inflection point or not. And if so, 

what are you going to do about it?

https://www.ritamcgrath.com/books/seeing-around-corners/
https://www.ritamcgrath.com/books/seeing-around-corners/


“We’ve watched the COVID-19 situation unfold at incredible speed… 
The climate crisis is playing out on a much slower timeframe. 

We know roughly what to expect and when to expect it, 
and we should be preparing with the same level of urgency.” 

- Dr. de Menocal



M O V I N G  B E Y O N D  C O R P O R A T E  S O C I A L  
R E S P O N S I B I L I T Y
Sustainability can be defined as the ability to meet current needs 

without compromising the future generation’s ability to meet their 

needs. Traditionally, Corporate Social Responsibility (CSR), i.e. the 

corporate answer to sustainability, has three pillars: 

environmental, social, and economic. 

Environmental Sustainability implies that the Earth’s ecological 

systems are maintained. Economic Sustainability ensures that 

reliable sources of livelihood and economic activity are available 

to all. 

Social Sustainability means that basic human rights and 
necessities are available in order to maintain healthy 

communities. These three pillars cover principles of equality, 

diversity, quality of life democracy and governance, and imply a 

high degree of inter-connectedness.

Environmental and economic sustainability are the most 
quantifiable and currently figure in the awareness of corporate 

leaders. Moving to the level of being a socially sustainable 

company involves recognizing impact on local communities, 

employees, workers in the value chain, and employees. 

The potential of business as a driver of change and mobilizing to 

reach sustainability goals is significant and pertinent since 
industry markedly contributes to the emissions linked to climate 

change. 

Countless companies worldwide are already riding the wave of 

sustainable transformation. Many are rethinking their business-

as-usual approach and consequently taking drastic measures 
to deal with the climate emergency. CEOs and business leaders 

around the world are realizing the crucial need to accelerate 

sustainability. Many are aware that a failure to do so will lead to 

serious consequences for the survival of business: from reduced 

competitiveness and lost reputation, to affecting financial 
performance and access to capital. Not to mention the dire 

consequences for humanity and life on Earth. 

We simply have an urgent need for Better Business. Or as IMD’s 

president Dr. Jean-Francois Manzoni puts it: “In the new decade, 

it will not only be possible to do well by doing good; it will only be 
possible to do well by doing good.” 

https://ec.europa.eu/growth/industry/sustainability/corporate-social-responsibility_en
https://www.imd.org/research-knowledge/articles/sustainability-trends-to-watch-out-for-in-new-decade/


“Thousands of firms have committed themselves to a purpose larger than 
profitability, and nearly a third of the world’s financial assets are managed 
with some kind of sustainability criterion. Even those at the very top of the 

heap are beginning to insist that things have to change.”

- Harvard Business School Professor Rebecca Henderson
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IDENTIFY OPPORTUNITY
The SDGs offer a roadmap and a blueprint to the world’s wicked problems. 
Best-in-class organizations have understood the SDGs, the opportunities 
and business case, defined priorities, and set relevant ambitions and 
goals for their enterprises.  

B E T T E R  B U S I N E S S  P L A Y B O O K



A business opportunity is generally considered an opening 

in the business environment that - when exploited - can 
create economic value. 

Good business opportunities normally align with an organization’s 
competences and skills, are relevant for the current and future 

business environment, are possible to finance, and are verifiable. 

But if you do not understand the wicked problems in the first place, 

how could you go about seizing the related opportunities? 

There is help. The Agenda 2030 was adopted in 2015 by all United 
Nations’ Member States. It provides a shared blueprint for peace 

and prosperity for people and the planet, now and into the future. 

At its heart are the 17 Sustainable Development Goals (SDGs) and 

their 169 targets. The SDGs themselves actually provide a mapping 

of the world’s wicked problems.

Many organizations, for-profits as well as non-profits, are already 

working ambitiously and proactively with the 2030 Agenda goals. 

Looking to the SDG Compass, best-in-class organizations have 

understood the SDGs, and they seen the opportunities as well as 

the business case. 

They have defined priorities, and set relevant ambitions and goals 

for their organizations. They have then anchored the sustainability 
goals within their enterprises and embedded sustainability across 

all functions. Finally, they have implemented effective follow-up 

and reporting, and are actively communicating about their SDG 

performance.

So far, overall progress on the SDGs is limited, and we are still far 
from reaching the goals. However, as UN Secretary General António 

Guterres observes: “It is abundantly clear that a much deeper, 

faster and more ambitious response is needed to unleash the social 

and economic transformation needed to achieve our 2030 goals.”

The fact that the progress so far has been relatively limited of 
course poses a large opportunity for those who choose to move 

decisively. Which SDGs could provide the largest opportunities for 

your business? And how could that help to build a better future?

I D E N T I F Y  O P P O R T U N I T Y
B E T T E R  B U S I N E S S

https://sustainabledevelopment.un.org/post2015/transformingourworld
https://sustainabledevelopment.un.org/sdgs
https://sdgcompass.org/
https://unstats.un.org/sdgs/report/2019/The-Sustainable-Development-Goals-Report-2019.pdf


https://sustainabledevelopment.un.org/sdgs

https://sustainabledevelopment.un.org/sdgs


EMBRACE CUSTOMER POWER
B E T T E R  B U S I N E S S  P L A Y B O O K

A shift in power has occurred where consumers are pushing businesses to 
re-evaluate their purpose, find alternative business models, and develop 
sustainable products.



E M B R A C E  C U S T O M E R  P O W E R
A significant contributor to sustainable business comes 

from consumers themselves, especially with their 
increasing environmental awareness, change in mindsets, 

and the adoption of sustainable lifestyles. 

Once considered a niche market, Lifestyle of Health and 

Sustainability (LOHAS) consumers today make up more than 25% 

of shoppers in the United States, 20% in the European Union, and 

an astonishing 40% in Sweden, which is the highest share in the 
world. LOHAS customers are driven by their values and beliefs, 

and can be found across demography. They are known to be 

active, demanding, creative, well informed and influential. They 

are not extremist or militant.

Customer mindset seems to be changing from ‘kudos for 
choosing eco!’ to ‘why are you not choosing eco?’

This includes new values driving change in consumer behaviour, 

including social shame, such as “flygskam”. Lifestyle trends such 

as minimalism and zero-waste mindsets are gaining in 

popularity.

Globally, consumers are demanding companies to provide 

information. There has been rapid rise in calls for higher 
transparency and ethical production in the clothing industry. 

Fridays for Future and Extinction Rebellion are other climate 

activist movements that are gaining momentum and extensive 

attention. 

A Trend Watcher Report refers to these as ‘Green Pressure 
Intervention Seekers’: “in 2020, millions of consumers will seek out 

products, services, and experiences that help them alleviate 

rising eco-shame.”

With changes in the consumer’s behavioural landscape, many 

businesses are already realizing the pertinence of focusing on 
evolving consumer values and needs in order to stay relevant in 

the market.

Are you embracing customer power and capturing the 

opportunity? Or is this opportunity slipping through your fingers, 

as you have left the field open to a competitor or new entrant?

B E T T E R  B U S I N E S S

https://www.lohas.se/about-lohas/
https://www.ekocentrum.se/ar-du-en-lohas/
https://www.fashionrevolution.org/
https://fridaysforfuture.org/
https://rebellion.earth/
https://trendwatching.com/quarterly/2019-11/5-trends-2020/
https://trendwatching.com/quarterly/2019-11/5-trends-2020/


LIVE A HIGHER PURPOSE
A higher purpose involves striving for something that is bigger than you 
and your company. It gives both direction and meaning. It often includes 
an important societal issue, where the company takes a stand.

B E T T E R  B U S I N E S S  P L A Y B O O K



L I V E  A  H I G H E R  P U R P O S E

A purpose is the reason for why something is done, 

created, or exists. A higher purpose is something to strive 
for that is bigger than you and your company. It often 

includes an important societal issue, where the company 

takes a stand. 

We all want to matter and to make a difference in the world, at 

work, or in someone else's life. A “higher purpose” is how we find 
deep meaning and fulfilment in our lives by contributing to 

someone or something that is bigger than ourselves. 

Companies that are driven by a higher purpose align their 

business with societal well-being, rather than a single minded 

shareholder-centred approach that focuses on profit 
maximization and growth.

Increased awareness about global challenges is changing the 

mindset of leaders. This aids companies in defining a higher 

purpose.  Acting upon a higher purpose creates value for all 

stakeholders in a more sustainable way.

B E T T E R  B U S I N E S S Creating, communicating, and bringing a higher purpose to life 

through pronounced values generates higher commitment and 
engagement and mobilises people. Who does not want to 

contribute to a higher purpose? Especially when it creates 

meaning and matches your own beliefs and values. 

The Purpose Power Index shows that the strongest purpose-

driven companies and brands act in deliberate ways. They:

• Get the underlying purpose right and have a purpose that is 

clear, meaningful, motivating, and differentiating.

• Operate nobly and responsibly through offering products and 

services that really makes the world better, while treating 

employees and the community in an honourable manner.

• Take a stand on an important societal issue.

• Act boldly and courageously on their purpose without being 

afraid of controversy.

• Speak about their purpose in a genuine and authentic way.

https://www.purposepowerindex.com/


BUILD AN INTEGRATED STRATEGY
We believe the era of traditional corporations merely integrating sustainable 
practices on a shallow level is being surpassed by a new era of corporate behaviour. 

B E T T E R  B U S I N E S S  P L A Y B O O K



B U I L D  A N  I N T E G R A T E D  S T R A T E G Y
Sustainability strategy and reporting are still often seen as 

functional responsibilities, rather than something that is 
well-integrated in the overall business strategy and 

business model. However, this is changing.

The notion of sustainable business is slowly shifting from the 

concept of Corporate Social Responsibility, to one that is deeply 

embedded into the core business. 

Patagonia and Unilever offer examples of companies that have 
integrated sustainability into their cores. For them, sustainability is 

no longer seen as a ‘separate entity’, something that is just the 

responsibility of the CSR manager, or as something that has to be 

included in yearly reporting. Instead, sustainability is deeply 

integrated into the organisation’s purpose, strategy, business and 
operating model, and it helps to create strategic competitive 

advantages. 

We believe the era of traditional corporations merely integrating 

sustainable practices on a shallow level is being overtaken by a 

new generation of corporations: ones that are actively

B E T T E R  B U S I N E S S transforming their markets to make them more sustainable. 

Instead of waiting for a shift in the market, these companies are 
creating the shifts to enable new forms of business sustainability.

Stanford Social Innovation Review calls this approach "market 

integration ". 

Market integration implies that companies directly address the 

causes of climate change and create sustainability, for instance, 
rather than only reducing unsustainability. 

A market integration approach also entails looking beyond 

traditional metrics of measuring business success, such as 

financial performance, to ones that measure social impact, 

human well-being, and responsibility towards the environment. 
Furthermore, it involves the optimization of supply chains. And it is 

also opts for innovative and alternative business models and the 

integration of sustainable solutions. 

If you are still stuck in outdated ideas and in the old ways of 

Corporate Social Responsibility, it is time to get moving. The world 
is changing! 

https://eu.patagonia.com/se/en/business-unusual/
https://www.unilever.com/
https://ssir.org/articles/entry/the_next_phase_of_business_sustainability
https://ssir.org/articles/entry/the_next_phase_of_business_sustainability


BE AN ACTIVIST
CEOs and executives are increasingly looking outside the scope of their own 
business and speaking up for social, environmental, and political issues. 

B E T T E R  B U S I N E S S  P L A Y B O O K



B E  A N  A C T I V I S T

With a purpose that transcends profit maximization, the 

phenomenon of CEO activism has become visible and 
significant in recent years. There is a growing trend of 

executives looking outside the scope of their own business 

and speaking up for social, environmental, and political 
issues. 

Executives who are aware of societal issues are increasingly taking 

active roles as morally responsible leaders, using purpose-driven 

leadership as a force for good. As activists, CEOs take powerful 

stands on issues that are not directly related to their companies. 

For example, Patagonia’s CEO Rose Marcoria frequently speaks up 
and pledges to do good for the planet. And the chairman and CEO 

of Black Rock, Larry Fink, has taken activism within investment 

management to a new level. Not only is Fink letting his voice be 

heard on social issues, he is also pushing for environmental 

concerns as part of Black Rock’s corporate agenda: “Society is 
demanding that companies, both public and private, serve a social 

purpose.”

Paul Polman, former CEO of Unilever and the Chair of the United 

Nations’ Global Compact, insists that business must be in the 
driver’s seat to help speed up the agenda for climate change and 

sustainability, and that CEOs must take up their responsibilities. 

And his track record is impressive: 

with Polman at the helm, Unilever’s sustainable business model 

generated a shareholder return that doubled that of the market. 
In 2017, Unilever’s sustainable brands generated 70% of its growth.

Activist CEOs can be a major driving force that push companies 

to create a positive impact. Such an approach has even 

demonstrated the creation of first-mover advantages. 

Moreover, research shows that CEOs and executives who speak 
up on societal issues and engage in activism creates a better 

reputation for themselves and their companies, increased 

profitability, and fuels the willingness of people to buy and work 

for it. 

It is a win-win for all !

B E T T E R  B U S I N E S S

https://www.hottopics.ht/35730/the-meaningful-business-100-2019/
https://www.forbes.com/sites/jasonwingard/2019/08/23/the-patagonia-model-ceos-redefine-shareholder-value/
https://www.afr.com/companies/larry-fink-says-blackrock-will-take-activism-to-a-whole-new-level-20171031-gzc2lt
https://goexplorer.org/ceos-must-be-activists-paul-polman/
https://hbr.org/2018/01/the-new-ceo-activists
https://www.forbes.com/sites/maryjosephs/2019/07/28/not-a-fad-ceo-activism-is-vital/


PURSUE MEANINGFUL INNOVATION
Meaningful innovation is found in the intersection between technology, business 
models, human needs and the world’s wicked problems.  It is not easy. But it can be 
done.

B E T T E R  B U S I N E S S  P L A Y B O O K



M E A N I N G F U L  I N N O V A T I O N
Many new products or services may be perceived as 

innovative, but in reality, bring little or no real value to 
anyone.  The world is actually full of meaningless 

innovations and failed innovation efforts.

Ideally, innovation helps remove problems and simplify the life of  

its users in a meaningful way. It reduces complexity and makes 

things easier. That’s why customer insight is key.  

Truly meaningful innovation, however, requires more than 
understanding human needs in the context of the design 

challenge. Truly meaningful innovation transpires as solutions to 

problems found in the intersection between the world’s wicked 

problems, human needs, useful technology, and new business 

models. 

Going forward, we believe that meaningful innovation needs to 

start within the junction between human needs and wicked 

problems, and it will emerge through identifying new potential 

ways to address these dilemmas. Then, useful technology will need 

to be put to use in a sustainable way. And finally, circular business

knowledge and insight into all four dimensions: the world’s wicked 

problems, human needs, useful technology, and circular business 
models. This implies that a traditional innovation team will not be 

able to achieve this on its own. 

Instead, truly meaningful innovation can be most effectively 

pursued in cross-functional teams with diverse backgrounds and 

competences spanning across the relevant areas, working in open 
innovation efforts or in different types of unconventional strategic 

partnerships. On top of this, meaningful innovation needs to reflect 

your higher purpose. It is not easy. But we believe it can be done.

B E T T E R  B U S I N E S S
models and sustainable 

value-chains, designed to 
also create shared value 

for all stakeholders, will 

need to be developed, 

tested, deployed, and 

continuously challenged 
and improved. Due to its 

complexity, meaningful 

innovation demands both

https://www.hongkiat.com/blog/useless-tech-inventions/
https://www.businessinsider.com/biggest-product-flops-in-history-2016-12%3Fr=US&IR=T
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Going forward, we believe meaningful 
innovation will need to start specifically 

in the intersection between human 

needs and wicked problems, and in 

identifying new potential ways to 

address them. Then, useful technology 
will need to be put to use in a sustainable 

way. And finally, circular business 

models and sustainable value-chains, 

designed to also create shared value for 

all stakeholders, will need to be 
developed, tested, deployed, and 

continuously challenged and improved.
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CREATE CIRCULAR BUSINESS MODELS
Business models supporting a circular economy can reduce the environmental footprint 
of both production and consumption. This approach is being increasingly adopted.
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C I R C U L A R  B U S I N E S S  M O D E L S
Business models that support a circular economy can 

reduce the environmental footprint of both production and 
consumption. This approach is being increasingly pursued 

by established companies and new ventures alike.

The opportunities underlying circular business models are not new. 

Recycling, reuse, and repair have existed for millennia. What is new 

is the increasing sophistication and diversity of these business 

models, the extent to which companies are integrating larger parts 
of the value chain, as well as the sheer number of industries in 

which these models have been adopted. 

The OECD Report Business Models for a Circular Economy describes 

five key business models that support a more circular economy:

• Circular supply models that reduce the demand for virgin 
resources by replacing traditional material inputs with bio-

based, renewable, or recovered materials

• Resource recovery models that recycle waste into secondary 

raw materials

• Product life models that extend the period of use of existing 

products, which helps reduce both resource extraction and 
waste generation over time

• Sharing models, e.g. car sharing, which support the sharing of 

under-utilised products, while reducing the demand for new 

products.

• Product service system models, which put a higher focus on 
services rather than products 

These business model typologies are, in reality, often found in 

different combinations. The underlying principles, however, mirror 

the need for less use of natural resources, increased circularity, 

and a decrease in meaningless consumption.

Some may consider this as a threat to their current business 

models. We consider it a business opportunity !

B E T T E R  B U S I N E S S

https://www.ellenmacarthurfoundation.org/circular-economy/what-is-the-circular-economy
https://www.oecd.org/environment/waste/policy-highlights-business-models-for-the-circular-economy.pdf


BUILD SUSTAINABILITY BRANDS
A sustainability brand has sustainability benefits which are noticeable, 
credible and relevant to the targeted customer segment. It is also well-
differentiated from the competition.
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B U I L D  S U S T A I N A B I L I T Y  B R A N D S
A sustainability brand can be understood as products, 

services, or solutions that are branded to signal an added 
value with respect to environmental and social benefits to 

its targeted customer segments.

A brand will only be perceived as being sustainable if it can deliver 

sustainability benefits that are noticeable, credible, and relevant to 

the targeted customer. To represent value to your business, it will 

also need to be differentiated from your competition.

Sustainable products and services should offer an enhanced 

social and ecological performance during the whole lifecycle. 

Today, they also need to perform as well as less sustainable 

options in the market. 

Taking this into consideration when introducing a sustainability 
brand, you can still start out small. Your can even acquire a 

sustainability brand - as Unilever did with Ben & Jerry in 2001 and 

Seventh Generation in 2016. Or as Paulig Group did with Gold & 

Green in 2016. Also, Unilever has warned it will sell off brands that 

do not contribute positively to society. 

Remember that not all brands need to become sustainable over 

night. Unilever’s sustainability brand portfolio, for instance, still only 
represents approximately half of its annual sales. However, this 

portfolio delivers 75% of the company’s growth and has been 

growing 69% faster than the rest of the business. 

With the ambition of being a force for good, sustainability brands 

ultimately need to be genuine, trustworthy, and authentic – from 
the inside out. They need to demonstrate care for both humans 

and nature, e.g. through originality in design, producing less CO2 

emissions, using local and natural ingredients, not using anything 

perceived as artificial or synthetic, and not involving any abused 

animals or an exploited workforce. 

Sustainability brands also have a role in educating consumers, 

providing a feeling of belonging and meaningful connections, 

promoting social harmony and can help heal the challenged 

bonds of our shared humanity. 

B E T T E R  B U S I N E S S

https://www.unilever.com/
https://www.benjerry.com/
https://www.seventhgeneration.com/
https://www.pauliggroup.com/
https://goldandgreenfoods.com/
https://www.theguardian.com/business/2019/jul/25/unilever-warns-it-will-sell-off-brands-that-hurt-the-planet-or-society
https://www.unilever.com/news/press-releases/2019/unilevers-purpose-led-brands-outperform.html


DEVELOP UNCONVENTIONAL 
PARTNERSHIPS
Some of the world’s largest corporations have chosen unconventional 
partnerships to tackle environmental challenges.
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U N C O N V E N T I O N A L  P A R T N E R S H I P S
Some of the world’s largest corporations have chosen to 

partner with NGOs or other types of organizations to tackle 
wicked problems and environmental challenges.

NGOs and the private sector are increasingly working together to 
solve critical challenges facing the world today. For instance, 

McDonald’s and Coca Cola have partnered with World Wildlife 

Foundation (WWF). 

Why would that be interesting for such an organisation? In short, 

WWF believes that successfully solving today’s problems is more 
likely to be achieved through collaboration than in isolation.

Another example is IKEA, which recently partnered with Ellen 

McArthur Foundation, a global leader on the circular economy, to 

reach its goal to become a circular business by 2030: “To become

circular is one of our big ambitions and challenges for the future. 
It is a transformational shift for our entire business”, according to 

IKEA’s recent press release.

However, such partnerships do not come without challenges, as 

the mission and culture of an NGO are very different from those of 

a corporate actor. 

In The Guardian, an article about partnerships points out that 

individuals can not create the needed level of social change on 
their own, and conveys these key points: 

First, partnerships between NGOs and businesses are one of the 

most effective ways for advancing social change and addressing 

the world’s wicked problems. 

Secondly, partners must choose each other carefully, be honest 
about their real motivations for engaging in that partnership, and 

use their expertise to the best effect.

Finally, CEOs and boards of companies that are committed to 

partnership is essential, but a committed workforce is the key to 

enable a particular project’s success.

Unconventional partnerships are, by nature, unexpected and out 

of the ordinary. Which unconventional partnerships might be 

waiting for you and your company?

B E T T E R  B U S I N E S S

https://www.worldwildlife.org/
https://newsroom.inter.ikea.com/news/ikea-and-ellen-macarthur-foundation-enter-strategic-partnership/s/eb32c741-3ec3-4a7c-b39a-3803fbf6a855
https://www.ellenmacarthurfoundation.org/news/foundation-welcomes-ikea-as-strategic-partner
https://www.theguardian.com/sustainable-business/2014/dec/11/corporations-and-ngos-working-in-partnership-to-create-social-change


TURN CLIMATE POSITIVE
Many companies have increased their ambitions and now pledge to 
become climate positive based on the realization that reaching zero 
emissions is not enough to tackle the climate crisis.
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T U R N  C L I M A T E  P O S I T I V E

In a recent survey, sustainability experts asserted that 

businesses need to reach carbon neutrality by 2030 in 
order to remain successful and achieve the SDGs. Many 

companies are now increasing their level of ambition and 

have pledged to take it a step further – to become climate 
positive, having realized that reaching zero emissions is 

simply not enough to tackle the climate crisis.

To achieve such a transformation, companies set ambitious 

targets that go beyond the traditional ways of integrating 

sustainability into business. 

Climate positive companies address a larger footprint than the 

company’s actual value chain by committing to reduce their 

climate footprint and remove more greenhouse gases than their 

whole value chain emits. This entails a drastic reduction of carbon 

emissions from all parts of the value chain, combined with 
removing carbon from the atmosphere through nature-based 

solutions, and ultimately adopting new carbon removal 

technologies.

Collaboration with suppliers and partners is a crucial aspect for 

companies to become climate positive. Furthermore, these 
companies empower customers to engage in more sustainable 

practices and take the lead in making a positive impact locally, 

as well as following best practices for accounting and reporting. 

Some global companies have already reached climate positivity. 

One of these pioneers is the Swedish restaurant chain Max 
Burgers. Many other companies are following their lead and are 

committing to becoming climate positive by 2030, including 

Microsoft, Amazon, and IKEA. Microsoft has further pledged to 

remove – by 2050 – all of the direct emissions that it has 

produced since its founding in 1975.

It may be added that planting trees is a great way to decrease 

carbon in the atmosphere, but companies striving to become 

climate positive need to go beyond that to make a real and 

sustainable difference.

B E T T E R  B U S I N E S S

https://www.vox.com/the-goods/2020/3/5/21155020/companies-carbon-neutral-climate-positive
https://www.wwf.se/foretag/klimat/companies-develop-climate-positive-position-together/
https://qz.com/1713850/ahead-of-un-climate-summit-google-amazon-ikea-pledge-environmental-initiatives/%253e


BE TRANSPARENT IN REPORTING
‘What gets measured gets done’ is an old adage in business. Also, what gets 
measured reveals what is valued in your organization. Being transparent about your 
results also helps to bring out the elephant in the room. It is a critical step to become 
a better business. 
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T R A N S P A R E N T  R E P O R T I N G
‘What gets measured gets done’ is an old adage in 

business. Also, what gets measured brutally reveals what 
is valued within an organization. Measuring the right 

things and being transparent about the results are 

therefore critical elements for becoming a better business. 

Today, stakeholders including consumers and investors are 

placing higher demands on businesses for transparency and to 
disclose information on how they operate. This makes it harder for 

gaps to linger between what companies say they are doing and 

what they actually are doing. 

Reporting has a central role in meeting transparency demands. In 

the European context, the EU Commission’s Finance Action Plan
has put forward more stringent guidelines on reporting, which 

now extend to including how companies are impacting the 

climate, and how the climate is impacting their business. The 

Swedish government has even established legal requirements for 

companies to include mandatory sustainability reporting. 

As part of the transformational integration of sustainable 

business, the traditional role of reporting is under tremendous 
challenge. New metrics and reporting standards are constantly 

being developed. Some examples include the Global Reporting 

Initiative (GRI), Sustainability Accounting Standards Board (SASB), 

Task Force on Climate-related Financial Disclosures (TCFD), and 

International Integrated Reporting Council (IIRC). On top of that, 
Environmental, Social, and Governance (ESG) metrics are being 

increasingly used by investors around the globe to better value 

firms that invest in addressing the world’s big problems. 

Much focus is being put on value conveyance. In layman’s terms, 

this means showing through your reporting how the company 
makes a positive impact. What this really means is that 

companies need to show a close connection with the narrative 

and the reported numbers as a way of communicating the value 

being created by the business. 

Finally, sustainability should be communicated effectively; if the 
link between social impact and economic performance is not 

shown, no one will know about this impact, no matter how much 

good your company is actually delivering.

B E T T E R  B U S I N E S S

https://ec.europa.eu/info/publications/180308-action-plan-sustainable-growth_en
https://www.globalreporting.org/
https://www.sasb.org/
https://www.fsb-tcfd.org/
https://integratedreporting.org/


BECOME A CERTIFIED B CORPORATION
B-Corps provides a global certification for for-profit companies that meet 
the highest standards of verified social and environmental performance, public 
transparency, and legal accountability.
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C E R T I F I E D  B  C O R P O R A T I O N
B-Corps provides a global certification for for-profit 

companies that meet the highest standards of verified 
social and environmental performance, public 

transparency, and legal accountability. 

The certification only encompasses companies that use 
business as a force for good by balancing purpose and 

profit. It helps mission-driven companies advocate for 
authentic stakeholder benefits, and better communicate 

values and responsibility towards society. The certification

also supports companies to stand out from the 
greenwashing crowd, and aids in attracting investors by 

showing the company’s stability and quality. Furthermore, it 
helps customers use B-certification as a tool to make 

better consumption choices that “invest in a healthier 

planet, better jobs, and a kinder world”.

In short, the B-Corp certification evaluates the overall 

positive impact of companies in a way that creates value

B E T T E R  B U S I N E S S for “all stakeholders, not just shareholders”, including 

employees, customers, the local community, and the 
environment:

-”Society’s most challenging problems cannot be solved by 

government and non-profits alone. The B-Corp community 
works toward reduced inequality, lower levels of poverty, a 

healthier environment, stronger communities, and the 
creation of more high quality jobs with dignity and 

purpose.” 

So far, more than 3300 companies, including Patagonia, 
Danone and Ben&Jerry’s, have been certified, whereof 

which 500 have pledged to reach net-zero emissions by 
2030. Danone recently also announced its intent to become 

the world’s largest Certified B Corporation by 2025. 

Your company can become a Certified B Corporation too!  
Read more about the requirements of the certification and 

about how to become a Certified B Corporation here. 

https://bcorporation.net/
https://hbr.org/2016/06/why-companies-are-becoming-b-corporations
https://bcorporation.net/about-b-corps
https://www.danone.com/
https://www.forbes.com/sites/christophermarquis/2020/06/26/global-food-giant-adopts-stakeholder-model-to-survive-covid-19-and-the-long-term/
https://bcorporation.net/certification


FIVE VERY 
SWEDISH CASES
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FIVE 
VERY 

SWEDISH 
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• O A T L Y

• M A X  B U R G E R S

• N U D I E  J E A N S

• H & M

• I K E A

PS. Striving for Better Business does not mean that you are already perfect.



O A T L Y
Oatly wholeheartedly believes in being a good company. 

That means balancing its massive business growth with 
long-term sustainability goals. But can growth ever be 

considered sustainable, even though this company 

provides a sustainable alternative to cow’s milk? 

When Oatly first began to take shape as a company and brand 

in the 1990s, its vision was to offer nutrient-rich, oat-based 
products to the whole world. The company’s patented enzyme 

technology copies nature’s own process and turns fibre-rich 

oats into nutritional liquid food that is perfectly designed for 

humans. It also has the huge advantage of producing far less 

carbon dioxide than the equivalent amount of cow’s milk. This is 
an aspect on which the company has increasingly focused, 

following a strategic repositioning. Naturally, this has provoked 

the dairy industry. 

Today, Oatly’s purpose is to make it easy for people to turn what 

they eat and drink into personal moments of healthy joy 
without recklessly taxing the planet’s resources in the process.

In the wake of climate change, the Oatly brand has quickly grown in 

popularity across the globe, and its exponential growth has put a 
real strain on the company resources. As each litre of oat drink that 

replaces a litre of cow's milk contributes to lower resource use and 

less climate impact, it makes this a little easier to bear, even though 

some sustainability targets have consequently moved in the wrong 

direction. 

As an example, in 2018, Oatly sold 71,482,745 litres of oat drink 

worldwide. If the same amount would otherwise have been 

consumed as cow's milk, switching to Oatly resulted in a 56,471 ton 

reduction in greenhouse gases (as much as would be generated by 

traveling around the world in a car 11,478 times).

In 2019, Oatly doubled its sales and from that perspective helped 

reduce climate impact even further, even though their actual 

emissions increased, partly driven by the increasing use of 

traditional co-packers around the globe. A challenge they are being 

very transparent about and working to address.

In promising to be a good company, we firmly believe that Oatly will 

continue to challenge the dairy industry, ultimately to inspire 

societal change, climate action, and a better food system.

A  S U S T A I N A B L E  A L T E R N A T I V E

https://www.oatly.com/uk/about-oatly


M A X  B U R G E R S  
In the backdrop of the tremendous carbon footprint of the 

livestock sector, Max Burgers has taken extensive 
measures to lower its environmental impacts. In 2019, it 

was recognized as one of the world’s most innovative 

companies and received the UN’s “Global Climate Action 
Award”.

Max Burgers is one of Sweden’s first and most popular burger 

chains. It was established in the very north of Sweden in 1968 as 

Curt Bergfors and Britta Andersson opened their first restaurant in 

Gällivare. Today, the company encompasses 120 restaurants in 

several markets and is still fully family-owned.

However, livestock is one of the world’s most polluting industries, 

generating 14% of total global greenhouse gas emissions. Max 

Burgers wanted to be part of the solution rather than the problem 

and decided to introduce the world’s first “climate positive” menu. 

Their menu takes into account all emissions in its value chain, 
from farm to table. It puts CO2 labels on each menu item to

provide customers with insight into the climate impact of their 

food. The menu includes a wide range of plant-based meals, 
including the self-developed plant-based protein burger that 

looks and tastes like meat: the Delifresh Plant Beef. 

The approach has proven to be a great success. In 2019, its sales 

of beef-free meals increased to 41%, putting the company 

perceptibly closer to reaching its target of 50% by 2022. This fast-
food restaurant chain also uses 92% renewable packaging for its 

food.

Max Burgers truly believes in the integral need to reduce 

emissions and has been encouraging other companies to be 

climate positive. For instance, the company recently established 
the platform CLIPOP, aiming to establish a global standard for 

climate positive and showcasing other companies’ climate 

positive commitments.

C L I M A T E  P O S I T I V E  B U R G E R S

https://www.maxburgers.com/
https://unfccc.int/climate-action/momentum-for-change/climate-neutral-now/max-burgers
https://vegconomist.com/uncategorized/max-burgers-receives-uns-global-climate-action-award-at-cop25-in-madrid/
https://www.maxburgers.com/about-max/news/news-and-press-releases/maxs-menu-grows-with-new-innovation/
http://www.clipop.org/


N U D I E  J E A N S

With repair, recycling, and resale as core aspects of its 

business model, Nudie Jeans is taking circularity to the 
next level.

Since its launch in 2001, Nudie Jeans has wanted to do things 
differently. The brand consciously choose to not be part of the 

fast fashion industry with the tremendous associated 

environmental and social costs. Instead, Nudie Jeans 

manufactures its clothing as sustainably as possible by focusing 

on quality and durability and by using organic cotton to the 
largest extent possible. 

The company has opted for local production by establishing 

long-term relationships with its suppliers and offshores its 

production to neighboring countries, including Italy and Portugal. 

This allows them to have better control over the production 
process and be transparent with their customers – which has 

always been a top priority for the company. 

Not only does the textile industry produce emissions and harmful 

chemicals, but fashion also results in huge amounts of waste. 

For Nudie Jeans’ co-founder, Joakim Levin, this did not make 

sense. He wanted to prolong the life of garments and prevent 
them from ending up in landfills. From this, the idea of a repair 

shop was born, and Nudie Jeans took its environmental 

awareness to a new level. The brand renamed stores to “Nudie 

Jeans Repair Shop” and today offers its customers free repair of 

Nudie Jeans by putting a sewing machine right in the middle of 
all of their stores. Alternatively, customers can drop off their old 

jeans to either be re-sold or recycled and receive a discount 

coupon in return.

Nudie Jeans has grown extensively since it opened its first small 

shop in Gothenburg, Sweden. Today, it has an annual revenue of 
50 million euros, and 33 repair shops in Sweden, England, 

Germany, Spain, Australia, Japan, and the USA. Way to go!

C H A L L E N G I N G  T H E  F A S H I O N  I N D U S T R Y

https://www.nudiejeans.com/


H & M

The fast-fashion giant H&M is pushing for a more 

sustainable fashion industry and aims to use 100% 
recycled and sustainably-sourced materials in their 

production by 2030. 

As one of the world’s largest fashion retailers, H&M has been 

widely criticized for operating under an unsustainable fast 

fashion business model with unfair labor conditions and huge 

environmental impact. However, this fashion giant has been 
setting ambitious targets for more sustainable practices and is 

pressing for a more sustainable fashion industry at large.

H&M aims to use 100% recycled and sustainably sourced materials 

in its production by 2030. It has pledged to become climate 

positive by 2040. Its eco-line “Conscious Collection” produces 
garments from sustainable materials, and the company has 

implemented a clothing recycling program. It has also 

committed to phasing out hazardous chemicals used in its 

clothing production as part of Greenpeace’s Detox campaign.

On the social level, the company has made improvements in its 

labor policies and has an audit team that constantly monitors 
suppliers’ compliance with the H&M code of conduct. The brand 

highly values transparency: it has published a list of all its 

manufacturers as part of its sustainability reporting and on the 

company’s website. Amongst other achievements, this put H&M 

as the highest-ranking fashion brand on the Fashion 
Transparency Index 2020.

In January 2020, H&M appointed its former Head of Sustainability, 

Helena Helmersson, as the company’s new CEO. This was 

acclaimed by activists and experts as a significant step towards 

accelerating the company’s sustainability work, given the depth 
of her understanding of the challenges and on-the-ground 

experience with this topic. We have now listened to her speaking 

at the UN Global Compact Summit 2020.

The question remains as to whether fast-fashion can become 

sustainable. Let’s see how this plays out. We are hopeful.

S E T  T O  T R A N S F O R M  F A S T  F A S H I O N

https://www.hm.com/
https://goodonyou.eco/how-ethical-is-hm/
https://hmgroup.com/sustainability/circular-and-climate-positive.html
https://www.greenpeace.org/usa/h-m-responds-to-greenpeace-pressure-with-detox-commitment/
https://www.fashionrevolution.org/about/transparency/
https://www.eco-business.com/news/fast-fashion-giant-hm-appoints-former-sustainability-head-as-ceo-activists-call-for-a-different-business-model/


I K E A
As one of the world’s biggest furniture retailers, Sweden’s 

IKEA has a purpose to create a better everyday life for 
ordinary people and has been widely recognized for its 

responsible practices. The company also aspires to 

become a circular business by 2030.

Owned by a foundation, first and foremost, the company has the 

outlook of generations rather than quarterly earnings. And today, 
sustainability is deeply-rooted in the company’s business model 

and overall goals. IKEA has, for instance, pledged to reach climate 

positivity by 2030, by reducing more greenhouse gases than it 

emits throughout its whole value chain. 

During the United Nations’ Climate Conference of the Parties in 
(COP25) in 2019, IKEA showcased its strategies for becoming 

climate positive with the use of science-based targets. This 

includes plans to only use renewable and recycled material in its 

products by 2030 and to speed up the pace of technological 

innovations that deal with climate change.

The company further announced that it will invest 200 million 

euros to accelerate the adoption of renewable energy by its 
suppliers, in addition to engaging in reforestation and better 

forest management practices.

Consumers have also recognized IKEA’s work in creating a 

positive impact and the company is perceived as one of the 

most sustainable companies in the world. According to the 
Sustainable Brand Index 2020, IKEA ranked first on the list of the 

most sustainable Swedish brands for the second year in the row. 

Aligned with its purpose of “creating a better everyday life for 

many people”, IKEA is living up to its social responsibility. For 

instance, as a response to the coronavirus outbreak, it joined the 
COVID-19 Response Alliance for Social Entrepreneurs. This 

collaboration of 40 global organizations support social 

entrepreneurs to overcome significant impacts of the outbreak 

and alleviate suffering for the most vulnerable.

A  R E S P O N S I B L E  P R A C T I C E S  P I O N E E R

https://www.ikea.com/
https://newsroom.inter.ikea.com/news/ikea-and-ellen-macarthur-foundation-enter-strategic-partnership/s/eb32c741-3ec3-4a7c-b39a-3803fbf6a855
https://unfccc.int/news/ikea-to-present-path-to-become-climate-positive-at-cop25
https://www.sb-index.com/sweden
https://www.weforum.org/reports/covid-social-entrepreneurs-alliance


CONTINUE THE 
JOURNEY
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C O N T I N U E  T H E  J O U R N E Y
This Playbook for Better Business was compiled with the 

intention of sharing practices within the frontlines of 
business sustainability, with a particular interest in 

environmental sustainability, given the imminent 

challenges of climate change. 

The practices that have been profiled herein have been picked up 

through our own experiences, studies and research, as well as 
through consulting projects and client discussions. 

More great examples of sustainable products, services, and 

business models from around the world can be found on the Global 

Opportunity Explorer.

The formal research that is conducted to generate this Playbook is 
based mainly on sources published within the past two years (2018-

2020).  This includes a large number of reports and articles 

published predominantly by global institutions and organizations, 

including the United Nations, European Union, World Economic 

Forum, Harvard Business Review, and others. 

B E T T E R  B U S I N E S S  P L A Y B O O K We hope that this report will reach and inspire business leaders 

across the world to go beyond business as usual, and consider the 
vast strategic opportunities connected to Better Business – and get 

excited and engaged in doing well by doing good. 

This report can be shared and downloaded in full via our 

homepage, where you also can find other interesting resources.

By the way, we are Future Navigators. In a world of accelerating 
change, our mission is to guide leaders, teams, and organizations 

beyond business as usual. We help our clients explore opportunities, 

envision the future, and to transform into better businesses. 

Ultimately to co-create a better future.

Please get in contact via our website: www.future-navigators.com 
We would love to hear from you!

Warmly,

Elisabet Lagerstedt
Founder & Principal

https://goexplorer.org/solutions/
https://www.future-navigators.com/
https://www.future-navigators.com/


More information at www.future-navigators.com

http://www.future-navigators.com/


“If you want to go fast, go alone. If you want to go far, go together.”

- African proverb
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R E S E A R C H ,  W R I T I N G  &  C O N T R I B U T I O N
B E T T E R  B U S I N E S S  P L A Y B O O K

E l i s a b e t L a g e r s t e d t
Elisabet is an expert on the CoCreation of Strategy, Innovation, and Transformation. She is on a mission to guide leaders, teams, and 
organizations beyond business as usual: to build better businesses, and ultimately a better future. She holds a Masters of Social Sciences 
from Lund University and executive education certificates from Harvard Business School, IMD Business School, Oxford, INSEAD and 
Singularity University, and more. She is an Executive Consultant and Coach, author and speaker with 25+ years business experience. She 
is also the founder of the boutique consulting firm Inquentia and of Future Navigators. Elisabet is the author of Navigera in i framtiden (in 
Swedish), runs the Better Business blog, is a former guest writer for INSEAD Knowledge, mentor and guest lecturer at Lund University and 
KTH Executive School, and an Executive Coach and Learning Manager at IMD Business School. 

N a j l a V a l l a n d e r
Najla holds a Degree in Business, Entrepreneurship, and Innovation Management from Lund University in Sweden. She is particularly 
interested in the topics of environmental psychology and sustainable consumption choices, circular business models, and the role of 
innovation and grassroots solutions in tackling global challenges. Najla also blogs about her zero-waste lifestyle to promote sustainable 
living with a minimal negative impact on the environment. 

C a r l - H e n r i k  S u n d s t r ö m
Carl-Henrik holds two Masters Degrees: in Entrepreneurship and Innovation, as well as in Environmental Science from Lund University and 
a Bachelor Degree in Business Management from HEC Lausanne in Switzerland. He holds several certifications: as a Coach from the 
International Coaching Federation (ICF), in Agile Leadership and as a Scrum Master from the Scrum organization. Carl-Henrik is an 
entrepreneur, project manager and a coach. His life's mission is to unleash human potential to accelerate human progress, focusing on 
human well-being, economic and environmental prosperity.

J o y c e  M i l l e r
Joyce is an expert on Innovation, Sustainable Development Policy, Organisational Learning and Capacity Building in the Green Economy. 
She is an Executive Coach and Learning Manager at IMD. She designs and facilitates strategy, team-building, and leadership 
programmes for corporate clients. She trains entrepreneurs and consultants in developing and emerging countries (often in 
international supply chains) to reduce costs and environmental impact and improve working conditions. She regularly consults for
international development programmes of the United Nations, other global agencies, and corporate foundations/philanthropy. She has 
a Bachelor Degree in Political Science and an MBA from two Canadian universities and a PhD from  the University of Lausanne, 
Switzerland. She has also studied environmental impact assessment at the University of Aberdeen, Scotland. 

https://www.bokus.com/bok/9789175691923/navigera-in-i-framtiden-om-ledarskap-och-verksamhetsutveckling-i-en-tid-a/
https://elisabetlagerstedt.com/
https://zerowastepalestine.wordpress.com/media-appearances/


R E C O M M E N D E D  R E A D I N G  A N D  S O U R C E S
A T  A  T I P P I N G  P O I N T
Multi-Stakeholder Platform on the Implementation of the Sustainable 
Development Goals in the EU, 2018. Europe Moving Towards a Sustainable Future. 
Brussels: European Union

Scott, L., and McGill, A., 2019. Creating a Strategy for a Better World. PWC
Certified B-Corporation [online] Available at: https://bcorporation.net/ [Accessed 
28 April 2020]

Purvis, B., Mao, Y. and Robinson, D. (2018). Three pillars of sustainability: in search of 
conceptual origins. Sustainability Science, 14(3), pp.681–695

ADEC ESG Solutions (2019). What is Social Sustainability? [online] Adec-
innovations.com. Available at: https://www.esg.adec-innovations.com/about-
us/faqs/what-is-social-sustainability/ [Accessed 2 May 2020]

Menickella, B. (n.d.). COVID-19 Worldwide: The Pandemic’s Impact on The Economy 
And Markets. [online] Forbes. Available at: 
https://www.forbes.com/sites/brianmenickella/2020/04/08/covid-19-worldwide-
the-pandemics-impact-on-the-economy-and-markets/#5e672f4928c3
[Accessed 28 Apr. 2020]

McGrath, M. (2020). Polluting Gases Fall Rapidly as Coronavirus Spreads. BBC News. 
[online] 19 Mar. Available at: https://www.bbc.com/news/science-environment-
51944780
Carrington, Damian (2020). Coronavirus: 'Nature is Sending us a Message’, says UN 
Environment Chief. The Guardian. [online] 25 Mar. Available at: 
https://www.theguardian.com/world/2020/mar/25/coronavirus-nature-is-
sending-us-a-message-says-un-environment-chief

World Economic Forum. (2020). COVID-19 and Nature are Linked. So Should be the 
Recovery. [online] Available at: https://www.weforum.org/agenda/2020/04/covid-
19-nature-deforestation-recovery/[Accessed 28 Apr. 2020]

Schiffman, R. (2020). The Lab That Discovered Global Warming Has Good News and 
Bad News. The New York Times. [online] 24 Apr. Available at: 
https://www.nytimes.com/2020/04/24/nyregion/lamont-doherty-earth-
observatory-global-warming.html [Accessed 3 May 2020]

Roy, A. (2020). Arundhati Roy: ‘The Pandemic is a Portal’ | Free to read. [online] 
www.ft.com. Available at: https://www.ft.com/content/10d8f5e8-74eb-11ea-95fe-
fcd274e920ca

GREENRECOVERY REBOOT & REBOOST Our Economies for a Sustainable Future. 
(n.d.). [online] Available at: 
https://assets.ctfassets.net/8zsoy6orjtri/3yITxiy9VkpVnBv6WAhC9H/1bfef430ff5ea
9bc468be38d8d49939a/200415Green_Recovery_Call_to_Action___Signatories.p
df [Accessed 28 Apr. 2020]

Thomasnet.com. (2019). A Brief History of Corporate Social Responsibility (CSR). 
[online] Available at: https://www.thomasnet.com/insights/history-of-corporate-
social-responsibility/ [Accessed 2 May 2020]

Kim, S., Karlesky, M., Myers, C., Schifeling, T., 2020. Why Companies Are Becoming B 
Corporations. [online] Harvard Business Review. Available at: 
https://hbr.org/2016/06/why-companies-are-becoming-b-corporations
[Accessed 28 April 2020]

Oatly Leads Food Industry with Sustainability as Core Business Model. [online] 
Worldfavor. Available at: https://blog.worldfavor.com/oatly-leads-food-industry-
with-sustainability-as-core-business-model [Accessed 28 Apr. 2020]

Hoffman, A. J., 2018. The Next Phase of Business Sustainability. Stanford Social 
Innovation Review

GlobeScan & SustainAbility, 2020. The Climate Decade: Ten Years to Deliver the 
Paris Agreement

GreenBiz Group, 2020. State of Green Business 2020. S&P Trucost Limited

https://bcorporation.net/
https://www.esg.adec-innovations.com/about-us/faqs/what-is-social-sustainability/
https://www.forbes.com/sites/brianmenickella/2020/04/08/covid-19-worldwide-the-pandemics-impact-on-the-economy-and-markets/
https://www.bbc.com/news/science-environment-51944780
https://www.theguardian.com/world/2020/mar/25/coronavirus-nature-is-sending-us-a-message-says-un-environment-chief
https://www.weforum.org/agenda/2020/04/covid-19-nature-deforestation-recovery/
https://www.nytimes.com/2020/04/24/nyregion/lamont-doherty-earth-observatory-global-warming.html
https://www.ft.com/content/10d8f5e8-74eb-11ea-95fe-fcd274e920ca
https://assets.ctfassets.net/8zsoy6orjtri/3yITxiy9VkpVnBv6WAhC9H/1bfef430ff5ea9bc468be38d8d49939a/200415Green_Recovery_Call_to_Action___Signatories.pdf
https://www.thomasnet.com/insights/history-of-corporate-social-responsibility/
https://hbr.org/2016/06/why-companies-are-becoming-b-corporations
https://blog.worldfavor.com/oatly-leads-food-industry-with-sustainability-as-core-business-model


R E C O M M E N D E D  R E A D I N G  A N D  S O U R C E S
K E Y S  T O  U N L O C K  B E T T E R  B U S I N E S S

World Economic Forum (2020). Global Risk Report 2020. Geneva, Switzerland: World 
Economic Forum
Harvard Business Review. (2018). The New CEO Activists. [online] Available at: 
https://hbr.org/2018/01/the-new-ceo-activists [Accessed 28 Apr. 2020]
Wingard, J. (n.d.). The Patagonia Model: CEOs Redefine Shareholder Value. [online] 
Forbes. Available at: https://www.forbes.com/sites/jasonwingard/2019/08/23/the-
patagonia-model-ceos-redefine-shareholder-value/#6e08f7da16e3 [Accessed 
28 Apr. 2020]
Josephs, M. (n.d.). Not A Fad, CEO Activism is Vital. [online] Forbes. Available at: 
https://www.forbes.com/sites/maryjosephs/2019/07/28/not-a-fad-ceo-activism-is-
vital/#65363b207423 [Accessed 28 Apr. 2020]
Australian Financial Review. 2020. Larry Fink Says Blackrock Will Take Activism to a 
'Whole New Level'. [online] Available at: https://www.afr.com/companies/larry-fink-
says-blackrock-will-take-activism-to-a-whole-new-level-20171031-gzc2lt
[Accessed 24 May 2020]
Scott, L., and McGill, A., 2019. Creating a Strategy for a Better World. PWC
Olynec, N., 2020. 8 Sustainability Trends to Watch Out for in 2020. International 
Institute for Management and Development (IMD)
Kairos Future, 2019. Möt Framtidens Hållbara Konsumenter
Trend-watching. 2020 Trend Report
Nielsen.com. 2020. The Evolution of The Sustainability Mindset. [online] Available at: 
https://www.nielsen.com/us/en/insights/report/2018/the-education-of-the-
sustainable-mindset/ [Accessed 28 April 2020]
The Conference Board, T., 2020. Global Survey Asks 30,000+ Consumers About Views 
on Sustainability. [online] Prnewswire.com. Available at: 
https://www.prnewswire.com/news-releases/global-survey-asks-30-000-
consumers-about-views-on-sustainability-301003468.html [Accessed 27 March 
2020]
Winston, A., 2019. Corporate Action on Climate Change Has to Include Lobbying. 
Harvard Business Publishing

Vox. 2020. More Companies Want to Be "Carbon Neutral." What Does That Mean?
[online] Available at: https://www.vox.com/the-
goods/2020/3/5/21155020/companies-carbon-neutral-climate-positive
[Accessed 24 May 2020]
Världsnaturfonden WWF. 2020. Companies Develop Climate Positive Position 
Together - Världsnaturfonden WWF. [online] Available at: 
https://www.wwf.se/foretag/klimat/companies-develop-climate-positive-
position-together/ [Accessed 27 March 2020]
Cheng, M., 2020. Ahead of UN Climate Summit, Google, Amazon, IKEA Pledge 
Environmental Initiatives. [online] Quartz. Available at: 
https://qz.com/1713850/ahead-of-un-climate-summit-google-amazon-ikea-
pledge-environmental-initiatives/ [Accessed 27 March 2020]
Group of Scientists appointed by the UN Secretary  General, 2019. Global 

Sustainable Development Report 2019: The Future is Now – Science for Achieving 
Sustainable Development. New York: United Nations
Cramer, A. et.al., 2018. Redefining Sustainable Business. BSR
Park, J., 2018. Doing Business in 2030: Four Possible Futures. San Francisco: BSR
Kramer, M., 2020, Larry Fink Isn’t Going to Read Your Sustainability Report. Harvard 
Business Publishing
World Economic Forum, 2020. Embracing the New Age of Materiality Harnessing 
the Pace of Change in ESG. World Economic Forum
Certified B-Corporation [online] Available at: https://bcorporation.net/ [Accessed 
28 April 2020]
Kim, S., Karlesky, M., Myers, C., Schifeling, T., 2020. Why Companies Are Becoming B 
Corporations. [online] Harvard Business Review. Available at: 
https://hbr.org/2016/06/why-companies-are-becoming-b-corporations
[Accessed 28 April 2020]
Rubicon: Smart Waste and Recycling Technology Company. 2020. B Corps: 6 
Reasons To Become One And Make A Global Difference. [online] Available at: 
https://www.rubicon.com/blog/b-corps-reasons/ [Accessed 24 May 2020]
Business Insider. 2020. B Corps Are Businesses Committed To Using Their Profit For 
Good — These 14 Are Making Some Truly Great Products. [online] Available at: 
https://www.businessinsider.com/b-corp-retail-companies [Accessed 24 May 
2020]

https://hbr.org/2018/01/the-new-ceo-activists
https://www.forbes.com/sites/jasonwingard/2019/08/23/the-patagonia-model-ceos-redefine-shareholder-value/
https://www.forbes.com/sites/maryjosephs/2019/07/28/not-a-fad-ceo-activism-is-vital/
https://www.afr.com/companies/larry-fink-says-blackrock-will-take-activism-to-a-whole-new-level-20171031-gzc2lt
https://www.nielsen.com/us/en/insights/report/2018/the-education-of-the-sustainable-mindset/
https://www.prnewswire.com/news-releases/global-survey-asks-30-000-consumers-about-views-on-sustainability-301003468.html
https://www.vox.com/the-goods/2020/3/5/21155020/companies-carbon-neutral-climate-positive
https://www.wwf.se/foretag/klimat/companies-develop-climate-positive-position-together/
https://qz.com/1713850/ahead-of-un-climate-summit-google-amazon-ikea-pledge-environmental-initiatives/
https://bcorporation.net/
https://hbr.org/2016/06/why-companies-are-becoming-b-corporations
https://www.rubicon.com/blog/b-corps-reasons/
https://www.businessinsider.com/b-corp-retail-companies


R E C O M M E N D E D  R E A D I N G  A N D  S O U R C E S
F I V E  V E R Y  S W E D I S H  C A S E S

Sustainable Brand Index (2020). Official Report 2020: Europe’s Largest Brand Study 
on Sustainability. Stockholm: SB Insight

Unfccc.int. (2020). [online] Available at: https://unfccc.int/news/ikea-to-present-
path-to-become-climate-positive-at-cop25 [Accessed 12 May 2020]

World Economic Forum. (2020) COVID Alliance for Social Entrepreneurs. [online] 
Available at: https://www.weforum.org/reports/covid-social-entrepreneurs-
alliance [Accessed 12 May 2020]

Vegconomist - The Vegan Business Magazine. (2019). MAX Burgers Receives UN’s 
Global Climate Action Award at COP25 in Madrid. [online] Available at: 
https://vegconomist.com/uncategorized/max-burgers-receives-uns-global-
climate-action-award-at-cop25-in-madrid/ [Accessed 12 May 2020]

Max Hamburgers. MAX’s menu grows with new innovation - Launches plant-based 
burger, Delifresh Plant Beef | MAX. [online] Available at: 
https://www.maxburgers.com/about-max/news/news-and-press-releases/maxs-
menu-grows-with-new-innovation/ [Accessed 12 May 2020]

Aktuell Hållbarhet (2020). Max växer men pressar utsläppen per intjänad krona. 
[online] Available at: https://www.aktuellhallbarhet.se/alla-
nyheter/hallbarhetsarbete/max-vaxer-men-pressar-utslappen-per-intjanad-
krona/ [Accessed 12 May 2020]

CLIPOP [online] Available at: http://www.clipop.org [Accessed 12 May 2020]

Lindell, O.S. (2016). Omtänk: om små idéer som löser stora problem. 
Naturskyddsföreningen, 
pp.20–35

Issuu. Nudie Jeans Branding strategy analysis. [online] Available at: 
https://issuu.com/michelleselchlaursen/docs/cwk1_branding_to_print [Accessed 
12 May 2020]

Nudie Jeans. Stores. [online] Available at: https://www.nudiejeans.com/stores
[Accessed 12 May 2020]

Good on You. (2019). How Ethical Is H&M? [online] Available at: 
https://goodonyou.eco/how-ethical-is-hm/ [Accessed 12 May 2020]

H&M Group. Circular and Climate Positive. [online] Available at: 
https://hmgroup.com/sustainability/circular-and-climate-positive.html
[Accessed 12 May 2020]

Eco-Business (2020). Fast Fashion Giant H&M Appoints Former Sustainability Head 
as CEO; Activists Call for a Different Business Model. [online] Eco-Business. 
Available at: https://www.eco-business.com/news/fast-fashion-giant-hm-
appoints-former-sustainability-head-as-ceo-activists-call-for-a-different-
business-model/ [Accessed 12 May 2020]

Sweden.se. Sustainable Business in Sweden. [online] Available at: 
https://sweden.se/business/sustainable-business-in-sweden/ [Accessed 12 May 
2020]

Fashion Revolution. (2014). Why Transparency Matters - Fashion Revolution. 
[online] Available at: https://www.fashionrevolution.org/about/transparency/
[Accessed 12 May 2020]

https://unfccc.int/news/ikea-to-present-path-to-become-climate-positive-at-cop25
https://www.weforum.org/reports/covid-social-entrepreneurs-alliance
https://vegconomist.com/uncategorized/max-burgers-receives-uns-global-climate-action-award-at-cop25-in-madrid/
https://www.maxburgers.com/about-max/news/news-and-press-releases/maxs-menu-grows-with-new-innovation/
https://www.aktuellhallbarhet.se/alla-nyheter/hallbarhetsarbete/max-vaxer-men-pressar-utslappen-per-intjanad-krona/
http://www.clipop.org/
https://issuu.com/michelleselchlaursen/docs/cwk1_branding_to_print
https://www.nudiejeans.com/stores
https://goodonyou.eco/how-ethical-is-hm/
https://hmgroup.com/sustainability/circular-and-climate-positive.html
https://www.eco-business.com/news/fast-fashion-giant-hm-appoints-former-sustainability-head-as-ceo-activists-call-for-a-different-business-model/
https://sweden.se/business/sustainable-business-in-sweden/
https://www.fashionrevolution.org/about/transparency/

